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So, where are we now? 

)ÔȭÓ ÁÎ ÉÍÐÏÒÔÁÎÔ ÑÕÅÓȤ

tion to ask of the Mid-

west Apple Improve-

ment Association. Are 

we on track? Will we 

reach our goals? 

(ÍÍȣ 4ÈÅ ÏÒÇÁÎÉÚÁȤ

ÔÉÏÎȭÓ ÆÏÕÎÄÅÒÓ ÓÔÁÒÔÅÄ 

with the desire to im-

ÐÒÏÖÅ ÔÈÅ ȰÔÁÓÔÅ ÁÎÄ 

ÔÅØÔÕÒÅȱ ÏÆ ÃÏÍÍÅÒÃÉÁÌ 

apples and hopefully 

add frost tolerance and 

possibly some scab re-

sistance. They started 

with nothing more than 

powerful ideas, but 

with the help of knowl-

edgeable people, the 

annual dues of mem-

bers, and a large 

amount of hard work, 

much has been accom-

plished. Crosses of ap-

ples were made, seed-

ling orchards planted, 

and initial selections 

chosen. Currently, the 

organization continues 

to make crosses and 

plant seedlings, but we 

are now viewing fruit 

off of budded trees. 

This fruit was selected 

from seedling orchards 

after many hours of 

tasting and testing and 

was selected for tier I 

testing. (Continued on page 4) 

David Hull and his family own and 

operate Whitehouse Fruit Farm in 

Canfield, Ohio. 

0ÒÅÓÉÄÅÎÔȭÓ -ÅÓÓÁÇÅ 

David Hull 

In the 2011 National Gro-

cers Association consum-

ers survey 91% of partici-

pants reported that high 

quality fruits and  vegeta-

ÂÌÅÓ ×ÅÒÅ ȰÖÅÒÙ ÉÍÐÏÒȤ

ÔÁÎÔȱ ÔÏ ÔÈÅÍȢ  4ÈÅ ÏÔÈÅÒ 

9% said that high quality 

fruits and vegetables 

×ÅÒÅ ȰÓÏÍÅ×ÈÁÔȱ ÉÍÐÏÒȤ

tant.  No consumers re-

ported that high quality 

×ÅÒÅ ȰÎÏÔ ÔÏÏ ÉÍÐÏÒÔÁÎÔȱ 

ÏÒ Ȱ ÎÏÔ ÉÍÐÏÒÔÁÎÔ ÁÔ ÁÌÌȢȱ  

The 91% score is a five 

point increase from two 

years ago when only 86% 

of consumers reported 

that high quality fruits 

and  vegetables were 

ȰÖÅÒÙ ÉÍÐÏÒÔÁÎÔȱ ÔÏ ÔÈÅÍȢ  

Only 44% of consumers 

ÓÁÉÄ ÔÈÁÔ ÐÒÉÃÅ ×ÁÓ ȰÖÅÒÙ 

ÉÍÐÏÒÔÁÎÔȱ ÁÎÄ υρϷ ÓÁÉÄ 

ÔÈÁÔ ÉÔ ×ÁÓ ȰÓÏÍÅ×ÈÁÔ 

ÉÍÐÏÒÔÁÎÔȱ  ÓÕÇÇÅÓÔÉÎÇ 

that fruit and vegetable 

quality if far more impor-

tant than price. 

National Grocers Association 
2011 Consumer Survey Report 
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Inside this issue: 

NGA 2011 Consumer 

Survey Report  

¶ Consumers equate 

local with healthier, 

safer, and more nu-

tritious.  

¶ 44% of consumers 

surveyed reported 

wanting more locally 

fruit and vegetables 

in their grocery store.  

¶ 67% of shoppers who 

spend $81 or more 

per week want more 

locally fruit and vege-

tables in their grocery 

store.  



The 2010 Annual Meeting 

of the Midwest Apple Im-

provement Association 

was held on November 

12, 2010 at 8 PM in the 

Hilton Garden Inn in 

Cleveland, Ohio.  The 

main topics of the Board 

meeting were the review 

of where budded selec-

tions are planted, a re-

view of fruit from the 

budded trees that are 

fruiting, discussion of 

ÐÏÓÓÉÂÌÅ ȰÅÌÉÔÅÓȱ ÁÎÄ  

sample selections.  Dr. 

Diane Miller shared pre-

liminary findings from 

variety evaluations she 

and Jozsef Racsko were 

conducting at the Fabu-

lous Food Show at the 

International Exposition 

Center.  Because the An-

nual Meeting was held in 

conjunction with the 

Fabulous Food Show 

MAIA members were 

given exhibitor passes to 

the show and many vol-

unteered to help with Dr. 

-ÉÌÌÅÒȭÓ ÒÅÓÅÁÒÃÈȢ  4ÈÅ 

final results of the re-

search done at the show 

can be found in this 

newsletter. 

2010 Annual Meeting 

 

Membership Report  

 

89 Active members 

76 Paid dues in 2010 

12 New members 

45 Members have met, or exceeded, 
the initial $1000 commitment 

MAIA Financial Report  

Jan 01 2010 ɀ Dec 31 2010 

 

*Received reimbursements from 
grants. 

Income   
Dues 10,555.00 
Reimbursement* 4,609.36 
Interest 185.47 

Total Income  15,349.83 
  

Expenses  
Grow trees -5,261.99 
Treasurer -800.00 
Postage -83.94 
Refractometers & 
pressure testers -1,880.74 
Legal -1,050.00 

 -9,076.67 
  

Balance 28,231.30 
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0ÒÅÓÉÄÅÎÔȭÓ -ÅÓÓÁÇÅ ɉ#ÏÎÔÉÎÕÅÄɊ 

David Hull 

The big question is 

which of these initially 

interesting apples will 

make the cut for tier II 

testing which will in-

volve a closer look at 

fewer selections but 

larger tree counts of 

each one? Looking at an 

approximate time line, 

one sees roughly a 

dozen years from 

crossing to a fruiting 

seedling tree, several 

more years of looking 

for interesting apples, a 

half-dozen more years 

to get a budded fruiting 

tree, more selection, 

ÍÏÒÅ ÔÅÓÔÉÎÇȟȣȢȢ×Ï×Ȧ 

Talk about long term.  

But we are close. We 
are close to varieties 
that will not only create 
grower interest but will 
create consumer buzz. 
)ÓÎȭÔ ÉÔ ÔÒÕÅ ÔÈÁÔ ÉÆ ×Å 
look back at the apple 
market of the past 
twenty years, it was the 
availability of new ap-
ple varieties that kept 
consumers interested. 
Better strains of the 
existing stock were not 
going to sustain con-
sumer interest then or 
now. Better tastes and 
textures is what com-
manded good sales in 

the past twenty years 
and that is what will do 
it for the next twenty 
years. The consumer is 
ÉÎ Á Ȱ×ÈÁÔȭÓ ÎÅ×ȱ ÓÔÁÔÅ 
of mind. New equals 
hope and opportunity 
for both the consumer 
and the grower. Where 
×ÉÌÌ ÔÈÅ ȰÎÅ×ȱ ÃÏÍÅ 
from and will we have 
access to it? 

We are close. We are 
ready to move several 
selections into tier II 
testing. One notewor-
thy selection will be 
fast-tracked to large 
scale testing. This late-
season apple is a 
roughly three inch 
fruit, sweet with a crisp 
texture reminiscent of 
Honeycrisp, but some-
what harder. It is ir-
regular in shape with 
color of washed red 
over a light yellow/
green background. The 
last picking was of Oc-
tober 25. The seedling 
tree exhibits moderate 
to low vigor with good 
crotch angles. The fruit 
appears to store very 
well. We are now trying 
to build a quantity of 
scion wood to make 
large scale testing pos-
sible for spring 2013 
planting. Members can 
request test trees of 

this or other MAIA ap-
ples by contacting Mr. 
Bill Dodd at the Ohio 
Fruit Growers Market-
ing Association. 

The Midwest Apple Im-
provement Association 
moves forward and 
looks to the future. Will 
we have the personnel 
to continue the work? 
Will we have the funds 
and the interest of the 
members? We continue 
to struggle with these 
and other questions. 
Please become in-
volved as it is impor-
tant work for the future 
of our apple industry. 

The big question is 

which of these initially 

interesting apples will 

make the cut for tier II 

testing, which will 

involve a closer look at 

fewer selections but 

larger tree counts of 

each one? 
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The Fabulous Food Show (FFS) is a meeting place for 
ȰÆÏÏÄÉÅÓȱ ɀ people who enjoy tasting, comparing, cooking, 
eating and shopping for good food.  It is a one-weekend-
per-year event located in the vast IX Center, an old air-
plane hanger by Cleveland-Hopkins airport.  Venders dis-
play and sell specialty food and cooking products, and 
celebrity chefs hold cooking demonstrations at regular 
intervals throughout the day, AND consumers each pay 
Ασπ ÆÏÒ Á ÄÁÙȭÓ ÁÄÍÉÓÓÉÏÎȢ  9ÏÕ ÃÁÎ ÌÅÁÒÎ ÁÂÏÕÔ ÔÈÅ ÓÈÏ× 
at www.fabulousfoodshow.com  The FFS involves more 
than 29,000 people! 

The Ohio Apple Marketing Program (OAMP) is the only 
fresh produce booth at the FFS, promoting fresh apples 
and cider and selling many varieties of Ohio grown ap-
ples.  Apples are supplied through Fruit Growers Market-
ing Association (FGMA), a wholesale apple marketing co-
operative in Ohio.  Consumers can buy ½ pecks of apples 
and sport bottles of cider and have the chance to taste 
apple samples before buying.   

The Fabulous Food Show 
A Great Venue for MAIA Consumer Taste Tests 

Dr. Diane Miller, Horticulture and Crop Science, The Ohio State University 

With this simple sign, friendly servers, and a 
high-interest booth, the Midwest Apple 
Improvement Association (MAIA) attracted 
over 1300 people to taste and evaluate apples 
at the Fabulous Food Show (FFS) in Cleveland 
Ohio November 12, 13, and 14, 2010.   The 
Food Show has proven to be a great venue to 
gather consumer opinions of new apple 
selections.  Here is the story of how this 
opportunity came to be and what we have 
learned thus far. 
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Normal chaos at the Ohio Apple Marketing Program boothɂ2009 

The popularity of the OAMP whole apple/apple slices giveaway gave 
Bill Dodd, OAMP, FGMA and MAIA member, the idea that the FFS 
×ÏÕÌÄ ÂÅ ÁÎ ÉÄÅÁÌ ÏÐÐÏÒÔÕÎÉÔÙ ÔÏ ÓÕÒÖÅÙ ȰÆÏÏÄÉÅÓȱ ÆÏÒ ÔÈÅÉÒ ÏÐÉÎÉÏÎÓ 
and evaluations of new apple selections. 

http://www.fabulousfoodshow.com


At the OAMP booth consumers can, for free, 

select an apple of their choice of variety  and 

eat it whole ; or have it sliced and cored  
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Our first MAIA tasting was done at the FFS in November 2009.  
We had seating for 9 people to evaluate samples and it took 
most people around 15 minutes to complete the 8 page survey 
associated with the tasting.  We were able to serve 730 people 
over the 3 day event.  We held 6 sessions involving 4 varieties/
session, overlapping enough varieties among sessions that we 
were able to statistically compile an overall ranking of all varie-
ties based on consumer preference. 

 

 

 

 

 

 

 

 

 

 

 

We learned a lot (and we were beat) by the end of the 3 day 
event!  Consumers were happy to participate in the tasting and 
often thanked us for asking their opinions.  Then came several 
weeks of data crunching to see what consumers thought of the 
varieties.  Presented here is the overall rating.  

Color coding is our current thinking 
of relative quality of the varieties.   
The best apple possible would rank 
a 10.  It requires a difference of ap-
proximately 0.3-0.4 in rating score 
to be statistically significantly differ-
ent. 

Summary of Overall 
Consumer Preference 



Example of ratings for an 
individual session 
(Watermelon apple = Rut-
gers a).  Consumers judged 
each apple against a perfect 
Ȱρπȱ ÁÐÐÌÅȠ ÎÏÔ ÁÇÁÉÎÓÔ ÔÈÅ 
other apples in the session.  
We overlapped variety of-
ferings among sessions in 
order to be able to combine 
varieties into one overall 
rating ranking (page 5). 

In 2010, we tried to get as many MAIA selections ready for the FFS as possi-

ble.  It requires 60 apples in great condition to do the tasting and the subse-

quent fruit quality analyses.  This is difficult, sometimes impossible, to get 

from the original seedling tree.  It is obvious though that the sooner we can 

get the apples in front of the consumers the sooner we can learn the poten-

tial of that selection.  In 2009 we only had adequate apples in good condi-

tion of 4 MAIA seedlings.  In 2010 we expanded that to 12 MAIA selections, 

3 selections from other breeding programs, and 18 named varieties.  We 

also got more organized at the FFS, had more space (chairs for 18 people), 

and had more help (THANKS MAIA members and OSU students)  
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Survey questions dealt with 
fruit size and appearance, and 
with taste components.  The 
survey also asked questions 
about fruit purchasing behav-
ior, and demographic infor-
mation. 

 

MAIA apple tasting at the 
FFS, 2010 
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Apple trays and more apple trays!  As soon 
as we had 110 completed surveys for each 
group of 4 varieties we switched to the next 
group of 4 varieties and kept the process 
going.  Mitch Lynd was the main behind the 
ÓÃÅÎÅ ȰÈÅÁÄ ÓÃÒÁÔÃÈÅÒȱȟ ÐÕÔÔÉÎÇ ÔÏÇÅÔÈÅÒ ÔÈÅ 
combinations of 4 varieties and ensuring 
the apples were of high enough quality. 

Consumers hard at work tasting apples! 

A peaceful moment at the OAMP 
booth - 2010 


