
(L

Station Bulletin 521 August 1952

Consumer Report on

Pork Products I



Foreword

Finding a way to make pork production more
profitable for a greater number of Oregon farms in-
volves study of markets as well as production methods.
The purchasing desires and the pocketbook require-
ments of consumers are important considerations to the
producer.

This publication reports findings of a study con-
ducted in five selected Oregon cities to determine the
pork product preferences and purchasing habits of
consumers. Encouraging to producers is the fact that
pork was found to have a wide acceptance on the con-
sumer market.

The results of this study, combined with other
swine production and marketing research, are aimed
at providing a solid base of information on which the
interested farmer may build a profitable swine enter-
prise.

Dean and Director

Cover photoIn conducting a survey of consumers
for the study reported in this bulletin, lean, medium, and
fat examples of various pork cuts were displayed in a
sample case. Respondents indicated purchase preference.



Consumer Report on Pork Products
C. W. VROOMAN

Assistant Agricultural Economist

IN
RECENT YEARS much attention has centered around the

problem of the type of hog to produce. As far back as 1930
articles appeared in various publications intimating that consumers
desired a leaner type of pork. Breeding experiments at state and
federal experiment stations have developed several new strains of
hogs to meet this consumer demand.

In Minnesota the Danish Landrace hog has been combined with
American breeds. In Montana and in Beltsville, Maryland, the
Landrace-Hampshire cross has resulted in the Hamprace strain of
hogs now being tested at several stations. Tamworths, combined with
the well-defined American breeds, also have been studied in an effort
to develop a leaner, more efficient type of hog.

Perhaps the main economic impetus underlying these develop-
ments has been the price of lard in relation to the price of hogs
(Figure 1). From 1920 to the middle thirties this relationship tended
to fluctuate around the 76 per cent1 level, that is, live hog prices
ranged from 60 per cent to 91.0 per cent of the price of lard. Since
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Source: U. S. Department of Agriculture, B.A.E., Fats and Oils Situation, Livestock
and Meat Situation; U. S. Department of Agriculture, P.M.A., Livestock, Meats and Wool
Market Statistics and Related Data.

Figure 1. Percentage Chicago hog price was of lard price from 1920
to 1951.

'This corresponds closely to the average yield obtained from hogs slaughtered under
Federal inspection in recent years, as published by the U. S. Department of Agriculture.
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1938, with the exception of the year 1946, live hog prices have ex-
ceeded the price of lard. This adverse relation became extreme in
1949 when hog prices were more than 50 per cent higher than the
price of lard. This means that every excess pound of fat that must be
stripped from the carcass and rendered has cost considerably more
than its sales value. This, of course, will tend to lower the price of
live hogs.

While it is apparent that the lard-hog price relationship is favor-
able to the production of this lean hog, it is not known whether the
consumer demand for the leaner type of pork is sufficiently intensive
that a premium would be paid to make its production worthwhile for
Oregon farmers. The first step in determining whether this demand
existed was to undertake a study of consumer preference for lean
pork.

Method of Study

Consumer preference may be divided into two distinct phases;
consumer opinion, and consumer behavior. Furthermore, the intensity
of the preference may vary in degree. This study is concerned with
both phases of preference but does not attempt to measure the in-
tensity of preference.

Five cities in western Oregon were chosen as test sites. Corvallis
was used primarily for testing the questionnaire. Roseburg, Medford,
and Astoria were picked as representative cities. Portland, of course,
was chosen as the major consuming area in the state.

The individual households to be sampled were determined by
first dividing the city maps into four or five sections based on natural
divisions such as traffic arteries and topographical features. The
blocks in each section were numbered and a random draw made.
Households were visited in these random blocks in the order drawn
until sufficient interviews were obtained, distributed proportionately
among sections of the city. An arbitrary number of 50 interviews was
set for the cities of Roseburg, Medford, and Astoria. In Corvallis
the pretest sample of 27 was taken. Interviews were conducted in
early spring, 1950.

Preliminary tabulations in the upstate cities revealed a high
degree of uniformity for the primary question of preference for fat,
medium, or lean pork. Consequently it was decided that 50 interviews
would be made in Portland. If these interviews exhibited the same
high degree of uniformity, an enlarged sample would not be drawn.
This turned out to be the case.



Status of Persons Interviewed
The major factors determining the prevailing price level for

meat or livestock at any given time are the quality and quantity avail-
able and the amount of money consumers have to spend for those
products. Since meat is perishable, it must be sold for what the con-
sumer is willing to pay for it and it will all be consumed at some
price, although the less desirable cuts may be sold at a discount.
It is the budget (income) of the consumer or the housewife that
determines the price of meat to a great extent. The consumers' in-
come is, therefore, a very important factor in determining prices.

In come
The bulk of the consumers sttidied had an inconie of $300 to

$400 a month per household (Figure 2). The next group had a
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Figure 2. Distribution of the respondents by household monthly income.

household income of from $200 to $300 monthly. More than one-
quarter of the households studied fell in this class. In 171 house-
holds (of 222 reporting their income), the income was earned by one
individual. In one out of every four households, more than one per-
son was contributing to the total family income.
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Occupation
Nearly one-third of the wage earners of the sample households

were classed as professional, clerical, or sales workers (Figure 3).

Laborer It

Others

Figure 3. Distribution of the respondents by occupation of wage earners.

Skilled workers made up a little less than one-quarter of the group
and semi-skilled workers an additional 19 per cent. Fewer than 10
per cent of the group contacted were classed as laborers. Fourteen
per cent of the group reporting indicated that they were operating
their own business. A few less than 5 per cent of the group were
nonworkers, either retired or invalids, etc. This broad work-classi-
Fication of the wage-earning group corresponds rather closely to the
proportionate distribution obtained in the 1950 Census for nonfarm
wage earners in the western states.

v1eat Purchasing Habits
While the primary objective of this study was to determine to

what extent consumers preferred lean or fat pork, it was also con-
sidered desirable to know something of their purchasing habits for
all meats.
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One of the first questions was "Who does the buying?" Out of
219 replies, 64 per cent indicated that the wife did the meat pur-
chasing. In 27 per cent of the cases the husband was reported as the
meat purchaser for the household. In the other 9 per cent, some
other member of the household or a combination of various members
did the purchasing (Figure 4). Meats are usually bought on inspec-
tion. Only 10 per cent reported that they usually placed telephone
orders (Figure 5).

Housewife

Personal
Inspection

Telephone
Order
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Figure 4. Who buys the meat?

Figure 5. How are meats bought?

The day of the week on which meat purchases were made varied
considerably for most households. Forty-two per cent of the respond-
ents indicated that their buying day varied from week to week. For
those who bought more or less consistently on specified days, Friday
and Saturday were most commonly mentioned. Thirty-five per cent
of the replies indicated that the meat purchases for the week were
made Friday or Saturday. Those making purchases on 2 days per
week all mentioned Friday or Saturday. Subsequent study of meat
sales volume in retail stores indicates that approximately half of the
total meat sales during the week are made on Friday and Saturday.
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Use of Meat n the Home
A total of 150 families in the study indicated that their use of

meat during the week immediately prior to enumeration was typical.
These families served bacon more often than any other one type of
meat (Table 1). This does not mean that a greater quantity of bacon

Table 1. USE OF MEATS IN 150 HOUSEHOLDS FOR THE WEEK PRIOR TO ENu-
MERATION' BY PER CENT OF HOUSEHOLDS SERVING

Times meat served per week

'This table was developed from responses to the ques ion: 'How many times did you
serve each of the following during the past week? Beef, veal, etc. ?"

was used than any other meat but simply that it was served more
frequently. Beef (the total of all beef cuts) was the second most
widely used meat, with pork-other-than-bacon third. Most people eat
beef two or three times a week. Very few serve it five or more times.
Veal and lamb are used less frequently than other meats and then
only once in the week as a rule. In a number of cases specific remarks
such as "can't get it," or "too expensive" were made about these
meats.

Consumers in these 150 households reported that during the
week they served a total of 1,351 meals with meat, fish, or poultry as
part of the menu. Assuming three meals per day, this amounts to 43
per cent of the total meals served. This means that meat, fish, or
poultry were included in the meal more often than once per day on
the average. No data were gathered on meals eaten away from home,
which also may have included meat.

The higher income groups tend to have a more varied meat diet
than those in the lower brackets (Figure 6). Lamb was served to
any great extent only by those having incomes over $400 per month.
No consistent relationship of income to the number of times various
meats had been served was observed except when contrasting the two
extremes of income. When servings per person per week of all meat

Meat served 0 1 2 3 4 5 6 7
Total

servings

Beef
Veal
Lamb
Fresh pork
Bacon
Ham
Poultry
Fish

Per
cent

1
72
85
30

9
70
61
48

Per
Cent

11
27
14
47

6
21
33
41

Per
cent

29
1
1

19
25

5
3

11

Per
cent

36

2
23

Per
Cent
18

10

Per
cent

4

Per
cent

Per
Cent

1

17

412
43
23

149
506

62

91
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sumed by respondents in this study.

Figure 6. Number of times meats were served per household per week
by income groups.

were taken together however, then a very clear-cut picture of increas-
ing meat use with increasing income becomes apparent. It must be
kept in mind that these data have no relation to the quantity of the
various meats consumed but relate only to the number of times the
product was served. A good example of this is bacon, which was
served as often or more often than the combined total of beef pro-
ducts and yet the pounds of bacon consumed per capita are, of course,
only a fraction of the pounds of beef consumed. Mo data were
gathered on the quanity of meats consumed.

Less $200 $300 $400 4500
than to to to and
$200 $299 4399 4499 over
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Size of Purchase
The decreasing size of family unit, the changing living patterns,

and the greater mechanization of work has resulted in the purchase
of smaller units of food commodities.

Consumers in the five cities concerned in this study prefer a
pork loin-end roast of 3 or 4 pounds (Table 2). From the butcher's

Table 2. DISTRIBUTION OF CONSUMERS REPORTING THE SIZE OF
PORK PURCHASES

Indicates less than 1 per cent.

point of view this indicates that a fairly thick loin is required in
order to cut a maximum of chops and yet leave an end roast of that
size. One out of every five consumers purchased ham 2 or 3 pounds
at a time. More than one-half of the ham purchases fell in the 6- to 8-
pound category. This included picnic hams as well as regular-cut
hams. The usual practice of 233 people in buying smoked ham was
as follows: picnics, 28; whole ham, 47; half ham, 108; ham slices, 50.
In the case of bacon, 84 per cent of the 226 consumers stated they
usually bought bacon in sliced packages while 16 per cent usually
bought slab bacon.

Preference for Lean, Medium, or Fat Cuts
Consumers in all five of the Oregon cities covered by the study

expressed a clear-cut preference for lean pork (Figure 7). Except
for ham slices, more than three-quarters of the consumers chose the
leanest cut as their first choice. For the most part this held true when
considering the responses in the individual cities. The variation of
choice for different cuts in different cities was believed to be largely
accounted for by the variability in the observable differences in the
sample displayed to the consumer. In some cases the difference in the
degree of leanness between the lean and medium cuts was not as
obvious as might be desired. Almost without exception, however, the

Number of units usually purchased Number
of con-
sumers10

Pork cut Purchase I and and report-
purchased unit under 2 I 4 5 6 7 8 9 over lug

Perce-ntage of iwu.sehoids
Pork loin-end

roast Pounds ... 6 31 38 13 7 2 2 1 203
Ham Pounds .... 16 1 2 8 21 14 16 * 18 193
Bacon Pounds 75 19 2 1 1 1 * 210
Pork chops Number .... 7 19 31 14 16 3 7 * 2 203
Pork steaks Number 9 36 32 11 4 6 * 160
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Figure 7. Summary of the distribution of first choice among lean, med-
ium, and fat pork cuts in five Oregon cities, Spring, 1950.

fat cut was put in the last-choice position by 80 per cent or more of
the respondents. (See Table 5, Appendix, for detailed summary of
replies.) The number of consumers placing the fattest cut in the first
choice position amounted to less than one in twenty. Only one

Table 3. CONSUMER CHOICE OF LEAN, MEDIUM, AND FAT PORK CHOPS, BY
INCOME GROUPS
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These bacon strips were part of a series of samples shown to con-
sumers to determine their pork preferences. For most cuts, including
bacon, order of preference was, from bottom, lean, medium, and fat.

individual of the 221 replying placed the fattest pork chop in first-
choice position.

Differences of income had little effect on the quality of pork
preferred by consumers. Consumers in all income groups wanted
the leaner cuts, although some slight evidence was encountered that
consumers with household incomes of less than $200 per month had
a more pronounced desire for leaner cuts. Consumers in all income
groups favor as their first choice the lean cuts of both center loin
chops and side bacon (Tables 3 and 4). On the other hand they very
definitely put the fat cuts at the bottom of their preference. It is also
apparent in the case of center loin chops that those having an income
of less than $200 more strongly favor as their first choice the lean
chops. Those having over $500 income per month did not favor the
lean quite as strongly, with slightly higher percentage of the respond-
ents giving medium as their first choice. The same tendency is ap-
parent in the case of side bacon, where respondents coming in the
highest income group concurred less fully in lean cuts as their first
choice than compared with respondents in the lower income groups.



Table 4. CONSUMER CHOICE OF LEAN, MEDIUM, AND FAT BACON, RY
INCOME GROUPS

Total household income
per month

Less than $200
$200 to $299
$300 to $399
$400 to $499
$500 and over

All income groups
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Side bacon

First choice Last choke

Lean Medium Fat Lean Medium Fat

Summary
In relation to the price of hogs, the price of lard has been deterior-
ating since the mid-thirties. This indicates a need for a production
shift from lard-type to bacon-type hogs.
Bacon was served more often than any other meatwhich indi-
cates its wide use by consumers.
Beef surpassed bacon in frequency of use only in the income
group of more than $500 per month. Lamb was not purchased by
the families studied having incomes below $300 per month.
Consumers in all income groups expressed very clear preference
for leaner cuts of pork.

7 3 1 2 9
39 5 1 1 2 42
51 10 1 2 3 57
is 9 1 26
24 10 1 1 1 33

139 37 3 6 6 167



Appendix
Table 5. FREQUENCY DISTRIBUTION OF CONSUMER PREFERENCE FOR LEAN MEDIUM, OR FAT PORK CUTS AS DISPLAYED IN A SAMPLE

CASE IN FIVE OREGON CITIES, SPRING 1950

1The totals do not correspond in every case as not all respondents indicated their choice for each cut.

City and number
of respondents Pork chops Pork shoulder steaks Loin roast Shoulder roasts Sliced bacon Sliced ham

1st
Choice

2nd 3rd 1st
Choice

2nd 3rd 1st
Choice

2nd 3rd 1st
Choice

2nd 3rd 1st
Choice

2nd 3rd
Choice

1st 2nd 3rd

Corvallis (27)
Lean 21 5 1 16 9 1 15 11 1 12 13 0 20 2 3
Medium 5 14 7 10 16 1 11 12 4 13 12 0 3 20 2 No sample
Fat 1 7 18 1 2 24 1 4 22 0 0 26 2 3 20

Medford (52)
Lean 42 7 5 36 8 5 33 14 1 42 5 1 41 3 6 27 18 5
Medium 8 40 2 11 31 7 15 33 0 4 38 6 7 39 4 19 29 2
Fat 0 3 47 2 10 37 0 1 47 2 5 41 2 8 40 4 3 43

Astoria (53)
Lean 41 8 2 32 9 4 45 2 1 34 11 2 51 1 0 14 32 6
Medium 10 39 2 12 32 1 3 44 1 11 33 3 1 50 1 37 15 0
Fat 0 4 47 1 4 40 0 2 46 2 3 42 0 1 51 1 5 46

Rosehurg (45)
Lean 41 3 1 40 2 1 3S 4 1 37 2 2 36 9 0 27 14 2
Medium 3 40 1 2 40 1 3 39 1 2 39 0 9 36 0 14 29 0
Fat 0 1 43 1 1 41 2 0 41 2 0 39 0 0 45 2 0 41

Portland (50)
Lean 38 10 0 36 5 2 42 1 0 35 7 0 24 24 1

Medium 11 38 1 7 27 5 5 41 1 7 32 0 23 24 1 No sample
Fat 0 1 48 0 8 33 0 1 45 0 0 39 2 1 47

Totals (227)
Jean 183 33 5 160 33 13 173 36 4 160 38 5 172 39 10 68 64 13
Medium 37 171 13 42 146 15 37 169 7 37 154 9 43 169 8 70 73 2

Fat 1 16 203 5 25 175 3 8 201 6 8 187 6 13 203 7 8 130

Total nunsher of per-
sons making
choice' 221 220 221 207 204 203 213 213 212 203 200 201 221 221 221 145 145 145


