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CHAPTER 1
INTRODUCTION

During the past several years reteil food companies have invested
large sums of money in modernization, expansion, and relocation, Such
programs have been designed to accommodate the large increase in the
number of super market patrons, In addition, food store operators must
provide new outlets to meet the needs of a population increase of sixty
million people over the next eighteen years.1 As a result of the build-
ing and improvement boom, however, the number of food stores reasched a
saturation point in many areas, This condition has caused competition
for customer patronsge to become more intense each day, and food store

operators are trying every means available to attract customers,

It is important for food store operstors to increase their know-
ledge of customer preference, The store operator who best understands
the whims and fancies of the food shoppers and serves them in a pleas-
ing manner will geain their patronage,

Merketing resesrch has elready developed techniques for learning
what customers want. Techniques such &s observations, interviews,
reporting panels, and controlled experiments at retail stores are
meking available to food store operators information hitherto unavail-

&ble,

luwhere Will U, S. Put 60 Million More People," U, S, News sand
World Report, Vol, XLIlI, No, 6, (August 9, 1957), p. ﬁé.
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Some of the studies made by marketing research organizations and
educational institutions are: The Alderson and Session, marketing and
management counsel, Philadelphia, study on "When a Woman Shops What's on
Her Mind";z the agricultur#l experiment station of Michigan State University
investigation on "What Consumers are Saying about Prepackaged Fresh and
Frozen Meats":3 and the extension service of the University of Maryland
survey on Consumer Shopping Habits.u These studles and many others
have provided a basis for food store operators to make decisions
regarding customer preferences,

Consumers! buying habits and preferences are not fixed. Through
the years a series of changes have taken place which result in shifts
of these preferences. Among these changes are the growth of frozen
foods reouiring little preparation for use, better home refrigeration,
increased use of automobiles for shomnings, self-service meats, etc.

In view of the importance of marketins research and changing customers!

preferences, the writer feels there is a continual need to learn more
about the customers! buying habits and preferences.
Statement of the Problem
This study arose from an interest by the writer in obtaining a

better understanding of what makes a satisfied customer. The specific

2”‘hen a Woman Shops, What's on Her Mind," Printers' Ink, Vol.
254, Wo. 3, (January 20, 1956), p. 25.

3&. M. Riley, "What Consumers Are Saying About Prepackaged Fresh
and Frozen Meats,® Agricultural Experiment Station, Michigan State
University, Special Bulletin 406,

"s. C. Schull and M. R. Godwin, "Consumer Shopping Habits," Exten-

sion Service, University of Maryland, Extension Bulletin 137.
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purposes of this study were to determine (1) the shopping habits and
characteristics of customers of food stores, (2) why customers shop where
they do, and (3) what the customer likes and dislikes about shopping at
a particular food store,

The writer undertook this study with the purpose of testing these
bypotheses: (1) customer's store patronage is influenced by the actions
of the store employees; (2) customer's store patronage is influenced by
the assortment of merchendise handled by a food store; (3) the quality
of the store's merchandise influences customer patronage; and (i) serv-
ices provided for shopping convenience influence the customer's patron-
age.

The intent in testing these hypotheses was to learn customers'
reasons for patronizing one food store in preference to another in
hope that the information presented will be helpful to the retail food

industry,

Description of Methodology

Preliminary Investigation
A preliminary investigation consisting of thirty personal inter-

views was made in homes located in Lansing and East Lansing, Michigan,
The 1nteﬁ1u was based on eight major questions, See Appendix A,
Questionnaire 1, for questions asked, These questions were used as a
lead for a discussion of the interviewee's likes and dislikes about the
stores they patronized., These interviews lasted from twenty minutes

to one hour,

Selection of Areas gnd Stores
The cities of Lansing and East Lansing were stratified into




)1
selected sub areas on an economic basis, The area selection was based
on the economic appearance of the neighborhood and dwellings, The stores
within each area were competitive, These ereas and stores were plotted

on a m&p,

Place and Time of Stu

There were three areas chosen from which twelve super markets were
selected, The bases for which the areas were chosen are (1) Area I for
its high income district, and (2) Area II and Area III for the middle
and low income districts,

Area I is located in East Lansing, Three stores were selected in
this area, Two were super markets of national chains-- Kroger Company
and National Food Store; the other was a locally owned super market—
Prince Brothers Market, The stores are located in an area bounded on
the north by Linden Street, on the east by Bailey Street, on the west

by M,A.C, Avenue, and on the south by East Grand River Avenue,

Area II consists of the Frandor Shopping Center and the eastern
part of Lansing, Five stores were selected in this area, Four were
national chains--Kroger Company, ACF Wrigley, The Great Atlantic and
Pacific Tea Company, and the National Food Store; the other is a local-
ly owned store--Stop and Shop., The stores are located in an area bounded
on the north by Saginaw Street, on the east by Morgan Lane, on the west
by Hosmer Street, and on the south by Bureka Street,

Area III is located in the western part of Lansing, Four stores
are located in this area--three national chains, Kroger Company, The
Great Atlantic and Pacific Tea Company, and National Food Store, The

Other store in the area is a local chain, Schmidt's Super Food Market,
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These stores are located in an area bounded on the north by West Sagi-
naw Street, on the west by Logan Street, on the east by Washington Ave-
nue, and on the south by St, Joseph Street., The number of interviews
made in each store may be seen in Appendix A, Table XL!, page 102.

The survey was made on Thursday, Friday, and Saturday during a
two-week period from July 11 to July 21, 1957, Interviews were made
during the morning, afternoon and evening of each day to secure a good
cross section of customers, The day and time interviews were made may

be seen in Appendix A, Tables XLII and XLIII rage 103.

Questionnajre:

A questionnaire composed of thirty-two questions was used to ob-
tain the information presented in this study., The questionnaire was
designed and then pretested in one store, The time required to complete
each interview was approximately eight minutes, See Appendix A, Ques-

tionnaire 2, z2e 99, for the auestionnzire used.

Method of Selecting Interviewees:
The seample consisted of 473 personal interviews made in the twelve

stores, The interviewees were selected at rendom, A new respondent

was selected immediately after the completion of an interview, 1In the
event the respondent refused to answer the questionnaire, the next cus-
tomer passing was asked to participate, If the person asked to answer
did not buy most of the‘food for the family, the interview was discon-

tinued, and, once agein, the next customer passing was asked,

Approximately one third of the interviews were made by the writer,

The others were made by four male students of Michigan State University,
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They were briefed as to the procedure being used prior to taking any

interviews,

Limitations of the Study

The sample used in this study is small, therefore, the information
presented may not be truly indicative of the characteristics of the

total population, Limitations of time and money prohibited a larger and

more extensive investigation, The information presented was collected

from a non-random sample,




CHAPTER 11
SHOPPING HABITS AND CHARACTERISTICS OF RESPONDENTS

The purpose of this chgpter 1is to present pertinent facts about
the characteristics, shopping habits, likes and dislikes of the respond-
ents, These facts will be presented in three parts, Part one, Charac-
teristics of Respondents, will include a discussion of respondents'
marital status, age, education, occupation, family income, and number
of people for whom the respondents buy food, Part two, Shopping Habits
of Respondents, will be presented by teking into consideration the num-
ber of visits made in one week, shopping lists, distance traveled to
the store, and dsy and time of day respondents shop, Part three, Likes
and Dislikes of Respondents, will include a discussion of the respond-

ents' likes and dislikes of food stores, check-out counters, and trad-

ing stamps,
Characteristics of Respondents

The marital status of the respondents is presented in Table I, psge
8, The largest number of the persons interviewed were married, 90,7
' percent, This group consists of three classifications of respondents:
the wife, manvand wife, and husband, The wife represented 68,7 percent
of the total respondents interviewed, Other classifications of respond-
ents interviewed are bachelors, unmarried women, and widows,

The age of respondents is presented in Table II, page 8, The




TABLE 1

Marital Status of Respondents Interviewed

Marital Number of Percent of

Status Respondents Respondents
Wife 325 68,7
Man and wife ol 13.5
Husband 4o 8.5
Bachelor 8 1.7
Unmarried womsan 19 4.0
Widow 17 3.6
Total 73 100,0

respondents' ages were classified into five age groupe, Each age group
represents a period of ten years, as indicated in Table II, The largest
number of the respondents were between the ages of 20 and 49 years,
which includes three age groups and comprised 72,6 percent of the
total respondents,

TABLE 1I

Age of Respondents Interviewed

Age Number of Percent of

Groups Respondents Respondents
20 - 29 110 23.3
30 - 39 114 4,2
5 - 59 80 17.0
60 and over U9 10,4
Totel in 100,0

The sample of respondents' ages in this study reflects a good
cross-section of food shoppers in Lansing and East Lansing, The age
representation indicated in the Michigan State University study on fresh
end frozen prepackaged meats is similar to the age semple in Table II,

The Michigan State University study revesled that 70O percent of the
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3,982 respondents were classified in the age groups “under 30," and
"30 to Ug years."5
The education of the people interviewed is given in Table II1I, The
largest nunber (78.7 percent) of the respondents had a high school educa-
tion or higher, Thirty-four and five-tenths percent of the respondents
interviewed completed high school,

TASLE 111

Education of Respondents

]

Education Number of Percent of

Respondents Respondents
Less than 8 years 29 6.1
Some of high school 72 15,2
High school graduate 153 34.5
Some of college 95 20.1
College graduate 114 24,1
Total 473 100,90

The occupations of the female and male respondents are shown in
Tables 1V, page 10 and V, page 10, feSpectively. The majority of the
females interviewed, 67,7 percent, were employed as housewives., A com-
parison of data in Tables I, page 8 and 1V, page 10 indicates that
approximately 2l percent of the married women were employed outside the
home, Table V, page 10, indicates 78,7 percent of the male respondents
are classified in three occupational groups: professional, laborer,
and student,

The number of people for whom the respondents buy food is presented

in Table VI, page 11, The average number of people the respondent buys

5H. M, Riley, "What Consumers Are Saying About Prepackaged Fresh
and Frozen Meats," Agricultursl Experiment Station, Michigan State Univer-
sity, Special Bulletin 406,
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TABLE 1V

Occupations of Female Respondents

Number of

Occupation Respondents Percentage
Housewife 279 67.7
Professional 46 11,2
Clerical 36 8.7
Sales clerk 6 1.5
Operative 13 3.2
Service worker 22 5¢3
Student 2 0.5
Retired 8 1.9

Total® 412 100.9

*Note: When the husband and wife were interviewed together,
the occupation of the sex who answered the question-
naire was used,

TABLE V

Occupations of‘Malo Respondents

Number of
Occupation Respondents Percentage

Professional 15 4.6
Laborer 25 W,0
Student 3 13,1
Retired 3 4,9
Selesman 5 g,2
Service worker 5 8,2

Total* 61 100.,9

*Note: When the husband and wife were interviewed together,
the occupation of the sex who answered the question-
naire was used,
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food for is 3.4 persons, Seventy percent of the total respondents pur-
chased food for two to four persons, Again the information presented
in this study is validated by the Michigan State University study on
fresh and frozen prepackaged meats, The study made by Michigan State
University indicated the average size of the famil& was 3,4 persons,
and 71 percent of* the families consisted of two to four persons.6 See
Table VII, pages 12, 13, and 14, for the comparison of the number of

people the respondents buy food for and the store at which respondents

shop.
TABLE VI
Number of People for Whom Respondents Buy Food
Number of People Number of
For Whom Food is Bought* Respondents Percentage

1 4o 8.5

2 129 27.2

i 92 19,4

111 23,4

5 50 10,¢

6 29 6.2

7 14 3.0

8 or more 8 1.7

Total L72 100.9

*Number of people included the person interviewed,

Table VIII, page 15, shows the total weekly income of the families
of the respondents, The incomes of the respondents are distributed
rather equally among the various income groups, The largest number of
respondents' families, 53,1 percent, had a gross income between $61 and
$120 a week, or $3,200 to $6,200 a year, Twenty-four percent of the

respondents had a family income of over 3140 a week,

§Riley, op, cit,
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TABLE VIII

Weekly Gross Income of the Respondent's Family
- - - __ - - _____ ___ - _____ ________

g:g::e Number of Percent of

Per Week Respondents Respondents

Under $60 ' 38 8.2

$ 61 to $ 80 ) 99 21.3

$ 81 to $100 106 22.8

$101 to $120 65 14,0

$121 to $140 L5 9.7

$141 to $160 3h4 7.4

$161 and over 11 16,6
Total Loy 100.0

*g respondents did not answer question,
Shopping Habits of the Respondents

Trips Made to the Food Store per Week

This study indicates that the average number of trips made to the
food store by respondents was 2,3 per week, Table IX, page 16, shows
35,6 percent of the people interviewed visit food stores less than twice
a week, and only 17.1 percent. make fou} or more visits, A study made
by Crowéll-Collier in 1350 indicated customers make an average of four
visits to the food store a week.7 In comparing figures, this study shows
a decrease of 1,7 trips per week, The writer belleves an increase in
home deliveries of milk and brpad‘§s an important reason for the de-

crease in respondents' visits as indicated in this study,

Day Respondents Shop and Reasons

Respondents were asked questions 10 and 11 (Questionnaire 2, Appen-

dix A. rage 9% ). in order to learn whzt day they purchased most of their

7"New Survey Reveals Facts On Consumer Shopping Habits," Progresive
Grocer, Vol, 29, No, 11, (November, 1950), p. 76.
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TABLE IX

Average Number of Times Respondents Shopped for
Food Each Week

Number of

Visits Each Rﬁﬁ?:;gegfs Percentage
Week
Less than 1 8 1,7
1 159 33.9
2 134 28.6
3 88 18,7
L Lo 8.5
5 14 3.0
6 16 3.4
1 5 1.1
8 or more 2 1,1
Total 469 100,9

food and reasons why they shopped on that day, The information obtained
from these questions is presented in Tables X and XI,
TABLE X

Dgy That Respondents Purchase Most of Their Food

Number of

Day Respondents Fercentage
Monday 8 1.7
Tuesday 6 1.3
Wednesday 72 15,2
Friday 209 LkL.3
Saturday 77 16,2
No special day 27 o
Total 473 100.,9

Friday was indicated by L44,3 percent of the resgondents as the day
they purchase most of their food, The two reasons given by most of the
respondents who shopped on Friday were: (1) stock up for the weekend,
end (2) pay day. Forty-seven percent of the respondents indicated tﬁey

buy most of their food on three days: Wednesday, 15,2 percent; Thursday,
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15.6 percent; and Saturdsy, 16,2 percent, The five most frequent reasons
given for shopping on these days were: (1) payday, (2) stock up, (3)
double stamp day, (4) less crowded, and (5) day off from work,

The information presented above indicates respondents do most of
their shopping -on the last four dgys of the week, Wednesday, Thursday,
Friday, and Saturdsy, Friday being the most popular shopping day.

Table XI, pages 17 and 18, presents the reasons respondents dbuy
most of their food on a particular day. The reason given by 27.4 per-
cent of the respondents was “stock up for the week and weekend," Close-
ly following this reason was "pay day" which was stated by 25,6 percent
of the respondents, These two reasons suggest many people wait until
pay day to use the money to purchase the large food order needed to last
over the weekend,

The reason, "less crowded," given by 11,9 percent of the roeponde;lts
suggests that they are looking for leisurely shopping without being
snnoyed by a crowd of people, The three reasons discussed above repre-
sent the largest percentage of respondents; however, the other roasons‘

given in Table XI are equally importamt,

Comparison Study of Shopping Day Preference

A comparison study was made to show the change of shopping days
indicated in this 'atudy. Information was obtained from a survey made
in 1955 by nineteen newspgpers in various parts of the country, See
Table XII, page 20,

The newspaper survey indicates 36 percent of the respondents chose
Saturday as their shopping day, and only 18,2 percent of them shop on

the days from Monday to Thursday.
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TABLE X118

Favorite Shopping Day
(Survey made by nineteen newspsapers)
- ——  — —————

Days Percent
Monday through Thursday ...c.ccccee 18,2
Fridel oeeeeeeeeecesncocenconncans 45.2
SAtULAEY vovevveceecrrcenncnnnanns 36.0
Total Friday and Saturday c.ceeeee 81,2

The local study indicated 16.2 percent of thé respondents chose
Saturday as the dey they shopped, &and 33.8 percent shop during the period,
Monday through Thursday,

By comparing the data of this study with that made by nineteen news-
papers, it will be noted that the local study shows an increase of 46,2
percent in the number of people who shop on the days, Monday through

Thursday.

The writer believes that giving double stamps was the major
cause for the increase in the number of people who shop on 'édnesday.
Sixty-two percent of the respondents, who indicated Wednesday as their
shopping day, gave as their reason for choosing this day to shop:

*double stamps, "

t of Day Respondent Sho
A comparison of the day and part of the day when respondents do most
of their shopping is shown in Table XIII, pages 21 and 22, The morning

was the most popular part of the dey to shop for 38,5 percent of those

g
"What's The Favorite Shopping Daey in Your Community?" Progressive
Grocer, Vol, 34, No, 11, (November 1955), p. 56.
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questioned, The reason given by 4l,2 percent of the respondents for the
morning hours wae that the store is less crowded (Table XIV, page 24),
This reason, again, indicates the respondents' desire for leisure shop-
ping. Two recommendations that will help solve the problems of a crowd-
ed store are: (1) schedule employees to restock gondolas after store
hours; &nd {2) keep the alsles clear of unnecessary displays, shopping
carts, empty cartons, etc,

Thirty-five and five-tenths of the respondents do their shopping
in the afternoon, Of the respondents who preferred to shop in the after-
noon, 21 percent gave the reason, “do my housework in the morning and
then go shopping" and 18.5 percent stated, “convenient time--on my way
home after work," It is interesting to note that more respondents shop-
ped on Friday afternoon than eny other time during the week, The
two reasons indicated by resmondents for shopning on Fridar afier-
noon are: (1) "On way home rrom work," and (2) " Do my
housework in the morning end then go shopping.* Fridsy is pay day in
many establishments and both wife and husband want to have weekends to
themselves, espgcially in the summer,

The largest number of the respondents who shop in the evening gave
two reasons: (1) “Access to the car (23.1 percent), and (2) "Work during
the day" (38.5 percent). Only 2.6 percent of the respondents shopped
on Saturdaey evening, The fact that most food stores close at six or

seven o'clock on Saturday attributes to this low percentage,

Sh Lists
Of the people interviewed in this survey, 45,2 percent used a shop-

ping 1ist (see Table XV, page 25). This does not mean that the shopping

lists used contained every item purchased by respondents,
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TABLE XV

Respondents Who Used A Shopping Liét

Answer Rlig:;Ze::a Percentage
Yes .....c00une 214 u5,2
No ivenvnnnnnn 259 o, 8

Total 473 100,90

Table XVI, page 26, shows that the shopping lists used by Lg,1 per-
cent of the respondents contained fourteen or less items; only 17,3 per-
cent of the shopping lists included 25 or more items, The information
presented indicates that many of the respondents used a ”mentgl' shop-
ping list in conjunction with the written list, Some of the respondents
used the shopping list as a guide or reminder, which contained only the
name of the food items such as meat, corn, fresh vegetables, etc,, and
not specifying the brand names or a particular type of corn, fresh vege-
tables, etc,

To obtain additional information about shopping liste, respondents
were asked questions 17 and 18 in Questionnaire 2, Appendix A, page 99.
regarding when and who made the shopping lists,

Table XVII, page 27, indicates that women made 88,7 percent of the
shopping 1ists used by respondents, and only five percent of the shopping
lists used were made by men, A comparison of this data with that presented
in Tavle IV,page 10, indicates aporoximately 87 percent of the women make
the final decisions on what is bought at the food store realising of

Couaxge that the women's decisions are influenced by the other members of
‘thel r faniliss. The Fortune magarzine, August, 1956, disclosed that some

S Tthorities stated "the women spend 85 cents out of every dollar spent
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by the family.'9

The information presented in Table XVI, page 26, indicates 60,7
percent of the shopping lists were made one day before or the same day
respondents shopped, The same table indicates that thirty of the
shopping lists made one day before or the same day respondents shopped
contained 25 to 35 items, Another 35,5 percent of the shopping lists
were made between weekly shopping trips, clessified as "running list,"
The classification "running list" indicates the food items added to the
shopping list throughout the week when the supply of an item was low or
needed to be replenished, Only 3,3 percent of respondents used a shop-
ping list that was made two or three days before they went shopping,
Table XVIII, pages 28 and 29, shows when women made shopping lists com-

pared to the number of items on the 1list,

TABLE XVII

Pereon Who Made the Shopping List

P Number of P R
erson Respondents ercentage
Wife 188 87.8
Husband end wife 12 5.6
Unmarried woman 2 0.9
Unmarried man 8 3.8
Husband 4 1.9
Total 214 100,0

The information presented on shopping deys and shopping lists can
be used by food retailers and manufacturers as an aid for planning their
&Avertising schedule, For example, Table X, page 16, indicates 91.3

e ————

1 9‘lhat Makes Women Buy?" Fortune Magazine, Vol, LIV, No, 2, (August,
956), p. s,
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percent of the respondents shop on Wednesday, Taursday, Friday, or Satur-
day. Table XVI, page 26, indicates apnroximstely 95 percent of the con-
sumers, who make shopning lists, made them or adied items to the list

one day before the same day they shopped. The data vresented suggests
the best time to advertise in newsnavers, over radio, television, etc. 1s
during Wednesday, Thursday, Friday, and Saturday, to reach the majority

of the potential customers for that week,

Transportation

The meth;d of transportation used by resvondents on the day they
buy most nf their food is shown in Table XIX, The automobile was the
method of transmwortation vsed by 91.3 nercent of the respondents,

TABLE XIX

Methods Used by Respondents
to go Shopving

Methods Number of

Used Respondents Percent

Automobile L32 9l1.3

Walk 29 6.2

Bus 10 2.1

Cad 2 a4
Total 473 100.0

The remainder (8.7 percent) of the respondents used a bus, cab, or walk-
ed as 5 method to go to the food store. It is interesting to note in

Tabie XXII, pase 36, only 4.5 vercent of the resmondents indicated
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parking most important when they shop, A comparison of these two per-
centages suggest customers consider parking facilities conventional with
super markets , Parking facilities were provided by super markets used
in this study,

Distance Respondents Traveled to Store
The data presented in Table XX was compiled by plotting the address-

es of the respondents on a mep, using the map scale to measure the approx-
imate distance traveled, (See map, Appendix C, page 110) The sprroximate
average distance respondents treveled to the store was three miles, 39
percent traveling one to two miles, The largest number of thé respond-
ents, 60,9 percent, traveled two miles or less to the store. This
might suggest that the store location is more important than is indicated
by the respondents in Table XXII, page 36,

TABLE XX

Distance That Respondents Travel to the Store

E - - - - —
Distance Number of

Traveled Respondents Percentage

Lese than 1 mile 100 21.9
1 to 2 miles 178 39.0
3told 72 15.9
5to 6 " 37 g.1l
7to8 " 17 3.7
9 to 10 " 26 5.7
11 to 12 ™ a 2,0
13 to 14 * 0.9
15 to 16 " 3 0.6
17 and over 10 2.2
Total 456 100,0

A breskdown showing the stores where respondents were interviewed

&NA the distance they traveled from their homes to the markets is shown

in Pgaye XXI, pages 32, 33, snd 34, Of the respondents interviewed in
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the Wrigley or Kroger Super Market located in the Frandor Shopping Center,
approximately 32 percent (23 respondents) traveled seven or more miles,
The following information obteined from Table XXI, pages 32, 33, and 34,
indicates the drawing power of a food store located in a shopping center
compared to a food store not surrounded by a group of stores, Seventeen
percent or seven respondents interviewed in the National Food Store lo-
cated in East Lansing traveled 7 or more miles compared to the 32 percent

or twenty-three respondents who were interviewed at each of the two food

stores in the Frandor Shopping Center,

Usp
The espproximate locations of the stores where interviews were made

and the respondents home are illustrated on the map, of the city of
Lansing, East Lansing, and environs, in Appendix C, page 110. The map
illustrates that most of the customers interviewed live within a radius

of one mile from the store where they were interviewed, with the excep-
tion of those respondents interviewed at either of the super markets in
the Frandor Shopping Center and the A end P Super Market on North Wash-
ington Avenue., The respondents interviewed in these super markets are
distributed over a larger area than the respondents interviewed in the
other stores, The map also indicates that respondents living in Charlotte,
Dewitt, Bath, Mason, and Williamston, Michigen come to Lansing and East

Lansing to do their food shopping. For a further analysis, see the Map
in Appendix C, page 110.
Likes and Dislikes of the Respondents

That which the respondents considered most important about a food

stoxe is presented in Table XXII, page 36. To obtain this information
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respondents ranked three of the nine items listed in question 21, Ques-
tionnaire 2, Appendix A, page 99. The largest number of respondents,

67.1 percent, indicated the quality of all foods as their first, second,
or third choice, of which 35,1 percent of the respondents interviewed
ranked "quality of all foods" as their first choice, Another 52,8 per-
cent of the respondents ranked "prices" as their first, second, or third
choice of which 18 percent of the respondents interviewed ranked “prices"
as their first choice, The reason selected by 40,2 percent of the re-
spondents as their first, second, or third choice was "variety of merchan-
dise." Eleven and five-tenths percent of the respondents indicated this
as their first choice,

The second choice column in Table XXII, page 36, shows "prices" was
indicated by a larger number (23,8 percent) of respondents than any other
reason listed, The third choice column indicates "quality of all foods" and

"variety of merchandise® each were chosen by 13.9 percent of the respondents.

The three most importani reasons, quality of all foods, prices, and
variety of merchandise, indicated above suggest a large number of the
respondents prefer a food store that handles a vast assortment of quality
foods and sells them at reasonable prices, Of course the classification
quality will be indicated by price--in most cases, It is interesting to
note that "store location" is indicated as the fourth most mentioned
reasons in table XXII,

To obtain more information on what a customer likes about a food
store, respondents were asked to complete the statement, "An ideal food
store is one that ——-eeene--- .

Table XXIII, page 38, presents the reasons given by the respondents,

The three reasons most often given were: (1) large variety of merchandise,



Ta3LE XXIII

Reasons Respondents Gave as to What Makes
"an Ideal Food Store

Number of
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Percent

Reasons of of
Replies Replies Respond-
ents
Large variety of merchandise ,,,, 140 18.9 B3
Clean .......veeveurusennarnsenns 100 13.5 22,4
Good quality of all foods ....... 95 12,9 21.3
Friendly and courteous personnel, &1 10.9 18,2
Reasonable Prices ...........o.cs. 60 8.1 13,5
Good service ................. ces 36 4.9 g.1
Wide aisles-roomy ,..... veetienes 33 L.5 T4
Good store layout and arrange-
ment of merchandise .......... 26 3.5 5.8
Attractive and modern ........... 26 35 5.8
Meets your needs .......... cereee 26 3¢5 5.8
Self 8ervice ................. 22 3.0 4.9
Well stocked shelves --
no out-of-stock ,............ . 22 3.0 L.o
Conveniently located ........... . 16 2.2 3.6
Well lighted ................. 10 1.4 2,2
Others , N ceeiaes 46 6,2 10.3
Total 793 100,90 165,6%

*Percent based on 446 respondents,
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(2) clean, and (3) good quality of all foods; this again suggests that

the customers prefer a store with a large variety of merchandise and a
good quality of all foods displayed in a clean store, .Cleanliness was
indicated by 22,4 percent of the respondente, Only 13.5 percent of the
respondents indicated the reason "reasonable prices". It might
be noted parenthetically at this point that the respondents may not be
entirely frank in admitting how important the pennies saved might be,
Respondents were also asked what they disliked about a food store.
Table XXIV, page 40, shows the respondents' dislikes about a food store,
The reason mentioned most often by 30,5 percent of the respondents was
"a dirty and unattractive store," Fifteen percent of the respondents
expressed a dislike for a crowded store, which suggests stores should be
large enough to provide space for the convenience of shopping, The three
reasons expressed most often by respondents (indicated in Table XXIV)

which might possibly cause customers to patronize a competitor's food

store are: (1) a dirty and unattractive store, (2)<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>