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SUMMARY

**

Personal interviews with 160 homemakers in Anchorage during July
1958 determined their purchases of fresh milk and other dairy > * •
products and their attitudes toward quality., service., containers,
substitutes and sales promotion.
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**

Household buying of fresh milk was related to income, occupation,
length of residence, size of household, age and education of the
homemaker.

**

Each household purchased the equivalent of 8.4 quarts of fresh
milk for the week, or 2.3 quarts per capita.
t ,■ ,

**

Anchorage households were buying approximately the same amount offresh milk as the average U. S. household, but 11 per cent less
per capita.

**

Both household and per capita purchases of fresh milk increased
as income increased. Households with $9,000 or more income bought
nearly three times as much milk as households with less than
$5,000, and 1 1/2 times as much as households with incomes ranging
from $5,000 to $9,000.

**

Household purchases of fresh milk went up as size of household
increased, but per capita purchases declined.

**

Education did not appear to affect fresh milk purchases greatly.

**

Households with homemakers 20 to 30 years of age bought more fresh
milk than any other age group.

**

**

Households with sales and clerical people purchased less fresh
' milk than other occupation groups.

Families who had lived in Alaska from 5 to 9 yearspurchased more
fresh milk than those residing here less than 5 or over 9 years.
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WhileAnchoragehouseholds were purchasing about the same
amount
of fresh milk as U. S. households they also bought more of some
other dairy products such as powdered skim milk, evaporated milk,
ice 1cream and butter.
Li
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**

Per capita purchases of powdered skim milk were 40 times more,
evaporated milk nearly 3 times more, ice cream 83 per cent more
and butter 60 per cent more than the U. S. study showed in 1955.

**

In addition to other dairy products, Anchorage households were
also purchasing recombined milk and concentrate milk which were
not available to most U. S. households.

**

Anchorage homemakers preferred paper cartons over all other
containers. A third expressed a preference for glass bottles.

**

Forty-nine per cent of the homemakers said they would prefer to
have the minimum per cent butterfat plainly .marked on each milk
carton.

**

Half gallon containers were preferred but quart containers ran a *
close second..
.

**

More homemakers preferred getting their milk every other day than
any other time.
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**

Eighty-six per cent favored a daily milk break for school children
and expressed a willingness to pay 8 £ to 10 £ a serving so their
children could have milk in school.

**

Thirty-five per cent of the homemakers said they believed whole
milk is fattening. More than half answered "yes" when asked if
they believed ice cream to be fattening.

**

Fifty-seven per cent thought their family drank all the fresh milk
they needed while 64 per cent did not think people in Alaska drink
enough whole fresh milk.

**

Forty-two per cent of the homemakers who did not believe their
families drank enough milk said they did not care for milk, while
18 per cent said they could not afford more milk.

**

Households where the homemaker believed her family drank enough
milk purchased 10.42 quarts of fresh milk during the week compared
to 7,92 quarts for the homemakers who did not believe their
families drank enough milk.

**

There was at least one member on a diet in about a fourth of the
households surveyed.
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RECOMMENDATIONS

** A promotional program might well be directed at Anchorage home
makers who are not serving their families or drinking as much
fresh milk themselves as they think they should. Perhaps fla
vored milk drinks would be the answer for those who do not like
the taste of milk.

**

Nutritional benefits of milk should be emphasized in promotional
programs; For those who feel they cannot afford to buy milk it
should be stressed that in milk you get mere nutritional value
for your money. Fresh milk selling at 20£ a pound costs less but
has more food value in proteins, vitamins and minerals than many
other foods.

**

Alaska’s dairy firms might consider printing the minimum fat
content of the milk on each carton,
Nearly 50 per c'dnt of the'
homemakers surveyed were in favor.

**

Advertising and promotionalmaterial should emphasize that milk
and ice cream are not fattening. Thirty-five per Cent of the
homemakers believe milk is fattening and over 50 per cent believe
ice cream to be fattening.
i q ■'‘

**
.

Dairy firms and. producers should support the Special School Milk
Program in every way possible. Children who establish milk drinking
habits while young will quite likely be good adult consumers.
.,; 1. ..... .
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**

Consideration should bo given to putting on the market a chocolate
whole milk product. Chocolate whole milk could be especially
effective in the Special School Milk and school lunch programs.
.
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PROBLEMS NEEDING ATTENTION
**

The use of evaporated milk cans on lunch counters and tables in
eating establishments throughout the state. The possibility of
a promotional campaign to serve fresh cream in all first class
restaurants should be studied. j2f sales of Alaska's number one
food product (milk) are to grow, dairies must first wean customers
away from the "tin cow".
v i

**

Th£ practice followed by most eating establishments in Alaska of
charging 25£ for an eight ounce glass of milk. A study should
be made to determine if there is an economic justification for
this charger and the possibility of a well organised campaign to
set the price at not more than 15£ (especially in areas where
milk is produced locally). A restaurant study is planned to;
,
determine if a combination of lower price and advertising will
sell more milk.
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HOUSEHOLD BUYING OF FRESH MILK AND DAIRY PRODUCTS IN ANCHORAGE
C. F. Marsh and H. P. Gazaway, economists

Objectives of the study were
(1)

Determine household and per capita purchases of fresh milk and
other dairy products.

(2)

Relate purchases of fresh milk to income, occupation, length of
residence, size and age of household and education of the home
maker.

(3)

Study homemaker attitudes toward quality, services, containers,
price, fresh milk substitutes and sales promotion.

WHY, HOW AND HOW LARGE
Past research on food consumption or merchandising in Alaska is
nominal. Only one other study dealt specifically with dairy products
-- Johnson's, 1951 (1). Fresh milk production in Alaska has gone up
more rapidly than per capita consumption or population in recent years—
from 7 million pounds in 1948 to 15 million in 1958. Competition from
substitutes for fresh milk such as milk powders and mnroatrato ore
i
ui skj.ui milk powder, evaporated milk,
and other processed products are above the national average. Seasonal
surpluses and market expansion were problems facing all those concerned
with the continued growth of the dairy industry in Alaska when this
study was initiated.
The study was designed to provide information useful in improving
fresh milk sales and to give those concerned a better understanding of
the current trends in consumer buying and use of fresh milk and other
dairy products. Knowing the attitudes and preferences of consumers
regarding the types of products, packages and services also helps pro
ducers and distributors to more efficiently develop and expand the market.
Data for the study was obtained from personal interviews with
homemakers or members of households responsible for food purchases.
Approximately a 1.2 per cent random sample of an estimated 13,000 to
14,000 households in the greater Anchorage area was questioned. All
military and civilian families having commissary privileges were
excluded from the survey. Also excluded were transients and those
residing in rooms and apartments who eat most of their meals away from
home. Units of observation consisted of dwelling units (households)
as defined in the 1950 census (2). In general, a household included
all the persons related or unrelated who shared the-same dwelling
unit with only one set of cooking facilities.
Each person was asked questions about his purchases of fresh milk
and dairy products for the seven days preceding the day of the interview.
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The incorporated city of Anchorage and the surrounding areas were
included in the study. Neither the military reservations, the areas
south of Rabbit Creek, or Chugiak and north, were included. One
hundred sixty interviews were used in the analysis.

IMPORTANCE AND AVAILABILITY OF DAIRY PRODUCTS
r*•
-! , < ■ : vi,
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Fresh milk and other dairy products are important in Anchorage
family food budgets. Fresh milk and related dairy products that are
produced or processed in the area are available in retail stores and
home-delivery. Fresh milk produced locally was in all stores and its
sale accounted for roughly foiir-fifths of the total volume of fresh
milk sold. Stores or retail routes were conveniently accessible to
customers in all areas included in the survey.
Consumers had a choice of two brands of locally
milk and products. However, about six months before
firm purchased its competitor but continued offering
products. These two brands were competing in stores
routes.

processed fresh
the study one
both lines of
and on retail

Imported fresh concentrate was available in limited quantities
in only three of approximately 25 to 30 food stores in the area.
Other dairy products, imported largely frqm the Seattle area, were
available in all stores. These included fresh cream, ice cream,
cottage cheese, butter, other cheese, powder and evaporated milk. In
general the same products available in retail food stores in the state
of Washington were available in Anchorage. Leading brand names
included Dairy Gold, Carnation, Arden, Pet, Borden and Tillimook.
Consumers had as wide a range in choice of products with a wider range
in price than in similar size cities in the states.
■ 1,1
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The per cent of consumer expenditures going for food is believed
to be higher for Alaska than the average for the nation. In Anchorage
about 31 per cent of consumer expenditures are for food (3). Dairy
products account for 16.23 per cent of food expenditures plus the
amount of dairy products in the 2 . 6 8 per cent of food expenditures
spent for food away from home.
i
'*'
The Ward data (3) indicates Anchorage consumers spend a lesser
part of their food dollar for dairy products than the national average.
About 5 per cent of the total expenditures of Anchorage households are
for dairy products. Thus a family with an income of $7,000 to $9,000
annually in Anchorage would probably spend from $350 to $450 a year
for dairy products or $6.73 to $8.65 per week. About one-half ($3.35
to $4.32) is spent for fresh milk.
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DESCRIPTION OF THE HOUSEHOLD STUDIED*

o

The average number of persons in households studied was 3.7. Fortysix per cent had from 3 to 4 members, 29 per cent had 5 or more and
25 per cent had 2 or less.

o

Forty-two per cent of the 595 people enumerated were under 18
years of age, 16 per cent were 18 to 30 years of age, 29 per cent
were 30 to 45, and 13 per cent were 45 years of age or older.

o

Less than 10 per cent of the households in Anchorage had incomes
under $5,000, while approximately 40 per cent received $9,000 or
more. A third of the Anchorage families had incomes between $7,000
to $9,000.

o

The study was made during the season when business activity and
employment were at a peak. Respondents were1 asked to indicate their
gross income for the past 12 months, before taxes and payroll
deductions. It is believed Some may have based their- reply on
their current salary or wage scale. This may have biased incomes
upward.

o

Ten. per cent of the homemakers had 8 years of schooling or less,
52 per.cent had high school, and 38 per cent had one or more years'
of college.
..jSI.c:Homemakers in the survey had lived in Alaska for an average of 8.4
years and in Anchorage for 7.9 years. Seventy-three per cent of
the Anchorage housewives said they intended to make Alaska their
permanent home.
"

o

o

Sixty-two per cent of the households owned their home.

o

Anchorage households rank high as users of electrical appliances
and reading materials. Eighty-six per cent had television sets,
91 per cent refrigerators and 34 per cent deep freezers. Eightyeight per cent take a daily paper and 21 per cent take two daily
newspapers. Ninety per cent of the households own an automobile.

USE OF FRESH MILK
Eighty-one per cent of the 160 households Surveyed purchased
some fresh milk during the week prior to the‘survey. Approximately
93 per cent bf the fresh milk purchased was homogenized. Next in
order of purchases (in whole milk equivalent) was1 pasteurized and
half-and-half. The amount of buttermilk, skim milk and chocolate

*

More information on characteristics of Anchorage households can be
found in "Some Characteristics of Anchorage and Fairbanks Households",
by H. P. Gazaway and C. F. Marsh, A.A.E.S., Circular 23 (4).
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milk purchased was negligible. Each household in the Anchorage survey
purchased the equivalent of 8.4 quarts of fresh milk during the week.
(All fresh milk was combined on the basis of fat content and expressed
in terms of milk testing 4 per cent)*. This amounted to 2.3 quarts per
family member.
'
r

PURCHASES OF FRESH MILK IN A WEEK BY 160 ANCHORAGE.HOUSEHOLDS
Whole milk. Per cent of total
equivalents (lbs.)
milk purchased

Type of milk

Whole (homogenized &pasteurized) . . .
Buttermilk. . . .............
Half and half
.........
Skim
.........
Chocolate
• • • • • * ..............

2792.85
1.56
105.30
1 .72
.56

9q

TOTAL . . . . . . .

2901.99

100

.........
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HOUSEHOLD AND PER CAPITA PURCHASES OF FRESH FLUID MILK IN A WEEK

Anchorage United States (6 )
Type of milk

Households

Fresh fluid milk

............

House-

Per

Pounds of whole milk equivalent

Whole . . . . .
Buttermilk. .
Skim . . . . . .
Chocolate ........
Half and half . . .
totals

Per

17.46
**
**
**
. 68

. . . . . . .

18.14.

4.72
**
**
**
.18

17.55

**

.03
**

.40

.12

4.90

18 .07

5.43

. 02
,. 1 0

5.27
.01

Incobe and Size of Household - Income influences the amount of fresh
milk used in Anchorage households as it does elsewhere. Household
purchases increased with higher incomes. Per capita increases wore
smaller, but household purchases went up also as size of household
increased. Size had a greater effect than income on pei* capita
purchases.
Faptors used in determining whole milk equivalents for fresh milk
and processed products were taken from Conversion Factors and
(5 )
Weights and Measures for Agricultural Commodities and Their Products,
8

INCOME AND PURCHASES OF FRESH MILK IN A WEEK

Income, groups

Persons per
household

Per household

Per capita
Quarts

$

0 - $4,999 . . . .
5.000 - 8,999 . . . .
9 . 0 0 0 & more . . . . .

3.1
3.7
3.9

3.7
7.0
10.7

AVERAGE . . . . . . . .

3.7

8.4

1.2

1.9
2.7
;nB! !
2.3

n -Ci
Per capita buying decreased as family size increased. This indi
cates Anchorage families are price-conscious Where fresh milk is
concerned. Larger families may tend to. hold down the. size of the
.monthly food bill- by purchasing
SIZE OF HOUSEHOLD AND PURCHASES.
a minimum- quantity of milk. Other
OF FRESH MILK IN A WEEK
studies, show that dollar outlays
for food go up as the family grows
larger,' but' lesS money is' spent
' Per
Persons per Per
on each individual member of the
household
household
capita
larger household. With no added
Quarts
income a large family can afford
1 - 2 . . . . .
6.6
3.5
to buy only so much more food and
3 - 4 , . . . .
3.1
2.3
will probably limit tiiose food
5 - 6 . . . . .
10.5
2.0
items which they consider high
7.or more*. . .
11.0
1.5
priced. One of the most frequent
reasons given by housewives who
* Only 8 households
said their family did not drink
enough milk was "We cannot afford to buy more” . Some said they and
their husband did not drink enough milk, but the children, had all
they wanted. In some instances other lower priced milk products were
being substituted for fresh milk. A few housewives said they just
"did not like fresh milk".
Homemakers Education - Level of education does not appear to affect
frqsh milk purchases greatly. Homemakers with one or more years of
college purchased the least amount of milk — 1 . 1 quarts per house■•t.'
hold less than those having one or more
EDUCATION AND FRESH MILK
years of high school, and 0 . 6 quart per
PURCHASES IN A WEEK
household less than those having eight
years or under. College educated home
makers
also purchased 0.7 quart less
Education Per household
fresh milk than the averjig^; for all house
Quarts
holds. The lower educated group was made
8 years & under . . 8.4
up largely of older people without children
9 through 12. . . . 3 . 9
or whose children \vere. grown and away
Over 12 years . . . 7.8
from home, and native families. Those
with one or more years of high school were
engaged in non-professional work such as trades, or common labor. Most
of this group were also raising rather large families; Thdse with one'
or more years of college were mainly professional people1Who apparently
.economize ,by, iimiting the amount jof fresh milk consumed. These people
probably use more dry milk products.
9

Age of Homemaker - Households where the homemaker was 20 to 30 years
of age bought more fresh milk than any other age group. They purchased
38 per cent more than those over 50 years of age, and 21 and 8 per
cent more, respectively, than the groups 40 to 50 and 30 to 40. Home
makers in the two younger age groups were more likely to have yqung
children while the older homemakers' children may be grown and away
from home. Parents with young children will usually buy plenty of
fresh milk for the children and, if
AGE OF HOMEMAKER AND FRESH
they feel they can afford it,:will.,
MILK PURCHASES IN A WEEK
often drink it themselves. As the
children grow older other processed
milks
may be substituted for fresh milk
Ages
Per household
in the family's diet. Seventy per cent
Quarts
of the total volume of fresh milk was
20 - 30 . .
purchased by homemakers under 40 years
30 - 40 . .
of age, compared to 30 per cent for
40 - 50 ... ........ 7.5
those over 40. Households where the
Over 50
parents were over 50 purchased only
5.5 per cent of the total volume of
fresh milk.
Occupation - Laborers purchased more fresh milk than any other group —
35 per cent more than sa.les and clerical and approximately 20 per cent
more than'those engaged in trades or
OCCUPATION AND FRESH MILK
professional work. Laborers, construc
PURCHASES IN A WEEK
tion workers and others doing physical
work are usually men and require more
food. Laborers and construction workers
Occupation Per household
also receive a higher ratd of pay in
Quarts
many instances. Sales and Clerical
1
Professional . . . . 8 . 0
people may be predominately women who
Trades and crafts. . 8 . 2
do not drink as much milk.
Sales and clerical . 6 . 6
Laborer..........
The more educated homemakers may
Other* .......... . 8.7
try to economize by substituting other
dairy products for fresh milk. They
Unemployed, undetermined
know that nutritionally it is possible
to substitute other milk products and yet maintain a high level of
nutrition for their families.
Length of Residence ~ Families who have lived in Alaska from 5 to 9
years purchase more fresh milk than those under 5 or over 9 years.
When families first move to Alaska they
LENGTH OF RESIDENCE AND
quite likely continue to buy the brands
FRESH MILK PURCHASES IN
of milk they are familiar with if they are
A WEEK
available in the stores. They are also
more price conscious, coming from areas
Years
Per household
where prices are much lower, and may sub
stitute other dairy products in their
Quarts
efforts to economize. New families may
0 - 5 . • •• . .
7.9
be younger with small children who are
6 - 9 . • • • * . 10.7
still drinking evaporated milk. After two
Over 9. • • • • .
7,8
or three years,:these families become more
familiar with Alaska products and have a
10

feeling of loyalty, wishing to see the state prdgress and develop.
Perhaps1 they are then more likely to purchase locally produced milk.
Their children are also at the age when they consume the most milk.
The older people are the group who have lived in Alaska more than 9
years and, since they do not drink as much milk, bring the average
down.

OTHER DAIRY PRODUCTS PURCHASED
Although Anchorage households purchased about the same amount of
fresh milk as the average for the United States, they purchased sub
stantially more of other dairy products.
HOUSEHOLD AND PER CAPITA PURCHASES OF OTHER DAIRY PRODUCTS IN A WEEK
Anchorage
Per
House
capita
holds

Evaporated milk ........
Condensed milk, canned. .
Recombined whole, milk . .
Concentrated whole milk .
Non-fat dry milk . . .
Whole dry milk .........
Cream, light . . . . . .
Cream, heavy, topping
Ice c r e a m ............ .
Cottage cheese . . . . .
Other cheese. . . . . . ...
Butter..................
TOTALS. ................
*
**

.

.
.

.
.
.

United States (6 )
Per
House
capita
holds

Pounds of whole milk equivalent
0.58
1 *92
1 .70
. .6.28
*
0.03
*
0.10
**
**
0.35
1.35
,
.
**
**
0.28
. 1.00
0.01
0.02
0.40
. 1.52
*
0.04
*
0.12
*
0
.11
0.35
*
0.32
1 .05
0.35
. 1.13
1 .08
3.60
1 .98
. 7.32
0.12
0.40
0.20
. 0.75
1.35
4.50
1 . 20
. 4.50
3.51
11 .38
5.62
20.52
44:.35

12 .08

23.74

7 .15

Amount purchased insignificant
Not available to most consumers

Alaskans are traditionally heavy users of evaporated milk. Al
though locally produced fresh milk has been on the Anchorage market
for 20 years, "canned milk" or "tin cow", as it is often referred to,
is still used in large quantities by families both in Anchorage and in
outlying areas. Native families, homesteaders,;.huntsra and trappers;
construction workers, bush pilots and others living in Anchorage but
working for long periods in remote areas still rely on canned milk for
their children, cream for their coffee and for general cooking purposes.
There are said to be children of both native and white families in
Alaska who have.never tasted fresh milk.
Alaskans also drink large quantities of coffee but seldom use fresh
cream. This also contributes to the use of evaporated milk. In eating
establishments throughout Alaska canned milk can on the counter is a
very common sight.
11

Households in the Anchorage study purchased as J.ittie as ooe can
of evaporated milk to as much as a case- (-<18 cans) during the survey
week. The average- number of cans purchased per household was 3.5. One
homemaker- who purchased 48 cans said her children were raised on evap
orated milk in the interior and would not drink fresh milk. Several
homemakers said they took canned milk with them on week-end camping
trips. Many households own cabins in the bush and use canned milk on
week-ends and while on vacation.
Anchorage households surveyed purchased 323.5 quarts of ice cream
during the week for an average of 2.08 quarts per household. Ice
cream is one of the better food buys retailing for $1.25 a half-gallon
and at times featured at 98£. Locally produced ice cream is excellent
in quality and was preferred by most household consumers. Thirty-four
per cent of Anchorage households have deep freezers and another 13 per
cent have freezer lockers. Ice cream lends itself well to storage and
can be purchased in larger quantities when on "special" and stored.
Butter purchases were high during the survey week. Households
purchased an average of 1 . 0 2 pounds of butter. Anchorage purchases
appear too high when butter retails for 79<? to 89^ per pound and oleomargarine 25£ to 35£. Butter also can be stored and it is probable
purchases reflect some buying of butter at special prices for storage
in deep freezers. Purchases ranged from less than a pound to 8 pounds
per household.
Powdered skim milk purchases were well above the average for the
U. S. The 160 households purchased a total of 451 quarts (water added)
or 2.82 quarts per household for the week. Nonfat dry milk is used as
a substitute for fresh milk for drinking and cooking. Housewives who
feel that fresh milk is too high economize by purchasing powdered milk.
Also some adults who are dieting or seeking to control their weight are
drinking powdered skim milk. Homemakers using powdered skim milk like
it because it is easy to store and convenient to use.
Recombined whole milk was put on the civilian market in January
of 19o8. The retail price for a time was 21£ a quart. During the time
this price prevailed, consumption of recombined milk increased quite
rapidly. However, after one of the two dairies bought its competitor,
the retail price of recombined milk was raised to 30£ a quart and sales
promotion was lessened. With the price of recombined only 10£ under
iresh milk, purchases fell off sharply. Households in the survey pur
chased only 0.56 quarts of recombined milk per household for the week.
Recombined milk is still on the Anchorage market and is available in
retail stores and on routes. It is probably taking close to 25 per
cent of the civilian market for fluid milk.

HOMEMAKERS PREFERENCES, ATTITUDES AND NUTRITIONAL KNOWLEDGE
Type apd Size of Container - Paper cartons were preferred -over all
other containers. However, nearly a third expressed a preference for
glass bottles. Table milk in glass containers was not available at
the time the survey was made. Glass gallon jugs were- offered by one
12

processing plant for some time prior to the survey. It would not
appear feasible for the present processors to tool up to supply this
group with bottled milk, This requires separate bottling machinery
which would be quite expensive.
Several homemakers during the survey remarked that they liked
the old method where the cream line could be seen on the bottle.
This probably is closely Associated ,\?ith the desire to know the butterfat content of milk purchased. Homemakers were asked if the milk they
were buying was rich enough in cream. Sixty-eight per cent said it
was just about right \yhile 16 per cent
HOMEMAKERS PREFERENCE
said.it had too little cream in it. ,, ,
FOR MILK CONTAINERS
Only 1 per cent said the milk they
were buying was too rich. The rest
Container Number Percent
said it did not make any difference.
Paper . „
Glass . .. ..
No choice ..
Not given ..

89
49
4
18

56
21
2
11

They were then asked if they
would prefer to have the minimum per
cent butterfat plainly marked on each
carton. Forty-nine per cent said yes
while 31 per cent said no. The other
20 per cent either had no opinion or gave qualified answers. This
would seem to be ah important item for processors .to note when nearly
50 per c6 ht of those surveyed'would prefer to see at least the minimum
fat content of the milk printed on the carton.
;

Half gallon containers were preferred but quart containers ran a
close second. Several homemakers indicated the half-gallon size con
tainer was more convenient to carry
HOMEMAKERS PREFERENCE
home from the store and took less
FOR SIZE OF CONTAINER
room in the refrigerator. Half-gallon
cartons were introduced to the Anchorage
Size
Number Per cent
market about, a year prior to the study.
At the time the study was, made, less
Quart ...... 64
40
quarts were being sold than half-gallons.
Half-galIon . 39.
43
At the present time most milk being
3
Gallon. .. » .
2
sold is in half-gallon cartons. Several
4
Other . . . .
3
homemakers commented that they would
No choice „ , 20
12
like to buy half-pints of milkifor ;
their husband‘s and children1s lunches,
bUt could not get them. It might pay the processors to make a small
quantity of milk available in half pint cartons for this purpose.
Frequency of .Purchase -' Homemakers were asked how often they preferred,
to,get im'ilk.; More preferred every otter day than any other, Those
preferring every other day or three
PREFERENCES FORtimes' a week purchases felt that this
FREQUENCY OF PURCHASE
was about right for the amount of milk
;hey used - the milk .would be fresh
Vif
and a trip would not have to be made
Frequency
Number Per cent
to the store every day. Milk,was
Daily
,
37
23
being delivered to route customers
Every other dayf72
45
every other day so those on delivery
Twice a week, ... 12
8
routes were accustomed to this service
Once a week ,
13
8
and seemed satisfied. One household
Other . „ . .
3
4
was getting milk delivered daily by
No preference
20
12
purchasing from two routemen.
13

For more information relative to home delivery routes see
Delivery Routes Sell More Milk in Anchorage", mimeo circular 25,
Alaska, Agricultural Experiment Station (7) .
'A l!it r
' v';>!
1 'I-'- ■
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--if.... Freshness was the reason given most often by those who preferred
daily purchases of milk. A few said they went to the store every day
for other groceries so purchased milk while there. One homemaker
reported buying milk as often as possible v'hen she was not working
and at home.:
A variety of other reasons were
to purchase milk as often. Some did
often. Several indicated milk would
erator. Others who bought at stores
but purchased milk whenever they ran
either were in this1catagory or were
not asked the question.

given by those who did not wish
not like to go to the store so
keep about a week in the refrigsaid they had no regular schedule
out. Those who had no preference
purchasing no fluid milk and were

Special School Milk Program - A majority of homemakers favored a
daily milk break for School children. Most homemakers felt that many
children were not drinking enough milk.
"DO YOU FAVOR A DAILY MILK
Those favoring a daily milk break said
BREAK FOR SCHOOL CHILDREN?"
they would be willing to pay 8 £ to 10 £
a serving so their children could have
milk in school.
Yes . , , . .
86 %
The "Special School Milk Program"
N o . ,r;. .. . .
5%
was extended to Alaska in 1956, three
Qualified . .
3%
years later than other states. There
No preference
6%
are probably no more than a fourth of
the public schools participating in the
program atthis time. Several
of those participating are doing so on
a limitedbasis. On-basemilitary schools with 4,000
to 6,000 school
children have not participated in the school milk program.
More consideration might have been given!to the needs of children
in Alaska. There has been no allowance made in the program for the
higher cost of milk to Alaska’s children. School children in Alaska
probably have a greater need for milk than those in any other area
under the "Special School Milk Program". A special study of the
School Milk Program in Alaska is now in progress as a part of
Alaska's contribution to a regional dairy marketing project.
Homemakers Attitudes and Nutritional Knowledge - Thirty-five per cent
of the homemakers said they believed whole milk is fattening. Several
did not know and those who gave qualified
"DO YOU BELIEVE WHOLE
answers believed milk in excessive amounts
MILK IS FATTENING?"
is fattening.
Y e s ..........
No............
Don't know . .
Qualified . . .
Did not answer.

35%
50%
11%

3%
1%

When asked if they believed ice cream
to be fattening more than half of the home
makers said 'yes'. Some again qualified
their answers and pointed out that ice cream
if eaten in large amounts is fattening.
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"DO y o u BELIEVE ICE
CREAM IS FATTENING?'
Yes . . . .
No. . . . .
Qualified .
Don't know.

.
.
.
.

. 57%
. 38%
. 2%
. 3%

"d o y o u THINK YOUR
FAMILY DRINKS ALL
THEY NEED?"
- . :
Yes . . . . .
No..........
Qualified . .
Don’t know. .

. 57%
. 38%
. 2%
. 3%

Each homemaker was asked from a nutri
tion standpoint did she think her family
drank enough fresh milk. Those who answered
"no" were asked why they did not drink.enough
fresh milk. The reason most often given was
"Just do not care much for milk". The next
most important reason given was "We cannot
afford to buy more milk." Forty-two per cent
of the homemakers who did not believe their .
families drank enouglj milk said they did not
care for milk. Eighteen per cent said they
could not afford more mills. Several home
makers said they and possibly their husband
did not drink enough milk but their children
had all they wanted.
Homemakers were then asked the question

"FROM THE STANDPOINT
ALASKA DRINK ENOUGH
It is interesting to note that 57 per
cent of the 160 homemakers said "yes, they
thought their families drank all the fresh
milk they needed" but when asked if they
thought the people of Alaska drank enough
fresh milk, 64 per cent said -no. The fresh milk purchases of those
who thought their families wore drinking enough milk were compared
with those who said no. Households where the homemaker answered "yes",
purchased 10.42 quarts of fresh milk compared to 7.92 quarts for those
who said "no".
;1
’-

. 64%:
Yes. . . . . . 1 16%
Don't know . . 2 0 %

There was at least one member on a diet in about a fourth of the
households surveyed. Half of those on diet were under a doctor's
direction while,the:rest were dieting of their own choice.

15

LITERATURE CITED

(1)

Johnson, Hugh A,, "URBAN USE OF ALASKAN FARM PRODUCTS .
Alaska Agricultural Experiment Station, Palmer, Alaska
Bulletin 16, 1953

(2)

U. S. Bureau of Census, "U. S. CENSUS OF POPULATION".
1950, Vol. II, Part 51, Chapter B. "GENERAL CHARACTERISTICS,
ALASKA". U. S. Government Printing Office, Washington, D. C.
1952.

(3)

Ward and Associates, Joseph B. "THE WARD INDEX OF CONSUMER
PRICES IN SEVEN ALASKAN CITIES", prepared for the Alaska
Resource Development Board, Juneau, Alaska. 1958.

(4)

Gazaway, H. P. and Charles F. Marsh. "SOME CHARACTERISTICS
OF ANCHORAGE AND FAIRBANKS HOUSEHOLDS. Alaska Agricultural
Experiment Station, Palmer. Circular 23, 1960.

(5)

U. S. Department of Agriculture. "CONVERSION FACTORS AND
WEIGHTS AND MEASURES FOR AGRICULTURAL COMMODITIES AND THEIR
PRODUCTS. U. S. Government Printing Office, Washington, D. C.
1952

(6 )

U. S. Department of Agriculture. Household Food Consumption
Survey, 1955, Report No. 1, "FOOD CONSUMPTION OF HOUSEHOLDS
IN THE U. S.". U. S. Government Printing Office, Wash. D. C.

(7)

Gazaway, H, P. and Charles F. Marsh. "DELIVERY ROUTES SELL
MORE MILK IN ANCHORAGE". Alaska Agricultural Experiment
Station, Palmer. Circular 25, 1960.

16

