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L. INTRODUCTIOR

WHY CONSUMER BEHAVIOUR?

Analysis of many merketing problems begins with con-
sumers., Marketing is based on substantial analytical and
insightful attempts to learn the material wants and needs,
motivations,.habits; end actions of consumers, Therefore con-

sumers ane the focal point of all merketing activities.

The consumer behaviour is & multidimensional variable,
where psychological, sociological factors are of primery im-
portance, since it is dealing with different aspects of human

behaviour.,

Berelson and Steiner point out this'complexity as fol-

Jows:

" Human behaviour itself is so emormously
varied, so delicately complex, so obscurely
motivated that many people despair of find-
ing valid generalizations to explain and
predict the actions, thoughts, and feelings
of human beings-despair, that is, of the
very possibility of constructing a science
of human behaviour.“l

1Bernard Berelson and Gary A. Steiner, Human Behaviour:
An Inventory of Scientific Findings, (New York: Harcourt, Brace
and World Inc., 1957), D.3.
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No discipline cam gikve a theory which can explain all
human behaviour, The major task is to combine these findings
and look out for the imlications they may have for marketing

management,

This complexity arouses from the fact that the market-
ing man faces the controllable and unconirollable vvariables.
He shouid know how and what influences the consumer when he
changes the controllab}e variables, The proper marketing miix

is the main problem which infiuences the consumer.

The primary objective of the marketer is to sell his
goods and/or services to the ultimate consumer. To succeed
in this task, he has to determine the dimensions of a constant-
ly changing variable -Consumer behaviour., Only after this dif-
ficult step is overcome, can he establish an appropriate mar-

keting strategy.

WHY CANNED FRUITS AND VEGETABLES?

Canned products industry is a newly developing indus-
try in Turkey. Like any other developing industry it has
many problems. Especially in Turkey, where being a good
housewife is a very important source of soclial pride, canned
rroducts industry has greater problems than any other indus-
try in Turkey and even greatar difficulties than any other

canned products industry in a foreign country.
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In developed countries, canned products industry plays
an important role in daily 1ife as“far as the consumer and their
consumption habits are concerned. Some reasons may be stated
as follows:

l. Everyday more and more wqmén enter the labour
force limiting the aveilable time for hoﬁsework and especially
for cooking. o

2. TEven if the housewives are not working, they are
beginning to demand more leisure. |

3. Simply not liking to do housework and cooking.

Today, it seems there are many drawbacks for the buy-~
ing of canned products in Turkey, because in less developed
countries, canned products consumption faces complex problems

and strong resistance in several aspects,

The subject is limited only to fruits and vegetables.
Since fresh fruits and vegetables are consumed almost in
every home, the question comes to mind "Why not also canned
fruits and vegetables?® To inelude all sorits of canned products
into the aﬁalysis will be impossible because of limitations

in time and financial resources.
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OBJECTIVES OF THIS STUDYY

General objectives.~ Thig study aims at determining

consumer behaviour for the canned fruits and vegetables. Gen-

eral objectives of the study may been pecinted ocut as follows:

1, Kttitudes- The first general objective is to study
the attitudes of the consumers for the canned fruits and veg-
etables, Attitudes represent a predisposition to respond to
glven stimuli, They indicate the extent to which people ac-

cept or reject some marketing factors,

Also the study tries to reveal positive and negative
attitudes of consumers, since it is quite possible that in
any given case both positive and negative attitudes exist.

2+ Sensations~ Sensations represent the reaction
of the mind to eifher e mental or aphysical stimulus., Sen-
sations are commonly produced by stimuli which affect a
person's sight, smell, hearing, taste, and touch. 1In fhis
gtudy taste is the main semsation that we are concerned with.

Taste plays an important role in the consumption of canned

lThis gection is meinly prepared from Harper W. Boyd

and Ralph Westfall, Marketing Research, (Homewood, Ill.:
Richard D. Irwin, Inc,, 1966), chapter 14, Motivation Research.
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products as it was revealed at the first stage of the =tudy

and therefore included in the questionnaire.

5« Images- Images are tied closely to sensations.
They are mental plctures that are formed as a result of stimuli.
Tﬂey are closely connected with symbols and associations. Therej
fore, in this study an effort has been made to find out whether
the housewife is self-concept and has an association of not
being a good housewife since she uses a ready meal, namely
canned products. The first stage of the study revesled that

some housewives think that a woman who uses canned fruits and

vegetables is not a proper housewife,

4, Assumptions-~ Throughout life each person stores
items of information which are used constantly as reference
points for accepting and rejecting some products. Many of
these reference points are subconscious because they are
placed in the subconscious mind. Many products are accepted
or rejected because they "fit" or"don't fit" ftHe assumptions

and beliefs which act as the consumer's "frame of reference”,

A knowledge of the assumptions and beliefs held by

consumers is very important for effective marketing.

Assumptions and heliefs arezhard to measure because
of the difficulty involved in the measurement of rationaliza-

tions, Therefore, in this study -as explained later- & two
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stage system has been used. In the first stage the "ratio-
nalizations" the consumers make for the canned fruits and
vegetables are determined, They are formed into questions
after careful analysis. So it will be easy to measure whet-
her these "rationalizations" are sound or not. For example
if a consumer does not use cenned products since she thinks
that they are not germ~free, study_will reveal whether this
assumption plays an important role for the buylng decision

of canned products.

Specific objectives.- The'matn part of the specific

objectives has been prepared under the light of the first
stage results of the survey. The results of the first stage

are reflected in the questionnaire.
The specific objectives are as follows:

1. Whether housewives usa canned products or not?

2. How often they use canned products?

3. Which sorts of canned fruits and vegetables they
use?

4. How much they use canned fruits and vegetables?

5. Whether consumers find the canned products, fresh
fruits, and fresh vegetables delicious or not?

6. Whether consumers find the canned products, fresh
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fruits, and fresh vegetables easy to handle or not?

7. Whether consumers find the canned products, fresh
fruits, and fresh vegetables easy to cary or not?

8. Whether consumers find the canned products, fresh
frults, and fresh vegetables perishable or not?

9, Whether consumers find the canned products, fresh
fruits, and fresh vegetables expensive or cheap?

10. Whether canned products are bought to reduce time
spent for:preparing food?

11, Whether canned products are bought because of im-
possibility to find fresh fruits and fresh vegetables all the
time? |

12, Whether consumers think that canned products are
germ=fee or not?

13. Whether consumers prefer those canned products
which are difficult to prepare and cook in fresh form?

14. Whether housewives think that a woman who uses
canned products is not 2 proper housewife?

15, Whether consumers are brand conscious?

16. Who is the purchasing agent of the family?

17. Whether there is planned or unplanned buying be-

haviour as far as canned products are concerned?
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THEORETICAL BACKGROUXND

Altough some theoretical aspects of +the problem wepe
dtadussedd inrpreceding sections, here we will survey some
theoretical concepts which helped to build the:mddel -uped
for the survey., Therefore, although this section is titled
"Theoretical Background", it shouldn't be assumed to be the
only theoretical section. The theoretical sections of pre-

ceding sectiomns should metnb# forgotten to complete the whole
theoretical picture.

The main model followed in this study is the one
desceribed by Philip Katler.l Before desceribing the model

it will be interesting to see what Philip Kotler thinks and

says about consumer behaviour:2

N "0f the dozens of categories of human
action- working, sleeping, voting, eating,
breathing, arguing, buying, and so forth-
the ONE OF PRIMARY interest to the marketer
iz buying. As an act, buying is typically
more complicated than breathing or sleeping

lPhilip Kotler, Marketing Management: Analysis,

Plenning, and Control (Englewood Cliffs, New Jersey: Prentice
Hall Inc., 1967) PP 66-82

21pid., Do 67
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but probably less complicated than choosing
& Job or wife."

Philip Kotler states the difficulty of the problem
in an ironie but shocking way. To simplify the problem,
he guggests the following model,

The buying ﬁrocess is composed of different stages.
The consumer is going from a "felt need" to "prepurchase
activity" to a "purchase decision" to "use behaviour" to
"postpurchase feelings". Each step has its own problems,
Therefore each stage should be studied very carefully to
prepare an effective marketing sirategy.

"Felt need® is the starting point of the buying
process, The consumer should first realize the need he feels
ﬁorsomething. A need 1s something that & person seeks to

satisfy or reduce, and presumably some object or activity

will 4o this.

Marketers should consider it their responsibility to
satisfy the needs. They should even go beyond this and stim-
ulate new, specefic wants., In case of canned products "felt
need" stage is already over., Because consumers are aware of
their needs and know what to buy in case they couldn't find

fresh fruiks and fresh vegetables.

Thenkcomes the "prepurchase sctivity". In this stage
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the consumer will try to learn how to satisfy his needs. He
will read the advertisements, he will ask friends to find out
gome details of the product which will satisfy his needs.

In the "purchase decision" stage the consumer will not
make only one decision, rather he will go through a set of
decigions. These decisions involve a product, a brand, a
style, a quantity, a place, & dealer, a time, a2 price, and a

way to pay.

Marketer's interest in the buying process should not
end with the sale of the product. The product was purchased
not for its own sake, but for its ability to satisfy a "felt
need". Therefore in the "use behaviour" stage such questions
as, who uses the product, how is it used, where is it used,

with what other products is it used, should be studied.

In the "postpurchase feelings" stage it should be
studied whether the buyer was satisfied with the product or

has the product provoked some postpurchase uncertainty.

E. Jerome McCarthy makes an interesting classification

of buying motives, which are helpful also for the survey.1 E.

lE. Jerome MeCarthy, Basic Marketing: A Managerial

Approach, (Homewood, Ill.: Richard D, Irwin Inec,, 1964)
Pp' 241"44‘0
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Jerome MoCarthy classifies motives as such:

A~ Emotional Motives
l- BSatisfaction of senses
2- Preservation of apecies
3~ TFear
4- HRest and recreation
5- Sociability
6~ Curiosity or mystery
T~ DPride
8~ Striving
B~ Economic Motives
1- Handiness
2~ Depedability in use
3. Reliability of auxiliary service
4- Efficiency 1n operation or use
5~ Durability
6- Enhancement of earnings
7- Enhancing produetivity of property

8- Economy of purchase or use

The results of the first step (pilot study) revealed
that some of the above listed motives were relavant., These
motives are "sociability”, ngtriving", “handiness“; "gatis—
faction of senses", "efficlency in operation or use", "du-
rability", and "economy of purchese or use". Sl These

motives have been used to prepare the questionnaire.
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It is also important to know the interaction of these motives.

This interaction is illuastrated in the following figure.

FIGURE 1

HOW AN INDIVIDUAL DECIDES HE PREFERS
A PRODUCTY
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The system discribed in Figure 1 have heen almost pre-
cisely followed at the constructing of the questionnaire.

LIMITATIONS

All social institutions face the threat of obsolescence
in & period of rapid change. For example as styles of living
in & society change, the distribution media and the products
and services marketed also change. Lifestyle changes are a
key factor influencing consumer behaviour. These changes
influencing consumer behaviour are deseribed by Eugene J. Kelly

as follows:1

A movement toward upper-income groups that will give
millions of people greater discretionary spending power.

An increase in educetion levels that will upgrade

earning power and social concepts and gosals.

A change in way of life with a trend to family and
home life.

A continuous growth of population and number of house-

holds.

lEugene ¥, Kelly, Marketing: Strategy and Functions,

(*"Foundation of Marketing Series", Englewood Cliff New Jersey:
Prentice Hall Inc., 1967), p. 34 '
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A change in age distribution and family composition

with an incresse of adolescents and young adults.

A change in labor-force composition, with increaséd
numbers of skilled and educated workers, and more and more

married female workers.,

A movement to the suburbs and a decline in farm pop-

ulation.

A grester variety of items offered due to self-service

supermarkets, discount outlets, and shopping centers.

An increase in competitive efforts to upgrade consumer

concepts of living standards and way of life.

But to include life-style changes into our analysis
would be impossible. Because this analysis is made at a given
time., The consumerbehaviour is surveyed at a definite and
certain point of time., If the changes would have been included
a series of surveys with definite time intervals should have
been made. Of course this is at the time being impossible
because of limitations in time and financial resources. How-
ever, it is hoped that this study will be a starting point

- 0 -

for I.ommidsdis - comparisons.

Another limiting factor is to consider only the con-

gsumer as an individual. But also the individual and family
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interaction is a very important factor to determine the buying
behaviour. A family's character hag: six basic parts which,
together, determine how it buys. This is shown in Eigure'22:

FIGURE 2

SIX PARTS OF A FAMILY'S CHARACTER
THAT DETERMINES HOW IT BUYs!

C. Family Boals, Pslecies, Afc
Styles

. B. General Valueg
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1E. Jerome McCarthy, Basic Marketing: A Managerial
Approach (Homewood, Illinois: Richard D. Irwin, Inc., 1964),
pP. 259 '
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The boxes contain the following specifications:

A, BSocial Placement
1. Education
2, Occupation
5« Residence

4, TFinancial status

B, General Values
l, Traditionsl, modern
2. Conception of parenthood

3, Attitude toward time

C. Pamily Goals, Policies,‘Life Styles

1. Tendency to invest in present consumption or
future rewards

2. Investment in time savers and leisure-time
products

3. Stress on social advance, conformity or ed-
ucation

4, Buying done with cash or credit

5 Services vs. tangible products

6. Degree of family solvency

D. Family Organization
1. Size

2. Age
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3. Staege in life cycle
4, Power structure
5. How various roles are allocated

6. Marital integration

E. Potential For Family Action
1. Adequacy of husband-wife communication
2. Marital concencus
3. Marital empathy
4., General ability to make decisions and solve

problems

P, Career Patterns (Family History)
1., Ococupations held
2. Changes in residence
3. Financial changes
4, Edueational background
5. (lass changes

G. Effectiveness In Long Range Planning
1. Proportion of purchases preceded by discussion?
2. Discrepancy between number of purchase-plans
made and fulfilled
3, Satisfaction with items purchased

H. Accumulation of Assets
Durable goods and money
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Pigure 2 is a very interesting figure. But especially
parta C, E, I, and G are very difficult to determine. To
determine them long and continous depth interviews and con-
sumer diaries are necessary. Because of limitations of time
and financial resources, only a static consumer behaviour is
anelyzed in this survey. For example at the moment it is not
possible to determine the “adequécy of husband-wife communi-
cation", but the result of this communication is analyzed,
namely WHEN and HOW did they decide after a communication.

Anything concerning the TIME element, i.e, CHANGE in

the gonsumption behaviour is exeluded from the same reason.

A further limitation is the sample units selection.
Because of limitation in finanelal resources, a consumer panel
has been derived from the address catalogue of Biiro P.A.R.S.1
Thie is explained in "Research Methodology" part in detail.
Only the most representative families of each "Kaza" are
selected. But the extreme values of the family size and
income distribution are negiected. For example if the mode
is at "4 persons" for the family size definition in a definite
"Kaza", such a famlly is selected and although sum of other

classes in the digtribution are greater than "4 persons”,

1y marketing research firmin Istanbul owned by the
author of this thesis.
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they are not interviewed., This limitation prevented any cross
tabulation with income and family size, Since there are only

very few interviews at a definite income range and family gsize,
it is not possible to meke any analyses and generalizations by

family size and income.,
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IT, RESEARCH METHODOLOGY

The major research technique used in this study is the
interview. Interviews were conducted by trained professional
interviewers. (Appendix I). These interviewers were supplied
with a questionnaire including all of the questioné to be asked

the interviewees,

To prepare the questionnaire, a pilot study was con-
ducted with ten families. These ten families were interviewed
about their experience with canned products. With the inform-
atién obtained from this study the main gquestionnaire form
was prepared'(Appendix II). The result of interviews were

recorded in these questionnaire forms.

At the ehd of the interview period, the collected data
were tabulated on tally sheets.

QUESTIONNAIRE DESIGN
Donald Snygg and Arthur W, Combs make the following
observation:

"Howéver capriclous, irrelevant, and irrational the
consumer's behaviour may appear to an outsider, from
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his point of view at that inetant his behaviour is
purposeful, relavant, and pertinent to the situation
as he understands it. What it loeks like to others
hag no bearing upon the causes of his behaviour."l

30 one of the main attributes of a good research for
consumer acceptance is to be sure not to stop short with what

seems to be the logical, the surface explanation of consumer

behaviour,

In accordance with these, it did not seem right to
prepare a questionnaire for measuring consumer behaviour without
knowing the real problems that consumers face as far as canned
fruits and vegetables are concerned. All the questions, except
personal ones have been prepared under the light of this

information.

The point in such a research is that people with all
sorts of different and conflicting motives do not always know
themselves what their motives are, and even if they do, they

don't reveal their thoughts under direct questioning.

Another difficulty in finding out what people feel or want

in relation to products is that when surveyed or questioned,

lsnygg D. and Combs A., Individual Behaviour (New York:
Harper and Brothers) 1949), p. 12,
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they immediately become self-conscious or try to give the answer
that they think is expected from them. Therefore in this researdh
structured indirect questions and some tools of motivational re-

search have been applied.

The main technigques which have been used are:

1. The Guttman's scaling techniquel- The Guttman's
scaling procedure is an illustration of a response procedure
in which the analyst's intention is to scale both stimuwli and
subjects. In this study Questions 5, 6, 7, and 8 have been
prepared by this method.

2. Semantie differential2- It is essentially a large
scele application of rating scaliés, the semantic differential
geeks to evaluate the different components of an attitude. This
is accomplished by asking respondents to rate different dimen-
sions of a subject. The dimensions are found by the pilot test.
Respondents rate different dimensions of a subject in terms of
polar adjectives on a marked continuum containing seven divi-
sions. In this research Question 4 has been prepared by this
method, Thus it is possible to rate vegetables and frmits

versus canned fruits and vegetables.

lp. Green and R. Frank, A Manager's Guide to Marketing
Research (New York: dJohn Wiley and Sons, Inc., 1967), p. 47.

2R. Ferber, D. Blankertz, 8. Hollander, Marketing

Research, (New York: The Ronald Press Co., 1964), pp. 96-98,
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The first step, ~ In the first stage ten families have

SAMPLING -

) i
been visited fora pilot study. These families have been selected
according to the distribution of family incomes and family sizes

in Istanbul.

The average family size in Istanbul is around four persons

1 and the average income iszsaround 1000-2000 TL.

of test samples is given in Table X,

DISTRIBUTION OF TEST SAMPLES

Income/Month

600-1000

1001-1500
1501~2000

2001.-3000

3001~4000

4001 and more

Family size

2

3
4
b
5

and more

TABLE B

Number of families

The distribution

1

HF H N N W

10
Number of households

1

N DN

lWeb Ofset Yeyinlara Demografik Profil Aragtirmasi, a

research covering 1000 families in Istanbul,
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Ihe second step. - The research was conducted in Is-

tanbul alone, This is due to time and finencial resources
limitations. Istanbul population has different classes or

strata and representativeness can be secured by dividing the

population into more homogenous segments.

Fortunately, administrative division of Istanbul re-
presents such homogeneous segments. For example, Sisli's
population is different from Fatih's and from Zeytinburnu's.

They are not mixed.

Items have been selected randomly from each stratum
and then have been combined to form one total sample, This
is called "Proportionately Stratified Sampling". A propor-
tionately stratified sample has been used, which means that
each sample stratum has the same proportion of that stratum

in the vpopulation.

To determine the distribution of the sample size, 1t
is necassary to know the distribution of Istanbul population
by family size and income. Such a study has been made by
the author of this thesis while conducting some other market-

ing researches and will be used here, also.
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The distribution of Istanbul population by family size
and income is given in Appendix III,

Usually the purchasing agent for grocery items is the
woman herself., Therefore it has been decided to interview wo-
men only. In some houses there may be one woman residing, in
some other house there may be two, three or more women regid-
ing. This has been taken care of by taking women population
to distribute the sample whose size is determined by the
judgement sampling method, since & more scientific sample
size determination would at least require about 600 inter-

views and this is not possible because of financial and time

limitations.

TABLE 2
DISTRIBUTION OF WOMEN POPULATION OF ISTANBULl

v

Xaza o . Population
Bakirkdy 67136
Beykoz 25798
Beyoglu : 85304
Eminﬁnﬁ. 45690
Eytip 64245
Fatih 145466

1"Genel Wifus Sayimi, 1964" prepared by the State
Statigtical Institute.

mak s el tniuraeteel elITIou ANE S




THESIS

ROBERT COLLEGE GRADUATE SCHOOL
BBBEK, ISTANBUL PAGE26

Kaza Population
Gazi Osman Paga . 35498
Kadikoy 74162
Sariyer 20875
gisli 117198
Uskiidar 55%92
Zeytinburnu | 39077

- The women population has been taken into consideration
because womsn is the person among the household who usually

decides what to buy and cook.

Each Xaze represents & stratum. Kazas has been accepted
within municipsl administrative boundaries, Two of the Istan-
bul Kazes have been omitted. They are Yalova and $Sile. Altough
administratively they are bound to Istanbul, from marketing
point of view Yalova is within Bursa's trade area and Yalova
is even closer to Bursa than to Istanbul. $ile, on the other

hand trades within the Kaza and neighbour regions.

The panel has been prepared from the files of Buro
P.A.R.S.l which contain about 2000 families claséified accord-
ing to family size and income. The most representativey fam-

ilies are gelected and visited for interviews, These families

lA private research company owned by the author.
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are the most representative famiiie of each Kaza and therefore

families which represent extreme values in Table 3 are missed.
Table & shows the sample size distributed among the
strata proportionate to the women population.
TABLE &

SAMPLE SIZE DISTRIBUTION

- Kaza | Number of interviews
Bakirkdy 5
Beykoz 2
BeyoZlu 6
Eminsnit 3
Eylip 5
Fatih | 10
Gazi Osman Paga 2
Kadikdy 5
Sariyer 1
Sigli VUskﬁdar 8
Uakitdar 4
Zeytinburnu 3
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IIT. FINDINGS

CONSUMPTION

The result of the survey revealed that consumption

of camned products is not as small as it was thought.

to the contrary, in Istanbul, almost all of the houses in-

terviewed were consuming one kind of canned product.

The per cent distribution of the production of canned

products in Turkey is shown in Table &.
TABLE &

PER CENT DISTRIBUTION OF CANNED
PRODUCTS PRODUCTIONY

(1966)
Einds Per cent
Vegetable 36.3
Fish 2343
Ready meal 14.5
Tomato paste . 9.1
Fruit 7.1
Jam 3.7

Quite

lyi11i Prodiktivite Merkezi, Tirkiye'de Konserve ve

SoZuk Have Deposu Isletmeeilifinin Meveut Durumu ve Ekono-

mik Onemi (4nkara: Devlet Basimevi, 1967), p. 54
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Kinds ’ Per cent
Marmelade 3T
Pickled vegetables 1.6
Tomato juice .7

100.0

As shown in Tadle 5, the most highly produced canned
products are vegetables and fish. My survey also contains
gome of the "ready meal" which are vegetables. It is not
wrong to conelude that Table 5 also reflects the consumption
of canned products. Because almost all of the canned pro-
duction is at the disposal of domestic consumption., Only
a very small amount is exported. In 1967,230,000 kg, canned
vegeitables and 500,000 kg, canned fish was exported. And
no other export was made, But:in.1967, overall canned pro-

duction was 12,500,000 kg.*

Thus, it will not be wrong to conclude that canned

production is almost for the domestic consumption,

The canned products industry in Turkey utilizes only
20 % of its capacity.2 That mey be an indicator of small
potential demand.

1IGEME, Kongserve Ihracatimiz (Ankara: Devliet Basim-
evi, 1968), p.1ll.
2

Konserve Sanayii (zel Ihtisas Komisyonu, Sebze ve
~Meyve Konserveleri Raporu, A Report Prepared by the Devlet
Planlama Tegkilati, 1966, p. 86 (mimeographed).
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Thesreasons for that have been stated by the State
Planning Organization as follows:1

1. Wrong selection of plant location.
2. Low quality of raw material,

3. Not enogh working capital.

4, Tack of menegerial ability.

5. High cost of production.

TABLE 6

CANNED PRODUCTS CONSUMPTION

Consumption Per cent
Many times 10
Sometimes 50
Very few 37
Never 3

100

As it was stated in the beginning of this chapter,
this result reveals that slmost all of the houses inter-
viewed consume canned products. 60 % of the households
use canned products very often., Comparing this result

with Turkey's canned products consumption figures shows

lrpia, p. 87.
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interesting results and leads to fruitful conclusions,

In 1966, canned products consumption per capita is 746.5

1
gr. The figures for different countries are shown in the fol-
lowing table

TABLE 7

PER CAPITA CONSUMPTION OF
CANNED PRODUCTSS -

Country Kg-Per capita
U.S.A. 26,2
England 21.1
Belgium 12,6
France 9.0
West Germany 7.5
Holland . 6.6
Switzerland 4.8
Danemark 4,2
Turkey 0.7
| 100.0

Comparing Table 6 and Table 7 seems contradicting at

1Milli Prodiiktivite Merkezi, Tirkiye'de Xonserve ve So-

¥uk Have Deposu Isletmecilifinin Meveut Durumu ve Ekonomik One-—
mi (Ankarae: Devlet Basimevi, 1967), p. 82

°Tbid. p. 83
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at the first glance., Inteview results show that 60 % of house-
holds consume canned products "many times” and "sometimes".

But official data reveals that consumption of canned products
are low. At this moment the survey was stopped and 20 of the
interviewed households were selected at random. A revisit

has been made to find out their frequeney of purchase, since

"many times" and "sometimes" are relative terms, they should

be somewhat gqualified.
TARLE 8

(i FREQUENCY OF PURCHASE

Frequency Number of households
Once a week 2
Once in two weeks 5
Once in a month _13
20

fable 8 shows what "meny times" and "gsometimes'" mean
for the housewives. The frequency of purchase of canned pro-
ducts are low, but incféasing rather rapidly.  For example
the housewives who are buying once a month, were buying only
once in two months in the past. 3ince the housewlfe increases
her frequency of purchase as the time passes, she considers
herself to be consuming "very much" and "sometimes". Thus,

she is talking relative to her past consumption.
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The following table confirms our conclusion about this
affair.

TABLE 9

PRODUCTION OF CANNED FRUITS AND

VEGETABLES™
Years Canned vegetables | Canned fruits
(Number of tins) (Number of tins)
1960 4,000,000% 800,000
1961 5,000,000 1,000, 000
1962 | 5,800,000 1,200,000
1963% 6,500,000 1,300,000
1964 7,200,000 1,500,000
1965 8,000,000 1,600,000

aFigures are approximated,

Namely, from 1960 to 1965 production of canned fruits
and vegetables increased 100 %. And‘parallel to the increase
of production was the increase in consumpition., This was caused
by 2 higher fregquency of purchase of the housewives, And the

contradicting aspect of the fact of consumption per capita

lKonserve Sanayii Ozel Ihtisas Komisyonu, Sebze ve

Meyve Konserveleri Raporu, A Report Prepared by the Devlet
Planlame Tegkilati, 1966, pp. 261-62.
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figures and of the answers of housewives as to their consump-
tion of canned products reveal that the housewives consider

themselves relatively heavy consumers than they were in the
past.

Consumptlon of canned vegetables.-~ The interview

results showed that 73 % of the canned producte consumer use
canned vegetables. 73 % reflects the real situation, since
Pable 5 shows that canned vegetables are the most largely

produced canned products.

Consumption of different kinds of canned vegetables
gre shown in the following table.

TABLE 10

CONSUMPTION OF CANNED VEGETABLES

Vegetables Per cent
Gumbo 14
Peas 2l
Artichoke ' 9
String beans _ 15
" piipLii" 20
Others | 21

100
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Dividing the interviews into two parts, we may call
those families with & monthly income of 1500 TL or less low-
income families, and those which have a monthly income above

1500 TL high-income families.,

Low-income families mostly buy "tirlii". They consists
of mixed vegetables. ILow-income families usually do not try
any other sorts of canned products. In the analysis of the
high~income families, on the contrary expensive items such

as artichokes and mushrooms are conswaed,

Consumption of canned fruits.- Only 23 4 of the inter=-

viewed households reported that they use canned fruits, A~
mong the people canned fruits are called "komposto", since
almost all of the houses interviewed who use cenned fruits

said that they use it to prepare "komposto".
Consumption of different kinds of canned frulis are
shown in Table 11.
- TABLE 11

CONSUMPTION OF CANNED FRUITS

Fruits Per cent .
Apricot 23
Peach 35
‘Morello cherry 10

Quince 8
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Pruits ' Per cent
Pear 8
Others 16
100

CONSUMERS ATTITUDE

In this sec%ion the points which have been derived at
the'first stage are analyzed. The first stage was designed
to obtain information about the attitudes of consumers which

will be helpful to prepare the questionnaire.
These points or opinions are the followings:

1. Canned products are used "to prepare food easily
and to reduce time spent for preparing food".

2, Canned products are used since "it is not possi-
ble to find fresh fruits and vegetables everytime of the year”.

3, (anned products are "not produced in sanitary
conditions".

4, To clean and to prepare some types of fresh veg-
etables (artichoke, mushroom) is really difficult. Therefore,
these types of vegetables are mostly consumed in can form.

5. A good and proper housewife should not use canned

products.

'These five basic points were the results of the first

‘atage. The questionnalre was prepared under the light of
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points. Now in this section results of the survey on these

points will be analyzed,

TABLE 12

“CANNED PRODUCTS ARE USED TO PREPARE
FOOD EASILY AND TO REDUCE TIME
SPENT TO PREPARE FOOD"

Opinion Per cent
Strongly agree 68
Agree 29
Undecidedr 3
Disagree -
Strongly disagree -
100

Nobody disagrees with the statement. Only 3 % of the
answers is undecided whereas 97 % is agree., Thererore, it
will not be wrong to conclude that one of the main reasons
for canned products consumption is "to prepare food easily

and to reduce time spent on preparing food".
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TABLE 13
"I? IS NOT POSSIBLE TO PIND FRESH FRUITS
AND VEGETABLES EVERYTIME"

Opinion Per cent
Strongly agree 73
Agree F 21
Undecided 4
Disagree 2
Strongtlydisagree L

100

A quite high percentage of people strongly agree with
the statement, but they are not absolutely correct. A small
survey among the groceries revealed that almost all kind of
fruits and vegetables are sold throughout the year. Only a
very small percentage of fruits and vegetables are not at the
disposal of consumers for a wvery short time interval. But
they are very expensive during the off-geason. Actually what
the respondent means is that she could not find the desired
fruits and vegetables at the convenient and suitable price.
Since she could not afford to pay the price, the fruits and
vegetables she looks for is not at her disposal., Namely,

4 % "undecided" and 2 % "disagree" responses came from high-
income group. And this confirms that fruits am vegetables
are at the market any time of the year, but at very high
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prices. For example, in April, the early egg plants were sold
100 TL per kilogram.1

TABLE 14
"CANNED PRODUCTS ARE NOT GERM-FREE"

Opinion | Per cent
Strongly agree 11
Agree 24
Undecided 35
Disagree : 19
Strongly disagree 11
100

Various opinions appear for that statement. If re-
membered that the turkish housewife is very sensitive to ela-
borate and clean cooking, Table 14 acquires a specific meaning.

Respondents did not believe that the canned p are not

roducts
gern free, Only 35 % agree with the statement whereas 30 %

disagree and %5 % are undecided.

Analysis of the Table 14 reveals that there is not

a strong unfavourable opinion for the canned products.

loumhuriyet Gazetesi, April 22, 1969, p. l.
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Almost all of the opinions derived at

gtrongly agreed., But this statement was not.

TABLE 15

"THOSE CANNED PRODUCTS WHICH ARE DIFFICULT
T0 PREPARE AND COOK IN FRESH FORM

ARE CONSUMED MORE THAN
ANY OTHER SORT"

Opinion
Strongly agree
Agree
Undecided
~ Disagree

Strongly disagree

This is especially true for artichoke and mushroom.
The méin regson of artichoke- and mushroom-cans econsumption

is the difficulty to cook fresh artichoke and mushroom.

More than half of the respondents agree with the state-

ment. In a sense that shows that one

ean consumption is its simplicity, since it is a ready meal.

Thus, people prefer it to reduce or eliminate work and to

obtain greater lelsure time.

the first stage were

Per cent
20
36
28
13
.2
.00

of the main reasons of
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The critical question of the interview wes to ask a
housewlife "whether a good housewife may use canned products
or not". 63 % of the respondents answered that g good house-
wife will use it and conecluded being a good housewife has no
relation with using canned products., 37 % give a negative a-
nswer,. Then the respondents were agked whether they will
buy a canned product if "they have no time to prepare a Pro-
per meal". (See Question 10 on the questionnaire). 29 %
of those who sald that a gqod housewife should not use canned

products, said that they will not buy a canned product.

But 71 ¢ of those who said that a good housewife
should not use canned products, changed their minds under
this new:situation and acknowledged that in such a case they
will buy and eat a canned product.

79 % of the respondents are brand conscious whereas
21 % are not. This is another point of interest since canned
products are not advertised heavily. People know the brands
from their groceries, and sales representatives of canned pro-
ducts companies force retailers to impose thelr brands to
the consumérs, Sales representatives do that by offering

higher profit margins for the retailers.1

1Interview with Asim Sengér, Marketing Manager of

Tamek Kohservecilik, Mareh 27, 1969
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COMPARISON OF CANNED PRODUCTS WITH FRESH
FRUITS AND VEGETABLES

Fruits and vegetables are the most outstanding kitchen
goods of the Turkish housewife, Turkish housewife is very
peevish as far as cooking is concerned. To prepare delicious
food is the most prominent factor that a housewife aims at
and endaveours for., Therefore, the Turkish housewife is not

afraid of spending most of her time in the kitchen to pre-

pare "delicious" food,

At this point it will be interesting to know the o-
pinion of the Turkish woman, when she compares fruits and

vegetables with ready meals, i.e., canned producis.

Canned products. - The finding that the Turkish women

have very favourable attitudes toward canned products is
somewhat astonishing., This favourable attitude compared with
her frequency of purchase may seem at the first glance con-
tradictory. But I would like to point out that having fé-
vourable opinion and using a product are two different things.
A person-may have a favourable opinion, but may not use that
specific product at the moment, This may result because of
some psychological effects., People may have some favourable
opinion toward a product, but the alternatives or substitutes

of this product may be also attractive for that person.
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The occurence of such a conflict is related to what
Leon Festinger calls "cognitive dissonance".1 Festinger states
that "The magnitude of post-decision dissonance is an increas-

ing function of the general importance of the decision and

3

and of the relative attractiveness of the unchosen alternatives
The tension introduced by dissonance leads the consumer to

seek its reduction. Consumer mey try to give up buying camned
products, since fresh fruifs and vegetables may be relatively
more attractive. Therefore canned products!' firms should try
to persuade consumers so that they may perceive it relatively

more atitractive than freh fruits and vegetables,

PABLE 16
RATING SCALE OF CANNED PRODUGTS

3022zl 0 sl #2 i3

Not delicious - 5% 4% 3% 33% 30% 25% Delicious
Difficult to _
hadle {(use) ~ ~ 3 K 27 65 Easy to handle (use)

Difficult to 3 3 5 8 19 62 Easy to carry

carry
Perishable 3 3 1% 22 30 24 5 Not perishable
Expensive 27 22 22 8 11 10 =  Cheap

1

Philip Kotler, Marketing Management: Analysis, Plan-—
ning, and Control (Englewood Cliffs, New Jersey: Prentice-
Hall, InCO 13 1967) [ ] p. 74’.

2 rpid.
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Taske is on of the most important decision criterion
of the housewife. As shown in Table 16 , only 9 % of the
respondents showed unfavourable attitudes and 3 4 were un-
decided about the tastes of the canned produets, But 88 %

have favourable attitudes.

"Difficult to handle" or "difficult to use" does not
clearly reflect the Turkish meanining of "kullanmasi kolay"
as it stands on the questionnaire. This term simply implies
the state of preparing a meal, whether it is easy to prepare
or not., Housewives usually find canned products easy to

hatfile and easy to prepare a meal.

The canned products are also found to be easy to
carry from the grocery store to the home. In some inter-
views, the respondents said that carrying does not create

problem at all, since the grocer himself delivers the orders.

But things are not so bright when the perishability
of the ocanned products is analyzed. 19 % of the respondents
heve unfavourable attutides and 22 % could give neither fa-
vourable nor unfavourable opinions, Only 59‘% have favour-~
able opinions. "+3" has a percertage of 5 only, whereas it
was 25 % in the case of taste, 65 % for to handle the canned
products and 62 % for carrying them, Indeed some respondents
mentioned that if they don't use the canned products immedi-

ately after opening it, they become stale soon, even if they
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are kept inythe refrigerators,

Things become worse when prices are concerned. Respondt
ents clearly stated that the canned products' prices are too

high and this seems to be one of the main reasons for the low

consumption of canned products.

A short survey of the distribution channels of canned
products will reveal that each chammel member has = high

profit margin as far as canned products are concerned.

TABLE 17
PRICES OF SOME CANNED PRODUCTS
(per box) Retail
Kinds Manufacturer's price Wholesalers' price price
Peach . 320.5 krg, 420,0 krs. 725.0
String beans 21%.8 3%0,0 425.0

Table 17 shows that wholesslers! and retailers' profit
margins are enormous and result at high prices for consumers.

On the other han& the manufacturers' profit from each box is
about 5 kurug.2

L1114 Prodifctivite Merkezi, Turkiye'de Konserve ve So-
guk Hava Deposu IgletmeciliZinin Meveut Durumu ve Ekonomik O~
nemi (Ankara: Devliet Basimevi, 1967), p. 87.

2Fonserve Sanayii Ozel Ihtisas Komisyonu, Sebze ve
Meyve Konserveleri Raporu, A Report Prepared by the Devlet
Planlama Tegkilati, 1966, p. 137.
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Manufacturers who are complaining of low sales, should
first try to reduce the profit margin they allow to each member
of the distribution chennel, Thus they may accomplish lower

prices and may achieve more consumer acceptance,

In Turkey, prices of canned fruits and vegetables are
almost three times higher than the corresponding fruits and

vegetables in fresh form. It is just the reverse in the de-

veloped countries.l

Since prices of canned products are too high, it will
be interesting to analyze the consumption of canned products
versus income. It is dangerous to make some generalizations
by analyzing and making cross tabulations of consumption and
income becsuse of the reasons explained an thg 1"Limitations®
section. But again dividing the interviews into low-income

and high-income groups, we may make following observations.

Low income group buys and consumes a little bit less
than the high income group. This is maybe an indicator of
the effeect of high prices. I said "maybe", because the researchj
is a panel survey and contains only the most representative
families of each "Kaza". And there do not comstitute a suf-

ficient number of interviews of each income bracket to derive

lipid., p. 138
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some conclusions from.

Fresh vggetables. - Rating scale of fresh vegetables

show different results than the rating scale of canned pro-

ducts.

TABLE 18

RATING SCALE OF FRESH VEGETABLES

=3 =2 =1 0 21 12 43 :
Not delicious -% -% % -% 5% 27% 68% Delicious

fi
pif h§ﬁ§§9t° 5 11 13 22 19 22 13 Easy to handlp

Difficult to 13 14 16 11 11 16 19 Easy to carry

carry

Perishable 13 15 18 21 21 10 2 Not perish-
. able

Expensive 24 16 16 18 13 13 - Cheap

Exceépt the "delicious” dimension, all other opinions
show & smoother and wider range of distribution. This is
due to the fact that the respondents think that some veg-
etables are easy to handle and some are not, Similarly,
gome are difficult to carry and some are not. They are
not standapdized like the canned products. Turkish veg-

. etables are usually found delicious.

The cage is interesting when we consider whether

. vegetables are diffiocult or easy to carry. Those who
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carry vegetables from the merket place to home themselves,
usually consider vegetables difficult to carry. But those
who send porters and servants to the market, do not mention
any problem, Therefore, the mid-values on the rating scale

have lower valuesthan the extreme ones,

46% of the respondents find vegetables perishable.

It is unfortunate that this survey has been made in
Merch 1969. Because of flood and very strong winter, this
year's vegetable:and fruit production is low, cousing the
prices to be very high compared with other years' prices.
Therefore vegetable and fruit prices are claimed to be very
high at the survey. But it i1s a stationary case and there~
fore t0o meke a generalization will not be rigﬁt.

Fresh fruits. - Rating scale of fresh fruits look

gimiliar to the rating scale of fresh vegetables.

TABLE 19
RATING SCALE OF FRESH FRUITS

=3 2 =1L 0 1 2 43

N°2ig3;i“*ﬁ*5 % =% 5% 5% 16% T4% Delicious

Difficult  _
to handle

Difficult
to carry

- - - 9 29 62 Easy to handle

16 13 6 5 13 21 26 Easy to carry
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3 =2 210 o o2

Perighable 5 6 13 22 22 16 16 Not perishable

Expensive 28 22 17 12 12 9 - Cheap

90% of the respondents have very favorable attitude
as far as the taste of fruits are concerned. Of course,
"handling" of fruits create no problem. The only handling
problem is peeling the fruits(!) Again, like vegetables,
the lower values are located at the mid-points for carrying
problem, This is bect#tuse of the same reason as it was for
vegetables, Those who make their shopping themselves con-
gider it difficult, but those who do not do their shopping
do not mention any difficulty.

As far as the perishability is considerred, people
are almost indifferant but inclined a little bit towords
the side of '"not perishabie". 24% of the answers indicate

negative opinions, whereas 549 have positive attitudes.

67% of the people find the fruits expensive. 28%
of the respondents, which'is the highest percentage among
the distribution find fruits "very expensive" (-3).

Comparisom¢~ Having analyzed canned products,
fresh fruits and fresh vegetables seperately, it will be
interesting to make comparisons among them. Comparisons

‘will be made on the following bases:
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1. Taste

2. Handling

3+ Carrying

4, Perishability
5. Price

PSR SU 5 pProdue ¥s

Fra. s
i L Vefe/a‘/er

FIGURE 3

TASTE

Nu+

e De licious
Delici ous Sl s sl —

-3 =2

- o <+ +2 43
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Fruits and vegetables are superior than canned prosu:
ducts. There is no negative attitude: for vegetables whereas
for canned products it reaches up to "-2". The peak for canne&
products is at the "-1" point, where fresh fruits and fresh

vegetables are found less deliecious.
FIGURE 4

HANDLING

—_— VEGETABLES

CANNED PRODUCTS

T A
a9
N
/”
O"?F‘CU\-? EASY To
HnLonLE i | _l ._.,_.J_...L-..-m--r----- l e 'l" S g s

o =20 - o 4 42 43
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When the positive extreme is analyzed, we see that
fresh fruits and canned products have almost the same rating

(Nemely 65% for canned products and 62% fresh fruits).

The reason is very obvious. Paring and washing the
fresh vegetables are very laborous tasks for the housewives.
Therefore fresh vegetables have very low positive attitudes
as well as negative attitudgé_, whereas canned produets rating

scale is highly positively skewed.

FIGURE 5
CARRYING
F Uy }(J
chfe Fables
Canned preduets

Easy o

Slcult
Djfpeutt =7

fo corsy _'3 _> o " +1 +2 +3
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FIGURE 6

PERISHABILITY

Ffu ’.73
l/e(fcr‘ﬂé/f;

———— Caflﬂd p/ﬂdu‘é

Canned products are very superior to fresh vegetables
and fresh fruits as shown in the figure. On the other hand

fresh vegetables show a very smooth distribution.

Mot pen th.
l able

DLeershablel A L. : 3
SR e -\ o -

+2 43
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The canned products have greater values at the "not-
perishable" side of the scale and lower values at the "perish™
able " side. Therefore, canned products are superior to fresh
fruits and fresh vegetables. Interesting to note is that fresh
fruits and vegetables have their peaks around mid-point which
shows people are indifferent as far as perishability of fresh

fruits and vegetables are concerned.

FIGURE 7
PRICE
Frus .?ZJ
\/eéae/eé/e_s
Canned /J/oducifr
Expersive 1 1 (LR ek, 10 BIETEN cheap

-3 -2 ol 0 +) +2 43
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Not delaous T i f | ' '

The situation is not in the favour of canned products
when prices are analyzed., Canned products' prices are found
to be higher than fresh fruits and fresh vegetables., Namely,
canned products have higher values on the "expensive" side
of the scale and lower values on the "cheap" side. That

shows, when compared, canned products are more expensive than

the vegetables and fruits,

To conclude this section, it will be useful to in-
troduce another figure comparing all the dimensions discussed
earlier,at the same time for canned products, fresh fruits,

and fresh vegetables.
FIGURE 8

COMPARISON

Veperables

Canned prodvck

F/ualfj

3 -2 =i o+ +2 +3,

elcious

aﬁz«/f #o handle Eosy to ha~dle

.D?f?ﬂ‘cu/f P cascy

Pec:shable

/ / Ea;y fo Doty
. / // Not pecishable
Expensive : / cheap




THESIS

ROBBRT COLLEGE GRADUATE SCHOOL '
BEBEK, 1STANBUL PAGE 6

Generally people perceive canned product entirely dif-
ferent from fresh fruits and vegetables., Somewhat fresh fruits
and vegetables show parallel similarities when Pigure 8 is
analyzed. Both of them follow almost a parallel route in the
figure. But canned products have a distincetive character.

There is 2 very favourable opinion for caenned products
as far as "handling™ and "carrying" dimensions are cor;sidered.
Canned products are not found delicious compared with fresh
fruits and vegetables, DPrices of canned products are claimed

by fhe consumers higher than fresh vegetables,
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PURCHASING AGENT AND BUYING DECISION

Purchaging agent. - Purchasing agent of the family for

grocery items is shown in the following table.

TABLE 20
PURCHASING AGENT

Agent : Per cent
Housewoman h ' 64
Grocer:; : 13
Husband 13
Maid and/or porter 4
Children 6
Others -
100

_ The main purchasing agent is the housewife herself, She
goes out shopping and wanders around to buy necessary fruits
and vegetables., Interesting to note is that the grocery him-
self also pleys an importent role., He comes to the door and
take the orders from the hdusewife and even in some cases he

imposes her some other things to buy.

Buying decision. -~ Housewives ususlly do planned shop-

ping. Housewives plan beforehand what to buy and then go shop-
ping.
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Table 21 summarizes buying decisions,
TABLE 21

SHOPPING BEHAVIOUR

Shoppring behaviour Per cent
Planned before 58
" Usually planned before o8

but sometimes unplanned

Usually unplaned but 9
but sometimes planned

Unplanned : 5
100
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Iv. CONCLUSION

It will not be wrong to come to the conclusion that
there is a potential market for the canned products. People

usually have favourable attitudes toward the canned products.

The main problem of the canned products are their
prices. There 1s no price stability for the fresh fruits
and fresh vegetables in Turkey, It fluctuates from year to
year . The raisers of fruits and vegetables could not meke
money from raising fruits and vegetables., Therefore they
are not stimulated, The crops are usually gathered by so
called speculative "Kabzimal" who are mainly responsible for

high prices.l

There is no marketing know-how, ILack of communica-
tion and cooperation between raisers of fresh fruits and
fresh vegetables and producers of canned fruits and veg-
etables causesg and results in very poor planning, sincé
the producers could not know beforehand the coming year's

crop.2

- Lack of scietific research is another drawback,

g onserve Sanayii Ozel Ihtisas Komisyonu, Sebze ve

Meyve Konserveleri Raporu, A Report Prepared by the Devlet
Planlama Teskilati, 1966, p. 235,

J
2Ibid.
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Canned products industry needs standard production
of vegetables and fruits. But unfortunately there is no

standard raising of fruits and vegetables.

Analysis of the figures in the Pindings section re-
veals that except the taste people find canned products
gsuperior to fruits and vegetablea and people have favour-
able attitudes toward the canned products. To produce them
more delicious at lower prices will create for caneed pro-
ducts greater market opportunities., But producing them

more delicious at lower prices is a production problem.

It seems the canned products industry is operating
at sellers' market., The industry is applying pushing po-
licy. The firms sell to possible channel members with the
aid of normel promotional effort- personal salesmen and 1little}
advertising. To maintain this policy, they offer retailsérs
higher profit margin. so that the retailers may impose their

brands to customers.

One of the firms in the industry, which will first
apply pulling policy, will exploit the market.' This spe-
cific firm should entall highly aggresive promotion to final
consumers or users, temporarily bypassing the middlemen.
During their aggresive promotion policy, the firm should

emphasize the superior characteristics of the canned productsg
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such as "easy to carry", "easy to handle", and "not perish-
able", If this aggressive promotion policy is succesfil,
the middlemen sre forced to carry the product in order to
gsatisfy their customers. Thus, by this policy an intensive
digtribution of the canned products can be secured, which.
will open the possibility of market potential in Anatolia.
Usually, canned products are consumed in big cities., But
there is 2 big market potential in Anatolia and thie poten-

tial demand can be satisfied by the above-mentioned policies.
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APPENDIX I

The interviewers were selected among the Bliro P.A.R.S.

trained professional interviewers. They are:

Kayhan Akduman
- Nadide Durul
Cinar Kilig

Nesrin {rgiin




APPENDIX II

L. Xonserve kullanivormusunuz?

D Cok kullaniyorum

D Bazan kullaniyorum

D Gok az mullaniyorum

O Hi¢ kullanmiyorum

B3

2, Efer kullaniyorsaniz, agafidakilerden hangilerini kullaniyor-

sunuz?

SEBZE

DIGER'T YAZINIZ

D Bamya

O Barbunya

D Bezelye

() Biver (Dolmalik)
D Domates (Dolmalik)

D Enginar

D.Ig bakla
() xabax (Dolmalik)

D Mantar
D Patlican (Dolmalrk)
D Taze bhakla

D Tiirll

D Yalanecl dolma

D Difer

...l.l!..ll.l.ll'l."..

MEYVE

D Armut
O Ayva
() pitek
O Flma

D Kizileik

O Kiraz
D Seftali
D Vigne
D Diger

'EE RN E R TR R S RN B B R L

DIAER'T YAZINIZ venoesnosence

o €



3. 8lzce, agaiidakl gahislardan hangisi konserveyi daha fazla

yer, hangisi daha az yer? (Litfen saralandirin)

[_—_] Umum miidir

s.__‘ } Memur
D Odacy

Bugilin havay: nasgil buluyorsunuz?

-2 -1

-3 0 1 2 3
Kotil D D D - D D O DGI’izel

4. Litfen gimdi okuyacaZim hususlar hakkinda fikirlerenizi sOy-

lermisiniz?

KONSERVE ICIN

-3 -2 -1 v 1 2 3
Lezzetsiz D D D D D D D TLezzetll
Xullanmasi [:J [:] .[:] [:] [:] [:} - Xullanmasi
zZor . kolay
Tagimasl D D D D D D D Tagsimasl
zZor kolay
cabuk bo- O O O 0O 4 o O Catbuk bo-
zuluyor D G zulmuayor
Pahall U O & U U Ucuz
SERZE IGIN
=3 -2 ~1 O 1 -2 3
Tezzetsiz C] D D D D D O Lezzetli
Kullanr;iil D D D D D D D Ku}?;]ﬁgas:i.
Taglmaiér | D ] | J B U OJ O Ta?cériqi;l
Cabuk bo- 8 O (] B O O O Cabuk Do~
zuluyor S D | zulmuyoer
. Pahali CJ D D D O D Tlcuz



MEYVE 10N

|
N

-2

1
pud

Lezvetsiz

Kullanmasi
ZOr

Tagimasi
Z0r

Gabuk bo-
zuluyor

Pahsla

00 0oy

L
0
U
O
)

OO0 0 ouag

00000 -

O 0o gou-

2 3

D D Lezzetld

Ej [j Kullarnmasi

kolay ‘
E] C] Tagimasl

kolay
[:] [:j Gabuk bo-

Zulmayor

Ej C] Uecuz

5. Konservenin "gabuk yemek hazirlamak, yemek hazirlanmasina

harcanan vakti azaltmak" ig¢in kullanildiZi sdylenir,

! fikre ne dersiniz?

() cok dopru bir fikir
[:] Dogru olabilir

E:] Karar veremiveceZim
[:} Dogru dezil

() ok yanlig bir fikir

iz bu

6. ¥onservenin "her zaman taze sebze ve meyve bulunmadafi' igin

kullanildigz s6ylenir. Siz bu fikre ne dersiniz?

f_] Sok do¥ru bir fikir

[:j Dozru olabilir
| | Karar veremiyeceZim
[:] Dofru degil

[] (lok yanlig bir fikir



7o

9.

10.

llo

Konservenin "sihhate faydali olmadifi ve temiz olnadigi" soy-

lenir, BSiz bu fikre ne dersiniz?

() cox dogru vir fikir
[:]Doﬁru olabilir
[:]Karar veremiyecefim
() posru degil

D Cok yanlig bir fikir

Bazi sebze gegitlerinden hazirlanan yemekler (mesela enginar,
mantar) ¢ok giig ve killfetli olmaktadir. Bunun iginde bu tip
sebzelerin daha ¢ok ¥onservesinin kullanildigi soylenir. Siz

bu fikre ne dersiniz?

(] qok dogru vir fikir
[:]Doﬁru clabilir
[:]Karar-veremiyecegim
[:]Doiru degil

[:]on yanizs bir fikir

Sizin goriigliniize gdre hamarat iyi bir ev kadini konserve kulla-

nir mi, kullanmazmi?

[] ¥ullanir
E:]Kullanmaz

(Kullenmaz diyenlere sorulacak)
iginiz basinizdan agkin, nefes almaya vaktiniz yok, gok acels
ev iglerinizi bitirip hemen bir yere yetigmeniz lagim., Ku

dururda hemen bir konserve alip yermisiniz?

[:} Evet yerim .

[:J Hayir yemem

1% 1 A - e A
Xongserve alirkern ilizerinde durduiunuz narkelar var mit



12, (Evet diyenlere sorulacak) &7

Hangi markalar? (Litfen yaziniz)

13. Evinizde, bllhassa sehbze ve meyve gibl seyler igin alis verisi

kim yapilyor?

[:] Kendim (ev kadini) garsiya ¢ikiyorum

[“J Bakkalin c¢iraZir kapiya gelivor

[ij Dvin beyil alig veris vapiyor

Ej Gocuklarima siparigi verivorum, onlar yapiyor
L] Diger

DiéER'iY—AZINIZ LI B B B R BE RN R B RN N B A R B RN DAY PR R S RPN N A R N B R R R R A

i4, Dikkena girdiitinizde konserve almava karar vermlsg olarak mi

giriyorsunuz, yoksa orada gozinlze iligip mi alivorsunuz?

Ej Onceden karar vermis oluyorum

{ij Cofunlukla Onceden karar veriyorum, bazanda gbslme
ilisiyor

{:j Cogunlukla gdziime ilisiyor, bazanda Snceden karar
vérip aliyorum

L:] Gozlime iligiyor

15. FBvinizin net aylik geliri nedir?
Anketdrin gorlsi
( el )
[:] 500 den asaXl
f“'——\,

L) 601-1.000

E:] 1001-1500

[:j 1501-2000

O ool

[} 2001-3000
(] 50014000

o

\
_J



nke'tijriil‘l ‘ismi:OODO..OOOODCGCUOII.O'l..l'd...'..
Orismenin yapildifi TaArihi:.ceeessesrcsnocersene

Oriigme yapilan verin LT

6., Evinizin alig verisine karar veren ve vapan ve evinizin

gelirini temin eden aile fertlerinin tahsil derecelerini

soylermisiniz?

Tahsileisz 11k Orta Ti
Oltur Yazar

]
2]
D

Yilkgsek

)

cvin beyi

Fvin Hanimi

Prkek gocuk 1

RN

Erkek gocuk?

D

{1z gocuk 1

{1z ¢ocuk Z

O 000
D000 000
O0000
0000000
NO00000

ifer

P S S NN NN RN R R R R

DIGER'T VAZINIZ eveseesconsons

17. ZIvinizde kac kisi var (xa¢ kisi kaliyor) ?

1 kisi

2 kisl

=

OOU

kigi

)

Kigi

L)

)|

kisgi

kisl

(92}

kisiden fazla
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APPENDIX III

DISTRIBUTION OF ISTANBUL POPULATION BY

FAMILY SIZE AND INCOME

Bakirkdy

Family size Per cent

1
2
3
4
5
6

and more

13
17
10
20

100
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Income

Liess than 600
601-1000
1001-1500
1501-2000
2001-3000
3001~4000
4001 and more

Family size

1
2
3
4
5
6

and more

Beykoz

Per oent

11
22
26
18
12

100

Per cent

13
22
30
18
10

100
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Income Per cent
Less than 600 12
601-1000 | 38
1001.-1500 27
1501-2000 10
2001-3000 7
30014000 3
4000 and more 3
100

Beyoglu

Pamily size Per cent
1 -
2 23
3 23
4 32
5 | 22
6 and more ' . =
100

Income Per cent
Less then 600 -
601~1000 2
1001-1500 4
1501-2000 15

2001-3000 19
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Income , ’ Per cent
3001-4000 32
4001 end more 28
100
Emintni
Family size Per cent
1l 3
2 15
3 17
4 32
5 17
é and more 16
100
Income : | Per cent
Less than 600 5
601-1000 ' 9
1001-1500 ' 33
1501-2000 25
2001-3000 19
3001-4000 7
4001 and more 2
100
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Eytp
Family size Per cent
1 2
2 14
3 14
4 | 35
5 25
6 and more 10
100
Income Per cent
Leas than 600 3
601-1000 23
1001-1500 : 40
1501-2000 14
2001-3000 12
3001-4000 | 6
4001 and more 2
100
Fatin
Famlly size Per cent
1 7
2 %6
3 26
4 24
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Familv gize

5

6 and more

Income
Less than 600
601-1000
1001-1500
1501-2000
2001-3000
3001-4000
4000 and more

Family sigze

1

ah W o~ N

and more

Gazli Osman FPasa

Per cent

100

Per cent

3
.
10
33
22
14
11
100

Per cent

3
20

54
25
12
6
100
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Income Per cent
Leas than‘GOO 18
601-1000 67
1001-1500 i
1501~2000 5
2001-3000 3
3001-4000 -
4001 and more : -
100
Kadiksy
Family size Per cent
1 2
2 14
3 32
4 25
5 20
6 and more 7
100
Income Per cent
Less than 600 5
601-1.000 18
1001-1500 35
1501~2000 21
2001-3000 13
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Income

30014000

4001 and more

Family size

1
2
3

4
5
6

Inecome

Less than 600

601~1000

1001-1500
1501-2000
2001-3000
3001-4000

4001 and more

and more

Sariyer

Per cent

5
3
100

Per cent

28
28
20
17
12
‘100

Per cent
2
12
31
22
20
7
6
100
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Familx gize

h v = N

and more

Income
Less than 600
601-1000
1001-1500
15012000
2001-3000
3001-4000
400k and more

Pamily size

1
2
>
4

Sigli -

Uskildar

Ber cent

2
20
38
27

8

100

Per cent

7
16
18
22
19
18

100

Per cent

9
16

48
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Family size : - ., Yer cent

5 16

6 and more 11

100

Income Per cent
Less than 600 9
601.-1000 22
1001-1500 35
1501-2000 ' 27
2001-3000 5
3001-4000 2

4001 and more -

120
Zeytinburnu
Pamily size Per cent
1 -
2 14
3 19
4 24
5 27
6 and more 16
100
Income Per cent

Less than 600 20
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Income ~ Per cent
601-1000 41
1001-1500 29
1501~2000 T
2001-3000 3
3001-4000 -

4001 and more _ -

100
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