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ABSTRACT

The understanding of consumer spatial behaviour, and of the
forces influencing the spatial organisation of urban retail activity,
can be advanced through an analysis of the processes operating at
the consumer-store interface. Such an analysis can contribute to the
development of models of consumer spatial behaviour which combine
predictive accuracy and theoretical adequacy. A review of the litera-
ture indicates that this combination has not characterised the models

previously developed in the course of retail geographic research.

A model formulated in the field of consumer behaviour theory
serves as the conceptual framework for analysing the process whereby
a consumer forms preferences for particular stores. This process
involves complex interactions at the consumer-store interface between
two basic variable sets comprising consumer characteristics and store
characteristics. In essence, preferences are formed as the outcome
cf the consumer comparing perceived store characteristics with a set .
of predetermined evaluative criteria. These prefereﬂces relate to the
set of store characteristics which the consumer interprets as sources

of satisfaction in the course of shopping experience.

The measurement of consumer atfitudes towards salient store .
characteristics provides the basis for operationalising the conceptual
model of store preference formation. An e@pirical study was conducted
to identify the structure of consumer preferences for clothing stores
and to derive consumer groups consisting of individuals with relatively

similar attitude profiles.

Unstructured interviews with consumers served to determine a set

of salient attitudinal items. These items were then incorporated within



iii

a modified Likert attitude scaling instrument, which was administered
to a convenience sample group comprising undergraduate students and

their pérents.

The data obtained was factor analysed to identify attitudinal
dimensions. Ten factors were extracted which indicated that concepts
such as "boutiqueness', "cheapness", 'security", '"convenience",
"exclusiveness" and "reliability" were appropriate to describe the
structure of the clothing store preferences of the sample group.
Factor scores were computed for each of the respondents and a
hierarchical grouping technique was used to.derive six consumer
groups. Interpretation of the 'representative group profiles' showed
that the groups could be equated with recognisable shopper types,
including the 'teenage boutique'sﬁopper;? the 'bargain store' shopper,

and the high class 'specialty store' shopper.

The findings of this empirical study require further validation
and extension in the course of additional researchg ne&ertheless,
they indicate the potential utility of attitude measurement as a
basis for explaining the spatial preferences of consumers in the
Vretail environment. This is a stepvtowards the development of models
which can adequately explain and accurately predict consumer spatial

behaviour.
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GENERAL INTRODUCTION

A major focus of research in the behavioural sciences at the
present time is concerned with analysing the process whereby man
imposes order on the complexity of his environment so that his
interactions with his surroundings result in consistently satisfying

outcomes,

The essential elements of this process are seen to be the
objects, conditions, or alternatives which are encountered in the
environment; the information a2bout environmental phenomena which is
received by the discriminating process of individual perception; the
~interpretation of the information and the calculation of satisfaction

or desire, and expressions of preference through decision-making or

discriminating behaviour,

Order therefore is achieved by the individual establishing
environmental space preferences as an outcome of a complex sequence of
cognitive processes, which then serve to direct his future interactions
with specified envirdnmental phenomena., The rapidly emerging discipline
of environmental psychology is characterised by research of this kind,
and significant advances are being made, for example, in explaining the

formation of residential space preferences,

The purpose of this thesis is to examine the formation of space
preferences in relation to the urban retail environment., It is
maintained that by so doing explanation of consumer spatial behaviour
will be enhanced, and, furthermore, the forces influencing the spatial
distribution of retail activity should also become more clearly under-

stood,

In order to analyse the process of store preference formation



it will be necessary to focus attention on the interactions that
occur at the interface between the consumer and the retail store,
since it is through the perception and evaluation of store

characteristics that an individual's store preferences are established.

The analysis‘cf store preference formation as a result of the
interaction at the consumer-store interface has been the subject of
only limited investigation by consumer behaviour researchers. Even
more rarely has their interest extended to an explication of the
spatial significance of their results. This would seem therefore
to be an endeavour which has latent possibilities for the geographer,

and it is hoped that this study will serve to expose them.

In the context of this underlying purpose, the organisation of

the thesis can be briefly outlined as follows:

Chapter 1 presents an outline of the major approaches to the
study of retail geography. The main purpose of this brief review of
the literature is to identify certain limitations of existing
explanatory frameworks and to emphasise the potential theoretical
advances that can be made as a result of pursuing a disaggregate
approach which focusses on the interaction at the consumer-store

interface,

Chapters 2, 3 and 4 concern the development of a research
framework for analysing interaction at the consumer-store interface,
with the subsequent purposes of identifying store preference dimensions

and deriving store preference groups.

More specifically, Chapter 2 examines the nature of the inter-
action at the consumer-store interface in conceptual terms within the

larger framework of a model of consumer behaviour. Particular emphasis



is placed on the formation of store preferences as a result of the

consumer's perception and evaluation of store characteristics.

Chapter 3 addresses the problem of the empirical definition of
store preference dimensions and preference groups. The use of proxy
demographic and socioloéical variables in this context is outlined
and their adequacy is discussed., It is suggested that since
preferences are an outcome of individual evaluation of perceived
store characteriétics, then the measurement of consumer attitudes
towards these characteristics provides a more reliable basis on which
to define preference dimensions and preference groups. The application
of multidimensional scaling models in this research context is also

considered,

Chapter 4 examines in more detail the utility of the attitude
concept as a basis for measuring store preference and analysing
consumer spatial behaviour. Especial emphasis is placed on the
relationship between stated attitudes and actual behaviour since this
has been the major source of contemporary criticism with respect to

the application of attitude measurement in geographic research.

Chapter 5 illustrates an empirical épplication of the research
methodology discussed in the previous three chapters. This chapter
describes a pilot research project which was designed to investigate
the structure of consumer preferences with respect to clothing stores.
The procedure involved interviewing and questionnairing sample groups
of consumers to determine the nature and strengths of their attitudes
towards perceived store characteristics., On the basis of this data
preference dimensions were identified using factor analysis, and

preference groups were derived using taxonomic procedures.

The final chapter discusses the implications of this project for



future research, It is maintained that the application of attitude
measurement in the testing of suggested hypotheses should advance the
understanding of consumer spatial behaviour and of the forces influenc-

ing the spatial distribution of retail activity.



CHAPTER 1

APPROACHES TO THE STUDY OF RETAIL GEOGRAPEHY

A. INTRODUCTION.

In this chapter, the purpose is to outline the vgrious
approaches to retail geography which have been adopted; This is in no
way intended to serve as a comprehensive review of the extensive
literature pertaining to this research area. The aim is rather to
pinpoint limitations of existing explanatory models in the context of

the contémporary search for more sophisticated geographic theory.

It is apparent that although aggregate approaches have been
successful in explaining macroscopic patterns of behaviour and dis-
tribution in the retail environment; it becomes necessary to adopt a
disaggregate approach in order to explain more detailed characteristics
of consumer spatial behaviour and the spatial distribution of retail

activity.

Studies undertaken by marketers and social psychologists are
seen to give some indication of the direction in which research at
this disaggregated level might proceed; but;,if theory is to be
significantly advanced, it seems very necessary to develo§ a behavioural
framework to function as a directive for fiture research. It is
suggested that an analysis of the interaction at the consumer-store
interface and the consequent formation of consumer store éreferences

should form the essential elements of this framework.

B. A CONTINUUM OF RETAIL RESEARCH APPROACHES. !

Retailing basically involves the satisfaction of demand at
selected points of supply where goods are distributed to consumers
within the organisational setting of the retail store. The retail

function can therefore be seen to comprise the following basic



components: the goods to be distributed, the consumers to whom these
goods are to be distributed, the individual merchant or corporate
structure responsible for determining retail strategy, and the store in
which the transaction takes place. Whatever aspect of retailing is
selected for study, it would therefore seem to follow that each of
these components must receive consideration. Hence, in the context of
retail geography, these same basic units of analysis are applicable,
and it is the varying ways in which they have been manipulated that
essentially differentiate the research approaches which have been

adopted.

Furthermore, it seems useful in reviewing geographical approaches
to retail research to categorise previous studies in terms of the level
of analysis employed., It is suggested that retail studies can be
thought to occur along a continuum, ranging from those studies wherein
a totally aggregated approach has been adopted to those characterised
by a totally disaggregated approach., Between these two extremes are
found those studies which illustrate a partly disaggregated approach.
Further breakdown within each of these categories is necessary to

distinguish between conceptual and empirical research,

(i) Aggregate Approaches to Retail Geography.

In the case of totally aggregated studies, interest has commonly
focussed on the nature of the business function in terms of the kinds
of goods and services distributed, rather than on the characteristics
of individual retail establishments., Therefore no allowance is made for
variation in merchant strategy and the effect this has in differentiat-

ing stores which perform essentially the same business function. 1In

addition, no attempt is made to differentiate between consumers; they

are assumed to comprise a homogeneous group. There is a history of



studies illustrating this approach and these have been the subject of
critical review in another context (Leigh, 1965) and hence only a

brief resume will be given here,

Some of the earliest research in this area is attributable to
Proudfoot (1937), who was essentially concerned to describe the
empirical regularities he observed in the urban landscape. He was
among the first to point out the existence of classes of business
centres, and was able to describe their functional differentiation,
and trade area characteristics, His observations were later set within
a more analytical framework by Ratcliff (1949), who argued from an
ecological standpoint, maintaining that the intra-urban pattern of
retail activity reflected rent competition among businesses for

strategic locations.

The development of a theoretical framework to explain the spatial
organisation of retail activity within the city involved applying the
basic concepts of central place models, particularly the notions of
'threshold' and 'range' which had been originally formulated by
Christaller (1933) and Losch (1954) to apply at the inter-urban scale.
Carol (1960) argued that since goods vary in their demand frequency
they are characterised by differénces in threshold and range. This is
seen to be the causal basis for the development of an hierarchical
system of business centres within the city representing a microcosm of

the inter-urban central place system.

The work of Berry and associates at the University of Chicago
probably constitutes the most sophisticated application of central
place concepts at the intra-urban scale, For example, Berry (1963),
undertook a detailed study of the retail structure of Chicago, which

he described as a pattern of business centres, business ribbons and



specialised business areas. The centres are scen to compose a five-
level hierarchy, ranging from the low order convenience centre to the
level of the metropolitan centre or C.B.D. The organisation of
functions within centres, at each level of the hierarchy is related

to the thresholds of the goods distributed, and the frequency with
which these goods are demanded, It is hypothesised that businesses
distributing high threshold, infrequently demanded goods, will locate
within high order centres, and more especially the C.B.D., in order to
maximise their accessibility in relation to the total market area which,
it is assumed, they serve, Clearly, businesses distributing low
threshold, frequently demanded goods do not depend for their survival
on serving the total market areaj; they can therefore locate within. low
order centres, meeting the demand in particular areas within the city.
.The expected pattern of retail organisation results therefore from
businesses competing for locations which will satisfy the demands of
their respective thresholds, It is to be expected therefore that
businesses, having similar thresholds, will locate in centres occupying

the same level in the hierarchy.

(ii) Limitations of a Central Place Approach.

Considerable status has been attributed by geographers to the
central place model as a basis for explaining the intra-urban pattern
of retail activity. This status is certainly justified where the
concern is with the interpretation of patterns of behaviour and dis-
tribution at a macroscopic level, Nevertheless, despite its general
applicability at this level of analysis, certain limitations of the

model have been recognised in the course of empirical study.

Leigh (1965) noted that specialty stores in Metropolitan Vancouver

were commonly located at suburban sites. This is contrary to expect-



ations based on the central place model whereby specialty stores are
seen to locate in the C.B.D., to secure accessibility to the total
market area, Leigh demonstrated however that such stores frequently

do not depend on attracting custom from all parts of the market area;
on the contrary, they were shown to depend on the patronage of a small
segment of the market, Consumers within this segment were concentrated
within very particular urban areas and hence the specialty stores could
operate profitably by locating within the same areas, or at sites

attractive to their special market groups.

Schiller (1971) has shown that seemingly anomolous situations
can exist at the inter-urban scale with respect to the distribution of
specialty retail outlets, He found that in the Outer Metropolitan Area
of London specialty stores and services were concentrated in urban
centres serving high income groups. This resulted in a breakdown of
the central place hierarchy of business functions since in certain
cases small urban centres had many more specialty outlets than consider-

ably larger centres,

The market areas of a discount and non-discount supermarket were
compared in a study by Eliot Hurst and Sellers (1969). The distribution
of shoppers around the two stores was found to differ significantly from

theoretical expectations. It was quite clear that the discount store
was attracting customers from a wide market area and dispersed points
by virtue of low prices. Customers at the non-discount store were found
to be much more local in origin, and motivated less by cost than by

convenience,

The limitations of the central place model, in part illustrated
by these studies, result from the far-reaching assumptions which inevit-

ably form the basis of an aggregate approach. For example, the assump-
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tion of perfect competition in retailing is a fundamental weakness of

the theoretical framework as outlined. This suggests that each store,
performing a specified business function, offers an identical good, with
the assumed result that the customer's choice of store is based primarily
on distance-cost minimisafion, whereby the customer selects the nearest
store offering the required good. While this outcome might pertain to
the purchase of certain convenience goods (although not always then as
Eliot Hurst and Selleré have pointed out), it is unrealistic in relation
to the purchase of shopping and speciality goods, where the extent of
customer search has been shown to be much greater. (Bucklin, 1963)

If the assumption of perfect competition is relaxed, and a different-
iated product is assumed, it follows that each store will be different-
iated on the basis of product differences, and in terms of the conditions
surrounding the sale of the product, This situation more accurately
describes the real world, where monopolistic competition operates
(Chamberlin, 1965), This immediately helps to explain how spatial patterns

at variance with theoretical expectations can exist.

Garner (1967) has attempted to reinterpret the notion of 'threshold!
in a situation where monopolistic competition is assumed. He argues that
the means by which a particular retail outlet seeks to differentiate its
product has an effect on the cost-revenue structure of the firm, and this,
in turn, has an effect on the size of the threshold. It follows that a
range in threshold values exists for each business type rather than a
single unique value which has hitherto been supposed. When the notion of
threshold is recast in this framework, Garner argues that explanations
are available for some of the anomolies which have hitherto characterised
central place studies, Research has yet to indicate the validity of this

contention.

A further basic limitation of an aggregate approach is that by
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assuming rational (i.e., cost-minimising) behaviour on the part of all
consumers, no recognition is made of the existence of fundamental
variations in consumer store preferences, For this reason, it is
again inevitable that anomolous situations are found to occur when
seeking to explain spatial patterns of behaviour and distribution on

the basis of the central place model,

In summary, an aggregate approach is useful in so far that it
yields broad generalisations applicable at a macroscopic level of
analysis. Furthermore, the nature of the anomolies unaccounted for by
these generalisations function to direct further research which has as
its aim the development of more sophisticated explanatory frameworks

applicable at a microscopic level.

To view the central place model in this way merely reflects the
function of models in general. As Haggett (1965, p.19) has stated:
"in model building we create an idealized representation of reality in
order to demonstrate certain of its properties." Certainly the central
place model demonstrates certain important properties of urban retail
structure. Haggett has also observed that another purpose of model-
building is to stimulate fresh inquiry, leading on to further research
and modifications, since model-building "through its very over-general-
~izations, ﬁakes clear those areas where improvement is necessary.''(p.23).
Again this accurately reflects the status of the central place model‘as
previously discussed., The central place model has certainly stimulated
fresh inquiry and the development of several models which have a less
aggregative structure, and it is to a brief consideration of these that

attention now turns.

(iii) Partly Disaggregated Approaches.

Studies falling within this category are characterised by a

finer breakdown of either the consumer market or the universe of retail



establishments, Greater recognition is given to the existence of
store preference variations and some consideration is given to the

factors which give rise to these variations.

Huff (1961, 1962 and 1963) developed a model to measure the
market penetration of stores on the basis of variations in consumer-
choice behaviour., Such an inclusion lies beyond the capacity of the
central place model given its limiting assumptions regarding the
homogeneity of the consumer market. Huff's stochastic model of

consumer spatial behaviour assumes that consumers isolate a set of

alternative shopping centre choices from a much larger group consist-
ing of all possible alternatives; that they calculate a positive
measure of utility for each of these perceived alternatives; and that
they distribute their retail patronage spatially in probabilistic
fashion., Huff states that the probability of a person's travelling to
a given shopping centre is proportional to the utility of that centre
in relation to the utility of other centres, where the utilify of a
centre is determined by its size (in terms of square footage of
selling space) and the time necessary to reach it éxpressed in the

following terms:

where Pij is the probability of a consumer at i travelling to shopping
centre j, Sj is the size of the shopping centre j, Tij is the travel

time separating i and j, and Ais a parameter that varies with the type
of merchandise under consideration, This reflects that different types

of merchandise support different amounts of consumer search. The value

12.



of the exponent was determined empirically on the basis of linear

correlation analysis to give a 'best-fit' soloution, in a similar
manner that Reilly (1931) determined the value of the exponent of the

distance term in his model of retail gravitation.

The basic limitation of Huff's model is the assumption that
consumer's evaluate retail opportunities on the basis of only two
variables, theée being the size of the shopping cenfre and the
travel time taken to reach it, whereas, in practice, there is every
reason to believe that a great many other considerations affect the
consumer search process for retail merchandise. Huff's limited
a?praisal of individual choice behaviour reflects the fact that his
purpose was to develop a procedure for estimating retail sales
potentials at specific store sites, and not to analyse the formation ‘
of consumer store preferences per se., He acknowledges that the
utility of a shopping centre to a consumer is based upon a host of
different factors, but he maintains that, for the purpose of making
reasonably accurate predictions of consumer spatial behaviour, it is
sufficient to "discover and specify only a”few'relevant variables'.

(Huff, 1962, p.17)

While this assertion may be true, the problem remains that a

simplistic predictive model may deviate so far from reality as to
lack conceptual value, It follows therefore that success in the
.deyelopment of accurate predictive models is not a justification for
a neglect of researcﬁ which is aimed at increasing our knowledge of

the complex process whereby consumer retail preferences are formed.,

A dynamic model developed by Simmons (1964) recognises the
importance of consumer preference as a variable affecting the changing

patterns of retail location in an urban area. He regards the popula-
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tion and income of an area as factors controlling the retail

structure, modified by the effects of consumer preference and

mobility and retail operating costs, His model has an additional
dynamic dimension in that changes in income, technology, and

patterns of urbanisation affect its structure over time. In com-
parison with the models previously discussed, this framework exhibits
much greater structural complexity. Although some of the relation-
ships in the model are defined with relative precision, for example
the population~-income relationship, others are far less precisely
formulated, representing estimates which tend to push the model in a
desired direction, The latter would seem to apply to the relation-
ships involving consumer preference, which suggests that more specific
attention needs to be paid to this variable if its relationship to the

pattern of retail location is to be better understood.

Disaggregation to the level of the individual retail establish-
ment is proposed by Horton (1968). His contention is that an under-
standing of consumer attraction necessitates the isolation and
utilisation of factors which underlie the variation in the attraction
capabilities of specific retail establishments. He argues therefore
that research should focus on establishments selected rather than on
the individual consumer. Horton questions the usefulness of aggregate
approaches as exemplified by the majority of commercial trip generation
studies, which have essentially been concerned with the attraction of
consumers to commercial categories rather than to individual outlets.
He derives a regression model, having as its dependent variable,
consumer attraction (primarily measured in terms of the number of
trips to particular establishments), and as its independent variables,

micro and macro features of the store site, expressed as investment



and locational differentials. The underlying hypotheses are that the
guality of the site, measured on the basis of these two dimensions
(defined in terms of twenty separate variables), is a major determin-

ant of consumer attraction and therefore site profitability.

The work of Claus <l969) and Rothwell (l970),villustrates a
similar approach to that adopted by Horton, since in both cases they
were concerned to predict the performance of gasoline service stations
on the basis of micro and macro site features. Rothwell was able to
develop a model capable of predicting performance within ten per cent
of actual figures in terms of total gallonage pumped by individual
service stations. Furthermore, the work of Claus is perhaps unique
in seeking to relate variations in retail strategy and performance to
the characteristics of the decision-makers involved. In this regard,
Claus sought to operationalise the dimensions of Pred's 'behavioral
matrix', these being: the actor's 'level of information' and his
'ability to act'. (Pred, 1967 and 1969) He demonstrated that the
locational and overt site performance of gasoline service stations
could be associated with differences in the information level and
ability to act of corporate actors, This research methodology clearly
illustrates the potential insight into the spatial Qynamics of urban
retail structure to be achieved through a systematic analysis of the

. . 1
merchant's decision-making process,

lThis process is not a focus of consideration in subsequent
chapters, but it is nevertheless recognised that the analysis of the

behavioural characteristics of individual and corporate actors is a
very necessary component of a comprehensive framework of urban retail
research,

15.
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There can be little doubt that the total characteristics of
the store site are basic to an understanding of consumer attraction
as these studies maintain, But it is important to recognise that a
particular set of site characteristics is not perceived as equally
attractive by all consumers, To argue in that way would be to deny
the importance of retail strategy as a key to profitability. It
would seem more realistic to argue therefore that the characteristics
of a particular store site are attractive to a segment éf the consumer
market, rather than to consumers in total, especially when a shopping
or specialty good is sought. This argument therefore calls for a
modification of Horton's contention that research should focus on
establishments selected rather than on the individual consumer, in
favour of an approach which is focussed on the establishments selected

and on the particular consumers by whom they are selected.

The basis on which an aggregate approach to consumer behaviour
has been adopted in the context of retail research is clearly stated
stated by Yuill (1957, p.105). He points out that any éttempt to
isolate the reasons for the success of any one establishment ultimately
involves the examination of "the actions, reactions, and motives of
its customers, for they make the system operate.'" But because the
data required for such an examination has been seen to be (in Yuill's

words) "at best unmeasurable', investigation has retreated to a

surrogate measure - the resultant behaviour, thus precluding the
segmentation of the market on the basis of behavioural variables.
That such a retreat is not inevitable is a major contention of this
study, and indeed underlies much of the discussion in subsequent

chapters.
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(iv) Marketing Geography.

Studies under this heading are characterised by a partly
disaggregated approach. Marketing geographers have basically concerned
themselves with the pragmatics of store location research, and have
shown little interest in the construction of theory. Emphasis has been
placed on the accurate measurement and prediction of the potential
sales likely to be achieved at alternative sites, and therefore
interest has centred on the individual establishment, while no signifi-
cant attempt has been made to study variations in consumer preferences
and their relationship to choice of store., A representative selection

of studies undertaken in this context is to be found in Kornblau (1968),

-

In their attempts to determine sales potentials, marketing
geographers have been concerned with the accurate delimitation of
trade areas of particular store sites, In so doing, they have employed
an empirical rather than theoretical approach. The principal variables
which have been studied include accessibility and traffic flow, extent

-of trading area, population and its distribution, income, economic
stability, and competition. On this basis, the marketing geographer

has performed the function of providing expert assistance to business
management, to aid in making decisions about the geographical pattern
of business activities. This has involved maintaining close contact
with business organisations, because only there can be found the
information and facilities needed, and because of the need for testing
and evaluating techniques of analysis in the context of actual business

operations.

The future direction of marketing geography seems no more aimed
to theory building than hitherto; the emphasis remains on the develop-
ment of better techniques for collecting and using information, and

Hamill (1965), recognising this continuing trend has expressed doubt
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as to the need for formal theories in marketiﬁg geography. This
opinion is reinforced by Applebaum, who is probably the most active
researcher in this field; he contends that the professional
geographer in business '"cannot expect to find his answers to specific
probelms in broad generalisations and neat formulas." (Applebaum, 1961,
p.49) Thompson, however, is not convinced of the trth of this
argument; he feels that advances in marketing geography are dependent
on "generalizing and developing a theoretical structure from existing
research'", in an attempt to "relate such studies to the large body of
research on consumer behavior, which largely ignores the locational
aspects of the purchasing decision." (Dalrymple and Thompson, 1969,
p.105 ff) Elsewhere, Thompson has stated that such a reorientation
of research effort will necessitate '"less emphasis on census and
other published data as the principal imputs to explatory models,
more emphasis on the sampling of consumer attitudes, and attention to

survey research," (Thompson, 1966, p.1l7)

Thompson's comments constitute a particularly cogent criticism
of the marketing geographer's approach and they are directly relevant
to the purposes of this thesis. It is interesting that he counters
Yuill's defence of an aggregative approach to consumer behaviour by
suggesting that the measurement of behavioural variables, (for
example attitudes) is possible and the further implication is that,
by so doing, a theoretical framework to serve as the basis for future
marketing geography research could be developed. The possibility of
measuring consumer attitudes as a basis for advancing theory in
retail geography is the subject of detailed discussion in subsequent

chapters,

The orientation to retail research which Thompson has advocated
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is essentially a disaggregate one. When a disaggregate approach
is adopted, the process. by which consumer store preferences are
formed becomes a focal point of the analysis; studies illustrative

of this approach are briefly discussed in ‘the fbllowing section.

(v) Disaggregate Approaches,

In the case of totally diéaggregated studies, interest has
focussed on the relationship between -store characteristics and
consumer characteristics; and has iherefore involved the measurement
of behavioural variables. éincg geographers have only recently
begun to realise the poténtialitiés]of behavioural research in the
analysis of spatial patterns, Qery few strictly geographical studies
have adopted a disaggregate approach. However, consumer behaviour
research, partly undertaken by marketers and partly by psychologists,
has involved certain studies of retailing which have definite spatial
implications, although thése'have not always been developed in the
context of the original research, This is true, for example, of
store image studies,

The étudies undertaken by Martineau (1958 and 1958a), examining
the relationship between consumer characteristics and choice of store,
have received considerable attention, perhaps because Martineéu was
among the first to recognise the impoftance of store ‘'image' as a
determinant of retail patronage. His studies of female shopping
behaviour led him to the conclusion that the shopper seeks out the
store whose image is most congruent with the image éhe has of herself -
regardless of the price factor. The degree of congruence, he felt,
was determined by the shopper either consciously or subconsciously
answering for herself such questions as: 'what is the status of the

store?'; ‘'what can I expect in terms of overall atmosphere, product
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quality and personal treatment?'; ‘'how interestingly does it
fulfil its role?' ‘'how does this image match my own desires and

expectations?'

Becker (1967), has explored the notion of retail store ‘image"
in some depth. He conceptualises that image is an outgrowth of
'attitudes' in the mind of the consumer in relation to a particular
store, ‘'Image' is seen to be a convenient way of summarizing an
'attitude'; these 'images' then guide the individual's consumption
habits., Becker maintains that the consumer constructs a mental map
of retail opportunities which directs his choice of store; the étore
with a strong positive image being preferred to one with a strong
negative image. In this way a hierarchy of image value is constructed
and a choice is made on the basis of the highest positive image. These
mental maps are supposedly constructed on the basis of the consumer's
past experience, perceptions, social interactions values and aspirations.
(p.8) Becker goes on to consider the ramifications of retail store

image as it bears upon the retailer's choice of marketing strategy.

Store image studies indicate that store preference fofmation and
store selection are complex processes, involving numerous interactions
between consumer characteristics and store characteristics. The
variables which are assumed to detefmine retail patronage in aggregate
Studies, (for example size of store and distance to store) are not
refuted, but they emerge as components of a much larger set of variables
which impinge upon consumer behaviour. This underlines the limiting
assumptions which inevitably characterise aggregate models, and it helps
to explain why such models fail to account accurately for patterns of
consumer spatial behaviour and distributions of stores as observed in

the real world,
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The concept of store image is a fundamental one in analysing
the formation of consumer store preferences and it is the subject of

further discussion in the next chapter,

Research at a disaggregate level has been undertaken on
behalf of retail firms by consultant psychologists. In measuring
individual consumer profile chéracteristics and relating these to
retail location decisions, the practicability of a disaggregate

research approach has been demonstrated.

The Gruens present a method, using survey research, designed to
estimaie the behavioural variables that determige,the value of
-alternative locations to a pérticular firm, They admit that these
estimates are probably less precise than those obtainable for more
easily measurable variables such as driving time and income, but they
justify their methodology on the basis that '"an imprecise estimation
of the significant variables is of more value than a precise estimation
of the insignificant variables." (Gruen and Gruern, 1967, p.327) This
comment is indicative of their strong criticism of previous retaill
location studies., They maintain that such studies have too often
assumed the existence of standarised retail firms and customers who
are motivated uniformly by a desire to shop at the nearest and largest
shopping agglomeration. In reality, the Gruens'contend that the
econoﬁy is characterised by retail firms whose survival depends upon
their ability to offer a product differentiated by the unique identity
and opefating methods of the firm; while, the shopping population is

non-uniform and strongly attracted to certain retail firms.

If research is to be undertaken on the basis of these realistic

assumptions, the nature of the interaction between consumer and store

characteristics must become the focal point of analysis. One outcome
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of this analysis might be the definition of consumer preference

group profiles, which could serve as a basis for testing hypotheses
concerning consumer spatial behaviour and patterns of retail location.
The method by which this outcome might be achieved is also the basis

of discussion in subsequent chapters.

C. CONCLUSIONS.

From this cursory survey of approaches to retail geography, the

following conclusions emerge.

Central place approaches have undoubtedly contributed a great
deal to a macroscopic understanding of urban retail patterns. At the
same time, the idealised assumptions about consumers and merchants on
which the central place model is based seriously limit its approp-
riateness when seeking to explain real world patterns of behaviour and
distribution, The anomolous situations which remain unaccounted for

stimulate the search for more sophisticated explanatory frameworks.

No well articulated alternative framework has yet emerged in the
course of research at the partl& disaggregated level with the possible
exception of Claus' research. This ié perhaps because this.approach
has emphasised the development of pragmatic models to give accurate
predictions of retail sales potentials. The contributions made to the
development of geographic theory appear to have been minimal; this
‘has been a cause of criticism in the literature, and it has also
encouraged the adoption of a totally disaggregated behavioural approach.

At the disaggregated level much more realistic assumptions can
be made with regard to both consumer and store characteristics. The
formation of consumer store preferences emerges as a key process. But
it is also a complex process closely related to the formation and eval-

unation of retail store images. Despite the increased complexity involved
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in adopting a disaggregate approach, the work of social psychologists
has demonstrated its practicability. The potential utility of this
approach with respect to the development of retail geographic theory

remains essentially an unknown quantity.

In order to shed light on the utility of a disaggregate
approach, it is necessary first of all to discuss the components of
a possible research framework in greater detail than has been relevant
to the purposes of this brief review., As suggested, the nature of the
interaction at the consumer-store interface and the consequent form-
ation of store preferences are regarded as the fundamental components.,

It is to an analysis of these that our attention now turns.
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CHAPTER 2

INTERACTION AT THE CONSUMER-STORE INTERFACE.

A, INTRODUCTION.

The associated processes of store preference formation and store
selection are subcomponents within the total framework of consumer
behaviour, Although geographical interest is focussed on these sub-
component processes; they»can only be understood in the context of the
total framework; The initial purpose of this chapter therefo;e is to
describe briefly a model of consumer behaviour, outlining the sequential
nature of consumer decision-making and indicating that the consumer’'s
interaction with the retgil environment forms an end-point of this

decision-making sequence,

Interaction at the consumer-store interface is then analysed in-
detail and the contingent cognitive processes are described. The notion
of 'preference' is invoked to summarise‘the outcome of the complex
cognitive processes which mediate between the reception of environmental
stimuli and the perfofmance of a behavioural response in terms of store

selection,

The contemporary research interest in environmental space
preference formation is noted, and the relevance of contributions in

this field to the retail context is briefly discussed.

B. A MODREL OF CONSUMER BEHAVIOUR.

A model of consumer behaviour must attempt to define the structure
of the psychological processes operating within the 'black kox' which
intervenes between stimulus reception and individual response. Both
intuitively and realistically the development of such é model is

extremely complex; especially as it is often impossible to validate the
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hypothesised relationships between 'black box' components.

Various conceptual frameworks have been proposed (Hoﬁard, 1963,
Nicosia, 1966), which essentially describe consumer behaviour in terms
of the operation of a complex set of interrelated decision processes.
While such propositions have done much to advance knowledge and under-
standing of consumer behaviour, they leave many questions unanswered.
This results partly from their abstract formulation and partly from
the paucity of empirical studies which might provide substantive

clarification and validation of these conceptualisations.

Howard's model can be criticised on the basis of its abstract
formulation and the failure to specify with clarity the linkages
between variables. The components of Nicosia's model are more specif-
ically defined but the model has limited applicability since it relates

only to individual responses to an advertising stimulus.

However, Engel and others (1968), sensitive to the inherent
weaknesses of the pre-existing conceptual frameworks, have developed
a comprehensive model of consumer motivation and behaviour., They have
shown greater concern than earlier workers to arrive at precise
definitions of the concepts incorporated within the model framework,
and they have also attempted to relate their conceptualisations to
empirical research findings. Engel's model is particularly appropriate
in the retail context since it emphasises the importance of interaction
at the consumer-store interface, and isolates the component variables

involved in this interaction.

This model therefore constitutes an advance on previous analyses
of consumer behaviour, and, at the same time, it has particular rele-
vance for the study of retail preference formation and choice behaviour.

For these reasons a detailed discussion of the model is justified in the



present context, The model will first be discussed in its totality
before a detailed analysis of the consumer-store interface per se is

is attempted.

A description of Engel's model.

As Figure 1 illustrates, the operation of the model is determined
by the 'central control unit' which functions at the interface befween
the input stimuli and output responses of the system.(Engel et al,
op.cit, pp40~-53) The 'central control unit' consists of memory and
thought processes, which are conditioned by the personality character-
istics of the individual, in terms of his behavioural traits and
motives, and by his stored information level based on past experience.
These conditioning components find combined expression in the individ-

ual's values and attitudes.

The individual is exposed to stimuli emanating from his physical
‘and social environment, but an active response will pot occur until
arousal takes place in the form of need activation. The nature of the
need will determine the selective perception of incoming stimuli, and
a comparison process undertaken at this stage controls what action, if

any, is to be taken to solve the problem which the need creates.

If a decision is made that a course of action can lead to a
satisfactory solution of the problem, then a search for alternative
'solutions is begun. Once the alternatives have been isolated they are
subject to evaluation to determine the preferred solution. It is only
at this stage, having made this sequence of prior decisions, that the
individual consumer enters into a purchasing situation;, and even then
it is far from certain that an actual purchase will eventually be made.
But whatever the ultimate outcome, the experience derived will be added

to the stored information to influence future behaviour.
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The basic components of the model will not vary with the nature
of the product under consideration, but clearly the relative importance
of the various stages within the decision process will be appreciably
modified by the potential purchase. For example, the search of
alternative solutions will obviously be more extensive if the purchase
of a car is proposed, as opposed to a cartoq of milk; in the latter
case, where the purchase is probably based on habit, this step may be

completely bypassed.

It is also readily apparent that termination of the process can
occur at virtually any stage; in many instances this is likely to take
place prior to the individual entering into an actual purchasing
situation., In addition, the outcomes at each stage may be modified
by the effects of psychological response sets such as the individual

perceiving considerable risk and doubt in buying situations.

Given the abstract nature of the discussion so far, it is perhaps
useful to illustrate the operation of the model in terms of a hypothet-

ical "realistic" example.

Let us assume a situation in which a husband and wife have
received an invitation to a dinner party. The wife's thoughts are
guickly directed to the question of whether she has anything suitable
to wear for this occasion. There are perhaps various items in her ward-
robe which come near to satisfying her requirements, but not to the
extent that she wholly discounts the possibility of buying something
new, In this way, therefore, a need has been activated, and the wife
becomes receptive to incoming stimuli. These may be of various forms:
advertisements in fashion magazines or newspapers; shop window displays;
the clothes of relatives and friends., The perception of these stimuli

will be selective in relation to the wife's values and attitudes; for
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example, if she is not very fashion conscibus she may pay little or

no attention to the contents of fashion magazines. At this stage a
decision will probably be made as to whether the possible purchase

of new clothes will satisfy her needs better than the clothes she
already owns. If she decides that there is nothing to be gained from
having new clothes then the buying process is terminated. But, if new
clothes are favoured then a problem has been recognised and a search

for alternative solutions proceeds.

The purpose of searching and evaluating alternative solutions
will be to determine the type of clothing to be bought, whether a
dress or a suit, for example; furthermofe, decisions have to be made
regarding the style and colour preferred, and, of course, price
considerations can rarelyAbe ignored. Again, thé extent of search
and evaluatién will depend upon the personality characteristics of
the individuals if, for example, she places great importance upon her

appearance then it is more likely that this stage will be prolonged.

Once, the wife has a reasonably precise idea of the type and
style of clothing she prefefs, she is in a position to enter into a
purchasing situation which will probably involve the evaluation of
various stores before she reaches a decision as to where the purchase
is to be made. In the event that no store offers the kind of good
sought then the planned purchase might still be abandoned. Whatever
the eventual outcome, the experience gained in the course of the
buying process, plus the degree of post-purchase satisfaction in the
case of a good being bought, will be added to the buyer's stored

information and so influence future behaviour.

This is the context in which interaction at the consumer-store

interface oc¢curs, and attention can now turn to a detailed discussion
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of the interaction itself.

C. THE CONSUMER-STORE INTERFACE.

(i) The Purchasing Process

The purchasing process is conceptualised as consisting of four
interacting sets of variables: (i) pre-shopping purchase intentions;
(ii) consumer characteristics; (iii) store environment characteristics;

(iv) purchase outcomes. (Engel et al., 1968 pp.444-458)

Pre~shopping purchase intentions can vary from the situation in
which the shopper haé decided before entering the store both the
product and the specific brand of product to be purchased, to the
situation in which prior to entering the store the consumer has little
or no preconceptions abouf what if anything is to be purchased. In the
latter case the occurrence or non—occufrencé of a purchase decision

will largely depend on the influence of in-store stimuli.

Variation again exists in the nature of the post-shopping
outcomes, It may be that the product and brand is bought in accordance
with original intentions; in other instances brand substitution may

occur; and it is also quite possible that no purchase is made.

To the marketer and consumer behaviour researcher there is
obvious insight to be gained from a study of the relationship between
the state of pre-shopping intentions and the subsequent post shopping
outcomes, but in the context of the present study interest focusses
far more on the two sets of variables which are seen t§ intervene
between the intentions and the outcomes, namely on consumer character-
istics and store characteristics and the relationships which exist

between them,

(ii) Basic Components of Interaction Processes.

Interaction processes at the consumer-store interface consist of
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four basic components: (a) evaluative criteria; (b) perceived
charagteristics of stores; (c) comparison processes; (d) acceptable

and unacceptable stores. (Engel et al, 1968, pi451) This structure is
illustrated in Figure 2. Store preference formation and store selec-
tion are therefore outcomes of processes whereby the consumer compares
the characteristics of stores, as she perceives them, with evaluative
criteria, In order to understand fully the way in which the shopper
distinguishes between acceptable and unacceptable stores, it is cleérly
necessary to define the evaluative criteria on which a comparison of

alternative retail opportunities is based.

Evaluative Criteria Perceived Characteristics
of Stores

1. Location (distance) 1, Location ]
2. Assortment breadth and 2., Assortment
depth 3; Price
5. Price . L, Advertising and sales-——-iﬁigg
4, Advertising and sales . promotion
promotion 5. Store personnel
5. Store personnel 6. Serviceé
6. Services T
7. Etc.
COMPARISON
PROCESSES
ACCEPTABLE / \UNACCEPTABL"E
STORES STORES

Figure 2. Basic components of consumer-store interaction processes.

(from Engel et al, 1968, pi451)

(a) Evaluative criteria.
Engel (1968, pp.452-53), lists six variables which he argues form
the basis on which consumers evaluate stores. These are (i) location -

Engel cites the shiff away from downtown shopping in favour of suburban
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shopping centres, in which the factor of parking convenience has

been very important (Jonassen, 1953); to substantiate the significance
of the location variable; (ii) depth and breadth of assortment -
clearly the characteristics of the goods offered are going to affect
the choice of store; (iii) price - it is difficult to assess the
importance of the price variable as an evaluative criterion, since
its significance seems to vary greatly in relation to the product
being purchased; (iv) store personnel - various aspects of personnel
behaviour may be evaluated including friendliness, courteousness,
product knowledge and others; (v) advertising and sales promotion -~
here again it is difficult to generalise about the importance of this
c}iterion; (vi) services - the return policy of the store and credit

policies are certainly important items under this heading.

Clearly, these criteria subsume more detailed evaluative items,
which can perhaps only be accurately determined in relation to a
specified product category. A more detailed definition of evaluative
criteria is discussed by Brown and Fisk (1965). They were concerned
to méasure the relative importance of various chgracteristics of
department stores as factors influenciﬁg consumers' choices of places
to shop, They list thirty five characteristics ranked in order of the
importance attributed to them by the sample group of consumers. The
highest rahking characteristic was 'high quality' and the lowest
ranking was 'trading stamps'. The extent to which a rank ordering of
this kind is a realistic representation of evaluative criteria is
open to question; there is no doubt that the relative importance of

the variables will change with the product and the consumer.

The definition of evaluative criteria has been equated with the

isolation of consumer patronage motives. (Brown and Fisk, 1965) It is
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questionable how far these two variable sets are synonymous. There

is no doubt that motivation affects the set of evaluétive cfiteria
which a consumer establishes when selecting a store. (Douglas, Field
and Tarpey, 1967, ch.3) But other personality constructs such as
values and attitudes are also of importance. Furthermore, it is
doubtful whether patronage motives really do constitute 'motives',
since they usually refer to overt store characteristics such as 'wide
selection' or 'good quality' rather than to concealed forces within
the personality. This criticisﬁ is indicative of a common misusage of
the term 'motive' in the marketing liferature. (Engel et al., 1968,

p68 f£f).

Bucklin (1963, p.53) has provided some clarification of this
confusion in terminology by stating that: "Patronage motives are
derived from consumer attitudes concerning the retail establishment.
They are related to factors which the consumer is likely to regard as
controlled by the retailer, These will include assortment, credit,
service, guarantee, shopping ease, and enjoyment, and usually price."
This synpptic statement accords well with the conceptual basis of this‘
thesis, which, as the following chapters reveal, emphasises the import-
ance of consumer attitudes towards store characteristics in seeking to

analyse the process whereby consumer retail preferences are formed.

(b) Perceived characteristics of stores.

| The analysis of interactions at the consumer-store interface is
further complicated by the fact that what consumers perceive the price,
merchandise offering and services of a store to be may differ consider-
ably from what they actually'are,. Whether or not a consumer patronises
a store depends on his perception of store characteristics and how they

compare with evaluative criteria, The way in which consumers perceive
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a store is typically referred to as a store's 'image'. This concept
was introduced in the previous chapter, and it is now necessary to
discuss its role as a basic component of consumer-store interaction

processes,

The concept of store image has been variously defined, but
Martineau's definition would probably meet with fairly general agree-
ment. In his scheme image is interpreted as '""the way in which the
store is defined in the shopper's mind, partly by its functional
qualities and partly by an aura of psychological attributes."

(Martineau, 1958)

Various categorisations of the determinants of store image have
devised (Fisk, 1961; Kunkel and Berry, 1968; Dalrymple and Thompson,
1969), but they basically parallel the evaluative criteria listed above.
Studies have illustrated the importance of the aftitudes and behaviour
of store employees as determinants of image formation (Martineau, 1957;
Progressive Grocer, 1965). Store fixtures and decoration are also
influencial factors (Martineau, 1958), as also are price (Nelson, 1962)
and advertising (Arons, 1961)., More detailed definition of store image
.determinants is possible and necessary where image studies are used to
shape retail strategy. For example, Fisk (1961, p.5), lists six
‘cognitive dimensions' which can be subdivided to give thirty determin-
ants of store image. Kunkel and Berry (1968, p.26) list twelve major
components, comprising forty-six image determinants. These variations
in classification reflect the fact that precise definition will depend
on the kind of purchase under consideration, and it is therefore
probably necessary to isolate the salient determinants of store image

independently for different product categories.

Just as store image has been defined and categorised in various
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ways, 50 too have the methods of measuring store image véried. The
techniques employed include the semantic differential attitude scale,
(Mindak, 1961), the staple non-verbal rating scale (Crespi, 1961),
Guttman scaling, (Richards, 1957), customer prototypes (Weale, 1961),
Q-sort (Stephenson, 1963), projective techniques, (Khoo, 1968),
regression analysis, (Hughes, 1966). Each of these techniques
possess certain advantéges combiﬁed’with certain iimitations, with
the result that no one approach offers universal advantages. The
relative merits of these techniques will not be discussed in the

present context.

The amount of research effort that has been éxpended in studying
the store image concept emphasises the importance it is seen to éxert
on purchasing behaviour; it is reasonable to question therefore why
this should be so. The possible explanation derives from gestalt
psychology, whereby individuals are thought to organise their percep-
tions of phenomena in terms of patterned totalities., (Clawson, 1950)
In relation to consumer perceptions of retail stores, this implies
thaﬁ the total store environment has a symbolic significance for the
individual consumer, which is related to her personality character-
istics., This symbolic attribute of the store is the essence of its
image, and for this reason objective measurements of store image can
perhaps never uncover its complete identity. While the symbolic
significance of certain producté has received attention in the consumer
behaviour literature (Levy, 1959 and 1964), there has been an apparent
failure to recognise that stores can also assume a symbolic meaning in

the minds of consumers,

The results of two geographical studies are relevant in this

regard, and furthermore indicate that image formation may operate at a
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higher level of aggregation than the retail store. Simmons (1964)
demonstrated that shopping centres present distinct images which
serve to attract some types of consumers and repel others. A study
by Lynch (1960) showed that individuals tend to simplify the
complexity of the world around them in order to make decisions, and
that subsequent behaviour patterns were related to the total image of
the environment iﬁ which the individual lived. Environmental
phenomena were attributed symbolic significance and organised within

a gestalt framework.

In the marketing context, it is the operétional definition of
store image, rather than the theoretical explanatidn of image form-
' ation, that is of primary importance in airectiﬁg the design of retail
strategy. The retailer is concerned to manipulate all four aspects of
the mafketing mix - product, price, place and promotion - so as to
create an image which is attractive to a sufficiently large segment of

the market to ensure profitability.

(¢) Comparison_processes_and_acceptable versus unacceptable stores.
Although research has indicated that store preferences are
formed and stores are selectéd on the basis of the consumer comparing

perceived store characteristics (or the store's image)bwith a pre-

determined set of evaluative criteria, the comparison processes

themselves have not been the subject of specific investigation.

Equally, the éharacteristics of acceptable and unacceptable
stores have not been researched. It is reasonable to assume that,
when the perceived characteristics of a store fulfill the evaluative
criteria, the store is presumably acceptable; but there is no
empirical evidence to suggest, for example, whether consumers seek

a maximising or satisficing solution when choosing a store. Becker(1967)
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in his conceptual study of retail image suggests. that a maximising
solution is sought. In addition, it is not clear what.happens when
perceived characteristics fail to satisfy evaluative criteria. It remains
an open question whether consumers stop evaluating stores, whether evalua-
tive criteria are revised downward, or whether the problem which initiated
the evaluation of store alternatives is extinguished. There is ‘clearly

a need to investigate these unresolved questions.

(iii) Problem-Solving or Habitual Behaviour at the Consumer-Store
Interface,

To this point the discussion has assumed that interaction at the
consumer-store interface consists of the consumer comparing alternative
shopping opportunities in terms of the degree of coincidence between
evaluative criteria and perceived store characteristics. This implies
that the consumer adopts a problem-solving approach, whereby 'rational’
decisions are échieved through the operation of cognitive processes.
However, in certain situations, the effect of habitual behaviour may
be of equal, if not greater, importance in determining store preference

and selection.

In Engel's model of consumer behaviour, it can be seen that feed-
back occurs as the result of a purchase decision, the conseqguences of
the action are stored and will almost certainly exert an influence on
future behaviour. It follows that the nature of pﬁst—purchase satis-
faction will determine the nature of the feedback. If the customer is
completely satisfied with the product and services received from a
particular store, it is probable that the same store will be chosen
when seeking to satisfy similar needs on subsequent occasions. Each
succeeding purchase reinforces the conviction that this store and the
products it sells are a vehiclé to satisfying needs: a pattern of

learned behaviour is established and shopping habits are developed.
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A habit involves the automatic reaction of a person to a
stimulus., Habits differ from instincts in that habits are learned.
(Rachman, 1969, p.101 ff.) They are repeated response patterns
accompanied by a minimum of cognitive activity (Bayton, 1958, p.286).
Store patronage based on habit clearly differs greatly from the
purchasing process as outlined in previous sections, where consider-
able cognitive activity was assumed to take place in the course of

rational, problem-solving behaviour,

Considerable debate has surrounded the issue of whether consumer
behaviour normally proceeds on the basis of problem-solving or habit.
Katona (1953), argued that problem-solving is a relatively rare
occurrence, and that habitual behaviour is the most usual alternative
to genuine decision-making. Problem-solving is recognised most
commonly as a deviation from habitual behaviour under the impact of
strong motivatioﬁal forces and new events. Furthermore, Katona main-
tains that changes in behaviour due to problem-solving tend to be

substantial and abrupt rather than small and gradual.

If we accept Katonds comment that problem~solving behaviour most
commonly occurs under the impact of strong motivational forces and new
events, it Qould séem that this applies to purchasing behaviour in
relation to an infrequently demanded gocd and one which involves
substantial capital outlay. This contention is further substantiated
by the fact that it is in such a situation that the consumer is suffic-
iently motivated to undertake an extensive search of alternative shopp-
ing opportunities, consistent with a problem-solving approach; equally,
it is in such a situation that the consumer has a minimum of past
experience from whicﬂ to have developed a pattern of learned behaviour

and shopping habits. It follows that habitual behaviour is most common
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where a frequently demanded and relatively low cost item is soughf.
For example, grocery items are normally purchased on the basis of
habitual behaviour in terms of the weekly or monthly visit to the

supermarket,

The occurrence of problem-solving or habitual-behaviour is not
only related to the type of product sought however; the personality
characteristics of the consumer are also important. For those
consumers who regard shopping as an arduous and unenjoyable activity,
the formation of habitual behaviour to maximise convenience may be
more characteristic than for those consumers who regard shopping as
an attractive leisure time activity, and who, therefore, have no
objection to shopping around when they feel the need arises. These
differing attitudes towards shopping may exert an influence over the

entire product range.

It is therefore difficult to generalise about the relative
occurrence of habitual as opposed to problem-solving behaviour, other
than to recognise the importance of.the product to be purchased and
consumer attitudes toward shopping as associated factors. Clearly,
it is necessary to cénsider both types of behaviour in studying the

interaction at the consumer-store interface.

Where post-purchase dissatisfaction occurs the consumer
experiences varying degrees of frustration., If this is repeated on
a number of occasions, a pattern of learned behéviour will again be
established, but in this instance it will lead to the avoidance rather
than the habitual patronage of a particular store or stores. Collazzo
(1965) demonstrated that the degree and nature of frustration is
related to variations in the income class and occupation of the

consumer. It is interesting to note that the most common cause of



frustration among the upper-income group of consumers was in fact

the least common cause among the lower-income group. However the
results of this study do not provide conclusive evidence to the effect
that the higher the social class the more sensitive the buyer is to

failures in a store's services and goods.

(iv) A Summary of Interaction at the Consumer-Store Interface and the
- Role of Store Preference. '

The precedihg discussion can be summérised as follows. On the
basis of consumer behaviour theory, it is argued that the process
whereby a consumer selects a store at which to purchase a particular
good involves complex interactions between two basic variable sets:

consumer characteristics and store characteristics.

Selection is determined by the consumer comparing perceived
store characteristics with a set of predetermined evaluative criteria.
This comparison involves the operation of complex cognitive processes,
including perception and memory, in ways which are not wholly under-
stood; but it is clear that they are conditioned by the effects of

consumer personality constructs (eg. motivation).

The decision reached, as the outcome of this interaction at the
consumer-store interface, almost certainly reflects habitual behaviour
as well as true problem-solving, Past shopping experience provides the
consumer with stored information to direct future decision-making.
Store selection, therefore, is partly é product of learned behaviour
and partly of problem-solving unique to a particular situation. The
balance between learned behaviour and problem-solving is seen to bé
related to the frequency with which the good is purchased,’the

characteristics of the good, and the consumer's shopping attitudes.

Throughout the discussion it has been assumed that the consumer

forms preferences which are expressed in store selection behaviour., In
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light of this analysis of interaction at the consumer-store interface,

it is possible to define consumer store preference more specifically.

Store preferences define a set of characteristics in the retail
environment which the individual interprets as sources of satisfaction
in the course of shopping experience. Preference is a function of
problem-solving and learned behaviour, since problem~solving leads to
the isolation of satisfying retail choices, while the sources of this
satisfaction are learned and stored in the memory. This stored inform-
ation is consolidated in the course of furthervshopping experience
with the result that preferences become increasingly well defined,

leading to the establishment of stable choice behaviour.

This stability provides a method of ordering the complexity of
the retail environment, thereby increasing the efficiency with which
shopping behaviour can be performed; efficiency being a measure of the

ease with which satisfying outcomes can be achieved.

D. ENVIRONMENTAL SPACE PREFERENCE STUDIES.

The contention that individual preferences serve as a basis for
ordering and evaluating complexlsets of environmental attributes is by
no means unique to the consumer-store interface. Indeed, the analysis
of environmental space preference formation and of the relationship
between individual preferences ana behaviour is attracting increasing
attention among behavioural scientists in the field of environmental

psychology.

Research interest in this regard has extended to a variety of
environmental phenomena ranging from roadsides (Winkel, Malek and
Thiel, 1970) to student dormitories (Preiser, 1970). So far little

research within environmental psychology has focussed on preference
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formation in the retail environment., However, one exception is
Downs' study of the cognitive structure of urban shopping centres

(Downs, 1970).

Downs hypothesised that shoppers hold 'iméges' of shopping
centres based on their evaluatioﬁs of these centres in terms of nine
cognitive categories. Since the nature of the images is seen to
determine the consumer's preferences, the centre with the most favour-
able image was assumed to be the most preferred. This led to the
testing of the hypothesis that the image of the areavregularly used by
the cénsumer would be weighted to the more favourable end of a set of

semantic differential scales,

Unfortunately, Downs encountered an insoluble sampling problem
since respondents were unable to describe their images of shopping
centres other than in terms of individual stores, and it was impossible
to assume that respondents considered the same stores when describing

shopping centre imagés.

He was able however to test the hypothesis that the consumer's
image of a major‘shopping centre and her associated preferences are
organised in terms of nine cognitive dimensions. By means of factor
analysis he demonstrated the existence of eight cognitive categories:
service quality, price, structure and design, shopping hours, internal
pedestrian movement, shop range and quality, visual appearance, and
traffic conditions. This result was seen to accord well with the
hypothesis., However, Downs recognises that this was an ideographic
study, related to a particular urban shopping centre, and hence there-
was no means of assessing the generality of the cognitive structure
produced by the analysis. The cogniti§é categories which he hypothe-

sised and the semantic differential scales he employed to test their
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validity are shown in Table I (p..44)

Downs' study is especially intereéting in thelcontext of this
thesis since a pilot research project, reported in a later chapter,
was designed to analyse the cognitive dimensions underlying consumer
preferences with respect to clothing stores and used a somewhat

similar methodology.

Golledge (1967) has presented a conceptual analysis of consumer
preference formation., He regards stable preferences as the equilibrium
state of a stochastic learning model, He argues that search activity
will continue until the consumer's goal has been satisfied. 1If the
decision made at this point proves favourable then the extent of
future search activity is reduced and is replaced by some regular or
habitual pattern of responses. The achievement of an equilibrium
state follows a probabilistic function described by a Markov chain
model, The evaluation of this model must await empirical testing,
However, it should be noted that the model describes preference form-
ation with respect to market areas and not necessarily particular
stores; it would seem that preferences may function differently in the

former case.

In passing it is interesting to note that present attempts to
revise the central place model, through the incorporation of more
realistic behavioural assumptions, have also recognised the centrality
of consumer space preference functions. A series of papers by Rushton
(1969, 70, 71) are particularly instructive in this regard. Howevef,
the definition of preference in this case is far different from that
formulated in this chapter. Rushton argues that preferences are formed
on the basis of only two variables: distance-separation and place-

utility. It is not clear how this contention differs substantially
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Table I. Downs' Cognitive Categories and Semantic Differential Scales.

mn _P.rice

(2)

(3)

(4)

(5)

(6)

(7)

(8

(9)

1
2
3

-4

competitive

many bargains

good value for money
many price cuts

Structure and Design

5
6
7
8

Ease of Internal Movement and Parking

9
10
11
12

well designed
simple layout
designed with shoppers in mind

wide pavements

easy to cross roads
easy to park

not congested

easy to walk around in

Visual Appearance

well kept shops
tidy

clean

attractive

Reputation

17
18
19
20

good reputation
generally well known
generally popular
recommend to friends

Range of Goods

21
22
23
24

good choice
wide range
well stocked
can get it

Service

25
26
27
28

helpful
friendly service
good service
polite

Shopping Hours

29
30
31
32

late closing

convenient opening times
good for evening shopping
always somewhere open

Atmasphere

33
34
35
36

busy

relaxed atmosphere
personal

friendly atmosphere

(from Downs, R. (1970), p.22,)

uncompetitive -

few bargains

poor value for money
few price cuts

badly designed
complicated layout

not designed with shoppers in mind

narrow pavements

difficult to cross roads
difficult to park
congested

difficult to walk around in

badly kept shops
untidy ”

dirty

unattractive

bad reputation
generally.littie known

generally unpopular
wouldn’t recommend to friends

poor choice
narrow range
badly stocked
can't get it

vnhelpful
unfriendly service
poor service

rude

early closing

inconvenient opening times
bad for evening shopping

never anywhere open

not busy

tense atmaosphere
impersonal

unfriendly atmosphere
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from assumptions regarding consumer preferences in previous central
central place formulations, especially as Rushton chgoses to measure
place-utility solely in terms of town population. However, it should
be recognised that these assumptions may be reasonable at the inter-

urban scale with which Rushton is directly concerned.

Beyond the retail context, many interesting studies have been
undertaken which provide useful insight into the process of environ-
mental space preference formation. This information is suffiéiently
general in its scope to have implications for a variety of environ-

mental contexts, including retailing.

A number of papers presented at the annual meetings of the
Environmental Design Research Association fall into this category.
Among papers of especial interest are those of Craun (1970),
Hershberger (1970) and Peterson, Bishop and Neumann (1970). They
refer to individual preference formation in an architectural environ-
ment generally, and specifically a residential environment. It soon
becomes clear that the interaction and comparison processes discussed
earlier in the context of store preference formation are equally

relevant in other environmental settings.

E. SUMMARY.
This chapter has outlined the interaction processes which
operate at the consumer-store interface, and this interaction has been

related to the formation of consumer store preferences.

'Preference' emerges as a fundamental concept when analysing
the process whereby an individual orders complex sets of environmental
attributes in seeking to achieve consistently satisfying behavioural

outcomes, The selection of a store is seen to involve an ordering
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process of this kind. The significance of preference formation is
underlined by the variety of environmental contexts in which it has

been a focal point of analysis;

The analysis of consumer-store preferences therefore is suggested
as a potentially productive approach in seeking to advance the explan-
ation of spatial patterns in the retail environment. Subsequent
chapters in this thesis discuss ways in which this potential might be

realised,
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CHAPTER 3.

THE DEFINITION OF STORE PREFERENCE GROUPS.

A, INTRODUCTION

Although the preceding chapter was concerned with the process

whereby the individual consumer forms store preferences, it is a

truism to point out that the retéil market operates to serve consumer
groups. A retailer cannot function to satisfy what may be the unique
preferences of a particular individual; he must assume the existence
of groups which are relatively homogeneous with respect to .store
preference, It is therefore necessary to define these groups in

seeking to explain the spatial organisation of retail activity.

This chapter addressed the queétion of how consumer preference‘
groups can be defined., This is essentially a classification problem,

and as such, two possible approaches can be adopted.

The first involves the subdivision of a population on the basis

of defined criteria. This approach has commonly been employed in
segmenting the retail market according to demographic and socio-
economic criteria; in which case, it is assumed that demographic and

socio~economic variables are suitable proxy measures of preference
per_se.

The alternative approach is the agglomeration method, whereby"
individuals are grouped on the basis of structural similarities in
their store preferences, This approach requires the. direct measure-
ment of individual consumer preferences, and the subsequent assembly

of individuals into classes according to some grouping procedure.

This chapter considers these two apprcaches in some detail in
attempting to determine which method is better suited to the purpose

of analysing retail spatial organisation.



B. SUBDIVIDING A POPULATION TO DETERMINE STORE PREFERENCE GROUPS. -

Many different variables have beer used in market segmentation
analysis for the purpose of subdividing a populafion into groups
which are seen to exhibit distinct preferences. (Kotler, 1967,ch.3)
Discussion in this section will focus on two variables which have-
perhaps been most commonly employed to subdivide a population into

. . - 1
store. preference groups; these variables are income and social class.

(i) Income.
The existence of a relationship between income level and store
. preference can be illustrated by reference to a number of research

studies,

It has been shown that certain kinds of specialty store appeal
to distinct income groups. Reference was made in the first chapter to
the studies by Leigh (1965) and Schiller (1971) which demonstrate that
the clientelle of specialty stores in Vancouver and the Outer Metro-
politan Area of London is largelyldrawn from upper income groups.

This is seen to explain why these stores have located in those urban
areas where the upper income groups are concentrated, or to which they

can be attracted,.

In contrast, certain retail firms definitely appeal to low
income groups and this too has been a factor which has influenced
store location policy., For example, Schlesinger (1963), in a.study
of 'John's Bargain Stores', a vériety chain in the eastern United

States, indicated the importance for that particular firm of a

1The criteria used to define social class have varied in the
context of marketing research, and the studies referred to in this
chapter reflect this variation. A thorough consideration of the
problem of applying social class measures in market segmentation
analysis is found in Carmen (1965).

48,
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location within a low-income neighbourhood where the response to

bargains is usually dramatic.

The importance of income as a determinant of consumer preference
is implied by Nader (1963). In a study of the relationship between
socio-economic status and consumer behaviour, he demonstrated that
significant differences in shopping patterns could be related to the
consumer's house type, and therefore thatbhouse type may be regarded
as a salient variable in market segmentation. The rational was that
the rateable value of the ﬁouse formed a valid index of the socio-

economic status of the occupants.

In comparing two suburban shopping areas in Leeds, Davis (1968)
demonstrated that wide differences can be found in degrees of function-
al specialisation and quality ratings of stores according to income
differences between the two suburban populations. He noted that,
although a cursory classification of business activities in the two
areas revealed a basic similarity, significant differences in the
nature of the functional structures of the two centres emérged from a
detailed analysis of the full complex of activities pursued by individ-
ual establishments. He concluded that establishments in the high
income area were much more specialised in their activities and of much
higher quality than those establishments in the low income area. Here
again the implication is that differing income groups vary in their
store preferences and this is reflected in the characteristics of the

stores which serve then.

A study conducted by Rich and Portis (1964) used income in
combination with stage in life-cycle and place of residence as a basis
for identifying large segments of a retail market. Department stores

in New York and Cleveland metropolitan areas were classified as project-
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ing high-fashion, broad-appeal or price images. Patrons of the
three store types were then analysed in terms of their demographic
characteristics. It was found that middle-income groups, earning
between £5,000 and 10,000 annually, accounted for 60 per cent of the
shoppers in the price-appeal stores, and 43 per cent of the shoppers
in the high-fashion department store. Shoppers in the "no children"
life cycle stage represented 52 per cent of the shoppers in the
typical high-fashion store but only 25 per cent of the shoppers in
the store with a broad-appeal.

These references are sufficient to indicate the significance of
the relationship between income and store preference. Furthermore, it
would seem that the spatial distribution of income groups within an

urban area has often affected the location of particular store types.

(ii) Social Class.

Several marketing studies can be quoted to indicate the useful- '
ness of subdividing the retail market on the basis of social class

differences.

The relationship between social class membership and store
preference was the focus of interest in the 'Chicago Tribune' studies
undertaken by Martineau in collaboration with the sociologist,

W. Lloyd Warner (Martineau, 1958a).

Martineau was conscious of the limitations of employing income
~as a basis for market segment analysis. He noted that the majority of
the population in a metropolitan market fall into the middle-income
ranges, but that this income category is characterised by significant
internal diversity in terms of the buying behaviour, tastes and spend-
ing~saving aspirations of its members., He argued that social class

position and mobility-stability dimensions would reflect in much
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greater depth each individual's life-style including his purchasing

behaviour.

One of the Chicago studies (Martineau, 1958a) described how a’
sample of the Chicago population was divided into social classes for
the purpose of analysing the relationship between social class group-
ings and consumption patterns, including the relationship between
social class and store patronage. A comparison of social class and
store preference was made for two leading Chicago furniture stores.
Results shpwed that while the one store appeaied primarily to the
middle and upper classes, the other appealed toc the lower classes.
Thisbsegmentation of ﬁhe market was found to occur even though both
stores had furniture in all price ranges and professed to sell to

everyone,

Brown and Fisk (1965) related the store preferences of house-
wifes drawn from four social groups and a quality ranking of six
Philadelphian department stores._ It was found that the store
hierarchy and social class hierafchy were directly related in that
the highest quality store was preferred by housewifes in the upper
social class group, while the store preferences of successively lower
social classes corresponded with decreasing quality ranking of the

stores.

Levy (1966) has made some interesting observations about the
relationship between social status and shbpping behaviour, suggesting
that social status appears to affect how people feel about where they
should shop. The result is that the same products may be purchaséd in
different channels of distribution by members of different social
classes, He notes that in the purchase of cosmetics, upper middle

class women are more apt to shop in department stores than are lower
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status women who are, in turn, relatively more apt to shop in

variety stores. Drug stores however seem equally attractive or suit-
able to all. In addition he makes the general observation that there
are sharp differences in the status reputation of department stores,
and that consumers tend to sort themselves out in terms of where it
is. appropriate for themselves to shop., Most establishments, Levy
argues, will have customers of more than one social class, but their

loadings will differ, and their purchasing patterns may differ.

Levy goes on to develop a perceptive social class typology of
shopping behaviour. He observes that the upper middle class woman
organises shopping more purposefully and efficiently than women of
lower status, being more knowledgable about what she wants, where she
will go for it,Aand when she will get it; with the result that her
shopping is both selective and wide~ranging. Lower middle class women
are seen to exhibit greater anxiety about shopping, especially for non-
food purchases, and they are oriented toward seeking out the best buy
for the money., Lower class women are characteristically the most
impulsive and the least organised, often using shopping as a reason
to get out of the house, Perhaps the most specific social class type
of shopper is the lower lower class woman who prefers local‘face-to-
face places where she feels she will get a friendly reception and

perhaps even easy credit if needed.

The relationship of social class to consumer spatial behaviour
has been the subject of detailed study in Metropolitan Vancouver.
Gayler (forthcoming) compared the spatial behaviour of shoppers for
convenience, shopping and specialty goods with their social class,
measured on the basis of the Blishen scale., He found that differences

in spatial behaviour were significantly related to social class differ-
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ences,

These studies indicate that members of the same social class
group are likely to exhibit similar store preferences. The usefulness
of social class as a basis for delimiting preference groups is emphas-
ised by Engel et al (1968 pp.305-6). They recommend social class-as
the most significant variable on which to base a market segmentation

,policy. One of the major reasons they put forward to support this
recommendation is that social classes are relatively homogeneous in
income, psychological variables, geographical location (within an
urban area) and patterns of activity. In short, many characteristics
of "importance in forming store preferences are seen to be compounded

in ‘the social class variable,

This is certainly a strong argument in favour of the use of
social class to defive store preference groups. However, it is not
at all clear from the existing literature whether social class groups
are as homogeneous as Engel and associates claim, For example, there
seems to be some debate in the marketing literature as to the homogene-
ity of social classes with respect to income. Wasson and McConaughy
(1968) maintain that no social class forms a homogeneous market because
of the wide range of incomes within every class and the overlap between
classes. Martineau (1958a), as noted above, expressed similar doubts
regarding the coincidence of income and social class groups. He main-
tained that no income group forms a homogeﬁeous market because of the

range of social class within every group.

It is perhaps sufficient to conclude that, since many of the
social class indicees incorporate a measure of income, a considerable
degree of overlap between income and social class groups is to be

expected, although total congruence is unlikely.'
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(iii) The Adeguacy of Proxy Measures of Store Preference.

From these studies, it is clear that income and social class
measures form useful bases for segmenting the retail market. Other
variables which have also proved useful in segmentation analysis
include a variety of gepgraphical, personality and buyer behaviour
measures (Kotler, 1968), The approach to market segmentation seehs
to have been largely pragmatic such that the variables used have been
selected to fit a particular markefing situation. However, ease and
cosf of data collection has often favoured the use of socio-economic

variables rather than personality or buyer behaviour measures.

It is important to recognise that, although market segmentation
studies indicate the existence of a relationship between various
aggregate criterion measures (such as income and social class) and
store preferénce, the nature of this relationship remains undefined.
In other words this approach does not answer the question of why, for
example, income or social class groups are differentiated in terms of
their store preferences., Intuitively, it is clear that the answer
lies in the fact that store characteristics are evaluated differently
by different income and social class groups; but how these evaluations

differ remains largely unexplained.

This points to the theoretical inadequacy of defining store
preference groups on the basis of proxy variables, which have only
intuitive validity. The alternative to the use of proxy measures of
preference involves the adoption of an agglomerative rather than a

subdivision approach to store preference group classification.

C. THE AGGLOMERATIVE APPROACH TO STORE PREFERENCE GROUP DEFINITION.

The agglomerative approach involves grouping individuals on the

basis of structural similarities in their store preferences. In the
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previous chapter it was shown that preferences are structured as an
outcome of the individual evaluating perceived store characteristics.
It follows that the agglomerative method of classifying store prefer-
ence groups necessitates an analysis of the individual consumer's
evaluation of store characteristics, and subsequently grouping individ-

uvals who exhibit similar evaluative structures.

This method of defining preference groups has the advantage
over the subdivision approach of being consistent with the process

whereby individual preferences are formed,

(i) Illustrative Studies.

Fewer studies exist which illustrate this method of deriving
consumer typologies. Perhaps the most widely quoted study of this
kind is Stone's typology of Chicago shoppers. (Stone, 1954) He identi-
fied four types of shoppers among a sample of 150 female residents of
Chicago's northwest side, His clas;ification was based on the respond-

ent's evaluations of store characteristics.

The first type waé the 'economic' shopper, who was extremely
sensitive to price; quality, and assortment of merchandise, when making
a purchasing decision; secondly, the 'personalising' shopper formed
strong relations with store personnel which were crucial in determin-
ing store patronage; thirdly, the 'ethical' shopper was willing'to
sacrifice lower prices and wider selection in order to support the
small retailer in the face of competition from the chain store; and
fourthly, the 'apathetic'! shopper found shopping an onerous task, and
hence convenience of location proved crucial to her selection of a
store rather than price, quality of goods, relations with store

personnel or ethics.

Table II outlines the distribution of consumer types identified

by Stone:
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Table II. Stone's Distribution of Consumer Types.

TYPE OF CONSUMER , %
Economic 33
Personalising 28
Ethical 18
Apathetic : 17
Indeterminate L
Total 100

Source: Stone, 1954, pp36 - 45,

. Stone also noted the relationship between shopper types and
social characteristics of the respondents, .He fouhd that the higher
the level of aspiration among newcomers to a residenfial neighbourhood,
the greater the probability that they would evaluate stores on the
basis of 'economic' criteriaj; the lower level of aspiration and the
greater the degree of social isolation of newcomers, the greater the
importaﬁce of 'personalising' criteria. In the case of long-time
residents, Stone concluded that the greater the success they had
enjoyed, the greater the probability that convenience would assume the

the most importance in evaluating stores.

In a much more recent study Kenny-Levick (1969) has attempted to
demonstrate the extent to which Stone's typology could be used to
segment the grocery trade market in Liverpool. A sample of 554 house-
wives were asked why they preferred to shop at their first choice
grocery store, Responses were classified in terms of twelve categories
which were then collapsed to form five broader based divisions. Kenn&-
Levick identified these five categories with Stone's four shopper types
plus a miscellaneous category. He then compared the percentage repres-

entation of consumers in the four coincident categories. He found that
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a significant difference existed between the two distributions.
Liverpool housewives seemed to be more 'apathetic' and less 'ethical'
than their Chicago counterparts, The 'personalising' factor was
stronger in Chicago, while the 'economic' factor was of equal and the
greatest importance in both studies. Kenny-Levick concluded that
Liverpool shoppers could best be described in terms of a seven-fold
typology, the first four being éoincident with Stone's. The three
additional types he derived were characterised as 'time-saving',

'enhancenent of self-image', and 'pleasure seeking'.

Furthermore, he hypothesised the kind of store that a particular
type of shopper was most likely to prefer. The two extremes were the
'economic' shopper who was most likely to prefer_a'cut—price store and

-the 'pleasure-seeking' shopper who was attracted by the continental

delicatessan with wide variety and interesting foods.

Although both of these studies are open to methodological critic-
ism, the fundamental approach adopted is thé focus of concern here.
Both Stone and Kenny-Llevick were seeking to analyse the dimensions on
which consumers evaluate stores as a means of deriving a consumer
typology consisting of groups exhibiting similar evaluative structures

and store preferences,

The marketing implications of this kind of research are extremely
important; since, by identifying the relevant evaluative criteria, a
retailer can know what attributes his store must possess if it is to
attract a particular preference group. This is clearly much more
precise information on which to base retail decision-making than convent-
ional market segmentation analysis can provide; whereby groups are

defined only on the basis of proxy measures of preference.
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(ii) The Measurement of Individual Store Preferences.

The measurement of consumer store preference groups on the basis
of an agglomerative approach depends on the prior measurement of individ-

ual store preferences.

Previous discussion has shown that individual preferences result
from the consumer evaluating perceived characteristics 6f the retail
environment. It follows that there are two questions to be answered in
measuring individual store preferences: firstly, what factors of the
retail environment do consumers consider important when evaluating
alternative stores, in other words, what are the evaluative criteria;

and secondly, what weightings are ascribed to these criteria.

As was indicated in the previous chapter, it is possible to
identify general criteria which are probably relevant to most purchasing
situations, these include such variables as price, location, advertising
and personnel, However the specification of additional criteria is
dependent on the characteristics of the particular purchasing situation
being investigated. It seems likely, for example, that consumers adopt
a different set of criteria when evaluating alternative supermarkets as
oprosed to alternative clothing stores, although certain general criteria

may be common to both situations.

Downs (1970) defined evaluative criteria with respect to urban
shopping centres partly on the basis of the existing literature and-
partly on the basis of informal interviews with consumers. Since, exist-
ing literature in this area is relatively limited it is perhaps necessary
to interview consumers in order to detefmine the evaluative criteria

relevant to a specific purchasing situation.

Having identified the criteria, it is necessary to measure the
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importance that consumers ascribe to each criterion when evaluating
alternative stores, Several techniques, déveloped in psychology for
the purpose of measuring individual evaluations of environmental
displays, are apﬁlicable (Craik, 1968); but, as Downs (1970a) has
pointed out, we need to be aware of the many problems attendant to

their use.

In essence, it would seem that in seeking.to define individual
store preferences the basic concern is with the measurement of consumer
attitudes towards various aspects of the retail environment. The
questions that are really being asked therefore are whaf attitudes do
consumers hold towards stores and what are the relative strengths of
these attitudes, 1If it is accepted that an analysis of consumers'
attitudes is basic to the identification of preferences then the use

of attitude measurement procedures is clearly appropriate.

The applicability of the concept of 'attitude' and attitude
measurement in this regard rests on twé‘fundamentai issues. First, it
is necessary to show that a consumer's attitudes are more important in
the formation of his preferences than are other aspects of his person-
ality. The second issue concerns the relationship between attitudes
and behavi&ur. Unless a close relationship can be assumed between an
individual's attitudes towards stores and his purchasing behaviour
then the measurement of preferences on the basis of attitudes has

little meaning,

These are both crucial issues which demand detailed consideration

and this forms the focus of attention in the following chapter.

(iii) The Dimensionality of Preference.

Because of the complexity of the retail store environment,

preferences are likely to result from the evaluation of a very varied
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set of attributes, Preference therefore is a multivariate concept.
But, at the same time, previous studies have suggested that £hisv
variable set can be reduced to a smaller number of underlying
dimensions without too much information being lost, The various
store image studies referred to in the previous chapter indicate the
existence of a dimensionality in consumer perceptions and evaluations
of retéil stores which underlies a more complex cognitive structure
and facilitates the interpretation of that structure. (Fisk, 1961;
Kunkel and Berry, 1968). Equally, Downs (1970) was able to isolate
the cognitive dimensions which formed the basis on which consumers

evaluated alternative shopping centres.

The major advantage to be gained from determining the dimension-
ality of consumer store preferences lies in the clearer understanding
of preference structure which results. Furthermore, the dimensions
serve as a basis for deriving interpretable preference groups. The
extraction of preference dimensions from a complex data set and the
subsequent grouping of individuals in terms of similarities in their
preference.structures is made possible through the use of a variety of

multivariate statistical procedures.,

(iv) The Definition of Preference Groups using Multlvarlate
Statistical Techniques. »

Multidimensional scaling models seem the most appropriate

multivariate statistical techniques for the purpbse of analysing

preference structure, Guilford (1954, p.246) has suggested that
multidimensional scaling models are applicable in the following

situations:

1 with complicated stimuli (where stimuli are the objects
. of concern)

with stimuli whose physical dimensions are not well known

3 with judgements of psychological qualities for which there
are no recognised corresponding physical dimensions.
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These categories accurately describe the situation faced in
measuring store preference, since the retail store. comprises a complex
set of stimuli; moreover, preferences are essentially psychologically

determined and the associated dimensionality is not clearly understood.

Multidimensional scaling models define a geometrical space of
varying dimensionality in which points are located representing the
relative positions of objects (these may be people, products, stores

etc. depending on the nature of the investigation on the dimensions).

Two characteristics of the space form the foci of interest: its
structural dimensionality and the grouping of points on the basis of

their relative location in the space.

The input data, from which the space is constructed and the
points positioned, is frequently in the form of scores on a series of
scale constructs. 1In the context of store preference studies, the

data may be scores on a set of attitudinal constructs.

Three kinds of multidimensional scaling techniqugs have been
used in marketing to determine the structural dimensionality of object
spaces; these are, factor analysis, multiple discriminant analysis and
non-metric multidimensional scaling. The subsequent application of
taxonomic procedures (cluster analysis) to the object spaces derivéd

using these techniqueé determines the natural groupings of poiﬁts.

Each of these four techniques will be briefly described. A
specific illustration of the use of factor analysis, discriminant
analysis and clustér analysis in the context of store preferénce
research is found in Chapter 5. |

Of the three multidimensional models, factor analysis has been



the one most commonly used in geographic and marketing analysis.
The raw data usually consists of the scores of a set of objects or

.& series of scales. Interval level data is normally used.

The scale scores are intercorrelated and the resulting correl-
ation matrix is reduced to a factor matrix, each element of which
contains a scale score (or loading) on a particular factor. The
factors define the dimensionality of the input data, and the scale

loadings form the basis for labeling the dimensions.

A number of factoring methods are available, which vary in
terms of the kind of axis rotation employed; each method is likely to
yield a different factor solution. The number of factors to be
extracted from the correlation matrix is normally determined by an

inspection of the eigenvalues.

The relative positioning of objects in the resulting multi-
dimensional space is determined by computing factor scores for each

object,.

A detailed discussion“of factor analytic procedures is found in
Harman_(l967). The use of factor analysis in a marketing context is
exemplified by Frank, Kuehn and Massy (1962), Heller (1968) and Myers
and Nicosia (1968). The pilot research project described later in
this thesis also illustrates the use‘of‘factor analysis as a basis

for determining preference structure.

In this case the input data is similar to that used in factor
analysis, consisting of the scores of objects rated on the basis of
specified attributes which together are seen to account for the

important differences between the objects.,

62.
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Given such data; multiple discriminant analysis is a powerful
technique for determining the dimensions which best discriminatg
between the objecté. The procedure involves first finding the
weighted combination of attributes which discriminates most among
objects, maximizing an F-ratio of between-object to within-object
variance, Second and subsequent weighted combinations are found
which discriminate maximally among objects; within the constraint

that they all be uncorrelated with one anocther.

Having determined as many discriminating dimensions as possible,
average scores can be used to plot products‘on each dimension and
hence to locate them in multidimensional space. Distances between
pairs of objects in this space reflect the amount of discrimination

between themn.

The application of multiple discriminant analysis in market
segmentation analysis is the subject of specific discussion in a

recent paper by Johnson (1971).

This technique represents a relatively recent methodological
development which has the advantage over the two techniques already
described that it does not require interval data. Nor is it necessary
to determine in advance salient attributes of the objects to function

as scale constructs.

It is termed a 'nonmetric' technique since the input data is
ordinal; but, a further positive advantage of nonmetric multi-
dimensional scaling is that, although the data is ordinal, it is
seen to.possess latent interval properties. This follows from the
pioneer research in this area by Coombs (1950) who noted that, where

the existence of a unit of measurement is not assumed, it is still



64,

possible to order the magnitude of the intervals between objects,

and hence to define an ''ordered metric' for a psychological scale.

The data is provided by respondents making judgements of the
relative similarity of the objects under study. This may involve
respondents specifying which two objects of a set of three they
perceive to be most or least similar;  alternatively, they may be
asked to indicate a most similar pair among a set of paired objects;
or thirdly, data may be derived from a rank-ordering of k-1 objects

in terms of similarity with the kth.

From this data it is possible to rank order each object pair in
terms of '"subjective" similarity. The rank order is then submitted to
a computer algorithm which develops a spatial configuration represent-
ing the data. The dimensionaiity of the space produced is minimised

on the basis of a predetermined 'goodness of fit' constraint.

The dimensions represent perceived characteristics of the objects;
each object has a point location in the space. The positions of the
respondents on‘these dimensions are represented by ‘ideal' points
derived from each respondent's rank ordered preferences for the objects.
The latent interval properties of this technique are such that it is
possible to infer a measure of similarity between two objects from the
distance separating the two points representing them. It follows that
the closer two points afe to each other the more.similar they are
perceived to be by the respondents, and the closer two 'ideal' points
are together the more similar are the preferences of the two respond-

ents thus represented.

The most comprehensive discussion of this technique in the context

of marketing analysis is that by Green and Carmone (1970).
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Each of the three techniques just described produces a multi-
dimensional space in which objects are represented by point locations.
In the context of store preference research, we can cdnceive of the
dimensions as definers of the structural components of preference,
and of each point location as representing the prefereﬁces of a

particular respondent,

Thergfore, in order to achieve the final objective of assigning
individuals to groups, which exhibit relative internal homogeneity
with respect to their preference structures, it is ﬁecessary to
identify the natural groupings in the data as it is distributed in

multidimensional space.

Over recent years a set of numerical procedures for classifying
objects has been developed, primarily in the area of biology, under
" the heading of numerical taxonomy (Sokal and Sneath, 1963). These
procedures are directly applicable to the problem of grouping objects

in multidimensional space.

The possibilities for applying numerical taxonomy in marketing
analysis have been reviewed by Frank and Green (1968). They point
out (p.1lO4) that the essential problem in taxonomic studies consists
of deciding how to assign objects to groups such that within-group
similarity is maximised and between groﬁp differences are also maxi-
mised. Four other questions are seen as subsidiary to this basic issue:
1. How is the relativé positioning of points in the
multidimensional space to be determined? Three major

alternative.approaches to this question have been

discussed above,

2, What grouping process is to be used? A variety of

approaches are possible including hierarchical grouping
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routines, threshold or cut-off routines, Q-technique,

and space-density search routines.

3. What descriptive measures are appropriate for summarizing
the characteristics of each group? The cluster's centroid
may be used, or, in other instances, the profile of the

-object .closest to the group's centroid may function as the

- "representative profile",

4k, Are the groups so formed realiy different from each other?

This raises the question of what inferences can be drawn

from the results of cluster analyses. Frank and Green

(1968, p.121) suggest that, although numerical taxonomy

has obvious potential in marketing analysis, results

should be viewed with caution because of the ad hoc charac-

ter of many of the decisions made when applying clustering

techniques, They advise that the systematic study of

similarities and differences among the results of alterna-

tive procedures should be undertaken where possible.
It would seem therefore that numerical taxonomy provides a variety of
methods for deriving preference groups where the input data consists of
point locations of individuals in multidimensional preference space,
However, the results obtained must be accepted with caution since
different clustering techniques are likely to yield different solutioms,

while there seem to be no clearly defined criteria to guide the select-

ion of a specific technique,

D. SUMMARY,

This chapter has examined possible approaches to the definition
of store preference groups. A distinction was drawn between the
measurement of preference on the -basis of proxy variables such as
socio-economic characteristics, and the direct measurement of prefer-
ence in terms of how consumers evaluate the complex attributes of a
store environment, which, if was suggested, may constitute a measure-

ment of consumer attitudes.
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Where proxy variables have been used the determination of

store preference groups has normally involved subdividiné a- population
on the basis of a priori classes, for example social classes. However
this approach is limited by the fact that the relationship between
these a priori groups and store preference per se is not clearly under-
stood, Nevertheless, research studies were summarized which demon-
strate the utility of subdividingva population on the basis of income
and social class as a means of distinguishing between storé preference

groups.

‘The alternative approach is to group'individuals on the basis of
similarities in their preference structures, Since preference struct-
ures are seen to be multidimensional, they can best be described using
multivariate statistical procedures., Relevant procedures were discussed
and the épélicability of nume;ical taxonomy to the problem of group

definition was considered,

The inherent advantage of this agglomerative approach is that it
isolates the factors which seem directly to underlie the development
of store preferences. As such, this approach provides.a more precise
basis for predicting the purchasing behaviour of consumer groups. This
possibility proﬁises to become a focus of increased research interest
in conjunction with the development of the multivariate statistical

techniques required to process the complex data involved.

The pilot research project, described in chapter 5, illustrates
the use of some of the multivariate techniques mentioned here in

relation to the definition of clothing store preference groups.
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CHAPTER 4

THE ANALYSIS OF PREFERENCE ON THE BASIS OF CONSUMER ATTITUDES

A, INTRODUCTION.

In the previous chapter, it was suggested that the analysis of
preference may essentially involve the measurement of consumers'
attitudes towards stores, This possibility raises two questions which

form the focus of discussion in this chapter.

Firstly it is necessary to justify the isolation of attitudes
as the key variable in analysing preference, since it is clear (from
the model of consumer behaviour outlined in Chapter 2) that various

other psychological variables impinge upon individual purchasing.

Secondly, if attitude measurement is to provide a sound basis
for preference studies, it is necessary to assume a close relation-
ship between an individual's attitudes and his actual behaviour. The
nature of this relationship has been the subject of considerable
debate in the social psychological literature, as well as within
geography and marketing. A consideration of this issue is therefore

relevant in the present context.

B. ATTITUDE AS THE KEY VARIABLE IN PREFERENCE STUDIES.

(i) The Function of Attitudes in the Consumer Behaviour Model.

In seeking to.justify the selection of attitude as the key
variable in analysing store preference, it is necessary fo refer back
to the model of consumer behaviour discussed in Chapter 2. From
Figure 1 Qe see that a consumer's attitudes are regarded as a basic
component of the 'central control unit'. Moreover, these attitudes
are thought to be partly an outcome cf personality characteristics
(e.g. motives) and’partly an outcome of information stored from past

purchasing experience. The compound structure of attitudes, suggested
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by Engel's model, is consistent with McKeachie and Doyle's definition ;
they describe an attitude as '"an organisation of concepts, beliefs,
habits and motives associated with-a particular object." (McKeachie

and Doyle, 1966, p.560)

This is not to suggest that the personality characteristics
and the past experience of the consumer function solely as attitudinal
components; they each retain a unique function; but the organisation
of these various elements for the purpose of evaluating an object does
seem to be the distinguishing feature of attitude formation (Engel
et al, 1968, p.166),

A distinction is drawn in the model between 'values' and
'tattitudes'., The distinction is not totally clear but, it is suggested,
that "values are more basic and pervasive than attitudes and serve,
therefore, as a type of central organising variable for this more

specific evaluative orientation.'" (p.166)

The evaluative dimension of an attitude is further emphasised
in Osgood's operational definition: 'attitudes are learned and
implicit; they may be evoked by perceptual signs or linguistic signs;
they are predispositions to respond evaluatively to these signs; and
the evaluative predisposition may fall anywhere along a scale from
'extremely favourable' through 'neutral' to 'extremely unfavourable'"”

(Osgood, 1965).

From this it would seem that an individual's basis for evalua-
ting objects is closely related to his attitudes. As was pointed.out
in thé previous chapter, in analysing individual store preferences, the
essential concern is to understand the evaluative structure which
consumers apply to the complexity of the retail environment. The

measurement of consumer attitudes is therefore clearly an appropriate
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methodology to advance understanding in this regard.

(ii) The Ordering Function of Attitudes.

In Chapter 2 (p.41), it was suggested that preferences
essentially serve as a means of establishing order at the consumer-
store interface, Preferences are therefore a stabilising force
within a dynamic behavioural system, enabling individuals to achieve
consistently satisfying outcomes within a complex environmental

setting.

Similar stabilising and ordering functions have been attributed
to attitudes. Katz (1960) discusses the order creating function of
attitude formation., He recognises that no one can exist for long in
an unorganised, chaotic universe, and that attitudes satisfy the neéd
for order by providing standards for evaluating and understanding the
environment. Once order has beeﬁ achieved, the individual is reluctant
to allow conflict and hence disorder to interfere, with the result that

attitudes tend to be fairly permanent,

Cantril (1934) noted the permanency and consistency of attitudes
in his definition: '"an attitude is a more or less permanently endur-
ing state of readiness of mental organisation which predisposes an
individual to react in a characteristic way to any object or situation

with which it is related."

The resistance of consumer attitudes to change has been
thoroughly discussed in the marketing literature, in relation to the
development of effective promotional strategy. In reviewing the
research in this area, Engel et al (-1968,. pp 224-25) conclude that
marketing strategy is not likely to be successful if it contradicts
strongly held attitudes of the consumers it seeks to aftract. Promo-

tions which are inconsistent in this way are more likely to be screened
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out by the consumer through selective perception, distortion and
retention of incoming stimuli. In short, it seems that advertisers
have little hope of changing customer preferences unless the individ-

ual is willing to allow his preferences to be challenged.

The ordering and stabilising functions performed by attitudes
are apparently congruent with the functions attributed to preference
formation in earlier discussion; and this underlines the appropriate-

ness of attitude measurement in preference analysis.

(iii) Attitude Measurement in Spatial Image Studies.

Preferences are formed as the result of the individual evaluating
the perceived characteristics of store environments. As was stated
in Chapter 2, this has led to the view that individuals select stores
on the basis of the images they hold. 1In this regard, the consumer's
set of store images is closely related to his preferences. It is
significant, therefore; that attitude measurement has been suggested

as a method for determining spatial images.,

Downs (1970a) has noted the relevance of attifude theory in the
field of geographic space perception studies, and more specifically,
he suggests that important parallels exist between the concepts of an
'image' and an 'attitude', He cites the work of Kates (1967) as
illustratiye of the application of attitude theory in space perception
research, At another point in the same paper, he discusses the
"evaluative approach" to space perception research (pp 80-81), and
here again atfitude theory would appeér to be a very relevant consider-

ation.

The relevance of attitude theory and measurement with respect to
store image studies is specifically discussed in a thesis by Becker

(1967). As noted previously, in Chapter 1, Becker conceives of an
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individual's "image' of_a store as an outgrowth of his 'attitudes'.
The image concept is seen as a convenient way of summarising the
combined effects of various attitudes towards stores. Moreover, it
is implied that, through the formation of images, the consumer's

attitudes determine store préference and selection.

In summary, because of the close relationship which is taken
to exist between the formation of spatial images and preferences, the
applicability of attitude measurement in relation to the former is
seen to justify further the focal importance of attitudes in preference

analysis.

(iv) Attitudes and Preference - Illustrative Studies.

The importance of attitudes in preference analysis is emphasised
by studies undertaken by social psychologists on behalf of retail firms.
To a large extent, research in this area is not reported in the market-
ing literature because of the confidential nature of the findings.
However, papers by Gruen and Gruen (1966 and 1967) indicate the kind

of investigation that is being carried out.

In discussing the determination of an optimal location of a new
outlet for a multi-store.retail firm, they suggest the use of attitude
measures to determine the profilels) 6f the consumer group(s) which
patronise existing stores. A survey of consumer attitudes is recommended
in the market areas of the alternate sites for the new outlet in order
to determine the kind of store preferred by local consumers. The number
.0f possible sites is thereby reduced to those where the consumer prefer-
ences are most congruent with the identity of the firm, as established
and maintained by its existing outlets. A change in firm identity at
a new location is not advised since this will affect the image of the

firm as a whole, and may have a detrimental effect on sales at existing
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outlets{

The attitude data is used in combination with demographic
statistics of the market areas as a basis for predicting the number of
consumers who would shop at each of the alternate sites. From these
predictions, it is possible to isolate the 'optimum’ site for the

location of a new store.

The adoption of this research methodology clearly assumes that
attitude measurement provides a sound basis for defining consumer
preferences., There is also the further implication that the adoption
of a strategy which is inconsistent with the established attitudes of
existing customers may lead to a loss of sales. This reflects the
earlier suggestion that consumer attitudes are not easily changed and

that marketing strategy should be consistent with existing preferences.

A study by Murphy (1970) demonstrates the significant influence
of attitudes on recreational and shopping preferences. His basic
hypothesis was that the attitude strength of an individual toward any
given destination will vary over distance and.will influence the
frequency with which the individual will patronise the given destination.
Murphy found that attitudes towards a chosen alternative and attitudes
towards competitors combined to explain up to 50 per cent of the varia-
tions in spatial behaviour. This‘evidence gives some indication of the
importance of attitude strength as a variable in analyses of space

preference and spatial behaviour.

(v) Conclusion.

From the preceding discussion, it seems that the selection of the
attitude concept as the key variable in preferénce analysis can be
supported on various grounds., The importance of attitudes is confirmed

by their role within the model of consumer behaviour outlined in a
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previous chapter; attitudes perform an ordering and stabilising

function which is congruent with the function of preference; attitudes
have formed the basis for defining an individual's spatial images which,
in the form of store images, are seen tovbe an integral part of prefer-
ence formation; furthermore, research studies suggest that attitude
measurement provides a valid basis for determining consumer store

preferences.,

Attention now turns to a discussion of the second issue, concern-

ing the nature of the relationship between attitudes and behaviour.

C. ATTITUDES AND BEHAVIOUR.

(i) Geographical Scepticism.

Definitions of attitude have been many and various, but it is
significant that they have commonly stated the existence of a close
relationship between an individual's attitudes towards an object and

his behaviour with respect to that object.

Allport (1934) reviewed a varied selection of definitions, and
synthesised the common elements he observed to formulate a further
definition, which has perhaps been the most widely quoted in the
behavioural research literature, He defined an attitude as: "a mental
and neural state of readiness, organised through experience, exerting
a directive or dynamic influence upon the individual's response to all
objecté and situations with which it is related." This definition
clearly assumes a strong relationship between attitudes and behavioural

response towards specified objects.

However, in the geographical literature, Harvey (1969) has
suggested that a person's attitude towards an object is not a major
determinant of his behaviour, and he concludes that, if this is the.case,

"then we can afford largely to ignore the problem of attifudes in seeking
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for a cognitive behavioural location theory.,'" His scepticism is

based on social psychological research findings and specifically those

of Fishbein (1967).

Downs (1970a, p.89ff) also sees in Fishbein's research a cause
for caution in trying to produce pre&ictive models for behaviour based on
an individual's perception and images. On the'other hand, Golledge (1970)
is more optimistic with regard to the application of attitude sfudies
in analysing spatial behaviour. 1In any event, it would seem that

Fishbein's comments justify consideration.

(ii) Fishbein's Findings.

Although social psychologists have frequently defined attitude as
a multicomponent concept - consisting of cognitive, affective and
conative domains -~ measures of attitude have been essentially unidimens-
bional, attempting to ascertain in a single score the individual's degree
of feeling toward the attitude object in question. Thus Fishbein (1967,
p.479) concludes that: '"this hypothetical variable we call an 'attitude'
can be measured by considering either beliefs or behavioural intentions

or by attempting to get at evaluation per se."

In fact, rather than viewing beliefs and behavioural intentionms
as part of attitude, Fishbein prefers to define them independently, and
to view them as phenomena that are related to attitudes; in other words,
he sees beliefs and behavioural intentions as determinants or consequents

of an individual's attitude. It follows that it is insufficient to

investigate the relationship between attitudes and behaviour in isolationj
rather, it is necessary to consider the interrelatibns befween at least
four concepts, those of attitude, belief, behavioural intention, and
behaviour. The failure to consider this set of interrelationships is

seen to explain why the measurement of attitudes alone has not served as
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an accurate basis for predicting behaviour.

In terms of the relations hetween beliefs and attitudes,.
Fishbein argues that in many cases an individual's attitude toward
a class of people or objects has been méasured and this attitude has
been used in an attempt to predict the individual's bebaviour with
respect to a particular member of that class. Thus a respondent's
attitude toward 'Negroes' is frequently ﬁeasured, and then an attempt
is made to predict his behaviour with respect to a particular Negro
individual. However, it seems very unlikely that the subject's beliefs
about this particular Negro are even similar to his beliefs about
'Negroes in general'., Hence, it seems féirly obvious that '"the chances
of predicting behaviour from attitude are practically nil until at

least we start measuring attitudes toward the appropriate stimuli."(p.480)

A second possible reason for failure to predict behaviour from
attitudes is simply that the particular behaviour being studied may be
completely or partially unrelated to attitude; this is hardly surprising
si#ce most investigators believe that any behaviour is determined by a
large number of variables and, as Fishbein himself maintains, beliefs
and behavioural intentions may function as determinants qf a specific
behaviour independent of attitude. Fishbein is therefore led to suggest
that even if attitude measures wére designed to take account of sets of
beliefs and types of behavioural intentions in combination with attitudes
per se, the chances would still be high that the behaviour could not be

predicted.

In conclusion, he develops a model which does not assume a strong
relationship between attitude and behaviour, but rather emphasises the
importance of situational, motivational and normative variables as

factors influencing overt behaviour. This model states that "an individ-
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ual's intention to perform any behaviour (and his actual performance
of the behaviour) is a function of (1) his attitude toward performing
the behaviour in a given situation, and (2) the norms governing that
behaviour in that situation and his motivation to comply with those

norms." (p.489)

This modified view of the relationéhip between attitudes and
behaviour doubtless constitutes a conceptual advance, but it is not
clear to what extent the proposed model can be operationalised. The
need to assess the relevant norms and the individual's motivation to
coﬁply with those norms introduces extreme measurement problems and it

is uncertain how these could be satisfactorily overcome.

Nevertheless, this is not to deny the basic significance of
Fishbein's comments, As a result, it would be naive to regard the
attitude concept as a panacea in analyses of spatial preference and
behaviour; at the same time, there does not seem to be total justifi-
cation for accepting Harvey's contention either and therefore dismiss-

ing the possibility of utilising the concept altogether.

As Fishbein points out, some of the problems associated with
predicting behaviour on the basis of attitudes can be overcome if care
is taken to ensure that we measure attitudeé towards the appropriate
stimuli, vis-a-vis the behaviours we are attemptiﬁg to predict. Equally,
we can be more confident in using attitude measures if we are first
éatisfied that a sphere of attitudes exists inlrelation to the partic-

ular behaviour under investigation.

(iii) Attitudes and the Nature of the Behaviour under Study.

There is a basis for arguing that the use of attitude measurement
in analysing spatial preferences and behaviour may be more reliable

than Fishbein's findings suggest because of the very nature of the
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behaviour itself. It may have been the controversial nature of the
issues that social psychologists have frequently attempted to study
using attitude measurement which has contributed to their inability

to predict overt behaviour with accuracy.

For example, LaPiere (1934) investigated the consistency between
the attitudes and behaviour of hotel proprietors with respect to
Chinese guests. He reports that he accompanied a Chinese during a
two year period of travel within the United States and only once were
they refused service at any of the hotels and restaurants they visited
during that time. Six months after an establishment had been visited,
the proprietor was sent a questionnaire which included the question:
"Will you accept members of the Chinese race as guests in your establish-
ment?" Replies were received from 128 of the establishments that had
been visited previously and the outcome was that 91 per cent of the
restaurant proprietors and 92 per cent of the hotel managers replied

"No" in answer to that particular question.

The complications involved in measuring attitudes involving
controversial issues is further illustrated by Fendrich (1967), when
investigating the consistency between the stated attitudes and overt
behaviour of whités with respect to their interaction with Negroes.
‘He found that "verbal attitudes can be either consistent or inconsis-
tent with overt behaviour, depending upon the way respondents define
the attitude measurement situation."(p.355) The references that
Fendrich lists underline the extent to which thé consistency between
attitudes and behaviour has been tested in relation to controversial
issues., It is therefore reasonable to suggest that greater consist-
ency might be expected in less contentious situations of which measur-

ing attitudes towards stores and their characteristics might be one.
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Support for this supposition is to be found in the fact that several
marketing studies show rather convincingly that a knowledge of
attitudes provides a realistic basis upoﬁ which to predict behaviour.

(American Marketing Association, 1966 and 1968)

A further factor favouring the application of attitude measure-
ment in studies of consumer spatial preferences and behaviour is that
the accuracy of predicting behaviour from stated attitudes has been
shown to be related to the familiarity of the subject with the partic-
ular activity under investigation. (Murphy and Golledge, 1971) Clearly
shopping is one activity with which subjects can be expected to have

quife a high degree of familiarity.

(iv) Conclusion.

From this discussion it would seem that there are grounds for
cautious optimism in assuming a close relationship between consumer
attitudes and behaviour, Fishbein has indicated the necessity for
caution, and the weaknesses that have characterised the application of
attitude measurement in the past, If these cautions are recognised
and applied, we can be somewhat optimistic about.the reliability of
measuring attitudes in seeking to analyse consumer spatial preferences
and behaviour, particularly as our attention is.focussed on relatively

familiar and non-controversial activities.

D. SUMMARY.
Discussion in this chapter has centred on two fundamental issues
arising from the proposition that store preferences can be defined on

the basis of measuring consumer attitudes towards stores.

Various arguments were put forward to support the selection of
attitude as the key variable in preference studies. Further, it was

argued that there is justification for assuming a close relationship
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between attitudes and behaviour in the context of consumer behaviour
research, although careful consideration should be given to the

cautionary findings of social psychologists in this regard.

It is not considered necessary to discuss the various attitude
scaling techniques since these have frequently been described and
reviewed in the existing literature. The most comprehensive discussion

is found in Fishbein (1967a).
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CHAPTER 5.

AN EMPIRICAL ANALYSIS OF CLOTHING STORE PREFERENCE DIMENSIONS
AND PREFERENCE GROUPS.

A, INTRODUCTION

This chapter describes the results of a pilot research project
which Qas designed to investigate the structure of consumer prefer-
ences for clothing stores, and, subsequently, to define consumer
groups exhibiting relatively uniform preference structures. This
reseérch is therefore a direct outgrowth of the discussion in the

previous chapters.

In seeking to achieve these purposes, it was necessary to
determine those attributes of the store environment which are salient
in the formation of consumer pfeferences. Unstructured interviews
‘with a sample group of consumers formed the basis for data collection

in this regard.

Secondly, it was necessary to measure the importance that
consumers ascribe to these attributes. A second samplé group of
consumers completed questionnaires which supplied the data concerning
the direction and intenéity of feeling with respect to each of the

attributes.

Factor analysis was used tb reduce this data to a smaller number
of dimensions which are seen to f&rm the basis on which'preferences
are structured. Factor scores were computed for each respondent and
the application of a grouping procedure indentified individuals with

similar preference structures,

In earlier discussion, it was noted that the store preference
structures of consumers probably vary depending upon the type of

product to be purchased, In other words, the store attributes which
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are salient in preference formation will differ in relation to the

types of store which the consumer has'to evaluate,

It is seen as necessary therefore to define and measure attitudes
towards store attributes for a particular retail function rather than
for stores in general which has frequently been the approach in store
image studies, This is not to suggest that underlying dimensions do
not exist which are basic to the evaluation of stores irrespective of
.their particular retail functions., However, the existence of such a
structure is something which we should ;eek to uncovér in the course

of research rather than to assume its validity a_priori.

On this basis, research in the present study is restricted to
the analysis of clothing store preferences. Clothing stores were
selected for two basic reasons. Firstly, it was assumed that, when
purchasing major items of clothing, consumers normally evaluate and
compare a number of altérnative retail opportunities, which suggests
a conscious formation of preferences., Secondly, clothing is purchased
at frequent intervals by most consumers thereby allowing for the develop-
ment of relatively stable preference'strucéures. .On the basis of these
two considerations, it is assumed that definable clothing store prefer-
ences exist and that consumers are able to describe their preferences.
Clearly, these are two fundamental assumptions without which the research

findings can have little meaning.

Attention now turns to a detailed discussion of the data collect-
ion and analysis procedures employed.

B. THE DETERMINATION OF EVALUATIVE CRITERIA.

(i) Purpose.

It was seen as essential at the outset to determine the evaluative

criteria relevant to the c¢lass of objects under investigation, in this
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case, clothing stores. This is consistent with Kelvin's observation
regarding the starting point of attitude research studies in marketing
analysis; he has suggested that: '"in the first place attitude research
should aim at disclosiﬁg as much as possible of the pattern of attitudes

which exist vis-a-vis the product (store) type." (Kelvin, 1960, p.3l1)

The use of an a_priori listing of evaluative criteria based
either on past research or on intuition was not regarded as justifiable,
since this may have obscufed the true dimensions on which consumer
attitudes towards clothing stores are organised. For similar reasons,
Downs (1970), when analjsing the cognitive structure of an urban
shopping centre, began with a series of impromptu discussions with
women shoppers in order to help isolate the cognitive categories under-

lying the image of a shopping centre,

(ii) Method of Data Collection.

Interviews with female consumers served as the basis for deter-
mining evaluative c¢riteria., This reflects Eysenck's contention that:
"ideally the attitude analyst starts out with some preliminary open-
ended techniques for getting a feel for the situwation in order to
obtain material to develop a sensible hypothesis." (Eysenck, 1960,p.14)
The method therefore most appropriate to the purpose of identifying
variables to guide other phases of the research is that of the

'unstructured' or 'open-ended' interview,

This method has been described by Kerlinger in the following
terms: Yalthough the research purposes govern the questions asked,
their content, their sequence, and theif wording are entirely in the
hands of the interviewer. Ordinarily,‘no schedule is used. 1In other
words, the unstandardised, nonstructured interview is an open situation

in contrast to the standardised, structured interview, which is a
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closed situation. This does not mean that an unstandardised inter-
view is casual, It should be just as carefully planned as the standard-

ised one." (Kerlinger, 1964, p.469)

(iii) Sample Selection.

The subjects selected for interview were known personally by the
investigator. This was not seen to be of any disadvantage or a source
of bias, given that the information to be requested was essentially not
of a confidential nature, On the coﬁtrary the investigaﬁor's acquain-
tance with the subjects was regarded as an advantage since it facilitated
maximising the age range and socio-economic differentiation of the
sample group. The frequency distribution of the interviewees by age is
shown in Table IIT,

Table 111, Frequency Distribution of Interviewees by age.

AGE NO, OF INTERVIEWEES
UNDER 20 7
20-30 10
31-40 4
41-50 1
51-60 )
N = 27

(iv) Interview Procedure.

A few days prior to the interview date each of the subjects was

informed of the purpose of the research, and was asked to consider her

most recent major clothing purchase (eg. dress or coat) and the factors
which had influenced her choice of store. It was hoped that in this
way the subjects would find it easier to verbalise their experiences
during the interview than if they had had no prior indication of the

kind of information to be requested.

In each interview the subject was asked to describe her most
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recent clothes shopping experience, and, in the course of this
account, to specify, where possible, those factors which she felt

had guided her choice of store. In the subsequent stages of the
interview the investigator attempted to interject as little as
possible. Clearly, the subject could have been asked a series of
questions to the effect: "...do display features influence you?...

do you prefer small stores?...is convenient parking important?..." and
so on. But, it was felt that by proceeding in that way the subject
might merely confirm the investigator's preconceptions without actually
stating the factors that she herself felt to be of most importance to
her when choosing a store at which to make clothing purchases. In
which case the investigator could have saved time by compiling an

a priori list of evaluative criteria, and have dispensed with the

interview stage altogether.

The fact that the subjects had been given time to consider
their shopping experiences before being interviewed probably contributed
to the investigator's ability to avoid over-frequent interjections. It
was commonly only necessary to intervene when a subject was finding
difficulty in verbalising some concept of her shopping experience; any

direction given in such instances could be considered a source of bias.

The criteria which each subject suggested had directed her store
selection were recorded verbatim., The approximate length of each inter-

view was forty five minutes.

(v) Results.

The twenty seven interviews resulted in a list of one hundred
and seventy two evaluative criteria. Some items were eséentially
synonymous with others although their wording differed slightly. Some

of the criteria were frequently mentioned, while others were only
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mentioned by one interviewee.

Each subject had been asked to distinguish between those
criteria which disposed her positively towards a store and those which
resulted in a negative disposition., 111 criteria were suggested as
positive influences and 61 as negative influences. However, it is
doubt ful to what extent a muﬁualiy exclusive division can be drawn
between positive and negative influences since certain criteria might

be considered positive by some consumers and negative by others.

A complete list of the suggested criteria is given in Table IV.
They are ordered on the basis of frequency of occurrence., A plus or
minus sign indicates whether a particular item was suggested as a

positive or negative influence,

The frequency distribution of the items gives some very general
indication of the relative importance of various criteria as bases for
preference formation., But, given the small size of the sample group,
any conclusions drawn are inevitably tenuous, and, therefore, each item
was regarded as equally significant for the purpose of subsequent data

collection and analysis.

The items listed range along a specificity-generality continuum.
This suggests that some consumers evaluate stores on the basis of
general criteria, whe;eas qthers can specify much more detailed attri-
butes of the store environment as being influential in their preférence

formation,

Although this list of evaluative criteria is more detailed than
those discussed in Chapter 2, the existence of common broad categories
can be noted. Such categories include price, quality, location, personnel

and advertising., However, it does not necessarily follow that these cate-

gories are synonymous with the dimensions on which preferences are formed.



Table IV. Evaluative Criteria.

ITEM

Aggressive assistants (-)

Good quality products (+)

Ease of returning goods (+)
Selection of goods (+)

Good reputation (+)

Favourable past experience (+)
Good value for money (+)

Sales offers/special promotions (+)
Advertised goods (+)

Being left alone to browse (+)
Stock of suitably styled goods (+)
Crowded store (-)

Convenient to home (+)
Well-organised layout (+)
Convenient for parking (+)
Suitably priced goods (+) '

Stock of non-standardised goods (+)
Attractive window display (+)
Convenient for bus (+)

Colourful displays (+)

Interesting display (+)

Being recognised by the assistants (+)

Being familiar with the store (+)
Too expensive goods (-)

Cluttered display (=)

Location near other stores used (+)
Well-carpeted store (+)
Non-pressurising assistants (+)
Being able to feel anonymous (+)
Colour of goods stocked (+)
Background music (+)

Disorganised layout (-)

Bad past experience (=)

Jumbled arrangement of goods (-)
Holding a charge account (+)

FREQUENCY

WHFEFHEFFEFEFAFUIVMVTUVNUV OO0 000 WO

ITEM

Stock of fashionable goods (+)
Post-purchase satisfaction (+)
Multiple purchasing opportunities (+)
Quiet store (+)

Spacious layout (+)

Airy atmosphere. (+)

Tasteful displays (+)

Trustworthy store (+)

Mature clerks (+)

Professional sales staff (+)
Partitioned layout (+)

Good lighting (+)

Insincerity of sales staff (=)

Low quality merchandise (-)

Close scrutiny by assistants (-)
Empty store (=)

Feeling conspicuous (-)

Ease of obtaining charge account (+)
Personnel oriented to the young (+)
Atmosphere oriented to the young (+)
Knowledgable sales staff (+)

Stock of brand name goods (+)

Easy to find goods (+)

Convenient to workplace (+)

Sincere personnel (+)

Good provision of mirrors (+)
Boutique-type store (+)

Exclusively tailored items (+)
Centrally located (+)

Subdued lighting (+)

Well-spaced racks (+)

Delivery service (+)

Clean store (+) ,

Clearly tagged items (+)

Ease of exit (+)

FREQUENCY
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ITEM FRE

Easily distinguishable personnel (+)
Inconvenient location (-)

Cheap atmosphere (=)

Cramped layout (-)

Standardised items (-)

Poor service (-)

Rushed selling (<)

Confusing display (-)

Bargain basement atmosphere (-)

Rock music playing (-)

Location in depressing area (-)

No pressure on time payments (+)
Stocking correct size (+)

Interested personnel (+)

Money back guarantee (+)

Being able to try on goods at home (+)
Assistants with pleasing personalities (+)
Assistants unperturbed by no sale (+)
- Range of medium priced goods (+)
Conservative style of goods (+)

Store which stands behind its goods (+)
Concise arrangement of goods (+)

Empty store (%)

Reliable pricing (+)

Attractive displays (+)

Expenditure on decor (+)

Post-purchase services (+)

Assistants near at hand (+)

Well-made items (+) '

Items made from quality materials (+)
Well-written signs/labels (+)

Use of attractive models (+)

Exclusive atmosphere(+)

Clerks dressed in line with own taste (+)
Mixed lighting (+)

Desirable items in the window (+)
Young window models (+)

Exclusively designed items (+)

Style of packaging (+)

Comprehensive display (+)

UENCY
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- ITEM

Texture of goods (+)

Young personnel (+)

Casually dressed sales staff (+)
Independently operated store (+)
Selective buying (+) .

Peer group personnel (+)
Prominent displays (+)
Complementary items in window display (+)
Location in pleasant area (+)
Small store (+)

Calm atmosphere (+)

Wooden fittings (+)
Established-looking store (+)
Discretely priced goods (+)
Stock of British goods (+)
Modern store (+)
Air-conditioning (+)

Location in quality area (+)
One-floor store (+)

Luxurious setting (+)

Coats arranged around walls (+)
Nice dressing rooms (+)

Off the ground floor (+)

Display suggestive of bargains (+)
Impersonal assistants (-)
Failing to stock correct size (-)
Stylish goods (=)

Specialty store (-)

Poor store services (-)

Very modern store (-)

Suspicious atmosphere (-)
Salon-type atmosphere (=)
Misleading advertising (=)

Not being allowed to browse (=)
Stock of Japanese goods (-)
Having to pay for decor (-)
Amateurishly printed signs/labels (-)
Bullying by other customers (-)
Excessive advertising (-)

Dominant smells (-)

FREQUENCY
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ITEM FRE 1.

Narrow aisles (<)

Unpartitioned shop floor (- )

Harsh lighting (-)

Major retail organisations (-) .
Very wide selection (=)
Disinterested sales staff (=)
Large price tags (=)

Chrome fittings (-)

Dirty store (-)

Near bankrupt store (-)

No opportunity to try on goods (-)
Use of dull colours (-)

Goods scattered over a wide area (-)
Very quiet store (-)

Checking in/out of dressing rooms (-)
Self-service (-)

Frequent sales offers (-)

Modish assistants (-)

Elderly assistants (-)

01d stock (-)

Noisy store (-)

FHREPFEFPRHEFRREREPREREFE R RRE R g
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The purpose of the next stage of the research was to reduce this
list of criteria to a smaller number of underlying dimensions in order

to identify the structure of clothing store preferences.

C. THE ANALYSIS OF PREFERENCE DIMENSIONS.

(i) Development of the Questionnaire.

The interview stage determined attributes of the store environ-
ment which are apparently salient in the formation of consumer prefer-
ences., In order to isolate the evaluative dimensions on which prefer-
ences are structured it was necessary to measure the importance Phat
consumers ascribe to these attributes when selecting a store at which
to purchase clothing. For this purpose a questionnaire was developed

incorporating the criteria listed in Table IV,

It was decided to include all of the criteria suggested in the
course of the interviews, This decision was made on the basis that
a subjective editing at this stage would have introduced an unwanted

source of bias. The fact that a number of ﬂredundant' criteria were
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therefore retained was not regarded as a disadvantage since the
subsequent analysis was'seen“to provide a more valid basis on which

to determine redundant Variableé. In addition, the retention of seem-
ingly synonymous criteria provided a measure of data reliability in

the form of internal consistency checks.,

The items were listed in a random order in the questionnaire.
This served to ensure a random distribution of positive and negative

items, and hence to reduce the possibility of response set error.

Two item rotations were employed. The purpose of this was to
avoid items being scored in the same sequence by all resﬁondents. This
was seen to be importgnt given the exhaustive length of the question-
naire. It is debatab}e_whether schedule length and data reliability
are inversely relateq, but the use of different item rotations serves

to minimise the possibility of error being introduced from this source.

The scaling procedure employed to measure the attitudes of
consumers towards the various store attributes\déscribed by the
criteria represents a modification of a Likert scale. (Likert, 1932)
Each respondent was asked to score each of the criteria on a scale
ranging from '1' to '10', where 'l' was to indicate an item of no
importance when selectipg a store at which to purchase clothing and
'10" indicated an item of great importance. 1Items which were felt to
be important negative influences were to be scored in the same way
except that a minus sign was to be used to indicate negétive valence.
(It transpired that most respondents used a twenty-one point scale

ranging from -10 to +10 with a mid-point zero.)

Items relating to demogragphic and socio-economic variables were
also included in the questionnaire. Each respondent was asked to give

details with respect to age, sex, marital status, occupation, educationm,
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financial status and clothing expenditure. The purpose of collecting
this information was to investigate whether systematic variations
existed between the respondents' attitudes and their demographic and

socio-economic characteristics.

The questionnaire which served as the basis for data collection

appears in the appendix.

(ii) Sample Selection.

Quéstionnaireé weré distributed to members of a first year under-
graduate geography class at the University of British Columbia. Those
students living at home were given additional questionnaires for their
parents to complete., Approximately 250 questionnaires were distributed,
of which 120 were used as the basis for data analysis. The remaining

50 per cent were either not returned or were returned incomplete.

The use of convenience samples of this kind is common where the
research purpose is to identify underlying dimensions within complex

data sets as a basis for generating hypotheses for subsequent testing.l

The purpose in distributing the questionnaire to the parents of
the students was to increase the demographic and socio-economic
heterogeneity of the sample group in seeking to investigate the

relationships between attitude scores and consumer characteristics.

(iii) Data Analysis.

(a) Model selection

In Chapter 3 various methods for defining the underlying structure

of initial data sets were discussed; one of these, factor analysis, was

1 The environmental psychology literature provides a number of

examples of the use of convenience sampling procedures in research
contexts similar to the one discussed here; see, Downs (1970),
McKechnie (1971), and Peterson, Bishop and Neuman (1970).
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-

used in this pilot study. Factor analysis was selected as the most
appropriate multidimensional scaling model given the nature of the
data (i.e. scale scores on predetermined attributes), the nature of
the objects (i.e. clothing stores in general rather than specific

outlets), and the exploratory purpose of the investigation.

Factor analysis is useful in two résearch contexts; these are
(a) to explore variable areas in order to identify the factors presum-~
ably underlying the variables; (b) to test hypotheses about the relat-
ions among variables. (Kerlinger, 1964, p.680) The concern here is
with the first of these two purposes, since the aim is to examine the
relationships between the original variables (evaluative criteria)
and to derive common factors (preference dimensions) which.afe related
to the variables to varying degrees. The primary value of using factor
analysis in this way is to achieve conceptual clarification, and here
the specific concern is to clarify the concept of store preference by

identifying its underlying dimensions.

Analysis begins with the calculation of the correlation co-
efficients among all the variables. From these correlations it is
possible to derive linear expressions for each of the variables in
terms of some new factors in such a way that the linear model provides

an adequate fit to the observed data.

Factor analysis assumes thét the total variance of a variable j
is composed of common, specific and error variance. Common variance is
that portion of the variance which correlates with other variables;
specific variance is that portion of the total variance which does not
correlate with any other variable; and error variance is the chance

variance due to errors of sampling, measurement, unstandardised
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conditions of testing, and many other influences which may contribute
to unreliability. It is assumed to be uncorrelated with the reliable

variance and other error variance. (Fruchter, 1954, p.45)

The relationship between these various typeé of variance can
be described by the following linear equation where the total variance

of j equals 1.0,

2 2 2 2 2
3 + o o 8 0 00 l'.a . + s. + e .
je jr : J J

common variances or specific error

communality (hja) variance  variance

As this equation indicates, the communality of variable j is

determined by the sum of its independent common variances.

It is important to distinguish this "élassical" factor analysis
model from the principal components model. Whereas, in the case of
the cléssical factor model, each variable is described linearly in
terms of a number of common factors and a factor unique to the partic-
ular variable, in the principal components model each variable is

described in terms of common factors only.

Harman (1967, p.28) points out the operational distinction
between the two models in that "the values put in the diagonal of
the observed correlation matrix defermine what portions of the unit
variances are factored into common factors." 1In the case of the
classical factor analysis model, numbers approximating the communal-
'itiés are put in the diagonal of the correlation matrix, and the
subsequent factor solution involves both common and unique factors;
whereas, in the case of the principal componénts model, unities are

placed in the diagonal with the result that the factor solution must
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necessarily involve only common factors "since only common factor co-
efficients are involved in reproducing the correlations, and unities

must be reproduced." (Harman, 1968, p.147)

The initial factor matrix (ﬁ variables x m factors) can be
arrived at by various methods of which the most common is the principal
factor solution developed by Hotelling (1933). This method involves
defining axes which best describe the distribution of N individuals in
n dimensional space. These axes correspond to the factors. Factor 1
is defined in such a way that its contribution to the variance is
maximised, the second and succeeding factors are obtained such that

their contributions to the residual variances in each case are maximised.

This initial factor solution has an arbitrary reference basis,
and fof the purposes of factor interpretation a rotational procedure
is usually employed to derive a second factor matrix. Various
orthogonal or oblique solutions can be obtained. Of the orthogonal
solutions, the varimax method (Kaiser, 1958) is perhaps the most popular,

ahd this was used in the present analysis.

Criteria to guide the selectionvof a referenée basis for a factor
solution are outlined by Harman (1967, p.98) on the basis of Thurstone's
principle of 'simple structure'. (Thurstone, 1947) The 'simple struct-
ure' criterion facilitates factor interpretation since it involves
finding factors which are highly corfelated.with given clusters of
variables but which are uncorrelated with those indicees belonging to

the other clusters.

Once the rotated factor structure has been determined, it is
usual to compute factor scores which define the profiles for the N
individuvals in terms of the new hypothetical constructs., It is possible

to derive these factor scores by obtaining linear expressions for the
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factors in terms of the observed variables, and subsequently

substituting the values of such variables for each individual.

(c) Reduction of_the_variable set.

Prior to the factoring of the quesfionnaire data, it was necessary
to reduce the number of variables. A reduction was necessary for two
reasons: firstly, to eliminate suspected redundéncy in the initial set
of variables, since, in order to obtain a factor.structure which was
not simply a reflection of these redundancies, if was important that
they be identified and removed before factoring. Secondly, a reduction
in this particular case was necessary to satisfy the constraint of the

factor analysis model, that the number of observations exceed the

number of variables.

Correlation analysis was performed to serve as a basis for
identifying redundancies in the variable set. Where two or more concept-
nally synonymous variables were found to be highly intercorrelated,
only one variable was retained for inclusion in the factor analysis.

For example, 'attractive display’', 'colourful display' and 'tasteful
display' were highly intercorrelated and only 'tésteful display' was
retained; similarly, from 'quiet store!', 'very guiet store' and ‘noisy

store! only 'quiet store' was retained.

It is noteworthy that the occurrence of significant correlations
between intuitively similar variables provides confirmation on the
internal consistency of the subjects' responses. At‘the same time,
however, to assume that apparently 'similar' variables are in fact
synonymous on the basis of their being highly intercorrelated must be
recognised as a source of bias; equally, the selection of a.particular
variable from a set of two or more statistically related alternatives

inevitably introduces subjectivity. Nevertheless, it is argued that
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the degree of subjectivity introduced in this way is less than would

have occurred had the variable set been reduced prior to the adminis-

tration of the questionnaire,

Certain variables, which were not regarded as commonly signifi-
cant to consumers when selecting a clothing store, were predictably
characterised by low bivariate correiations (for example, 'coats
arranged around walls' and 'wooden racks'). These were usually items
which had been recorded only once during the interview stage. Such
variables were also excluded from the factor analysis since they were
judged not to contribute significantly to the definition of common

factors.

On the basis of these partly subjective criteria, the variable
set was reduced to 70. The selected variables are indicated in the

appendix,

The BMDX 72 factor analysis programme was used to process the
gquestionnaire data, Values in the diagonal of the correlation matrix
were initial communality estimates computed on the basis of squared
multiple correlations for a particular variable with respect to the
remaining variables. A varimax drthogoﬁal rotation was performed to
determine the factor structure, and factor scores were computed for’

each of the 120 observations.

The first stage of the analysis involved the formation of a
70x70 correlation matrix describing the association between the vari-
ables, Of the 4830 off-diagonal correlations, 917 (approximately

20 per cent) were significant at the .0l probability level. (n.d.f.=118)

As a basis for the initial factor solution the characteristic
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equations 6f the correlation matrix were computed; the roots of

these equations, termed eigen-values, serve as a guide for determining
the number of common factors to be extracted. It is usual to establish
a cut-off level for factoring at the point where the eigen-values fall
below a value of +1.0. 1In this case, ten factors with eigen-values
greater than +1.0 were extracted which together accounted for 55.5 per-

cent of the total variance.

The initial factor solution resulted in a 70 variables x 10
factors matrix which was then rotated to produce a second 70x10 matrix.
Elements in the rotated factor matrix éontained factor loadings which
comprise a measure of the correlations between the variables and the
factors. The rotated factor structure provided a reference basis for
factor interpretation., Table V shows the percentage of the total
variance accounted for by each factor, and the contribution made by
each factor to the common factor variance both before and after
rotation. Table VIshows the rotated factor matrix.

Table V.. Variances Accounted for by each Factor.

% of total variance % of common factor % of common factor

variance before variance after .
rotation rotation
Factor 1 22,268 40,12 13.80
Factor 2 10.922 19.68 18.19
Factor 3 5.179 9.33 1446
Factor 4 3,527 6.35 : 10.32
Factor 5 3.144 5.66 14.04
Factor 6 2.368 4,26 5.86
Factor 7 2.311 o 4.16 | 4.62
Factor 8 2.110 3.80 9.61
Factor 9 1.876 3.38 4.05
Factor 10 1.798 - T 3.24 5.0k

55.5 approx. 100.0 approx. 100.0 approx.
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The rotated factors are best described in terms of their
highest loading variables., Table VII lists the ten highest loading
variables on each factor, A distinction is drawn between those
variables which load higher on the factor they are describing than on
any other, and variables which 1§aded higher on a factor other than

the one they are describing (shown in parentheses).

Factor interpretation is inevitablylsubjective. Ideally, the
aim is to achieve a capsule description which crystallises the common
characteristic which has presumably resulted in'a set of variables
being clustered together on a particular factor dimension. However,
factor definition is rarely straightforward, since it may be the case
that dimensions represent clusters of seemingly unrelated variables.,
This is more especially a problem where factor analysis is employed
in an exploratory context, as in the present instance, as a priori
expectations with regard to factor structure are then seldom well-

defined.

The variables listed in Table VIlare used here to describe the
dimensions which underlie the respondents' evaluations of clothing

stores,

Examination of the variables loading highly on factor 1 leads
to the conclﬁsion that they have in common an association with
boutique-type stores appealing to a relatively young clientelle. TFor
this reason the concept of 'boutiqueness' is conjured to summarise

this evaluative dimension.

Variables describing factor 2 are clearly associated with low
quality stores, reflecting such in-store characteristics as the atmos-

phefe, service and arrangement of the goods. 'Cheapness' is seen to
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be an appropriate summary concept.

Factor 3 can perhaps be labelled a 'reliability' dimension.
The concept of reliability is seen to be related here to such
variables as good value, quality merchandise, and the reputation and

trustworthiness of the store,

Factor 4 represents a clustering of variables which commonly
define the qoncept of 'convenience'. Convenience perhaps extends
beyond the notion of the relafive locations of store .and home, and
store ana workplace, to factofs which make for ease of purchasing.

It is perhaps'for this reason that variables related to credit buyihg

load highest on this factor.,

Factor 5 brings together variables which imply the concept of
'exclusiveness'. This is seen to pertain to the characteristics of
the merchandise, the store facilities and the character of the neigh-

bourhood in which the store is located.

Factor 6 accounted for a low percentage of the common factor
variance, aﬁdvonly three variables have their highest loadings on
this dimension., These seem to be related to features of store arrange-

ment and layout.

Variables describing factor 7 are largely associated with 'display'

characteristics,

Factor 8 represents a clustering of variables which can perhaps
be described in terms of the concept of 'security', extending from
characteristics of store policy such as a money-back guarantee, and

from the dispositions and abilities of the personnel.

The positive loading variables on factor 9 relate to the concepts

of 'quietness' and 'calmness', while variables with negative loadings are
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Factor 1 Factor 2 Factor 3 Factor 4 Factor 5
"boutiqueness" ''cheapness'" ''reliability" '"convenience" Yexclusiveness"
ATMOYUNG POORSERV GOODVALU CONVHOME LEFTALON
(-.71) (-.76) (+.78) (-.63) (=.77)
YOUNGPER JUMBGOOD TRUSTORE CONVWORK NICEDRES
(-.70) (-.75) (+.74) (-.59) (-.66)
SALATMOS DIRTSTOR QUALMATS TIMEPAYS FASHGOOD
(-.65) (=.74%) (+.70) - (=.59) (-.64)
CASSTAFF CLUTDISP SELGOODS CHARGEAC CLEANSTO
(-.56) (-.71) (+.68) (-.54) (-.62)
ROCMUSIC HARLIGHT WELLMADE ADVGOODS CORRSIZE
("055) ('o?l) (+.65) ("c""?) (‘057)
EXPODECO DISORLAY RELIPRIC MAJORGAN CONCARRA
(-.52) (-.69) - (+.62) (-.46) (-.56)
WELLCARP RUSHSELL FAVEXPER (MODERSTO) ORGALAYO
(-050) (‘.68) (+057) ) (--45) (-054)
BOUTSTOR INSINCER CALMATMO (QUALAREA) STYLPACK
(-.48) (-.66) (+.49) (-.42) o (=.48)

" PARTLAYO SCRUTASS (MONEYBAC) (BRITGOOD) QUALAREA
(=-.44) (-.63) (+.42) (=.36) (-.47)
SMALSTOR CHEATMOS3 GOODREPU INTEPERS LOCSTORE
(-.43) (-.58) (+.42) (-.36) (-.45)
Factor 6 Factor 7 Factor 8 Factor 9 Factor 10
"display" "security" "noisiness"

EASEFIND EMPSTORE KNOWASSI QUISTORE FEELANON
(+.81) (=.53) (-.68) (+.42) (+.60)
SPACLAYO (LARGETAG) MONEYBAC (CALMATMO) ESTASTOR
(+075) ("c1+7) (’058) (+038) . (+056)
LARGETAG ATTRWIND INTEPERS (MISADVER) BRITGOOD
(+c54) (+ol+6) ('057) (+033) (+ol+o)
(FEELANON) (INTEDISP) WELLSIGN (GOODREPU) (STYLPACK) .
(+.24) (+.40) (=.50) (+.30) (+.34)
(TASTDISP) (DULLCOLO) (ORGALAYO) (EXCLITEM) (WELLCARP)

(+.24) (-.36) (-.49) (+.28) (+.28)
(ATTRWIND) (TASTDISP) CONVPARK (BARGBASE) (ATTRWIND)
(+.22) (+.32) (-.45) (-.28) (+.26)
(ADVGOODS) (MODERSTO) TASTDISP (ROCMUSIC) ( QUALAREA)
(+.21) (+.29) (-.42) (=.28) (+.25)
(TIMEPAYS) (MEDIPRIC) MEDIPRIC ( SCRUTASS) (TASTDISP)
(+.21) (+.28) (-.42) (+.28) (+.23)
(MAJORGAN) (MAJORGAN) (GOODREPU) (MEDIPRIC) { SMALSTOR)
(+.20) (+.22) (=.37) (=.22) (+.23)
(CONCARRA) (CLUTDISP) MODERSTO ( YOUNGPER) (CASSTAFF)
(+.19) (-.20) (=.35) (-.22) (+.21)

* The key to the variable abbreviations is found in the appendix.
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associated with noisy environments. The concept of 'noisiness'

perhaps therefore best describes this dimension.

Factor 10 is described by variables which are not obviously

related and interpretable in terms of a conceptual definition.

Although the specific concepts suggested here as a basis for
defining the factor dimensions are largely speculative, certain general

characteristics of the factor structure stand out clearly.

The factor structure does suggest the possibility that evalua-
tive dimensions transcend a simple classification in terms of general
and fangible criteria. Downs (1970) has suggested that the process
by which consumers collect, code, and evaluate information concerning
the retail environment may well reflect the importance of intangible
influences which may lack obvious physical referents. This is in
contrast to the evaluative concepts put forward in much of the existing
literature which are essentially coincident with tangible store charact-
eristics. These concepts were referred to earlier as general criteria
such as price, selection and quality of merchandise, store location and

S0 on,

There are indications in the results out;ined above of subtle
inter-relationships between specific aspects of these more general
criteria, which reflect the existence of less tangible conceptual
dimensions functioning as the basis for the evaluation of alternative
stores and for the subsequent development of store preferences. The
problem comes, as noted already, in attempting to define these
dimensions; but, in relation to the analysis of clothing store prefer-
ences, it seems that notions such as 'boutiqueness', 'cheapness',
‘reliability', 'convenience' and so on may be fundamental consideratioﬁs

on the basis of the data and methods used here.
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Clearly the validity of the structure of consumer retail prefer-
ence obtained depends to a large extent upon the‘validity of the imput
variables; A justifiable criticism of the use of factor analysis has
been that a desired result can easily be achieved if the input variables
are suitably selected, In this respect, the cognitivé structure of an
urban shopping centre derived by Downs (1970) is perhaps suspect. It
can be argued that he was inevitably able to confirm the cognitive
structure which he hypothesised simply as a result of the nature of the
variables he incorporated as the bipolar constructs of his research
instrument (see Table I1). The question therefore arises of whether his
results are solely a product of his research methodology, or whether
they do indeed reflect the structure of consumer images of an urban
shopping centre as they exist in reality. It is obviously necessary to
pose the same question in assessing the validity of the analysis and

results outlined above,

In the context of variable selection and measurement, Kunkel and
Berry (1968, p.25) have commented upon the weakness of using strﬁctured
techniques in analysing retail iﬁage dimensions. They conclude that,
where only structured techniques are employed, '"the resulting 'image'
is likely to be more highiy correlated with the instruﬁent than with
reality”. As an alternative'they advocate the use of unstructured
interviews and questionnaires as a means of isolating "critical image

components".

In the context of this pilot study, the comments of Kunkel and
Berry indicate a possible strength of the research methodology émployed.
This streﬁgth results from the use of unstructured interviews as a
basis for determining the set of evaluative criteria to be included

within the questionnaire, The purpose in so doing was to avoid the
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possibility of merely confirming what may have been false a priori
assumptions with regard to the structure of consumer retail prefer-

ences,

However, the use of unstructured techniques in variable selection
can only increase the liklihood of obtaining more valid results in so
far as all of the salient variables are uncovered. To have confidence
in this respect would seem to requirethat a large number of s#mble
interviews be conducted, involving interviewees drawn from a diversity
of demographic and socio-economic groupé. Althoﬁgh a cohscious attempt
to achieve this diversity was made in selecting the interviewees in
this study, there must be some queétion as to the adequacy of the

sample size,

It is possible to derive some confidence in the reliability of
the results from the fact that the dimensions described do coincide in
certain respects with the results of retail image studies. For example,
the concept of 'convenience' is commonly identified by Berry (1968),
Downs (1970), Fisk (1961) and Stephenson (1969). The concept of
'reliability' can be equated with‘Stephenson's"dependability} dimension,
and it is also apparently similar to the concept of 'reputation' as

derived by Downs and Berry.

However, it is hardly surprising to discover that in general the
results of this study demonstrate only a limited coincidence with
previous findings. The reason for this is seen to result from the fact
thatlthelresearch domain in this pilot study was limited to clothing
stores, This implies that the results are<only truly comparable to
those obtained in a similarly defined research context. Unfortunately,
the store image studies referred to, which are comparable in terms of

methodology, are not directly comparable in terms of the retail universe
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selected. For example, Berry's results relate to department stores,
Downs' to a shopping centre, Stephenson's to supermarkets, and Fisk's

results supposedly relate to stores in general.

The extent to which the reéearch domain can determine the
resulting dimensionsiof consumer preference is demonstrated by the
emergeﬁce of 'boutiqueness' as a major dimension in this study. It
seems likely that this concept in particular is peculiar to clothing
stores. It follows therefore that an assessment of the reliability of
the factor structure obtained cannot be éatisfactorily determined by
comparison with the results of previous studies; rather, it seems that
validation must await further analyses of consumer attitudes towards
clothing stores involving the use of different, and hopefully larger,

sample groups.

(iv) The Definition of Consumer Preference Groups.

As discussed previously, once the factor dimensions have been
determined it is possible to compute factor scores for each observation
(respondent). Each respondent therefore has a set of scores equal to

the number of factors which have been extracted, in this case ten.

These factor_scdres serve as a useful check on the orthogonality
of the factor dimensions. This check can be made by computing the
correlations between the factors on the basis of the factor scores.

The matrix of correlations between the factors outlined above is shown
in Table VIII.The very low intercorrelations confirm that the ten factors

are orthogonal.

As a result of the computation procedure employed, the factor
scores obtained were effectively standardised having therefore a zero

mean and standard deviation equal‘to one, The individual factor score



Table VIIT,Matrix of Correlations between the Factors.

Factor
Factor
Factor
Factor
Factor
Factor
Factor

Factor

O 00 N3 O\ Wy

Factor
Factor 10

1.000
0.013
.0.008
0.022
0.050
-0.00k4
-0,017
0.025
0.006
-=0.017

1.000
0.009
0.014

~0.009
0.003
0.017

-0.001
0.013

1.000
-0.006
-0.021

0,006

0.009
-0.048
0.012
0.006

1.000
0.025
-0.015
-0.012
0.043
-0.,038
-0.018

1,000
-0.009
-0.003

0,013
-0.009
-0.013

1.000
0.002
-0.016
0.007
0.014

1.000
-0.018 1.000

0.002 -0.016 1.000

0.021 -0.023 -0.003 1.000

*40T
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profiles are thus a measure of the relative importance attributed by

a particular respondent to the specified preference dimensions. It is
important to note that, since the factor scores were derived om the
basis of obtaining linear expressions for the factors in terms of the
observed variables, they are effectivelj weighted to reflect the pro-

portion of total variance accounted for by each factor.

Itvis very unlikely that any two respondents would have exactly
the same profile, but it is probable that the profiles of several
respondents would exhibit relative similarity. In other words, it is
likely that a number of consumers ascribe similar degrees of importance
to the dimensions described earlier when choosing between alternative
clothing stores. This suggests that the total number of respondents

can be reduced to a smaller number of distinguishable preference groups.

The problem of identifying 'natural! groupings of points as
distributed in multidimensional spaces was discussed in Chapter 3, and
the applicability of various taxonomic procedures in this regard was
noted. In the present context a hierarchical grouping ﬁrogramme (FACT
HGROUP) was used to aggregate respondents on the basis of similarities

in their factor score profiles,

This programme begins by defining each respondent as a group,
and then reduces these N (120) groups by a series of step decisions
until all N respondents have been classified into one or other of two
groups. More specifically, this clustering technique compares a series
of N score profiles over a series of K (10) variables and pfogressively
associates them into groups in sﬁch a way as to minimise an overall
estimate of variation within clusters. In each of the series of steps

the technique combines some pair of groups, thus reducing the number of
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groups by one in each step. The-criterion to determine which pair
is to be combined is established'on a_basis of profile similarity
where the total within group variatiqn is the function to be minimally
increased at each step in the process. Profile similarity is measured
in terms of the distances separating the N points in the k dimensional

space, and distances are recomputed after each step.

Any grouping analysis inevitably involves a decision as to how
many groups to study. The essential criterion on which to base this
decision is the index of cumulative error which increases as the
number of groups is reduged in the case of a hierarchical procedure.
Examination of the stgp-wise changes in the value of the error ternm
usually reveals a particular stage(s) where a noticeable error jump
occurs, The number of groups defined in the stage preceding this
jump is seen to be especially_worthy of study since reduction to the
next stage would involve a substantially large increése in error. This
criterion is normally combined with a consideration of the approximate
number of groups required to determine the specific number of éroups

to be analysed.

In grouping the factor scores iﬁ the present analysis, a notice-
able jump in the error terﬁ was apparent in reducing the number of
groups from ten to nine, It was decided therefore to examine the
characteristics of the ten groups. Six of these ten‘groups accounted
for all bt five of the 120 respondents and attention was concentrated

on the profileé of these six groups.

Ideally, the 'representative profile' for a group is obtained
by examining the characteristics of the group centroid. Unfortunately, .
since there was no programme available which defined the group centroid,

it was necessary to approximate the centroid by computing the ten mean



factor scores for each group on the basis of the scores of the group

members; these are listed in Table 'IX., Group profiles were then drawn

using these mean factor score values and these are shown in Figure 3.

Profiles are shown for each of the six groups separately, and they
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can be compared by examining the superimposed profile graph (figure 3g).

Table IX. Group Mean Factor Scores. *

Factor 1
Factor 2
FPactor 3
Factor 4
Factor 5
Factor 6
Factor 7
Factor 8
Factor 9
Factor 10

A
-0.796
0.996
0.125
0.392
0.178
0.068
0.229
-0.550
0.399
-0.620

B
0.599
-0.042
-0.747
0,664
0.608
-0, blhl
-0.190
0.638
0,006
0.084

o
0.358
-0.177
0.278
0.482
-0.055
-0.262
-0,118
-0.135
-0.955
-0.376

b
0,49k
0.757
-0.317
-0,718

- -0.325

-0.055
0.174
0.436

-0.207
0.628

E
-0.469
-0.982
0.192
-0.,217
-0.351
0.247
0.224
-0.200
0.310
0.334

F
1.212
0.723
0.460

-0.768

-0.507

-0.054

-0.318

-0.816
0.491
0.187

* In constructing the factor score profiles, the valences of the mean
values were reversed for those factors which were negatively defined

(ie., factors: 1, 2, &4, 5, 7, 8)

In terms of the factor interpretation outlined above, the major

characteristics of the group profiles can be described as follows.

Group 1 respondents attributed positive importance to 'boutique-

ness', and 'security', and negative importance to 'cheapness', while

being essentially indifferent to 'convenience'; 'reliability', and

'exclusiveness' when selecting a clothing store.

Group 2 members

attributed negative importance to 'boutiqueness', 'reliability',

‘convenience' and 'exclusiveness' and were relatively indifferent to

the other dimensions.
positive importance on 'reliability' and negative importance on

'noisiness!

and 'boutiqueness',

Group 3> represented individuals who placed

Group 4 consumers placed positive
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Figure 3. Group Profiles.
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importénce on 'convenience' and to a lesser extent on 'boutiqueness’
and negative importance on 'cheapness'. Group 5 members attributed
positive importance to 'cheapness' and to a lesser extent 'boutique-
ness' 'exclusiveness' and 'convenience'; and Group 6 individuals
placed positive importance on 'convenience', 'security' and
'exclusiveness' and negative importance on 'boutiéueness' and

‘cheapness'.,

It should be recognised, given the method by which factor scores
are built, that these profile descriptions necessarily indicate the
relative rather than absolute scores of the six groups on the ten

preference dimensions.

Examination of Table IX shows that only one of the mean factor
scofes was greater than :l, which suggests that no extreme differences
exist between the group profiles, Neveftheless the group profile
diagrams indicate recognisable differences in the preference structures

of the six groups,

It is interesting to conjecture to what extent these profiles
match intuitive ideas regarding recognisable types of clothing store
clientelle., The profile of Group 1 seems to characterise the young,
fashion-conscious shopper who would regularly frequent boutique stores
and be prepared perhaps to forego cheapness and convenience for the
sake of being in fashion., At the same time, this type of shopper is
likely to place importance on the security attached to a 'money-back

guarantee' as a precaution against a 'wrong' decision at the time of

purchase,

In certain respects the profile of Group 2 is suggestive of the
'bargain hunter', who prefers lower quality stores. Indicative of

this type of shopper is the negative importance placed on consider-
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ations of 'reliability' and 'exclusiveness' which commonly character-
ise high quality stores. A higher score on 'cheapness' might have
been expected however to be totally consistent with the preferences

of the 'bargain hunter'.

The profile of Group 3 fits that of a nondescript typé of
shopper, who has few strongly held attitudes about clothing stores,
although the aversion to noise suggests a probable avoidance of

stores oriented to younger consumers,

In some ways the profile of Group 4 matches that of Stone's
‘apathetic' shopper (Stone, 1954), particularly in terms of the
importance placed on 'convenience'. In addition, the negative import-
ance attributed to 'cheapness' perhaps suggests an unwillingness to
expend any effort to secure a bargain purchase in a lower quality

store.

The young 'bargain hunter' seems to match the profile of
Group 5 most closely. The greatest importance is placed on 'cheapness'
but not to the total neglect of fashion considerations. The 'boutique’

chain stores are perhaps most likely to attract this type of shopper.

The profile of Group 6 clearly characterises the older specialty
store customer, who is averse to étores which seek to attract a young
clientelle or which have low quality characteristics, while favouring
stores which are 'éxclugivef and ensure the shopper's 'security'. It
is interesting that importance is also placed on 'convenience', which
might suggest that specialty store shoppers expect to find suitable
clothing stores near to their homes. This is significant in light of
Leigh's observation that certain specialty stores seek locations in

areas where their clientelle are concentrated or in areas to which they
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can be attracted (Leigh, 1965).

Clearly, these thumb-nail sketches are largely intuitive,
but they nevertheless suggest that the consumer groups derived in
this pilot study are reasonably consistent with recognisable types
of clbthing store customer., In addition, the conclusions drawn here
" with regard to the types of store to which each of these groups might
be attracted are of interest, although'they require validation in the

course of further empirical research.

It is possible to validate the classification of respondents
obtained from the hierarchical grouping programme and to confirm that
significant differences exist between the group profiles using multiple
discriminant analysis. This technique provides a measure of the
posterior probability of an»individual having come from a prespecified
group and an associated reclassification of the respondents. Where
these probabilities are high and where the reclassification essentially
replicates the initial calssification, the group membership is valid-
ated and the existence of cleériy distinguishable differences in the

group profile characteristics is confirmed.

Input data iﬁ the present analysis consisted of the respondénts'
factor scores listed in order of group membership. The procedure was
to determine the coefficients of the linear combination of input
variables which best discriminated between the groups of respondents,
in the sense that the between-groups sum of squares was maximised
with respect to the within-group sum of squares. The combination of"
variables obtained in this way is called a discriminant function and
was used to reclassify the respondents. The summary classification

obtained is shown in Table X..
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Table .X. Summary Classification obtained from Discriminant Analysis.

Group A B C D E F
A 16 0 | 0 1 o o
B 0 21 0] o] o) 0
Cc o) 2 20 0] 0 0]
D 0 0] 0 14 0] 0
E 0 0 0 1 28 1
F o 0] Q 0 1 10

Off-diagonal values in this table indicate a misclassified case.
On this basis it is apparent that only 6,of'the 115 respondents were
misclassified, which éerves to validate the group composition and to
confirm that distinguishable differences eiist between the group
profiles, This latter condition was further demonstrated by the fact
that values in the between group F probability matrix were all found
to be zero., These values are a measure of the probability that differ-
ences in the profile characteristics of any two groups could have

occurred by chance.

Discriminant analysis also indicates the relative powers of the
input variables to disériminate_between the respondents. Since a
stepwise technique was employed (BMD:07M), the order in which the
variables were entered in£o the set of discriminating variables reflects
these relative powers, This ordering in turn essentially reflects the
initial F values computed for each of the input variables; these are

shown in Table XI.
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Table XI. Initial F Values of the Input Variables.

Factor 1 20.8578 *
Factor 2 31.2623 *
Factor 3 6.1201 *
Factor 4 13.6332 *
Factor 5 - 11.6277 *
Factor 6 7.0072 *
Factor 7 1.3797

Factor 8 12,8120 *
Factor 9 10,7124 *
Factor 10 _ 6.7353 *

* significant at .00l probability level, n.d.f. = 5, 109.

It is apparent therefore that nine of the ten input variables
were statistically significant in discriminating between the respond-
ents' profiles; the exception being factor 7 which did not assist in
discriminating between the profile characteristics. In fact the F
probability value ascribed to factor 7 exceeded the critical limit of
.051 with the result that this variable was deleted from the set of
discriminating variables and therefore did not appear in the subse-
quent discriminant function. The F values in Table 9 further indicate
that the respondents' profiles were found to differ most markedly in
relation to factor 2, which, in terms of the conceptual structure of
this factor, may signify the contrast between the attitudes of the
'bargain hunter' and of the shopper who regularly patronises 'high

quality' specialty stores. Other seemingly important discriminating

‘variables included 'boutiqueness' (factor 1), 'convenience' (factor 4),

‘security' (factor 8) and 'exclusiveness' (factor 5).

Different‘weighted combinations (discriminant functions) of the
nine discriminating variables were computed in such a way that they

maximally discriminated among the respondents, within the constraint
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that they were uncorrelated to one another, It emerged that two

ma jor dimensions accounted for approximately 70 per cent of the total
dispersion among the respondents. A plot of the first discriminant
function (X axis) against the second (Y axis) was obtained and is shown
in Figure 4, Scores on these two co-ordinates were computed for each
respondent and their position is shown by a letter equivalent to their

group. This scattergram also specifies the locations of the group means.

Two general characteristics can be noted: first, the group means
are quite close together, particularly in the case of groups A, F, and
D; and second, there is subsequently a certain degree of spatial over-
lap between the groups., Nevertheless, discreet clusters of individuals
drawn from the same group are clearly identifiable, The distribution
of points on the two dimensions shown in the scaﬁtergram tend to
confirm previous conclusions regarding the respondents' profile.charact-
eristics; these being, that the profiles of individuals drawn from
different groups do differ significantly and can be discriminated with
minimal misclassificatioﬁ, but that extreme differences in group

profile characteristics are not found.

(v) The Relationship of Demographic and Socio-economic Characteristics
to Attitude Scores. :

In order to determine whether systematic variations existed
between the respondents' attitudes towards clothing stores and their
demographic and sbcio-economic characteristics, a correlation analysis
was performed. The input data consisted of the respondents' scores on
the various demographic and socio-economic items, éppearing on page 1
of the questionnaire (see the appendix) and their ten factor scores.
The resulting set.of correlations are shown in Table XIL; demographic
and socio-economic variables are listed across the top and the factor

dimensions on the side.



Figure 4, Scattergram of respondents on the first two discriminant functions.
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Table XII.

Factor
Factor
Factor
Factor
Factor
Factor
Factor
Factor
Factor
Factor 10

O 0N O\ WM

Correlations between Demographic Variables and Factor Scores.

Age

-.297
. 068
.205
. 304

-.120
.082

-.172
« 307
.217
.214

* significant at

Marital
Status

* _.297 *
-.039
.219
* 0 .227
-.088
-.005
- 049
* .,16h4
.204
.198

the .01 level (n.d.f.

Student

-.228
.059
172
.223
. 027
. 029

-.114
.267
.232
.223

*

Children

~,265 *
-.017
140
234
-.093
-.017
. 009
.196
.070
.092

118)

Farnings

-.258 *
.002
-.012
.028
.011
-.058
-.019
. 140
141
. 007

Financial
Support

-.061
-.005
154
.0L7
.021
-.025
074
.061
247
.08%4

Sex

-.059
.0k9
.282
.040
.154
.023

-.063

-.038
.007
.119

Clothes

Spending
.022
.081
.180
.108
154
.018

-.016
.111
.O4h
.089

Education

-.030
-.045
-.164
-.269 *
045
-.030
.068
-.183
-.014
-.061

*6T1
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It is immediately apparent that the correlation values are

generally low. Only two values exceed .30, and of the 90 bivariate

correlations only 10 are significant at the ,01 level.

These ten significant correlations indicate an inverse relation-
ship between age and importance attributed to 'boutiqueness'; a
positive relationship between age and 'security'. An inverse relation-
ship wés found between marital status and 'boutiqueness', suggesting
that married respondents were less likely to place positive importance
on this factor. Other significant correlations suggest that female
respondents were more likely to place importance on 'reliability’';
non-students were more likely to place importance on 'security';
‘boutiqueness' was inversely related to number of childfen, and also
to earnings; fcalmness' was positively related to financial support;

and 'convenience' was inversely related to education.

These fesults, though iﬁtuitiveiy reasonable, are to a large extent
speculative, given,thé small size of the sample. In addition, the low
values of the correlations is perhaps indicative of the fact that the
respondents Qere relatively homogeneods with respect to the demographic
and socio-economic variables measured. This leads to the conclusion
that it is necessary to test for relationships between demographié and
attitudinal variables using larger and more heterogeneous samples. Only
then will it be possible to distinguish causal relationships from spur-

ious correlations.

D. SUMMARY.

The results of the pilot research project described in this chapter
provide a tentative indication of the nature of the variables which under-
lie the selection of clothing stores. It was demonstrated that the

complex set of attributes which impinge upon the evaluation of alternative
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retail opportunities can be reduced to a smaller number of conceptual
dimensions, thus providing a more intelligible view of the structure
of consumer store preferences. At the same time, the computation

of the respondents' scores on these dimensions facilitates the
identification of interpretable consumer groups, each of which

exhibits a significantly different preference structure.

The preliminary and exploratory nature of the research described
here inevitably leads to a limited set of substantive conclusions.
Névertheless, the research methodology outiined would seem to have
important implications for future research investigation, and it is
the purpose of thé final chapter to indicate what these implications

are,
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CHAPTER 6

IN RETROSPECT AND PROSPECT.!

A, PRELUDE,

Consistent with current developments in the study of human
spatial behaviour in geography and the environmental sciences (Harvey
1969, Downs, 1970a, Craik, 1970), a large part of this thesis has
involved a conceptual and empirical consideration of the nature of
the responses of individuals to a particular environmental setting.

The emphasié has been to comprehend the process whereby spatial prefer-

ences are formed in the retail environment.

On a conceptual level, it was_suggested that this process involves
fhe individual consumer evaluating environmental attributes in relation
to his perceptions of them, Although this process is conceptually
complex, it has been shown that empirical investigation can succeed in
identifying certain basic structural components of preference through
the measurement of consumer attitudes towards store characteristics and
the subsequent application of multivariate statistical procedures such

as factor analysis.

The possibility of analysing environmental behaviour on the basis
of measuring the responses of individuals to environmental displays is
an iﬁtriguing one, which is atﬁracting an increasing amount of research
attention in the field of environmental psychology. However, in a
geographical context, the measurement of response and the isolation of
the conceptual dimensions underlying environmental cognition and evalua-
tion are not to be mistaken for research ends in.and of themselves.
Rather, this research methodology should be considerea as a means to
an end which is an enhancément of our abilities to explain human spatial

behaviour over and above the capacities of existing models.
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In the present context therefore the fundamental question
concerns the way in which the measurement of consumer attitudes towards
stores can contribute to advancing our ability to explain consumer

spatial behaviour,

B. METHODOLOGICAL REFINEMENT.

A fundamental pre-requisite to the achievement of research goals
is to further develop and refine techniques for analysing retail
preference beyond the preliminary stages described in the previous
chapter, Pilot studies of that kind serve a necessafy purpose in
indicating the nature of the relevant variables to incorporate within
the research instrument; the initial item pool is thereby reduced and
it is then possible to develop subsequent instruments on the basis of

the 'key' variables previously identified.

For the research instrument used in the pilot study, the constructs
took the form‘of short phrase items. It is seen to be desirable in the
interests of conceptual precision and intelligibility to express the
items in terms of behavioural statements for use in subsequent data
collection phases., For example, the item 'trustworthy store' might
perhaps be replacea by the sta@ement"l shop at stores I know I can
trust'. Clearly, the scale format would have to change accordingly;
rather than a ten point scale of importance, it would be possible to
use a five point statement response, ranging from 'strongly agree' to
'strongly disagree' or perhaps from 'always' to 'never'. The respond-
ent would then be required to indicate the extent to which each item
was descriptive of his views or of his typical behaviour. This method
of measuring environmental attitudes is consistent with the response
inventories at present being developed within environmental psychology.

(McKechnie, 1970)
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By administering a research instrument of this kind to larger
and more representative samples than were involved in the pilot study,
it will be possible to determine the reliability of the research
instrument and to arrive at more definitive conclusions concerning
the nature of store preference dimensions and of the variables which
critically differentiate between the preferences of individuals and
consumer groups. By using this instrument to measure attitudes
towards a variety of store enviroqments, it should be possible to
assess the stability of preférence dimensions across a range of retail

functions.

C. FACT OR FICTION.

In seeking to achieve the research goal of theoretical advance-
ment in the field of consumer spatial behaviour, it is not sufficient
to be able to demonstrate that the preferences of individuals can be
distinguished on the basis of analysing their attitudes towards stores;

it is a fundamentél necessity to show convincingly that individuals and

groups, which differ in terms of their retail preferences, also exhibit

different patterns of behaviour. In short, it is necessary to determine

the predictive validity of the research methodology; here, the question
of interest is whether the attitude scales actually measure what they

purport to measure.

Throughout the discussion in previous chapters, the implicit
assumption has been made that store preference, és measured in terms
of consumer attitudes directly determines store selection behaviour.
It is 6bviously necessary to validate this central assﬁmption empir-
ically. Validation in this context basically involves the testing of
two related hypotheses: firstly, that consumers with different prefer-

ence profiles exhibit different spatial choices; and secondly, that
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individuals with similar preferencesAexhibit similar spatial choices.
If it is not possible to reject_the null hypotheses in each case then
the validity of assuming a strong relationship between attitudinal
measures of preference and behaviour is clearly questionable, and the
potential usefulness of the research methodology outlined previously
is in doubt. Furthermore, the va;idity of the conceptual analysis of
the store selection process within the consumer behaviour literature

would require reassessment.

Assuming for the moment that these null hypotheses can be
rejected with confidence, it would be relevant to investigate also
the implication that variations in store ﬁreference and store select-
ion behaviour have with reference to the spatial distribution of
retail activity itself. It was pointed out earlier that retail
research being undertaken by‘consultant social psychologists seems to
indicate the significance of consumer attitudes as a variable influenc-
ing the location of urban retail activity (Gruen and Gruen, 1966 and
1967), and the conclusions of Leigh (1965) and Schiller (1971) concern-
ing the distribution of specialty stores seem also to be relevant in

this regard.

In attempting to analyse the relationship between store location
and consumer attitudes, it would be necessary as a preliminary to
determine the spatial distribution of consumer attitudes Qithin an
urban area using areal sampling procedufes. If it then appears as
though store preference groups can be spatially segregated, there would
be some justification for testing for significant differences in the
functional structure and environmental characteristics of stores
located within or in close proximity to various preference areas. In

so doing, it would be necessary to develop a research instrument to
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measure characteristics of the retail environment similar to the
observation rating scale used by Davies (1968) to test for signifi-

cant differences between suburban shopping centres.

There is certainly good reason to suppose that the implications
of store preference analysis extend beyond the study of consumer spat-
ial behaviour of retail firms. It was noted in the first chapter that,
as stores have become critically differentiated from one another,
retail consultants have increasingly placed emphasis on the importancev
of analysing variations in consumer store preferences at alternative
locations as a basis for determining the optimum location of the retail
firm. It follows therefore that a systematic analysis of the distribu-~
tion of consumer attitudes and preferences within én urban area is
perhaps a necessary endeavour in seeking to develop more accurate

explanatory and predictive models of urban retail structure.

In this regard, it is also necessary to undertake an analysis of
the decision-making process of the retail firm in order to assess the
extent to which information concerning consumer attitudes and prefer-
ences has been sought and implemented in determining store location
policy. The research methodology developed by Claus (1965), referred
to in the first chapter, is indicative of one possible approach to the
analysis of retail decision-making, which might be useful in this

context.

It is clear therefore that the analysis of the consumer cannot
be divorced from an analysis of the retail firm if the significance of
consumer behaviour variables within models of urban retail structure

is to be properly understood.

D. CONSUMER CHARACTERISTICS AND STORE PREFERENCE.

In Chapter 2, it was suggested that store preferences are formed
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as the outcome of interaction_between consumer-gharacteristics and

store charactepistics; Ip subsequent discussion the concern has largely
been to determine the attributgghof the store environment which are
salient in preferencg fprmation; as a result, little consideration has
been given to the possible relationship between consumer characteristics
and store preference with the exception of the speculative conclusions
reached as part of the pilot study dgscribed in the previous chapter.
The apparent neglect of this relationship is no reflection on its

significance.

In Chapter 3, it was maintgined that attitude measures provide
us with a more adequatg theoretical basis for defining store preference
groups - than do proxy varigbles related.to demographic and socio-economic
characteristics of the consumer, Agaip_thisjs a supposition which
requires validation. 1If it should transpire that attitude variables
are consistently highly cqrrelated with demographic and socio-economic
indicees, it could perhaps be argued that the use of the latter set of
variables is preferable in modgls of consumer spatial behaviour since
~ they are usually more easily and reliably measured. If a consistently
high correlation is‘not found to gxist, and if the previously mentioned
hypotheses concerning the relationship between store preference and
selection have been_confirmed, then this would suggest that a detailed
analysis of ﬁreference structure is a necessary component in spatial

behaviour research.

It is significant.that ip the_development of environmental response
inventories interest has‘fopussed as much on the psychodynamic meaning
of the scales employed as on gpnsiderations of predictive validity.
(McKechnie, 1970) The question frequently asked therefore is 'wﬁat are

the personality characteristics of individuals who respond in particular
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ways to specified items or sets of items? Descriptidns of the
personal characteristics of high scorers on inventory scales have
been lafgely based upon correlations of the scales with such well-
known personality tests as the Californian Psychological Inventory
(Gough, 1964), the Myers-Briggs Type Indicator (Myers, 1962) and the

Minnesota Multiphasic Personality Inventory (Hathaway and McKinley,1943).

Analysis of the relationship between personality characteristics
and environmental response is an important and essentially unexplored
aspect of store preference research. If we accept the premise that
preference structure is conditioned by the personal characteristics,
then it would seem important to investigafe the nature of this relation-
ship in seeking to develop a comprehensi#e theofy of consumer spatial
behaviour., This could possibly be achieved by administering personal-

ity tests in conjunction with retail response inventories.

E. SYNTHESIS.

It seems increasingly clear that, by choosing to adopt a dis-
aggregated approach to the analysis of consumer spatial behaviour
focussing on the process whereby the individual makes decisions within
the complexity of ‘the retail en&ironment, many intriguing and potent-

ially productive research avenues are revealed. -

In the previous chapters, a cognitive behavioural research
methodology has been outlined in both conceptualland empirical terms
énd it is maintainea that the further development and application of
this methodology should serve to enhance our ability to develop models
of consumer. spatial behaviour which combine predictive accuracy with
theoretical adequacy, a combination which existing models have essent-

ially lacked as was indicated in the first chapter.
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The long term research prospect therefore is seen to be
characterised by an expansion and increased sophistication of theory,
pertaining to the dynamics of urban retail structure, involving both
the behaviour of the consumer and the retail firm. It seems likely
that theory development will follow from a synthesis of research
endeavour within the behavioural scienées, of which the rapid growth

of environmental psychology is a contemporary reflection.

If this thesis has succeeded in presenting an intelligible
outline of one possible research methodology by which this anticipated
research progress might be furthered, its purpose will have been

fulfilled.
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APPENDIX
P CONSUMER ATTITUDE SURVEY
ADDRUSS: ‘
hundred block strecet city
AGE:

For the folleowing.itoms record ycur answers under itihc appropristc heading:

SINGLE PERSONS _ o HARRIED PERSONS
ONLY (1) ) ONLY (2)
male femole mele female

(1) (2) (1) (2)

student other s . student other
() ] 1 (2
If fother'please speeify occupation: - If tothertplease specify occupation:

Number of children

- -

Approx. carnings/year Approx. ezrnings/yeer
o : ;
? ' I ?
Approx. financial support Approx, financial support
from family/ycar . from femily/year (incl. spouse)
Estimated annual sbcnding - Estimsted annual spending
- 7 on clothing goods : ) on clothing goods

EDUCATION COHPLETHD TO DATE: (check the appropriate itcm)

some high school
 graduated from high school
. some university

graduated from university

postgraduate work

w N
R g

PV an Vg W W N
N Nt S N
Pamte Yoma Voo W e N
WS
NNt

ITEM RATINGS: :
In the spacc provided, rete the followxng items in terms of thoir

importence for you when choosing a store at which to meke major clothing purcheases.

Items should be rated on 2 scale ranging from 1 to 10, where 1 indicates an item

of least or no importance, end 10 en item of greatest 1mportﬂnce' for example, if

you think en item is, somewhet importent you mlght wont to rate it in the following

woy:

-

28y to return good : 6

In the cease of items likely 1o moke you decide against a store, the rating should

bo preceded by a minus sign (-).

SMT/UBC/MARCH T1.



glfolding 2 cuecrae sceount ot the

fds Yol

\ﬁy)ontc

slionsbls

#Nn procoure on tiwme

a

*»litock of

Iapersonsl eittitude of suciztenits
*Convenionce to home
Feiling

stock correct size

Eace of obi~ining cherse ~ceount
Inconvenient loccoticn
Lagy to return gonds
Personnel oriented to the young
- *Insincerity of enles—stoff
Cood cuzlity nroductizs

*Well orgrnisced loyout

#Cheap ztmognhere

—— e

*S5tocking corvect size

*Interested nersonnel

*Moneyigifk suerentee
*Crouded iﬁgrc
ﬁﬁf}glgffoqg/special promotions
* Atmosnheve orieanted to tho_zqgﬂg;
Being recarniced by the eszistonts
*SEEE.XEEEé for money
Bed exoerience of self/friencs
Post-nurcherse saticfaction
*Seloct1on of rooﬂq
% Dicorseniced lo 7out
Being cble to tey on goods a1t home
*:égyertis@d_gooés
*quiot store
* Trateful dignlays

Elderly esgistente

xWell corveted store

Too cxnensive gonds

Gond liphting
*ng}rbleEEEEing

Store locoted in wlersout srea
*'?ock muclc nleying

Stock of non-stenderdized gnods

* Snell store

Multinle purchrszing oncortunities
Nerrow aisles betweon recke

Cleorly tegged itenms

xot~ck of Britich geods
*liodern store

¥*Szlon-type 2imosnhere
Bullying by other customers
Peer oroun personnel
Hondon rocks

Independently onersted store

atore

Stylich foods
Ageressive canisionts

xConvenient for perking

* I'svourcble nngt expericnce

* Attroctive window dis

* Renge of medium priced goods

left

* Being 2lonc to brouwsc

* Ionty etore
loture occeistents

Exclusive ctmosvohere

R L IR R

Stocit of Jenencae goods

Hesvily edvertisced

s
Stenderdized items

-
Mixed lighting

- = -

e Young uindow models

w- Alry ctaosnhere

¥ Concize ervenpgement of goods

Convenient for bus

* Tructtorthy storc

#cll written gigns cnd lobels

f

Unnertitioned shovn-floor -

xRuched sclling

xilojor reteil orgonizeotions

nlzted fittiags

Chrome-~

o

Frecuent seles orffers

Self-zervice operation

.. *Bergoin besement estmosvheore

Checiing infout of dreswming rooms

__*Eggﬂled;&ble isaistents
. ¥Gond reputeotion

Stock of suitebly styled goode
able to feel

__ ¥Being anonyious

Price of gnods

Femilierity with store
ose of sorting through items
Colourful disnlays
Bxclusively desigmed itcas
Guar-nteed post-vurchese =scrvices
gLocrtion near other

Sincere

nersonncl
*Expenditure oan decor
— e X — ——
Good nrovision of mirrors
__ ¥Bnacious loyout
*Dese of finding tyne of good
Bockeround music
Disnley suggestive of bergeins
Poor store scrvices
*L oo

nrice tegs

Store which stends behind its goods

stores froguented

ucht
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http://post-purche.se

Specialtj‘store
*glgztered,giiglay
Very wide selection
*Use of ffii Eglgurs

x¥Well-made items

Assistents necar-at-hend
Attractivé "displeys
xConvenient to workploce
Colour of goods stocked
Non-pressurizing assistents

Coneervative style of gonds

Amctourighly printed signs/lobels

Location in depressing arce
Vefy quiect stare .
Confusing disbloy

Coats erronged around walls
Esase of exit R
Air-conditioned store

*¥Cosuelly dressed seles—stoff

Discretely priced geods

*Close scrutiny by ocssistents

Noisy store.
Luxuriousg setting
One-floor store
Delivery service '
*Calm gﬁggﬁphere A

*lixclusively tailored items

Desirable items in the window

Clerks dressed in line with your teste

Use of atiractive models

*Ttens mede from guelity materialg

¥Boutiquo~tyne siore

Cramped layout

Assistents with pleasing personalities

Stock of brend-neme goods
Suspicious atmosphere
Centrally locoted store .

. PO RN .

Y

. *»ihdicates the inoput vnrihbles used in the factor analysis¢~;

‘Assigsteants unperturbed: by no-sele

 flizloading sdvertising

Very modern store

No opportunity to try on goods

*{iziétioned layout

*{EEE}Qd arr;;g;;;nt of §SEEF
Héll—spaccd racks

Heving to pay for decor.

Disintercested clerks

Complementary-items on display

Not being allowed to browse.

Low quality mecrchendise

#01d esteblished-looking store

Goods scattered over o wide arca

*Hoarsh lichting

Texture of goods

" Profescionsl sales—staff

_Store with o dominent smell-

*¥Poor scrvice

xClern ztore

Comprchensive disploy ofwgoods

xLocation in éﬂf&}tyyﬁfii
Noar bankrupt storc

014 stock )
'Modish' esssistants

sFeeling conspicuous

Prominent display of sclected items

*Style‘of packeging

Ersily distinguishable personnel

Mice dressing rooms
Off the ground floor

*irty store

-¢Interesting display

Sclective buying by the store

#foung personnel

Empty store

_.3ubdued lighting ... . . . -

o

e

used in TableVII(p102) are underlined.
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