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Statement of the Problem

The growinz success of food retailing within our
marketing system hss been a2ccompanied by the intensifica-
tion of competition between store operators themselves.

The food retailer, beset by problems of expansion and
rising costs of operations, has withdrawn to a certsain
extent from contact with the ultimste consumer. Accept-
ance of the self-service principle by the concumer accompa-
nied by technological advances have furtner compliczted
comaunications between retailer and consumer.

Although recearch relative to conszumer shopping heabits
and attitudes 1s not new, the position of the consumer has
been galninz in importance in the thinking centered on the
rroblem of mzaintaining and increacinrs customer franchises.
The dynamic nzture of our soclety and economy c=211 for con-
tinuling exsmination and reevaluation ol ideas concerning

the habits and attitudes of tne changing consumer market.

Procedure

An exploratory study was designed to develop and test
hy pothases relating to the food shopring habits and atti-
tudes of a select group. The emphesis in this study is on
young, married couples, newly arrived in =2n =2rea, who =re

£}
dependent on a c=r for chopping. 1In =2ddition, the hope
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was thet other marketing implications would develop out of
a system of questioning designed to encourage resyondents

to talk freely on mary aspects of their food chopping ex-

periences.

Through the medium of a questionnzire, 40 personsl
interviews were conducted in the homes of responients in
the Spartan Village married housinz development of Michigan
State University, Fast Lansing, Xichigan. The respondents

were selected in an unrestricted, random manner.

Summary of Findinzgs and Conclusion

The principal findings relative to the food chopping
habits and attitudes of the group involved in this study
were as follows:

1. Yhere a one-car family 1is dependent on their
sutomobile for chorpinz, hushands take 2n active role in
food shopplng.

2. CShoppers who are dejendeat on their cor for
trensportation have added new meaning to our conce;t of
"convenience™ ac a ;rime factor in their store celection.

2. Food store newspaper advertisinr hes 1little in-
fluence on the store selection of new arrivals in an area.

4., The manner in which food store newspeper =2dver-
tising 1s presented 1is confusing and irritating to many

consumers.
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5. While trading stamps are a minor fector in main-
taining customer loyalty, they have become so much a part
of the promotional scene that consumers regard them as an
added attraction and derive satisfection from saving stamps.

6. Although self-service meat departments heve gained
general acceptance, consumers are faced with their greatect
food problem in selection of meat by themselves.

7. Habit is a dominant f=actor in meintaining customer
loyalty and restricting movement of shoprers between stores.
8. Although non-foods have been accepted ani zre
purchased by almost all consumers, most respondents looked
with disfavor on the suggestion of adding more non-foods.

9. Packaged produce has galned greater acceptance
than packaged meat but a substantial minority of consumers
are still doubtful of the benefits of packaging produce.

10. The majority of resrondents used shopping lists
but only a small minority of those using lists restricted
their buyying because of the 1list.

11. Recipes and menus are great zids in solving food
problems for the housewife.

12, . Communications between consumer and store personnel
is restrictd in nature and is the root cause of many con-
sumer shopping problems.

These findings point up the fact that consumers can

provide many insights leading to advantages to be gained
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in the competitive struggle.

The problem for the store orerator 1s to stimnulate a
positive consumer orientation on the part of 211 personnel
involved 1in consumer-store relations, and to close the

communications gap which currently exists between consumer

and store personnel.
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CHAPTER I

INTFODUCTION

Background of the Problem

One of the vitgl and fFenulne success stories of the
post depression years 1s that of the supermarket industry.
To keep pace wlth the increasing demancds of a srowing and
shiftine population, and to properly compete for the
Increasing real collars which consumers have had avallable
to'spend, the supermarket has slowly evolved into a retail
giant. The physical size of the supermarket structure and
the variety of merchancise handled are only two of the
basic elements related to supermarketing that have developed
at a steadily exéanding rate.

Today, the largest food chaln operators cominate the
entire retall business. A listing of the nation's twenty
leading retalilers 1In 1957 reveals that food chalns occupy
eleven positions.l Although every company in the top
twenty showed sales 1ncreases over 1956, only two of the
companies, both food chalns, Increased sales at a faster
rate than they achleved 1n 1356. From a profit standpoint,

however, the food chalns reversed the trend of the non-food

;"The Food Chains lead the Way," Buslness Week, No.
1497 (May 10, 1958), &59.




retallers who reported profit percentages substantially

telow their sales increases. In contrast, eight of the

eleven food chains reported net earnings increasing at a
faster rate than the corresponding sales Increases.

The marked success of the food industry in the face
of the most serious post war recession is not beyond ex-
planation.

Of all the vioclent upheavals that have shaken and
transformed the American Market, none have been

blgger, or more baffling, that those affecting food.
Back in 1941, Americans spent $:C tillion for food.

Tn 1953. . . they spent 360 billion. . . . In 1941
they were allocatine 24 per cent of their cash
income for food. 'n 1953 the flgure was up to 27

per cent.?2

From now until the 19€60's, it seems protatle,
calorile consumption will rise about 3 per cent
faster than the population totals. Appiying 3 per
cent to a national food bill of $6) billion, 1t
would seem that the food industry has some $2
billion worth of extra tusiness impllec 1in the
changing slize and cge composition of the nation.3

The progress, growth, and general optimism surrounding
the food retaillineg tusiness are bkased, In the main, on well
founded statistical.data. However, 1t would be folly to
ignore the signs which polnted to the pressures exerted by
the increase in the over-all competitive situation.

Many operators. . .have been fearing a saturation

in number of supermarkets. While few belleve that
saturation 1is immlnent, there was definite evidence

“Editors of Fortune, The Changing American Market
(New York: Hanover House, 1953), p. 131.

31bid., p.37.



last year that opportunities for successful new
stores were narrowinz. Members of Super Market
nstitute, a g00od cross section of the super market
bloc, reported that - -63% of the stores they opened
in 1957 falled to do as much volume as expected,
that each new super market competed directly with
three other super markets, whereas An 1956 each new
unlt competed with only two others.

The problem for supermarket operators 1s clear. The
American market for food has expanded by $3.% billion each
year since 1955.5 There are no indlications as yet of any
surcease 1n the population boom which has added an annual
natural 1increase (excess of births over cdeaths) of
20 persons to the total population for the past

6

seven jyears, Althoueh all the evidence points to an

(&)

- ~
2,539,

Increased sales forecast for many years to come, there are
indications that competitlion betueen food retallers is

grovineg more intense. Continued prosperity and expansion
are dependcdent on the broadest knowlecdre of marketing facts

which can lead to any competitive advantarge.

Need for the Study

~With the obvious Increase in the competitive situ-

atlon the succeedinge questlon would logzically seem to be,

brobert W. Mueller, "1957 Grocery Store Sales,"
Progressive Grocer, Vol. 37, No. 4 (April, 1958), Fc.

ibid.

6Harry Hansen (ed.), The World Almanac for 1958
(New York: World Telerram and The Sun, 1959), p. 257.




"What are food retallers dolneg to meet the problem?"

Depencing on who 1s cdolnz the talkinzthis problem
may be rising costs, shrinking marscins, too many big
stores, customer pllferaze, cart losses, long store
hours or anythine else that the man may have on hls
mindg.

Our personal nominatlion for thils numter-one problem
1s the space 1n every store that should te occupled
bty a customer who isn't there. There are very few
things wriong with zny st%re that would not be cured
by a few more customers.

Food retallers should be freely aware of their
strength and advantages--but they must also recognize
the definite changes taking plzce in the frame of
mind of the consumer. . . . One hears more customers
complaining that there are fewer worthwhile weekend
speclals, especlally 1In perlishables; more shoppers
are kKeeplng records of tnelr food expenditures and
comparing  prices between stores; there 1s more
interest 1n lower priced brands to see 1f they aren't
Just as good. . . . In the perlod zhead individual
retallers wno keep tuned 1in to consumers' attltudes,
look for shifts in buylne hatlits and preferences,
and take approprizte action will not only hold thelr
own but strengthen thelr positions 1in the "recession"
era that promisgs to ke wilth us for at least a few
months to come.

There may be dlsarreement as to the ultimate position
of the consumer problem, btut there 1is little cdoubt that 1t
rates high on any list. An examinatlion of the proposecd
agen@a for the Impendine Tuwenty-Flrst Annual Convention
of the Super Market Institute reveals the intensifiecd

Interest 1n the problem of consumer hatits and attitudes:9

"Lawrence Drake, "Store Talk," Chaln Store Age, Vol.
24, No. 5 (May, 1958), 3.

8rotert W. Mueller, "Food Szles at Hich Level Desplte
'Recesslon'," Prorgressive Grocer, Vol. 37, No. 4 (April,
19=58), 6.

9"sell More
Aze, Vol. 34, No. 5

—_==S,

‘mpulse, and ~deas," Chaln Store

7. 19551, 82-81.
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"o

See Ourselves As Others See Us."
"Do You Make These Tmpressions on Consumers?"

"How to Lay Out Stores to Take Advantage of Consumer
Shopping Hatits and Desires."

"Let the Customer Tell You How to Desien Stores for
Greater Sales."

"How to Make Super Market Acdvertlising More Effective."

"What's on the Woman's Ming?"

Manufacturers in the food industry have long been
avare of the neecd for information from the consumers them-
selves 1in order.to maximize sales promcotion znd new product
development. Marketlng research has provided management
with 2 problem solvineg tool to help close the communication
gap between producer and consumer. The free flow of infor-
mation between these sources had been complicated by
increased speclallization within the marketing system.

The food retaller, who has the prime responsibility
for the transaction and continuation phases of marketing,
has also withdrawn.to a certaln extent from intimate con-
tact wlth consumers. Expansion and merger have created
problems of organization, supply, and communication within
the business firm itself. Standardization and speciali-
zatlon have been key factors in the economic success of
chain store operations. The glant food stores of today are
geéred to run like a.well olled machine, with the emphasis
on volume and 1ncreased experimentation in non-food lines.

The 1individual customer behind the shoppine cart has
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become a "face in the crowd," in the main, expressionless,
except as a microscoplic reflection in the total sales
ficure.

The growing competitive situation has forced super-
market operators to reevaluate the posltion of the consumer.

"Unéer dynamlic condltions the orcanization planner
takes account not only of the market and marketlng channels
tut of the kind and size of market the firm must serve the
day after tomorrow." 1.

"Periodlc measurements of consumer perceptance, atti-
tudes, and acceptance should ke macde not only for the usual
purposes, such.as to provice cdilrection 1In product cevelop-
ment and to gulide advertlslineg and marketing, but also to
protect the company's investment in consumer good w111."11

"By now, 1t should be clear, nothine is more important
than the inclinations of the consumer. He has money, he
has a bleg choice, he czn buy as ne desires, and he can stop
buying many things for qulite a while. What 1s he likely to
do?"l2

The problem of consumer research is further compli-

Ccated by the dynamlic nature of our economic and soclal

1vroe Alderson, Marketing Behavior and Executilve
Action (Homewood, I[llinols: Richard D. Ilrwin, Inc., 1957),
p. 43z,
llﬁensis Likert, "Mzasuring Organization Performance,"
%%arvard Business Review, Vol. 36, No. 2 (March-April, 1958,
9 . N

12Ed1tors of Fortune, op. cit., p. =9




system. Advances 1In technology are constantly pressuring
what were once conslidered standard methods, accepted pro-
ducts, and productive communications media, into obsole-
scence. TOo meet the needs of the soclo-economic dynamics
of our system, consumer research 1s challengec by the
problem of meeting new frontlers 1In action and reaction
on a continulng basis.
Even a wholly representative sample cannot provide
an answer that 1s good for more than the moment 1t
is taken. As the indlvidual becomes better iInformed,
as he galns new experiences, his attitudes, prefer-
ences and plans change and are, in fact, bound to
change under the impact of new developments.
"Marketing research cannot make cecisions for the
executlives. It may provicde him with iInformation, tut that
information will never te complete. Thﬁs, the executive
must still operate in an area of uncertalnty. Research
can only decrease the size of the area."lb
The area of declslion for the supermarket operator
has bteen growing in intensity through competition, expan-
sSion, and rising cosﬁs of operations. Pesearch relative

to consumer interests can only help focus his marketing

e f'fort in the proper dlrection.

R eview of Recent Literature

Fesearch relative to consumer hablts and attitudes

has been éttempted from many different approaches. 1In

——

13H. W. Boyd, Jr. and Ralph Westfall, Marketing
R esearch (Homewood, Illinois: Richard D. Irwin,_Inc.,l956l,
¥i < 25, quoting Illinols Business Revlew, Vol. X (November,
952,

~
Zy

141014,




recent jears, the eccnomists, socilolosists, and psycho-
logists have Jjolned {crces-with business and government
researchers in an attempt to make some sense out of the
mysteries of consumer tehzvlior. Althoush there 1s much
activity In this field, 1t can be catezcrized as unorgan-
ized; the results usuzliy reflecting the tscksround of the

writer or researcher. [ the consumer wcuid only stand

{0

still long enouch to te clzssiflecd zs an "Economic Man,"

or a "Rational ilan," or =z "Group Product," the protlem
woulé te greatly simplified. However, the indivicual con-
sumer refuses to mark time zand te countecd zs =z precictatle,
convenlient statistlc.

The followins responsitilities sometimes assigned to

consumers are, 1in the opilnion of =z leadlns consumer econ-

omist, no longer rezsonatle under modern con:‘itions:l5

1. That consumers should be atle to Juczse the

qualilty of merchancdise tefore tuyines,

o

That consumers shoulcd always shop tefore tuying.

3. That consurers shoulcé make thelr own cecisions
without telns iInfluenced ty advertising and
sellinz efforts and should attempt to develop
sales reslistzance.

4, That consumers should act ratlionally in tuying and

should not te influenced ty emotion.

= . N
1Zpearce C. Kelly, Consumer Economlcs (Homewood,

%

L171inois: Richaré D. 'r.in, wnc., 10537, p. 16.




The modern consumer, accorcing to Dichter, 1s an

"entirely new type" who exhitits these five major charac-

teristics:l6

1. Desire to ke treated as an incivicual.

2. Desire for participation.

3. An 1Increased maturity.

4L, Deslire for reccgnition.

. Desire for creativeness.

Alderson in his zttempt at a2 functionzl marketing
synthesis of consumer motivatlions has categorized house-
holds bty special trres of orranized tehavior systems.

While rztionzl proktlem solving Is telleved to fill
a central place In ths tehavior of the consumer
turer, the presence of irrational or nonrational
fzctors cznnct te 1rnorec. Haktlt anc impulse are
of'ten more 1n evicence than raticnal cholice, and ef-
ficiency as a tuyer 1is zacquirec only as the result
of consiceratle experience.

This scheme of analysls okviously leacs to a four-
way classificaticon bty family type. The fcur classes
as follows: co-orcinated anc compatitle; co-orcinatedc
and incompatlitle; unco-oréinzted and compatitle; and
unco-orcinatec and incompatibtle. It seems reasonable
to expect quite cifferent types of guying tehavior
from these four types of families.!

16perrin Stryker, "What's the Motive?" in The
smazins Advertisins Business by The Ecdltors of Fortune
( New York: Simon ané Schuster, 1957), p. 78.

l7;’~‘.lderson, op. cit p. 1632,

. T Tt

18Ib1d., p. 177.



Economists anc sociolorists have noted a crowlng
trenc toward a homogeneity; In consumer tuying patterns.

Having now followed the incdivicdual from chilchood to
the grave, we would like 1In these concludlng remarks
to touch on the specter of uniformity, toth in
careers and 1In consumer tehavior, that specter which
haunts so much of our, and European, thinking atout
America.l

n commentinz on the intensive survey of consumer
spencding made bty the Bureau of Lator Statistics, in 1950
and the succeedins group of unlversity research proJects
which had the advaritace of man; cross-classifications per-
mittins the isolation of important variatbtles relative to
spencing patterns, the followins observations were macde:

However, the search for cifferences iIn spending
patterns shoulcd not czuse us to lose sicht of the
similarities. ‘ncézed, many of the tatles we have
presentecd. . .are more remarkatle for the similarity
of consumption patterns they reveal that for the
c¢ifferences. There are regional anc¢ racial differ-
ences, ancd they; may ke important for the firm inter-
ested in a particular market or type of procuct.
Generally, however, the cdominant impression 1s one
of uniformity. . . . Perhaps the maJjJor findlng that
will emerge 1is that the American Market is becoming
a homogeneous whole, wlth variations attritutatle
almost entirely to iIncome cifferences rather than a
market sharply secmentec Ly reclional, raclilal,occupa-
tional, and other cifferences. As far as markets
are concerned, at any rate, the meltins pot may well
te on its way to the completion of 1its task.2-

This tencdency of the mass market of consumers to act

as a uniflied hole has teen of invaluakle aidé 1n many

————

19David Reisman and Howarcd Rosetorouch, "Careers and
Consumer Behavior," Consumer Behavior: The Life Cycle and
Consumer Behavior, Lincoln H. Clark, editor (New York: New
York University Press, 19%5%), p. 14.

2)Trwin Friend and Zrvin B. Kravis, "New Licht on the
Consumer Market," Harvard Business Review, Vol. 35, No. 1
( January-February, 1057, 115-116.
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phases of marketing research anc¢ 1n the proper direcﬁion of
marketing decisions anc promotional effort. Howiever, there
are grave cangers inherent 1In the acceptance of the prin-
cible of the homoreneity of the consumer market or the
precictability of consumér tehavior in a dynamic economy.
'n spite of the fact that the Amerlcan consumer 1s probatly
the test researchecd person in the world, he still represents
an enlzma of sizatbtle proportions. The leacdins proponents
of the soclal scilence approach to marketineg protlems are
the first to admlt that thelr efforts are still in the
ploneer or frontier staze.
"Of course motivational research i1s not a panacea.

What 1s neecec 1s a unifiec concept in research, cealins
with the tehavior and motlves of human bein;.js."21

What seems btacdly neecdec 1s research on =<roup factors
In consumer behavior that will deal with phenomena
fallins between, let us szay, brand preferences at one
end of the scale and the national consumption fungtion,
as theoretical economists call it, at the other.c<”

The realization that btuyers come Into the market to
solve probtlems 1s more rellatle than the notion that
selling 1s simply a matter of 1mplanting hablts or
taklng advantage of impulses 1in passive and mudcle-

headec customers. A procuct, a service, or a retaill
store must function to survive the test of the

2lErnest Dichter, "Sclentiflically Predicting and Under-
S tanding Human Behavior," Consumer Behavior and Motivation,
FRotert H. Cole, editor (University of Illinols Bulletin,
Va2l. £3, No. 4B, Urtana: Unilversity of 1linols Press,
Fetruary, 1956), p. 36.

<“Nelson N. Foote, "The Autonomy of the Consumer,"
Consumer Behavior: The Dynamics of Consumer Peaction,
Lincoln H. Clark, ecitor (New York: New York University
Press, 1954), p. 16.




market. . . The worlc of consumers may te willing
to te flattered, cajoledé or entertainec, tut 1t does
not wish to bte cecelved.

From the filelds of humanistic psychlatry has come
the warning of btoth the 1lmits and latitucdes of our knowl-

ecre of human tehavior.

Uncdoukbtecly the deslire to know our fellow men and
ourselves corresponds to a ceep need in human teings.
Man lives within a scclal context. . . . However com-
plete rational knowledqauis possitle only of things.

Man 1s not a thin-.

néeed we cz=n e qulte certaln that most of the
theories we hold tcday in the areas of motivation,
emotions, and personality will look very "corn" fifty
Jears hence. To tecome Intimicdatec bty a conceptual
structure which 1s little tetter, than a primitive
word plcture at test, hovever colorful and dramgtic,
is certainly not far from the helght of folly.=~

The current status of research relatins to consumer
tehavlior 1incdlicates that methodolory and experimentation are
approaching a more unified concept within the limits of the

knowlecdre exlstineg In the soclal sciences.

Purpos=z of the Stuéy

Pesearch studles on consumer hatlts, attitudes, and
preferences are not new to the supermarket operator. How-

ever, the extent to whlch the survey approach 1s utillzed

23A1derson, op. cit., p. 184,

—

i :
~ Erich Fromm, "Man 's Not a Thing," The Saturday
Revlew, March 16, 1957, p. 12.

2J. A. Genrerelli, "Doema or Discipline," The
Saturday Review, March 23, 1957, p. &4D.




within retall operations varies gfreatl;, even among the
larcest chzain store operztors. A survey; made ty the author
on the extent of consumer research conducted within, or
contracted for, by eisht of the food chalns represented in
thé Food Distribution Currlculum at Michlsan State Univer-
sity revealed markec vardiance iIn the extent of consumer
research. The extremes vere representec on the one handg,
by a company utillzines consumer opinlon surveys, product
testins panels, ancd the malntenance of a staff of part

time resicent iInterviewers 1in all parts of the country, and
on the other extreme ty a company usins vertal reports from
shoppers who evaluate stores from a customer's viewpolnt.
™n all cases the replies from the foocd chains indicated an
actlve and growing 1Interest in this field.

n view of the increasing competitive nature of food
retalling and the changing pattern of the consumer market,
the author feels that the study of consumer hablts and
attitucdes represents a primary and continulnc need for the
food retaller.

An exploratory stucy was designec to cevelop and test
hypotheses relatins to the shoppling hatits and attitudes of
a select' group. The Qmphasis in thils study 1s on a select
uniQerse; young married couples, newly arrived in an area,
Gepencent on a car for shoppine. Inasmuch as this type of
group will galn in market sieniflicance as the baty boom of

the 194)'s 1s translated into family formations in the
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16€62's, it was felt that information rerardins thelr hablts
and attitudes could te helpful in the proper channeling of

market effort.

~ Description of Methodolosy

Preliminary investi~-atlon. The married housing devel-

opment, Spartan Villare, of Michircan State Unlversity,
presented an excellent example of & newly constructed -
'garden apartment davelopment, containings a population that
was btasically new to the East Lancing area. The apartments
were occupled for the rirst time in Septemter of 1957.
Secondary cata relevant to the population of Spartan

Villace was avallatle at the Marriled Housinz Office of the

University. Information relative to each household was
avallable on incivicual cards fillecd alphabetically. The
Informztlion contalned on the card included the name of
husband and wife, zddress, and name and cate of birth of
any chilcren.

Prior to the construction of the questionnalre, four
eXtensive, personal Interviews viere concducted with nelgnbors
In Spartan Village. These interviews lasted from one to
two hours. The respondents were informed of the general
Purpose of the study a;d were encourarec¢ to talk on any
and a1l phases related to thelr food shoppins from the

time of their arrival at Spartan Village. Notes were

Wril tten down durine the interview and then consolidated
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after the interview. The reports on these Interviews are

presented in Appendix A, page 78.

wuestionnaire. On the basls of these intervievus a

gquestionnaire was crawn up and pretested in four interviews.
The orizinal questionnaire contained an abuncdance of multi-
ple cholice and dichotomous questions and only a few open
questions. The results were far from satisfactory in
obtalning the feelin;s of the responcents and establishing
rapport between interviewer and respondent. The original
questionnaire was revised so that fifty per cent of the
‘questions were of the open type. Althouch this made for
more cdifficulty in tabulatlion, the acdvantages gained 1n
ottaining new iceas agd relatlonshlips far outweighed the
Inconvenience in time. The final form of the questlionnaire

1s presented In Appendix B, pare 81.

Method of selectins respondents. Slnce the unlverse

was a known quantity an unrestricted random sample of forty
Prospective responcents was obtalned bty usinz a tabtle of
r"andom numbers and applyine the numbers to the alphabetical
ff1le of residents which had teen numbered consecutively from
One to 508 (the total number of apartments). All forty

I"e spondents were interviewed elther at time of first con-
tact, by call back If out, or by appointment if busy at

time of first contact.



Place and time of study. All 1interviews were con-

ducted 1In the homes of the respondents in the Spartan

Villace married housins development of Michizan State Uni-

versity, East Lansing, Michigan, during the period from

May 22, to June 12, 1958,

The interviews were made by the author and his wife,

who had keen thoroushly briefed on data collection forms

and fileld

1ork procecdure, and who had been Involved with

the study from 1ts 1nceptlion.

Hypotheses to be Tested

The followlns hypctheses were to ke tested:

450

|

(U}

YWhere a one-car family 1s depencdent on thelr
automoblle for shoppineg, husbands will take an
actlve role in food shoppiln=s.

Shoppers who are cdependent on their car for
transportation have added new meanins to bpur
conception of "convenilence" as a prime factor
in thelr store selection.

In a newly settled housing development, food
store newspaver advertlising in a local news-
paper has little influence on the store
selection of the new arrivals.

Food store newspaper acdvertising rather than
accomplishins 1ts objective of 1Initiating con-
sumer action, has the necatlve effect of
instilling confusion, irritation, and antagonism
on the part of consumers.,

While tracding stamps are a minor factor in
malntalinlins and increasine customer loyalty,
they have ktecome so much a part of the com-
petitive promotional scene that consumers
regarc them as an adced attraction.

Althourh self-service meat cdepartments have
gained general acceptance, consumers are faced
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with thelr ¢reatest food shopping protlem in
selectlion of meat by themselves.

Although consumers like to feel that they have
made a rational choice in the selection of their
store, habtlit (the knowledre of thelr store lay-
out accumulated over a period of time) 1s a
dominant factor not only in maintaining loyalty
but restrictins mpvement between stores.

RN
~N

,}Q*éga The proper presentation of non-food merchandise
1s not only recardecd as acceptable to the

consumer, but 1s looked upon as an added con-
venlence.

In additlon to these hypotheses the hope was that

many other important marketing implications would develop
out of a system of questioning that would encourage respon-

édents to talk freely on their llkes and dlslikes regardine

food store operations.

Limltations of the Study

This stucdy iInvolved the use of a select and limited
universe and 1in no way claims to represent the real unlverse

of food shoppers. However, the age group incluced 1in this

Study does represent a sisniflcant portion of the unlverse

O f food shoppers. In a recent study involving a non-random

Sample of 522 "in-store" shoppers, in East Lansing, 1t was

that 22.2 per cent of respondents were In the 20-29

-~

ffoun:d
age group.” n an earllier study, a restricted random
Sample of a limited area in Lansing, involvineg 150 "at

home" interviews, 1t was found that 36 per cent of the

=OByron E. Chalfonte, "A Study of Consumer Food Store
P re ferences" (unpubllished Master's thesis, Michlgan State
University, East Lansing, Michigan, 1957), p. 8.



persons intervieved, almost all of whom were housewives,
were betueen the ares of 17 and 32.° n the valldation
of hls sample, McKenzie used the nationwide survey of the
E. I. du Pont De Nemours and Company whilch reported that
36 per cent of the shoppers were In the 22-34 age group.28

Although a conscious effort as made to keep inter-
viewer tlas to a minimum, 1t should be pointed out that
the Interviewers were closely assoclated with the food
tuslness, and the relative importance of the responses to
the open questions were subject to the Interpretation of
the individual interviewer,

Due to the limited sample, percentage results have

been kept to a minimum, and the majority of the data are

shovm 1n numerical relation to total responses.

9]

7George F. McKenzle, "A Method of Diaznosing Customer
SflOpping Habits and Preferences of Retail Food Stores"
LLUUpublished Master's thesis, Michigan State Unlversity,
East Lansing, Michiran, 1951), p. 13.
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CHAPTER II
CLASSTFICATION DATA

The purpose of this chapter is to present data rele-
vent to the physical and economic composition of the house-
holds involved in this study. In addition, pertinent com-
parative cdata regarding the food stores in the area will ke
presented.

After a brief explanation of the housing requirements
for residence in Spartan Villace, the classification data

will be presented in tabular form for simplicity.

.

Backeround ‘nformaticn

Spartan Villare contained 508 apartments, divided
almost equally between cne and two bedroom apartments.
There were 256 t.o bedroom apartments and £52 one bedroom
apartments.

The requirements for a two bedroom apartment was the
Presence of proof of tirth of at least one child. The
r"equirements for a one bedroom apartment was the presence
5f‘ proof of marriage. Thus the universe was established
to be 120 per cent married couples with at least fifty per
Cent of the universe havinz one or more children.

n order to obtain a clearer picture of the number

Of children per household, a restricted random sample of
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122 households was taken bty selecting every fifth card

in the secondary data flle and recorcding the number of

chlildren by type of apartment. The followlng information

on the number of children bty type of apartment was obtained:

One Bedrocm Apartment: L%--1 child
96%--no children

Two Bedroom Apartment: 67%--1 child
27%--2 chlldren
6%--3 or more children

~Although all of the actual respondents to the ques-

tionnaire were the women of the house, the hustand was

present and participated in seventeen of the forty inter-
vievs.
Car transportation for food shoppine was an absolute

essentlal for the resicents of Spartan Villare cdue to thelr

physical location. The closest food store until March 1958

was the Red Cedar Co-Op which 1s located one mile from the
entrance of Spartan Village. In March of 1958 a gas sta-

tion interlor was converted into a food store (Campus

Cupboard), located a half mile from Spartan Villarge. Walking
to this store presented a problem untlil April 1958 when the

Daving of sidewalks was completed.

Da ta on Households

Aze composition of husbands and wives. Table I on

the following page shows the age composition of husbands

aAndg wives.



TABLE I
AGE COMPOSITTION OF HUSBANDS AND WIVES

Average Age Rangze in Age

22-39
18-3z

Husbands

Wives

Number of children per household. Table IT below

glves in tabular form the number of chlldren per household.

TABLE TI
NUMBZR OF CHILDREN PER HOUSZHOLD
. One Bedroom Two Bedroom
Number of Chilc?en Household Household
No chilldren 10 -
1 - chilcd 7 13
2 - children - 9
- 1

4 - children

The actual data on the number of children per house-
hold showed a marked varlance with origilnal information
obtained from the random sampling of the seconcdary data.
Further investigation revealed thzat six of the seven child-
Ien found In the one bedroom apartments had been born after
the parents moved into Spartan Village, and that the secon-

S ary data had not been kept current with the recording of

NMeyw births. Although the secondary data was only six
Months 0ld, in terms of true population statistics 1t could

Mot be used with any dezree of authenticity.



Weekly income per hcuschcld. Data showing the weekly

income per householcd 1s set forth in Table I.7T.

TABLE IT1I

WEEKLY INCOME PER HOUSEHOLD

Number of Households "ncome Ranee
23 $50- 75 per uveek
14 $75-122 per week
3 $120+  per ueek

Weekly ranece of food expendlture per household. Food

expenditures are difficult to determine with any degree of
accuracy as few fespondents kept any sort of records. In
accdition, many respondents mentioned the fact that they
purchase clegarettes, beer, health and beauty aids, magazines,
and many other non-food items at the food store. Further
complicatlions are added by the home delivery of dalry and
bakery products. The attempt here was to obtaln the respon-
dents' best possible estimate of the amount spent at the

food store for food alone.

TABLE IV

WEEKLY RANGE OF FOOD EXPENDITURE PER HOUSEHOLD

Number of Number of Total in Range of Food
Households Children Household Expendltures
10 D 2 $ 12-18
20 1 3 12-:5
9 2 4 15-27

1 4 6 20
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Monthly rent expendltures. Rentals established by

the university are 375 per month for the one bedroom apart-

ments and $81 per month for the two bedroom apartments.

Type of apartment. Tuwenty-three respondents resicded

in two bedroom apartments and seventeen respondents resided

in one bedroom apartments.

Car ownershlp and abllity to drive. All of the

responcdents ovned one car and not more than one. All of
the husbands were able to drive and thirty-three out of

forty wives were able to drive.

Worklng wives. Sixteen out of forty wives were em-

ployed. Of the sixteen working wlves, nine had chlldren.

Data on Stores Shopped by Respondents

Table V, Sn ths following page, presents pertlnent
information relative to the stores whlch respondents had
shopped 1n the area.

All of the stores mentioned in Table V are free
standing units except for the two supermarkets in the
Francor Shopping Ceqter. The Frandor Shopping Center
could bte classifled as a small Regional Shopping Center.
The Center was bullt behind a Sears, Roebuck and Company
Department Store, and, 1n the absence of any tarriers to
traffic flow, appears to ke anchored by the Sears store.

There 1s a Federal Department Store in the Shopplng Center
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plus forty additional stores 1Including the two supermarkets,
tvo variety stores (Kresce and Woolworth), and three
nationally known shoe chains (Kinney, Thom McAn, and A. S.
Beck) .

With the exception of the two small food stores
which are located on the campus, all of the other super-
markets must be approached by car in the focllowing manner:
On leaving Spartan Villaze, the shopper would drive for
_onehand one-half miles on a two lane access road (Harrison
Roadr and then turn richt or left on to a main, four lane,
divicded hiegnway (Milchlgan Avenue). A left turn would take
the shopper to the Shopping Center anc a2 right turn would
leaéd the shopper thrcuch the center of the town of East
Lansins to all of the other supermarkets. All of the super-

markets have céirect access to the main hicghway.



CHAPTER III
RESULTS OF HYPOTHESES TESTED

Hypothesis No. 1--The Role of Husbands 1n Shopping

Hypothesis. Where a one-car famlly 1s cdependent on
thelr automobile for shopplng, husbands take an actlve role

in food shoppling.

Résults. The nesé of a car for food shopping was
estéblished by the physical location of Spartan Village
which precluced shoppers' walklng to and from the food stores.

Tne respondents were asked gquestions 4-8 in the Ques-
tionnalire, Appenéix B, puze 82, 1in order to establish car
ovmership and the ztllity of husbands and wlves to drive,
ancd to determlne the person or persons involved in foocd
shopping.

All of the responcents questioned cwned cne car and
not more than one car. Thirty-three ¢f the forty wives
(82.5 per cent! guestloned were akle to drive.

Table VI reveals the responses to the question, "Who

in family does food shoppingz?"

'n twenty-filve per cent of the households, the food
shopplng was cdone exclusively by the wives; 1n seventy-five
per cent of the cases, the husband was a particlpant in the

food shopplng experience.
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TABLE VI

PERSON(S)» TNVOLVED IN FOOD SHOPPING

Persons Involved Total
Husbandé only 3 T.5%)
Wife only 12 (25.2%)
Both 27 (67.5%)

TOTAL D (122.0%)

Hypothesis No. :--The Mzanings of "Convenlience"

Hypothesls. Shoppers who are cepencent on thelr car
for transportation have acdded new meaning to our conception

of "convenilence" as a prime factor in thelr store selection.

Results. Convenlence, as a factor in store selection,
has had the tracdltiocnal meaning of the store located closest
to the food shopper's home. Table VII, shows the responses

to the question, "What coes convenilence mean to you in rela-

tion to your store selection?"

The polint to te emphasiised here 1s not that the dis-
tance customers travel can te minimizecd, but rather that a
"convenlent location" means more to a customer using a car
than Just the proximity of the store to her home.

This point 1s further illustratéd in the information
contained 1n Table XV, Appencix C, page 86, which lists

the respondents!' knowledge of the stores in the area anc



TABLE VII

THE MEANING OF CONVENIENCE TO RESPONDENTS?T

Responses Number of Repliles
"Parkinz" 24
"Distance--Closeness" 21
"Parcel Pickup" 12
"Variety--Brand Selection" 11
"Fast Checkout" 10
"One-stop Shopping" 9
"Less Crowced" 8
"Express Checkout" 7
"Time Saving" 6
"Shopping Carts With Seats for Children" 6
"Non-Food Items" 5
"Check Cashing" 5
"Good Store Layout" n
"Clear Alsles" 3
"Convenient Hours" 3
"Self Service" z
"Selectlion of Can Size" 2
"Packaged Meats" 1
"No Pressure" 1
1S’ome respondents gave more than one reason.
the movement bet.een these stores. It can be reaclly seen

that the two supermarkets located in the Shopplng Center
have monopolized the main shopping of the resicents of
Spartan Village, althouzh the other supermarkets, in exis-
tence at the time of the respondents arrival to the area,
vere located no further from Spartan Villaze (see Table V,
page =4).

The supermarkets located 1In the Shoppins Center, by
virtue of their advantage 1n physical size and extent of

parking area, were 1In a poslition to capitallze on the added

meanings of "convenience" for shoppers.
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Hypotnhesis No. 3--The Influence of Advertising

Hypothesis. In 2 newly settled housing development,
food store newspaper acvertising has little influence on

the store selection of the new arrivals.

Results. Table VIII contalns respondents' replies
to three of the four parts to question 8, in the Question-

naire, Appendix B, paze 8.

TABLE VIII

THE INFLUENCE OF NEWSPAPER ADVERTISING
ON THE STOFE SELECTION OF RESPONDENTS

Question Yes No

"Do you read the local paper?" 15 25

"Do jyou read the food store ads before shopping?" 10

= wm

"Do food store ads influence store selection?" 6

Although fifteen out of forty respondents reported

reacding the Lansins State Journal, the only local newspaper,

only ten of the fifteen reported reading the food store acds.
Of the ten responcents reacing the foocd store ads, six
responéents reported being influenced by the ads in
selecting a store to shop.

An attempt was made to obtain from those respondents
reading the ads, an explanation of ad readershlp and influ-

ence., The four respondents who reported no Influence on
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store selection were in general agreement that they read
the ads primarily to te Informed of the 1tems on sale in
the store or stores in which they regularly shoppecd. The
six responcents who reportec an influence on their store
selection from food store advertisineg were in genersal
acreement that price was the cetermining factor. Three of
the six respondents cdeparted from their recular routine 1in
search of the best meat buy of the week. The other three
respondents left their recular store uncder the influence
of coupons on staple grocery, produce, and frozen food
items, or sienificant price recuctions on staples dependent
on a 310 total food purchase. In no instance did any of
these slx respondents incicate a permanent chance from the

store In which they cic most of thelr food shopping.

Hypothesis No. 4--Reactions to Advertine

Hypothesls. F.ood store newspaper advertlsling rather
than accomplishing its obJective of initlating consumer
action has the negatlve effect of iInstilling confusion,

irritation, and antaconism on the part of consumers.

Fesults. Table X chows the responses to the ques-

tion, "What do you think of food store newspaper acvertisine?"

™n order to clarify the leadlng unfavorable comment

"coupons are discriminatory," it should bte pointed out that
after January 1, 1958, coupons began appearing in the body

of the food store newspaper acvertisements. In the
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TABLE IX

RESPONDENTS' COMMENTS ON FOOD STORE ADVEPTISINGl

Comments Number
Favorable Total 14
"Helpful" 8
"Like Coupons" 2
"Like Extra Stamps" 1
"Tnterested" 3
Unfavorable Total 27
"Coupons are Discriminatory" 6
"Can't tell what's on sale" 4
"Sale 1tems are least wanteg" 3
"Lots of advertising 1s false" 3
"Confusinc" 3
"Meaningless" 2
"Cluttereg" 2
"Dislike" 1
"Forced quality buying" 1
"Waste of time" 1
"Deceptive" 1
Neutral Total 12
"No opinicn" 12

lSome respondents mace more than one comment.

follovwing six monthé, competitive promotion centerec almost
exclusively around thils practice, reaching its height 1in
the form of full pare acvertising made up exclusively of
coupons. Silnce twentj—five of the forty respondents c¢id
not make use of the local newspaper in which these coupons
appeared, it 1s not surprising that thelr resentment was
focused on a promotion‘from whi?h they were automatlcally

excluced.
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However, even 1f the comments on coupons are deducted
from the total of unfavorable responses, there was still
considerable feeling against the way in which food stores
present their advertlised speclals, the 1items selected for
speclials, and the confusion resulting from the inclusion
of 1tems at regular prices.

There is no doubt that the averarge consumer 1is Inter-
.ested in obtalning information regarcine weekly food sales.,
Respondents 1indicated -this cdesire by a margin of three to

one 1in response to the guestion, "Are you interested in

teing informed of weekly food sales?"” This question was

followed by, "What would be the best way of zetting this

information to vou?" Thirty of the forty respondents sug-

gested some method other than newspaper advertising to
reach them wlth the message (see page 54 for results), thus
giving further incdication of the faillure of food store

newspaper advertising to fulflll its primary function.

Hypothesls No. E--The nfluence of Trading Stamps

Hypothesis. Whille trading stamps are a minor factor
in maintaining and increasing customer loyalty, they have
tecome so much a part of the competitive promotional scene

that consumers regcarc them as an adcded attraction.

Results. Tabtle X shows the responses to questions

17-19, in the Questlonnaire, Appendix B, pace 87%.
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TABLE X

THE INFLUZNCE OF TFADING STAMPS

Questlon Yes No

"Do you save tradlng stamps?" 26 (92.0%) 4 (12.2%)

"Do trading stamps influence
Jour store selection?" 14 (39.2%) zz (61.0%)

"If your food store stopped
glving stamps, wouic 1t
change the amount you spent
in that store?" 6 (16.75) 32 (83.3%)

Y

Nilnety per cent of the }éspondents were stamp savers.
Of those respondents . ho saved stamps, €1 per cent sald
that tradlng stamps had no influence on thelr store selecticn.
When the group of stamp savers were asked 1If they would
change the amount spent in thelr regular store i1f the store
stoppecd glving stamps, 82.3 per cent indicated that there
would be no change 1In thelr spendlng patterns.

On the tasls of these results 1t would appear that
the majJority of shoppers are not influencecd by stamps in
elther their store selection or spending patterns.

However, at a later polnt 1n the study, responcents

were asked the question, "How do you feel about trading

stamps?" The responses to thls question are shown 1in
Table XI.
The maJority of responcdents (65 per cent:» indicated

a liking for tracding stamps as a promoticnal cdevice. These
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TABLE XI
RESPONDENTS' OPINIONS OF TRADING STAMPS

'1

Responses Number
Favorable Total 26 (65%)
"Like them" 10
"Forced savings" 5
"They hélp a lot." 4
"A must." 1
"1 1ike them but they are not essential.” 1

"0.K. You may pay for them in the long run,
but you feel as though you are getting

something for nothing." 1
"1 like them but my husband thinks I'm

silly." 1
"They are of secondary importance, but

sometimes you get carried away." 1

"You pay for what you get. You don't feel

the extra few pennies each week and

we've gotten some nice things." 1
"Good idea. I feel as though I'm paying

for them but 1t's sort of a forced

saving." 1
Unfavorable Total 14 (35%)
"Nuisance." 5
"Prefer lower prices." - 3
"Leave me cold." 1
"Can't stand them." 1
"Don't mean much." 1

"Prefer prices to stamps. Stamps mean
higher prices or lower quality."
"Pain in the neck. Save them only be-
cause National gives double." 1
"Wish they didn't have them. Railses
prices. Glves bigger profits to
store." 1

-

findings indicate that the problem of accurate determination
of the influence of trading stamps on store selection and
spending patterns, call for a more intensive analysis of

the problem utilizing the techniques of Motivation Research.
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A summary of the resulté of a study by Dr. Bertrand
Klass, Manager of Applied Soclal Sclence Research, Stanford
Research Institute, Palo Alto, California, who utilized the
projective technique, reported the following results.29

1. On the basls of surface attltudes alone, food
consumers appear to have a feelling of indifference
or casual acceptance toward trading stamps.

2. Subsurface behavlior suggests that trading
stamps might have a greater popularity than might
be indicated by surface attitudes.

3. Subsurface attitudes reveal that stamp savers
derive many inner satisfactlons from collecting and
would resist discontinuation of trading stamp plans.

The Klass findings are substantliated to a degree by
the apparent conflict be£ween the 83.3 per cent of respon-
dents who Indicated that they would not change theilr
spending patterns 1f thelr store dilscontinued stamps, and
the 65 per cent of respondents who indicated a liking for
stamps.

The author feels that the basic contention of the
hypothesls 1s correct. Although there are more imﬁortant
influences determining store selection and spending pat-
terns, such as varlety, assortment, prices, and quality of
meat, almost all respondents saved ‘stamps (90 per cent)

and the majority of stamp savers (65 per cent) like the idea

of saving stamps. At the present time there 1s no sclentific

29p1arcy Whelan, "An Investigation of Trading Stamps
in the Food Industry" (unpublished Master's thesis, Michigan
State University, East Lansing, Michigan, 1957), pp. 47-48.
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measurement avallable to predict how much a change in
promotional tactics involving stamps would influence the

féod shopper.

Hypothesis No. 6--The Problem of Self-Service Meat

Hypothesls. Although self-service meat departments

have galned general acceptance, consumers are faced with
thelr greatest food problem in selection of meat by them-

selves.

Results. Table XII shows the responses of consumers

to the question, "What do you think of self-service,

packaged meat?"

The favorable and unfavorable responses were almost
evenly divided. Where responses seemed to reflect indeci-
sion, they were placed with the group closest to the con-
sumer's preference.

Table XVI, page 88, Appendix D, shows the responses
made to questions 26 and 27 1n the Questionnalre, Appendix
B, which covered consumer likes and dlsllkes 1in the stores
they shop. "Quality Meat" ranked third in total responses
shown under the llkes of the consumers. Under dislikes,

"packaged meat" between them re-

"poor quality meat" and
ceived more than three times the number of responses than
the third ranking complaint, "high prices."

Table XVII, page 89, Appendix D, shows the responses

to the question, "If a new food store opened in the area,
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TABLE XII

RESPONDENTS' OPINIONS OF SELF -SERVICE,
PACKAGED MEAT

Responses Number
Favorable Total 22
"Like 1t" 10
"Convenient" 4
"Prefer it to service. It's faster." 1
"T like 1it, but selection -could be
improved." 1

"I 1like 1t. TIt's faster. But I have
trouble getting smaller roasts.”

"It's good. Efficient."

"I use it. It's quilck."

"It's all right but I sure miss butchers."
"You get a larger selectlon and can put the
packages right 1n the refrigerator or

freezer, but service meat was better. I

can't stand packaged lunch meats." 1
"It's all right if the quality 1s good and

sizes are approprilate but when I want

something special I feel as though I am

e

interfering with the butcher's work." 1
Unfavorable ' Total 18
"Poorer quality." 4
"Need help." 3
"Pay more for packaging." 2
"Prefer service." z

"I like meat cut to order." 1
"Meat sits on cardboard and bleeds." 1

"With service you get quality and the
right quantity. 1It's fresher and you
can see it welghed." 1
"I don't buy it. Prefer service. It's
fresher. I don't like to have to ask
for service." 1
"I buy 1t but don't like 1it. You must
take the amount cut. If you go to
speclal service, they do you a favor
and keep you wailting." 1
T use it but prefer service." 1
"I l1like service meat. When meat 1s pack-
aged you can't see the underside. It
lays 1in packages too long." 1

—_——m e e e e e e e e e e e e e ————————
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- what could they do to attract your patronage?" The impor-

tance of the problem pf the quallty and selection of meat
is highlighted by the number of times "meat" was mentioned.
When respondents were asked to explaln why they

shopped 1in more than one store they gave the following

reasons:
Cause Number of Responses
"Fill-in shopping" 24
"Meat" 17
"Produce" 6
"Sales" 5
"Near work" 3
“Stamps“ 1
"Groceries" 1
"Specialty foods" 1

Table XV, page 86, Appendix C, shows, in part, the
extent of shopper movement between stores. The ten shoppers
who are reported dolng other shopping at Prince Brothers,
do‘so exclusively for meat. This store has the reputation
of carrying a Dbetter grade of meat, and the meat depart-
ment 1s a service operation. Of further interest 1s the
fact that thls store has held the meat business of all the
respondents who shopped the store at least once.

In recent studles of consumer shopping hablts pre-
pared by the Burgoyne Grocery and Drug Index, Incorporated,

for the National Tea Company, shoppers' comments on the
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meat problem ranked 1n first position in the 1listing of

things they do not like about super'markets.30 In two
clties, Mllwaukee and St. Louls, supermarket shoppers con-
centrated thirty per cent of thelr complaints on meat,
dividing thelr responses between packaging, quality, ser-
vice, and selectlon. The total adverse comments on meat
packaging alone were as great aé the second most signifi-

cant complalint in each city.

Hypothesis No. 7--Hablt versus Rational Choice

Hypothesls. Although consumers llke to feel that

they have made a rational choice in the selection of their
store, habit (the knowlecdge of their store layout accumu-
lated over a period of time) 1s a dominant factor not only
in maintaining leoyalty but restricting movement between

stores.

Results. In the selection of thelr first food store,
shoppers showed a declded preference for the store they
had shopped at their last residence (see Table XV, page 86,
Appendix C). The most serious loss of original shoppers
was in the case of the National food store. This store
was acquired by National from a local chaln and was ‘not
similar in size or layout to the supermarkets which this

chain bullds themselves.

39Burgoyne Grocery and Drug Index, Inc., "Food
Shopping Habits Survey of Milwaukee and St. Louls Super-

market Customers," prepared for National Tea Company,
Chicago, Illinois, August, 1957.



The most significant gain in customers doing their
main shopplng was made by The Great Atlantic and Paciflic
Tea Company (A & P)% the largest national chain. Although
this store was not opened until well after cbnsumer shopping
patterns had been established, consumers had no difficulty
in making the adjustment to the new store. Contrast the
A & P success 1n attracting Spartan Village residents with
the failure of the Schmidt's¥ supermarket which opened one
week earlier with the benefit of strong promotional
materials (stamps, contests, giveaways, and coupons), which
were not present at the A & P opening. Schmidt's 1is a
local, four store, supermarket chain which was at a distinct
dlisadvantage 1n that they represented an unknown quantity
to the new arrlvals in the area.

‘ "Table XVI, page 88, Appendix D, which reports
respondents like§ and disllkes concerning the stores they
shop, shows that three out of four shoppers belileve they
shop in the store with the lowest prices. The aforemen-
tioned Burgoyne studies indicate thils trend 1s apparent
even when customers are asked for thelr oplnions of com-
petitive conditlons by store departments.31 Apparently,
once a hablt pattern 1s established, a shopper Justifles
her store selectlon by convincing herself that her store

is, at the very least, competitive.

3l1piq.
*Stores located on Grand River Avenue (A&P--E.Lansing,
Schmidt's--Okemos). )
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Although no direct question was asked to prove that
hablt 1s a strong force in maintalining customer loyalty,
several respondents who 1ndicated the greatest dislikes
in the store they shop were asked why they had not made a
change. In every case the fespondents mentioned that
they had tried other stores, but encountered considerable

difficulty in finding merchandise.

Hypothesis No. 8--Attitudes Toward Non-Foods

Hypothesls. The ‘proper presentation of non-food

merchandlse 1s not only regarded as acceptable to the

consumer, but 1s looked upon as an added convenlence,

Results. Table XIII shows the responses to the ques-

tion "What items other than food do you purchase in food

stores?"

Health and beauty alds headed the list, belng men-
tioned by thirty-six out of forty respondents. Thils cate-
gory includes such items as shampoo, tooth paste, and de-
odorants. The only other item mentioned more than 50 per
cent of the time Qas kitchen utensils or housewares. Items
mentioned by 20 per cgnt or more responcents 1lncluded, 1in
order of popularity: baby 1tems, clgarettes, magazines,
and comlc books.

Table XIV shows the responses to the question, "Would

you like to see more non-food items in the food store?"
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TABLE XIII

NON-FOOD ITEMS PURCHASED IN SUPERMARKETS
BY RESPONDENTS

Responses Item

Health and beaﬁty alds

W
(O))

Kitchen utensils

n
no

—

= U o 00Ul Oy

Baby 1tems

—

Clgarettes

—

Magazlnes
Comic books
Plants
Nylons
Records
Fillms

Toys

n

1 Socks

Thirty of the forty respondents 1lndicated that they would
not like to see this trend continued. This result was not
expected, but when the actual responses are examined and
related to the 1tems Ehat the respondents do buy, 1t became
clear that consumers accept those ltems which make
reasonable additions to a shopping list of frequently pur-
chased items. Only three of the negative responses indi-

cated a moral obJection, but two of these three respondents



TABLE XIV
RESPONDENTS' OPINIONS ON MORE NON-FOOD ITEMS

———————— —  _ _ — — —— —— —_  — — .
Responses Number
Favorable Total 10
"Convenient." L
"When there 1s no large shopplng center,
it helps." 1
"Yes. But don't over do it." 1

"Small items are all right, but they might
add too much."

"Yes. But no clothes."

"I 1ike the idea of one-stop shopping."

"Small items are all right, but a food
store 1s a food store."

R

Unfavorable Total 30

"Could use the space for food."

"Just right now,"

"Don't like the idea."

"Stores cluttered now."

"Not interested."

"Don't want to be bothered."

"I like to go to the other stores for a
change."

"Spend too much time now doing my shopping.”

"You could never get the selectlon as 1in a
non-food-store."

"I like speclalty stores for better service."

"Prefer non-food store."

"Would rather see more groceries."

"Don't have the time for a good look."

"There's enough Junk there now."

"Small items are enough."

"Would probably be out of place.”

"It's not right for food store to sell
these items." [Buys tollet articles and
housewares., ] 1

"A food store is for food." [Buys toillet
articles, housewares, and baby items.] 1

"I only buy food in a food store [Buys
cigarettes.] 1

Lol o PP WEE

HH e
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reported buylng non-food items. The balance of the un-
favorable responses and many of the favorable responses
point up the fear that stores will tend to overdo the
promotion of non-foods at the expense of food items, clutter
up the store with unwanted items, and still not present
the selection which consumers like to see in certain non-
food categories.

The author feels that the hypotheslis as stated is
st11ll sound and would stress that added emphasis should be
placed on the first three words of the hypothesis: the

proper presentation.




CHAPTER IV
ADDITIONAL MARKETING IMPLICATIONS

The purpose of this chapter 1s to provide additioﬁal
Informatlion relating to the hablts and attitﬁdes of the
shoppers 1nvolvéd in thils study. The Questlonnalire,
Appendix B, included a total of forty-three questions.

Many of the questions were dilrected toward the testing of
the proposed hypotheses and the accumulation of classifi-
catlon data. In addition, many questlions were asked which,
while not directly related to the classiflicatlion data or
the hypotheses to be tested, provide added marketing

L d

information.

The Day and Time of Day Respondents Shop.

In response to the question, "On what particular day

and time do you do your main shopping?" the following

results were obtalned:

1. Seventy-flve per cent of the respondents
shopped on Friday or Saturday, evenly divided
between the two days.

2. Friday night and Saturday morning were the
most popular times mentioned by the weekend
shopper. Sixty-seven per cent of the total
shopping for each day was confined to these
hours.

3. Aside from Friday night, three other nights
[Monday, Wednesday, Saturday] were mentioned
by one respondent each as the time selected
for the maln shopplng trip. In terms of






percentages, 32.5 per cent of all main
shopping was done at night, but only 7.5
per cent of all maln shopplng was done
on nights other than Friday nizht.

Promotion of New Stores

Two new supermarkets (Schmidt's and A & P) were
opened within the marketling area of Spartan Village in
February of 1958. A series of questions were asked to
determine whether respondents knew of these stores and had
shopped in them. The following results were obtalned:

1. Twenty per cent of the respondents had not
heard atout the new store openings.

2. Of the 82 per cent of the respondents who
had heard of the new store openings, 25 per
cent had not shopped 1n the new stores.
Thus a total of 40 per cent of all respon-
dents had not shopped in the new stores.

Nelther store used circulars which reached Spartan
Village in their opening week promotions, although they
did advertlise extenslvely in the local newspaper. Thils
fact coupled with the 62.5 per cent of respondents who
did not read the local paper probably dld the most to con-
tribtute to the 4D per cent of all respondents who had not
shopped in the new stores.

Eilighteen respondents mentioned having shopped in the
new A & P, Of these, seven reported that they were cur-
rently doing thelr maln shopping at this store. Eleven
respondents mentioned having shopped at the new Schmidt's

market. Of these,three reported that they were currently

doing thelir main shopping at this store. Regarding the

L6
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group of respondents who tried the new store as potential

regular customers, A & P lost 61 per cent of thelr group

ané Schmidt's lost 73 per cent of their zroup.

The foregoing facts would indilcate the following

needs in new store promotions:

1.

At the very ieast, each household in the area
should te aware of the presence of the new store,
and the more direct the approach the better.

A continuing promotion would protably be more
effective than the give-away fanfare accompanying
opening week. 1In order to dlisengaze consumers
from thelr normal shopping hatits, there 1s need
for repeated visits on the part of the consumer.
Appendix D, page 87, contalns tables showing

the llkes and dislikes of consumers related to
the stores they have shopped and the things a new
store could do to attract their patronage. The
outstanding factors were:

a. Quality of Meat: The one cepartment of the

store that needs extra attention durilng
opening weeks 1s the meat department. This
extra help should ke focused on the shoppers
in an effort to determine thelr needs and
wants and the operation of the meat depart-

ment should te directed toward these desires.
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Prices: A low price 1mpression 1s another
prime factor in establishing confidence in
the new store. Advertised speclals should
have meaning to the majority of shoppers. A
small markdown on staple items would have a
more teneflicial effect than larger markdowns
on those 1tems which do not have general
appeal. Over-all, pricing of all staple
items should te competitive so as to allow
no room for unfavorakle comparisons.

Varlety and Brand Selectlion: The shopper 1s

confronted with a significant break in her
regular shopplineg routine when she shops the
layout of the new store for the first few
times. First impresslons are lasting, and
every effort on the part of the store person-
nel should ke dilrected toward acting the part
of gulde and host. As many customers as
possible should te approached to 1insure
agalnst the impression that the store did not
carry-items which the customer Just did not
find. This poiicy should te continued for at
least four to six weeks after openlng, with
customers encouraged to speak their mind.
Customer requests for 1tems not carried should

be glven prompt attention. Lastly, national



49
brands should be given priority of display

in an area where the stores' private label
merchandise may be new to many customers.

The author feels that the terms "variety"

and "brand names" are synonomous to many con-
sumers although they are considerably differ-
ent In meaning to the store operator. Hence,
the advertising, promotion, and-display of
natlonal btrand merchandise has the dual effect
of satisfying the customers liking for both

variety and brandé names.

The Relative Importance of Price, Quallty, and Variety

Price, quality, and variety are difficult to classify
as to degree of 1Importance_ to the individual shopper. Most
studles have attempted to rate the relative 1mportance of
these factors, and, in the opinion of the author, are
merely forcing respondents to make a cholce between influ-
ences that are strongly linked.

In this particular study, the quality of meat seemed
to be the most Influentlal determinant in changling respon-
dents' shopping habits. The quality of produce, another
perishable, will also cause shoppers to seek other stores.

Varlety and brand selectlon were the most often
repeated responses under consumer likes iIn the stores they
shop. This comment.was directed principally toward the
grocery department, but 1t would be a mistake to minimize

its 1mportapce in the perishable departments.
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Price influences are difflcult to measure. Price as
a factor seems to have the least influence 1in meat buylng
and the strongest iInfluence 1n grocery buylng. Consumers
seem to uncerstand that when 1t comes to meat, you pay for
what you get, and that quallty does not come cheap. On the
other hand, a one cent differential on a name brand can of
grocerles causes considerable irritation. In addition,
although most respondents indicated a wlllingness to pay
more for quality merchandise, they feel a strong need for
assurance that they are not overpaying for either quality

or variety.

Respondents' Opinions of Packaged, Self-Service Produce

The general consensus 1s that consumer acceptance of
packaged, self-service procduce far exceeds the acceptance
accorded packaged meat.

Respondents were asked the question, "What do you

think of self-service, packaged produce?" As was expected,

the favorable responses exceeded unfavorable responses
(favorable, 26--65%; unfavorable, 14--35%). However, the
number of unfavorable responses was surprising and the
reasoﬁs are worth examining. The favorable responses were
brief and to the point: ™Like it," "Convenient," "Cleaner,"
"Neater," "Different."
The unfavorable responses are shown below:
"Buy 1t but don't 1like it. Can't tell the quality."(2)

"I buy 1t but prefer loose." (2)
""Use 1t but don't 1like 1t. I prefer my own selection."
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"It's alright for carrots and radishes but I like to

pick everything else."

"I feel that 1t's forced buylng on too many items.

A small family can't use the quantities they pack."

"It's alright for some things but I'm distrustful of

what 1s packed."

"Don't like it when I can't see the item."

"Packages are more than we can use. There are Just

two of us."

"I can't see packaging everything. There are some

items you have to pick."

Undoubtedly, many of the obJectlons to packaged produce
can be overcome with improved packaging materials which
will permlt greater visibility and help maintain the quality
of the product. The obJections to quantity buying could
also be met by providing an assortment of package sizes to
meet the needs of the small family.

However, there may still remaln a small core of shoppers
who galn satlsfaction from the self-selection of produce.
The declision to satlsfy the needs of these shoppers 1s up
to the individual operator, but further studles should be
able to narrow the fleld to the key'items which, 1if pre-

sented loose, would satlsfy thls group.

The Use of Shopplng Lists

Respondents were asked the question, "Qg you use a

shopping 1ist?" 1If they answered in the affirmative, they

were asked to explain how they used the 1list. Twenty-elght
réspondents (70 per cent) reported using a shopping list
and twelve respondents (30 per cent) shopped without a

1ist. Twenty-two of the respondents using 1l1ists (78 per
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cent) Were in general agreement that the lilsts were a col-
lection of basic, needed items and were non-restrictive.
Only six respondents indicated that the lists were restric-
tive in nature. Thelr comments were:

"I stick to the 1list." (2)

"I plan my menus and keep impulse buying to a
minimum."

"I stick to the 1list but will buy other items
which are on sale and new items."

"Use a 1list plus specilals."

"I'1ll see what the sales are, but I keep to
the 1list."

If the foregolng six respondents are regarded as
immune to impulse buylng, the remaining respondents form
an impressive 85 per cent who are prone to decision making
in the store.

A recent study of consumer food buying made by the
Indiana Experiment Station, reported by the United States
Department of Agriculture, 1ndicated that housewlves do
much of thelr meal planning at the store and often declde
what to buy as they shop. Less than half of the country's
housewlves make any deflinlite meal plans in advance and from
18 to 86 per cent of total purchases reported by homemakers
were the result of declsions made at the store.32

There 1s currently some controversy as to the correct

deslgnation of the declsions made by consumers 1n the store.

Some critics prefer the designation "unknown buying" to

32"Housewives Plan Meals in Shopping," Supermarket
News, Vol. 7, No. 12 (March 24, 1958),




"impulse buyiné." However, the indications seem apparent
that, whatever designation one chooses, the field of mer-
chandising 1s still very much alive. This merchandising
has only to be geared to the needs of shoppers to gailn

maximum advantages for the supermarket operator.

Respondents' Opinions of Food Advertising Other than

Newspaper Advertising

Respondents were asked the question, "Do you have any

opinions on other advertising involving food?" Responses

to thils questlon are shown below:33

Responses Number
"Like recipes." 18
"Like radio.” 12
"Circulars are good." 9
"Like coupons." 7
"Interested." 4
"Dislike coupons." 4
"Likes T.V." 2
"Likes window signs." 2
"Waste of time." 1
"No opinion." 13

Thirteen of the forty respondents hai no opinlon on
the question. Of the remalning twenty-seven respondents,
the most active Interest centered around recipes, with two

out of every three housewlives mentioning this fact.

33

Some of the respondents made more than one
comment. -
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A recent.survey of consumer food shopping by the
Purdue University (Indlana) Experiment Station, covering
homemakers in thrée medium-sized citlies 1In Indiana, indi-
cated that the help most respondents wanted on the family
feeding job revolved around menus and recipes.Bu

Thils Information should provide both manufacturers
and store operators with sensible directlon to successful

promotion, advertising, and display of food items.

Respondents were asked the question, "What would be

the one best way to get informatlon of weekly food sales

to you?" The following responses were made:

Responses ‘ Number
"Circulars." 21
'"Newspapers." 11
.HRadio..| 3
"Window Signs." 2
"Signs in store." 1
"Post Card! 1
"College Paper." 1

The fact that respondents indlcated a preference for
circulars over newspapers by a margin of two to one, can
be attributed 1n part to the lack of readership of the
local newspaper.

However, food stores do use the medium of circulars
with varylng frequency and thils method of advertising, when
utilized, could easlly be adapted to incorporate the menus

and recipes which housewlves seem to enJjoy.

34" pamily Likes and Dislikes Determine Shopping
Habits," Lansing State Journal, May 22, 1958, p. 30.







Respondents' Reactions to "Out-of-Stock" Items

According to Dr. Ernest Dichter, president of the
Institute for Motivational Research; the supermarket
shelves are considered by the housewlfe, to be an extension
of her pantry and, therefore, empty shelves in a supermarket
"are frightening" to her;35

Respondents were asked the question, "If a store

P et gt pom— —

you do?" The responses to the question are shown as follows:

Responses Number
"Substitute or go to another store." 9
"Nothing." 7
"Go to another store." 6
YForget 1t. Might take a substitute." i
"Substitute.," - 3
"Forget 1t." 3
"Would depend on what the item was." 2

"Do without 1t or go elsewhere if

needed." 1
"May try a substitute or go to another

store." 1
"Let 1t go, substitute, or go to

another store. Depends on the item.," 1
"Ask for it. Would take a substitute

rather than go to another store." 1
"Put 1t on next week's 1list or if I

needed 1t immediately I'd go to

another store.” 1
"Ask for 1it." 1

The actlon a shopper takes when confronted with an

"out-of-stock" situation seems to depend primarily on

35 pgvertise Philosophy, Not Just Food: Dichter,"
Supermarket News, Vol. 7,-No. 22 (June 2, 1958), 37.




56
whether the item 1s needed 1mmedlately by the shopper. 1In
no case did shoppers report fright or even irrlitation at
the situation. In the majority of cases shoppers indicated
that they would do nothing or substitute before they went
to another store.

What does stand out 1s the fact that only two respon-
dents indicated that they ask for the wanted 1tem. Thls
lack of initiative on the part of consumers to communicate
wlith store personnel will be discussed in the next section.
Considering the possibilities of the "out-of-stock” item
belng - actually 1n the store warehouse or in the process of
being moved to the sales area, makes thils lack of communi-
cations stand out even more. Of concern to the supermarket
operator should be the fact that most shoppers seem to
favor the 1nconvenience of a trip to another store over an

inqulry in thelr regular store.

Communications at the Consumer Level

Respondents were asked the question," Have you ever

mentioned any complaints or made any suggestions to the

store manager?" Of the forty respondents, twenty-nine

answered 1n the negative. Of the eleven affirmative re-
sponses, ten 1nvolved refunds on merchandise, and only one
respondent reported a complaint which did not 1involve
merchandise.

Admittedly, the modern supermarket 1s a heterogeneous

complex of merchandise, customers, and store personnel. Over
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the past few years the industry trend has reflected a

preference for larger stores handling more varled types of
merchandise. As stores grow 1n slze, and the self-service
concept 1s applied to the varlious departments within the
store, the customer becomes further removed from direct
contact with any store personnel.

This breakdown in communications between consumer
and store personnel 1s highlighted by the results of every
survey on shopping habits. The many problems which con-
sumers face are readlly reported to strangers taking surveys
but are rarely discussed with the people closest to the
scene who are 1n a positlon to take qulck, constructive
actiop.

All signs point to an 1increased complexlty in store
operations. Problems will 1ncrease for both consumers and
store operatling personnel. Increasing self-service oper-
atlions have actually increased the service responsibility
of the store operators, in the sense that the communications
pipeline from consumer has virtually closed. What action
i1s taken on this problem willl in a great measure determine

the success or faillure of a marketing operation.



CHAPTER V
SUMMARY, RECOMMENDATIONS, AND CONCLUSION

The purpose of this study was exploratory in nature,
deslgned to develop and test hypotheses relating to the
food shopplng habits and attitudes of a select group. In
addition, the hope was.that additional marketing information
would be forthcoming through a system of questioning that
would encouragé respondents to talk freely on thelr shopping
problems.

The Spartan Village married housing development of
Michlgan State Unilversity, was utlilized as an example of a
newly constructed garden apartment development, containing
a pgpulation that was basically new to the East Lansing
area. The apartments in Spartan Village were occupled for
the first time in September of 1957.

After a serlies of four extensive, personal interviews
were conducted with nelghbors in Spartan Village, summaries
of which are presented in Appendix A, a questionnaire was
constructed to be utilized as a baslis for the study. The
questionnalre 1s presented in Appendix B.

The study involved the use of a select and limited
universe and does not claim to represeﬁf the actual universe

of food shoppers. However, the age group included in thils
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study does represent a significant portion of the universe

of food shoppers, and reflects responses of a group that
will galn conslderably in marketing importance within tﬁe
next decade.
The material for thils survey was obtained by forty
personal interviews taken in the homes of the respondents.
The results of these interviews with the respondents

were:

Characteristics of Respondents

1. The select nature of the universe established the
fact that all of the respondents would be married and at
least 50 per cent of the yniverse would have one or more
childreh.

2. All of the respondents were housewlves. Husbands
were present and participated 1n seventeen of the forty
interviews.

3. The average age of husbands was 26 years with a
range in age from 20-39 years. The average of the wives
was 24 years with a range in age of 18-32 years.

4, Twenty-three respondents resided in two bedroom
apartments and paild a rental of $81 per month. Seventeen
respondents resided in one bedroom apartments and pald a
rental of $75 per month.

5. Twenty-five per cent of the respondents had no
children, 50 per cent had one child, and 25 per cent had

two or more children.
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6. Twenty-three respondents had incomes between
$50-75 per week, fourteen respondents had 1lncomes between
$75;133 per week, and three respondents had incomes over
$100 per week.

7. All of the respondents owned one car. All of the
husbands were able to drive and thirty-three out of forty
wives were able to drive.

8. Sixteen out of.forty wives were employed. Of
the sixteen working wives, nine had children.

9. Pertinent cdata relative to the stores which
re spondents had shopped iIn the area 1s presented in Table V,

page 24,

Results of Hypotheses Tested and Recommendations

1., The role of husbands. The need of a car for

.food shoppling by all respondents was establlished by the
phyéical location of Spartan Village, which precluded
shoppers' walking to and from the food stores.

Although thirty-three of the forty wives (82.5 per
cent) were able to drive the family car, only ten wilves
(25 per cent) did the food shopping by themselves. In 75
per cent of the cases, the husband was a participant in the
food shoppling experience, 1lndicating that husbands take an
active role 1In food shopping where a one-car famlly is

dependent on their automobile for thils shoppilng.
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Recommendations--Hypothesls No. 1. Further study

would be necessar& to determine wlith more precision, the
extent of the buying decislons made by husbands. However,
the very presence of an Increasing number of male customers
in food stores, opens up many interesting merchandising and
promotion possibilities, not only in foods, but in non-food
lines as well.

In addition, a re-evaluation of the existing lines
of non-food merchancise carried within a store might show
that, by increasing the assortment within commodity groups,
a store could profit from the tremendous amount of adver-

tising specifically directed at the male market.

2. The meaning of convenlence. Shoppers who are

dependent on thelr car for transportation have added new
meaning to our concept of "convenience" as a prime factor
in their store selectlon.

-

Respondents mentioned "parking" with more frequency

"convenilence'" meant to them

than'"distance" when asked what
in relation to their store selection. Table VII, page 28,
shows all the responses to thls question, the most frequently
mentioned after "parking" and "distance" being: '"parcel-
pickup," "variety" and "brand selection," "fast checkout,"

and "one-stop shopping."

Recommendations--Hypothesis No. 2. "Convenience" as

a factor in determining shopper store selection has had the
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traditional meaning of "closeness to" or "distance from"
the home. Thils term has been used 1n many consumer studles
and usually shows up as a prime factor in store selection.
There 1s no doubt that distance exerts an extremely impor-
fant influence on store selection, but the lncreased use
of the automoblle for food éhopping and the growth of the
shoppling center movement have added new dimenslons to the
tradlitional concept -of convenience. |

Whaﬁ the author would urge 1s a definlte attempt on
the part of all persons 1involved 1n research concernsd
with food shoppling to re-evaluate much of the terminology
which 1s utlllzed to describe consumer pfeferences. As the
study progressed there were other examples of s'mple semantic
protlems which could conceivab;y make for sigalficant changes
In statistical presentations depending on the aim'of ths
researcher or cthe mlsuse ol a term by the respondant. When
respondents speal of "variety" or "brand selection" or both,
do they mean one and the same thing? The feeling on the
part of the author was that these terms are used synonomously
by many respondents, especially when referring to groceries.
"Variety" and "assortment of package sizes" are synonomous
expressions to many respondents when referring to packaged

perishable foods.

3. The influence of newspaper advertlsing. Fifteen

out of forty respondents reported reading the only local

newspaper 1in which food store advertising appeared. Of the
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fifteen newspaper readers, ten reported reading the food
 store advertlisements, and six of these ten reported belng
influenced by the ads in selecting a store to shop.

The six respondents who reported an influence on
thelr store selectlon were in general agreement that price
was the determinling factor. |

Thus it was established that only six of the forty
respondents were affected by the newspaper ads, 1lndlcating
that food store newspaper advertlsing has little influence

on the store selectlion of new arrivalé in an area.

Recommendations-~-Hypothesls 3. A direct method of

contact between store and potential customer should be made
as soon as posslible after the arrival of the famlly to the
area. In the case ﬁf Spartan Village, there was no direct
attempt to reach a potential market which represented, at
the very least, $7,520 1in weekly food sales. Left to
theilr own devices, shoppers gravitated to the store they
were familiar with at theilr last residence, followed the
recommendations of neilghbors, or selected the first store

the& happened to see;

4, Respondents!' reaction to advertising. Regarding

their oplnions of food store advertising, respondents made
more unfavorable than favorable comments, 1Indlicating that
the manner in which this advertising is presented 1s con-
fusing and irritating, and has created much antagonism on

the part of consumers.
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Recommendations--Hypothesis No. 4. Respondents

provided the key to the answer by polnting out the problem
areas.

a. To 1Initlate actlion, sale 1tems should be selected
from the group of items having wldest, basic appeal.

b. To provide added meaning, and impact, food adver-
tisers should strive to add a conceptual framework to
sale prices. On grocerles, wlith falrly stable prices, net
savinés to consumers could be shown. In the case of those
perishables whichare subject to constant price fluctuation,
the problem 1s more difficult, but should not be beyond
solution.

¢c. Ads should be as simple as posslible to avold the
confusion generated by a maze of prices and 1tems.

d. Ads bullt around menu plans and recipes would be
of considerable help in problem solving and at the same
time provide enjoyable reading.

e. Jtems promoted at regular prices should be clearly
separated from the body of sale items uncder such headings
as "Shopping Reminders" or "Check Your Shopping List."
Until such segregatlion does take place, items promoted at
regular‘prices in the-body of the ad will create doubts
and confuslon, and lessen the desired impact of the sale
items.

f. Price reductions should be avallable to every

customer. The store operator must decide whether he would
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rather see "price" shoppers with a coupon in hand or satis-

fled regular customers.

5. The Influence of trading stamps. Nilinety per cent

of the respondents were stamp savers. Sixty-one per cent
of the stamp savers said that trading stamps had no Influ-
ence on their store selection, and 83.3 per cent of the
stamp savers sald they &ould not change thelr spending
pattern in a store 1f that store dropped stamps.

However, 65 per cent of all respondents indicated a
positive 1lilking for stamps, which gives credence to the
belief that, while stamps may not be one of the dominant
factors 1n maintalning and 1ncreasing customer loyalty,
they have galned consumer acceptance and are now an impor-

tant part of the promotlion scene.

Recommendations--Hypbthesis No. 5. The conflicting

nature of responses from the same individuals prohibited
the positive estimation of results from a specific course
of actlon regarding trading stamps.

An awareness of the strength of the satlsfactions
consumers derive from trading stamps seems to indicate
that a course of actlon to abandon a stamp plan would nec-
essitate 1ntelligent'promotion to create substitute satis-

factlons for consumers.

6. The problem of self-service meat. Consumer

oplnion was almost evenly divided on the question of thelr
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liking of self-service, packaged meat. Most of the un-

favorable responses wviere centered about the following

reasons:
a.

b.

e'

f.

Doubts about quality ané freshness.

Insufficient assortment of package sizes.

Lack of knowledge about meat. Need for assistance.
Service stations not adequately or properly

manneg.

Camouflage packaging.

Bellef that consumers pay extra for packaging.

Further evidence that self selectlion of meat 1is the

number one problem for shoppers was Indicated by the fol-

lowlng:

a.

The leadlng cause for consumer shopping 1in more

than one store, after "fill-in shopping," was

"meat."

When responcents were asked what they disliked in

the stores they shop, "poor quality meat" and

"packaged meat" between them received more than

three times the number of responses than the next

ranking complaint, "high prices."

Recommendations--Hypothesis No. 6. Institutional

advertising and consumer education through "in-store" prom-

otional material would be of considerable help.

Improved packaging methods and constructive policiles

regarding freshness control and assortment of package slzes

would also bulld consumer confildence.

-
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The preceding suggestions, however, are long range
in nature. 1In order to obtalin 1mmedlate positlve results
an attempt should be made to face up to the service respon-
sibllities created by the self-service operation. Genuilne
success will come, not by walting for consumers to ask
for help, but by approaching consumers through personnel
who are tralned to mget the public and can do a responsible

selling Job.

7. Habit versus rational cholice. 1In selecting theilr

first food store, shoppers showed a declded preference for
the store they had shopped at their last residence.

The largest galins and losses 1n original shoppers
were a reflectlon of prediously accepted hablt patterns.
Three out of four shoppers belleve they shop in the store
with the lowest prices, Incdicating further that hablt
rather than rational cholce 1s a dominant factor 1in main-

talning customer loyalty.

Recommendation--Hzpoﬁhesis No. 7. There 1s general

agreement that a satlisfled customer 1s the best advertise-
ment a store can have. Evildence of this fact 1s the number
of respondents who selected their first store on the basils
of a recommendation.'

Store operators should continually strive to fortify
the shopper's bellef that her selection of a particular

store was the right one. The 1list of consumer likes and
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dislikes which appear in Table XVI, Appendix D, page 88,

can provide a basic check 1list for a plan of action.

8. Respondents' attitudes toward non-foods. Respon-

dents' acceptance of non-foods 1is indicated by the number
of respondents who purchase these 1tems in food stores.
Table XIII, page 42, indicates the variety of non-food
l1tems and the extent to which they are purchased.

In spite of extensive non-foods purchases, respondents
volced a decided obJjection to the 1dea of 1ncreasing non-
food lines, indicating that the proper presentation of
existing or planned non-food 1tems within the framework of
consumer obJections would be of vital necessity for the

" successful promotion of non-foods.

Recommendation--Hypothesis No. 8. A flexible policy

toward non-foods seems essentlal to meet the paradox of
consumer acceptance of non-foods on one hand, and thelr
rejéction of the idea to extend non-food lines on the
other. Different decisions would be required depending on
the store location, size, and marketing area. Non-foods
should blend in with the physical layout. An effort should
be made to eliminate any action which would create an
Impasse in the food shopping situation, which 1s, after
all, the prime concern of the food shopper.

The current trend toward a combination food-department

store 1s an 1indicatlon that non-foods may be promoted with
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success when physically divorced from the food operation,
at no sacrifice of food display space. Although this trend
is in an early stage of development, indications are that
non-foods may be promoted with even greater success when
they are not 1in direct competition with food for the

shopper's attention.

Additlional Marketing Impiications

1. Seventy-five per cent of the respondents did their
shopping on the weekend, evenly dlvided between Friday and
Saturday, with the favored times belng Friday night and
Saturday morning. Aside frdm Friday night, only 7.5 per
cent of all main shopping was done on nights other than
Fricday night.

The current trend toward longer store hours 1is a
major factor contributing to rising costs of operation.
Undoubtedly the store that is never closed 1s satisfying
the shopplng needs of the total area population, but
further study should indicate the exact "point of no return"
for such operations 1n a competitive situation. The prob-
lem of satisfying the vast majority of shoppers within a
reasonable number of store hours should be approached in
a cooperative attitude by the food retaiiing industry.

2. Two new supermarkets were opened in the area in
February of 1958. Both stores showed marked difficulty in
retalning customers on a continuing basis.indicating the

need for:
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a. Continulng promotion in order to dlsengage
consumers from thelr regular shoppling hablts.

b. Extra help focused on shoppers in the meat depart-
ment, emphasis on low prices on staple merchandise,
and priority display of national brands to create
the"variety--brand selection" impression.

c. Absolute coverage of all households in the area
to insure that consumers are aware of the new
store.

3. The quality of meat seems to be the most influ-
ential determinant 1n changlng consumer shopping habits.
"Variety" and "brand selection" were the most often repeated
responses of what ¢onsumers like in the stores they shop.
Price as a factor seems to ﬁave the least Influence 1n
changing habits of meat buying and the strongest influence
in grocery buying.

4. Although consumers favored self-service, packaged
produce, the obJections which were raised to this form of
merchandlsing point up'the need for:

a. Wider range of package sizes to accommodate

smaller famllies.

b. Better packaging materials to increase
visibility.

c. Consumer assurance of quallity guarantee.

d. Loose displays of certaln items to satisfy the
small, hard core of shoppers who insist on self

selection.
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5. Seventy per cent of the respondents used a

shopping list but seventy-elght per cent of these respon-
dents agreed that the lists were a collection of basic
l1tems and were non-restrictive. All told, eighty-five per
cent of all responcdents were prone to declsion making in
the store, indicating that store operators can still
capitalize on their merchandising "know-how" as long as 1t
is géared to the needs of thelr customers.

6. Respondents showed an active interest in recipes
as an advertising form. Recent studies show that house-
wives do much of thelr meal planning in the store. This
information should provlde sensible dlrection to successful
promotion, advertising, and display on the part of both
manufacturers and retallers.

"out-of-stock" situations

7. Respondents' reaction to
éld not indicate that this condltlon creates a serilous
problem for the shopper. What 1s important to the store
operator 1s the fact that most customers will go to another
store 1f they need the item, 1in preference to asking store
personnel about the item. Additional evlidence of a serious
defect in communications 1s the fact that, except for
merchandise refunds, consumers are reluctant to discuss
thelr shoppling problems with store personnel.

Shoppers should be encouraged to inqulre about items

that are either "out-of-stock" or which they cannot find.

Store personnel should be trained in the proper method of
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handling customer inquiries and encouraged to approach
customers who appear to be in difficulty.

Until such time as rapport and empathy are established
between consumers and store personnel, the supermarket will

remaln a retall glant completely vold of selling personality.

Conclusion

The results of this study have shown that there are
many problems confronting consumers which may not be obvious
to the store operator in the day to day operation of his
business.

Although the reported findings are limited by the
select nature of the group studled, there is abundant
evidence that the problems of this group are 1in accord with
those of the universe of food shoppers.

The énswers to many research questlions are often
found in the proper definltion of the problem. The problem
facing the food store operator in hils relations with the
consumer 1s two-fold:

1. The problem of a positive consumer orlentation

on the part of pérsonnel at all organization
levels who are involved 1n operations affecting
consumer-store relations.

2. . The problem of closing;the communications gap

which currently exists between consumers and

store personnel.
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A positlve consumer orilentation on the part of the
personnel involved in store operations will go a long way
toward correcting many consumer complaints. However, mere
exhortation of an 1dea is not enough. Pollicy decislons
affecting many of the problem areas are made above the
store operating level, and, unless these declslons are
flexlble enough to cope with the heterogeneous needs and
deslires of consumers, the problems will continue, in the
main, unsolved.

A basic premise to the success of supermarket oper-
ations has been the consumer acceptance of the self-service
principle. Of necessity, thls acceptance has resulted 1n
the allenation of interest in the functions of consumer
and retaller. The retaller has become a production
speclallst and the consumer 1s absorbed 1n the speclalty
of consumption. It will take an active interest on the
part of both the consumer and the retailler to solve this
problem. Once this communications pipeline 1s opened
there 1s no problem that should be beyond our powers to

solve.
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CASE I: (2 bedroom apt.--1 child--Husband and wife
participating.)

"We shop at Wrigleys. . .Started shopping there on
the recommendation of a neighbor. . . . They have nice,
wlde alsles, but there 1s never anyone on the floor when
you need them for something. . . .They carry the best
variety of merchandise, but their produceis only so, so. .
. .We've tried Kroger [Frandor] and Schmidt's, and we do
a lot of fill in shopping at the Co-op. . . .Schmidt's 1s
a very nice store but a little too far. . . .We heard about
Schmidt's through a neighbor. . . .Kroger's canned goods
[private labels] did not impress us and thelr selection 1s
not as good, but thelr courtesy has 1t over Wrigleys. . . .
I buy mostly national brand items. . . .Spend $16 a week on
food. . . .Both Wrigleys and Kroger are a mess on Saturday
morning when we shop. . . .We don't get the paper so I don't
see the food ads. I never could make much sense out of
them anyway. . . .Prefer frozen foods to the same item
fresh or canned. . . .Stamps are a drug; would not change
stores 1f they dropped them. . . .I don't know why I keep
shopping at Wrigleys. 1It's easy to shop there because
I'm familiar with the layout. . . .Can you tell me why
they don't sell single pack cigarettes?"

CASE II: (2 bedroom apt.--1 child--Husband and wife
participating.)

"We do most of our shopping at Wrigleys, but go to
the A&P for coffee and clgarettes. A&P's coffee 1s the
best for the money. We buy our meat wherever 1t 1s good
and on sale. . . .Started shopping at National because we
shopped Natlonal at home and llked that store. It was a
blg market in a shopping center. Thils store 1is too small.
. . .We changed to Kroger [Frandor] but they were too
crowded and the variety was peoor. . . .Wrigleys has the
best selection. . . .Thelr meat 1s the best, but thelr
prices are too high. . . .Frankly, we are on a very tight
budget and will shop all over the lot to get the best
value. . . .We get the State Journal delivered and read the
food store ads thoroughly. We have a hard time trying to
figure them out. . . .Can you tell us why they advertilse
baby food at the regular price week after week?. . .When
we read an ad the main 1tem 1s meat, wlth produce second,
and frozen food next in importance. . . .I doubt that two
grades of beef would make much difference to me. If I
could afford 1t, I'd buy the better grade. If I couldn't
afford the best grade, I'd shop for sales or go downtown
and get the cheap meat. . . .We save stamps, several kinds.
Doubt that they are of much importance. I dild get that
wagon over there with stamps., . . .Spend $16 a week on
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food. . . .Usually shop Thursdays because it's less
crowded. . . .If I had the money, I would stick to Wrigleys.
They have the best store around."

CASE III: (2 bedroom apt.--2 children--Husband and wife
participating.)

"Started shopping at Wrigleys on the recommendation
of a friend. Friend told me that Wrigleys was cheaper and
gave stamps. . . .Saw a premium catalogue from National
and spotted an 1tem that I wanted but was not in the
Wrigley catalogue. . . .I'll shop National occasionally,
but only on Wednesdays when they give double stamps, in
order to accumulate enough stamps for the premium. .

- Shop Kroger [East Lansing] occasionally when I'm in a
hurry. 1It's close to the school. I know that National

1s Just as close but I will only shop there on Wednesday.

. .Spend $22 a week on food. . . .We don't get the local
paper. ... .Haven't heard about any new stores opening. .
By the way, where are they?. . .I like Wrigleys for variety
and price. . . .How do you really check prices anyway?. .
The service at Wrigleys is terrible. 1I'd make a permanent
change i1f I could find a market that could get me out in a
hurry. Yes, even 1f they did not give stamps. . . .Two
grades of beef would only confuse me. It's hard enough

to get a good plece of meat now."

CASE IV: (2 bedroom apt.--2 children--Wife participating.)

"I'm not satisfiled with any of the stores. The
alsles are too narrow and crowded. . . .Stores are cluttered
with displays of non-sale items. . . .There's no check
cashing system llke at home. Every week I have to go
through the same 1ldentification with the manager. . . .I
work during the week and have to shop Friday night or
Saturday morning. . . .I do most of my grocery shopplng at
Kroger [Frandor]. I like thelr own brands of canned goods.

.I buy meat only at Wrigleys. 1I'11l occasionally go to
a regular butcher department [service meat] for meat.
Self-service meat 1s convenient but I can't always get

what I want. . . .Newspaper advertlsling annoys me. Non-
sale items are printed in large letters to make them seem
.like sale items. . . .At home I used to do all of my

shopping at one store. It's inconvenient to shop at dif-
ferent stores but I can't find one store that has everything
I like. . . .The one thing they do have here that I like
1s parcel pickup. . . .I buy a lot of non-food items at

the supermarket. 1It's very convenlent for me, but I hate

to see them clutter up-a store. . . .I like a store that's
neat, clean, has good sales, and consistently good quality.
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QUESTIONNAIRE

Size of apaftment (1 or 2 bedroom) 1-2

How many children do you have? 0-1-2-3-4
Does wife work? Y-N

Do you have a car? Y-N

Do you have more than one car? Y-N

Who in family can drive? H-W-B-N
Who iIn famlily cdoes food shopping? H-W-B-N
Do you read the lLansing State Journal? Y-N

If yes:
8a. Do you read the food store ads before you shop? Y-N

8b. Do the food store ads influence your store
selection? Y-N

8c. Explain

What food stores do you know of 1n the area? WF-KF-
. CO=-N-K-AP-S=-CC~-Other

. What food stores have you shopped in the area? WF-KF-

CO-N-K-AP-S-CC-Other

In which food store do you presently do most of your
food shopplng? Use Code

Do you presently shop at any other food stores? Use
Code

l12a. Explaln

How often do you shop" (Weekly main and fill-in) M_F

On what particular day and time do you do your maln
shopplng? M-T-W-Th-F-S M-A-E.

Have you heard of any new food stores opening since
you arrived? Y-N

15a. If yes: Which Stores? AP-S-CC
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17.
18.

19.

20.
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23.
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Have you shopped 1in any of the new stores? Y-N
l6a. If yes: Which stores: AP-S-CC
Do you save trading stamps? Y-N
Do trading stamps 1nfluence your store selection? Y-N

If your food store stopped giving stamps would it
change the.amount you spent 1n that store? Y-N

How much do you spend on the average on weekly food
shopping?

What 1s your weekly income? A($50-$75). B($75-$100).
C($100+)

Husband's age?

Wife's age?

General Questlons:

24,
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28.

29;

30.

31.
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Do you recall the first store in which you shopped?

How 4did you héppen to select that store?

What do you like about the stores in which you shop?

A

~v

What do you dislike about the stores 1n which you shop?

Whgt does convenience mean to you 1n relation to your
store selection?

Do you use a shopping list? Describe how 1t 1s used. _

What do you think of self-service, packaged meat?

What do you think of self-service, package produce?
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38.
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What do you think of food store newspaper advertising?

Do you have any opinions on other advertising involving
food?

Are you 1Interested 1n being informed of weekly food
sales? :

What would be the one best way to get this information
to you?

If a new food market opened 1n the area, what could
they do to attract your patronage?

If a store happens to be out of an 1tem you intended
to buy, what do you do?

How do you feel about trading stamps?

Would you llke to see supermarkets offer more than one
grade of beef? Why?

What 1items other than food do you purchase in food
stores? o,

Would you llke to see more non-food 1tems 1in the food
store? Explain

Have you ever mentioned any complaints or made sug-
gestlons to the store manager?

What other comments would you like to make regarding
food shopping which would be helpful to a store
attempting to meet your needs?




APPENDIX C

RESPONDENTS' KNOWLEDGE OF STORES IN TABULAR FORM



RESPONDENTS'!
MOVEMENT BETWEEN STORES

TABLE XV

KNOWLEDGE OF STORES AND
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Firstl Main Other Know Shopped
Store Shoppling Shopping of at Least
Store Shopped Now Now Store Once
Kroger
(Frandor) 15 11 12 49 29
Wrigley
(Frandor) 11 16 7 49 30
National 10 3 9 27 21
Co-op 2 - 13 26 19
Kroger
(E. Lansing) 1 - 3 8 4
Prince Brothers 1 - 10 12 10
A&P * T 5 6 18
Schmidt * 3 2 22 11
Campus Cupboard *’ - 7 18 15

*¥Stores not opened until February 1958.

lReasons glven for selection of flrst store:

Reason

"Shopped at home."

.||Cl

osest"

"Recommended ."
"Green stamps."

"First one seen in Shopping

Center."

Number

14
10

9
N



APPENDIX D

ADDITIONAL INFORMATION FROM QUESTIONNAIRE
IN TABULAR FORM
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TABLE XVI
RESPONDENTS' LIKES AND DISLIKES IN STORES
THEY HAVE SHOPPED
Number of Number of
Responses Likes Responses Dislikes
32 Good Variety and 20 Poor Quality Meat
Brand Selectlon
12 Packaged Meat
30 Low Prices
10 High Prices
20 Quality Meat
9 No Speed Booth
14 Good Parking
: 8 Cluttered
12 Convenient
8 Crowded
12 Not as Crowded
7 Poor Check Cashing
11 Quick Checkout System
10 Good Check Cashing 6 Slow Checkout
System
5 Narrow Alsles
10 Know Layout
. 4 Displays of Non-
9 Parcel Pickup sale Items
8 Shopping Center 4 Poor Brand Selection
8 Cleanliness 4 Poor Parking
8 Fresh Produce 4 Poor Produce
7 Courtesy 4 Quality of Private
Brands
6 Trading Stamps
4 Discourteous Help
4 Magic-eye Doors
3 The Manager
4 Related item
Displays 2 ILate with New Items
3 Samples 2 No Parcel Pickup
2 ea. Music,Private Brands 1l ea, Sales tax on food,
Non-Foods Dirty,uninformed
personnel,poor
1l ea. Good lighting,Ice lighting, lights
cream bags, No odor; too bright.

large store,small

store

— L —



TABLE XVII

RESPONSES TO THE QUESTION: "IF A NEW FOOD MARKET OPENED IN
THE AREA, WHAT COULD THEY DO TO ATTRACT YOUR PATRONAGE?"
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Responses

Number

"Meat selection most important."

"Incorporate quality meat with competitive
prices.”

"Carry quality meat.”

"Quality meat most important. Then price."

"Quality meat, good prices, speed booth,
music, closer."

"Quality meat, clean, parking, good layout."

"Quallty meat, name brands, good sales,
parking."

"Competitive prices."

"Low prices.”

"Good Sales consistently."

"Prices, conveniently located."

"No stamps."

"Stamps, selectlion, clean, parking."

"Carry-out service, bagging service,
clean."

"Brand selection, quick checkouts, larger
carriages, larger variety of 8 oz.
merchandise (frozen food package 1is
too large for family of two)."

"Room to move around, well stocked,
well 11t."

"If the stores get any larger, they will
have to have rest rooms."

"Improve checkout, parking, parcel pickup,
layout store so that perlshables are
selected last.”

"Bulld it closer.” .

"Good produce. Meat 1n portions for small
familles, offer legitimate sales.”

"No suggestions."

HMNE O

HOHDWER e
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TABLE XVIII

RESPONSES TO THE QUESTION: "WOULD YOU LIKE TO SEE SUPER-
MARKETS OFFER MORE THAN ONE GRADE OF BEEF? WHY?"

Responses Number
Favorable Total 29
"Would help budget." ' 10
"Lower price 1s most important.” 6
"Would add to variety." 2
"Good idea. . Widens choice." 1
"Yes, if labeled properly." 1

"Meat prices are too high. Cheaper
meat can be prepared in a tasty
manner." 1
"It's all right 1f you know how to
use cheaper meat."
"Willing to pay more for better meat."
"It's all right but I wouldn't buy
cheaper grade." 2
"0.K. But I would only buy best
grade. Would sacrifice on some-

n =

thing else, not meat." 1

"I1'd like to see them carry prime meat." 1

"I like economy beef. It's leaner." 1

Unfavorable Total 4
"Wouldn't buy 1t. But 1t might

help the store's business." 1

"Don't like the idea." 3

Neutral : Total 7

"Don't buy meat in supermarkets." 3
"No definite opinion. Wouldn't

matter." 4




T e .t “{

WMAR 15 1302.2
DEC 2 1965

~
Py
2

M ﬂ )




IIMWHI\I\IIHxIVIUIHHIHIIHIHHHIIl]\I\IPNHHI |

3 1293 10774 1716



