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100 customers for the 5 x 6 size. For both grades, the largest
sales effect was obtained between the 6 x 6 and the 6 x 7 sizes.
At each grade level, the purchase rate for the 6 x 6 size was about
3.5 pounds per 100 customers above that for the 6 x 7 size.

The fact that there were comparatively constant differences
in customer purchase rates both between sizes when comparisons
were made across grades and between grades when comparisons
were made across sizes raises the question of the combined ef-
fects of grade and size upon the quantity of tomatoes which con-
sumers will buy. An indication of the nature of these combined
effects can be obtained from an examination of the changes in
purchase rates moving diagonally across grade and size. Three
sets of diagonal comparisons were available for this purpose (see
Table 1). A sequence of observations was obtained on grade-size
combinations from the size 6 x 7 No. 3 grade upward to the 5 x 6
No. 1 grade. Comparisons in the opposite direction were pos-
sible for the sequence of observations running from the 6 x 6
No. 3 to the 7 x 7 No. 1, and from the 6 x 7 No. 3 to the 7 x 8
No. 1.

Substantial sales gains were experienced as a result of mov-
ing upward on both the grade and the size scale (Fig. 12). The
quantity of tomatoes purchased per 100 customers increased 4.45
pounds when the tomatoes with which they were confronted
were changed from a 6 x 7 size of the lowest grade to the 6 x 6
size of the No. 2 grade. Moving from the latter size to the 5 x 6
No. 1 tomato brought an additional increase in the purchase rate
of 3.45 pounds per 100 customers. Clearly, these effects indicate
that in the upper end of the size scale, customers respond readily
to increases in both grade and size in tomatoes. Conversely, it
must be remembered that downward adjustments in quality levels
involving both the lowering of the grade level and a decline in the
size of tomatoes will bring equally precipitous declines in the
rate at which customers purchase this product.

Movement from the larger sizes in the lowest grade category
to the smaller sizes of the No. 1 grade produced no consistent
or significant changes in customer purchase rates. Changes in
sales rates from the 6 x 6 or 6 x 7 No. 3 upward in grade but
downward in size to the 7 x 7 and 7 x 8 sizes of the No. 1 grade,
respectively, were inconsistent in a behavioral sense. Under no
circumstances were the changes in sales from one category to
another statistically significant. This fact supports the earlier


