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CHAPTER I 

INTRODUCTION 

Consumer food expenditures are changing. - Life-.::;tyle 

c h a nges such as the increase in married employed women, 

smaller families, changing social values, and the growth of 

re s t aurants and fast-food outlets have encouraged the change 

in c on s umer food expenditures (Linden, 1977). In 1975 food 

p rice s began to rise faster than the gains in income (Roger 

and Green , 1978). Consumers began to increase efforts to 

e c o nomize . 

As the c onsumer's purchasing dollar shrinks 

{" Food Consumption, Prices, and Expenditures", 1981), alter-

n a t i v e con s umpti on method s are explored (Sommer, Wing, and 

Ai t kens , 1980 ). One suc h method is a food cooperative. 

The United State s Depar tment of Agricultur e defines a food 

cooperativ e as : 

a vo luntary c ontrac tual organ ization of persons 
having a mutual owner s h i p i ntere st in prov i ding 
thems e l ve s a needed se r vi c e on a nonprofit basis. 
In a c ooperat i ve , the inve stment and ope rat i onal 
risk s , b e n e fits gained , o r l o sses inc u r red are 
share d equitably by its members ... A cooper-
ative is democra t ically controlled by i ts member s ... 
("Coope rative Cri te r ia ", 1965) 

Food c ooperatives me et c onsume rs ' need s by providing an 

o r g an i zational struc tu r e whe re people can pool their energy 

a d eco o ic resources (Kirkland and ohn , 1976) . 

1 
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People can collectively purchase, order, and distribute more 

productively and with much less loss than an individual 

("Buy it for less at a co-op?", 1980). The Economics, Sta­

tistics, and Cooperative Services of the United States 

Department of Agriculture reported that the United States 

has over 1,000 consumer-goods cooperatives with total mem­

bership of 1.2 million people ("Cooperative Facts", 1978). 

Statement of the Problem 

Accord ing to current estimates by the United States 

Department of Commerce, 21.7% of Americans' total consump­

tion was for food, beverages and tobacco. Housing followed 

at 15 .3 % and transportation at 14.3%. Food, beverage and 

tobacco consumption by far represented the largest consumer 

expendi ture of $261.8 million ("Statistical Abstract", 

1973) . ?artially b€ CllUS2 uf tJ.-l.is large expend i ture, there i:; 

a growing interest in food cooperative memberships ("Cooper­

at ive Facts ", 1978; Kirkman and Mohn, 1976). There exists a 

lack of information on what characterizes the food cooper­

ati e member . What influences this consumer's decisions, 

shopping behavior and eating patters ? Wha t are this 

cons mer's food consumption concerns? 

T is study could indicate for consumer specialists the 

pri .ary i fluences on food purchasing decisions of these 

co s ers . e food industry ight gain insight into how 



these consumers needs could be better met. 
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For example, the 

i mpact of price, advertising, purchasing agent, shopping fre­

quenc y , food preferences, and use of convenience foods by 

thi s segment of consumer are examined. Cooperative manage­

ment could examine the demographic characteristics of the 

c on s umers who are now members of the cooperative. Using the 

r e sul tant pro f ile of a food cooperative member, the food 

c ooperative ma nager could be able to identify target areas 

for future food cooperative activities. The cooperatives 

could better s e r ve their identified clientele and could 

attempt to extend their appeal to other consumers. 

Purpose of the Study 

The purpo s e of the study was to examine the demographic 

characteristic s o f food cooperative members and analyze the 

influence s o·i c ans ,l.ITlption df".cisions made by food cooperc?tivc: 

embers . Distingui shable t raits of food cooperative members 

in orth Texa s are doc umented. This study has produced 

insights into the fac tors that affect how the food cooper­

ati e members ' food dollars are spent. 



Objectives 

The objectives of this study were the following: 

1. Evaluate selected demographi~ and deci~i6n­

influencing factors which may affect the 

cooperative member's food consumption 

2 . Ex a mine how the food dollar is being spent 

by the food cooperative member. 

3 . Deve lop a profile of a North Texas food 

coope rat i ve member. 

Hypotheses 

The hypothe s e s to be tested were based upon the rela­

tion s hip between t h e d e pendent variable of the amount of 

food expen d itures fo r members of a food cooperative to the 

independen t variab l e s of 1) age, 2) education completed, 

4 

3) family s l ~ e , 4 } resinencc 9itrer rur~l 0r city, 5) employ-

en t status of both mal e h ead of household and femal e h e ad 

of househo l d , 6) inc ome , 7) rac e , 8) authority figur e 's 

recommendation , 9 ) fami l y a nd pe er influence, 10) price, 

11) ad ertising , 1 2 ) influence of concern about h e alth, 

13) purcha sing agen t , 14) frequen c y of s h o pping , 15 ) u se o f 

co enience foods , 16 ) e a ting away from home , 1 7) the 

e rce age of the food dolla r spent a t t he foo d c oopera tive . 



The following null hypotheses related to demographic 

va r i ables were investigated: 

H01 There is no significant relationship between the 

amount of income spent on food and age. 
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H02 There is no significant relationship between the 

amount of income spent on food and the education completed. 

H03 There is no significant relationship between the 

amount of income spent on food and the family size. 

H
04 

There is no significant relationship between the 

amoun t of income spent on food and residence~ 

H
05 

There is no significant relationship between the 

a aunt of income spent on food and the employment status of 

a) male head of household and b) female head of household. 

H
06 

There is no significant relationship between the 

·noun t of i ncome spe ~1· 0n f oud and ir_come. 

H
07 

There is no significant relationship between the 

amount o f icome spent on food and race. 

The hypotheses related to external influences on 

decisions are : 

a ou 

HOB There is no significant relationship b e tween the 

of income spent on food and authority figures' 

recommenda ion . 

H09 

a o nt of 

ere is no significant relationship b etween the 

co e s e t on food and family and peer incluence . 



H10 There is no significant relationship between the 

amount of income spent on food and price. 

H11 There is no significant relaionship between the 

amount of income spent on food and advertising. 

6 

The hypotheses related to behavioral influences on decisions 

are : 

H12 There is no sigificant relationship between the 

amount of income spent on food and the influence of concern 

about h ealth . 

H
13 

The re is no significant rela~ionship between the 

a ount of income spent on food and the purchasing agent. 

H
14 

There is no significant relationship between the 

amount of income spent on food and the frequency of shopping. 

H 
5 

There is no significant relationship between 

the ~ 01 nt o~ inco~e spent on foud and the use of ' ~ onve~ience 

foods . 

H
16 

There is no significant relationsh ip between the 

a ou t of income spent on food and eating away from home. 

H
17 

There is no significant relationship between the 

a 0 nt of income spent on food and the percentage of the 

spent at the food cooperative. 



CHAPTER II 

REVIE~v OF THE LITERATURE 

The p urpose of this chapter is to review the literature 

conc e r n ing consumers' expenditures for food including avail­

abl e r e search on such spending by members of food cooper-

ative s. The identification of consumer food spending 

concepts pro v ided a basis for the design of this research 

study . The a reas selected to be investigated were certain 

external influences on decisions, behavioral influences on 

dec'sions , and demographic factors. An organizational 

framework of the v ar i ables can be found in Appendix A. 

External Influences on Decisions 

External infl u enc e s on decisions have been shown to 

impac t consumers' purchas e s. The se i nfluences include rec­

ornm·.? nda-:.ions by c:.ut:iori t y f i g u r P. s, family and peer infl c. ­

en c e s , price considera tions, and the influence of adver-

tising . 

Authority Figure ' s Recommenda tion 

Consumers ' authority figure s such as family doctors, 

teache rs, legislators , and re s earc hers have b een f o un d to 

be influe tial upon their spending for food (" A Summary 

Re ort " , 980 ; el son , 1980). utritionists , dietitians , 

a d s cia s ere r ega rded as the best source of accurate 

ood a d 4 
ri ·o al i for ation . 

7 
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The government was also considered a credible source on food 

purcha sing information. 

Family and Peer Influence 

Peer inf luence from informal social groups and the 

stro ng impact one's family makes on decisions was documented 

b y Ford and Elli s (1980). In a survey 70% of the respondents 

l i sted sociability as a prime reason to belong to a food 

c ooperativ e ("People Power", 1980). Margolis (1972) ac­

credited the social context within which food cooperatives 

o e r ate to t heir success and growth. This social context 

can lead t o p eer influence on the cooperative members' food 

pure ase s. 

The la r ge st market of all, the 18 to 24-year-old group, 

was conc e r ned with peer acceptance and peer approval of their 

ex .1citures (.'Snglish , 1980 ). Signific~nt feople in con-

s ers ' lives , whether it is someone respected, a peer, or 

a fa ily membe r , were highly influential upon the consumers' 

s e ding for f ood. 

Price 

Price is anothe r we ll-documented area of influence on 

decision s concerning e x penditures for food . Reck (1972) 

fo d hat rice was pe r ceived as quality . Similarly 

·:ceo el 968) and Pollak ( 1977) f el t Ame ricans accept a s 

\.. r , he sa ing "you get what you pay fo r" . Kr ietn e r's 



food cooperative survey found that price control was an 

i mportant aspect of food cooperative membership (1977). 

Dietrich (1980) contended that during inflationary times 

nut r i tion concerns are replaced by price considerations. 

9 

In other words, for a higher quality product consumers seem 

resigned t hat the price will be higher and price--not con­

cerns for nu tritional needs--influences consumer' decisions. 

Advertising 

The last external influence on consumers' decisions 

regarding food purc h ases was advertising. Advertisers admit 

that the youth marke t must be reached early "before they 

establish their own b r and preferences" (English, 1980, 

p . S- 24) . Jacoby ( 1 977) told advertisers that nutritional 

i formation is a high l y requested piece of information by 

consurr2rs . Ja~oby warned t hat if the advertiser did not 

present the nutritiona l i nformation in an easily understood 

for , the consumer would n ot benefit. One report stated 

at poorly informed con s umers relied on television adver­

tising for nutritional informa t ion ("A Summary Report", 

980) . These studies indicated that advert i sers who are 

a are of he needs of their market wil l h a ve the mos t 

i flue ce on purchasing . 

Behavioral Influences on Decisions 

e a ior i flue ces co sumer ' s expenditures for food . 



Behavioral influences can be segmented into shopping 

behavior, spending behavior, and eating patterns. 

Shopp ing Behavior 

The behavior exhibited by the consumer in the market 

plac e at the point of purchase influences the purchases 

10 

ade . The primary topics in the research are the influence 

of concern for health, purchasing agent influences, and the 

frequency of shopping. 

Influence of concern for health. The influence of con­

cern for health is well documented for food cooperative 

members . Kreitne r (1977) found that food cooperative 

shoppers listed "natura l" or "healthful" food as one of the 

ain motivators for cooperative membership (p.17). Economic 

sa ings were listed as often as concern for health as a 

pri ary reason fo:.: ccoperative mernb<.~rship. Cooper2tive 

co sumers had a c oncern for health that was equal to eco-

no ic concerns . In 1980 Sommer, Wing, and Aitkens found 

t at the cooperative shopper's main concern was high quality 

food . 

I creased interest in dating codes indicated to one 

researc er that consumers want to be sure they are buying 

igh g ali y and freshness (Dietrich , 1980) . Dietrich 

· d ' ca ed hat utritionists feel restricted budgets mean 

res ric ed access to soft dr~nk s , snacks , and candy (1980) . 
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Sp roles, Geistfeld, Badenhop (1978) found that "con­

sume r information enhanced the likelihood that consumers 

will make efficient choices of products" (p. 88). Friedman 

(1977 ) sugge sted an information overload for consumer deci­

s i o ns and found that consumers use few of the informational 

da ta avai l ab l e . Researchers have indicated that, in general, 

c onsumers ' e c onomic concerns have preempted nutritional 

con c erns and tha t much information that is available is not 

sed . 

Purc ha sing Ag e nt. A second area of behavioral influ­

ence on dec i sion s is the purchasing agent. The purchasing 

age t filte rs de c i sions on purchases through "cultural 

pat er s of the family, climate, geographic conditions" 

(Lau , Hana d a , Kamin skyj, Krondl, 1979, p. 68). Culturnal 

i fl~e ce s we r e shown tc be ar. on-going, und~rlying influ-

ence o behavior . 

en have b e en found by some researchers to spend less 

i e a d mo ey than do women in purchasing food. The pur­

chasing agent h as been identified as female 85% of the time, 

a d 0 % of the time she was accompanied by children. In 

c o tras , couple s shopped for f ood more l e isurely and 

L.. o r o g ly t a 

o r , 19 75) -----

individua ls alone or with c hi l d r e n (Con s ume r 

ccording to Sh a p iro and Bohmbeck (19 78 ) 

essi is a ou t t e future e c onomic c ondi tions chara c teriz e d 
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the c ur rent purchasing agent. 

The p urchasing agent, as a food cooperative member, 

lost time as well as convenience of shopping by making 

purcha s e s at the food cooperative ("Buy it for less", 1980). 

The researc h r e viewed revealed that females reflecting 

cultural inf l uences made up the majority of purchasing 

agents . 

Frequency of Sh opping. The third segment of behavioral 

influences on deci s i ons was frequency of shopping by the 

consumer . Greate r shopp ing frequency increased price know-

edge . Goldman (19 77) found that the major factor affecting 

the ability to make p r i ce comparisons was the time available 

to the consumer . Pommer, Berkowitz, and ~'Jatton (1980) 

argued that scanners , electronic terminals at the super-

arket c~ec.k o..1 t that re..i d t b e Universa:.. Projnct Cod= on 

foods , ill assist the f r equent shopper by decreasing check­

o t ti e and provid ing a de tailed receipt tape which can be 

sed for price compa risons. The researchers suggested that 

0 ledge of accurate pric e s will increase the more fre­

que ly a co sume r shops , espec i ally whe n aided by the 

e c o logy of scanners . 

Ea ing patterns is another category that researchers 

a e cone uded i s a influenc e on consumer ' s purchasing of 



f ood. 
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The use of convenience food and frequency of eating 

awa y from h ome are both types of eating patterns. 

Re s e archers studying family eating patterns have deter­

mined t h at taste is a relatively important aspect of food 

choi c e . Parents are seen as "gate keepers" with much 

c ontrol ove r what their children eat. "Selection determin­

ants " reported Lau, Hanada, Kaminskyj, and Krondl (1979, 

p . 66) are viewed as a screen through which consumers make 

decisions and selections. Ford and Ellis (1980) and 

Ruiecken and Saml i (1981) indicated that spouse and children 

are a strong sourc e of influence on eating patterns. The 

consumer acts upon f a mily's requests that are a result of 

t eir own set of in f luences. Brand preferences are passed 

fro mother to daughte r according to English (1980). Fami­

:ies are observed as onE of th first a~enas for the dev2J­

o e t of the cons umer s' ea t i ng patterns. Parents, partic­

u arily mothe rs , filter a n d process their family's input 

for he development of ea t i ng patterns. 

Co venience foods . The use of convenience foods has 

ee a ributed to many diverse factors, such as the increas­

ed e r of omen in the labor fo rce , the tre nd to s maller 

fa ilies , and a increased per capi t a inc ome ("Supermarket s 

ac " 98 0 ) . Smallwood and Blaylock (1980) reported 

a a - orne food co s es 74% of the food dollar . 



They further repo r ted: 

As income increases, the amount spent on such 
p r oducts a s p ork, eggs, and cereals declines. 
But household s wi th higher incomes spend more 
on s u ch items as beef, beverages, bakery pro­
ducts , a n d ve getables (p. 1). 

14 

Food cooperative members feel that convenience foods are not 

as healthy a se lection as natural foods, those foods which 

ha e n o t b e en p roces s ed in any way ("A Summary Report", 

1980 ) . Ho we ver , the use of convenience foods has increased. 

Eati g a way from home. Eating away from home has 

increased f o r those food cooperative members surveyed ("A 

s ar Report " , 1980 ). Ea ting away from home consumed a 

large r share o f the food coope rative member's food dollar. 

Bureau o f Labo r S t a t istics surv ey revealed that with an 

i crease in inc ome t h e pe r c enta g e of money spent for food 

~a e . a a fron hone i nc rease s twise ~s reu~h as ~ood at 

o e , for lo e r t o middle income consumers. Food eaten away 

ro o e increased 1 1 . 2 % a c c o rding to the Consumer Price 

dex from 1978 t o 19 7 9 {Food Con sumpt i on, Prices, and 

Roge rs and Gre e n f e lt that "discre-

io ary" (p . 15) food pur c hases went t o r es tauran ts instead 

o groce r s ores . hi l e food costs at home i nc rea sed 29 % 

i . e las 10 ears , food ea t e n away f rom home increase d 

27 78) . 
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An increasingly larger percentage of food was consumed away 

home . 

Spending Behavior 

A compa rison of the Bureau of Labor Statistic's Con­

sume r Expenditure Diary Survey {1974) for 1960-1961 to 

1972 - 1974 revealed that expenditures for food prepared at 

ho e dropped for 80 % to 73%. Food cooperatives estimated 

t e low inc ome membe rs spend more than one-third of their 

i co e on food (People Power, 1980). In the $10,000 to 

$12 , 000 annual income bracket families spent 26% of their 

inco e of food , and in the $25,000 and over bracket larger 

fa ilies spent 17% of their total income on food. However, 

food e penditu r e s for a family-of-three were only 17% in the 

$10 , 000 to $12 , 000 income range and 11% in the $25,000 and 

o e:: incorr.e r lnge (Roge :..·s ar.d Green, 1978). Food e·{pend-

r es ere found to be related to family size and income 

le el . 

s 

coo era 

e coo 

0 era i 

0% 0 

atistics 

ive and 

era ive 

es e r e 

on the amount of income spent at the food 

the percentage of the food dollar spent at 

were unavailab le to this researcher. Co­

estimated to have saved consumers 15% to 

ood costs ("Buy it for less ", 1980) . Gene Clifford 

o ... e Coo era ive League of the USA est imated a savings 

0
c 5% of f ood cOSLS b membe rs of food c ooperatives . 

0 f 
, ade by the food cooperative shopper . 
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Less c onvenience and lost time were the costs for more con-

trol ove r p r i ce and perceived better quality. 

Demographic Factors 

Spending for food has been documented in current liter­

ature to be af f e cted by demographic characteristics. Age, 

education comp l eted, family size, residence either rural or 

cit , employment status of the male head of household and 

fema e e ad of hous e hold, income, and race are among those 

c a r a c e ristics . 

. e 

e rso n ' s age has been found to relate to purchasing 

be a io r (Dietrich , 1980). Cooperatives offer an aged 

co s e r o n a fixed i ncome the opportunity to maintain a 

tri iou s d iet ( " Peo p le Power", 1980). It was often 

d'ffi c l t f u r th_3e c o~sumer3 to p~rchase the va~iety ~nd 

q a i o f food nece ssa ry for good health. Smith, Brown, 

a d ei e r 979) reporte d that people under 65 years of age 

se food sho p ing aid s more consistently than people over 

65 ea rs o f ag e . The c o st of these aids is shared by all 

co s e s . E g lish (1980 ) e mphasized that youth, partially 

e ca se o re o t hers are employed outside the horne, eat 

a · a 

s o . d 

.cro 

rs a 

0 e o r e ofte n . This re s e arch sugge sted that 

0 h the young and olde r extr eme s o f a ge r e -

0 ood e x e nditu r e s d~fferently . 
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Education c ompleted 

Leve l of education is paramount in consumer information 

processing (Jacoby, 1977). Some college education was 

reported by 80 % of the respondents in a food cooperative 

sur ey (Krietner, 1977). Jacoby stated, "a necessary pre­

requisite fo r e ffe ctively interpreting and using information 

is rior relevant education" (p. 127). Goldman (1977) tied 

educational attainment and age together as reasons for more 

e f e et· e p rice c omparison s and comparative shopping. Edu­

ca ion of the head of the family "allowed for higher levels 

of consum tion " (Jackson , 1978, p. 78) . . More .education 

of e head of the family gave better perception of their 

c o su tio documented Jackson (1978). Nutrition courses, 

re orted elson (1980 ), improved knowledge but did not 

.._ c.. ge food behaJio r excer~ in the vary ycung child. Edu~a-

o ad a strong posit ive effect as consumers processed 

a d e rcei ed information more accurately. 

Fa ·ly size 

s all ood and Blaylock (1981 ) determined that larger 

fa i ies s ent less per person for both at-home and away­

f~o _ 0 j e ood purchases than smaller families . Food at 

ed f o r 74% of the food dollar. The trend to .orre acco 

s. a cr ca ·1y size has increased away - from- home food 

( •• . s e r arkets Fight Back " , 1980 ). 
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In the Consumer Expenditure Diary Survey (1974) conducted 

by the Bureau of Labor Statistics, a comparison of families 

of three members to families of six or more members revealed 

that a greater percentage of a large family's income is 

spent for food . Large families eat a large percentage of 

their meal s at horne . Rogers and Green (1978) interpreted 

this study saying that family size was one of the most 

i ortan t factor s affecting food consumption. Large fam­

ilies spend more of their income on food and eat away from 

o e less frequently . 

Food costs were lower in rural areas reported Rogers 

a d Gree (1978) , because of the availabil i ty of locally 

gro food which could be purchased relatively cheaply. 

e r~ ol i t an area r~si~ents ate a~a}· frorr home ~orr often 

a d ad less locally farm-grown food available. These 

researc ers also cited life-style differences as influences 

0 food expenditures . City residents spe nt more income on 

food a d a e a ay from home more often than rural families. 

E us 

a g e , Jor.nson , and Hoyle (1978) documented that 58 % 

0 
e a ·es had two or more wage earner s. In larch ,l978 

·-··er -. arr · ed e and wo en comprised 23 % of the labor fore~ 
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This group of single workers accounted for 60% of the 

increase that year. This social change, reported Dun's 

Re iew (1980 ), created a consumer need for more convenience 

eating . With i0creased per capita income came the ilter­

native fo r more convenience (Shapiro and Bohmbach, 1978). 

Food , specifically convenience foods, expenditures increased 

f o r employed women (Strober, 1977). Life-style changes 

al e r ed by e mploymen t status have affected spending for 

food . 

I come 

I n c o e l e vel , repor ted Goldman (1977), was low for 

o s e c o sume rs with the most price knowledge. High income 

co s e r s e re les s know l edgable about lo~ cost, easily· 

urc ased f ood . Whe n Linden (1977) analyzed consumer expen­

dit res for 1 973 , he found that moving from the middle 

($10 , 000 o $ 2 0 , 0 00) to uppe r i ncome ($20,000 and over) 

rae e s , consu m tion e xpend itures rose 55% but food spend-

1 g ose o ly 35% . As consume r income increased, both price 

0 

0 ledge a d pe rcentage of inc ome s pent on food decreased. 

ace 

. ccordi g to a Statistica l Abstract published by the 

ed sa es oepar ment of Commerce in 1977, blacks a n d 

r no. - ~hi e races accounted fo r 11 . 7 % of the popul a tion . 

1
e ar inco e f o r all fa ilies was $16 , 000 , but for 

CJ<S a 0~;. .• e r non - whi e r a c e s it was $10 , 142 . 



Since blacks have a much lower median income, a greater 

percentage of their income is spent for food (Rogers and 

Gree n , 1978 ). 

Anthropologists suggested that cultures transfer 

lea rn e d b e havior from generation to generation (Henry, 

1976 ) . The s e learned cultural patterns woOld .. influence 

consume r behavior. 
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Demog r aphic fa ctors which were identified by the recent 

literature as having a measureable impact on food expend-

l ures are age , education completed, family size, residence­

eit er rural o r city--emp loyment status of male head of 

household and f emale head of household, income and race. 

Ide if ing the s e v ariables as they relate to individuals 

l a survey can be used as indicators of food expenditure 

abits . 



CHAPTER III 

RESEARCH PROCEDURES 

This section presents the plan followed for conducting 

the research . Topics discussed are sample population, in-

strument development, administering the instrument, data 

analysis , and def inition of terms. 

Sample Population 

The sample fo r this study was the membership of the 

orth Texa s food cooperative, People Buying Together, Iric. 

People Buying Toge ther (PBT) began in 1968 and today includes 

embers in Denton , Tarrant, and Dallas counties. 

he sales o lume for PBT was $430,000. 

In 1980 

T e re are approximately 1,000 "buying units" in the 26 

food cooperatives which make up PBT. A buying unit may be 

a single eljerly person living alon~ or a group of n~ighbors 

o buy togethe r . The average PBT individual cooperatives 

ra ge in size from approximately 12 buying units to 100 in 

e largest cooperative . 

Each of the approximate 800 families, or buying units, 

a~ aced food orders on Octobe r 10, 1981, received a 

ues io naire . Forty pe rcent (3 19 ) of the 800 question-

a res d's ri u ed were returned . 

21 
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Order s are taken from the individual members by 

telephone , food orders are combined and food is purchased 

and distributed . Food prices are determined b~ th~ whole­

sale cost plus nine percent for PBT. An additional per­

centage is added depending on the costs assessed by the 

i di idual cooperative. This assessment ranges from one 

ercent to eigh t percent with the larger cooperatives 

e i g the greate r percentages for funding of partial 

s ore-front opera tions. A $10.00 yearly membership fee 

is required as well as participation in the labor required 

0 fill e food order s. The amount of time required of 

o un eer labor is dependent on the size of the individual 

coo e ra i e (Pierce , note 1 ). 

Ins trument Development 

=e 1 f -adrnin i ste:.:ed que stior.na i ·::- e di stt ib1J. ted by .the 

coo e r a i e anagement and returned by mail was used to 

col lee a a . A review of the literature did not reveal 

a y e xisting instrument for measuring food spending by 

food coo e rati e members . An originaJ instrument was 

de elo ed . 

se c d 

o: 00 ex 

ues ior. aire determined the significanc e of 

de t va riables upon the dependent variable e en 

di res y e~ers of a food cooperative. 
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The questionn~ire contained two sections: a) demographic 

data and b) external and behavioral influences upon 

decisions . Appendix A contains a diagram of the organiza­

tional framework used in this research study. 

Description of Var iables 

The va riable s se l e cted for this study were based upon 

i formation identified from the literature. The independent 

variables were selected demographic characteristics and 

selected aspects though t to be influences upon decisions. 

The de enden t variable was spending for food by members of 

a food cooperative . 

I dependen t va riab l e s. The independent variables were 

i e tified in ques tionnaire items related to the demographic 

c arac eristics of the subjects and influences upon the 

s bj0c ' s decisions . The variables investigated were: 

I . Demographi c data 

A. Age 

B. Education 

C . Fa ily size 

D. Location of residence 

1) Rural 

2) Ci y 

E . E loy ent status 

ale ead of household 



2 ) Female head of household 

F . Income 

G. Ra c e 

II . Influences on decisions 

A . External influences 

1 ) Authority figures' recommendation 

2) Fami ly and peer influence 

3 ) Price 

4) Advertis ing 

Shopping behavior 

1 ) Degree of concern for health 

2 ) Purcha sing agent 

3 ) Frequency of shopping 

C . Eating pa tterns 

1 j sE: of conv21~.ience fooC:s 

2) Eating away from home 

e e r o pendix B for a chart of the questionnaire 

e d elo e nt hich i dentifie s questionnaire items 

as r g e ariable s for each category of the organiza-

o a fra e o r . Appendi x C contains the questionnaire. 

a ri a bl e . The dependent variable in this 
~~~~~~----------

5 ··as ood s e ding by membe rs of a food cooperative. 

24 



Questionnaire Evaluation 

Demograph ic data were used to categorize and -describe 

characteristics of the subjects and develop a profile of a 

food cooperative shopper. Each response was analyzed to 

determine the significance of its relationship to the food 

e pe diture s o f members of a food cooperative. 

e iability and Validity of the Instument 

25 

group of professionals in the consumer field and the 

a ag e of the food cooperative entitled People Buying 

oge er judged the repr e sentativeness of each questionnaire 

~~e o de e r mine conten t validity. Modifications were 

ad i 

s ude 

so e items for question validity. 

ilo tes t of the i n strument was conducted among 

s a Texa s ~oman 's Un iversity, Denton, Texas, to 

deter j ~ rc~iabi lity . The ques -t icnna .;_re was re'Pised 

accordi g o the results of the pilot test. The revised 

g e s io naire was then pre - te sted by the 20 members of the 

e e c 1. 
oard of the Ryan Place Improvement Association, 

For o r , Texas . This board r e presents a sample of con-

5 ers . hey responded to the questionna i r e so that r e lia-

cou d e e sted . The questionnaire was modified 

ase o. re - es results and administered to the s ample 

o. a o -
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) 

) 
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Admin istering the Instrument 

A copy of the questionnaire, a postage-paid envelope, 

c o er l e tte r , and stamped post card were placed in each 

cooperati e member's food order. The cover letter explained 

the p urpose of the research study, the enclosed question-

aire , and post c a rd requesting research results. 

The que stionnaire was the instrument from which the 

da a as obta· ned . The post card provided a means for the 

su jec s to reque st a brief copy of the results of the 

s ud . ppendix D con t ain s examples of correspondence used 

i is study . As eac h member's order for a designated 

e as filled and boxed , the questionnaire and envelope 

ere a so laced in the box. 

Data Ana lysis 

e.a. s , edia n.:> , frequen cy C: i str :;_butio!ls and stc,ndard 

de · a o s ere calculated fo r each of the independent 

aria 

0 c o, 

les . T e Spea rman rank-order corre~ation was used 

are food e xpenditure s b y me mbers of the food cooper-

a i es a d he i dependent va r iables to determine signif-

ca re a io ship s . 

Definition of Terms 

· · eludes p r e cise defini t i ons of terms :is s_c ... o .. 

Terms used in thi s s t udy 



1 ) Cooperative - a jointly owned, democratically 

controlled o rganiza tion for the distribution of food, 

operated by the c on s umers for their mutual benefit. 
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2 ) Pr eprepared or Convenience foods - foods that have 

bee artially or ful l y processed to save or simplify work 

or ime of he ultimate consumer, these two terms are used 

i e rcha geably . 

3 ) Buying uni t - one membership in a food cooperative; 

is cou d ary from one person, to a fami l y, or several 

1 di iduals who orde r as o n e and share the labor requirement 

o cooperati e membership . 

a e brands - p roducts within a grocery outlet 

. ic are ad e rtis e d , widely a vai l able, not generic or 

s ore - o ed rands . 



CHAPTER IV 

RESULTS 

This chapte r contains a description of the subjects, 

a description of the data collected, and the results of the 

sta istical analysis of the data. The Spearman correlation 

c efficie nt was used to determine significant relationships 

e een the independen t and dependent variables. 

Description of the Subjects 

ables 1 and 2 contain a detailed description of the 

319 food coo erative member households that served as sub-

jec s or t is study . The data was obtained from the "Food 

Ex.e di ures by e mbe rs of a Food Cooperative" questionnaire. 

TABLE 1 

DEMOGRAPHI C PROFILE OF 

F')OD COOPERATI\-E ME11BERS ~ PART 1 

Standard 

le Size Mean Deviation 

a il size 319 3.46 people 1.35 

nco e 319 $25 ,000-$29,999 

.. 9 eads of 34.5 years 
0 seholds ) 

7.33 

e a e ra ... e 
fa ily size of the sample was 3.46 people 

ercentage , fou r fami ly membe rs, composing 

28 
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35 . 7% of the return. 

o l d as 34 . 6 yea rs. 

The average age of the heads of house­

Approximately 40% of the respondents 

a n al income fell within the $25,000 to $39,999 range. 

T.e e a income leve l was $25,000 to $29,999. 

TABLE 2 

DEMOGRAPH IC PROFILE OF 

FOOD COOPERATIVE MEMBERS: PART 2 

/ Classi fication 

o e n statu s : 

ale ead o f househol d 

less t h an o ne yea r 

o e o fo ur years 

fi e o nin e years 

e o wenty y e ars 

ore ha t we nty year s 

o res o se 

e a e ead of hous e hold 

ess a o ne yea r 

cr. 0 0 r ea rs 

ears 

Frequency 

4 

25 

56 

146 

62 

29 

7 

70 

89 

85 

Percentage 

1.3 

7.8 

17.6 

·1 4. 8 

19.4 

9.1 

2.2 

21.9 

27.9 

26 . 6 



Continuation of Table 2 

Variable/Classification 

Employment status 

Frequency 

Female head of h o u sehold (continued) 

more than twenty years 

no response 

Education : 

ale head of hou sehold 

no formal schooling 

grade schoo l 

so e high school 

high schoo l degree 

so e college 

c ollege degree 

graduate degree 

o r espon se 

e ale head of household 

no for al schooling 

grade schoo l 

so e g schoo l 

i h school degree 

so e college 

12 

56 

0 

1 

3 

14 

51 

108 

~17 

25 

1 

1 

2 

18 

74 

30 

Percentage 

3.8 

17.6 

0.0 

0.3 

0.9 

4.4 

16.0 

33.9 

36.7 

7.8 

0.3 

0.3 

0.6 

5 . 6 

23 . 2 



Continuation of Table 2 

Variable/Cla ssification 

Education 

--.......~_ -

Frequency 

Female head of household (continued) 

college degree 

graduate degree 

no response 

Location o f Re sidence : 

R ral 

Less than 50 , 000 popu lation 

50 , 000 to 99 , 999 

ore than 100 , 000 

o respon se 

F.ace : 

B ac 

is a J.C 

glo 

Ori e al 

0 her 

o r espo se 

124 

82 

17 

8 

49 

32 

226 

4 

2 

9 

300 

1 

3 

4 

31 

Percentage 

38.9 

25.7 

5.4 

2.5 

15.4 

10.0 

70.8 

1.3 

0.6 

2.8 

97.5 

0.3 

0.9 

1.3 

I ref renee o education , 117 ( 36 .7 %) of the male heads of 

o se o d e d rad ate deg r ees with 108 (33. 9%) holding 

r ~rae·· e deg r ees . Female heads of household had 124 
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(38 . 9% ) with undergraduate degrees and another 82 (25.7%) 

with graduate degrees. More than 226 families (70.8%) 

responded that they lived in a city of more than 100,000 

people . Only 49 (15.4%) households responded as living in 

a city with a population less than 50,000 and only 8 (2.5%) 

households were classified as rural. Over 97.5% (311) of 

the sub jects were Ang lo, and the other respondents' races 

ere di ided among these other ethnic groups: 9 (2.8%) 

is anic sub jects; 2 (0.6 %) black subjects; 1 (0.3%) Ori­

ental subjects ; and 3 (0.9%) other ethnic groups. Four 

subjects chose not to answer this question. 

he r esponses to the questionnaire reflected that 81.5% 

(260) of he male heads of household were employed full time 

ad 33 . 9% (108) of the female heads of household were em-

lo .)d full time . Par..: tim~=; empl:::>ymer~ t is held by 5. 3% ( 17\ 

of t e ale heads of household and 26.6% (85) of the female 

eads of ousehold . Approxima tely 44.8% (143) of the male 

eads of ousehold indicated paid employment for ten to 

e y ears with 27 . 9 % (89) of the female heads of house­

o l lis ed aid e ployment for five to nine years. 

a a o 

coc era 

Description of Data 

a~ned crom the questionnaire on how the food 

e. e r ' s food dollar is spe nt is described. 
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External influences on decisions and behavioral influences 

on decisions are included in these results. 

External Influences on Decisions 

A majority of the subjects indicated that they "always" 

have good health as well as good taste as a concern when 

purchasing food . Almost half (47.3%) of the sample indi-

cate d that they frequently follow the advice if a doctor, 

t e ache r , or researche r recommends avoidance of certain 

food s o r aterial s, spouses influence their purchases 

(4 6 . 1 %) 1 and family preferences influehced food purchases 

( 5 . %) . Half of the sample listed as sometimes influen­

ial o f ood purcha ses the following: friends (53.6%), 

rchasing food the fami ly enjoyed regardless of price 

(50 . 2 %) 
1 

c o nsidering price reduced food a good buy (53.0%), 

a .d rcha~i n:1 :!1t .me brand foods (55.3%). 

s 
T e res ondents indicated that their spouses "seldom" 

0 " e e r " (35 . 1 % t o 39 . 2 %) reque st advertised items and 

s ou s es a c as the p urchasing agent "seldom" to "never" 

( 3 . 7 0 16 . 9 %) . "Always" and " frequent ly" are given for 

e fo o ~ i g : f o od addit i ves and perservatives are a con-

cer (33 . d 38 . 2 %), adve rtiseme nts are read for sales 

a 5 
c · a 

5 
(30 . % a 0 3 2 . 9 %), p rices are comoared before 

(3 . 8f and 2 . 0~) . 



Shop ping was documented as occuring twice a week 

{23.8 %) to weekly {57.1%). The family eating away from 

home as a group was divided evenly between weekly {23.8%), 

eve r y t wo weeks (27.5%), and monthly (27.6%). 

Eating Pa t te rns 

Ready -to-eat cereals are purchased "frequently" to 

"sometimes " ( 34. 5 % to 2 5. 5%) . Otherwise convenience and 

re ared fo o d s a re "seldom" to "never" purchased by this 

sa ple : 46 . 4 % "seldom" choose prepared vegetables over 

34 

ra , 61 . 1 % "neve r" purchase pre-cut potatoes,· 40.8% "seldom" 

select frozen or canned vegetables over fresh, 51.7% "never" 

bu frozen dinne rs, 45.1 % "seldom" buy pre-cooked meats, and 

59 . 9% " e er " buy re a dy-to-eat cakes. Children were indi-

ca ed as "ne e r " ( 9 5. 7 %) being the purchasing agent. Approx-

· a el o e. -·fou:. ·th o~ the schoc.1-2.ge ~tildren a~'"ld half of t .he 

ale eads o f hou sehold purchased a meal away from horne. 

Spe ior 

s ~ e di g behavior wa s also documented. Approximately 

$ 9 . 00 a eek was the ave rage amount spent for all food for 

J e a erage fa ily of 3 . 46 people. This represents 10.2% of 

e a erage otal income . Of th is $49.00 spent weekly for 

~ d · a e y $ 4 . 00 was spent at the food cooperative. 
-OO , a rox~1. 

·as 

$ . 0 ~o :"'~re 

·ery e enly dist ributed ( 93 . 4 %) between 

:an $81 . 00 pe~ eek spent fo r food . 
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Looking at t he amount of income spent weekly at the food 

coope rative , 86.9 % fell from $6.00 to $25.00 per week. 

Table 3 contain s the detail distribution of food expenditure 

b ehavior by membe rs of a North Texas food cooperative. 

TABLE 3 

S PENDING BEHAVIOR OF 

FOOD COOPERATIVE t-1EMBERS 

Spending b e havio r Amount Percentage 

1) ount o f income spent $ 0-10 0.9 
11-20 ' 4.1 

eek ly for all fo o d : 21-30 11.6 
31-40 15.0 
41-50 10.0 
51-60 18.2 
61-70 14.2 
71-80 10.4 
81-more 14.1 
no response 1.6 

$ 0- 5 0.3 
6-10 15.4 

2) .oun~ of money 3pent 

or food at the food 11-15 26.6 
16-20 27.0 
21-25 17.9 
26-30 6.3 

coo erati e : 

31-35 1.3 
36-40 2.8 
41-45 0.6 
46-50 0.6 
51 -55 0.3 
5 6-more 0.3 
no respo n s e 0.6 

a e co a· 5 the deta il of the de c isio n - influ -

e c g fac ors . · ch effect food c onsump tion by member s 



TABLE 4 
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DECI SI ON-INFLUENCING FACTORS AFFECTING CONSUMPTION OF 

FOOD BY FOOD COOPERATIVE MEMBERS 

E erna l Influenc e s: 

1 ) uthority figure s' recorn-
endation 11 

2) Family and peer i n f luence 
spouse 10 
childr e n 4 
friends 0 
fa ily p r e feren c e 36 

3) Price 
rice co p arison 
ood fa ily enjoy s 
rice redt c e d food s 

d ertising 
i flue ces c h ildren 

rchase name brands 
read ad erti sing for 
sales 

s ouse reques ts item 
ad er ised 

Sho i g Be a ior : 

2) 

conce rn f o r 

concern whe n 

reserva ­
cern 

gco~ ~as~e a conce rn 

. ·!"cr.asi. g a __ en 
s~~· se o s so e so ing 

40 
7 
4 

3 
2 

31 

0 

60 

34 
60 

4 

Percentages (Rounded) 

47 

46 
17 
14 
45 

42 
27 
25 

12 
23 

33 

2 

36 

38 
35 

14 

en 
Q) 

e 
·r-i 
4J 
(1) 

e 
0 

(/) 

38 

27 
30 
54 
11 

13 
50 
53 

24 
56 

16 

12 

3 

20 
5 

20 

e 
0 
'0 ,...., 
(1) 

(.1) 

2 

5 
17 
28 

1 

4 
14 
13 

23 
18 

14 

25 

0 

7 
0 

32 

H 
(1) 

:> 
(1) 

:z 

1 

1 
3 
3 
6 

1 
2 
4 

6 
1 

6 

39 

0 

1 
0 

17 

1 

11 
29 

1 
1 

0 
0 
0 

32 
0 

0 

12 

0 

0 
0 

13 



Continuation o f Table 4 
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Percentages (Rounded) 

~ U) 

C{j ~ Q) 
"0 Q) ,.....f 

~ Q) .0 
$.-1 Q) ~ res 
Q) Q) u 

;:: ~ 0 ·r-1 
4-' ~ ,.....f 

0 ro 4-' ~ ~ 
~ r-l ~ 

~ ~ Q) ,.....f :>.. ..c: .::X: 
r-l $.-1 u ~ ~ 4-J 
·r-1 Q) ·r-1 a> Q) c 4-' 
C{j > ~ Q) > 0 0 
0 ~ E-i ~ ~ ::a: z 

2) Purchasing agen t 
chil d ren doing some 

shopping 0 0 0 0 2 2 6 

3) Frequency of shopping 0 4 24 57 13 2 0 

Ea ng Patte rns : 

Eating away from home 
fa ily as a group 1 2 6 24 28 28 11 
fe ale head daily 49 0 0 0 0 0 50 
ale head daily 66 0 0 0 0 0 34 

school children 
daily 30 0 0 0 0 0 70 
re - sc oo l children 
daily 3 0 0 0 0 0 97 

one t wo three none N/A * 
eals a ay from home 
ach day : 
ale head 46 2 0 45 7 

fe ale head 18 1 0 73 8 

sc ool children 24 2 0 59 15 

re - sc oo l ch i ldren 5 1 0 76 18 

. o A ica le 
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Continuation o f Table 4 

Percentages (Rounded) 

Q) 
,.....j 

..0 
l'(j 

!>t u 
,...-I tl) ·r-i 
4-1 (1) ,.....j 

s:: s ~ 
U) a..> ·r-i s ~ 
~ ::=' +J 0 ~ ..::X: 
l'(j 01 a..> ro a..> 
~ a..> s ,.....j > 4-J 

r-i ~ 0 (1) a..> 0 
,.::X:: r:t.t tl) tl) :z z 

2) se of c onvenienc e foods 
prepared vege tabl e s over 

raw 1 4 25 46 24 0 
urchases pre - cu t p o t a-
toes 2 2 12 21 61 2 

fa ily select s fro z e n 
or canned vegetable s 
0 er fresh 0 2 17 41 33 4 
urchases : 

ready - to - e at cereal 14 35 24 19 8 0 

frozen dinners 0 1 7 40 52 0 

re - cooked meat s 0 2 11 45 41 0 

read - to - eat cake s 0 1 8 31 60 0 

able 5 , the " Profile o f De cision-Influencing Factors 

ffec i g Consumption of Food Coop erative Members" lists 

descending o rder these fa c tors showing their relative 

i , or a ce to he average membe r of a North Texas food 

coo era i e . 



TABLE 5 

Profile of 
Decision-Influencing Factors 

Affecting Consumption 
of F ood Cooperative Members 

(Range : 1 . 00 = great concern to 5.00 =little concern) 

ea.n Sco r e 

1 . 42 
1 . 44 
1 . 76 
1 . 84 
2 . 0 2 
2 . 31 
2 . 32 

2 . 3 
2 . 70 
2 . 78 

2 . 88 
. 93 

2 . 9 
3 . 2 0 
3 . 2 
3 . 5 0 
3 . 89 

. -. 2 

. 2 

. 25 

. 0 

. so 

Factor 

Good hea lth is a concern when purchasing food 
Good t as ting food is important 
Family preferences are a concern 
Pri c e s are checked and compared 
Food a ddit i ves and preservatives are a concern 

dve rtising is read for specials and sales 
Au thority fi gure recommends avoi dance of 

certain foods or materials 
Spouse influences food purchases 
Ready - t o - e at c e reals are purchased 
Food t h e family enjoys is more important than 

prl c e 
P r i ce r e duc ed items are a good b uy 

arne b r a nds a re p urchased 
Children inf l uence purchases 
Friend s i nfluenc e purchases 

d e rtisi ng influ e nces children 
Spouse doe s some shopping 
Prepa red vegetab l e s are selected over raw 
Fa.~jly se l e ct3 fro z P- n or canned vegetables 

a · e r fre sh 
Pre - cooked meats are p urchased 
Spouse reque sts advertised food 
Pre - cut potato es are purchased 

e ady - to - e a t cakes a re purchased 

Exa ina tion o f Hypotheses 

a a f r o he "Food Expenditu re s by Members of a Food 

Coo era e ' ue s ·annaire were statistica l l y a naly zed . The 

s. ear .a .. correla. io c oefficient was used to dete r mine 

· c ........ car: re a o. s ip s between the dependent variable 

0 0
c ex~e d i u re for food and the i n dependent 

39 
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TABLE 6 

Spearman Correlation Coefficients 
f o r Variable s relating to Food Expenditures by Food 

Cooperative Members 

Hypothesis Variable 

1 Age 
2 Edu c at ion completed 

Male head of household 
Fe male head of household 

3 Fa mily size 
4 Re sidenc e 
5 Emp loymen t 

Male head of household 
Femal e head of household 

6 Inc ome 
7 Ra c e 

Blac k 
Hispanic 
Anglo 

8 
9 

10 
1 

Other e t hnic groups 
Authority figure's recommendation 
Fa ily and peer i nfluence 
Price 
Adve rt is i ng 

7 

Factor 1 
Facto r 2 

I f lu e n c e o f conc e rn about health 
Purc h asing agen t 
Freq u e n c y o f sho pp ing 
Use o f convenience foods 

Fa c to r 1 
Factor 2 

Eating away from h o rne 
Facto r 1 (enti re household) 

rc e 
s e 

Fac to r 2 (male head of house­
hold ) 

Factor 3 (female head of h ouse­
ho ld) 

Facto r 4 
Factor 5 

age of 
a he 

(s c hoo l age c h ildren) 
(p re - s c hool c h ildren) 
the food dolla r 
food coo perative 

Obtained 
Correlation 

-0.2089 

-0.1079 
-0.0963 

0.5876 
0.0477 

-0.3042 
0.1772 
0.5307 

0.0857 
0.0016 

-0.0208 
-0.0780 

0.0307 
0.3149 

-0.0236 

0.4375 
0.1704 
0.0746 
0.1621 

-0.0132 

-0.1363 
-0.1677 

0.0102 

0.2029 

-0.0343 
0.2834 
0.0449 

0 .4 2 3 0 



va riables. The hypotheses and the related statistical 

analysis are presented. 

Hypothesi s 1 

There is no significant relationship between the 

amount of income spent on food and the age of the family 

heads . 

Based on the data in Table 4, Hypothesis 1 was re­

jec ed . The obtained Spearman correlation coefficient of 

- 0 . 2089 as significant at the .05 level which indicates 

a si ificant relationship exists between the amount of 

1 c o e spent on food and the age of the family heads. As 

e a il heads ' ages increased, the amount spent for 

food 1 cre ased . 

es1.s 2 

41 

. ~ e 1s no sisni~icant relationship between the amou~t 

o i come s ent on food and education completed. 

ased 0 the data in Table 4, Hypothesis 2 was re-

jec ed . T e obtained Spearman correlation coefficient of 

0 . 0963 or he female head of household was significant at 

. OS le e w ich indicates a significant relationship exists 

e a oun of income spent on food and education 

ed e fe ale head of household. The obtained 

5 ar:"' .. corre a io coeff icient of 0 . 10 79 for the male 

: :.o· se o 
~as significant at the .05 level which 
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indicates a significant relationship between the amount of 

income spent on food and education completed by the male 

head of household . As education of the family heads in-

creased , the amount spent for food increased. 

Hypothesis 3 

There is no significant relationship between the amount 

of i come spent o n food and the family size. 

Based on the data in Table 4, Hypothesis 3 was re-

jec ed . The obtained Spearman correlation coefficient of 

0 . 5876 was signi ficant at the .05 level which indicated a 

s·gnificant relat ionsh ip between the amount of income spent 

o ood and he size of - the family. As the number increased 

in the family , the amount of income spent for food 

i creased . 

esis 4 

0 

ere is no significant relationship between the amount 

i co e s e t on food and residence either rural or city. 

Based on he data in Tab le 4, Hypothesis 4 was accepted. 

0 ai ed s e arrnan cor relat ion coefficient of 0.0477 was 

si ica at the . 05 level which indicates no sign if-
0 .~ 

la io shi between the amoun t of income spent on 
ca I.. r 

~oo a oca ion o f residenc e being either rural or 

c 



43 

Hypothesis 5 

There is n o significant relationship between the amount 

of income spent o n food and the employment status of a) the 

male head of hou s e hold and b) the female head of household. 

Based on the data in Table 4, Hypothesis 5 was reject 

ed . The obtained Spearman correlation -coefficient of 

- 0 . 3042 for the ma l e head of household was significant at 

e . 05 le el which indicates a significant relationship 

e ee the a ount of i ncome spent on food and the male head 

of ouse old ' s emp loyment status. The obtained Spearman 

cor elation coefficient o f 0.1772 for the female head of 

hous hold as significant at the .05 level which indicates 

a sig ificant relationsh ip between the amount of income 

s e on food and the female head of household's employment 

s a us . 5 
he famiJ.y headE h e c?.mr; employed the amount: 

e o food increased . 

e sis 6 

e re is no significant re lationship between the amount 

s o f f o od and income . 

a s d o 

ec e o 

. 5307 ·as s~g 

e dat a in Table 4 , Hypothesis 6 was re­

ained s pearman correlation coefficient of 

· fica tat the . 05 leve l which indicates a 

ca .. r a i o . s l 
between the smount o f income s pent 

a. · :a. l 
c o . e . 

~ s income increased the amoun t 

o£ foo c r e a se · 
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Hypothesi s 7 

The re is no significant relationship between the amount 

of income spent on food and race. 

Based on the data in Table 4 
' Hypothesis 7 was accepted. 

T e obtained Spearman correlation coefficients of 0.0857 for 

Blacks , 0 . 001 6 for Hispanics, -0.0208 for Anglos, and -0.0780 

for other ethn ic group s were not significant at the .OS 

e els hich indicates no significant relationship between 

e a ount of inc ome spent on food and race. 

esis 8 

T e re is no significant relationship between the amount 

o i co e s ent on food and authority figures' recomrnenda-

io . 

Based o the data in Table 4, Hypothesis 8 was ac-

0 . 030 

T. e. 0 btc. i~1ed Spear mn.n corrE la·cion coefficiEnt o:­

as 0 significant at the .05 level which indicates 

o sig i ican relationship between the amount of income 

s 0 

0 co 

.... as _ 

,... . -

food a d authority figures' recommendation. 

9 

re is no significan t relationship between the amount 

s n 
0 

food and family and peer influence. 

on 

corr 

a a in Table 4 , Hypothesi s 9 was rejected. 

la io coefficient of 0 .3 149 was signif-

0 -- · e w ic 
• ...J 

n ~ · , e a 1710 n 

indicates a significant rela­

of income spent on food and 



family and pee r influence. As family and peer influence 

incre ased the amount spent on food increased. 

Hypothesi s 10 

45 

There is no significant relationship between the amount 

of income spent on food and price. 

Based on the data in Table 4, Hypothesis 10 was ac-

ce ted . The obta ined Spearman correlation coefficient of 

- 0 . 0236 was not signi ficant at the .05 level which indicates 

o significant relationship between the amount of income 

s e t on food and price 

Hypo hesis 11 

There 1s no significant relationship between the amount 

of i co e spent on food and advertising. 

ased on the data in Table 4, Hypothesis 11 was re-

The o~taired Spe3rman corr8l~tion coefficient of 

0 . 3 5 for facto r 1 was significant at the .05 level and 

- 0 . 70 for factor 2 was sign ificant at the .05 level which 

· dica ed a signific a nt relationship between the amount of 

nco e s e 0 · food and advert ising. As the influence of 

ad er isi g increa sed the amoun t spent on food increased. 

2 

re is no significant relationship between the a mount 

0 s e t o 
foo and the influence of concern about 
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Based on the data in Table 4, Hypothesis 12 was ac­

c epted. The obtained Spearman correlation coefficient of 

0 . 0 307 was not significant at the .OS level which indicates 

no significant relationship between the amount of income 

spent on food and the influence of concern about health. 

Hypothes is 13 

There is no significant relationship between the amount 

of i come spent on food and the purchasing agent. 

Based on t he data · in Table 4, Hypothesi~ 13 -was re~ 

jec ed . The obta ined Spearman correlation coefficient of 

0 . 1621 as signi ficant at .OS level which indicates a sig-

i ca t relationsh ip between the amount of income spent 

on food and the purchasing agent. As spouse or children 

ac as he purchasing agent the amount of income spent on 

food increases . 

esi s 14 

ere is no signi ficant relationship between the amount 

of co e s en on food and the frequency of shopping. 

Based o n the data in Table 4, Hypothesis 14 was ac-

ce d . 

- 0 . 0 32 

0 s 

s 0 

e o 

as o 

f ood a 

ained Spearman correlation coefficient of 

significant at the .05 level which indicates 

rela~ionsh'p between the amount of income 

- L e frequency of shopping . 
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Hypothesis 15 

There is no significant : relationship between the amount 

of income s pent on food and the use of convenience foods. 

Based on the data in Table 4, Hypothesis 15 is re­

jecte d . The obtained Spearman correlation coefficient of 

- 0 . 1363 for factor 1 was significant at the .05 level and 

- 0 . 167 7 f o r fa ctor 2 was significant at the .05 level which 

· dicat e s a s i gnif icant relationship between the amount of 

inco e spe nt o n food and the use of convenience foods. As 

e s e of c onven ience foods increased the amount of income· 

s e nt o food increa s e d. 

esi s 16 

e r e is no s ignif icant relationship between the amount 

of i c ome s e nt o n food and eating away from home. 

Based o n he da ta in 'f able 4, Hypothes:t.s 16 was ac-

ce d o r he e ntir e hou sehold. The obtained Spearman 

correla io coe ffi c ient of 0.0102 was not significant at the 

. 05 1 el 

0 s 

0 s 

i ch i ndicate s no significant relationship 

e amount of i ncome spent of food and the entire 

a 1 g a way from home . 

is 

, fe, a 

ariab l e wa s facto red into male head of 

head of h o use h o ld , school age children, 

r - sc. oo 
a e c .ildren th e hypothesi s was rejected 

· o ac'-ors . <ale 
e ad o f household purchasin g meals 
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away from home obtained a Spearman correlation coefficient 

of 0 .2 029 which was significant at the .05 level which 

indicates a significant relationship- between the amount of 

income spent on food and the male head of household pur-

c asing meal s away from home. School age children pur-

chasing meals a~ay from home obtained a Spearman correla­

o coefficient o f 0.2834 ~hich was significant at the 

. OS le el which ind icates a significant relationship be­

een he a ount o f income spent on food and the school 

age c ildr purchasing meals away from home. As the male 

ea of househol d and school age children purchased meals 

a·a ro ho e the amount of income spent on food increased. 

....,_ 

7 

T e re is no signif icant relationship between the amount 

i c o e s P.nt ~n fooa anj the perc?nta~e of the food 

he food cooperative . 

ased on the data in Table 4, Hypothesis 17 is re-

j c e d . e o aine d Spearman correlation coefficient of 

0 . 

s s 

0 

. 00 

s 

2 30 as significant at the .05 level which indicates a 

i &. 1.ca 

o o d a 

c oo ra 

r e la ion ship between the amount of income spent 

ercentage of the food dollar spent at the 
~ e 

he pe rc e ntage of the food dollar 
i e . s 

f oo ~ coo e rative incre ased the amount of 

o r. _ood i ncr e ased . 



CHAPTER V 

SUMMARY AND RECO~~ENDATIONS 

Thi s c hapter contains a summary of the research · pro­

cedure and the findings of the hypotheses testing. Recom­

me dations and limitations based on the findings are des­

cribed . 

Summary 

T e purpose of the study was to examine the demo­

gra ic characterist ics of food cooperative members and 

a a ze he i fluence s on consumption decisions made by 

oo coo erati e member s. Distinguishable traits of food 

coo era i e embe rs in North Texas were documented. Data 

er collec ed using a que stionnaire developed by the 

People Buying Together, Inc., a North Texas 

oo coo era i e , served as the sample. Questionnaires 

·er 

ics . 

o al 

For 

mbers who placed food orders one particular 

e rcent of the questionnaires were returned 

3 9 household s articipating. Seventeen hypotheses 

es d it bo h descriptive and inferential statis-

49 
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Findings 

Findings from the analysis of the data were as follows: 

1 . The r e was a significant relationship between the 

amount of inc ome spent on food and the age of the family 

head as indicated by the Spearman correlation coefficient 

of - 0 . 2089 . Thi s increase in spending with age might also 

be correlated with employment status and family size. This 

rela ionship agree s with the findings of Smith, Brown, and 

e e r (1979) . 

2 . Th e re was a sign ificant relationship between the 

a o t o f income spent on food and education completed as 

i dica d b the Spearman correlation coefficient of 0.1079 

or he ale head of the h ousehold and 0.0963 for the female 

ead of the household . This finding is similar to findings 

o r·e ner (1?77) , ~acoby (1977), ~nd · Ja~kson (1978). 

3 . There was a sign ifican t relationship between the 

a o of i come spent on foo d and the size of the family 

as i d·ca ed by the Spearman c orrelation coefficient of 

0 . 5 ogers and Green (197 8) agreed that family size 

e 

as 
0 

e of he ost important fa c t ors affecting food expend-

res . 

~o 0 

T ere as no significant relationship b e tween the 

e t O n food and the location o f re side nce 
1. co e sp 

r ra 
· as l·ndicated by the Spea r man c orrel a tion 

o r c1.~Y 
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coefficient of 0.0477. The literature suggests that rural 

famili e s spent l e ss on food. Such a small sample of North 

Texas food cooperative members are rural residents that this 

po int i s dif ficult to discuss from this data. 

5. The re wa s a significant relationship between the 

a o nt of income spent on food and the employment status of 

a) ale head of hou s ehold and b) female head of household as 

i dicated by the Spearman correlation coefficients of 

- 0 . 30 2 for the ma le hea d of household and 0.1772 for the 

fe ale e ad of househo l d . Hayghe, Johnson, and Hoyle (1978) 

as ell as Strobe r ( 1977 ) documented similar findings. 

6 . Th e re was a sign i f icant relationship between the 

a o n of income spent on f ood and household income as 

i ica ed by the Spearman c o rrelaion coefficient of 0.5307. 

s .(llle r e:r:- centage of household incorn€ is :>pent on food 

as i c o e inc r ease s . The increa s e in amount of food expend­

i res are not roportional to t he i ncreases in total house-

ol i come . 

a o 

0 . 0 

o . er 

5 

7 . T ere was a significant rela tionship between the 

of i co e spent on food and the race as indicated by 

ar a correlation coefficient s o f 0.0857 for Blacks, 

f o r Hispa ics , - 0 . 0208 for Anglos , and -0.0780 for 

-;.J ro u s . 
since the sample contained s o few 

y races, this finding did not agree 
o r 



with the lite rature which described minority consumers as 

spending a g r e ate r percentage of their income on food. 
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8 . There was no significant relationship between the 

amo nt of income spent on food and authority figures' recom­

me dation as ind icated by the Spearman correlation co-

ef icient of 0 . 030 7. This finding was not in agreement with 

e lite r atu r e . Po ssibly because of the sample's high level 

of educa iona l a ttainment. These consumer feel they can make 

accura e and informed fo od and nutritional decisions. 

9 . here was a sign ificant relationship between the 

a o of income spent on food and family and peer influence 

as i dica ied by the Spea r man correlation coefficient of 

0 . 3 9 . Ford and Elli s (1980) and Margolis (1972) also put 

i or a ce on significan t people and their influence on con-

s ars ' uod ax e nditu r 2s . 

0 . There as no significant relationship between the 

a ou of i co e spent on fo od and price as indicated by the 

ear a correla ion coe ffi c ient of -0.0236. Food coopera-

e 

ra 

f oo 

. 0. 

ers see not to perc ieve price as quality as the 

re sugg sts of mo st consumers. As price increases 

c o o ra i e membe r find alternatives. 

Sl.gnificant relationsh ip betwe e n the r. r e ~as a 

o : ncom 
s pent on food and advertising as ind icated 

s~ r~a n a l
· on coeffici e nts. This significant 

co ~re 



relationship i s r e inforced in the literature by Jacoby 

(1977) and in " A Summary Report" (1980). 
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12 . There wa s no significant relationshio between the 
_ ... 

amount of income s p ent on food and the influence of concern 

abo t healt h as indicated by the Spearman correlation co-

efficient of 0 . 0307 . The literature (Krietner, 1977; Sommer, 

i g , and Aitkens , 1 9 8 0) documented healthful and high 

q ali y food as importa n t to cooperative members. This 

sa e also listed whole some food as important but did not 

rcei e his as an influ e nce on a concern for health. 

13 . There was a significant relationship between the 

a ou of i co e spen t on f ood and the purchasing agent as 

i ca ed e Spearman c o rr e lation coefficient of 0.1621. 

La , a ada , aninsky and Krondl (1979) and Shapiro and 

Bo ! 978 ) ~:so foun~ t his siqni~ic2nt relaticnshi~. 

T ere was no significant relationship between the 

a o of income spent on foo d and the frequency of shopping 

as i d "ca d by Lhe Spearman c o rrelation coefficient of 

- 0 . 0 32 . e findi ngs of this sample did not agree with 

i ra re (Go ldman , 1977 ; Pommer, Berkowitz, and Watson, 

8 a 
freq en cy of shopp ing increased spending. 

s . 7~e r - ~as a sign.ficant relation ship between the 

-. c · :; o : ~ .. co:-re s . e 
on food and the use of convenienc e 

e S?ea rman correlation coefficient 



of - 0 . 1363 for factor 1 and -0.1677 for factor 2. Those 

coo erati e membe rs who bought convenience foods increased 

s e ding as predicted in the literature. 
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6 . There wa s no significant relationship between the 

a o of income spent on food and eating away from home 

or e ire household as indicated by the Spearman 

corr la io coe fficien t of 0.0102. There was significant 

re a io s ~ between the amount of income spent on food and 

e ead o f househo ld purcha sing meals away from horne 

as dica d y he Spearman correlation coef£icient of 

0 . 029 . T re was a signif icant relationship between the 

a o . 
rc 

corr 

a. o 

~00 

s 

0 i co e s ent on food and school age children 

as g food away from home as indicated by the Spearman 

a 0 coeff icient fo 0 .2834. The food cooperative 

T ~ .0 S old is un1·.sua l compc red ~o other consumers 

als are ea ten away from horne. a 

er ·as a signif icant relationship between the 

0 ~ co .. e s en on food and the percentage of the 

ol ar s a the food cooperative as indicated by 

correla ion coefficient of 0.4230. The liter-

ca s a 
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Discussion 

The va riables identified as significant predictors of the 

amount of income spent for food by food cooperative members 

were age , educa t ion completed and employment status of the 

male and fema l e h e ads of the household, family size, income, 

fa ily and peer in fluence, advertising, purchasing agent, 

use of convenienc e foods and the percentage of the food 

do llar spent at the food cooperative. Analysis of the data 

re ealed no signif icant relationship between the demographic 

ariab les o f residence location and race with the amount of 

i co e s e nt for food by food cooperative members. Decision­

i flue cing factors that we re not significant were authority 

f'gure ' s r e commendation , pr ice, influence of concern about 

0 

eal h , frequen cy of shopp ing, and eating away from horne by 

e en ire fa ily with the a mount of income spent for food 

ers of a food cooperat ive. 

e a erage household si z e was fairly large with 3.46 

eo e , a d the mea n age of 34.5 years of age for the heads 

0 
s e hold as o lder than expected. As the variables of 

age , .. ar s o f for al education c omplete d, and length of time 

0 a ee e loyed full time inc re a sed, the food expend-

res also i cr e as e d . o r e surprising l y , the more f a mi ly 

e rs 
· . c 1 e c e d consu ption , the higher t he f ood 

ex_ c · ·r s . 
he 

0 
al a ount spent for food was propor ­

~he pe rc e tage o f income spent at the food 
.... o o .... 
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coope r ative a n d to the total household income. 

The food cooperative member is characterized by a high 

degree of formal education. The researcher ~peculated that 

a high degree o f formal education develops problem solving 

skills . Individuals skilled in problem solving have found 

alternative s to t he supermarkets and the food technology 

industry . Cooperat ive members are concerned about 

holesome food , heal th, food additives and preservatives. 

ese highly educated consumers are concerned about 

r i c e , have the skill s, and practice price comparisons. 

d e r ising is read by these consumers for sales and spec­

ia s . 0 er 42 % report a yearly household income exceeding 

$30 , 000 . 

o is the food do l l ar being spent by the food coopera-

t.i e embe r? P::epa red an( con·1enie:1ce foods, wit.h the: 

e ce tio o f cereals , are l o w priority items. These were 

acce ed both by the group t hat did buy convenience foods 

a d e group that answered they "never" bought convenience 

oods . Food ith additives and p reservatives is avoided. 

s · ce e res 0 dent s also indi c ated good health as a pri-

ar 

as · s 

..:.s 

concer t e researcher assu me s t hese concerns are the 

or a oidance of food additives . 

. embe r of a orth Texas food coopera t ive 
e a erage 

3 
· ·ea.r-s of age , ha s a college degree and lives 
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in a city of mo re than 100,000 people. The member has been 

employe d ful l time for five to nine years and has an income 

b e t een $25 , 000 - $29,999. There are between three and four 

eople in the average food cooperative member's household. 

Re commendations 

ased on the findings in this study the following 

eco e ndations are made : 

The coo perat ive management could further investi-

ga e o d e r ine the extent to which minority groups, low 

i c o e , a d ru r a l consumer s are being ·served by the food 

c oo e r a l e s . If they are not, management may seek ways to 

e and c oo e rat i ve s appeal. 

2 . T e food i ndust ry should be aware of several 

c arac e r isti cs o f the food cooperative member. Food 

c u o era i ·e errbe r~ i~ Ncrth Texas have a high level of 

o r ,al duca ion . They are concerned about wholesome food. 

s c o su rs ractice price comparison and read adver-

si o e r 42 % report a yearly household income exceeding 

$3 0 , 000 . 

3 . Fu r 

. e 

r s - ~-s . 

e r r e sea rch should investigate relationships 

ariab l e s wh ich influence food expenditures of 

n i c g r o up s , low income consumers, and rural 



Limitations 

The limitations of this research included: 

1 . Many r e spondents seem to be responding as though 

t he r e we r e " righ t" answers. Sampling bias appeared as 

c onvenien c e food s we re categorically rejected. 

2 . Food coope rative members with low or no reading 

skills o r tho s e unfamiliar with the English language 

58 

robably did no t return the questionnaire. The person who 

reads e ll and had avai lable time returned the question­

aire . 
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De pe nd e nt Var:iabl 

Food cxpendiLures bv member-s o ood coop iv 

lnd c petHk·nt Var iablcs : 

0"\ 
0 

1 . 

3 . 

4 . 

aphic Var i ab l es 

J\g 

Education complete d 

Family size 

Location of residence 
a . Rural 

8 . 

9 . 

Ex t· 
on Decisions 

Authority figures ' 
recomme ndation 

Family and peer 
influence 

10. Price 

J1. Advertising 

Be havioral Influences 
on Decisions 

Shopping Behavior: 

12. Influence of concern 
for health 

13. Purchasing agent 

14. Frequency of shopping 

b. City Eating Patterns: 

5 . Employment status 
a . Male head of 

household 

b. Female head of 

15. Use of convenience 
foods 

16. Eating away from home 

household Spending Behavior: 

6. Income 

7. Race 

17. Amount of income spent 
for food 

18. Percentage of the food 
dollar spent at the 
food cooperative 

/ 



E I B . QUEST IONNAIRE ITEMS WITH VARIABLES 



QUESTIONNAIRE ITEMS WITH VARIABLES 

Ca t egory 

Demogra phi c 
Data 

E erna l 
fluence s 
Decisio s 

e a ioral 
flue ces 
Decisions 

Variables 

1. Age 
2. Education completed 
3. Family Size 
4. Residence 

a. Rural 
b. City 

5. Employment 

6 . 
7 . 

8 . 

9 . 
10 . 
1 1 . 

a. Male head of house­
hold 

b. Female head of house­
hold 

Income 
Race 

Authority figures' 
re commendation 
Family and peer influence 
Pr i ce 
Advertising 

Shopping Behavior: 
12 . Influence of concern for 

h e a l t h 
13 . Purc h asing agent 
1 4. Frequency of shopping 

Eat ing Pa L. te r ns: 
15 . Use of conv enience foods 
16 . Eating away from home 

Spend ing Be havior: 
1 7 . Amount o f i n come spent for 

foo d 
1 8 . Pe rc e ntage of the food 

dol lar spent at the food 
coope r a tive 

62 

Questionnaire 
Item Number 

21 
22 
21 

28 
28 

23,29 

23,29 
24 
27 

1 
2,5,6,17 

7,9,13 
3,8,10,14 

4,15,16 
19,33 
32,33 

11,12,18,20' 
30,31,34 

25 

26 
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APPENDI X C. QUESTIONNAIRE: 

FOOD EXPENDI TURES BY MEMBERS OF A 

FOOD COOPERATIVE 



'""-. ..... __ 

PEOPLE BUYING TOGETHER, INC. COVER LETTER 

1400 Hemphill-Ft. Worth, Tx. 76104-(817) 923-9091 

FELLO CO - OP MEHB ERS-

time to fill out the attached questionaire. The research , 
3 d o e b Ma r y Ebert, a long-time member of the Inner Cit y Co-op · 
\O r h . Yo r co-operation is important to the success of her pro-

a d he · nfo rmation g leane d sho ·.Jld be of interest to the co-op as 
o e . Yo· r , a rt i cap at ion is c omp 1 e t c 1 y v o 1 un tar y . I . urge you to take 

·u.e and efco rt to c omplete the research questionaire and drop it 
h ai l. 

-r an s , 

~-+--~-
o e r A. ierce 

C ordina o r 

PEO FLE BUYI G TOGETHER CO -OPERATIVE, INC . 
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QUESTIONNAIRE: COVER LETTER 65 

TEXAS WOMAN'S UNIVERSITY 

DE~'TON . TEXAS 76204 

DEPAHTMEr>T ut· Hm!E Ec( •:-.'0\t i· ·~ ( .: ! .: ·r·y; I• ~~ 
A!\11 Co:-:SL'MEI( SuE~. ( ~. , 

Oc obe r 1 9 8 1 

Food Cooperat ive .t-1embe r 
o l e uying Together , Inc. 

1 or h Tex s 

ea r Food Cooperative Member , 

Box 2397a. TWU SHn .-; 
PH0:\'1: llll'i1 387-~):l! ~ 

~ill you please parti cipaLe in this consumer research? 
y o jcc i c is to learn if coope ra tive"shoppers differ 

frorn o he r shoppe rs , to identify influences on decisions, 
and o learn how the food dollar is spent. 

rill he pe rson wh o has the major responsibility for food 
buy ' ng pease c omp lete t he questionnaire and return it in 

he t ach d e e lope? If you are interested in the 
the survey , return the post card also. 

Your i &or at ion will be important to me. Thank you. 

In co 
en s 

Sincerely, 

. 11M~; 2 I $4;_-;1--
Mary E . Ebert 
Gradua te Student 

th e Huma n Su bjects Rev ie<..' Committee at Texas 
t he f ol lowing statements are required: 

his qu s tionnai re consti~utes my ~ormal cons ent to act 
in 1 i r esea rch. 'o med1ca l sc rv1ce or compensation 

ia rovid d t o ~ubjec ts by he Un iv e r s ity as a result of injury 
fr~ par ici a ion i r esea rch. 



QUESTIONNAIRE: PAGE TWO 

I NFORNA TI ON ON HOW HY FOOD DOLLAR IS SPENT 

P le a s c i r cle he appropriate letter to the 
r 'gh c o f ea ch s t 3 t eme nt: 

1. I f a doc o r , t eac her, r es earcher recommends 
a v o ' d.:~ nc e o ce rt ai n food s or materials, I 

su ly o llow th e adv ice. 

, j srou e in l ue nces my food purchases. 

3 . •c aus . o f a dv e r t i sing , the chi ldren request 

5. 

i. 

:o. 

) . 

1 . 

5. 

I . 

pa r i cu l n r b r a nds . 

Good a l th i s a co n ce rn when maki ng food 
purch.1s s . 

h ch ild n i n fl ue nc e my fo od pu rchases. 

of n uy i ems r comm nde d by friends. 

ch c k .'lnd rice s b1:f o re buyi ng . 

pure as na brand f ood s. 

p r chase he foods my fam ily and I enj oy, 
r ~~ ~ ~~ n f pr i 

ad ad· is in g o r sp cia l s at .d sales . 

ge t a l s a r e s l cc t ed ove r raw 

• ; r c-cu > ~ o~ s "o fryin -s . 

• con~id ric - r d ced fo ods a wis e buy. 

''·· ··r ouse r qu s s ad v c r i sed foods . 

Food ac!d i l 

cone r n -.h 

~ and pr s rv A i ve s a r e a 
rnak ' ng food purc hds c s . 

a co ce r n wh e n s •dec ting 

i. r a Tl'f rnc 5 { o r food a rt! ·.1 conc e rn. 

1 • 

. 'J. 

H -.. · o! 

ct.& froz 
e ab s. 

n o r ca nn ed v ge tables 

·, r"' ons'b e f o r S·:>m o f t he f o od 

n t!o yo J 

• ,., ~y- ( - •. 1:. cc 
di -,c r s 

the fo l lowi ng: 
a l s 

; :- ,. Ci n\r S 

r<a 0 - 1 cakes 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 
A 
A 
A 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

L 

B 

B 

B 

B 

B 

B 

B 
B 
B 
B 

c 

c 

c 

c 

c 

c 

c 

c 

c 

c 

c 

c 

c 

c 

c 

c 

c 

c 

c 

c 
c 
c 
c 

D 

D 

D 

D 

D 

D 

D 

D 

D 

D 

D 

D 

D 

D 

D 

D 

D 

D 

D 

D 
D 
D 
D 

E 

E 

E 

E 

E 

E 

E 

E 

E 

E 

E 

E 

E 

E 

E 

E 

E 

E 

E 

E 
E 
E 

F 

F 

F 

F 

F 

F 

F 

F 

F 

F 

F 

F 

F 

F 

F 

F 

F 

F 

F 

F 
F 
F 
F 
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QUESTIONNAIRE: PAGE THREE 67 

the foo d cooperative member's household 

21 . List ex aqe ea ch membe r in your household: 

2 . Circle l e tt r that best indicates the highest level of education: 

c c, 

23 . 

~ . 

s . 

head of Female head of 
o ~2hold household 

A No f ormal schooling A 
B Grade school B 
C Some high school C 

High School degree D 
E Some college E 
F College degree F 
G Graduate de g ree G 
H Not appl ica b le H 

e a s .ers which o st nearly describe your household: 

Yc.ur 

o>: . a yearly 

ndcr $5 , 000 
~5 , 000 - $9 , 999 

--$10 , 000 - $1~ , 999 
-- 1. , 00 - ... 9 , 999 

employment status: 

Full time 
Par t time 
Not e mp loyed 
ot applicab le 

househo ld income: 

$20 , 000 - $24 ,999 
-$25 , 000 - $29 ,999 
===$30 , 000 - $34 ,999 

Female head of 
household 

$35,000-$39,999 
---$40,000-$44,999 
---$4 5,000 or mor P 

d a oun o ! o ney spent p e r week fer all food purchases : 

11a 

$0-$10 
--$1) - $20 
- 21-$ 30 

$31-$40 
-$41- $5 0 
-$51 - SGO 

$61-$70 
-$71-$80 
=$81 or more 

d a ou t of .oney spent per week at the food cooperative: 
$41-$45 

-$46-$50 so- S5 
$6-e 0 

-$11 - $15 
-sl - s2o 

$21-$25 
-$26- $3 0 
- $3 1 - $35 
-$36 - $40 

-$51-$55 
---$56 or more 

7 . 
r 0 r ouse hold : 

Jac · a • a u o ... 
Other Anglo 

--oriental ____, 



11 . 

QUE STIONNAIRE: PAGE FOUR 

28 . Loca t ion of house hold: 

29 . 

Rura l City: ___ Less than 50,000 people 
50 ,000 - 99,999 

--f.lore th ,:m 100,000 people 

Yea rs of pa id e mployment: 

·la le head of 
· .ouse ho ld 

Le ss than one year 
One to four year s 
Five to n ine years 
Te n to 20 years 
Mo r e than 20 years 
ot app licable 

Femal e head of 
household 

30 . a s away from ho~e a re purchased by: 

Fema l e head of househol d 
~a e head o f h o us e hold 
School - ag e c h ildren 
Children ; ounger th a n school age 
tot app li c a ble 

-. di c a he n umber of mea ls purchased dai ly away 
c~o ho~e , by or for eac h f a~ily member: 

'" ':.o 1 age 
ch~ld~e n 

One a day 
T \-lO rt d a y 
Thre·~ a d ay 
Non e 

One a d ay 
T\10 c. day 
Three a da y 

o ne 

F' emale head of 
h o useho ld 

You1gE r thdn 
schoo l a ge c h ildren 

:>.., 
rcl 
'0 

~ 
~ Q) 
Q) Q) 

:~~sc c rc he 1 t e:- tha t 

: rr 

r - • ••• . ~ ..... ..... ,. .. · 

ach sen::ence : 

he : ~~ ily is done ..... .. . . . . 

~ ·y food f o r the family .···· ······ 

-.::· a r:ro ;p _ ts aw~y from home ..... . 

>, 
.....t 
· ..-! 
rcl 
0 

A 

A 

A 

.c ~ 
+J 
0 rcl 

:>.., Q) 

~ () 
Q) · ..-! 
!> ~ 
w 8 

B c 

B c 

B c 

68 

Ill 
~ Q) 
Q) .....t 
Q) .c ..0 
~ +J rcl 

c: () 

0 0 ·..-! 
~ E ...-! 

.;.J 0. 
:>.., rcl 0. 
rl :>.., rcl 
~ ~ Q) 

Q) Q) () .;.J 
Q) !> c: 0 
3 w 0 z 

D E F G 

D E F G 

D E F G 



POST CARD ATTACHED TO QUESTIONNAIRE 

111111 
BUSINESS REPLY MAIL 
F l S CL AS S P E RM IT NO. 13 DENTON, TX 

OST t... GE ILL BE PAP) 8 ADDRESS EE 

TEX TIL ES, 

STATI O 

NO POSTAGE 
NECESSARY 

IF MAILED 
IN THE 

UNITED STATES 

s a contributor t o the research data on 
Food Coo era tives , I am i n terested in the results 
o& i s ~ es arch and \\·ou ld like a brief SlJlFnary 

of e fi . . d in g s . 

addres s is : 
(st reet) 

(Clty) 

( s t ate , zip c ode ) 

Thank you, 

!1/tu; 2' 21-u!-
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1 . P ierce , R. A. Personnal communication, August 25, 1981 
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