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Factors Affecting Consumption of
Frozen Meat in Two Selected Residential Areas
in Beirut, Lebanon (1)

by

Salah M. Yacoub, Fawzi M. Al-Haj and Nada Abu-Ghanima 2}

THE PROBLEM

Much meat is being consumed by the Lebanese people. The
national production of meat, however, does not exceed 14% of
what is neceded. Seventy-four percent of meat consumed is im-
ported fresh and 12% is imported frozen. High prices of fresh
meat are due to lack of organization in importing meat. Mer-
chants import small quantities at irregular intervals (Slam,
1969, pp. 440-442).

Lebanon’s total consumption of meat decreased between
1964 and 1967 (Shwayri, 1969, p 402), while its population increas-
ed at an annual rate of 2.8% (United Nations, 1970, p 73). This
situation has created a problem for the Lebanese society, espe-
cially, if one considers that the national production of all types

1. Approved for publication as Journal No. 416 by the Faculty of Agricul-
;u_rigl Sciences of the American University of Beirut on August 27,
973.

2. The authors are, respectively, Associate Professor of Rural Sociology,
Associate Professor of Extension _Education, and a former graduate
assistant in Rural Sociology, Faculty of Agricultural Sciences, American
University of Beirut,_
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of animal protein covers only 38% of what is desired and needed
by every individual (Saad, 1971, P 6). One way to solve the
problem and to correct the deficiency in protein intake is to
increase the consumption of frozen meat. This is especiaily true
since the types of frozen meat being imported into Lebanon are
quite competitive pricewise, with thosc of fresh meat {(Idriss,
1971), and since the process of freezing the meat does not deprive
it of its nutritional value (Harris, 1960, pp 273-274). But, the
decision to consume frozen meat is the result of a complex pat-
tern of mental activity that is often affected by factors related to
the consumer's personal characteristics, the characteristics of
the product, the social environment, and/or the communication
process. Therefore it becomes necessary, if the consumption of
frozen meat is to be encouraged, to identify characteristics which
erect barriers and attempt to reduce their negative influences.
Purpose and Objectives

PURPOSE AND OBIECTIVES

The main purpose of this study was to identify the factors
alfecting the acceptance by housewives of frozen meat as a new
food product in-two residential areas of Betrut, namely Mazra'a
and Ashrafieh. The underlying premise was that, if the factors
affecting consumption of frozen meat were precisely identified,
such knowledge could and should help in spreading its use in
various communities. In addition, the effect of mass-media on
spreading information about frozen meat was investigated.

PREVIOUS RESEARCH

Since consumption of frozen meat by the Lebanese people
was considered a new practice as well as an example of a social
action or a decision which individuals have to make, studies on
adoption and decision-making were reviewed and guided the de-
velopment and the design of this study. Because of space limita-
tions, however, it is not our intention to review previous research
on adoption, Several hundred studies have been conducted on the
subject and the findings have been summarized in two books by
Lionberger (1960) and Rogers (1962) which the reader is advised
to consult. The following studies, however, are mare specifically
related to this study and their findings should be highlighted,

Darrah (1967, p 75) stated that some religions govern the
kinds of food, including meat, their adherents may eat. Britt
(1970, p 212) supported the same view. Moslems, for example,
eat meat if it is killed according to the « halal » method, namely,
slitting the throat of the animal while holy verses of Al-Fatiha
are read. Level of income is an important characteristic which
alfected the adoption or consumptio nof food products (Darrah,
1967, pp 68-72; Bland and Mize, 1960, p 25; Bivens, 1960, p 35),
With a decline in income, most consumers reduced meat pur-
chases and increased purchases of less expensive food. Khouri
(1964) found that high income affected the consumption of frozen
meat positively. Size of the family also had an affect on decisions
to buy food. Large families tended to obtain their nutritious food
from cheaper sources (Darrah, 1967, p 74; Bivens, 1960, p 42).
Adopters’ or consumers’ ages were found to affect their adoption
of certain practices or their consumption of certain kinds of food
(Al-Haj and Jabr, 1972, P 9; Bivens, 1960, p 40), Education was
another factor which affected adoption of new practices or con-

sumption of food (Al-Haj and Yacoub, 1972: Bland and Mize,
1960, p 25). f
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Factors which bring the consumer’s attention to the product,
such as advertising, food fads, health information and propa-
ganda, can affect consumption. Darrah (1967, p 76) demonstrated
the great impact which the stream of advertising Mmatter, now
being poured to consumers in exhortations and jingles via tele-
visions, newspapers, radios and other media, has on purchases
and consumption. Bland and Mize (1960, p 12) and Bivens (1960,
p 43) supported the same view, while Rappaport (1970, p 38)
stated that different kinds of communication such as television,
radio, etc. would affect decision making in general.

Factors, such as the complexity of the product or the pract-
ice, its economic feasibility, and its avatiability and cost would
affect its rate of adoption (Al-Haj and Yacoub, 1972). According
to Bivens (1960, pp 40-44), the size of the individual units of the
preduct, its color, palatability, nutritional value and substituta-
bility, its price and the design of its package affects consumption.
Darrah (1967, pp 84-89) supported this view and added that substi-
tutability, which refers to the possibility of using one food instead
of another, is important in times of food shortage and high
prices. He felt that since eating is necessary and expensive most
people would like to make it as pleasant as possible. The tastes
of food vary widely, and consumers tend to adopt the food they
enjoy.

As stated earlier, consumption of frozen meat was considered
as one example of social action and decision making. Parsons and
Shils (1951, pp 53-54) stressed the importance of expectations and
support of others, goals and ability of actors in explaining human
action and behavior. Favorable beliefs, with respect to a referent,
would affect social action towards it positively. This view was
supported by Kurtz (1965, P 29), Howard (1965, p 149) and Brim
et al. (1962, pp 49-50}. Howard (1965, p 145) stated that there is
a positive correlation between favorable attitude and positive
decision making. Wilkins (1964, pp 238-239) claimed that attitude
and behavior might correlate either positively or negatively, but
generally they correlated positively. The group influence is angth-
er important factor that affects the individual’s decisions in gene-
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ral. Individuals tend to conform to the value of their groups a
seek the support of their members. Individuals, therefore, care
for their reference group. This statement is supported by Shelly
and Bryan (1964, p 352), Festinger (1964, p 158), Howard (1965,
p 155) and Collins and Gnetzkow (1964, p 144). Habits of the
people, as well as their goals, would also affect their decisions
(Kurtz, 1965, p 135 Atkinson, 1958, p 601: Brim et al., 1962,
pp 49-50).

In addition to the literature reviewed above, a special re-
ference should be made to Reeder’s (1967) theary of social action
and decision making which was also utilized by the authors
when formulating the problem of the present study. The parts
of the theory which are directly related to this study and the
various research studies which were conducted to test such parts
were recently summarized in two publications; one by Reeder
et al. (1972) and the other by Yacoub and Haddad (1970, pp 2-3).
The theory states that in a particular social action situation, such
as consumption of frozen meat, each aclor {respondent) will be
influenced by three main types of variables which are possessed
by him. These are - (1) his personal characteristics, such as age,
level of education, income, etc., (2) his past social actions and
experiences, and (3) his beliefs and disbeliefs, Not all variables
related to these three types and possessed by the actor are
essentially relevant to a particular social action situation. A few
of each will be perceived by the actor as more relevant than
others. The beliefs and disbeliefs which affect an individual’s
behavior in a specific social action situation may come from one
or more of the following elements : his belief orientation, goals,
value standards, habits and Customs, expectations, self commit-
ments, force, Opportunities, ability, and support. These ten types
of beliefs and disbeliefs are called the elements of decision mak-
ing and of social action.

This study dealth with six out of the ten cognitive elements
of Reeder’s frame of reference. These six elements, in the authors’
opinion, were considered most relevant to the consumption of
frozen meat, and included expectations, beliefs, goals, habits and
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customs, ability, and support. The study also investigated the
influence of certain personal characteristics — namely, age,
education, income, occupation, size of family, and religicus affi-
liation on frozen meat consumption. In addition, the influence
of attitudes, opinions and satisfaction on the consumption of
frozen meat were investigated.

THE AREA STUDIED

Ashrafich and Mazra'a are two main residential areas in
Beirut, Lebanon. The inhabitants of Ashrafich are mainly Christ-
lans with a minority of Moslems; while the inhabitants of Mazra'a
are mainly Moslems with a minority of Christians. Socio-
economically speaking, Beirut is a heterogenous society. Thus,
the inhabitants of the two residential areas selected are also
heterogenous. )

THE SAMPLE

A total of 150 housewives were selected randomly from the
two residential areas of Ashrafich and Mazra'a (75 respondents
from each area). Housewives were chosen because it was believed
that they were the principal purchasing agent of the family,
According to Britt (1970, p 199) housewives normally wish to
buy things which will please the members of the family provided
this does not conflict with their own views of what is right,
proper, healthy and esthetic. Through their behavior, however,
other family members exert pressure to cajole the housewife
to buy the things that satisfy their own desires. Even though
Britt's idea is a Western one, it can be safely applied to Lebanon.

The procedure used for selection of the 150 housewives can
be explained as follows : Beirut is divided into 58 Moukhtarieh.
Each Moukhtarieh is divided into blocks and each block is divid-
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ed into plots which are given numbers. Each piot may have a
single house, a building consisting of several apartments, or it
may be empty. Ashrafieh and Mazra'a are considered as two of
the six largest Moukhtarieh. Each has nine blocks and the num-
ber of the plots within the blocks in both is almost equal, The
total number of plots in Mazra’a and Ashrafieh is 1032. The size
of the sample (n), in terms of plots, was then determined by
using the following formula (Yamane, 1969, p 583)

N

where n = size of the sample, N = rotal
1 + N(e2)

number of plots 1032, and e = standard error = 075, The 150
plots were then chosen by using a cluster random sampling pro-
cedure. In every cluster, exira plots were chosen at random to
replace the unqualified ones (empty ones). A systematized method
was used to select the individual families from the plots chosen.
If the plots chosen in the cluster were composed of single houses,
the housewife in each was interviewed. If the plots, however,
contained buildings with several apartments, the housewives
interviewed were chosen randomly from the apartments on the
first, the middie and the Jast floors of the first, second and third
plots, respectively.

Throughout the analysis, the sample was divided into three
main categories on the basis of the respondents’ use of frozen
meat : {1} the users, who were using frozen meat at the time of
interview (total = 46}, (2) the non-users, who never used frozen
meat before (total = 56), and (3) drop-outs, who had used frozen
meat once or several times before and then discontinued (tdtal =
48). These three main categories of users (the dependent variable)
were then related to each of the independent variables mentioned

“carlier.
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RESULTS AND DISCUSSION

A. Personal Characteristics and their Influence on Consumption

It was hypothesized that Moslems tend to consume less
frozen meat than others because of religious reasons. Further-
more, it was hypothesized that occupation of the houschold
heads (3), family income and size, age and educational level of res-
pondents, their exposure to mass media, and their knowledge
about frozen meat would affect their consumption patterns. The
findings, however, revealed that none of these factors, except
respondents’ knowledge about frozen meat had any significant
bearing on frozen meat consumption.

Knowledge about frozen meat was measured in terms of the
respondents’ awareness of the existence of shops which sold
frozen meat nearby, the way they perceived themselves as being
informed about frozen meat, and their knowledge of the country
from which frozen meat was imported to Lebanon. The majority
of the users (89%) were aware of the presence of shops which
sold frozen meat nearby their homes, while just 50% of the non-
users were aware of the presence of such shops. The rest were
unaware. Most of the drop-outs (75%) were aware of the presence
of these shops. Those who were aware of the presence of the
nearby shops that sold frozen meat consumed more of it than
those who were not aware. The relationship was significant at
the 0.001 level.

The majority of the respondents (84%) were little or not
informed about frozen meat. However, 28% of the users were,

3. The household head was defined as the head of all persons who live
in the unit ¢house) whether or nat those persons are related. Tn the
absence of the male household head the housewife is considered the
household head.
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to some extent, informed compared to seven percent and 13%
of the non-users and drop-outs respectively., The rest were little
or not informed. The relationship between being informed about
frozen meat and its consumption was significantly related at the
0.05 level. In addition, there was a significant relationship at the
0.001 level between consumption of frozen meat and knowledge of
the country from which frozen meat was imported to Lebanon (4).
Those who knew the countries consumed frozen meat more than
those who did not. In general, 71% of the total sample were not
able to name any of the countries from which meat was imported
into Lebanon. This further indicated that most of the respon-
dents were not well informed about frozen meat,

When respondents were asked about their main source of
information about frozen meat, 92% mentioned neighbors, _re-
latives and friends. The rest heard or knew about it either from
shops, which sold frozen meat, or from demonstrations, news-
papers and television. In fact, only anc respondent indicated that
television was his main source of information. —

B. Social and Psychological Factors and their Influence on Con-
sumption of Frozen Meat

_1, Beliefs and their Influence on Consumption

Ten belief statements were used 1o test this variable (Table

1).

4. These countries are mainly Argentina, Australia, Poland and China,
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Table 1. Respondents’ beliefs toward frozen meat and its cop-
sumption, Summer 1971,

Statement

Agree

Indifferent

Disagree

No.

=3
&

No. 04

No.

%

Direction
of
statement

10,

Frozen food is as
good as fresh food
Frozen food does
more harm than good
to health

Frozen meat is the
best rneat

Frozen meat is very
good for the health

Frozen meat is as
good as fresh meat

Eating frozen meat
should be forbidden
since it is against
religion

People who consume
frozen meat are con-
sidered guilty

The refrigerating sys-
tem where the frozen —
meat is kept before
it reaches the con-
sumer is adequate
Frozen meat loses too
much weight when it
is thawed

Frozen meat cuts are
easier to keep and to
use

49

20

13

33

26

24

120

107

33

20

22

17

16

80

71

64

11 7

24 16

10 7

20 13

98

109

129

a3

119

116

139

10

37

45

65

75

86

62

79

77

93

30
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Responses were rated on a three-point scale including agree,
indifferent, and disagree. Some of these statements were positi-
vely stated (such as statements 1, 3, 4, 5, 8, and 10) while the rest
were negatively stated. Respondents whose beliefs toward frozen
meat were « favorable » were expected, theoretically at least, to
agrec with the positively stated statements and disagree with
the negatively stated cones. On the other hand, those whose be-
liefs were « unfavorable » toward frozen meat were expected to
disagree with the positively stated statements and agree with the
negatively stated ones. Theoretically, at least all users (31% of
the total sample) were expected to agree with all positive state-
ments and disagree with all negative ones. Results, however,
showed that such expectations did not hold for the five state-
ments numbered 3, 5, 6, 7, and 8. Further probing revealed that
the reason which caused a large percentage of the respondents
to disagree with statements 3 and 5 was mainly due to their
ignorance and to the little information they knew about frozen
meat. The majority of those who disagreed with the two state-
ments felt that frozen meat had a bad smell and it jacked the

necessary vitamins.

Some of the explanations given by the respondents who dis-
agreed with statement 6 were : « We should not interfere in other
people’s business », « Before we cut frozen meat at hom we have
to read holy verses in order not to be guilty », and « As long as
we are not sure that the fresh meat we eat is slaughtered relig-
iously, what differnce would it make if we eat frozen meat ? ».
The majority of the respondents disagreed with statement 7 main-
ly because they felt that there arc poor people who need to buy
frozen meat and that people should be free to eat whatever they
choose. Most of the respondents, however, agreed with statement
8 because they did not know much about frozen meat and how

it was refrigerated.
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When the influence of the belief variable, (5) as a whole, on
the consumption of frozen meat was investigated, it was found
that those who had « favorable » beliefs consumed more frozen
meat than those whose beliefs were « unfavorable » or « slightly
favorable » (Table 2). The relationship between beliefs and frozen
meat consumption was significant at the 0.001 level.

Table 2. Beliefs of respondents as they relate to consumption of
frozen meat, summer 1971,

Tabie 3. Relationship between beliefs towards consumption of
frozen meat and religion, summer 1971,

Beliefs Non-users Users Drop-outs Total

No. Yo No. % No. %% No. %

Unfavorable

{score 0-7) 20 36 1 2 11 23 32 21

Slightly favorable -

(score 8-13) . 30 54 30 65 27 56 87 58

Favorable

{score 14-20) 6 10 15 33 10 21 31 21
56 100 46 100 48 100 150 100

X2 =1989; 4df; P 0001; C = 046

An attempt was made to investigate whether religious affilia-
tion had any bearing on the formulation of respondents’ beliefs
toward frozen meat consumption. Data revealed that all those
who had « unfavorable » beliefs were Moslems while none of the
Christians fell under this category (Table 3).

5. A belief score was constructed for each respondent. For statements
1,3,4,5 8 and 10, two points werc given if the respondent agreed with
the statement, one point for the « indifferent » response, and zero

. point for the « disagree » response. For statements 2,6, 7 and 9, two
points were given for the « disagree », one point for the « indifferent »,
and a zero point for the « agree » responses. The belief scores ranged
from 0-20. Respondents with scores of (-7 were considered as having
« unfayorable » beliefs toward frozen meat consumption; those with
scores of 813 were considered as having « slightly favorable » beliefs,
~while those,with scores of 14-20 were considered as having «favorable»
beliefs. Belief scores were then related to consumption.

Vg
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Unfavorable Favorable
Religion beliefs Indifferent beliefs Total

No. % No. % No, % No. %
Moslems 16 100 6 86 40 31 62 41
Christians 0 0 1 i4 87 69 88 59
Total 16 100 7 100 127 160 150 100

About two thirds of the Moslem respondents, however, had
« favorable » beliefs toward frozen meat consumption and this
possibly explained why religious affiliation was not significantly
related to consumption.

2. Goals and their Influence on Consumption

Goals and motives of only two groups of respondents, namely
the users and the drop-outs who used frozen meat for a long
period of time and then stopped (total = 33), were investigated,
The intent was to determine whether the respondents’ perceived
achievement of their goals and motives for consuming frozen
meat had any bearing on their actual consumption of it. The
goals and motives for consuming frozen meat were mainly eco-
nomical since 57% of both users and drop-outs mentioned « to
save money » as one of their goals. In addition, « to satisfy
curiosity » and « to buy more and tasteful meat » were mention-
ed by 51% and 43% ol the respondents respectively. « To buy
cleaner meat » and « to improve family diet and health » were
other goals which 38% and 6% of the respondents, respectively,
had hoped to achieve.

When the users of frozen meat and the drop-outs who had
used it for a long period of time and stopped were asked to what
extent they felt that their goals and motives for buying frozen
meat were achieved, 76% of the users felt that they achieved the
goal of saving « to a great or to some extent », while 57% of the
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. : ives i tion to consump-
drop-outs felt that way. Similar percentages for both groups Table 4. Habits of friends and relatives in relation P

(43% of each) felt that they achieved the goal of buying cleaner
meat « to a great or to some extent ». More than half of the

tion of frozen meat, summer 1971.

respondents in each of the groups, 53% of the users and 57% ] f friends Non-users Users Drop-outs Total
of the drop-outs, achieved the goal of buying more and tasteful Habits o _tnen y No % No. % No. 9%
meat. The perceived levels of achievement of the other goals i and relatives No. % .
mentioned by the drop-outs and the users were almost the same. ‘ tomary for most 0 0 11 24 0 0 11 7
The achievement of goals, as perceived by the respondents of the Custom ry for some 21 38 25 54 24 50 70 47
two groups, and their decision td use or not to use frozen meat ;uit?:::toﬁary 22 39 2 4 14 29 38 25
were not significantly related. Dg not know 13 23 8 17 10 21 31 21
100
3. Food Habits and their Influence on Consumption Total 56 100 46 100 48 100 150

Food habits of neighbors, friends, relatives, and their family,
as perceived by the respondents, may affect respondents’ decision

fo consume or rot to consume frozen meat. The Lebanese people,
generally, like to imitate each other and it is through this process

that many new practices are spread. It was hypothesized, there- !
fore, that if respondents perceived consumption of frozen meat :

by their neighbors, friends and relatives and other family mem-
bers as being customary, they would also try to consume it,

Chi-square was calculated after combining «customary for most»
and « customary for some » categories.

Table 5. Habits of the family in relation to consumption of
frozen meat, summer 1971,

A large number of respondents (43%) did not know whether y Non-users Users Drop-outs Total

it was customary for their neighbors to consume frozen meat. Habits of N > Mo "
This may indicate that many people living in the two residential the family No. % No. " o ° i

areas studied do not pay much attention to what their neighbors 1 2 21 46 0 0 22 15
eat. Sixty-nine percent of the respondents, however, felt that it Customary for most 3 5 27 48 13 27 38 25
was customary for most or some of the neighbors to consume Customary for some 50 89 3 7 33 69 86 57
frozen meat. The relationship between the way respondents per- Not customary 2 4 0 o0 2 4 4 3
ceived the consumption habits of their heighbors and the res- Do not know ~
pondents’ consumption of frozen meat was not significant. The Total 56 100 46 100 48 100 150

habits of friends and relatives as well as the habits of other
members of the family affected frozen meat consumption more
than the habits of neighbors. Only the users felt that it was

customary for most of their friends and relatives to consume

frozen meat; none of the non-users or the drop-outs felt that way
(Table 4). On the other hand, 4% of the users as compared to
B} 39% and 29% of the non-users and the drop-outs respectively,
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Chi-square was calculated after combining the first two c'ate-
gories of habits and omitting the « do not know » category since
the frequencies in the cells were too small.




did not perceive their friends and relatives as frozen meat con-
sumers. Consumption habits of other family members affected
respondents’ consumption of frozen meat. Ninety-four percent
of the users felt that it was customary for most or some of their
family members to consume frozen meat; while 7% and 27% of
the non-users and the drop-outs respectively felt that way (Table
5). The positive relationship between the way respondents per-
ceived the consumption habits of their friends, relatives and
other family members and their actual consumption of frozen
meat was significant at the 0.001 level,

4. The Expectation Factor and its Influence on Consumption

Three dimensions of expectations were used to investigate
the influence of this variable on consumption of frozen meat :
self expectation, family's expectations and neighbors’ and friends’
expectations to buy and consume frozen meat. One question
which was asked of all respondents, was used to measure eacl'i
dimension. 7

. Self-expectation was examined by asking the respondents
this question : « What kind of meat would you expect yourself
to serve at your home for dinner to your guests ? », Ninety-five
percent of the non-users expected themselves to serve fresh meat
as compared to 33% and 88% of the users and drop-outs res-
pectively. None of the non-users as compared to 10% and 6%
of the users and the drop-outs respectively expected themselves
'to serve frozen meat to their guests. The remaining respondents
in each group (5% of the non-users, 57% of the users, and 6% of
the drop-outs) had no preferences. It is evident from these find-
ing:v, that those who expected themselves to serve fresh meat to
their guests in their homes were largely non-users of frozen
meat; while most of those who expected themselves to serve
frozen meat were actually the users. Self expectations and frozen
meat consumption, therefore, were positively related.

- When respondents were asked to explain why they would
expect themselves to buy and serve fresh or frozen meat to their
guests, almost half of the respondents said that their decision
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would depend on the kind of meat they themselves consume at
home. Of those who expected themselves to serve fresh meat
(total = 58), 45% did so because fresh meat had a better taste,
while 32.8% trusted fresh meat more than frozen meat. The
majority (60%) of those who expected themselves to serve frozen
meat to their guests felt that, by doing so, they could buy more
meat since frozen meat was cheaper (Table 6). Self-expectation to
serve fresh or frozen meat, however, was affected by the way
respondents perceived their guests’ reactions to the type of meat
being served. When respondents were asked how they perceived
their visitors' reactions towards being served frozen meat at
their homes, 24% of the users thought that the guests would
react favorably, while 41% thought that their guests would have
unfavorable reactions. In contrast, only 4% of the non-users
thought that their guests would react favorably compared to
68% of them who thought that the guests would have unfavour-
able reactions. Most of the drop-outs (73%) thought that their
puests would react unfavorably (Table 7). The relationship be-
tween the way respondents perceived their guests’ reactions to-
ward being served frozen meat at their homes and respondents’
actual consumption of it was significant at the 0.0l level. Such
relationship was further supported when it was found that more
non-users than users or drop-outs said they would be embarras-
sed if the guests found that they were served frozen meat at
their homes (Table 8).

The expectations of other family members affected the con-
sumption of frozen meat positively. Twenty-eight perceiit of the
users were expected by their families to use frozen meat while 13%
were not. The rest of the users (59%) indicated that their families
were indifferent. None of the non-users mentioned that their
families expected them to buy frozen meat. In fact, 64% of them
indicated that they were not expected by their families to buy
it. Among the drop-outs, 54% said that their families did not
expect them to continue to buy frozen meat. This could be one
of the reasons which made this group discontinue the use .of-
frozen meat. The relationship between family expectations and
consurnption of frozen’'meat was significant at the 0.001 level.



Table 6. Respondents’ reasons for buying and serving fresh or
frozen meat for guests at their homes, summer 1971.

Reasons

No. %

For buying fresh meat

I am used to the taste of fresh meat and to the way
it is cooked

Fresh meat has a better taste

I trust fresh meat more than frozen meat

I'do not want my guests to feel that T am stingy and
I am after saving by buying frozen meat

For buying frozen meai

I can buy more meat since frozen meat is cheaper
Frozen meat is more convenient

Others

Decision depends on the kind of meat we usually
consunie at home

(total = 58) 100

9 155
26 45

19 328

4 6.7
(total = 10) 100
6 60
4 40

(total = 82) 100

73 89
No preference between fresh and frozen 5 6
Do not know 4 5

Table 7. Respondents’ perception of their visitors’ reaction
towards being served frozen meat at their homes, sum-

mer 1971,
Visitors’ Non-users Users Drop-outs Total
reaction ‘ No. % No. % No. o No. %
Favorable ' 2 4 11 24 5 10 18 12
Unfavorable 38 68 19 41 35 73 92 61
Indifferent . 16 29 i6 35 8 17 40 27
Total 56 100 46 100 48 100 150 100

X2=16324df; P  001IC = 042,
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Table 8. Respondents’ reaction if the guests found that they
were served frozen meat at their homes, summer 1971.

Respondents’ Non-users Users Drop-outs Total

reaction No. % No. % No. % No. %
Embarrassed 42 75 17 37 33 69 92 61
Indifferent i4 25 29 63 158 31 58 39

X2 =11052dF; P 0.001; C = 047,

The expectations of neighbors and friends were not as im-
portant as family expectations in influencing frozen meat con-
sumption. This may be explained on the ground that the Lebanese
pecple were more family oriented and they cared more about
what their families expected them to do than their neighbors or
friends. The majority of the respondents (92%) indicated that
their neighbors and friends were indifferent, as Far as their con-
sumption of frozen meat was concerned, and the expectations of
their neighbors and friends did not have any bearing on their
consumption of frozen meat.

5. The Support Factor and its Influence on Consumption

Like the expectation factor, the support factor, as measured
by the support received from the family, neighbors, and friends,
was also hypothesized to have a direct bearing on the respon-
dents’ decision to consume or not to consume frozen meat. The
support, or lack of it, received by the respondents from their
family members to consume frozen meat was related positively
to their actual consumption of it; such relationship was signifi-

— cant at the 0.001 level (Table 9). The support of neighbors, friends
and relatives in relation to frozen meat consumption, however,
was not at all important since almost all respondents (98%) felt
that such people were indifferent.
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Table 9, Family support in relation to consumption of frozen
meat, summer 1971,

Family Non-users Users Drop-outs Total
support given No. % No. % No. ¢ No. o
Yes 1 2 19 41 6 13 26 17
No 34 61 9 20 29 60 72 48
Family was
indifferent 21 38 18 39 13 27 52 35
Total 56 100 46 100 48 100 150 100
-—_—
X2 = 36.07; 4 d.f.; P 0.001; C = 0.56.
Table 10. Knowledge of how to cook and handle frozen meat
properly as it relates to its consumption, summer 1971,
Non- -
Knowledge on-users Users Drop-outs Total
Neo. % No. % No. 9% No. %
Cooked it correctly* 15 28 40 86 28 58 83 55
Cooked it wrongly** | 2 6 14 15 32 22 15
Did not know how — )
to cook jt 40 70 0 0 5 10 45 30
Total 56 100 46 J00 48 100 150 100

X2 =128399 4 di; P 0001; C = 080,

* This includes : (I Cook it immediately while it is still frozen, (2) Thaw
it the night before, (3) Thaw it at room temperature, (4} Depends on the
season, In summer jt is thawed at room temperature and in winter it is
thawed the previous night.

wH ’.[hisfitncludes (1) Soak it in hot water, (2) Thaw it, then refreeze what
is left,
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6. The Ability Factor and its Relation to Consumption

The respondents’ ability, in terms of knowing how to cook
frozen meat properly, and in terms of having the time needed to
cook it, was hypothesized to have bearing on their consumption
patterns. When the ability of the respondents to cook and use
frozen meat properly was investigated, it was found that 86%
of the users actually handled and cooked frozen meat correctly,
while only 28% of the non-users felt that they could do so
{labie 10). The majority of the non-users (70%) did not know
how to use it and 42% of the drop-outs either used frozen meat
wrongly or indicated that they did not know how to use it. This
may explain why the majority of the respondents were not satis-
fied with frozen meat and why the drop-outs discontinued its use.
The positive relationship between consumption of frozen meat
and the way it was cooked was significant at the 0.001 level,

The second dimension of ability was the availability of time
needed by respondents to cook frozen meat. It was hypothesized
that if respondents had the time needed to cook frozen meat, they
would be more able to cook it. This would eventually affect
positively their actual consumption of it. All users and 98% of
the drop-outs indicated that they had the time needed to cook
it, while 73% of the non-users said that they had such a time.
Twenty-seven percent of the latter group, however, did not have
time to cook frozen meat at home. Therefore, the availability of
time to cook frozen meat and the actual consumption of it were
positively related,

7. Attitudes and Opinions and their Relation to Consumption

Opinions and attitudes toward consumption of frozen meat
were measured by using 8 statements (Table 11). Responses were
rated on a scale ranging from agree, indifferent, and disagree.
Some of these statements were positively stated. Respondents
who have « favorable » attitudes and opinions toward frozen
meat Were theoretically expected to agree with the positively
stated statements and disagree with the negatively stated ones,
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On the other hand, those whose attitudes and opinions were

« unfavorable » toward frozen

with the first five

the negatively stated ones. Theoretically,
prising 31% of the respondents) were ex

meat were expected to disagree
positively stated statements and agree with
at least the users (com-
pected to agree with all

Table 11. Respondents’ opinions and attitudes toward frozen

meat and its consumption, summer 1971.

Statement

Agree

Indifferent

Disagree

No.

%

No.

%

No.

%

Direction of

statement

. Everyone should buy
frozen meat

. The government should
facilitate importing
frozen meat

. More shops that sell
frozen meat should be
available

- 1 would recommend
frozen meat to relati-
ves and friends

Frozen meat should be
available as much as
fresh meat

. It does not matter if
frozen meat is avail
able or not

- Merchants should not
sell frozen meat

. The government should
prevent importing of
frozen meat since it is
not slaughtered in a
religiously acceptable
way - -

38

61

46

98

136

21

16

59

41

31

65

91

14

11

10

20

10

11

13

145

52

69

94

41

12

123

127

97

35

46

62

27

82

85

-+
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positive statements and disagree with all negative ones. Results,
however, showed that such expectation did not hold for most
of the statements. Further investigations at the time of the inter-
views revealed that 97% and 85% of the respondents disagreed
with statements 1 and 8 respectively, mainly due to their negative
attitudes toward others’ or governments' intervention in people’s
personal affairs. The majority's reasons for agreeing with state-
ments 2, 3, and 5, and disagreeing with statement 7 were mainly
economical. They felt that there were poor people who should be
given a chance to buy frozen meat since it is cheaper than fresh
meat,

An opinion and attitude score for each respondent was con-
structed in order to investigate the effect of this variable, as a
whole, on the consumption of frozen meat. The procedure fol-
lowed was similar to that followed when a belief score-was con-
structed. Opinion and attitude scores were then related to con-
sumption and it was found that those who had « favorable »
opinions and attitudes consumed more frozen meat than those
whose opinions and attitudes were not favorable (Table 12). The
relationship between opinions and attitudes and frozen meat
consumption was significant at the 0.001 level,

Table 12. Opinions and attitudes as they relate to consumption
of frozen meat, summer 1971,

Opinions Non-users Users Drop-outs Total

and attitudes No. % No. % No 9% No. %

Unfavorable

(a score of 5 or less) 23 41 3 7 12 25 38 25

Somewhat favorable

{a score of 6-11) 3t 55 19 41 30 63 80 53

Highly favorable

{2 score of 12-16) 2 4 24 52 6 12 32 21

Total 56 100 46 100 48 100 7 150 100
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8. The Satisfaction Factor and its Relation to Consumption The tastes and preferences of the 102 drop-outs and non-
users of frozen meat were investigated indirectly by asking them
about their reasons for not buying the product. Fifty-one percent
of them indicated that their families disliked it, while 27% com-
plained about its taste and smell. Eighteen percent of them pre-
ferred fresh meat over frozen and they were not willing to buy
the later as long as the former is available. Other reasons for
their dissatisfaction with frozen meat are shown in Table 14.

Satisfaction of respondents and their families with the taste
of frozen meat was hypothesized to affect its consumption posit-
ively. To test this, however, comparison was made between the
groups of respondents, namely, the users and the drop-outs
(total = 102). The non-users were not asked any of the satisfac-
tion questions because they had no experience with frozen meat,
About half of the users and their families, compared to only
2% of the drop-outs and their families, were « very satisfied »
with frozen meat and its taste, Furthermore, 94% of the drop- Table 14. Reasons given by the drop-outs and the non-users
outs compared to 8% of the users indicated that they and their _ . {total = g104) for not buying frozen meat, summer
families were « little or not satisfied » with the taste of frozen 1971 B e '
meat (Table 13). It could be concluded, therefore, that among '

No. of times

Table 13. Satisfaction of respondents and their families with - Reasons for not buying frozen meat mentioned*  Percent
Trozen meat in relation to its consumption, summer -
1971.
Family did not like it 53 51
Users Drop-outs Total ‘ It has a bad taste and/or bad smell 28 27
Degree of satisfaction No. % No. 9 No. % Freslrmeat is available and we prefer it over frozen
‘ meat 19 138
[ isfi . .
Very satisfied 22 48 1 2 23 23 It has no vitamins 9
atisfi . - . .
Satistied to some extent 20 “2 4 22 22 Size of family is small and it is economically
Little or not satisfied 4 8 33 94 57 55 justifiable to buy fresh meat
Total We do not trust frozen meat 7 7
ota 46 100 56 100 102 100
We never tried it before and we are not sure how it
would come out if we do 4 4
the reasons which made the drop-outs discontinue to use frozen
s . : i 3
meat was their dissatisfaction with it and with its taste, Ninety- It is dry and has no fat -
three percent of the users and drop-outs used frozen meat in It loses weight when defrosted since a lot of water
cooking, while 73% used it in grilling and 42% in kibbeh (6). comes out of it during the process L 1
7 _ .
6. It is a typical Lebanese dish which | inl : e i
ground meat and choppeci oni‘:)nsc, a]rfdnézlt?zg éﬁ?}ctlz?‘ ?g\srgls"hggol‘:‘e}:ie?f{ * More than one reason was sometimeés given by respondents which ac-
an over. - counted for a larger total.
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SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS

The purpose of the study was to investigate the factors which
have affected the consumption of frozen meat, as 2 new food
practice, in two areas of Beirut, namely, Mazra’a and Ashrafich.
In addition, the effect of mass-media on spreading information
related to frozen meat was studied. Data were obtained by per-
sonal interviews from 150 respondents who were selected rand-
omly from the two residential areas.

The findings of this study were inconsistent with those of
other studies that showed the existence of a definite relationship
between certain personal factors, such as religion, occupation, in-
come, age, size of the family and exposure to mass-media and
consumption of frozen meat. However, respondents’ knowledge
about frozen meat affected its consumption positively. Neighbors,
relatives and friends were very important media sources which
provided 92% of the respondents with information about frozen
meat. Even though more than half of the respondents watched
selevision, the role of this media in spreading information about
frozen meat was negligible. This is mainly due to the fact that
advertising on television to promote consumption of frozen meat
in Lebanon has not as yet been effectively utilized.

Practically all respondents indicated that they knew how to
handle and cook frozen meat; but, in reality, many of them did
not know how to cook it properly. Knowing how to handle it and
use it properly was significantly related to its consumption. Res-
pondents’ favorable opinions, attitudes and beliefs toward frozen
meat and their satisfaction with it affected its consumption
positively, Finally, the expectations and the support which res-
pondents received from their family members to consume frozen
meat, and the food consumption habits of their friends, relatives
and other family members were found to affect consumption of
frozen meat significantly. Importance of the economic goal,
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mainly to save money, was evident for the majority of the users
and drop-outs of frozen meat, but it was difficult to establish a
relationship between their consumption habits and their perceiv-
ed achievement of this goal.

Based on the findings of this study, it can be concluded that
urban Lebanese people, in general, do not know much about
frozen meat. Increasing their knowledge about it through mass-
rnedia in general and television in particular, may help increase
their consumption of it. Furthermore, printing instructions in
Arabic on the cover of the package to explain the proper ways
of using the product, and changing people’s beliefs and attitudes
toward it, especially about its nutritional value, through mass
media and television can help promaote its consumption.
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