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SURVEY HIGHLIGHTS”

Telephone 1nterv1ews were. conductea with 8 h92 consumers between 12 and

65 years of. age in the New York City, Albany and Syracuse Standard Metropolitan
Statistical Arees during 1973. Information was obtained on the type and
guantity of beverages consumed during the previous twenty-four hours, as well:
as the time of dey, and the place of consumptlon, Both aided and unaided

B

Age 4y

,recall questlons measured the consumer s advertising awareness.

Coffee wes the most heav11y consumed beverage among adults while soft
drinks and milk were the most heavily consumed beverages among teenagers.
Teenagers drank much more milk, soft drinks, and fruit juices than did
adults. ,

Consumptlon of coffee and llquor was far greater among adults than among
teenagers. ‘Beer consumption also was larger among adults than teenagers

“although the consumptlon level and the number of people consuming beer
C Tell sllghtly in the group over 35 years of age.

Only water consumptlon remalned constant as respondents became older.

‘Geographlcal Market

Among teenagers in New York City, soft drinks were the most heavily
'consumed beverage, but upstate teenagers consumed larger quantities
‘of milk than any other beverage. In all age groups, New York Clty
residents consumed less milk but more soft drinks and fruit juices

' than dld upstate respondents. The adult males and female teenagers

in New York City were more likely to drink soft drinks than were their
upstate counterparts.

Sex

Consumpt1on of milk, beer, and liquor was in general much higher and more
common - among males than females, while females consumed more coffee than
males -did.

glack/White Cempafison

Milk consumption levels of black and white respondents in New York City
were not significantly different.

Blacks ‘in all age groups consumed less coffee than whites. However,
black adults. -consumed ‘more water and black females consumed more soft
drlnks than dld the correspondlng white respondents.

Place of consumptlon

All beverages were consumed prlmarlly at home. Breakfast, dinner, and
‘evening were almost entirely "at-home occasions,”" while more than half
of the 1uncht1me_beverage consumption was away from home. :

Time of Consumption
At breakfast, more teenagers drank milk than any other beverage. Adults
chose coffee or tea most often. '
At lunch and dinpner, upstate teenagers drank more milk than any other
beverage but in New York City milk was second to soft drinks during these
meals.' Aggin, coffee'or tea were the main choices among adults.

l/"Frult Julces refers to fruit jlhices and fruit drinks; coffee here refers
to coffee or tea, "beer refers to beer or wine.




The dinnertime and evening periods represented most of the total mllk
consumptlon durlng the day. :

' T.' Advertlslng awareness ' '
© . Boft drink ads were recalled much more frequently than ads for any. other

beverage. Among teenagers, milk ads were recalled second most frequently
and among adults, coffee or tea and beer or Wlne ads were recalled most
frequently..

. Teenagers recalled ads for. soft drinks and mllk more often than dld adults.
Males were more likely than females to recall ads for beer or wine but less
likely to recall ads for coffee or tea and fruit juices or drinks. Males
and females were equally likely to recall ads for milk and soft drinks.
Consumption of each beverage was higher among respondents who were aware
of ads for that beverage than among respondents who were unaware of the
advertlsements.

o Fﬁnds for this research were provided from the New York Dairy Promotion:Order.
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BeveragefConsumption and Advertising Awareness,
_ Selected New York State Markets, 1973

_ by : :
Carolyn B. Cook, Doyle A. Eiler & Olan D. Forker®* -

INTRODUCTION

Beverage consumption patterns in the United States have experienced.
significant changes over the last decade. Per capita consumption of both
coffee and milk have declined while the per capita consumption of soft
drinks, beer, wine and liguor have continuously increased (Figure 1).

Coffee consumption peaked in 1962 and has declined at an average rate of
about 2.5 percent per year since then. This is a more rapid rate than the
decline milk is experiencing, yet coffee remains the most heavily consumed
beverage. . Soft drink consumption has doubled since 1960 and may soon replace .
‘milk as the second most Heavily consumed beverage. The per capita consumptlon,
lexels of the various alcoholic beverages have increased by 50 percent durlng
the last tén years.

The picture portrayed by the aggregate beverage data raises questions for o
nutritionists, market researchers, and members of the beverage industry. alike. o -
A detailed body of individuel consumption estimates would provide 1nformatlon K
valuable t¢ each of these. groups.

In the past, beverage consumption has been approached from three distinct
viewpoints: an evaluation of the nutritional value of the beverages consuned,
comparison of consumers' preferences, and a description of consumer behavior
" in terms of observable and quantitative variables. A brief review of the type
of ‘data which has been gained from each of these areas will set the stage for

the current research.

Prévious Studies

Dietary standerds and nutrient intake have been treated by numerocus
researchers. Hampton et al (7) used a seven day food record to study food
intake. Wharton (21) and Schorr, Sanjur, and Erickson (1L) employed a three
Gay food record and found the nutritive intake of males to be superior to that
of females. A 1965 USDA study {(17) obtained similar sex differences. _
Van der Mark and Underwood {18) used a 24 hour recall procedure to study dietary
habits and nutritional inadequacies among young families.

#*Carolyn B. Cook is a research technician, Doyle A. Eiler an assistant
professor, and Olan D. Forker.a professor of agricultural economics at
Cornell University.



Food and beverage consumption has also been documented in terms of food
preferences. Schorr et al (14), for example, found that among the teenagers
in their sample, soft drinks and milk were the most popular foods. -Stasch,
Johnson, Spangler {1%) and Reck (12) studied food and beverage preferences
among college students, and observed that both age and sex were important
variables. Other researchers (16) have examined milk consumption and preferences
and found education, economic status, family size, sex, and age to be significant
varilables. S

There have heen relatively few studles, however, to measure beverage
consumption in a detailed, descriptive manner for a broad-based sample. Sanjur,.
Romerc, and Kira (13) examined milk consumption among a small sample of preschool-
children. Walker and Margoiis (19) studied water intake of children; age was
again a determining factor. A 1965 USDA study (17) surveyed food and beverage
consumption across the U.S. and found sex, age, place of consumption and family
income to be important factors. Burk (2) studied trends in consumption of dalry
products and the role of social-psychelogical factors.

The above studies indicate several variables that play an important role
in explaining consumer behavior. An additional factor is advertising and
promotion. The aim of advertising is to move consumers along e series of
steps from unawareness, to awareness, comprehension, conviction, and action (1).
Since consumer awarenass of an advertising campaign is the most easily measured
of these steps, it is often used by business firms as a measure of advertising
effectiveness (L, 10, 22). Advertising recall surveys have been most useful
as tools to "sharpen the aim of the program by indicating who is and is not
being reached by advertising and what their socio-economic characteristics are"

(b, p. 108).

Based on the above review of literature,.the following factors were
incorporated inte the research design of this study: an analysis of beverage
consumption in terms of type and quantity consumed, place and time of consumptlon,
sex, age, income, education, and advertising awareness.

OBJECTIVES

1. Te estimate and compare beverage consumption rates for individuals 12-65
© years old in Albany, New York City, and Syracuse.

2. To determine beverage consumption patterns according to place of cdnsumption
and time of day for individuals 12-65 yvears old in Albany., New York City,
and Syracusea‘

3. To measure and examine beverage advertising awareness levels fgr,cohsumers
between 12 and 65 years of age, in Albany, New York City, and Syracuse.
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Figure 1:

Daily Per Capita Consumption of Major Beverages, United States, 1958-1972
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PROCEDURES

Measurement of Beversge Consumption

Individual consumers were interviewed in order to obtain detailed information
on beverage consumption by type and quantity of beverage, time of day and place
of consumption. The individuals were asked to describe their beverage consumption
behavior through a 24 hour recall technique. Dietary consumption studies have
established that this technique {in which individuals reconstruct their consumptiocn
during the previous twenty-four hours) provides valid estimates of food or
beverage consumption when compared to a seven day or fourteen day food record
(3, 23). BSince each respondent provides data for only one day. elaborate and
rigid control procedures were used to provide equal representation for each day
of the week, and the appropriate sex and age distribution of each market sample.

Measurement of Advertising Awareness

Both unaided and aided recall of beverage advertisements were used to
measure awareness of beverage advertisements. In the unaided recall auestions
the respondents identified any beverage advertisements heard recently as well
as the advertising media involved. Since many ads that were actually seen have
been forgotten and thus are not reported, unaided recall rates tend to under-
estimate advertising exposure (2, 4). Also, only major brands tend to be
remembered even though others may have been seen or heard (k).

‘ To obtain aidg? recall scores the respondents were prompted by current
advertising themes and asked if they recognized them. Over-reporting is
common since the respondent may report having seen or heard a slogan that he
actually has not. To minimize this problem, a follow-up guestion was added,
requiring identification of the promoted product. While it can not be assumed.
that the recall of an advertisement means a change in behavior as it relates
to sales (1, 8), the recall tests do "reflect the advertiser's ability to
register the sponsor's name, and to deliver a meaningful message to the
consumer" (20). '

Measurement of Demographic Characteristics

Age, sex, racial/ethnic group, family income, education, ocecupation of the
respondent, the number of children under 18 years of age, and the number of
adults in the household were noted. A copy of the Questionnaire 1s presented
in the appendix. '

Collection of Data

In order to maintain the necessary control over both the sampling and
interviewing procedures a professicnal centralized telephone survey firm was
employed. 0 do the enumeration (€). Since many interviewers were used in order
to complete the survey within the allotted time period, it was important that
they be trained and monitored so that "interviewer bias" would be minimized (2).
While the population for a telephone survey can include only.those households
with listed telephones, in the New York markets surveyed this represented over

2/

aided recalls were cbtained only for milk



85 percent of all householdsB/. Telephone interviews generally have. a lower ,
- refusal rate (9), and are more quickly completed than personal or mail surveys.

A telephone survey also allows interviewing during the evening hours in urban
areas, thus producing a better sample of employed persons and students.

Sampling Procedures

Three of the largest Standard Metropolitan Statistical Areas (SMSA)
within New York ﬁ?ate were sampled: New York City, Syracuse, and Albany- - ‘
Schenectady~Troy ' . Within each market, quotas for each of three age groups -
were established such that the age distributions in the samples were the
same as the age distributions within the respective populations. The quota
for each age group was equally divided beEVEen males and females. For both
the April 1973 and September 1973 surveys » the total target sample size
was 4200. Quotas for each market, age group, and sex are detailed in Table 1.

Table 1. Interview Quotas by Market, Sex and Age
for April and September 1973 Surveys

" Sex Age Category

Market (SMSA) : o -
12-17 18-34 3565 Total

Albany Male 115 230 330 | 675

Female 115 230 330 = 675 °
New York City Male 140 300 460 900
- Female 1k0 300 - k60 - 900
Syracuse Male 95 190 2ko - . 525
Female 95 190 240 525

 Total 700 1440 2060 k200

The telephone directories covering the counties within each SMSA‘Were :
identified; a column-skip pattern and a randomly chosen template were used

3/

~"From Table 8, Housing Characteristics for states, cities, and counties, Bureau
of the Census, 1970, Vol 1, Part 34 {New York), the percentage of all occupied
housing units having telephones is as follows: R . '
Albany-Schenectady-Troy SMSA: 92.4%

New York City SMSA: 85.6%
Syracuse SMSA: 92.3%
h/The counties included in the SMSA's were:

Syracuse: Oswego, Onondaga, Madison .

Albany: Albany, Rensselaer, Saratoga, Schenectady

New York: Queens, Kings, Bronx, Richmond, WNew York, Rockland, Westchester,
Nassau, Suffolk '

5/Surveys were conducted April 1l-May 25 and September 5-October 5, 1973



to determine the phone numbers to be called. Call-backs were not allowed, and
only one interview per household was permitted. Telephone calls were restricted
o the hours of 5 PM until 10 PM, to ensure an adequate sampling of working and
student family members. Calls were equally distributed across the seven days

of the week, within each market and age group. ' '

Results'are here presented for the April 1973 and September 1973 waves
of the survey.

SURVEY RESULTS .

i

Sampling Effectiveness

Tables 2 to T describe the demographic and economic characteristics of
the three market SMSA's sampled. Both similarities and differences between
the samples and the populations from which they were drawn are seen (Table 2).
Black and Hispanic consumers were only slightly undersampled in Albany and
Syracuse but in New York City the discrepencies were much larger. All three
samples were better educated and appeared to have higher incomes than did
their respective populations. However, the median income in each sample was
based on only about three fourths of the respondents in each sample because -
_ of the high ™o response/don't know" reply rate. (See Table 5.) This response -
pattern was primarily due to the high number of teenagers whe did not know
the family income. Thus, income comparisons between the samples and their -
respective populations may be misleading. -

Unemployment figures for the samples were lower than for the populatiohs,'.
but temporarily unemployed respondents may have simply given their occupation . -
rather than responding "unemployed." A larger than expected proportion of each

market sample was not in the labor force. In other words, a disproportionately TRt

high number of students, housewives, and retired persons were interviewed.

The controls provided in the sample design for age, sex and day of week
were successful in achieving the desired distributions. The age distributions
in the Albany and New York City samples were identical to those in the
corresponding populations (Table 3). In Syracuse the sample included a very
slightly higher number of 35-65 year old customers thap intended. In all samples
the proportion of males and females in the samples were also very close to
population estimates, Further detail on sample sizes is in Table A-19,
Appendix. Table 7 shows that the interviews were evenly distributed across
the seven days of the week.
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Table 4: Highest Level of Education Completed by Respondents
in Samples of Selected New York Markets:
Percentage Distribution, 1973

Highest Level of Education Albany SMSA  Tew York Syracuse SMSA
City SMSA -

Crammar School - : . 8.2% _ 8.3¢% 8.2%

Some High School | - 16.7 16.0 19.1

High School Graduate . 32.1 . 33.1 3.7

Some College - - 1%.6 16.7 14,5

College Graduate - 26.8 4.6 22.2

Other, Fo Response 1.6 1.3 _ 1.3

Median Years Completed : ll.8‘years 11.8 years . 11.7 years

SOURCE: Survey conducted by Department ‘of Agricultural Econamlcs, Cornell

Unlver51ty

Table 5: Family Income of Respondents
in Semples of Selected New York Markets:
Percentage Distribution, 1973

Family Income . Albeny SMSA - New York

Syracuse SMSA

City SMsA

Under $2,500 1.L% 1. 1.4%
$2,500-$5,000 , ‘ 2.6 - 2.9 3.1
$5,000-$7,500 : ' b7 : 5.1 5.9
$7,500-$10,000 10.4 8.5 13.0
$10,000-$12,500 10.8 10.9 13.0
$12,500-$15,000 13.0 12.0 12.9
$15,000-$17,500 | 8.3 | 9.0 8.2
$17,500-$20,000 ; 8.8 6.8 - 8.6
Over $20,000 _ 13.3 16.4 10.8
No Response _ 26.7 27.0 23.1
Median Income - 413,840 $114,088 $13,163

SOURCE: Survey conducted by Department:of Agricultural Economies, Cornell

University
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Table 6: Occupation of Employed Respondents
in Samples of Selected New York Markets:
Percentage Distribution, 1973

Occupation ' Albany SMSA New York Syracuse
‘ : : E Clty SMSA SMSA
Professionﬁl, Technical, Kindred 32.2% 3Lh.0% 30.6%
Manager, Owner, Executive 12.2 1h.2 13.8
Clerical, Sales, Postal Service 26.1 23.5 22,2
Craftsman, Operative, Foreman 15.9 13.9 16.3
Service worker, Policeman, Fireman 6.6 7.6 - 7.9
Laborer, Unskilled | 6.7 6,2 8.6
Other 0.3 0.6 . 0.6
Total (N) o 1430 2027 1126

SOURCE: Survey conducted by Department of Agrlcultural Economlcs, Cornell
University .

Table T: Percentage Distribution of Interviews Across Seven Days of the Week
S Selected New York Markets, 1973

Albany SMBA New York Syracuse .

City SMSA SMSA

Sunday | 15.5% 1% 1h.T%

Monday | | 15.3 1.0 - 15.0
Tuesday ' 13.2 13.3 15.0
Wednesday 13.7 _ 15.6 15.0
Thursday 7 14.2 16.2 N
Friday . 1.7 13.k - 13.8
Saturday 13.4 12.8 - 13.8
() | 2681 3672 2139

SOURCE: Survey conducted by Department of Agricultural Economics, Cornell
University
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. Beverage Consumption

The beverages reported during the twenty-four hour recall were grouped
into seven categories: beer or wine, soft drinks, milk, coffee or tea, fruit
Juices or fruit drinks, liquor, and water. TFigure 2 clarifies the makeup of
the combination groups such as beer or wine and coffee or tea. During the
following discussion of the results, it should be remembered that the "coffee
and tea" category includes substantial quantities of tea, and for females,
wine consumption is a significant part of the "beer or wine' category.

Per capita consumption of a beverage is the total number of ounces of the
beverage consumed by a group of respondents divided by the total number of.
respondents in the group. The per capits figure thus indicates how heavily
a beverage is consumed over the entire group; the beverage with the highest
per capita consumption level is the one consumed in the largest quantity.

However, not all respondents in a group are consumers of every beverage.
Two additional measures help describe this aspect of beverage consumption.
Intensity of consumption is the total number of ounces of a beverage consumed
by a group of respondents divided by only the number of people who actually
consumed the beverage. Thus, intensity measures the average rate of consumption
‘for only those individuals who actually used the beverage. Market penetration
of a beverage is the number of respondénts that consumed the beverage divided
by the total number of respondents in the group. Market penetration thus
measures how widely a beverage is used. :

These three measures are inter-related as follows:

Per capita Penetration x Intensity

Quantity consumed = Number consuming x Quantity consumed
Number in sample Number in sample © Number consuming

Cohsumption Estimates: Total Sample

, Large differences in the per capita consumption are evident among the
seven beverages, and in some cases among the three markets (Table 8). Coffee
and tea were by far the most heavily consumed beverages. Soft drinks, milk, _
and water were also important. The per capita figures illustrate the importance
of examining the consumption habits in New York City, Albany, and Syracuse
separately. Milk consumption rates were much higher in Albany and Syracuse .
‘while fruit Jjuices and liquor were more heavily consumed@ in New York City.

The intensity of consumption figures Further demonstrate differences
between the markets. Milk drinkers in New York City drank less milk than
did their upstate counterparts. The intensity of consumption for fruit juices
and beer were higher in New York City. :

The market penetration data, or percent consuming the beverage, show
that the consumption of coffee or tea was much more widespread than was the
consumption of any other beverage. Milk has the second highest penetration
in Albany and Syracuse but soft drinks were the second most commonly consumed
beverage in New York City.
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'Figﬁre 2: Proportion of Beer & Wine and Coffee & Tea Categories Represented
by Each Beverage, 1973
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Age

In general, fruit juices, soft drinks and milk all declined in per capita
consumption with increasing age, while liguor, beer or wine, and coffee or tea
{the so-called "social beverages") increased in usage with increasing age of
the consumer (Figure 3). The only beverage to retain a fairly constant average
intake level was water.

The differences between milk consumption ?f teenagers and young adults
(18-34 year old respondents) were significant ’ in all markets. In New York
City, for example, the teenagers averaged twice as much milk as the young adults.
Market penetration was also much lower among adults than teenagers: three-fourths
of the teenagers had consumed milk while less than one~third of the adults
over 35 years had done so {Figure 4). Soft drink consumption of the teenagers
was also significantly higher than that of the older adults in all markets, and
the percentage of the sample consuming soft drinks was mccordingly much higher
among teenagers than adults. Fruit juice consumption decreased 31gn1flcantly
with age among the white respondents but not among the black groups.

The change in cOffee or tea consumpticn was more dramatic: older adults
consumed more than six times as much coffee or tea than the teenagers did. The
penetration rates were egqually varied: while only one-fourth of the teenagers
had consumed these beverages more than 90% of the adults over 35 years had.

Beer or wine consumption increased threefold from the teenage years to the young
o adult group, but then decreased slightly in the older adult group. '

Geographical Market

Both per capita consumption and intensity of consumption for milk were
lower among New York City residents than among upstate consumers (Figure 3).
These trends were true of both sexes and all three age groups, but were most '
pronounced smong teenagers: male teenagers in New York City averaged only
16.8 ounces of milk per day while in Albany the male teenagers averaged 23.6
ounces. More of the upstate respondents were milk drinkers as well: while
only three-fourths of the New York City teenagers drank milk, more than 907
of the Albany teenagers did (Figure k).

Soft drinks and fruit julces, on the other hand, were more heavily
consumed in New York City than in Albany and Svracuse. The teenage males
in the three markeis consumed similar amounts.of fruit juices-and females
under 35 consumed somewhat similar amounts of soft drinks but for all other
groups, per capita consumption of these beverages was considerably higher in
New York City than in the upstate markets. Intensity of consumption was '
also higher among the: New York City respondents.

6/"Significant" is defined as a confidence level of .05 in the Z test; Z> [1.96}.
Appendix Tables A-16 through A-19 give variances and sample sizes used for
all 7 tests.
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Sex

White males drank more milk, beer or wine, and ligucr than white females
dig. Milk consumption among white males was almost 50 percent larger than
~among females and these differences were statistically significant for all age
" groups. Among blacks under 35 years, males did not drink significantly more
than females. Teenage males drank slightly more of the alecocholic beverages
than did the teenage females but only among adults were the differences very
large.

In general, the intensity of consumption (Appendix Tables A-13, A~1k and
A-15) and market penetration for milk and beer or wine also were higher among
. males than females. Among whites, more males than female teenagers and young
adults were milk drinkers, although among blacks, the teenage males and females
were equally likely to have consumed milk.

Coffee or tea were consumed more heavily by females than by males, with
the differences significant for all white young adults and for teenagers in -
both New York ity and Albany. :

© Black/White Comparisons

In New York City, white teenagers drank slightly more milk than did black
teenagers, but the differences were not significant (Figure 5). The differences
between white and black consumption of coffee and tea were more pronounced:
only 8.1 ounces for young adult black males and 5.3 ounces Tor females, compared
to 12.7 ounces and 16.6 ounces for whites. In all age groups whites consumed
significantly more coffee or tea than did black consumers.

On the other hand, blacks tended to consume larger quantities of soft
drinks and water than white respondents; the soft drink consumption for blacks
was significantly higher than for whites among females, and water intake was
significantly higher among the older black adults than among white adults.

Whites were in general more likely than were blacks to be milk drinkers;
four-fifths of the white teenage males in New York City had consumed milk in
the previous 2l hours, while two-thirds of the black teenage males had (Figure
€). Whites were also more likely to be coffee or tea drinkers than were blacks,
and more of the white females drank liquor than did the black females. In
water and soft drinks, the pattern was reversed; more blacks than whites had
consumed water in the previous 24 hours, and soft drinks had been more frequently
consumed by the oldest black males and black females than they were by whites.
Similar proportions of hlacks and whites consumed fruit Juices or drinks and
beer or wine.
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 Figure 3: Per Capita Beverage Consumption by Sex and Age Groﬁp E
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Figure 3, continued.

- oz,
22
20 |
18
16 ]
1h
12,

101

T s )
) )] 1 L

N\

77774777

COFFEE QR TEA

AN

UMY

(o]
:

184
164
1k
i2-
107

12-17

QP _H

4

NN

=

= INONN NN

£t Co

B w

w
\NE

BEFR OR WINE

-65

Nzzz272777777

N

e O

12-17

NN

=
e

WA/ I/A/ 75
GINNN

Co
¥
(o)

[ |
w

FRUIT JUICES

WA/,

§7 N 7
N 1N U R
12-17 18-3L 35-65
MALE o
LIQUOR
I N N
C12-17 18-3L 35-65
MALE

= New York City

N

17

WA/ 17777//077//74.

12-17

df
=
= w

S ANAANNNN

777

=

5-6

R

Data for this figure appear in Tables A-T and A-8.
SOURCE: BSurvey conducted by Department of Agricultural Economics, Cornell
University

— A R
e N TN
12-17 18-3L 35~65
FEMATLE
/§ ?
L \ E |
N AN IR
12-17 - 18-34 35-65
- FEMALE
12-.1% 18:-3ﬁ Y 55
"FEMALTE
= Albany - \;\\ = Syracuse



Figure L: Market Penetration by Seéx and Age Gr&up '

's, White Respondents, 1973
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: Figure 5: Per Capita Beverage Consumption of Black and White Respohdents
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- Figure 5, continued.
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Figure 6: Market Penetration of White and Black Respondents by Sex and Age

ez

35-65

| 5 | 4% __

AN\ R NN

NN N ASOANNN SRS

N NNNNNNUN RS NNN AR I SAN NN
% | . 5

N OSSN 4 NN
| s | o

T OS2 T RS

U e S ss

- 18-3k
FEMALE

12-17

. 18-3k4 © 35-65

MALE

12-17



Figure 6, continued.
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" Between-Survey Comparisons

Seversl sigpificant differences in per capita consumption rates appeared

- between the April and September surveys (Table 9). More coffee and tea were
consumed in September than in April, in all markets. Other differences occurred
but were inconsistent across markets: soft drink and water consumption decreased
in the upstate markets, whereas soft drink intake increased in New York .City:

New York City and Syracuse respondents consumed beer more heavily in September
than in April. The differences in mean consumption of the other beverages were
either small or the variation among respondents was so large as to make the
difference statistically insignificant.

Beverage Consumption of Adult Females With and Without Children in the Home

Researchers have in the past hypothesized that presence of children in the
household may influence beverage consumption of the parents (5, 23). Thus a _
comparison was made of consumption levels for females over 24 years old between
households with and without children under 18 years. 1In mest of the beverage
groups, per capita consumption was not significantly different (Table 10).

Only in April was there a consistent difference, in that females in households
with children consumed more soft drinks than did those in households without
children. In the September survey this was true only in the New York City
sample. Milk consumption was significantly higher for "mothers" than for
"non-mothers" in only one case {New York City sample, April 1973).
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Table 9: Comparison of Per Capita Consumptlon of Seven BeVerages
Between April and September Surveys
New York City, Albany and Syracuse SMSA's, 1973

Difference

Market (SMSA) Mean . Significant
" Beverage April September . Z Value at 95%
-Qourices per day-—

Albany ‘ ' . o
Wine & Beer 6.1 6.8 - 85 L Ng#
Soft Drinks 8.8 7.9 2.05 ' 8
Milk 9.5 9.6 ~ .18 . NS
Coffee & Tea k.2 15.9 -3.20 S
Fruit Juice 3.5 3.3 1.02 - ' NS
Ligquor 1.3 .9 1.66 _ NS

. Water 9.1 7.2 3.89 s

TOTAL 52.5 51.5 '

New York City . . _

' Wine & Beer L1 5.2 -2.26 - 8
Soft Drinks 10.0 11.5 -3.40. . 8
Milk 6.2 6.2 .18 . . N8
Coffee & Tea 1k.2 15.6 277 : S
Fruit Juice 4.5 4.8 ~l.h2 - NS
Liquor 1.1 1.3 -1.15 K8

Water 7.2 - 8.0 - =1.93 ' NS
TOTAL 7.3 52.6 .
Syracuse , : :

Wine & Beer 5.3 £.9 -2.06 .8

Soft Drinks 10.6 8.9 2.55 - 5
Milk 10.6 10.2 .60 NS
Coffee & Tea. k.5 16.4 -2.70 -8

Fruit Juice 3.4 3.4 - .08 S

Liguor 1.0 .8 .79 ' NS

Water 9.4 7.8 3.03 g
TOTAL 54.8 sl L :

*NS = Not Significant; S = Significant

SOURCE: Burvey conducted by Department of Agrlcultural Economlcs, Cornell
University
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Time and Place of Consumption

All beverages were consumed primarily at home: over three-fourths of
all consumption took place at home and less than cne~fourth away from home
(Figure 7). The proportion of each beverage thet wes consumed at home varied,
but only beer or wine and liguor had sizeable away from home consumption.

The proportion of beverage consumption that takes place at home is
related to the time period during which the beverages sre consumed. Almost
all beverages consumed at breakfast, dinner, and nighttime were consumed
at home (Figure 8). Lunchtime, a periocd during which most students and
employed persons are either in school or at work, had the highest proportion
of away-from-home consumption (55% of all lunchtime beverages). During the
early morning, mid-morning, and afternoon pericds, about two-thirds of the
consumption took place at home. Apparently fewer New Yorkers venture outside
late at night: in New York City considerably less of the 1-5 AM beverage
consumption was away from home than in Albany or Syracuse (3L4% compared to
50% and 49%).

The relative importance of each beverage to total daily beverage intake
is shown in Figure 9. Coffee or tea consumed at home was by far the largest
part of the total in each market, with soft drinks, water and milk drunk at
home second in importance. The quantities of each beverage that were consumed
away from home were very small proportions of the total.

The beverage share is the proportion of the total beverage consumption
during one time period that a specific beverage represents; this measure
thus indicates how important each beverage is. Coffee or tea represented
 the largest share of both the mealtime and the non-mealtime beverages
(Figure 10). In the non-mealtime market, soft drinks and water were next
in importance. Upstate, milk was the second most popular beverage at mealtime
although in New York City soft drinks had the second largest share of mealtime
beverages. S
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% New York City, Albany and Syracuse SMSA's
25 - At Home and Away from Home, All Respondents, 1973
NEW YORK CITY
204
15+
10~
57 -
O"‘“ ] | i
BWw S M ¢ ¥ L W BYW Sp M. CTFJ L W
At Home Avey from Home '
25~
207
ATLBANWY
. 15"
107
57 _ . .
o? ""—r‘—]——[
BW 85D M ¢ ¥ L W BF¥ SD M CT ¥ L W
At Home Away from Home
25+
20- SYRACUSE
157
107
5
0‘ n - il s
BW 8 M €T FJ L W BW¥ 8D M CT F¥ L W
At Home Away from Home
BW = Beer/wine M= Milk FJ = Fruit Juices/drinks W =
8D = Soft drinks CT = Coffee/tea L = Ligquor o

Figure 9: Proportion of Daily Fluid Intake Represented by Each of
Seven Beverages

Data for this figure.appear

in Table A-22.

Water

SOURCE: Survey conducted by Department of Agricultural Economics, Cornell

Uaner51ty
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Figure 10: Proportion of Mealtime and Non Mealtime Beverage
‘Consumption Represented by Each of Seven Beverages
At Home Consumption, All Respondents, 1973

7 MEALTIME
35, :

30+

25

204

154

10~

CTSD M WFF BW L CI'sSp M WFHFJ RBW L CT 8D M WPRS BW L
" New York City  Albany Syracuse

30- NON-MEALTIME

2577
204

159

1tH

- ] j — :
CT 8D M WF BW L CT 8D M WFS BW L CrsSp M WPFRJ REW L

New York City Alvany Syracuse

Coffee or tea w
8D Soft drinks FJ
M= Milk BW

Data may be found in Table A-23.
SOURCE: Burvey conducted by Department of Agricultural Economics, Cornell
University

Water L = Liquor
Fruit Jjuice or drink
Beer or wine
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_ Beverage consumption at breakfast, lunch and dinner is described in terms
of the share of each mealtime period represented by each of the beverages, and

in terms of the proportion of the people that had consumed each beverage during
meals (Tables 11-16). Coffee or tea always had the largest share of the breakfast
and lunchtime markets among 35-65 year olds, whereas milk was the most heavily
consumed beverage at breakfast among teenagers (Tables 11-13). Milk was an
important beverage in the teenage lunch and dinner markets Upstate (representing
about 45% of dinner time beverages), but in New York City it was second to soft
drinks during these meals. : '

At breakfast time coffee and tea were consumed by more 35-65 year old adults
than was any other beverage (Tables 14-16). Only one-fourth of this age group
drank fruit juices and few drank anything else. About one~third of the upstate
teenagers drank milk at breakfast but fewer than one-fourth of the New York City
teenagers did. More upstate than New York City teenagers drank milk at lunchtime
away from home.

The proportion of consumers reporting consumption of each beverage either
at home or away from home is detailed in TPables 17-19. For each beverage there
were_far fewer people who had consumed it away from home than at home. :

Milk consumption is described in more detail in Tables 20-22. Dinnertime
and evening were the most popular times to drink milk: more than half the milk
consumed at home in each market was consumed after 5 P.M. Breakfast accounted
for only about one-tenth of the milk drunk by adults and one-fifth of the milk
consumed be teenagers. TFor all age groups, most of the milk consumed away from-
home was consumed at lunchtime, because of students and employed persons eating
lunch away from home.
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Table 11: Proportion of Beverage Consumption in Three Meal Tlme Periods
Represented by Each of Seven Beverages
Hew York Clty, Albany, Syracuse SMSA's, 1973, Ages 12-17

New York City (SMsA)

5.8 AM 11 AM-1 PM 5-8 DM

Beverage - At Home At Home - Awsy At Home
Beer or wine 0% : 0% 0% 2%
Soft drinks b 33 - 4o 37
Milk 45 32 . 33 - 29
Coffee or tea 13 11 2 8
Fruit Juice or drinks 32 8 12 - 9
Ligquor : 0 0 o 0 0
Water | 6 16 13 15
Total 100% 100% 100% 100%

Albany (SMSA)

5-8 AM 11 AM-1 PM 5-8 PM

Beverage - At Home At Home . -Away At Home
Beer or wine 07 . 1% /S 1%
Soft drinks 1 : 25 o 14 o 30

Milk S 51 - k3 _ T3 43
Coffee or tea . 11 ' 8 0 5
Fruit juice or drinks 29 9 5 5
Liguor 0] 0 0 o]
Water 8 . b 8 T 1Y
Total : : 100% 100% 100% 100%

Syracuse (SMSA)

5-8 AM 11 AM-1 PM : 5-8 PM

Beverage- : At Home At Home Away At Home
Beer or wine - 0% 0% 0% 0%
Soft drinks 1 24 10 .2k
. Milk 54 L6 82 L7
Coffee or tea 6 2 2 ' &
Fruit juice or drinks 27 iz 1 ' 5
Liquor 0 0 4] 0
Water _ 12 16 _5 18
Total _ 100% - 100% 100% 100%

SOURCE: Survey conducted by Department of Agricultural Economics, Cornell
University
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Table 12: Proportion of Beverage Consumption in Three Meal Time Periods
Represented by Each of Seven Beverages
New York City, Albany, Syracuse SMSA's, 1973, Ages 18-34

New York City (SMSA)

- 5-8 AM 11 AM-1 PM 5-8 PM
Beverage At Home At Home Avay At Home
Beer or wine 1% 5% 5% 13%
Soft drinks 3 25 42 32
Milk 16 : 19 1k 12
Coffee or tea L9 26 19 18
Fruit Juice or drinks 27 11 h e
Liquor 0 1 1 3
Water L 13 15 hRs
Total 1007 100% 100% 100%

Albany (SMSA)

5-8 AM 11 AM-1 PM 5-8 PM
Beverage At Home At Home Away At Home
Beer or wine 1% L9 10% 1h9
Soft drinks 2 20 29 22
Milk 16 33 27 26
Coffee or tea 52 25 : 19 20
Fruit juice or drinks 22 . 6 2 3
Liquor _ 0 ¢ , 1 2
Water T 12 12 13

Total 100% 100% : 100% 100%

Syracuse- {SMSA)

5-8 AM 11 AM=1 PM 5-8 PM
Beverage At Home At Home - Away At Home
Beer or wine 1% 4 6% 13%
Soft drink 2 25 36 27
Milk 21 ; 29 ' 27 27
Coffee or tea Lh 25 18 17
Fruit juice or drinks 2k 6 _ 2 -3
Ligquor : 0 0 1 2
Wine 8 il L0 i1l
Total 100% 100% 100% . 100%

SOURCE: Survey" conducted by Department of Agricultural Econonmices, Cornell
University
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Table 13: Proportion of Beverage Consumption in Three Meal Time Periods
Represented by Bach of Seven Beverages

New York City, Albany, Syracuse'SMSA's, 1973, Ages 35-65

New York City (SMSa)

5-8 AM 11l AM-1 PM 5-8 M
Beverage At Home At Home Avay At Home
Beer or wine 0% 5% T% 13%
Soft drinks 1 1k 23 22
Milk T 14 10 8
Coffee or tea 65 b1 45 32
Fruit juice or drinks 23 T 3 6
Liquor 0 1 2 5
Water b 18 10 ih
Total 100% 100% 100% 100%

Albany (SMSA)

5-8 AM 11 AM-1 PM 5-8 PM
Beverage At Home At Home Away At Home
Beer or wine 0% 5% 5% 15%
Soft drinks 0 11 18 13
Milk 6 24 : 22 15
Coffee or tea 70 39 39 33
Fruit juice or drinks 19 3 1 4
Liquor 0 0 1 5
Water 5 18 ik 15
Total 100% 100% 100% 160% .

Syracuse (SMSA)

5-8 AM 11 AM--1 PM 5-8 PM
Beverage At Home At Home Awey At Home
Beer or wine 0% 6% 7% 13%
Soft drinks 0 10 1k S 1h
Milk ' 8 21 22 16:
Coffee or tea 67 38 L3 38
Fruit Juice or drinks 20 3 1 2
Liguor 0 1 2 3
Water - _5 21 11 hLy
Total 100% 100% 100% 100%

SOURCE: Suivey conducted by Department of Agricultural Economics, Cornell

University
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Table 14: Proportion of Respondents Reporting Consumption
of Each of Seven Beverages During Three Meal Time Periods
New York City, Albany, Syracuse SMSA's, 1973, Ages 12-17

New York City (SMSA)

-8 AM 11 AM-1 PM 5.8 PM
Beverage At Home At Home Away At Home
Beer or wine 0% 0% 0% 1%
Soft drinks 2 10 13 39
Milk ; 2k 12 16 L6
Coffee or tea g 5 1 10
Fruit juice or drinks 26 L 5 12
Liquor 0 0] 0 1
Water _ 4 T 8 19

Albany {SMSA)

5-8 AM 11 AM— 1 PM 5.8 PM
Beverage At Home At Home Away At Home
Beer or wine 0% 0% 0% 1%
Soft drinks 1 T 8 31
Milk 30 1k 39 : 5k
Coffee or tea 9 3 0 8
Fruit juice or drinks 27 i 3 T
Liquor 0] 0 . 0 0
Water 5 4 & 20

Syracuse (SMSA)

5.8 AM 11 AM-1 PM 5-8 PM
Beverage At Home At Home Avway At Home
Beer or wine 0% 0% 0% 1%
Soft drinks 1 T 5 28
Milk 33 15 Ll 54
Coffee or tea 6 1 2 8
Fruit juice or drinks 25 L 1 8
Liquor 0 0] 0 0
Water T 5 6 2k

SOURCE: Survey conducted by Department of Agricultural Economics, Cornell
University



Table.15: -Prbportion of Respondents Reporting Consumption
of Each of Seven Beverages During Three Meal Time Periods _
New York City, Albany, Syracuse SMSA's, 1973, Ages 18—3h

New York City (SMSA)

5-§ AM 11 AM-1 PM \ 5-8 PM

Beverage _ At Home At Home  Away At Home
Beer or wine 0% 2% 29 12%
Soft drinks 1 o1 1h 32
Milk 7 _ 9 5 14
Coffee or tea 29 : 15 10 2l
Fruit Juice or drinks 20 6 2 11
Liquor 0 0 ' 0 L

Water | 3 7 6 a7

Albany (SMSA)

| 5-8 AM 11 AM-1 PM 5-8 P
Beverage At Home At Home Away | At Home:
Beer or wine ' 0% ' 2% 3% 11%
SBoft drinks ' 1 : 8 11 22
Milk 10 1k 10 30
Coffee or tea 36 12 0 - 26
Fruit Jjuice or drinks 21 ' 3 1l 5
Liquor ' 0 0 0 _ 2
Water 3 - .5 5 .1k

Syracuse (SMSA)

- 5-8 AM 11 AM-1 PM 5-8 PM

Beverage’ - At Home At Home Away At Home
Beer or wine _ 0% 1% 2% 11%
Soft drinks 1 10 13 27
Milk 11 13 10 31
Coffee or tea 30 13 10 24
Fruit Juice or drinks 22 . L _ 2 5
Liguor 0 0 0 3
Water L 5 5 15

SOURCE: BSurvey conducted by Department of Agricultural Economics, Cornell
University
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Table 16: Proportion of Respondents Reporting Consumption
of Each of Seven Beverages During Three Meal Time Periocds
New York City, Albany, Syracuse SMSA‘S,_1973, Ages 35~65

New York City (SMSA)

5-8 AM 11 AM-1 PM 5-8 PM

Beverage ' At Home At Home T Away At Home
Beer or wine 0% 2% 2% 11%
Soft drinks 0 6 T 21
Milk 5 T 3 10
Coffee or tea 50 2l 19 L
Fruit juice or drinks- 25 i 1 8
Liquor o] 0 1 8
Water L 9 L 17

Alvany (SMSA)

5-8 AM 11 AM-1 PM 5.8 PM
Beverage At Home At Home Avway At Home -
Beer or wine 0% 2% 2% 11%
Soft drinks 0 5 6 12
Milk ‘ 5 11 T 19
Coffee or tea €2 2k ' 18 L
Fruit juice or drinks 25 2 0 5
Liquor ¢ 0 0 T
Water 5 9 6 18

Syracuse (SMSA)

5-8 AM 11 AM-1 PM 5-8 PM

Beverage At Home At Home Away At Home
Beer or wine ' 0% 2% 2% C11%
Soft drinks 0 L 5 15
Milk 6 11 8 20
Coffee or tea 60 20 19 ko
Fruit juice or drinks 26 2 1 2
Liguor ‘ 0 1 1 6
Water b 10 5 iT

SOURCE: Survey conducted by Department of Agricultural Economics, Cornell
University
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Table 20: Proportlon of Total At Home and Away from Home Consumption of Ms.lk
' During Seven Time Periods &
New York City, Albany and Syracuse (SMSA) 1973, Ages 12-17

New York City (SMSA)

Time Period At Home Away from Home  Total

- 1-5 AM . o - 0% _ 0% : 0%
5-8 17 4 15
8-11 11 8 .10

11 AM-1 PM ' 10 69 : 19
1-5 - T .10 9
5-8 ; 34 3 o 29
8 PM-1 AM 21 6 18

. Total © 100% . 100% 100%

Albany (SMSA)

Time Period | -At Home Awa,y from Home Total
1-5 AM ‘ . 0% 0% 0%
5-8 _ 18 1 1k
8-11 _ T L 5
11l AM-1 PM 9 81 28
1-5 9 7 -9
5-8 ' b1 5 31
8 PM~1 AM 16 2 13
Total 100% 100% 100%

Syracuse (SMSA)

Time Periocd At Home . Away from Home -~ Total
1-5 AM : 0% 0% 0%
5-8 19 0 1L
8-11 _ 6 6 6
11 AM-1 PM -9 _ 85 28
1-5 : 8 4 7
5-8 43 3 33
8 PM-1 AM 15 2 12
Total - 100% | 100% ~ 100%

SOURCE: Survey conducted by Department of Agr:.cultural Economlcs, Cornell
University
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Table 21 : Proportion of Total At Home and Away from Home Consumption of Milk
During Seven Time Periods
New York City, Albany and Syracuse (SMSA) 1973, Ages 18-3k

Few York City (SMSA}

Time Period At Home " Away from Home . Total
1-5 AM 1% 1% 1%
5-8 13 2 11
8-11 11 6 10
11 AM-1 PM 17 56 23
1-5 7 19 9
5-8 27 6 2L
8 PM-1 AM 24 10 22
Total 100% 100% 100%

Albany (SMSA)

Time Period At Home Avay from Home Total
1-5 AM 0% 1 3% 1%
5-8 11 i 10
8-11 8 10 8
11 AM-1 PM 17 55 2k
1-5 8 18 10
5-8 Lo 5 33
8 PM~1 AM 16 5 L
Total 1004 _ 100% ' 100%

Syracuse (SMSA)

Time Periocd At Home Avay from Home Total
1-5 AM - : 1% o 2% 1% -
5-8 : 13 0 10
8-11 7 .13 8

11 AM-1 PM 15 : €0 ol
1-5 é 11 6
5-8 s 10 39
8-1 14 : L 12
Total 100% 100% 1007

SOURCE: Survey conducted by Department of Agricultural Economies, Cornell
- University '
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Table 22: Proportion of Total At Home and Away from.Home'ConsumptiOn of Milk
During Seven Time Periods . :
New York City, Albany and Syracuse (SMSA) 1973, Ages 35-65

New York City (SMSA)

Time Pericd ' At Home

Away from Hoﬁe R Total
1-5 AM 1% 0% 1%
5-8 11 2 10
8-11 7 10 7
11 AM-1 PM 19 58 ok
1-5 8 18 10
5-8 28 L ol
8 PM-1 AM 26 8 2k
Total 100% 100% 100%

Albany (SMSA)

Time Period At Home Avay from Home Total
1-5 AM 0% 0% 19
5-8 9 2 8
8-11 5 6 5
11 AM-1 PM 21 76 30
1-5 T T T
5-8 38 T 33
8 PM-1 AM 20 2 16
Total 100% 100% 100%
Syracuse (SMSA)
Time Period At Home Away from Home Total
1-5 AM 0% - 1% 1%
5-8 11 1 9
8-11 5 8 5
11 AM-1 PM 18 69 27
1-5 T 11 8
5-8 37 T 32
8 PM-1 AM 22 3 18
Total 100% 100%. - 100%

SOURCE: Survey conducted by Department'of Agricultural Economcis, Cornmell

University
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Advertising Awareness: Unaided RBecall

Respondents were asked to identify the beverages they could recall seeing
or hearing advertised recently. Tables 23-25 summarize the percentages of all
respondents, of males and of females who were able successfully to respond to
this unaided recall question.

Soft drink advertisements were more widely remembered than any other
beverage ads (Table 23)}. Depending on the age group being considered, between
two and five times as many respondents recalled seeing or hearing soft drink ads
than recalled ads for any other beverage. Among teenagers, milk ads were the
second-most commonly remembered ads. The 18-3L4 year old group noticed milk ads
less frequently while beer or wine, and coffee or tea ads became more prominent.
This same pattern became even more accentuated for the oldest adults: nilk ads
were recalled by only 2 or 3 percent of this group, while coffee or tea ads were
remembered by about 12 percent of the oldest respondents. :

Teenagers were more likely to remember ads for soft drinks and milk than
were the adult respondents, while adults were about three times as likely to
remember coffee or tea ads. Males and females exhibited different advertising
awvareness levels as well (Tables 24, 25). Approximately twice as many males
as females were aware of beer and liguor ads, in every city and age group. Ads
for soft” drinks and milk were remembered egually well by males and females. In
almost every case, féfales were more likely than males to remember advertlsements
for coffee or te& gnd fruit Jjuices or fruit drinks.
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Advertising Awareness: Aided Recall

Aided recall questions were used to determine consumer recognition of
specific milk advertising themes. PFigure 11 illustrates the percentages of
various age groups 7uccessfully identifying the theme "There's a new you _
coming every day." One limitation on the use of advertising awareness data
is that respondents, wishing to appear "aware," may respond positively to ads
they actually have not seen. Corey and Davis (5) found that 30 percent of
their sample said that they had heard a non-existent radio ad. ~In another
study, as many people reported seeing non-existent parts of an ad as reported
seeing the actual ad (15). This upward bias was minimized in the present
study by the requirement that the consumer be able to identify the product
promoted. .

Over three-fourths of the teenagers recognized the theme correctly while
less than one~fourth of the older consumers did. This pattern may bhe due to
a combination of several factors: teenagers drink more milk and since consumers
generally are most conseious of ads for those products that they actually have
used, the higher consumption level leads one to expect higher awareness levels.(})

In addition, all viewers pay less attention to commercials than to other
television programming, but for children this drop in attention level is smaller /
than it is for adults. (?4) Teenagers spend less time actually viewing television ',
but because of the repet! itive nature of most advertising, media exposure has not
been found to be a determining factor in advertising recall (2).

: T/Successful identification was defined as recognition of the theme and correct
identification of milk as the promoted product.

8/Raml': order of average television viewing time from largest to smallest,
provided by A. C. Nielson Co. in vol. 23, no. 1, 19Tk of Nielson Newscast, is
as Tollows:

1. females over 50 years 6. children 6-11 years
2. meles over 50 years 7. males 35-L49 years
3. females 35-L49 years 8. females 12-18 years
4. children 2~5 years ‘ 9. males 18-3bL years

5. females 18-34 years 10. males 12-18 years
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Figure 11: Proportion of Respondents Correctly Identifying "New You" Milk Ad:
. Aided Recall
New York City, Albany and Syracuse SMSA's, April and September 1973
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Data for this figure appear in Table A-25.

SOURCE: Survey conducted by Department of Agricultural Economics, Cornell
University
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Advertising Awareness: Differences Between the Surveys

Consumer awareness of milk advertisements usually did not vary significantly
between April and September, whether measured by unaided or aided recall (Tables
26, 27)}. Advertising levels for milk during this period varied, however. In
New York City the per capita advertising expenditures were between 0.2 and 0.6
cents per month, while in the upstate markets there was no advertising from April -
through September (Figure 12). The lack of significant differences between the
April and September awareness figures raises guestions about the rate at which
advertising awareness decays follOWing exposure. Further research is needed to
analyze the awareness/expenditure relationship in more detail.

Advertising Awareness and Beverage Consumption

Beverage consumption frequently varied directly with advertising awareness
(Table 28). In all markets, respondents who recalled seeing milk ads (during
unaided recall questions) consumed more milk than those who were unaware of
milk ads. Similarly, consumption of beer or wine was highest among respondents

who were aware of beer or wine ads. In more cases this relationship was true
for adults but not for the teenagers. This may indicate that teenagers are
aware of advertisements for a product whether or not they use it while older
consumers selectively retain ads only for those products that they use.

Milk consumption was also related to advertising awareness when measured
by the aided recall technique (Table 29). Consumption was highest for those
respondents who were aware of the promotional themes although milk consumption
of the oldest age group was less closely related to advertising avareness than
was the consumption of teensgers and young adults.
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Table 26: Comparison of Percent indicating Milk Ads Were Heard (Unaided Recall)
_ Between April and ‘September 1973
New York City, Albany and Syracuse SMSA's

Difference

Market (SMSA) - Significant
Age Group April . September Z | _ at 95%
—percent-
New York City
1217 19,0 8.2 _ 3.72 : . S#
18-34 6.3 3.9 1.91 - NS
35-65 3.8 2.8 : 1.20 ¥S
Albany
12-17 1kh.0 10.9 1.00 ' NS
18-3k 5.8 3.3 1.80 - NS
35-65 2.0 1.8 0.26 NS
Syracuse : .
12-17 17.2 18.7 _ -0.37. . . NS
18-34 - 8.6 5.5 1.53 : _ NS
35-65 2.1 2.4 -0.32 " NS

¥NS = Not Significant; 8 = Significant

SOURCE: Survey conducted by Department of Agricultural Economics, Cornell
University

Table 27: Comparison of Proportion of Respondents Correctly Identifying.
"Wew You" Milk Advertisement (Aided Recall)
Between April and September 1973
New York City, Albany and Syracuse SMSA's

Difference
, Significant
Market {SMSA) April September 7 at 95%
New York City ho.3% - ho.2% 1.29 NS¥
Albany 34,5 31.6 1,60 , NS
Syracuse - 39.4 35.9 1.67 NS

%NS = Not Significant; 8 = Significant

SOURCE: Survey conducted by Department of Agricultural Fconomics, Cornell
University



Figure 12: Per Capita Advertising Expenditure, Generic Milk
New York City, Albany and Syracuse 1973~Th
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Day of Week: 1 Sunday © 1 Male 12-17

2 Monday 2 Male 18-3h4

'3 Tuesday 3 Male 35-65 Cluster #
I Wednesday L4 Female 12-1T7

5 Thursday .5 Female 18-3L4

¢ Friday 6 Female 35-65

7 Saturday

Cornell University
Beverage Consumption Study : o
" September, 1973 ‘ Questionnaire DPO 3 f

. Hello. I'm : calling long distance from the Metro Research Company of
Philadelphia, Pennsylvania. We would like you to tell us about the kind of
beverages you consumed during the last 24 hours. By beverages, we mean all
beverages, nonaleoholic and alceoholic—-including water, milk, soda, juices,
etc. Please be as accurate as you possibly can on amount. Also be specific;
eg. T-up, whole milk, low fat milk, coffee, tea, skim milk, fruit juice, fruit
drink, ete. . _ :

~ 1. I would like you to start 24 hours ago and tell me what you drank, about
: when you drank it, how much you drank and whether or not you drank it at
home or away from home.
INTERVIEW NOTE: FOR EVERY DRINK, MAKE SURE TO SPECIFY TIME (EVEN
. HOURS OK)}, NUMBER OF OUNCES DRUNK, AND WHERE DRUNK. DON'M KNOWS ARE
NOT ACCEPTABLE. PROBE AS NECESSARY USING CARDS A & B.
: WHEN DRUNK # of Ounces  WHERE DRUNK
Beverage . AM PM At that time [Home Away

1 2

R I e e R
(ST S CH I SIS

2. Does this represent your usual intake of beverages?
1 Yes 2 No--Ask Reason: 1 Social gathering
2 Day of week
3 Travelling
4 Tllness
S Other (specify)

Now I have a few questions on advertising that I would like you to answer...
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3. Have you seen, heard or read any beverage advertisements during the last
few days?
1 Yes~-—8kip to Q. 5
2 No -~Go on 4o Q. k

4. Have you seen, heard or read any beverage advertisements during the last
month or two?
1 Yeg==Go on to Q. 5
2 No --Skip 0 Q. 6

5. Whiéh beverages were advertised? (AFTER THEY INDICATE REVERAGES ASK THEM
WHERE THEY OBSERVED THE ADVERTISEMENT) -
News— Maga- Bill- OUther

Beverage TV  Radio paper zine Board Specify
1 2 3 b 5 6
1 2 3 b 5 6
1 2 3 L 5 6
1 2 3 i 5 6

6. Have you heard the phrase... 'lnere's a new you coming everyday"?
1 Yes——Go on to Q. T ‘
2 No —=Skip to Q. 8

T. Wnat beverage does it promote?
1 Milk
2 Other (specify)
3 Don't know

8. Have you heard the phrase... "Help yourself-~the Grade A Way"?
1 Yes——Go on to Q. ©
2 No —=Skip to Q. 10

9. What beverage does it promote?
1 Milk
2 Other (specify)
3 Don't know

10. Have you seen an ad in the newspaper which reads..., "Drink it up, drink it down,
15 cents per pound"?
1 Yes~-Go on to Q. 11
2 Ne --Skip to Q. 12

11l. What beverage does it promote?
1 Milk .
2 Other (specify)
3 Don't know

Just a few guestions for statistical purposes only...




12.

13.
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How old are you? L years

‘Includlng yourself, how many are llVlng in your householdQ‘ (ADﬁLTS ARE

.18 AND OVER; CHILDREN ARE UNDER 18)

1k,

15.

16.

“Is It...

 1Is It..

18O

15.

-Respondents name i —_Area code_ Phone

Have you-completed,., .
' 1 Grammar school (Grades 1-8)
2 Some high school
3 High school
L Some college
5 College .
6 Other (specify)

INTERVIEWER RECORD SEX: 1 Male
: 2 Female ‘

What is your occupation?
0l Professional, technieal, kindred
02 Manager, owner, executive
03 Clerical, sales, postal service
Ok Craftsman, operative, foreman
05 Servmceworker, policeman, - flreman
06 Laborer, unskilled
07 Student, full time
08 Housewives, widows
09 Retired
10 Unemployed
11 Other (specify job and industry)
12 Refused :

Into which of these broad categories would your total family income fall?
Is it... :

. Under $10,000 ‘ - " QR . Over $10,000

Under $5,000 or Over $5,000 - . Under $15,000 or Over $15,000
' _ 005 Under $12,500 007 Under
. 001 Under $2,500 003 Under $7,500 . 006 Over $12,500 ©$17,500
002 Over $2,500 004 Over $7,500 _ "~ 008 Between
_ . . $17,500 &
$20,000
009 QR over
$20,000
010 Don't know
020 Refused
1 black :
2 Spanish speaking
3 other white
4 other (specify),

Ahd finally are you...

INTERVIEWER RECORD:'

City

Interviewer _ Date Time
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Table A-19: WNumber of Respondents by Race, Sex and Age Group
Wew. York City, Albany and Syracuse SMBAls
1973 - Total

Markets (SMSA) : .Black. - R White
Age Group Male - Female . . Male Female

New York City

12-17 ' 37 2k 22k . 256
1834 sk 62 osg2 521

35-65 66 95 gor 802
Albany . : :

1217 6 5 215 O 2p5

18-3k | 1 10 - 428 - 428

35465 A R 21 638 ‘622
Syracuse . o _ . _

1217 12 6 173 176

1634 5 15 356 360

35-65 16 1k S 478 490

'SOURCE: Survey - conducted by Department of Agrlcultural Lconomlcs, Cornell
Unlver31ty ‘ .
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Table A-20: Total Consumption and Proportion. of Consumption of Seven Beverages,
: At Home and Away from Home, All Respondents, 1973

Hew York City SMSA

Proportion of Total Consumption

Jumber.of Ouncesc Consumed®... of that Beverage

Beverage At Home Away Total ' At Home Away

Beer or Wine 5,991 2,602 8,553 - T0% 300 .
Soft Drinks Li ko 5,276 19,724 13 27
Milk 9,043 1,700 11,351 05 15
Coffee or Tes 20,922 6,394 27,310 Tt 23
Fruit Juices 1,573 959 d,532 69 il
Liquor 1,488 Tod 2,256 66 3h
Water 11,154k 2,722 13,076 g0 20
Total TL,I7T9 20,429 91,600 To 22.

¥ J (total) = 1,836

Albany SMSA

Proportion of Total Consumption

Number of Ounces (onsumed® of that Beverage

Beverage At Home Away Total ‘ At Home Away
Beer or Wine 5,420 3,161 8,609 03% 3Th
Soft Drinks 5,395 2,01lb 11,209 ‘ 75 23
Milk 10,254 2,020 12,4374 ¢0 20
Coffee or Tea 15,601 4,305 20,166 76 22
Fruit Juices 4,169 362 4,531 g2 g
Liquor T9e 060 1,472 B Le

Water 0,033 2,232 10,065 79 . 2l
Total 53,470 lo,256 09,725 T : 23

¥ 3 (tobal) = 1,341

Syracuse SMBA

Proportion of Total Consumption

WNumber of Qunces Consumed® of that Beverage

Beverage At Home Away Total At Home Away
Beer or Wine 4,006 2,530 6,536 6Lk 39
Soft Drinks 7,77k 2,454 10,226 76 2k
Milk 8,677 2,293 10,970 79 21
Coffee or lea 12,417 L 006 16,503 75 25
Fruit Juices 3,346 263 3,609 93 7
Liquor 560 395 903 59 ' 41
Water 7,472 1,062 9,134 g2 18
Total Ly 260 13,083 57,943 - To 2%

¥ N (total) = 1,070

SOURCE: Survey conducted by Department of Agricultural Lconomics, Cornell
University
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Teble A-24: -Proportion of Respondents Inaicating that Milk Ads Were Heard:
Unaided Recall ' '
New York City, Albany, and Syracuse SMSA's
April and September 1413

Markets (SMSA) © April 1973 | ' September 1973

. Age Group Male - Female Totai . Male Female Total
New York City
T2l 19.4 % 16.6% 19.0% A.5% 0 11.6% 0.2%
16-34 b 7.9 0,3 - l.o 6.3 3
35-09 3.0 Lo 3.6 3.3 2.k
Albany .
12-7 15.7 12.3 14,0 0.3 15,3 10,9
1634 7.2 bk 5.6 .. 3.0 3.5 3.3
35-03 e 1.0 -o2.0 IR W~ 1.6
Syracuse :
w217 15.9 16.5 . 17.2 s.0 © 16,9 lo.f
16 -3k 6,0 . 1l.1 .o - 6,0 b2 5.5
35-05 2.2 2.0 2.1 2.6 2.3 2.}

SQURCE: Survey conducted by Department of AgricultUrai Eeonomics, Cornell
University : c
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‘Table A~25: Proportlon of Respondents Correctly Identlfymg "New you' Milk Ad:
. Aided Recall
Wew York City, Albany and Syracuse SMSA's
April and September 1973

Markets (SMSA) -,, Aprll 19(5 ' September 1973
Age Group .- - Male Female - Male - =~ Female

few York City ‘ .
1217 : 05.6% 62, Lib 30,65 T0.1h

16-34 . W 556 LT 52.3
3565 22,0 25.9 21,7 S 21.9
Albeny | |

1217 ok, 3 79.6 - 5.0 66,6
 10-3k b1.3 - ko9 39T 39.9

35-65 13,5 1k 1.0 13,2
Syracuse - .

12-17 - o5.2 2.8 . 88.7 66,7

1623 L6k 51,9 by 7 h6,3 -

35-65 16.06 17.1 - 1k.T 14,3

SOURCE:  Survey conducted by Department of'Agritultural'ﬂconamics; Cornell
: University





