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CONSUMER DEMAND FOR APPLES 
IN MICHIGAN 

H. P. GASTON 

1. PURPOSE OF STUDY 

Michigan, with its large industrial population, is a first class apple 
market, and anyone not familiar w ith the facts wo uld assume that 
before seeking distant markets, J\1ichigan growers and dealers would 
make sure that local markets were liberally supplied with home g rown 
fruit. However, in the average year, approximately 40 per cent of the 
commercial crop or about 1,300,000 bushels of apples are moved by rail 
to out of s t a t e markets. On the other hand, apple shipments from 
out of the State into the city of Detroit alone a mount to approximately 
1,200,000 bushels annually. If the other cities and to\vns of Michigan, 
which annually buy thousands of bushels of apples grown elsewhere, 
were taken into account, it is evident that rail shipments of apples 
into Michigan exceed the movement of Mich igan-grown apples to out 
of State markets. 

Because of the d ifference in transportation costs, the Michigan con
sumer who buys out of Stat e apples pays m or e for them than would 
be necessary if he bought home grown fruit. On the other hand, the 
Michigan grower who sell s in a distant market receives less for hi s 
product than is being paid by Michigan consumers clos e at hand. It 
is obvious that something is wrong. Opinions differ as to why Mich-
igan apples do not flow more naturally and easily into J\1ichigan mar
kets. It would appear, however, that the Michigan apple, as now 
g rown, packed, and marketed, does not meet the requirements of Mich
igan consumers. A thorough knowledge of consumer requirements 
and preferences is of obvious importance. 

Apple sales depend upon supplying what the consumer s demand. It 
follow s that a sound production program must be based on a knowl
edge of the demand situation. Unfortunately, demand is transmitted 
to the producer through a success ion of marketing agencies and often 
r eaches him in a form ·which he does not recognize. For example, a 
change in demand may lJe c:xp r essed by a change in the total volum e 
consumed or poss ibly by a change from one grade to another. Demand 
may also be expressed in many other forms, such as complaints about 
price, quality, or appea rance. It is practically impossible for growers, 
with ever present production problems to solve, to study and analyze 
th e complicated demand situation. 

In carrying on the study her e reported, an effor t was made to ascer
tain ·what consumers know about apples, what they want, and how, 
whe n, and where they w<tn t them. The observer tried also to End out 
how a knowledge of and a desire for apples on the part of t he consumer, 
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can be fostered and increased. Steps were taken to discover how 
efficiently present marketing machinery is functioning with respect to 
supplying consumer demand, and how it can be made to function more 
effectively. This bulletin, then, presents the results of a study, the 
object of which was to obtain results which would be of value in de
veloping a more effective production and marketing program for the 
Michigan apple. 

2. METHODS EMPLOYED 

The United States Department of Agriculture, and other agencies 
have compiled much valuable information on various phases of the 
apple industry. Some of these data throw light on the apple situation 
in Michigan and are included in this report. The demand study should 
mean much more when presented against this background of facts on 
production and distribution. 

The salesman has opportunity to see exactly what people buy and 
how they buy it. If he can induce his customer to talk, he can usually 
learn much of what is going on in the consumer's mind and can dis
cover what, how, and why he buys. Believing that no other source 
of information could compare with that obtained while actually selling 
apples, much of the writer's time was spent in acting as clerk. An 
effort was made to spend some time in all types of stores where apples 
are sold to ultimate users. Most of the time, however, was devoted to 
those establishments which sold comparatively large volumes of apples. 
In each case; the observer was presented to the trade as merely a new 
clerk who had· been added to the sales force. 

When possible, customers were usually allowed to choose from an 
assortment of grades and varieties, with very few suggestions from 
the salesman. Once the choice had been made, the observer tried, by 
tactful questioning, to discover the reason for the choice. During the 
course of the study, many thousands of individual apple sales were 
made, all classes of customers '~T ere served, and detailed records of 
many sales kept. 

The varieties, sizes, and colors of apples commonly offered for sale 
at most retail outlets are somewhat limited. If the nature of the 
preferences of the consumer are to be ascertained, he must be allowed 
to display these preferel1ces. For this reason, whenever possible special 
displays of different grades, colors, sizes, and varieties were arranged. 
This gave the customer an opportunity to choose from an assortment 
and it resulted in the accumulation of much valuable information. 
As practically none of the customers realized that their preferences 
and habits were being observed and recorded, there is every reason to 
believe that the data obtained afford a true picture of what is going 
on in the Michigan apple market. 

An effort was made to become acquainted with carlot receivers, 
jobbers, hucksters, and peddlers. When possible, actual assistance was 
rendered in the carrying out of the routine work of the establishment. 
Many of the men engaged in this type of business are at first suspicious 
and even hostile toward an investigator, but by making them feel that 
he was really one of them, the observer was often able to get facts 
and figures and expressions of opinion which it would otherwise have 
been impossible to obtain. 
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In determining the wants of such large scale consumers as hotels, 
restaurants, and pie factories, it was necessary to re ly for the most 
part on the information supp lied by the purchasing agents of t hese 
concerns. Fortunately, these men usually have very definite ideas on 
the subject, and they arc willing to make definite, concise stat ements 
of their requirements. 

In predicting trends, it is important to have a knowledge not only 
of present conditions but also of past events. There are in the St a t e 
a number of fruit exchange managers, inspectors, State employees, 
and others who have had many years experience in the apple business. 
Realizing the value of information and suggestions from such men, 
the writer made an effort to interview and obtain expressions of opin
ion from many of them. A number of the suggestions thus obtained 
were of value in determining the course of study as it progressed and 
in arriving at possible solutions for some of the market ing ills that are 
being encountered. 

Figure I.-ear -lo t unloads of apples at Detroit, by State o f origin , f our -year 
average, 1926-1929. 

Pel' Cent 
1-Jashi~to~ 43.5 
Hem York 14.0 :::::=-_ ~ich~a». 10.3 
IdoKo 72 
Illinois 4.7 
DeloULQl.'e -4-.0 _ 
OI~e on 2.8~ Vi In.;' C\ 2.4: _ 
Co 1 ol'nia 2.3 ~ 
NeUl Jersey 1.5. 
Y. VHiinia i.f . 
Penn sijl'van ia .8 • 
filal'ylancl .8 . 
ORio .61 
Indiana. .4-1 
Tennessee 3 I 
~issoul: i .3 I 
Iml'0r~s :3 I 
Wisconsi n.. .z I 
.Al.'kansas Z I 
Hem ~e.x'ico 1 I 
Coloxado .1 I 
kan.sas j I 
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Data from Table 1 of the supplement. In the D etroit market M ichigan is 
outranked by two S tates and closely followed by several others. 
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3. SOURCE AND NATURE OF MICHIGAN'S PRESENT 
APPLY SUPPLY 

Generally speaking, an individual or group is supplied with that for which 
he or they are willing to pay. It follows that, if we know what is being 
supplied to a given market, we know what that market is demanding. What 
a particular market has been and is demanding is an excellent indication 
of what it is likely to demand in the future. J<() r that reason, some data 
dealing with the nature and source of IVlichigan's apple supply are here 
presented. As the apples consumed in Detroit differ considerably in char
acter and source of supply from those consumed in other parts of the State, 
the city of Detroit and the balance of the State are considered separately. 

Source and Nature of Detroit's Apple Supply 

Figure 1 (based on Table 1 of the supplement shows graphically the 
States of origin of the car-lot unloads at Detroit on the basis of a four-year 
Car-lot unloads of cwerage . We find that in what might be called Mich-
apples at Detroit igan's own market she is outranked by two other 

fo llowed in order of 
year supplies hardly 
market. 

States, Vvashington and New York. She is closely 
importance by several other States and in the average 
more than 10 per cent of the car-lot unloads at this 

The United States Department of Agriculture! recently reported that 
only about 10 per cent of the apples unloaded in Detroit during the 1926 

Car-lot unloads of 
apples compared to 
estimated local 
receipts at Detroit 

season came in by truck. A similar survey made by 
the writer revealed the fact that the corresponding 
figure for the 1928 crop was approximately 11 per 
cent (see Table 2 of the supplement). These figures 
can be on ly approximate, but it is safe to say that in 

the average year certainly not more t han 12 per cent of the apples unloaded 
in Detroit go into that city by truck. Car-lot receipts are therefore of major 
importance; and supply studies, even though they be based entirely on 
car-lot unloads, are indicative of existing conditions. 

In some markets, a considerable proportion of the car-lot arrivals are di
yerted to other markets. If t rue for Detroit, this factor might influence 
some of the conclusions drawn. In Market Suppli es and Prices of Apples,t 

Proportion of car
lot appIe re'ceipts 
redistributed in 
surrounding trade 
territory 

the United States Department of Agriculture reports 
that 0 £ the 1926 crop only about five per cent of the 
boxed apples and two per cent of the busheled stock 
were redistributed in surrounding trade territory. 
Since dealers say that these flgures are still approxi
mately co rrect, this factor is at best of only minor 

importance. Furthermore, in recording totals, percentages, and other data 
for Detroit, car-lot unloads rather than car-lot arrivals were taken into 
account, and in this way the possihility of erro r due to this factor was 
almost entirely eliminated . 

Detroit is a boxed-apple market. The United States Department of 
Agriculture fo und! that of the total unloads in Detroit in 1926, 55 per cent 

IPark, J. W.-Market Supp lies and Prices of Appks.- U. S. D. A., Ci r c. 91, 1929. 
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were packed in boxes, six per cent in harrels, 29 per cent in bushel baskets, 

The relative impor 
tance of various 
apple containers in 
the Detroit market 

seven per cent in mi scellaneous packages (mostly 
hushel crates), and three per cent in bulk. In a check 
of the package situation made by the w riter in ] 929. 
it was fo und that the proportion o f apples packed in 
boxes had increased sli ghtly, to 56 per cent, that the 

bar rel package had heen practically eliminated, that not qu ite so many 
apples came into the city in crates and in bulk, that 23 per cent came in 
tub bushels, and an additional 12 per cent in round bottom bushel baslzets 
(figure 2 and Table 3 of the supplement). These data show three thi ngs 
of significance: first, the box is the package of major importance; second , 
the tub or straight-sided bushel is rapid ly displacing the round-bottomed 
bushel ; and third, the barrel has been practically eliminated. 

Figure 2.-ReIative import,ance o f various apple containers in the Detroit 
m ark et. 

Per cent 

~01.es 56. :::::::::~ .......... . Tub Bus£els 2 3. 
BusEel Baskeis 12 . 
.r.uscelloneous 6. " 
Bulk 2 .• 
Ba1!rels _1_0 I 

100. 

Data from Tab le 3 of t he supplement. Boxes a nd bushel baskets (especially 
tub bushels) are the important packages in the Detroit market. 

The figures for 1926 do not segregate the tub and the round-bottomed 
bushel basket but it is safe to say that most of them were of the round
bottomed type. The straight-sided bushel is becoming more popular every 
day and bids fair to eliminate the old-style bushel in the near future. The 
box package wi ll probably continue to gain in favor but the rate of change 
to the box is not li kely to be rapid. Boxes and tub bushels are undoubtedly 
the packages which are, and will probably continue to be, in demand in the 
Detroit market. 

It must be remembered that se\·eral facto rs operate to determine the 
popularity of packages. The barrel has been practically eliminated because 
its size made it inconvenient to handle and because many retailers prefer 
to buy in small er unit s. The tub bushel is hecoming popular primarily 
hecanse the package is more rigid and fr ui t packed in this container is less 
likely to be bruised than i f packed, sh ipped, and stored in the old-style 
round-bottomed bushel basket. Though the hox is a rigid package of C011-

venient size, the uniformly high quality o[ the apples ordinarily packed 
in boxes undoubtedly has more to c10 with their popularity than do the 
merits of the package itself. 

The grower or organizat ion who plans to ship to a given market must 
know not only what package to use, but also the grade of fruit which is 
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most likely to meet with the approval of consumers at that market. Approxi
mately 72 per cent of the boxed apples which arrive 
in Detroit by rail are of the Fancy grade, 16 per cent 
are Extra Fancy, 10 per cent are C grade, and two 
per cent are Combination grade. A lthough almost 90 
per cent of the boxed apples now arriving in Detroit 
are either of the Fancy or Extra Fancy grades, those 

The relative impor
tance of various 
grades in car-lot 
apple unloads at 
Detroit 

who have been for a long time in touch with the situation say that not 
many years ago most of the boxed apples consumed in Detroit were of C 
grade, and that those of the Fancy and Extra Fancy grades were in the 

Figure 3.-The relative importance of various grades in car-lot apple unloads 
a t Detroit, 1929 season.1 

.BotED APPLES (56 PER CENT OF TOTAL SUPPLY) 
'Pf!r Cent 

Fonc~ 12 :::::::~ .................... .. 
Ejt~a Fanc9 16 
C Grade 10 -
Combinoi;ion 2 I 

100 

APPLES IN BUSHELS, BARRELS, CRATES AND BULK 
(44: Pl:R. C1!NT OF TOTAL SUPPLY) 

Per Ce.nt. 
.A ~xade 2 67 
Combination 15 
B Gl'ade~ 8 _ 
Unclassified" 5_ 
Commel'clal 4: • 
Fancy _1_1 

100 

lBased on sample consisting of 63 per cent of car-lot receipts. 
2Michigan A Grade, U. S. No.1 and corresponding grades. 
3M ichigan B Gr ade, U. S. No.2 and corresponding grades. 
4Unclassifi ed and orchard run . 

minority. 
standards 
been and 
apples. 

In this change, which has been gradual, we have proof that 
are being constantly raised, and that Detroit consumers have 
are demanding and probably will continue to demand better 

The tendency towards better grades is apparent also in apples packed in 
bushel baskets. Not many years ago hundreds of cars of apples too poor 
to warrant packing at all came annually, into Detroit in bulk. Cars of 
bushel-packed apples of B grade also arrived in a never-ending procession. 
At the present time, less than 20 per cent of the car-lot bushel arrivals fail 
to meet or surpass the A grade specifications (see Figure 3). The trend 
towards better grades, regardless of package, means that most of the 
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growers who market their apples in Detroit must put up a quality pack. 
In round numbers, upwards of 50 per cent or about 650,000 bushels of the 
1,300,000 bushels annually shipped into Detroit must surpass the specifica
tions of the Michigan A grade. Thirty per cent or about 390,000 bushels 
must meet the requirements .of the Michigan A grade, and only 20 per cent 
or about 260,000 bushels can be of B. grade or below. 

The grower who thinks that he can, without altering the character of 
his fruit, keep up with the changing demand by merely packing it in the 
attractive and convenient tub bushel of 1930 rather than the ponderous and 
inconvenient barrel of 1920 is mistaken. The apple within the 1930 package 
must be as much superior to the apple of 1920 as the tub bushel is superior 
to the barrel. Very few Michigan growers still use the barrel package but 
a great many of them still pack the sort of apple which they were putting 
into the barrel 10 years ago. Growers who cannot or will not put up the 
grade as well as the package which is in demand, will be forced to seek 
other markets. 

Apple markets are particular not only about the grade of fruit and the 
package used but also about the variety. Of the several hundred varieties 
of apples grown in the United States less than a dozen are of importance 

Relative importance 
of varieties in 
car-lot supplies of 
apples at Detroit 

in the Detr.oit market. The number of carloads of 
Jonathan, Winesap, Rome Beauty, Rhode Island 
Greening. Delicious, Yellow Transparent, Graven
stein, Baldwin, Wealthy, Williams and Duchess ac
count for practically 90 per cent .of the average 

annual car-lot unloads. Reference to Table 4 of the Appendix or to 
Figure 4, which shows graphically the relative importance of these and 
several other varieties, will enable the reader to visualize the variety situa
tion. The list of important commercial varieties is constantly getting shorter , 
and middlemen say that it is increasingly diffi cult to dispose of apples of any 
but the recognized standard varieties. The time is not far distant when 
the so-called odd variety will be practically eliminated from the large city 
market. Growers who are so unfortunate as to have orchards made up 
wholly or in part of little known varieties sh.ould either have them top
worked to more desirable sorts or should seek outlets other than large city 
markets. 

About 70 per cent of the apples arriving in Detroit by truck are brought 

Source and nature 
of apple's arriving 
in Detroit by truck 

in by growers. The remaining 30 per cent are brought 
in by jobbers who make a specialty .of apples, often 
buying at the orchard and shipping by truck. As the 
general character of the fruit brought in by growers 

differs materially from that which is trucked in by other agencies, it must 
be considered separately. 

l\1any Michigan apple grower~ whose orchards are located in the Detr.oit 
area dispose of all or at least a part of their crop at the so-called farmers' 
markets located in Detroit. From 10 to 30 or more loads of apples are 
offered for sale at these markets .on almost every day of the apple season. 
Some of this fruit comes from well-cared for orchards, is carefully graded 
and packed, and compares favorably with the best. Another portion comes 
from smaller. and often indifferently cared for orchards, many varieties are 
shown. and most 0 f the fruit is of Commercial grade. Probably less than 
10 per cent could be rightly classified as Michigan A grade or better. 
Though the list of varieties is longer than it should be, and some of the 
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gro wers occasionally practice misrepresentation and sharp d~alil1g, the lack 
of standardization in grad ing is without doubt the factor whIch causes most 
of the dissatisfied customers to seek other sources of supply. 

A nother factor tending toward the disadvantage of the grower is the 
common practice of starting the season with fruit of poor grade. Most 0 f 
the 0Towers dispose of their windfalls and otherwise inferior fruit before 
offering for sale the better grades and varieties. This practice tends to 
depress prices and to give the growers' markets a bad name which is hard 
to overcome when better fruit is later offered. 

That the fruit which is trucked into Detroit by jobbers is. of a quite 
different character became apparent when a check of the situation was made 

Figure 4.-The relative importance o f varieties in car-lot supplies of apples 
at Detroit, average 1926-1928 

Per cent 
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Winesap 
Rome BeaU-\:'9 
R. I.Greenin~ 
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:£80J)\,\6 5pH:%en.b1.\~ 
Ye lIomNeud: OlUn. 
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10.5 

9.J. 
7.1 
4.3_ 
4.1_ 
4.0 _ 
2.7 • 
2.6. 
2.5 • 
1.6 • 
1.6. 
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Data from Table 4 of the Sl1ppl e lll c nt. . 
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lJl 1930. It was found that these men were demanding the belter , standard 
varieties, such as Jonathan , No rthern Spy, Baldwin , J\hoc1c I sland Green
ing, and McIntosh. Not only was 90 per cent of the fruit o f standard 
variety but more than 80 per cent of it was 1\1 ichigan 1\ grade or better. 
The remainder was practically all B grade, and , in 1110st instances this was 
purchased not because the buyers wanted it, but because the growers prac
tically forced them to take it along with the A grade fruit from the same 
orchards. The standards of these men are already high and bid fair to 
become even higher. Most of these men say that they lose money on the 
B grade and that in the future they will insist on buying only the A grade 
and, in case this cannot be done, they will seek other sources of supply. 
In fact, this tendency has for some time been apparent. One jobber who 
handles annually more than 100,000 bushels of apples says that a few years 
ago, when his customers stocked some B g rade fruit along with better 
sorts, he handled practically nothing but Mi chigan appl es, but that as hi s 
customers began to demand exclusi vcly the better grades which he found 
hard to get from Michigan growers, he gradually shifted to boxed and 
other out of 'State stock. Now, instead o f 100,000 or more bushels of 
Michigan apples, he draws most of his supplies from out of the S tate, and 
in the average year buys only 15 ,000 or 20,000 packages of 1Iichigan apples . 

About 10 to 12 per cent of tbe apples used in Detroit are brought there 
by truck. About 70 per cent of the trucked-in apples, which total in the 
neighborhood of 200,000 bushels, are brought there by producers. Most 0 [ 

this fruit is of Commercial grade and lacks standardization. Thi s lack 0 f 
standardized g rading is, undoubtedly, working to the di sadvantage of the 
growers. The 30 per cent of the truck-lot arrivals brought in by jobbers 
consists almost entirely of the better standard varieties . M ore than 80 
per cent of this fruit is of A grade, and most of the jobbers say that in the 
future they will handle the A grade almost exclusively. 

If the apple situation in Detroit were put into one sentence, it might 
read as follows: Detroit's apple supply con sists for the most part of apples 
of the better g rades of standard varieties; th ese are packed in boxes and 
tub bushels and arrive by rail from out of the State." 

Source and Nature of Apples Consumed in Michigan Cities 
and T owns Other Than Detroit 

Car-lot receivers in citi es such as Grand l"\.apids, K alamazoo , F lint, and 
Jackson handle many of the apples which are consumed locally and, in 
addition, a portion of those which go into surrounding trade territory. For 
this reason, they occupy key positions. Many of these receivers supplied 
much valuable information. The data obtained this way were supplemented 
by ngures secured from retailers in small cities and town s. The latter men 
supplied information as to the proportion of apples obtained from produce 
dealers as compared to that obtained directly from growers. They were 
also questioned, among other things, about the grades, varieties, and volume 
handled. 

Source and Nature of Apples Passing Through the Hands 
of Produce Dealers Located in Small Cities 

Apparently, car-lot receivers distribute 60 per cent of the apples which 
move into consumption in the territory under consideration. In the cities 
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of moderate size, especia~ly those located at some distance from apple-pro
dUCIng areas, the percentage is somewhat greater. In 
the smaller towns, located reasonably close to the fruit 
belt, the retai lers do considerable buying from growers. 
11.1 obtaining apple supplies, the policies of retailers 
dIffer, but produce salesmen call on most retailers 

Retailers obtain a 
large percentage of 
their supplie~ from 
produce dealers 

r~ther fr~quently, and the firms represented are usually better prepared to 
&'Ive .serv l~e than are growers. For these and other reasons, most retailers 
ilnd It d~sIra?le to obtain a con siderable portion of their apple supplies from 
dealers, 111 spIte of the fact that they often have the opportunity to buy from 
producers. 

On the crverage, about 20 per cent of the apples which pass throtwh the 
hands of the produce dealers in question are boxed apples originati~g out 
of the State. .I\10s t of these boxed apples are distributed in the larger 

town s and cities, such as Lansing, Battle Creek, and 
Most of the apples Jackson, and but few of them reach consumers in 
handled by produce 
deale rs are Michigan small towns and villages. In addition to the boxed 

apples coming from out of the State, perhaps 10 per 
cent of the total volume comes packed in bushel 

baskets, from other out ?f State sources. That portion of the supply yet 
~lI1accounted for, amount1l1g to 70 per cent of the total, originates in lV11ch
Igan orchard:". ~art o~ this amount is purchased directly from growers and 
~!lotl:er portIOn IS. obt~1l1ed from co-operative or privately owned exchanges. 
I he Important th1l1g IS that the fruit is Michio·an-oTown. 

grown 

rI~ l 0 0 le trend towards better grades is noticeable not only in brae cities but 
in small er cities and towns. Receivers deal in those things on° which they 
can make a reasonable profit. They say that on account of shrinkage, high 

The better grades 
are f avor ed 

cost of storage space, the difficulty of selling, and 
other factors, it is practically impossible for them to 
make a profit on uncler grade apples. For this reason 
most dealers push the J\ g rade. At the present time, 

about 75 per cent of the apples dist ributed by wholesale dealers are of A 
grade. Not only this but,' when a number of these men were visited in the 
late spring of 1930, several of them said that though practically all of thei r 
J\ grade .apples had been sold, they still had a considerable quantity of 
Comm.erCIal and B grade stock which was moving very slowly and a part 
of. whI~h would probably be sold at a loss. It is only natural that they look 
wIth dIsfavor on the under grade stock. Many of them even went so far 
as to say that in the. future they would buy nothing but A grade apples. 

Most growers wIll sell their better varieti es only to those dealers who 
agree to purchase their little known and inferior sorts as well as those of 
recognized quality . For this reason, most di stributors necessarily acquire 

R e cognized stand
ard varieties a re 
favore d 

small lots of the less desirable varieties. U nder these 
circumstances, dealers always discount the prices paid 
for the better sorts and try in every way possible to 
limit the number of bushels of undesirable fruit. By 
re fusing to buy at all when the proportion of poor 

varieties IS larg~,. the produce dealer keeps the proportion of undesirable 
vanet les to a mI l1l mum . As a result, 90 per cent of the apples passino' 
through the warehouse of the average distributor are standard varieties. 0 
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Nature of Apples Which Michigan Retailers Obtain from 
Growers and Truckers . 

1 t was stated that retailers in outlying districts obtain 60 per cent of their 
apple supplies from produce dealers. A dditional supplies amounting to 
40 per cent of the total are ohtained directly from growers or fruit exchanges. 

This flgurc, of course, varies in different parts of the 
State. Most retailers in towns located close to large 
commercial orchards are called upon frequently by 
growers and asked to bny. Under favorable condi
tions, a large part of the supply is obtained in this 

Retailers obtain 
many apples di
rectly from growers 
and trucke'rs 

way. Retai lers located at some distance from produc
ing areas are less frequently called upon by growers, but they usually have 
opportuniti es to buy from truckers. who cover almost the entire State. 

Probably 90 per cent of the apples obtained directly from growers are 
Commercial grade. Consumers in small towns often buy by the peck, ha1£-

bushel, and bushel, and are not so exacting about the 
The grades, varieties, grade obtained. Most of the apples purchased from 
and packages supplie,d growers are of good merchantable quality, but they 
by growers are not often so rted into different grades. Approxi-

mately 1 5 per cent of the apples distributed in small 
known varieties, as compared to less than five per cent towns are 0 f little 

retailed in cities. 
Little of the fruit sold by growers to retailers is packed in boxes, bushel 

baskets, or barrels. It usually arrives at .the store in bushel baskets or open 
crates but it could hardly be said that the fruit had been packed as these 
packages are seldom ring-packed or faced. The retailer is usually prepared 
to transfer the fruit to his own packages when it arrives at the store. 

The term trucker is very indefinite and may be used in referring to very 
different sorts of individuals. For example, it may indicate a man with 
little or no knowledge of fruit who is ordinarily otherwise employed but 

The Trucker as 
a distributor of 
Michigan apples 

who owns a truck and occasionally purchases fruit at 
the orchard and sells to retailers anywhere within a 
radius of 300 miles. The experienced fruit buyer who 
owns a fleet of large trucks, employs several drivers, 
and makes regular runs from the fruit belt to distant 

mark:ets is also referred to as a trucker. Between these two extremes are 
many more who answer to the same name. Truckers as a class are rapidly 
becoming an important factor in the distribution of Michigan apples. Many 
retailers say that they frequently buy from these men. 

The way in which most truckers operate makes it practically impossible to 
obtain an accurate check on the volume and exact nature of the produce 
handled. Retailers are the best avai lable source of information, and from 

The grades, varie
ties, and packag,es 
commonly handle,d 
by truckers 

them it was learned that most truckers are inclined to 
be "price buyers," who often deal in inferior grades 
and poor varieties. Fruit exchanges often sell "peeler" 
stock to these men, and much of this fruit eventually 
finds its way into retail stores. Varieties which can 

be marketed through other channels only with difficulty can often be dis
posed of to truckers, who in turn sell to a certain class of retailers and to 
individuals who are not very discriminating as to grades and varieties. 
Truckers usually load their apples in btishel baskets, jumble pack, and 
mayor may not t ransfer them to other containers when a sale is made. 
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4. PRESENT DISPOSITION OF THE MICHIGAN 
APPLE CROP 

O n the basis of a four-year ayerage ( 1926-1929), M ichigan ranks ninth 
as a producer o f commercial apples . F igure 5 shows graphically the relative 
importance of the 10 most important States. Michigan is not, and probably 

Michigan's place 
among apple pro
ducing states 

neve r will be, a dominant factor in the national apple 
market. She has the advantage, however, of being 
close to large centers of population and should be a 
\' ery important factor in her own and other nearby 
apple markets. The estimated average annual per 

capita consumption of appl es is sli ghtly less than one bushel. On this basis, 
if Michigan produ ces the right sort o f apples, the entire commercial crop, 
which amounts in the average year to approximately 3,000,000 bushels, 

Figure 5.-Commercial apple production as· estim.ated for the ten most im
portant States, four-season average 1926-1929. 

Bushels 
Wasfun,.g!on 25,788,000 
Hew York 12,266,250 
Yir_~inla 9,112,500 
CafIfornlo 5,490,000 
Idaho 4,500,750 
W. Vil;,g'inla 4,440,000 
OxM'on. 3,881,250 
Penn5~lvanla 3,338,250 
t\ic1.~an. 3,285,750 
Ilhnols 3,090,000 _ 

Adaptcd fr om Table 177, page 721, of the 1930 United States Department of 
Ag riculture Yearbook. 

should flow naturall y and easil y into her own and other nearby markets. If 
this actually happens, growers will participate in the advantages of compara
tively low transportation charges and less complicated marketing machinery. 
If IVIichigan apples are going elsewhere, an effort should be made to bring 
about a r eadjustment. In any case, the facts should be known. 

In spite of the fact that the importance of shipments by truck have been 
increasing very rapidly, during the last few years, slightly more than half 

Rail shipments of 
Michigan apples 

of Michi O'an's commercial apple crop is still moved to 
market by rail. Figure 6 shows graphically the pro
porti on. O nly about ] 2 per cent of the commercial 
crop moves hy rai l to points in IVIichigan. Most o f 

the shipment s by rail to points outside .o f Michigan are to towns and cities 
in Illinois, vV isconsin , O hio, and Indiana, onl y a small portion going to 
more di stant markets. 

A lmost one-hal ( () r the c(l1111l1ercial crop is moved by truck, (see Figure 
6 ). U nfortunately, there is no accurate check on the destination of truck 

r 
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Table 5 o f th c supplem cnt. 
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shipments other than those moving into Chicago. Though this carrier has 

Many Michigan 
apples are shipped 
by truc'k 

only recently become important, 16 per cent of Michi
gel11' S 1929 crop moved into that city by truck, and 
there is every reason to believe that in the future more 
a lld more of the apples going from Michigan to Chicago 
will be mm'ed there by truck. A considerable part of 

the crop which is moved by truck to markets other than Chicago is, undoubt
edly, unloaded in 1\1ichigan . It was stated above that a large percentage of 
the apples passing through the hands of retailers located in the smaller 
towns of Michigan originated in Michigan orchards. Most of these are 
moved to the retailer either directly or indirectly, through produce dealers, 
by truck. That part of the crop moved by truck and not unloaded in Michi
gan finds its way for the most part into Illinois, Ohio, and Indiana. lVIost 
truckers operate within a radius of 200 to 300 miles, and it is likely that 
shipments which go to more di stant points will continue to move by rail. 

IFigure 6.-Disposition of Michigan's c o mmerc ial a pple c rop, f our -season 
average 1926-1929 

Shipmen!$ 1!J ~ru(k S'ipments 1~ rail !o 
Dczstina!ion unk"ow points ouis! de 

32 10 of ~ich~C\~ 
40 l' 

Fi .~ l1r es a <iaplc<i ironl Marketin g Michigan App les S Ullllll ary 1929 Sea so n, 
U. S. ])cparlnlclll o( Ag ri c ultur c, Bureau of Agric ultur a l Econo mics. Scc 
Table 5 of th e supplemc nt. 
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5. PROBABLE FUTURE DISPOSITION OF THE 
MICHIGAN APPLE CROP 

If in seeking a market for her apples, l'vlichigan goes to the East, she 
must meet competition from New York, a State which produces more apples 

Nearby markets 
most promising 

and is better equipped with storage and other facilities 
to merchandise its crop. Michigan apples shipped west 
must compete with the well-organized growers of the 
northwestern States. Competition may not be quite so 

keen in the South, but the commercial crops in Virginia, Illinois, Ohio, and 
Indiana are large and are usually somewhat closer to centers of population in 
th ese States than is the 1\I ichigan crop. A ll this means that the logical 
market for 1\lichigan apples is at or near home. 

During 1918 and] 919, more than 22 per cent of the car-lot apple unloads 
in Detroit originated in :Michigan. Ten years later, in 1928 and 1929, less 
than 10 per cent of the car-lot unloads came from lVlichigan orchards. 

In nearby cities 
the trend is away 
from Michigan 
apples 

Figure 7 shows graphically the trend during the entire 
periud for both Michigan and for the boxed apple 
States of \ i\T ashington and Oregon. See also Table 6 
of the Appendix. It is evident that in her largest city 
market l\1 ichigan is being displaced by other States. 
.l\lore apples were brought to Detroit by truck during; 

the latter l)art 0 f the period in question , but it has been pointed out that 
shipments by truck amount to only 10 or 11 per cent of the total. It be
comes eyident that , eyen after 1\fichigan is credited with the number of 
apples trucked into Detroit, she is st ill los ing out. Detroit has come to de
mand a bo:xed apple which l\Ii chigan is not prepared to supply and a 
busheled apple of high quality, which l\Iichigan does not supply in adequate 

Figure 7.-Pe'r c~nt of total car-lot unloads at Detroit, originating in Michigan 
and in Washington and Oregon. 

c: 
~ 
u .. 
~ 1918 1919 1920 19021 19Z2 I9Z3 Igz'i '9Z' 1'26 1921 1928 19t9 

Based on Table 1 of th e supplem ent. See a lso Table 6 of the supplement. 
In her own market Michigan is losing out while the boxed apple States arc 
becoming a more important factor. 
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quanutles. Under these conditio ll s, it is onl y natural that. other Stat.es should 
be depended upon for the major portion of the apple supplies. Figures 
have been presented for Detroit only, but what is true of that city is, gen
erally speaking, true of other large cities in which l\1ichigan apples are 
marketed. Fruit exchange managers, who have for years marketed large 
quantItIes of lYlichigan apples, say that in recent years Michigan has gradu
ally been losing out in Detroit, Chicago, l\1 ilwaukee, and other large city 
markets. 

The majority of city receivers say that they are gradually discontinuing 
the handling of the Michigan pack and that they are replacing it with boxed 
apples and with bushels obtained elsewhere. Some of the reasons men

Produce dealers in 
large cities look 
with disfavur upon 
Michigan apples 

tioned for this cbange were as fo llows: "Michigan 
packs too many varieties," "Michigan apples have a 
had reputation," "Michigan apples are too small," 
"J\lichigan packs too many mi xed cars," " 1\1ichigan 
growers are di shon est," "Grading standards are none 
too high and Michigan growers use all of the toler

ance much of the time," "l\1ichigan apples lack color." A few direct quota
tions copied from interviews with these men may help us to understand 
exactly how they feel. "We must have uniformity in each package, and if 
you take the top off of the average M ichigan bushel, you have nothing 
left." "l\1ichigan growers start the season with poor varieties and grades, 
which gives J\lichigan apples a bad name; we want to deal in apples which 
have a good reputation, so obtain our suppli es elsewhere." "In dealing in 
Michigan apples, each new car means we lnve a brand new article with 
which to become familiar and to sell. O ur trade demands standardization 
and uniformity. Can you blame us for not being crazy about the l\fichigan 
pack ?" 

Many of the car-lot shipments of Michigan apples are unloaded in small 
cities and towns. \iVithout doubt, a large part of the remaining suppli es 
are moved by truck into towns of the same size . Consumers in outlying 

districts do not at present ordinarily demand a fancy 
apple. There are hundreds of these small cities and 
towns in l\f ichigan, Ohio, Indiana, and Illinois, which 
wi ll absorb Michigan apples if they can be obtained 
for less money than apples of similar grade from 
competing States. Michigan's strategic location with 

In the future Mich. 
igan apples will 
probably be marketed 
for the most part 
in small cities and 
towns 

respect to these markets should enable her to under
sell her competitors and keep these markets indefinitely. She should not, 
however, make the mistake of feeling too complacent. Some boxed apples 
are even now being sold in small towns. Michigan can keep her place in the 
apple market only if she will supply the apple which is demanded. Even 
the s mall towns are constantly demanding better apples and, unless lYlichigan 
growers can and will pack better apples and make it easy for consumers t o 
obtain them, at least a part of the small town business will go t.o competing 
States. 
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6. ULTIMATE CONSUMER DEMAND FOR APPLES 

When during the course of the study, apple sales were made by the 
writer, a record was kept showing whether the sale was to a man, a woman, 
or both together. An analysis of this data, which included several thousands 

Women do the 
apple buying 

of sales, indicates that a campaign, either educational 
or advertising, for the purpose of influencing apple 
sales to consumers should be aimed at housewives. 
It was found that in Detroit 86 per cent of the retail 

apple sales were made to women. An additional four per cent of the sales 
were made to men and women who came to the store together. In these 
instances, the women usually made the actual selection of fruit. Not only 
do women make most of the purchases but the average size of the sale 
made 10 women is slightly larger than that made to men. She is usually 
buying for the family, while the man may he buying only one apple for 
himself. It would probably be safe to say that more than 90 per cent of the 
apples consumed in the City of Detroit are purchased by women. 

\ i\Tomen also do the apple buying in the small er cities and towns of Michi
gan but the proportion is not so overwhelmingly in favor of women. It 
was found that the housewives made approximately 69 per cent of the 
purchases, and that, in nine per cent of the sales, the responsibility was 
somewhat divided between men and women. As in Detroit, the women 
usually cast the deciding vote as to the nature of the fruit purchased when 
men and women came to the store together. In sma!! towns, the average 
size of the sale to men is somewhat larger than that made to women. This 
can be accounted for by the fact that in small towns some pecks, half
bushels, and bushels are purchased. Since these packages would be difficult 
or impossible for the women to carry, the men are told what 10 ask for and 
are sent for the apples. Though, compared to the city, a smaller portion 
of the sales are actually made to women, they probably make the decision 
as to the exact character of the fruit to be purchased in close to 90 per cent 
of the transactions. In making purchases, men often said that they had 
forgotten the name of the variety which they had been told to ask for or 
they indicated in some other way that they had been sent to purchase apples 
of a specific grade or variety. 

In an effort to determine how many of the sales were made to repeat 
customers, the observer greeted each buyer waited upon on a given day 
with some such remark as, "Did we have these nice Jonathans, referring to 

Apple sales are 
made to repeat 
customers 

a freshly opened package, the last time you were in?" 
Or the salesman might say, "You buy most .of your 
apples from us, don't you?" Answers to such ques
tions usually indicated that the cllstomer was a regu-
lar patron of the store. Occasionally, the answer 

made it impossible to say definitely whether or not this was true, and buyers 
were never pressed if they showed a disinclination to make a definite state
ment. A number of such tests conducted in different stores revealed the 
fact that on the average at least 86 per cent of those who buy at a given 
store go bark to the same place frequently to make other purchases. Only 
about three per cent of the answers indicated that customers were not 
regular patrons, and it is altogether likely that a good many of those from 
whose answers it was impossible to be sure were also more or less regular 
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customers. These data obtained by questioning hundreds of customers in 
many different stores indicate, then, that more than 90 per cent of the 
customers to whom apples are sold return to the same store again and again. 
\Vhether or not they buy apples a second, third; and fourth time will depend 
largely upon whether or not the fruit obtained on the first occasion came up to 
their requirements and expectations. Producers, middlemen, and retailers 
MUST NOT forget that apples are sold, if at all, to steady customers whose 
confidence must be developed and retained. 

There are a few discriminating housewives who never make purchases 
without careful attention to such matters as variety, proper season, ma
turity, and condition of fruit. The vast majority, however, when making 

purchases on their own initiative consider only the one 
Apple s are pur- item of appearance. It must be conceded that, in 
chased on practice, consumers are usually influenced by factors 
app eara nce which result in their buying good apples even though 

not of fine appearance. vor example, the clerk usually 
tries to sell a good apple which will bring his customer back for more or 
the customer may see on a placard or hear from the salesman the name of 
a variety which he could not recall but which he knows to be a good one, 
and, for this reason fruit of good quality, though not of the best appearance, 
is purchased. When not influenced in some way, the buyer usually makes 
his selection on the basis of appearance alone. A few actual experiences 
along this line may help us to realize fully the extent to which customers 
are influenced by this factor. 

The writer once discussed the importance of appearance with a trucker 
who not only maintained that this factor was the only one of importance, 
but offered to prove his contentions. A short time later this man obtained 
several truckloads of wind-falls of the Wealthy variety. The fruit had 
grown on young trees and was of good size. It had been produced in a 
sod-mulched orchard and had lain on the ground long enough to attain high 
color. The fruit, of only fair eating quality at best, was over-ripe, and 
when sold was actually of very poor quality though of fine appearance. 
The trucker rented a vacant city lot on which he set up a large display and 
a large sign which read, "Fine Eating Apples." Five large truckloads of 
apples were sold in as many days, and the observer was forced to admit 
that the fruit had been sold almost entirely on the basis of appearance, and 
that this was, under cert--ain circumstances at least, the most important factor. 

The writer had another excellent opportunity to observe the importance 
of appearance when customers are allowed an unrestricted opportunity of 
choosing from among several varieties. A new store was opened during the 
height of the apple season, and considerable space was devoted to an apple 
display. The owner had never before dealt in fruit and had practically 
no knowledge of varieties. For the opening he had on hand a number of 
bushels of Northern Spy, Baldwin, McIntosh, Jonathan, and Grimes Golden, 
varieties which his produce dealer had recommended. Though of good 
quality, this fruit was deficient in color and was inclined to be somewhat 
dingy in appearance. The store owner was not entirely satisfied with his 
apple display and , when the opportunity presented itself to obtain some 
Ben Davis of fine appearance and unusually good color, he purchased 20 
bushels 0 f these apples . They were polished and displayed along with the 
other yarieties. The opening had been well advertised, and many customers 
came to the store. The observer had charge of apple sales and with the 
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permission of the owner did not name varieties or make suggestions, but 
rather disclaimed a kn owledge of varieties or of quality and suggested to 
customers that they make their own choice. The Northern Spy and 
McIntosh were priced at three pounds for 25 cents, the Baldwins, J onathans, 
Grimes Golden. and Ben Davis at four pounds for 25 cents. A ll sales were 
recorded, and the results are here presented: 

THE PEn CENT Oli' TOTAL SALES ilY VA RIETY DURING THE F l n ST WEEK 

Ben Davis ..... . 
No rthern Spy .. 
J onathan .. . 
McIntosh .... . 
Baldwin .. 
Gr imes Golden .. 

Per cent 
72 
10 

7 
6 
3 
2 

100 

It must be admitted that during the latter part of the week a good many 
complaints were made and that some customers even went so far as to return 
the apples purcha .. ed. Apple sales fell off sharply, and ome customers 
may have actually been lost, but the trial had definitely proved that the 
customer buys largely on the basis of appearance when he is not influenced 
in hi s choice hy the salesman or other factors. 

At another t ime, a few bushels were selected at random from a shipment 
of J onathans which were being sold at four pounds fo r 25 cents. The 
apples selected were dipped into a pail of muddy water, allowed to dry, and 
then displayed in second-hand bushel baskets close to clean, bright fruit from 
the same shipment . T he din gy apples did not sell even t.hough they were 
priced at fi\'e pounds for 25 cents . In o rder to sell thi s fr uit , it was necessary 
to reduce the price to 6 pounds for 25 cents and even then many customers 
were inclined to be di ssati sfi ed and insisted that the price should be still 
lower. 

Other factors such as variety name, and the salesman 's recommendation, 
enter into most apple sales but the fundamental importance of appearance 
cannot be questi oned. The bright, clean apple is comparatively easy to sell, 
and the customer is likely to be pleased and return for more. The wet, 
dirty apple is hard to sell, and the purchaser is likely to be dissatisfi ed . 

If, in buying apples, consumers would ask for specific grades and varieties, 
the r etailer from whom they made purchases would in sist that his produce 
dealer supply him, the r etailer. with exactly what ultimate consumers re

The terms used 
by consumers to 
describe apples 
desired 

qui red . Dealers would in turn demand from growers 
only those grades and varieties which moved readily 
into consumption. T his would simplify the situation 
for all concerned and would probably result in in
creased sales and greater margins of profit. In actual 
practice, only about ] 6 per cent of the sales a re made 

to customers who make definite, concise statements in regard to what they 
want. The wants, then, of 84 per cent of the customers are stated in in
definite terms whi ch the clerk often misinterprets. A knowledge of exactly 
how customers describe the apples desired will enable us more readily t o 
understand how much is left to the salesman and how difficult it often is 
for even the experienced and conscientious clerk to determine from the 
meag~r de~cription given ex~ctl y. what is required . The ~'esults ?f a study 
of thIS subj ect a re presented 111 F 1gure 8. If the customer s need IS wrongly 
interpreted and if he is supplied with apples which do not come up to his 
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Figure 8.-The relative importance of terms used by consumers in describing 
apples which they desire to buy. 

Descriptive Term 
Pel.' cen\ 

eat.in.~ a.pple.s 28 
Some of t.he"e (point.i~) 22 
VaYiel~ nama,-$iven... 16 
Coo~i~i apples 15 
Like obtoJ.nad. hefor~ 10 
Yarjc!~ named .b~ $Q}esmcm. 4_ 
R 2-d. apples 2 _ 
Juic~ app'lczs 1 • 
L"\onelaTj ul1i~ (as 251 WOX~h) ". I 
Sw.·~(Z.t Cl frIll. S '" I 
Soft apples ". I 
tf a.rt- a.pple.s * I 
All oH\er s 2 • 

100 

*Less than one per cent. 
When more than one te rm was used as "Eating apples li ke obtained before" 

the term 'which received the 1110st emphasis "va s recorded. If two or more 
terms were given the same emphasis the one first mentioned was recorded. 
Only about 20 per cent of the customers use more than one descriptive term. 

21 

requirements and expectations, he 1s ll kely to try another store the next 
time. If he has the same experience repeatedly, he is li kely to discontinue 
or at least curtail his apple purchases. 

In discussing the terms used by consumers to designate apple varieties, 
1t was said, F1gure 8, that only 16 per cent used var1etalnames. In addition 
four per cent recognized an occasional name when repeated by the salesman. 

T he consumers' 
k nowle dge o f 
apple varietie s 

These two groups together make up only 20 per cent 
of the total. Not only is this total small, but only 
a part of the group can tell by the appearance of the 
fru1t whether or not they are receiving what they ask 
for. 1\/[ost consumers will accept without question any 

green apple proffered to them when they ha\'e asked for Rhode Island 
Greenings. Yellow Bellflower or other yellow apples will in the same way 
be accepted by most customers who ask for Grimes Golden. l\1cIntosh are 
often sold for Snows, and other similar substitu tions can often be made 
without detection. In other words, only a small g roup of consumers are 
familiar with varietal names, and a sti ll smaller number associate the name 
with definite varietal characteristics which enable them to make sure that 
they are obtaining that for which they have asked. 

This lack of knowledge concerning varietal characteristics makes it 
possible for the unscrupulous salesman to substitute inferior varieties for 
the good ones ordered. For example, one merchant who operated 
a temporary open-air market and d id not try to build up a repeat 
business, caused a large sign which read, "Delicious Eating Apples," to be 
erected over h is apple display. Under this sign, he displayed in turn 
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Wealthy, Jonathan, and Winesap apples. Some customers undoul)tedly made 
purchases thinking that they were obtaining apples of the variety Delicious. 
This failure to get what they expected probably reacted unfavorably not only 
on the variety misrepresented, but also on apples in general. 

In tabulating consumer knowledge of varieti es, all those individuals who 
were obviously familiar with several var iet ies as to both name and appear
ance were listed separately. Only slightly more than four per cent of all 
customers were so classified. In other words, the number of people who 
really know varieties is very small. 

Varietal preferences 
of those consumers 
who have a knowl. 
edge of variety 
names 

Though only a comparatively small group is repre
sented, some variet ies are known and called for. In 
analyzing the variety situation, it was found that the 
list of those preferred by residents of Detroit dif
fered somewhat from the yarieties called for by resi
dents of small er cities. For that reason, the prefer-
ences of the two classes arc presented separately. 

THE FREQUENCY WITH WHICH DIFFERENT WINTER VARIETIES OF APPLES WERE CALLED FOR BY 
INDIVIDUALS FAMILIAR WITH VARIETAL NAMES 

Residents of Detroit Residcnts of othcr Michigan cities and towns 

Jonathan .. 
Delicious .. .. . 
Northern Spy. . . . 
R. I. Greening . . . . 
WineS1\) . ... ... . 
Rome Beauty . . . 
McIntosh . . . . . 
Baldwin . . . . . 
Snow . ......... . 
Grimes Golden . . . 
All Others ..... . . . . .. . .. . 

Per cent 
40 
19 
14 
6 
6 
5 
4 

N orthem Spy .. 
Jonathan . .. . . . 
McIntosh ..... . . . 
R. I. Greening .. . 
Snow .. . .. . ... . 
Baldwin . ... . 
Wagener .. 
Delicious .. .. 
Tolman Sweet . . . 
Grimes Golden .. 
Russet .. . 
Kin[( . . .. ... . . 
All Others .. . . . 

Per cent 
46 
16 
12 
6 
5 
4 
3 
1 
1 
1 
1 
1 
3 

100 

Probably the most significant fact revealed by these data is that the list of 
varieties known and called for is rather short, and that in every case those 
preferred are the ones which combine hne appearance with good or excellent 
quality. The variety situation, then, is briefly thi s : Only about 20 per 
cent of the consumers know or even recognize varietal names. The small 
group which does call for apples by name usually asks for the better sorts . 
Northern Spy, Jonathan, Delicious, and McIntosh are the ones most fre
quently requested. 

Several other factors which influence sales will be discussed, but too much 
emphasis can hardly be placed on the fact that quality is of first importance. 
By quality is meant not size or grade but rather the intrinsic merit of the 

fruit when it comes to such matters as flavor and 
Quality as a factor 
influencing apple 
sales 

texture. J\ Northern Spy is certainly a quality apple, 
a Ben Davis lacks quality e,·en though it be of Fancy 
grade. It could almost be said that the factor of 
quality is as important as all other factors combined. 

In this connection, attention may be called to a few facts already pointed 
out which indicate that consumers do demand high grade and good quality. 
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J. Fifty-six per cent of Detroit' s apples come packed in l)oxes, 88 per 
cent of which is either of Fancy (Jr Extra ·Fancy grade. Most of this 
fru it is of good quality. 

2. Twenty-three per cent of Detroit' s apples cume packed in tub bushels, 
68 per cent of which is of A grade or bet!er. 

3. The 10 most important varieties received in the Detroit markets are 
all of good or excellent quality when in season. 

It is true that a case was cited in which highly colored Ben Davis sold 
on appearance, but it was noted that within a week complaints were made, 
and that apple sales declined sharply. Likewise it was ~tated that in another 
instance over-ripe W ealthys sold rapidly, because of their appearance. How
ever, in this case each sale was made to a new customer, and this is very seldom 
possible for any extended period. Evidence shows that in the main apple 
sales are made to repeat customers. No permanently located retailer should 
forget that upwards of 90 per cent of his apples are sold to those who 
bought apples from him at some previous time and were at least reasonably 
well pleased. If he begins to sell apples of poor quality, the same group 
wi ll notice the change, and many of them will express their disapproval by 
going elsewhere for their apples. Of course, there are different degrees of 
quality and different ways of expressing disapproval, but let the merchant 
try to sell fruit of obviously poor quality over a period of time and see . 
what happens. The observer had an opportunity to see exactly what does 
happen under these circumstances. 

A fruit store was featuring medium-sized, red Jonathan at four pounds 
for a quarter. Apple sales were averaging about $15.00 per week-day. It 
became difficult to obtain more J onathans, so apples of similar appearance, 
though of much inferio r quality, were substituted. When the substitution 
was made, some of the regular customers noticed the change at once and 
refused to buy; by the fourth day, those who had bought early in the week 
in spite of the change began to obtain their apples elsewhere; and by the 
last of the week, a considerable decline in sales was apparent. By the 
third week, almost all of the regular customers knew of the change to 
an inferior variety, and week-day sales amounted to only $3.00 or $4.00. 
For the fourth week, the proprietor obtained more J onathans. A few of the 
regular apple buyers who came into the store to make other purchases were 
informed that J onathans were once more ayailable and began to buy. Dur
ing the fifth week, sales mounted slowly as confidence was restored, but 
it was not until the sixth or seventh week that confiden ce was fu lly restored 
and sales again reached the $15.00 level. Figure 9 shows graphically how 
sales were affected. This is only one example of many which could be 
cited, proving that quality is of fir st importance. 

Color as a factor 
influe,ncing apple 
sales 

Sales depend fi rst u pon quality, but even the quality 
apple is very hard to sell unless it has color, and by 
color is meant bright, red color. Color is, of course, 
a factor in appearance, the importance of which has 
already been pointed out. Consumers usually think 

of a green apple as immature or of poor quality. They are constantly ex
pressing in one way or another their preference for bright, red fruit. 

For example, a customer will often say, "You may weigh up a peck from 
this bushel IF you will give me the nice, red ones." 

A failure actually to select the red fruit specified may mean the loss of a 
sale. The individual who purchases a single apple will select one with high 
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Figure 9.-App.Ie sales on consecutive week-days preceding, during and after 
a period when Jonathan was replaced by apples of inferior quality. 

aria ~ in stock Sa t-r. 

J'oM.tnan. ~. '1.3.l0 iii~~ ________ . " Tue. 14.85 
.. wed.. 1445 

Thul'. 11.05 
II Yl'i. 16.65 

Sa .... 4:9.20 
SU1\. 

Inferior Vorief:~ 11.45 
II .. lZl0 
" 11.00 
" " 9.10 
II ., 6.20_ I, 20.25 ____ _ 

II 3.35_ 
" 4.50_ 
'I 2.05_ 

., 2.50_ 
I, ., J..GS. 

" 6.20_ 

Jona.ilon. 3.20 _ 
" ~.55 _ 
" 4.45_ 
" -!.So_ 
I, 5.&0_ 18.90 ____ _ 

., i'.80 _ 
6.10 -" 5.35 _ 

" 1.95 ., 8.30 .. 3.5.+0 

color even though it be a little small or slightly bruised or scarred in some 
way. 

In ordering over the telephone, buyers practically always specify, "Nice, 
r ed apples." 

Red color seems to be associated in the minds of all consumers with de
sirability. In fact, the fr uit g rower himself generally selects the reddest 
specimen for eating. 

A number of experiments were conducted to determine the importance of 
color as a factor influencing sales. Mention of a few of them may help 
in understanding why red apples bring more money, and from the stand
point of the g rower are, therefore, so desirable. In one instance Grimes 
Golden and Jonathan of equal size and g rade were displayed side by side 
daily for a period of two months. To the consumer who asked for eating 
apples, both varieties were named and recommended as being first class . 
The salesman took care not to show a preference for either apple and usually 
ended his description by saying, "They are equally good, and I will be glad 
to sell you either one." When, at the end of the period the sales were 
summarized it was found that 97.6 per cent of the apples sold had been of 
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the red variety. As it is generally admitted that the quality of the Grimes 
Golden is equal to that of Jonathan, the great difference in volume of sales 
can only be accounted for by saying that the trade preferred a red apple. 

The test just described was verified by using apples of one variety in 
another trial. Some J onathans having one red cheek and one yellow cheek 
were selected. In one basket the fruit was arranged with the yellow cheek~ 
up; apples from the same lot were put into another basket with the red 
cheek up. The apples from the basket with red cheeks showing sold readily 
at four pounds for 25 cents. The apples from the basket showing the 
yellow cheeks moved slowly at five pounds for 25 cents. 

Still another trial was arranged with the object of discovering how much 
more consumers wjJ] pay for red than for green apples. Northern Spy 
apples of uniform, medium-size were sorted into lots according to the 
percentage of red color present. These lots were priced in direct proportion 
to the amount of color present and offered for sale. The results obtained 
are shown graphically in Figure 10. The different lots, it was found, did 
not sell at exactly the same rate. Those priced at th ree pounds for 25 cents 
sold most readi ly, those priced at seven pounds for 25 cents sold very slowly 

Figure 1O.-Color as a factor a ffe cting the prices paid for apples. 
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which proved that, though consumers will pay a premium for almost solid 
red f ruit , they pu rchase g reen apples sparingly even at considerably reduced 
prices. T hose apples priced at fi ye pounds for a quarter sold a little better 
than those priced at fou r pounds fo r thi s amount , indicating that while people 
will pay a premium for solid reel apples . those showing 50 per cent color 
are almo .. t as desirable as those which how two-thirds color. The rate at 
which the six-pounds- for-a-quarter apples sold indicates that when the fruit 
shows only one-third color, it is approaching that point at which sales are 
di fficul t at any price. 

N ext to qual ity and color, size is the factor of most importance in making 

Size as a factor 
influencing 
a.pple sales 

apple sales. Like color, size is another factor in ap
pear ance, and fo r that reason is important. Green 
apples, even of good quality, are very hard to sell, but 
if the fruit in addition to being of good quality, Ins 
good color, it will sell, though perhaps slowly, even 

though of small size . The importance of this factor should, however, not 
be minimized. Consumers will pay mor e fo r large apples. 

Figure ll.- S ize a s a factor affecting the price s paid fo r apples. 
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IThis size was not alwa y s available. 
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Jonathan apples of similar character, except as to size, were sorted into 
lots of different sizes, ranging from three inches and more to those less than 
two inches. These were priced in direct proportion to size and offered for 
sale. Lots were given equal display space and were made available for a 
period of several weeks. The prices asked and the proportionate number 
of sales made are shown in Figure II. 

The apples of very large size, three inches and up, were first priced at 
120 cents per pound, but did not sell so were later reduced to 10 cents per 
pound and even at that figure moved very slowly. Apples of large size, two 
and three-fourths inches to three inches, sell fairly well even at compara
tively high prices. :Most customers, however , price considered, prefer apples 
which are two and one-half inches to two and three-quarter inches in size. 
The two and one-fourth to two and one-half inch apples were almost as 
popular at a slightly lower price. Apples between two and two and one
fourth inches sold only moderately well even though the price was materially 
lower. Experience with the apples of two inches in diameter and smaller 
indicates that fruit of this size moves slowly even at a very low price. 
Briefly, then, the trial revealed that apples of medium to large size are pre
ferred, but that little, if any, more will be paid for fruit of very large size. 
W hen the size drops below two and one-fourth inches, prices must be ma
terially reduced if the fruit is to sell. 

Apple price studies carried on in a single store are subject to influences 
which would make it impossible to say what would happen under somewhat 
different circumstances in another store. Average results obtained, say, in 

Price as a factor 
influencing apple 
sales 

a group of chain stores with units operating under 
different circumstances would be much more reliable. 
The produce buyer for a large chain store organization 
kindly supplied some interesting information concern-
ing the relation of apple prices and volume of sales. 

This information was based on a study .of prices and resulting sales, ex
tending over several seasons. Though actual records were not available, the 
statement which follows was made only after a close study of actual 
happenings. 

Retail Price 

9 cents per pound .. 
8 cents per pound . . 
7 cents per pound .. 
6 cents per pound ... 
5 cents per pound .. 

HOW VOLUME OF SALES IS INFLUENCED BY CHANGES IN APPLE PRICES 

Est,imated 
Volume of 

Sale per 
Week in 
Bushels 

2,500 
4,000 
5,000 
6,000 
7,500 

There is good reason to believe that when prices are changed, sales do 
fluctuate about as recorded. Certain it is that people are accustomed to 
and willing to pay from six to eight cents per pound for apples of good 
quality, and that when the price is raised to more than eight cents per pound 
purchases are restricted. If, on the other hand, prices be dropped to less 
than six cents per pound, a noticeable increase in 'volume of sales is sure 
to result. 
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The observer had many opportunities to see how customers are affected 
by price changes. If the price is reduced, all is well and good but, if the 
price be increased, many customers are sure to complain and some may even 
be lost. As previously stated, most apple consumers return to the same 
store again and again. They usually desire to obtain fruit similar to that 
purchased on a former occasion and they expect to pay the same price for it. 
If apples were five cents a pound yes terday, the housewife can see no reason 
why they should be six cents a pound today. As the revision of prices up
ward is resented by practically all customers, it is advisable for the retailer 
to start the season with prices which he can maintain with the minimum 
number of changes. 

Under the conditions just described, it is only natural that retailers 
should resist upward r evis ions of price by g rowers and dealers. The 
writer be lieves that lV[ichigan producers do themselves much harm by 
starting the season with poor fruit at low prices. R etailers adjust 
their prices accordingly and , when growers later try t o get more for 
better apples, the price changes are r es ist ed by dealers, retailers, and 
consumers alike. 

Bruises are very hard to measure qualitatively, and their effect 
upon sales, being usually associated w ith other factors, is hard t o de· 
termin e. Generally speaking, the smaller the sale the more particular 

Bruises as a 
factor influ e ncing 
apple sale s 

the customer is that hi s fruit be free from bruises . 
The buyer w ho wants from one to a dozen apples 
to eat out of hand usually insi st s that they be al" 
most absolutely free from bruises. Strangely 
enough, in buying a larger quantity of apples, 

the customer will often accept a small percentage of bruised fruit al
most without question. This is probably due to the fact that they do 
not realize that bruised fruit is present. 

Customers not infrequently vo ice such sentiments as, "A good many 
of the apples I received the last time were bruised. Please do not give 
me any more like that. " 

Bruises probably cause more dissatisfaction after the fruit has been 
r emoved from the store than it does at the time of the sale. Briefly, 
then, bruised apples cannot be sold at high prices, especially for eat
ing out of hand. Customers w ill con tinually select apples which are 
free from bruises, and the sa lesman must eventually place the r emain
ing fruit in a lower grade. Those purchasing apples in quantities for 
cooking will accept a small percentage of bruised fruit , probably be
cause they do not notice it a t time of purchase. 

Under the heading, "The Consumer s' Knowledge of Apple Varieties," 
it was pointed out that only a very small percentage of the consuming 
public associated varietal characterist ics with variety nam es. Under 

Variety as a 
factor influencing 
apple sales 

these conditions, vari et y names can hardly be of 
g r eat impor tance. I t is true that most of those 
\II ho do call for specific varieti es a r e loath t o ac
cep t anything else, but this is usually because they 
feel sure that the variety specified is of good qual

ity. Most of them ",\Tould accept any other variety just as readily if 
they felt sure that it possessed the desi r ed character istics. \ Ve ll colored 
apples of good size and high qual ity are comparat ively easy t o sell , 
regardless of varietal name. In other words, N orthe r 11 Spy may be solel 
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to a few people because of its reputat ion. This good reputation was 
obtained, however, because of the exce ll ent quality of the fruit; and 
the majority of the sales, even of thi s well-known apple, are prob
ably made rather because of its good qualities than on account of its 
name. 

Because of its excellent qualities, a demand for McIntosh can be 
readily developed in a community or locality where it is but little 
known. The writer has on different occasions assisted in selling Mc
Intosh under these circumstances but consumers will not continue to 
buy apples of poor quality even though the salesman represents them 
as being of the best and most popular variety in th e world. 

Fruit which shows healed-over insect injuries on a small percentage 
of the specimens is not heavily discounted by customers except w hen 
the blemishes are on str ictly fancy eating apples purchased one at a 

time. Apples of medium grade, 10 to 15 per cent 
of "which showed healed-over insect injury, seemed 
to sell practically as well as abso lutely clean fruit. 
Occasionally , a customer "will ask that the salesman 

Insect injury as 
a factor influenc
ing apple sale 

se lect clean f ruit to fill his order but this is not 
common. Customers do draw the lin e at fruit which is badly scarred 
or deformed. When the customer discovers that one or more apples of 
this character have been included "with those purchased, he loses con
fidence in the salesman and this is hi g hly und es irable. It would be 
better for the merchant to discard this fruit, even though it were done 
at a lo ss. An even more sat isfacto ry solu tion would r esult if growers 
and organizations would co-operate in keeping this class of fruit off 
the market. 
~pp1es which are actually wormy should neve r be sold, even at low 

pnces. Apples of good size and color can often be readily sold even 
though wormy but practic<llly each sale of th is kind means a cus tomer 
lo st. 

The writer has often so ld oranO"es, bananas, and other fruits to cus
tomers who in the course of the conversation would make some remark 
as, "I was sold some wormy apples la st week, and have decided that 
in the future I will use other fru it s. It is very hard to get good apples 
any more." 

Obviously, grower s and retailers cannot afford to create this sort of 
sentiment. Losses suffered "when fr uit of this nature is discarded by 
the merchant are almost sure to be less than those result ing from sales 
which mean the loss of a customer's confidence. 

Because consumers have long thought of the boxed package as one 
containing a quality product of high grade, they show a preference for 
apples displayed in boxes. Boxed apples of identical grade were priced 

the same and displayed in both bushel baskets and 
the or ig inal boxes. It was found that about 70 per 
cent of the customers chose apples packed in boxes 
but, when the price of the apples displayed in boxes 
was later raised from three pounds for 25 cents 
to 10 cents a pound, almost 90 per cent of the cus-

The package in 
which apples are 
displayed as a 
factor influe,ncing 
sales 

tomers began to buy the apples displayed in baskets 
and priced at three pounds for 25 cents. This trial indicated that, 
though people have a preference for apples put up in boxes, this pref-



30 MICHIGAN SPECIAL BULLETIN NO. 209 

erence is assoc iated with the superior grade and qualit.y lI sually oh
tained. They "v ill actually pay litt le, i E any, more for good boxed 
apples than they w ill for equally good busheled apples. 

Much has been written and said about the preferences of cllstomers 
for apples produced in a particular section or State. Less than 1/10 
of 1 per cent of the thousands of customers to whom sales were made 
during the course of the study, maue any mention of a preference for 
apples grown in a given section. Most people do not wonder or care 
w h ere the apples they buy are grown so long as they are good apples. 
T he Michigan grower may then be sure that consumers will pay very 
little, if any, more for apples packed in boxes than they will for those 
of equal grade, well-packed in bright clean bushel baskets. It is the 
app le itself rather than the package in which it is packed or the State 
in which it is grown that sells. 

Conversely, the Michigan producer need not assume because his apples 
are Michigan-grown that they possess any special appeal to consumers. 
Many apple growers in every section of the country sincerely believe, 
that, while apples grown elsewhere may look nice, their own fruit 
possesses special advantages of flavor. texture, or aroma and is, there
fore, superior and in demand. These a lleged differences exist, for the 
greater part, only in the minds of growers, and growers do not buy 
the apples which pass over t h e counters of grocery stores. As far as 
Michigan apples are concerned, the fact is that less than one out of a 
h undred consumers in Michigan's trade territory ask for l\1ichigan
grown apples. 

Indeed, in looking at really nice Michigan-grown fruit they not in
frequently made such statements as, "Well, I see you are handling
western apples. They certainly know how to grow nice fruit." Or, 
after eating a nice Michigan-grown Jonathan apple a customer might 
say, "This is certainly a fine apple; it tastes like the ones I used to buy 
back in York State. Is that where you get them?" 

In other words, the preferences actually expressed by thousands of 
Mich igan consumers indicate that to advertise the fact that apples are 
Michigan-grown would probably do as much or more to discourage 
sales t han to increase them. 

It is probably true that the monetary units most often employed in 
making apple purchases are the ones which customers prefer. A 
knowledge of the different units used will enable the apple merchant 

The most common 
monetary units 
of sale 

to advertise and price his fruit in terms of those 
un its which are most likely to appeal to customers. 
The amount of money involved in each one of some 
4,000 apple sales made both in Detroit and in 
smaller cities was recorded. These data were an

a lyzed, and the result is presented in Figure 12. Probably the most 
significant fact revealed is that by far the greatest majority of sales 
are made to those people who purchase 25 cents worth of apples at a 
time. Those who depart from the popular 25 cents unit most frequently 
spend either 5, 10, 50, or 75 cents or $1.00, $1.50, $2.00 or $3.00. 

Less than 1/10 of 1 per cent of the customers in Detroit purchased 
apples in un its greater than $1.00 but the number of those who spend 
5 and 10 cents a t a time is greater in Detroit than in cities outside of 
Detroit. In smaller cities, fewer apples are sold to those who spend 
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Figure 12.-Per c ent of apple sales in different m onetary u nits. 

!lone ~al'~ Unit Per cent. 
Sf -2.5. 

lOt • 4:.9. 
Hit .61 
20~ .71 25t 73.5 ___________ _ 

30t .31 
35t .6 1 
40t .21 
50t 6.4-" 
60' 3.7. 
15i 3.8. 
801 .1 I 
901 .11 

$ 1.00 .61 
1.25 .41 
1.50 .7 I 
1.75 .1 I 
2.00 .31 
2.25 . j I 
2.50 .31 
2.75 . .11 
3.00 .11 

100.0 

More than 95 per cent of the sales were actually in the units shown. When 
sa les were made in odd amounts as 13c, 27c, e tc. , these were included with 
th e neares t eve n unit , i. e., a 13c sale would be r ecorded as a 15c sale . 

*Had the obse rver made sales from push carts, cigar counters, and small 
fruit stores where sa les of one apple are the rule the percentage of sa les 
in th e 5c and lOc g roups would have been somewhat la rger. 
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small amounts, but the number of those who spend from $1.00 to 
$3.00 at a t ime is somewhat greater. The city m erchant, then, should 
feature only the smaller monetary units of sale, while the m erchant 
located in a smaller town will sometimes find it profitable to feature 
the larger un its of sale. 

In making sales, the observer u sually endeavor ed t o discover for 
what purpose t he fru it was going to he used. Sometimes answers to 
questions r egarding intended us e w er e som ewhat ind efinit e, and a 

great many customers showed a preference for a 
How apples are dua l purpo se apple say ing perhaps that, though 
used in the home most of the fr ui t would be ea t en out of hand, it 

was t he intent ion t o make a pi e. T he statem ents 
as to intended us es w er e classified as accurately as poss ibl e and will 
give us at least a fair insight into th e proportion of apples used for 
different purposes. 
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Eating out of hand .. . ... . 
Making pies . ..... . ... . . . 
Making sauce . . . . . .. . . . . .. .. . . . 
For baking .. . ... . 
In salads ... . .. . 

HOW APPLES ARE USED IN THE HOME 

Intended Use 

Homes of 
consumers 
residing in 

Detroit 

Homes of 
consumers 
residing in 

smaller 
Michigan 

cities 

Per cent Per cent 
64 52 
12 16 
11 17 
7 ]0 . ..... :1_6 _

1
_ 5 

100 100 

Based on 2,000 sales to Detroit consumers and an equal number to consumers outside of Detroit. 

On the basis of these data, it appears that almost two-thirds of the 
apples sold at retail in Detroit are eaten out of hane1. For this pur
pose, most buyers. demand an app le of high grade and the fact that 
much of the DetroIt app le supply is used in this way probably accounts 
for the fact that, generally speaking, Detroit do es demand an apple of 
high grade. 

It is apparent that progressive apple growers must concentrate more 
and more on apples which are good to eat out of hand and which at 
the same time will cook well. Ben Davis, Colvert, Fallawater and a 
host of oth.ers of inferior dessert quality commonly raised in Michigan 
~ust certa1l1ly go. Though of fir st importance, dessert quality a lone 
IS not enough. While most customers call for an eating apple, the fact 
that.a great many housewive s use at least a small· part of the fruit in 
mak1l1g apple sauce or pies, makes a general purpose apple, such as 
the Northern Spy, very much to be preferred. 

Not infr.equently.' a customer who had purchased an eating apple of 
poor cook1l1g qualIty, such as the Delicious, would later say, "Those 
apples you sold me the last t ime, were fine to eat out of hand but could 
not be used for pies at all. This time I want an apple which can be 
cooked as well as eaten out of hane1." 

In. brief, .apple .growers should concentrate on apples of good dessert 
quahty whICh WIll cook. The apple of the future will certainly be a 
general purpose apple. Judged by these standards the recommended 
list for Michigan would probably i-ead as follows : Northern Spy, J ona
than, Wealthy, Snow, McIntosh, Canada Red, Wagener (in the north
ern. part. O! the State), and Rhode Island Greeni11g. The last named 
vanety IS 1l1~lu?ed not so much becaus~ it is a general purpose apple 
but because It IS the one and only vanety of cooking apple which is 
generally known and called for. 

In discussing the ~ntended uses, customers t ell not only how they 
expect to use the fnut, but also why they are buying it. Judging from 
the voluntary statements of hundreds of customers, th e author is con·

Why people buy 
apples 

vinced that a great many apple sales are made as ~ 
direct result of the health appea l which apples have. 
The slogan, "An apple a day keeps the doctor 
away," is repeated and believed by a great many 

apple consumers. The health factor is of special importance in those 
homes where there are children. 
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Not infr equently, customers will look vacantly abo ut a general store 
and when they notice the apple display app roach th e clerk, and say, 
"J almost forgot the apples for the children." Or the customer may 
. ay, "Give me some more of tho se red apples; the children like them 
as well as candy, and they are so much better for them." 

The health appeal is also strong in many hom es in which there are 
11 0 ch i ldren. 

Customers will not infrequently say, "Your apples see m high , but I 
elo not feel that I can afford to be without them. They are so good 
for one." 

The "writer believes that apple growers, produce dealers, and re
tailers could use this powerful appeal to much better advantage than 
they now do. 

In the opinion of the writer, the weak point in the merchandising 
of the Michigan apple i the clerk who serves, o r fails to serve, the 
ultimate consumer. It w ill be remembered that consumers, in describ

ing the apples desired, use for the most part such 
Much depends on indefinite t e r m s as "eating apples," "cooking 
the salesman apples," "red apples," and "apples like those ob-

tained before." There are many variet ies of eat
ing apples; there are many varieties of cooking apples; and there are 
also many which are both juicy and red, and it is up t o the salesman to 
discover just what is wanted, supply it to the best of his ability, anrl 
at the same t ime be courteous and tactful. Unfortunately for all con
cerned. the majority of those se lling apples are not themselves sure 
about the correct season and exact uses to which different variet ies 
are best suited . It is little wonder that many consumers buy the mini
mum number of apples . The housewife not only returns to the same 
store time after time but if she finds there a clerk who is, in her op in
ion, both capable and conscientious, she will often wait several minutes 
in order that she may be served by this clerk. The consumer ,,,,ho 
finds by experience that the salesman can be rel ied upon is wi lling to 
abide by the advice of that clerk. 

The following incident proves conclusively that a large majority 
of customers w ill buy what the salesman, in whom they have confidence, 
recommends. The 01 server was acting as clerk in a store which fea
tured both McIntosh and Jonathan apples. Many of the customers 
were in the habit of buying either one or the other of these varieties 
regularly. On one occasion the supply of Jonathan ran low, and the 
proprietor knew that it would be impossible to obtain additional sup
pEes for at least a ,,,,eek or 10 days. It was highly desirable that the 
stock of Jonathan be not completely exhausted as some customers 
would prol ab ly go to other stores rather than take a substitute variety . 
It was thought, however, that the greater percentage of customers 
conld be influenced, and it was decided to try to induce as many as pos
sihle of the regular Jonathan customers to take a substitute variety. 

Accordingly, each customer who in one way or another indicated 
his preference for Jonathan was approached somewhat as follows. 
"I can sell you J onathans if you really prefer them , but we are this 
week featur ing the lVIcIntosh, a variety of excellent quality and fine 
appearance, and we would be glad if you would give this apple a trial. 
Vv c can recommClld it as being one of the best." 
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All prospective J onathan customers were approached in the same 
way, a nd as a r esult 63 per cent o f them made purchases of the sub
stitut e variety mentioned. An additional 8 per cent took still other 
recommended varieties. The remaining 29 per cent showed a decided 
preference for th e J onathan originally decided upon and were , of course, 
suppli ed. In thi s way, the small supply of Jonathan lasted much longer 
than it otherwise would have, and only a few of the customers later 
expressed themselves as having reg retted the substitution . To com
plete th e picture the observer later tried the experiment of inducing 
the regular McIntosh customers to accept Jonathan. It was found 
that practically the same number of regular McIntosh customers could 
be influenced in their choice of variety. 

The good clerk knows the variety names and the best uses of those in 
s tock. He is able to ans'wer such questions as, "How many apples 
are there in three pounds of 2-inch Jonathan?" He should always fill 
orders from yvell filled baskets. Customers believe that the apples in 
a basket w hich is only half full have been picked over and that as a 
result the fruit w ill be inferior. The good clerk does not show the 
impati ence he fee ls w hen a customer asks many questions and takes 
a long time to make up hi s or h er mind. If the customer is not hurried 
or offended the first time, the next sale will be easier. The clerk should 
a rrange his st ock so that a given variety is , if possible, always in th e 
same place. Many customers forget the variety name of the apple 
they want , but they r em ember the pos ition of the basket from which 
it came, and are disappointed if, at a later date, another variety occupies 
that posi tion. Most customers come back r epeatedly and, if the clerk 
can r emember th em and some incident of the last sale made to them. 
they are sure to be favorab ly impressed. The salesman who can and 
w ill do these and other similar things, none of which are very hard , 
will be rewarded not only by the bes t owal of confidence of his custom
ers, but also w ith a growing volume of sales which he can influence 
to his own and to his customers' mutual benefit. Good salesmen can 
do much but there are few good apple salesmen and, a s apples are 
not a strictly st andard ized product , they are comparatively hard to sell. 

To attempt t o educate or influence all, or even a large part, of the 
clerks vvho sell Michigan apples is out of the question. The only other 
solution is to grow uniformly fine apples and pack them in such a 
way that the work of the salesman is made easy. 

To use the words of one chain store executive, "Apples must be 
packed so as to virtually sell themselves." 

He went on to say that chain store officials realize that they cannot 
expect to employ salesmen at the salaries ordinarily paid and that many 
of their clerks are really not sale sm en at all, but merely order filler s. 
He further said that purchasing agents were constantly r eminded that 
they must buy only standardized goods which would virtually se ll them 
selves. This accounts fo r th e fact that chain stores deal for the most 
part in standard ized boxed apples of fine appearance which can be 
opened and displayed with the minimum of effort. 

The writer was somewhat surpri sed to discover that very few clerk " 
really t ri ed to sell app les . In fact , many clerks when asked to help 
decide just what fr uit is to be purchased will suggest orange s, grape
fr uit , or perhaps can ned fruit in preference t o apple s. Tn the course 
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()f this study, the writer became rather well acquainted with many 
clerks and from them, as well as from hi s ow n experi ence. learn ed that 
the customers who buy strictly standardized product s kno\\' exactly 
what they are receiving and do not later make complaints but cus
tomers who buy apples which are not strictly standarized are not in
frequently disappointed. They may find that the fruit is of unfamiliar 
variety, that it does not look or taste just as they had expect ed it 'would, 
o r that it is not suited to their purpose. Salesmen are only human; 
they like to please and they dislike to receive complaints and cr itici sm s. 
They have found that it is much harder t o sell unstandardi zed apples 
than it is to sell comparatively well standardized oranges, g rapefruit , 
bananas, and canned fruits. This fact, no doubt, acounts in a measure 
at least, for the fact that during the last few years per capita sales or 
oranges have increased several hundred per cent while apple sa les hav<: 
decreased. Many buyers who hes itate t o take an l1nstanc1arc1i zed M ich
igan bushel at $2.00 are glad t o purchase standardiz ed boxed apples at 
$2.50 or $3.00. Micbigan apples should be packed so that lik e standard
iz ed goods they will advertise themselves, se ll themselves, and bring 
hack their own repeat customers. That means that they must not be 
just fair, or not be just good; they must be exce ll ent and, above all. 
uniformly excellent . It would be poor business for a manufacturer to 
make and sell even a small percentage of poor tires , even though they 
could be sold at reduced prices. 

The customer who purchased the inferior product would soon fo rget 
about the price and go about saying, "Stay away fro111 John Dow tires. 
I 'ran through' a set of them in less than 10.000 miles. The n ext time 
I buy I am going to get tires that are unifo rmly good." 

It is probably just as poor business for the individual o r the g row er:-; 
organization to sell some under grade fruit. 

The writer has heard many customers say, "Stay away from Mich
igan apples, yo u never know what you are getting. The next time I 
buy fruit I am going to get boxed apples v,rhich can alway s be de
pended upon." 

Shippers in the northwest are under bond to ship nothing below C 
grade apples, which correspond r oughly with Michigan A grade, ou t 
of the State, except they be expre ss ly for making vinegar or other 
manufacturing purposes. If Michigan growers continue to a llow un
der grade fruit to reach the market, they will find it increasingly dif
ficult to market their better apples. 

Though there are many McIntosh and Jonathan apples grown in 
Michigan, it has been estimated that more than 80 per cent of the tree s 
of these varieties now growing in Michigan are less than 10 years of age. 

Ho'w consumers 
respond to edu
cation 

In other words, these apples are comparative new
com ers in th e small town and city markets of Mich
igan which hav e not for years been getting boxed 
apples of these varieties. The fact that thes e 
varieties stand, next to Northern Spy, at the top 

of the list of the known varieties in these markets proves that to som e 
extent at least consumers do become familiar with the names of com
paratively new varieties if they be good ones. It is true that the group 
which becomes familiar with variety name s is small , but grower s with 
McIntosh for sale need not fear that consumers will hesitate to take 
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them if th ey a r e prop erly introduced. T he ob server act eel as cl erk in 
a st ore in w hich l\/[cIntos h had n eve r befo r e been so ld an e! w hich \Va s 
in a community wh er e it was a little know n va ri ety . Supplies of the 
vari ety in ques tion we r e plenti ful , and it was decid ed to t ry t o deve lop 
a demand fo r the apple. A ccor ding ly, each cu st omer , \. ho purchased 
other varieties was g iven as a sample a sma ll we ll colo reel l\IcIn tosh 
and a ttention was ca lled t o it s fin e appear ance and exce llent quality . 
W ithin a week , people beg an t o a sk fo r apples like t h e sa mp les. Sales 
increased until, afte r about t wo mo nt hs, the sales of t his va r iety had 
surpassed those of any other va ri ety, except that of No rthern Spy 
w hich had fo r year s been a favo rite. 

T he dem and for R ome Beauty as a baking apple "vas developed in 
a lmos t ex actly the same way. For a time, one of these apples \" as 
included w ith each purchase of another vari et y when that var iety 
w as t o be u sed for baking. I t was not long until R om e Beauty, whicl l 
is a good bak er , was being u sed by mo r e tha n half of t he cu st om ers 
w ho r egula rly bought baking apples . 

Not only can people be educa t ed and influenced a s r egard s va ri eti es, 
but a lmost any of their buy ing hab it s can b e sorn ew.ha t influenced . 
For example, one merchant decided that h e would try t o se ll half pecks, 
peck s, and h alf bush els inst ead of th e smaller unit s commonly called 
fo r. H e adverti sed, displayed, and featu red th e la rg er unit s and tri ed 
in eve ry way poss ible t o encourage t he purch ase of these packages . 
It w as a little ha r d a t fir st but, aft er a period of about two months, th e 
m a jority of hi s sales wer e of th e la rg er units. The practice of buy ing 
by the quarter 's worth is probab ly in the same ,vay largely the r es ult 
of education. For sever a l year s, s tores a ll over t h e country have ad
verti sed, p r iced, and talk ed thi s unit of sale and it is only natural that 
mos t consumer s should fa ll in line. 

Bri efl y, th en, customers do lea rn w ithin a few w eek s o r a few month s 
t o buy a new vari et y or even a new pack age, provid ed that the new 
va ri et y o r pack age has m erit and is pr esented in t h e r ight way. This 
approach can only be m ade ' throug h a good salesman but g ood sales
men a r e not the r ule so g r ower s must depend for t he most par t upon 
st andardization and exce llence of pr oduct . 

7. THE APPLE DEMANDED BY THE HOTEL, 
RESTAURANT, AND P IE FACTORY 

T he dining r oom or lunch count er in t he hot el u ses esse ntia lly the 
sam e apple as does th e r es t au rant or cafe, a nd, fo r tha t r eason, the 
demands of th ese t wo foo d di spensing agencies w ill be consider ed t o

ge ther. T he majority of the apples eaten in public 
din ing r oom s a r e bak ed. It w as learned fr om a 

The apple demanded g roup of purchas ing agents r epresentin2' institu -
by the hotel and '--' ti on s which se rve mo r e than 30,000 m eals per day restaurant 

t hat about one out of every thirty persons w ho 
enter a public dining r oom during the apple season, 

Oct ober t o Apri l, eat s a baked apple. A ll of th ese r eprese ntatives 
stressed the n eed fo r uni fo rmity in a baking apple. 

CONSUMER DEMA 

To u se the w ords of one I 

all be o f the same size, t h( 
same degr ee of ripeness . Ir 
sam e apple day aft er day." 

T hese men explained that r 
Cl nd tha t they expect and del 
how much sugar a g iven val' 
a ture t o use , and just how Ie 
change of vari ety will make 
r esulting product w ill lack t 
and incr easing demand. Bo~ 
and \ iVinesap are some of the 
1\10st chefs prefer size 100 0 

1\1any la rge hot els and chCi 
[<'or u sc in pies, sauce, and 
apples of a t lea st reasonably 
always particul ar about cole 
T hey believe that there is 11 
place emphas is on the impoJ 
apple suppli es fr om produce 
notice with the sizes , g rades 
such vari eti es as Baldwin, Rl~ 
Hubbards t on find their way i 

1\10st of the purchasing ag 
they wo uld be g lad to buy M 
uni fo rm ity of g rad e, and a co 
since M ichigan apples as ordiJ 
specifica tions, they a re force 
fr om out of the State. Thes, 
these institutions al so requ il 
and quick delivery, make it 1 

will soon be a ve ry importal 
hot el and r es t aurant trade is 
little, th e large and capable g 
let desirable and profitabl e. 
demand is continuous and Cel 

\ Vhen the right product is e 
does not h es itate t o pay g Ot 

cause of a lack of large grov, 
closed t o 1\1ichigan producer ~ 

T he g r ower or dealer wh( 
and other nonde scr ipt stock ( 
tak en. T he pie fact ory appl( 

acterist ic 
T he apple demanded apples w 
by the pie f actory nite stat 

from sev 
nually u1 

a1ld mince m eat. A brief stc 
() f t hese b ctori es may help u: 
of t he apples used by them co 

I n the fi r st place, they req 



CONSUMER DEMAND FOR APPLES IN MICHIGAN 37 

To use the words of one of the buyers, "The apples we bake must 
all be of the same size, the same grade, the same variety, and the 
same degree of ripeness. In addition, we must be able to obtain the 
same apple day after day." 

These men explained that many customers eat baked apples regularly, 
Clnd that they expect and demand a uniform product. The chef learns 
how much sugar a given variety r equires; he learns just what temper
Cl ture to use, and just how long the fruit must be left in the oven. A 
change of variety will make necessary a change of procedure, and the 
resulting product will lack the uniformity so essential to maintaining 
and increasing demand. Boxed Jonathan, Spitzenburg, Rome Beauty, 
and Winesap are some of the varieties commonly used for this purpose. 
Most chefs prefer size 100 or slightly larger. 

l\1any large hotels and chain restaurants bake their own apple pies. 
For use in pies, sauce, and salads, the hotel and restaurant demand 
apples of at least r easonably large size and good grade. They are not 
always particular about color, but th ey do prefer standard varieties. 
They believe that there is less waste in preparing a large apple and 
place emphasis on the importance of size. They usually obtain their 
apple suppli es from produce dealers who can supply them on short 
notice with the sizes, grades, and varieties preferred. Large sizes of 
snch varieties as Baldwin, Rhode Island Greening, Jonathan, Stark, and 
Hubbardston find their way into hotel and restaurant kitchens. 

Most of the purchasing agents who were consulted said that though 
they would be glad to buy l\1ichigan apples they must have large sizes, 
uniformity of grade, and a continuous supply. They further stated that, 
since Michigan apples as ordinarily available now fulfill but few of these 
specifications, they are forced t o obtain the majority of their supplies 
from out of the State. These special needs, coupled with the fact that 
these institutions also require other special services, such as storage 
and quick delivery, make it unlikely that individual Michigan orchards 
will soon be a very important source of apple supplies in sofar as the 
hotel and restaurant trade is concerned. Though the individual can do 
little, the large and capable growers' organization should find this out
let desirable and profitable. Color r eg uirem ents are not high and the 
demand is continuou s and can be predicted with reasonable accuracy. 
\Vhen the right product is obtainable, the hotel and restaurant t rade 
does not hesitate to pay good prices. It is to be regretted that, be
cause of a lack of large grower organizations, this outlet is practically 
closed to l\1icbigan producers. 

The grower or dealer who thinks that odd varieties, under grade, 
and other nondescript stock can be disposed of to the pie baker is mis
taken. The pie factory apple must possess certain very definite char

acteristics and it is useless to try to sell to bakers 
apples which do not meet their requirements. Defi

The apple demanded 
by the pie factory nite statements as to their needs were obtained 

from several Detroit bakers who together use an
nually upwards of 225,000 bushels of apples in pies 

and mince meat. A brief statement regarding the apple requirements 
of these fctctor ies may help us to understand why more than 90 per cent 
of the apples used by them come from out of the state. 

In the first place, they require a large apple. Exhaustive tests have 



38 MICHIGAN SPECIAL BULLETIN NO. 209 

proved conclus ively tha t not only can large apples be handled more 
quickly a nd eas ily, but that the yield of sliced apples per bushel of 
unprepar ed fr uit is much greater when the large sizes are used. Under 
these conditions, it is only natural that the pie factorie s should much 
prefer apples of th e siz e which best suits their needs. The ideal sizc 
is two and three-fourths to three inches. Furthermore, they require 
an apple of normal shape. Most of the fruit is peeled by machinery, 
and apples of irregular shape require special attention which slows 
down and makes the operation mor e expensive. 

Not a ll varieties a r e suitabl e for pi es and, in changing even fr om one 
t o another good variety, the recipe must be changed. The ideal formula 
can be fo und only after r epeated trials , and trials which result in in
ferior pies cau se dissatisfaction and monetary losses. Northern Spy, 
Baldwin, Greening, and Wagener are among those favored. 

vV hen it comes to g rades, preferences differ. Some companies buy 
fruit "orchard run, w ith small and irregular apples out." This is later 
sorted into grades as r equired. Others prefer to buy Commercial, B, 
and A grade fruit in almost equal quantities. The Co mmercial grade 
is utiliz ed in the fall, the n grade fruit in the winter, and the A grade 
in the spring. 

A large pie fac t ory often uses from 25,000 t o ]00,000 bushels of 
apples in a sing le season, and the task of assembling the supply is 
much simplified w hen it can be obtained from the fewest possible 
sources. If, in assemblin g 50,000 bushels of apples, it is possible t o 
obtain only 500 bushels from anyone individual, the task becomes 
complicat ed. One hundred different transactions must be made and, if 
the sources of supply a r e vlidely separated, as they are almost sur e to 
he, much travel and correspondence ,,,, ill be necessary. Not onl y this, 
but the supply when finally asse mbled will lack the uniformity which 
pie factories count so essential. In other words, pie bakers like to deal 
"v ith individuals or organizations ,,,,hich can supply them with 10.000 
or more bushels of standardized, uniform fruit that meets certain 
definite specifications. 

A ll of the buyers intervie wed sa id that until comparatively recently 
when their own st anda rd s became higher, they obtained most of their 
apples f rom Michigan growers. They also said that, as Michigan 
apples were inclined to be small, the list of varieties offered for sale 
long, and the volume ob tainable from anyone individual limited, mos t 
of th eir supplies now come from out of the State. One purchasing 
agent t old of hav ing r ecently gone on a tour of the State for the pur
pose of buying apples. A lthough 122 orchards were vi sited, he found 
onl y two or three g rower s w ho had for sale exactly what he wanted 
in sufficient volume to inte r es t him. H e further stated that he hesi
tated to deal w ith Michigan growers because o f their unreliability. H e 
gave as an exampl e a g rower who accepted a depo sit and agreed to 
ship certa in var iet ies, o rchard run with ciders and irregulars out. vVhen 
rece ivcd. it ,vas found that th e A-grad e fruit had also been r emov ed. 

The g rO\vcr defended himself by saying, "Peelers and n (Trade ctl)l)les 
1 1 f . " b a re gOOf C11 0 11g.1 or pIes. 

.I\lloth er car of l\lfichi gctn apples \\'as purchased over t he tel epho1l e' 
from a grmve r w ho was thought to be reliable. In describing the fruit, 
he sta t ed that though he did not recall how many varieties were in the 
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car, he was sure that the lot would be ideal for pies . When the car was
received, it was found to contain 22 varieties, with an utter lack of 
uniformity as to either size or grade. Ano ther grower who sold his 
apples to the pie factory poured them from the picking bags to crates, 
and from crates to open bins in his barn. The apples were later 
shoveled into crates for a second time, hauled to the car, and loaded 
in bulk. 

To use the words of the buyer, "This fruit had begun to resemble 
mince meat when it re3ched us. Can you blame me for losing faith in 
l\lichigan growers?" 

8. WHAT THE INDEPENDENT RETAILER DEMANDS 

Retailers sell to consumers; sales are easier when they have in stock 
what consumers want. It follows that for a description of what the 
retailer wants, we have only to turn back to the discussion of ultimate 
consumer demand. Under that heading, it Vias said that the consumer 
wanted reasonably priced apples which were of good quality, red color, 
large size, free from bruises, of good variety, and free from insect 
injuries. The retailer not only \",-ants this sort of an apple, but he 
imposes certain other conditions which we will now consider. 

Most apple consumers expect the clerk in filling their orders to give 
them the best apples visible in the package from which he is filling 
their order and even to go down into the package and select superior 

Retailers demand 
uniformity within 
the package 

specimens. Boxed apples are usually comparat iv ely 
uniform, but many bushel packages contain speci
mens which are bruised or deficient in size or color. 
If, in filling orders, from bushel apples, the better 
fruit is a lways selected, these inferior specimens 
will remain and, vvhile the fruit may have looked 
well to start with, that left in the bottom of the 

basket after a number of sales have been made will be much less at
tractive. When the best specimens were always selected from fruit 
of "commercial" grade, the observer found that it was necessary to 
place the fruit remaining in the bottoms of nearly empty baskets into 
the cider barrel. Fruit reclassified or lost in this way often amounted 
to as much as 10 per cent of the total. 

Most customers e ither point to the apple select ed or ask for a cook
ing or eating apple. If the reta iler has in stock one or two varieties 
of cooking apples and two or three varieties of eating apples , he is 

Retailers prefer to 
stock the minimum 
number of varieties 

prepared to supply all but the most exacting of his 
customer s. A large stock \~T ill require a greater 
investmen t a nd, when many packages are opened 
and displayed, the losses from shrinkage are 
greater and the job of se lling is made more diffi-
cult. V\l ith many varieties from which to choose, 

cnstomers will ask more questiuns. take longer to come to a decision. 
ane! in the end he 110 better satisfied than if the choice had been quickly 
mad e from a few varieties. For th ese and other reasons, the retailer 
is usually 3nxious to keep down to the minimul1l the number of varieties 
stocked. 
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The retailer is a busy man, a nd h e much prefers to s tock apples which 
r equire th e minimum amount of h a ndling. The package which can be 
opened and p laced in the apple display as it is, is much more desirable 

Re·tailer s prefer 
conve n ien t packages 

than th e package from which the appl es must b e 
r em oved, so rt ed , wiped, and arranged in bins o r 
oth er container s. Displays and bins from \vhich 
sales are m ade 11lU St be continually repleni shed a nd 
arranged . This takes titTle , costs money, and is at 

bes t no t very des irable. Apples \yhich come to the r e tail st o r e, packed 
in standard apple boxes, will a lmos t se ll them selves, if the merchant 
will but remove the lid , unwrap the top layer, and place the package 
where it can be seen. The ease w ith which boxes may be displayed 
and replaced makes thi s package very popUlar. The tub bush els, pro
vided it contains a uniformly hi g h quality apple, is, on the whole, a 
good package, a nd thoug h not as popular as the box, it is no t heavily 
discounted by most retailers . 

A good many apple s are so ld ac ross the count ers of small fr uit store s 

Retailer s like to 
kn.ow t he n u mber 
of apples whic h a 
pac'kage contains 

When apples are 
not so important. 

located in th e busin ess di strict., of citi es, hy push
cart men, by soda fo untains, a nd by cigar stores. 
Practically a ll of these apples are sold by count, 
a nd any grower o r organizat ion which expects t o 
cate r t o t hi s class of trade mu st mark upon each 
package the numb er of apples w hich it co ntain s. 

so ld by t h e pound, the number per box or bushel is 

It h as been pointed out that in asking for apples many consum er s 
say, "Like I had before ." Sti ll other s who ask for "eating" o r "cook
ing" apples, expect t o r eceive the same sorts which they r ece ived 0 11 

prev ious occas ion s when their \",ants were stated in 

Retaile r s demand 
continuous supply 

th e same terms. Those familiar with variety name s 
as k for the sam e variety r epeatedly, so, every-
thing cons id e r ed, practically a ll cust omers buy th e 
same varieties and grades time after tim e. It is 

possible to t urn most buyers from one good apple to anoth er good o ne 
but, in so doing, it is n ecessary for the clerk t o explain repeated ly th e 
change and the reason for making it. A t b es t , a few cu stomers are 
sure to leave the st ore w ith out buying. 

They m ay say, "I have used J onathan for a long time, the childre n 
like them, and I know just how t o cook th em , so I vvill try to find tha t 
variety at some other store." 

Each change from on e vari ety to another means that many explana
tions must b e made, som e d issatisfaction engender ed , and at least a 
few customers lost. It is not hard to see why retailers prefer to change 
from one variety to another on ly when absolutely necessary. 
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9. WHA T THE CHAIN STORE DEMANDS 

A t the present time, approximately one-third of the grocery store:; 
in D etroit belong to chain o rganiza tions. On the average, the chain 
s tore is somewhat larger and does a greater volume of business than 
does the independent store. In view of this fact, it is not unreasonable 
to assume that at least one-haH of the produce unloaded at Detroit 
reaches the consumer through the 111 eclium of the chain s tor e. D emands 
made by chain stores are similar to those of independent r etail stores 
but, their methods of operation make necessary certain additional 
requirements. 

The records kept by a chain sto r e organization are, at best, involved. 
Unless all produce handled is strictly standardized as t o grade, variety, 
price, and package, the labor of keeping the necessary records is ma

terially increased. A ll produce must pass through 
a vvarehouse, be checked and rechecked and the 

Chain stores de-
mand standardization handling of standardized produce r esult s in a great 

saving of time, money, and effort. Not only is 
standardization desirab le from the standpoint of 

the general office and the warehou se, but the housewife expects and 
demands the same product from one unit of a ch a in sto r e that her 
neighbor obtained at another unit located perhaps severa l blocks away. 
If fruit is to be of the same grade, var iety, and pack day after day, it 
is obvious that the chain store must deal with an individual or o rgan
ization which can supply large vo lum es of uniform produce. With 
this in mind, it is not hard to understand why it is so difficult for the 
grower, with perhaps one or 1:\\'0 cars of a given grade and variety, 
to deal with a chain organization which is in the market for perhaps 
50 or more cars of the product which he has to offer. Not only do the 
chain stores demand many cars, but they much prefer "straight cars," 
cars containing but one var iety . and one grade. The inability of Mich
igan growers or fruit exchanges to offer "straight car s" of apples 
has prevented the consummation of many transactions with chain store 
representatives. Chain store success is built a round, and made possib le 
by, the handling of standardizecl goods. J\ pple growe r s and dealers 
who desire a part o[ the cha in store business mnst accept that fact. 

10. WHAT THE PRODUCE DEALER DEMANDS 

The produce dealer demands from the growe r that which the re
tailer will buy, nothing more. It may be added that h e demands nothing 
less, and we have a lready seen that con sumer demand, plus the concE·· 

tions imposed by retailers, defined the desirable 
apple w ithi n rather narrow limits. Mention was 

Produce dealers m ade of the fact that the retail merchant prefers 
demand apples which .. . 
retailers will buy a package which can be easi ly handled and readIl y 

incorporated into his display. The produce dealer 
also wants a convenient and durable package for 

a sli ghtly different reason. Hand lin g a s h e does man y thousands of 
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pack:ages , the dealer much p r cf er s packages that \V ill st and cons id er 
able hand lin g . He a lso prefe r s a pac kage th a t ca n he qui ckl y a nd 
ea sil y s tack ed in the m inimum am ount o f space . 

The produce deal er , like the chain sto re, Ill uch pr efe r s stra ig ht cars. 
It is m uch ea sier fo r the dea ler to fi g ur e proceeds a nd prices on stra ig ht 
cars. T he task of se lling is a lso simplified. Each package se ll s a t the 
same pr ice, and it is not necessary t o close out sm all odd lot s at r e
duced figur es . Ne ither is it necessary t o seek out buye r s w ith spec ia l 
needs t o t ak e lot s w hich a r e not suited t o gener al u se . 

11 . HOW NEARLY DOES THE MICHIGAN APPLE MEET THE 
REQUIREMENTS OF THE MICHIGAN MARKET 

Let u s see how the M ichi gan apple lll eas ur es up t o th e r ecluirem ents 
of the M ichig an consum er. 

In checking a li st of vari et ies w hi ch se ll r eadily in M ichigan ma rk et s 
(F ig ure 4) w ith a second li s t showing t he ver ietal composit ion o f the 
average M ichigan o rcha rd / it is found th a t the aver age M ichi gan 
orch ard is composed of va r ieti es les s th a n half of w hich a r e read il y 
sa lable in M ichig an m a rket s o r , fo r t ha t m a tter, in any m arket. T he 
discouraging thing is tha t grower s a r e still p lanting inferior va ri eti es. 
The writ er talk ed "vith a g rower w ho w as pla nting a r a th er la rge block 
of trees of a little known vari ety of doubt ful qua lity. T hi s man sa id 
that he had a few m a ture t r ees of thi s va rie t y a nd th a t for seve ra l 
years the buye r t o w hom h e u sua lly sells had not only tak en the fr ui t 
without question but had expr essed a p reference for it . T he buy e r 
probably had a specia l outlet fo r a limited quant ity of t hi s fr ui t . By 
the tim e the n ew p lantin g com es into bea ring, it is p robable t hat th is 
special m a rket w ill have been lost and tha t a nother out let for t he con 
siderable volume w hich w ill be produced w ill be ve r y d iffic ult to fi nd . 
Gr ower s should r em ember tha t , w hi le odd vari etie s a r e sometimes 
readily salable in specia l m a rket s, there a r e a fe w va ri eti es w hich 
sati sfy pra ctically a ll dem a nds, and se ll well in a ll market s. 

The astoni sh ing discrepancy betw een variet y supply and vari et y de 
mand is r egrettable but t hat is not a ll. It has been pointed out t hat 
more than half of the app les consumed in D etro it, M ichigan's la rg es t 
apple market , a r e box packed. The busheled apple appeals t hen, t o 
less than ha lf the popula tion of tha t city and m or e than 68 per cent 
of those w ho buy busheled apples demand an A g rade apple or be tter. 
In the face of thi s dem and fo r a quality pack , more than half of t h e 
Michig an cr op is pack ed out as Commer cia l g rade. I n a st udy of low 
g rade fruit ,2 it was fo und th a t , in the average year , only 56 per cent of 
the apples pa cked by co-opera tive or ganizations m eet the requi rement s 
of the A g rade. The net r esult is tha t only a small par t of M ichigan 
apple s is packed as th e maj ority of consumer s like to buy t hem. A 
large portion of the apples u sed in M ichigan I?ove in t o consumption 
th rough the m edium of th e cha in s tor e. T hese organizations in sist 

lGardner, V. R. Vari eti es a nd Loca tion as Factor s in Apple P roduction. M ich . 
Agr. Ex p. S ta. Sp. Bu!. 161. 1927. 

2Gaston, H. P . Why a Cull Appl e is a Cull. Mich. Agr. Exp. Sta. Sp. Bu1. 160. 1927. 
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011 heing ahle to ohta in a few standard varidies in large volullle. At 
the present time, there is no individual or o rgani7:atiol1 in the state that 
can meet this demand. 1\s a result, less than 10 per cent of th e apples 
sold by chain stores to Michigan consumers are :Michigan grown. 

Next to quality the Michigan consumer requires color and size . It 
is estimated that in the average year only about 25 per cent, certainly 
not more than 30 per cent, of Michigan's commercial crop is so grown 
and packed that it meets the spec ifications of the A grade. Packing 
house records show that a large percentage of the fruit placed in the 
lower grades goes there because it is deficient in either color or size. 
Other things might be done to make the Michigan apple more attrac
tive to consumers but, if growers could and would alter cultural prac
tices so as to increase the size and color of the fruit now placed on the 
market, the ultimate Michigan consumer would be reasonably well 
satisfi ed with the Michigan product. 

Moreover, the grower mllst satisfy the r etailer as well as the con·· 
sumer and th e retailer demands : 

1. U niforml), graded apples 
2. Few varietie s 
3. Convenient packages 
4. In some instances, packages marked with the number of fruit s 

contained. 
5. A change from on e variety to another only Ivhen absolutely 

necessary. 

The Michigan pack is m or e or le ss deficient in a1l of these respects. 
The Michigan variety li st is long. The tub bushel is without douht 
the best package in common u sc in Michigan, but only a small part 
of the Michigan crop is now rlacked in thi s container though it s u sc 
is becoming more common. The practice of stamping on each pack
age the approximate numher of apples contained is at present un
known in Michigan . The large number of variet ies marketed hy th e 
}\1ichigan grower mak es it hard for the retailer to concentrate on only 
a few vlith the minimum numb er of changes, because the volume of 
anyone variety is limited. 

In a word, at leas t 75 per cent of the Michigan consumers demand 
is for a product which only a small percentage of M ichigan growers 
are producing, packing, and marketing. The per cent of Mich igan 
consumers who will buy the sort of apples which m os t Michigan 
grower s produce is small and the inevitable results are that many 
locally soleI apples r eturn little profit to the gro-wer and that more 
than haH the crop must l)e moved to out of State markets t o he sold 
at an ything like fair anc1 equitable prices. It is still po ss ihle t o sell 
lllany }Vrichigan apples outside of the State hut the standards of quality 
arc con stantly being rai sed in a ll markets and, in th e not far di stant 
future. l\1ichigan growers are going to find it necessa ry to ac1just th eir 
pr()duction program to a changed consum er s' demand . The question 
is . what is to be done? 
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12. THINGS WHICH WOULD HELP MICHIGAN PRODUCERS 
TO BETTER MEET THE DEMANDS OF 

THE MICHIGAN MARKET 

It has often been said in fruit growers m eetings, farm papers, and 
the daily press that an advertising campaign which would increase the 
consumption of apples would solve m any of the problems of Michigan 
growers. Not only would such a campaign be costly and difficult to 
organize but from the standpoint of lVlichigan producers the results 
obtained would almost certainly be vcry disappointing. The difficulty 
is not so much that people are not eating enough apples; it is rather 
that the apples they are eating are not Michigan grown. As things 
now stand a campaign which 'would increase consumption would be 
very likely to increase the consumption of fancy, standardized apples 
at the expense of the less uni fo rm Michigan pack. 

In discussing th e advisability of apple advertising with an officer 
of many year s advertising experience in a large wholesale grocery 
concern he said, "In advertising, a low price may draw trade t o a store 
but when once there the trade usually buys a quality product." 

He went on to say that his firm was often called upon to supply a 
retail store with a fevv bushels of A grade along with a larger order 
of fancy western apples. According to this executive, this often means 
that while the store is going to advert ise an A grade apple, or perhaps 
even a B grade, they expect to sell for the most part a fancy apple. 
The results of large scale advertising would probably be much the 
same as those ob t ained by the individual store. The fact is that broadly 
speaking at the present time lV[ichigan does not produce the l~in~l of 
apple that it pays to advertise . Thc man who buys. a c.ar of MlChlga.ll 
A O" rade Northern Spy apples on November 10th, I S lIkely to find It 
difficult or impossible to obta in a sccond and tbird car of th e same 
grade and si milar pack two or threc \vee~{s latcr. Well directed adver
tising campaigns arc never launch cd untIl st eps have first heen taken 
to make tl~e adverti sed product readily available w hen demand is 
created. Michigan growers n eed not concern themselves about adver
tising until they are prepared to supply a standardized apple in large 
volume. 

The only practical way of bringing about real standardization is 
through grower organizations . Such or~'anizati~ns h ave enabled ~ro~
ers in the northwest to produce a hIgh qualIty apple, to mamtam 
uniformity of package and of the fruit within the packao-e, and at the 
same tim e to supply standard varieties in Jarge volume. Q~lality and 
standardization a r c not only desirable but absolutely essentIal to suc
cess. Standardization has -for a 10ng time been the corner stone of 
industry . Agri cultural enterprises can not attain any la~ge. measurc 
of success without strict attention to this fundame nta l prlnC1ple. 

The claim bas often been made that the Michigan apple industry 
is sufferinO" from overproduction and that for this reason it is almost 
useless fO l~ growers to expect to better their positions by organ,iza.tion 
or thc employmen toE hettcr mcthods. At the prescn t lune, lVItch lgan 
consumers eat more apples than Michigan growers produce and they 
will probably continue to do so for some time to come. Under these 
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conditions, it is not necessary to give serious consideration to the over
production claim. Paradoxical as it may seem, the marketing prob
blem of the Michigan grower would probably be simplified if produc
tion were double or even treble what it now is if that production were 
of standardized, high quality, high grade goods. Increasing the volume 
of well packed desirable varieties would make it easier to assemble a 
quantity of standardized fruit. Under these conditions, organizations 
would probably be formed, it would become possible to market through 
chain stores, to deal with pie bakers and other receivers who can now 
get the volume and standardization required only by going to out of 
State sources of supply. In other words, Michigan is probably suffer
ing more from under production than from over production. Perhaps, 
more accurately, she is suffering both from under production of a 
superior standardized product .and over production of an inferior un
standardized product. 

The evidence all points to the conclusion that the marketing of the 
Michigan apple is essentially a production problem, a matter of elimi
nating all but the best varieties, growing a better apple, standardizing 
the pack, and organizing in such a way that it w ill be possible to supply 
straight cars in large volume. 

SUMMARY 

1. About 11 per cent of Detroit's total apple supply comes in by 
truck, principally from Michigan orchards and approximately 10 per 
cent of the car-lot unloads in that city are Michigan grown. The 
remainder, amounting to about 1,200,000 bushels annually, is shipped 
in from other states, principally vVashington and Ne,v York. 

2. The proportion of l\1ichigan grovln apples consumed outside the 
Detroit area is somewhat larger. 

3. Fully half of Michigan's commercial apple crop is shipped to 
points outside the state. 

4. Over half of the total car-lot unloads of apples in Detroit are 
packed in boxes; most of the remainder are packed in bushel baskets. 
The tub bushel is rapidly gaining ascendancy over the round-bottom 
basket. The barrel has almost disappeared from the market. 

5. The demand for A grade or still better fruit has grown rapidly 
until now only about 20 per cent of the total demand, in Detroit at 
least, is for a B grade or "commercial" grade product. 

6. Coincident with the demand for better grades is a demand for 
only a few varieties that are of high quality and suitable for both 
eating out of hand and cooking. 

7. Ninety per cent of retail apple sales are made to women or to 
those who are purchasing for women. 

8. Ninety per cent of retail apple sales are made to regular cus
tomers and therefore represent repeat orders. 

9. The percentage of buyers who know variety names is small and 
most customers describe the fruit wanted in such general terms as 
"eating" or "cooking" apples. More than half of the apples bought are 
for eating out of hand. 
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10. T'he factors that influence apple sales t o consumers are, in the 
order of their importance, quality, color, size, price, fr eedom from 
bruises, variety, and freedom from insect injury. 

11. The apple for wh ich ther e is the greatest demand is from two 
and one-half to two and thr ee -fourth s inches in d iameter. R egardle ss 
of variety, quality, color o r freedom from blemishes, there is little 
demand for an apple under hvo and one-fo urth inches in diamet er. 

12. The m ost common monetary unit of sa le is 25 cents. vVhere 
the price to the consum er ri ses above three pounds for a quarter, sale s 
fall off rapidly. 

13. Dealers of a ll kinds . in add it ion to demanding the type of fruit 
the consumer ca lls for. insist on convenient packages (preferably boxes 
or tuh hushel baskets), good packing and above all, uniformity within 
t he package. 

14. The la rger dealers, those purchasing for pie bakeri es and restaur
ants and the chain store buy er s in sist on b ein g able to obta in a con
tinuous suppl y week after "week of sing le grades of sin g le varieties . 
Their trade is based o n a s tri ct ly standardized product . 

15. :Much of t hi s demand can be l11 et by M ichigan g rowers only hy 
pooling their pr od uct anc1 se ll ing through co-operative organizat ions. 

su 

r-------------------------------------------------------~~----------------------
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TABLE I.- CAR LOT UNLOADS OF APPLES AT DETROIT, BY STATE OF ORIGIN-1918 to 1929 

1 1 1 1 1 
State 1918 1919 1920 1921 1922 

Cars Cars Cars Cars Cars 

23223 
1923 1924 1925 1926 1927 
Cars Cars Cars Cars Cars 

3 
1928 
Cars 

3 
1929 
Cars 

49 

4-year 
average 

1926-1929 
Per cent 

--------[-------------------------------
Washington . ..... 114 
New York . . . . . . .. 1.59 
Michig~n . . . . . . . . . 151 
Idaho..... .. ....... 12 
Illinois.. . . . . .. . .. . .. 37 
Delaware... ....... 7 
Oregon . . . . . ... . . 2 
Virginia .. .. . . . . . . . . . 31 
CalIfornia. . . . . . . . . . . 1 
NewJersey .... ... . 1 
W. Virginia .... . .. 16 
Pennsylvania . ... . .. . .. . 
Maryland... ....... 2 
Ohio..... ........ . 14 
Indiana. ... . ....... . .. 
Tennessee. . . . . . 39 
Missouri . . . . . . . . . . . 14 
Imports ............. .. .. . 
Wisconsin ...... ... . . . . .. . 
Arkansas ..... .. . . 
New Mexico ... . . . . . . 
Colorado .... . 
Kansas. .. . ... . . 
All Others ...... . 72 

Total. . 

332 373 
264 143 
343 255 

56 24 
89 10 
42 25 
10 19 
38 4 
13 6 

... ig ... . 7' 
18 3 
1 

11 
2 

458 496 
185 314 
300 352 
38 30 

1 20 
8 89 
8 21 

11 36 

623 
297 
605 

60 
36 
fi5 
58 

43 

2 

2 .. .. . . 

24 
10 

18 .. . 
6 

31 
1 1 ..... 

4 57 . .... . 

154 4 1 .. . ... 
1 ..... . 

83 58 11 

533 
318 
185 
31 
36 
66 
1 

42 

2 
2 

11 

764 
258 
607 
153 
120 
151 

4 
5 
3 
7 
5 
3 
3 
3 
5 
2 

11 

5 

891 
400 
297 
101 
85 
85 
75 
2 

57 
1 

10 
8 
3 

32 
3 

17 
3 
1 
2 
2 

1 ..... . 
7 

9 11 

1. Adapted from Table 10, Statistical Bulletin 7, U. S. Department of Agriculture, 1925. 
2. Adapted from Table 30, Statistical Bulletin 23, U S. Department of Agriculture, 1928. 

673 
338 
117 
217 

66 
106 
31 
71 
17 
75 
26 
32 
18 
6 
2 
2 
3 

1,105 
290 
154 
133 
159 
68 

100 
66 
79 
3 

36 
15 
17 
12 
18 
5 

12 
1 ... .... 
4 
1 

13 138 

1,172 
207 
339 
185 
106 
92 
43 
77 
49 
56 
35 
19 
33 

5 
8 
.5 
9 

24 
14 
9 

10 
1 
6 

23 

43 .5 
140 
10 .3 
7 .2 
4.7 
4 .0 
2.8 
2.4 
2.3 
1.5 
1.2 

.8 

.8 

.6 

.4 

.3 

.3 

.3 

.2 

. 2 

.1 

. 1 

.1 
1.9 

3. Figures from U. S. Department of Agriculture, Bureau of Agriculture Economics Mimeograph entitled "Unloads of Fruits 
and Vegetables in Detroit. 

TABLE 2.- CAR-LOT UNLOADS AND ESTIMATED LOCAL RECEIPTS OF APPLES AT DETROIT 
BY CROP SEASON 

Year 

19261 .. . 
1928 .. . 

Car-lot 
unloads 

Bushels2 
1,250 , 100 
1,566,8003 

Estimated motor truck 
aud small-lot receipts 

Bushels I 
138,900 I 
201,0004 

Per eent 
10 
11 

1. Adapted from Table 2, Circular 91 , U. S. Department of Agriculture. 1929. (Park J . W.-Market Supplieo and Prices of 
Apples.) 

2. Car lots from eaatern and mid-western sections were considered to contain 525 bushels ; from the Northwest, 757 bushels: 
from Colorado and Utah, 630 bushels ; from California, 700 bushels. 

3. Based on analysis of 63% of Car-lot unload~. 
4. Based on opinions of dealers and observations of receipts at producers' markets. 

TABLE 3.-RELATIVE IMPORTANCE OF VARIOUS APPLE CONTAINERS IN THE DETROIT MARKET 

Year 

Boxes 

P ercentage of supply in various eontainers 

Barrels Tub 
Bushels 

Bushel 
Baskets 

Miscel
laneoug4 Bulk Total 

-------------·1------------------------

19261 .. 

19283 •. 
55% 
56% 

6% 
1% 23% 

29%2 
12% 

7% 
6% 

3% 
2% 

100% 
100% 

1. Adapted from Table 52, Circular 91, U. S. Department of Agriculture, 1929. (Park J . W.- Market Supplies and Prioes 
of Apples) . 

2. Includes both tub and round bottom bushel baskets. 
3. Based on sample eonsisting of 63 per cent of ear-lot receipts, and observations of motor truck receipts. 
4. Mostly Bushel erates. 
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TARLE 4.-RELATIVE IMPORTANCE OF VARIETIES IN CAR-LOT SUPPLIES OF APPLES AT DETROIT 

Percentage of total car-lot supplics 

Jonathan .. . 
Wine Sap . . . . . . . . 
Rome BC:1uty .. . 
Greening .. . 
Delicious . . . . .. ... . . . 
Yellow Transparent . . 
Gravenstei n . . 
Baldwin . . ... . 
Wealthy . .. . 
· Williams ......... . ... . 
Oldenburg (Du chess) .. . 
Northern Spy . .. ... . . 
8tayman Winesap .. . 
Grim es Golden . .. . 
McIntosh . .... . 
York Imperial . 
Wolf Rivcr .. 
Ben Davis . .......... . 
I~sopus Spitzcnburg .. 
Yellow Newtown . 
, tark .. .. . 
Arkansas .. . 
All Others . . 

Varicty 

19261 

PCI' cent 
244 
22 .7 

7 .0 
9.7 
4 .9 
3.6 
3.7 
64 
1.7 
4 .6 
2 .1 
2 . 1 
1.7 

.9 

. 7 

.1 

. 0 

.4 

. 2 

.6 

.5 

. 1 
1.9 

100 .0 

-- --

19282 
Average 

1926-1928 

Pcr cent Per cent 
22.0 ~3.2 
16.7 19 .7 
13 9 10 .5 
R.4 9 .1 
9 .2 7 .1 
Ii . 1 4 .3 
4 .4 4 .1 
1.6 4 .0 
3.7 2.7 

. 6 2 .6 
3.0 2 .5 
1.1 1.6 
1.5 1.6 

. 1 .5 

.3 .. 'i 
1.0 .5 
1.0 .f> 

. 4 .4 

.7 .4 

.1 .:J 

. 1 .3 

.3 .2 
4 .8 3 .4 

100 .0 100 .0 

----

Adapted from Table 23 , Circular !1I, l '. S. Dcpartmcnt of Ag riculture, 192!l . (Park J. W.- Market Supplies a nd Prices 

of Apples). 
2. Based on Slmple co nsisti ng of 63 per cent 0 f car-lot receipts. 
'As Williams is not an important commercial \'a ri rly in this section it is probablc that one or more other va rieties are beinR 

mark eted under this na me. 

TAnLE !i.- DISPOSITIO OF MICHIGAN'S COMMEnCI AL APPLE CROP 

Four-Season Average 1!l26- 192!l 

Bushels Per cent 

Shipments by rail to poin ts in Michigan ......... . 
Shipments by rail to points outside of Michigan) .. 
All Others (Shipments by truck)~ . . 

Commercial Crop (Total) ..... 

381,325 
1 ,299 ,287 
1 ,605 , 138 

.. .... \ 3 ,285 .750 I 

12 
40 
48 

100 

Adapted from "Marketing Michigan Apples, Summary of 192!l Season, by R. II. Shoemaker. Market Ncws Service on 
Fruits and Vegetables, U. S. Dept. Agr. and Mieh. Dept. Agr. Cooperating, Wa-hington, D. C., June, 1930. 

In reducin v: barrel to bu:;hels, it was assumed that 011e harrel co ntai ned three bushels. In rrt\ucing car lots to hllsllPls, it was 

assumed lhat each car contained 516 bllshel ~ . 
1. Obtained by SllbLracting shipmr.nt~ by rail to points in Michigan from total shipmenls by rail. 
2. Obtairlf'd by subtract in g; total shipm ent s by rail from total commercial crop. 

TAIlLE 6.- PER C I~ T OF TOTAL CAn-LOT UNLOADS AT DETROlT OlUC INA T1NC I N MI CHICA 
AN D IN WASHINGTON AND OREGON, H118- 192!l 

19 18 1 1919 1 1!l20 1921 \ 1922 1!l23 \ 1!l24 1!l25 1926 1927 1928 1929 

----------------------

Washingt on and Oregon .. 
17. 3 :!20 ·10 .7 ·1:J . 1 36 .9 38. 2 4:\3 :16 1 ~(j 3 38 .G 49 .9 48 .1 

Michigan . 

Based Oil Tahir 1 of thr Su pplcmenl. 


