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CONSUMER FOOD BEHAVIOUR - AN.ANNOTATED BIBLIOGRAPHY . ©

"INTRODUCTION_‘f

In 1ts Report .on Food Consumptlon and Nutrltlon, the- ‘
Canadlan Consumer Council recommended that the basic knowledge -
of human nutrient. requlrements and food selection motlvatlon_

" be considerably improved. In particular, the Council recom-

- mended . that "Consumer- & Corporate.. Affairs Canada initiate a

_program, -in cooperation with all. parts of the food system; to
"determine the' factors motlvatlng consumer food selection and

to propose measures to improve consumer behav1our .relating: to =
food selection."* More recently,. the Consumer Inltlatlves Sub-
group of the Interdepartmental Steerlng Group  on Food Policy;
after considering the results of the February 1978 ‘National

' Food Strategy Conference, has identified. the knowledge required

to choose food w1sely as one of the prlorlty consumer .-issues
requiring a response by government The Subgroup has expressed
a concern, however, that the lack’ of knowledge on ‘consumer '

- motivation could militate- agalnst progress being made in thlS
- area. Flnally,_the government is committed to the achievement.

of dletary change in Canada, including the use of 1nformat10n
programs. It.is clear that better knowledge of the. factors
motivating consumers. in their food selection practices would
be- helpful in the deslgn of. approprlate and effectlve programs.

Thls blbllography represents an . 1n1t1al reSDOnse bv

'Consumer & Corporate Affairs Canada to. the need to improve ff'

knowledge and understanding of the motives: affectlng the . food
choices and  food consumption patterns of consumers. The first
step in any new research study is to review the- ex1st1ng liter-
ature in the fleld The literature search,  the .results ‘of which
.are presented in this bibliography, was undertaken for the Food
Policy Group .during the summer of 1978 by two students h1red
under the COSEP program. : .

The central purpose of the search was to’ galn an overv1ew o

- of the types and extent of studies undertaken to date on consumer

" behaviour with regard to:food. The" results have been’ classified

© into four major categories which: indicate the scope of the
- . articles unearthed durlng the study.'vThexcategorles are a

T i) fconsumer use and perceptlon of 1nformatlon,.
ii) - se y awareness;

iii) food purchase and consumptlon hablts-* -

. iv) research: methodologles used to study consumer food
- ‘.behav1our. .

*Canadlan Consumer Coun01l Report on Food: Consumptlon and _
Nutrltlon, Consumer & Corporate Affalrs Canada, January 20, l978




These headlngs, whlle perhaps not as’ rlgorous or spec1f1c as
some social scientists might prefer, should allow the reader -

" to employ the blbllography as a reference p01nt.

In the flrst 1nstance, the blbllography is belng

distributed on a limited basis to. those Federal Departments C
. _where it is considered that .the material it contains could

"have a. potentlal perhaps even . 1mmed1ate, appllcatlon in on- %
going work or in the design of new policies and programs. . In .

addition, an assessmént of the quallty and comprehens1veness
of the study is required to ‘determine  if dissemination to a

-~ wider audience is merited. A numbér of experlenced consumer

.. behaviour researchers are therefore. belng asked to-evaluate
‘the bibliography. However, all those to whom thé bibliography
is being sent are invited to. comment and in partlcular to offer

suggestlons where 1mprovements may be requlred

G. HlSCOCkS
. S y L o _~; Senlor Food’ Pollcy Adv1sor
~October, 1978 . & - S Consumer & Corporate Affalrs Canada
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In the f1eld of consumer behav1or there is a need
to develop a more’ comprehen51ve analy51s of the motives
affectlng food: choice and consumption,. These studies -
must be food specific because of the cognitive dlfferences
between’ food -and other, elements ‘of the field of consumer
behavior. For example, food is" LAS,(,ln the hierarchy of

':'needs -1, .has different elastiC1t1es of demand, involves

dlfferent cost payouts over time 1.e.,(1n a weekly cycle ,'V

rather than in a one shot manner) as compared to R
consumer Aurables.. All these three factors could hinder L
~ the . «ty of drawing. analogous" conclusions from other’ Lo
. behavioral studies. As:a result,.the central purpose of

this literature search has been to gain an overview of ‘the .
types and extent of studles on consumer behav1or w1th regard
to food. .

The readlngs have been organlzed into four magor o
headings which explain the: scope: of all the artlcles that

‘were encountéred. These categories are; consumer: use and
_ perception of information, sensory awareness, food. purchase

and ‘consumption habits, and research methodologies _used to

. study-consumer.. food-behavior. While these. distinctions may-

not satisfy the rigorousnomenclature ‘of the psychologist,
we feel that they adequately express the main: points of the
articles reviewed, in such .a manner a to allow the decision
maker to employ it as a reference point without ‘having to
resort to an 1ndex of 1nterdlscip11nary semantlcs.‘

Vlrtually all of the readlngs are emp1r1ca1 studles,

3.w1th a key word 1dent1fy1ng a particular issue or concept’ ;
“raised in the article. Some theoretical work is 1nc1uded when

it forms the basis- of subsequent emplrlcal works.




©ONSUMER USE AND.PERCEPTION OF INFORMATION

ThlS section- on consumer use and perceptlon of 1nfor4‘~
matlon s composed of 11terature pertalnlng to- all aspects

of consumer use of 1nformatlon, from 1ts initial 1ntake,

"through its a551mllatlon, to the 1mpact on behav1our." The
articles have been key—worded with our category tltles

ufdecrlblng the range and scope of the readlngs"'

1nformatlon~seek1ng,, jf
nlnformatlon prov151on,
lnformatlon overload-fand‘ﬂ

att;tudevformatlonf o
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_ Readings_ |

Informatlon Seeklng

Informatlon seeklng refers to the. overt search act1v1t1es

of consumérs in pursuit of additional. data on which to base a
purcha81ng decision. The' principal motlvatlon underlying the"
search is risk avoidance (Bettman- 1970, 1972; Cunnlngham 1966)

' This risk may be perceived or real, and 1ncludes any -conse-

quence of a purchase de0151on con31dered unpleasant by the ;fr
'1nd1v1dual consumer.

: § Berning (1974) reported that 1mpersonal sources tend to Tgl
be consulted for information before. friends, and that 1nnovators

desire more information than non-innovators, probably because
of the: addltlonal risk associated with ‘trying. somethlng new. .
Miller and Zikmund (1974) found that middle= ~aged females B
deliberate more, and more actively’ pursue 1nformat10n ‘than any
other segment of the population. Still, recent data indicated

a rise in shopping 1nformatlon usage for all consumers (USDA, S

" Nov. 1976 B; Ka:Ltz 1977)

-

There appears to be certaln trends 1n media usage by

E dlfferent segments of consumers. (USDA Nov- 1976 A). Older<M”H’-“

consumers depend on newspapers for food shopping 1nformat10n

. while younger  consumers employ food labels, and rural consumers-
. use more:magazines. For food safety- information, telev151on
‘would appear to be . the pr1n01pal 1nformat10n .source’ for all

segments. .

Bernlng (1974).

" Bettman (19 70)' '

W (1971) T o
" (1976) . - T

,Burnkrant (1975)

Cunningham (1966)

Coney (1975) -
. Fisk  (1959) S

Friedman. (1972)
Handy (1977)

- Jacoby ‘ (1966)
 Kaitz (1977)

Kelly - (1967) -
Miller (1974)

‘Nayak (1975}

Nelson. (1970)

o Perry (1969)
Swan (1972)

USDA ~ (Nov. 1976)



Informatlon Prov151on

: For the purposes of thlS paper, 1n£ormatlon prOVlSlon -
"refers to specific product and pricedata available at the
point of- purchase, ‘which is. not  part-of a promotional effort

* This would include unit’ pr1c1ng, nutrient labelllng, beef
‘gradlng, base pr1c1ng and open datlng..ﬂa e : :

‘Unit pricing appears to have ‘been well recelved by

. consumers - (Lenahen.1972). Gatewood and Perloff (1973) found
' that it significantly speeds up the de01s1on—mak1ng process,

and Houston (1972) showed unit pricing to be effective in - .
redu01ng the famlly food budget._ Isakson (1973) also found ,;,-
benefits accruing to unit prlclng ‘but’ it would seem that low

-+ income consumers don't (or can't)make use of this shopping . .
~--aid, a résult supported by Kilbourne (1974). Nonetheless,r o
it appears that knowledge and use of unit prlclng has increased
“from 35-40 © . ant in 1973 (Carmen) to over 50% in 1976 (uspa)-.

. From a retailer's point of view, unit pr1c1ng does not ‘seem

to- generate severe megative externalities - sales. volume is

unaffected, - and consumer puncha31ng patterns. remaln unchanged
" (Block 1972) : ‘ : _

Whlle unit pr1c1ng reduces the need for computatlon to _
make cost comparisons, in effect reducing the pieces. of infor- -
-mation with which the consumer must work, nutrient 1abe111ng/>” '
‘adds a whole new (i.e. ‘previously unencountered) range of :
factors to process into some decision rule. . As a result, nutrient
. labelling has been in the forefront of the information overload
controversy,. A study by Lambert (1976) found that’ consumers,;

L using current label information, have a- great difficulty in

. obtaining adequate nutrition at minimum cost. Scammon (1977)
_also mentions the processing difficulties when show1ng that
~evaluative adjectlves-,are better employed by the consumer °
than more precise information. ' Unfortunately, because the.-
labelling rules are made by experts, the information: prov1ded

':-tends to that viewed as useful by the eyperts, whlch in turn,:

may serve to defeat the purpose of the label in upgrading the
- average consumers' awareness. of theirxr nitritional needs © . A
(Lenahen 1973) Nevertheless, a study by Kaitz (1977) claims’
that consumer's knowledge and use of nutrient 1abelllng is
increasing. One reason for this increased awarerniess may: be-

o a motivation for better nutrltlon spurred by the recent cancer

- and food scares’ (Mahoney 1978)

Mlller (1976) found that. current beef gradlng standards
are 1neffect1ve tools in communicating product quality to
- consumers. In: like fashion, Wilkes . (1973) - discovered that, -
not only do consumers not use base pricing, but virtually all
are 1gnorant of its purpose. - The literature for open. dating,
‘however, is not quite- so clear. A Nayak(l975) ‘study had -
consumers placing a very low priority on open datlng as a:
source of pruchase 1nformatlon, a result which was backed =
by Price (1976) A .USDA survey (Sept l976),_on ‘the other hand

a2



e the information useful. It is difficult to. reconcile these
. two viewpoints, and oné can conclude only that either - one"
o " side. of the arguments is relying. on biased data, or that a.
L .~ dramatic. shift toward usage of open dating occurred as .
‘ consumers became aware of its value over time. ‘

_”Readiﬁgs

" Asam (1973) .

‘Block (1972)
Carmen (1973)
- - Friedman (1972)

- ‘Gatewood (1973) -
B ~ 'Handy (1977)
Houston(1972)

- Isakson (1973)

. Kaitz (1977) -
Kilbourne (1974)
Lambert (1976) -
~Lamont- (1973)

o . Lenahen (1975) .
. " McLaughlin (1977)

: _ McFadden (1973)

* Mahoney (1978)

. Miller (1976) R S
' © Nayak (1975) -

M .Price (1976) ¢

S Scammon (1977)

USDA (Sept. 1976)
Wllkes (1975)

found that 90 percent of consumers use open datlng and flnd E
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Informatlon Overload

_ Informatlon overload is said to occur at the p01nt
where the exposure to additional information will cause a

~ deterioration in the quallty of- de01310n*maklng.« The
 earliest.study, in this regard, of this bibliography was:
by Anderson (1966). He concluded that the advantages of

new information being supplied were outwelghed by the time fi
and effort required to process this information into a
correct decision. More recently,. Jacoby (1974A) found that. .

" an increase in information resulted in poorer purchase -

~decisions desplte an increase in consuner satisfaction and’

‘a decrease in perceived c0nfu51on. In ‘a replication of the
experiment (Jacoby 1974B) he came to the same conclusions

- and noted that more emphasis was put on 1mpulse buying as .
information increases. Since then, Jacoby 's positlon has .
been supported by Bettman' (1975) in his ‘discussion of. infor-
‘mation processing limitations, and by a Federal Drug Admin-
istration (1975) study on nutrition knowledge since the
"advent of nutrient labelling. The results indicated that, ,
while consumer confidence in their knowledge was high, their.
actual’ knowledge was .- 51gn1f1cantly less Lhan they thought._

"On the’ other 51de of the coin, . Russo (1974) repllcated
Jacoby s experiment, but concluded that more information will“
1mprove the consumers dec151on—mak1ng if sufficient time is
given to asslmllate the new knowledge. Kaitz (1977) found
- that consumer awareness and use of informational aid has

,1ncreased in recent years, and that better shopplng hablts/////
had developed. ' The 1mpllcat10n of these findings is that
-information_overload is a static concept which_loses signi-

' ficance as experience and additional exposure fortify the
retention and processing of information: over time. As a
‘result, consumer—information programs.should aim at overCOmlng
the short—run dlfflcultlesma53001ated with. . 1nformat10n over—. .’
load Winter (1975), Asam. (1973), and Scammon (1977) point
“out that information. adoptlon is hastened- through the.use

- of simplified forms of presentat ion (e.g. the use of evaluative

adjectives vs. use of numerical data) . Bush (1977) . and -
Scammon (1977) further indicate that information programs should'
be continued over time, as a one shot effort 1s_1nsuff1c1ent

to change attitudes and/or behaviour. The critical issue fox
further study in this area is the relationship between time
'and an individual's threshold]evel of 1nf0rmatlon retentlon.

' Readlngs
Anderson (1966) , , S Jacoby (1974A)
Asan (1973) . - . S 7 - Jacoby (1974B)
Bettman (1975) - T -7 Kaitz (1977). -
Bush (1977) - = . . g L - Lambert (1976) -~

~ Coney (1975) v o '~ - ‘Lenahen (1973) -
Day (1976). o L - Russo (1974)
Federal Drug Admlnlstratlon (1975) ~ Scammon (1977)
Friedman (1972) =~ - . 4 i . .. Winterxr (1975)

 Hanay - (1977) = ST E



" Attitude Formation.

, Attltude formatlon refers to the development of.
‘Aperceptlons, .correct or 1ncorrect . about concepts or products.
It is this facet of consumer. behav1our which is of most

. interest to the prlvate sector as it is an 1ntegra1 component

of promoting; store image . (Anderson 1970; Burke 1975); product
lines . (McLaughlln 1973), and brand 1oyalty (Bettman 1974).

Telev1s1on has the greatest effect, of any form of S
medla, on attitude formation, especially in the case of children =
“(Golberg 1978) who use television advertlslng as role models. -
' for behaviour as consumers (Ward 1971). ‘Radio was found to
‘be effectlve primarily for inducing repeat purchases - (Woodside
1973) . The differences in media effects on attitude formation

o were studled bv Rossiter (1975) who found. that verbal and

 visual mcmo_; ' ffer in a way such that either of two dlStlnCt
~ behaviours is possible dependlng on the type of memory that
'lS 51tuatlonally retrleved X R :

A major goal of many marketlng programs is to 1nduce
loyalty to a store or product, neverthless the means to this .-
end are quite often out of the marketers' direct. control. A
study by Kelly (1967) showed patronage to be primarily. a. functlon
of information flows between consumers.: Day . (1974) spe01flcally

. mentions. the relatlonshlp between word—of mouth testimonials.

and brand success; & flndlng echoed by Burnkrant (1975) who
demonstrated the importance of the product evaluation of .other
.consumers on an individual's attitude formation. Finally, '
Park (1976) found that attitude formation was. a: functlon, not.
only of prlor famlllarlty, but also of product complex1ty._‘

Readlngs
Anderson (1970) : C : _— ;,‘ASklmp (1976) .
Bettman (1974) L N Vvan O'Brien (1970)
- Burke (1975), . ward (1971)
~ Burnkrant (1975) - . - . Woodside (1973)
‘Day (1974) - - S .. % wright (1975) -
Fisk (1959) S , S T

_George (1975).

Golberg (1978)

Kelly (1967) :

McLaughlin (1973) -

‘Maffei (1961) .

O'Brien . (1970)

- Park (1976) . L o
. Perry (1969) . o 7 S
" Rossiter (1976) I o
Scammon (1977).
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Anderson, L. K., laylor J R.,

Hallowdy, R.J.; "The. Consuzer and

His Alternatives: An Experimental

Approach"; Journal of Marketlng R o
‘Research vol 3 (1966) P- 62 67. R LT

The authors" purposa was to study how ‘the number of ch01ces
involved in a purchase decision 1nfluences the consumer's
decision process. In one experiment using 144 homemakers and
"cake mixes the authors found that an increased number of
alternatives-is associated with concentration. .upon the most.
~frequently chosen alternative and that consumers in a multlw‘
alternative situation may not be sensitive to chanjes.

-offered by the marketing system. In a second experlment 118
college students evaluated products in a conflict or preference -
‘situation and the authors found that consumers will experience
"a greater degree-of dissonance reduction the greater number :

of items in the decision. The authors conclude that consumer's
information per item appears to decline as the number of items
3increases' the advantazes of new: SOurces of informatlon for °
a purchase decision are outwelzhed by the dlsadvantages of

-“time and effort lnvolved in the dec151on.

informatlon\overload.

Anderson‘ R. C.. Scott. R.A : o
"Suoermarkets. Are Thev Really Allke’"
~ Journal of Retalllng, vol 46 (Fall 1970),
.p. 16-24. :

.

The- authors’ 1nterv1ewed 262 housew1ves and: found that _
while the images of different supermarkets mlght vary, each
appears to be proJectlno a wegll-defined and consistent image
to consumers; regardless of their age educatlon, 1ncome or .
occupatlon.

attitude formation",

,Asam, E. H., Bucklln L. P., "Nutrltlon.

Labelling ‘for Canned .Goods: A Study of-

~ Consumer Response';’ Journal of Market1ng,_~

vol.37 (April 1973); p. 32-37.

;iThls study of 200 shOppers in four supermarket locatlons 1nd1cates
‘that promotional terms such as "sweat" and "succulent" _engender the

same. consumer confidence as do more detailed nutrition labels. .

:Labels with a great deal of information-and labels with.only a
- general description of contents produce the highest levels

of consumer preference. The study used canned peas as. the
product analyzed .

\nutrlent labelllng, 1nformation overload._
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Berning, C.A.K., Jacoby. J.; "Patterns

of Information Aquisition in New o
Product purchases ; Journal of Consumer
Research , vol. 1, no. 2 (September L

1974); P 18-22. - 4

The; declslon making process . (e g problem recognltlon,’search

for and evaluation of alternatlves, etc.) is somewhat dlfferent
-for a new product 82 housewives were interviewed on the
purchase of 5 different products; cake mixes, frozen vegetables,~
‘electric toasters, spray deoderants, lipsticks. More information

- is requested from innovators. than from non-innovators and the

.1nformatlon from friends is requested after impersonal sources, -

“information seeking:'

Bettman, J. R., "Percelved Risk: A
Measurement Methodology and Preliminary -
Findings"; In Proceedings: Third Annual
Conference Association for Consumer )
Research; Venkatesan, M. (ed.);(Illinois:
Center for" Contlnulng Educatlon, 1972),

P- 394 404

 An; emp1r1ca1 study was undertaken in order ‘to establish a theor-

-etical perspective for a more prec1se measurement of perceived
risk. The measurement methodology used to measure both’ inherent
and handled risk was the extended_palred ‘comparison- method A
‘convenience sample of 97 housewives was selected. Inherent and -
handled risk was tested by the paired comparison method in nine
product categories: paper towels. drv spaghetti,  furniture. polish,

~ toothpaste, instant coffee, aspirin, margerine, fabric. softener
‘and beer. Certainty and danger questlons were also employed The -

results showed that criteria measures for risk can be. established;
"however, inAView'of the small sample size: caution is adv1sed.

" information seeking

Bettman, J.R.; "Information Processingd _
Models of Consumer Behav1our Journal of

" Marketing Research, vol. 7 (August 1970),

P 370 376.

U51ng Newell Shaw and Slmon postulates for an: 1nformatlon pro—

~ cessing theory of human problem solving, - -decision net models were .

constructed for two individual consumers' cholces of grocery
products for flve housewives. The internal cue measure was risk.
"The models: wcre ‘tested against actual data and the resultlng

‘ predlctlons were highly accurate.

v
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. Consumer Choice Processes"; Journal

Bettman, J,R.; "The Structuré of

of Marketing Research, vol.8
(chember,1971); p.1465—471;‘

’ Comparlng different 1nformatlon process1ng models of the same

consumer's decisions and utilizing findings from clinical judoe—~u

ment, studles give information about the structure of consumer choice"

processes.. Cue consistency and conditional models are discussed”
and a general paradlgm for ch01ce under certalnty is proposed

_ ~4'm seckins
gggéeésang.meéeéa ‘theoretlcal

Bettman, J. R.3 'Reiatiohship of

.Informat10n—Process1ng Attitude L
"Structures to Private Brand Purcha81ng IR
. Behaviour"; ‘Journal of Applied Psycho]ogy, N
~vol 59, no. 1 (February 1974), p. 69- 73,- L

nThlS artlcle presents research in which variables related to consumer

information processing models and " consumer attitudestructures
were used to discriminate between private and non-private brand

- purchases. In general, variables reflecting lowexr risk.and greaten

infdrmation were associated with privatebrflad choices. Approximately
807 of the subjects in’ the three product’classes were correctly

.class1f1ed Arguments for the general usefulness of an information- :
uprocess1ng and’ dec1sion—structure-or1ented approach were advanced.‘

attitude'formation.

i‘Bettman J.R. "Issues in De51gning

Consumer Informatlon EnV1ronments"°

Journal of Consumer Research, Avol

- (December 1975); p. 169-177.

i

Results of information processing research of particular importance

for des1gn1ng’conSumer information environments are reviewed and

‘used in analyzing a proposal for provision of nutritional inform-

ation by the Federal Trade: Commission. An example of an alternative
proposal is developed which is more congruent w1th human‘
process1ng 11m1tat10ns :

~

,1nformatlon_overload
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"‘{3’;“"7[“"‘ f"w' "M"nlt prlclng :

' Bettman, J.R.; Jacoby, J.; "Patterns of
.Processing in Consumer" Information .

Aquisition'; in Anderson, B.B. (ed.); . - S

. Advances in Consumer Research, vol.3

~ (Atlanta: Association for Consumer
Research' 1976); p.315—320.

~ The authors studied 148 respondents”inIWashington,‘D C. The
results indicate that consumers do use consumer information programs

'attltude formatlon_

- _Patterns of 1nformatlon aqu1s1tlon from a brands X: 1nformat10n -
- dimension matrlx were studied for sixty subjects. Three major .

patterns were found for those subjects seeking information: .
processing by . attrlbutes, by brands, and a hybrid- form, feedback

'\proces81ng. Classlflcatlon procedures for these patterns were .

developed Relatlng these patterns- to other variables was explored

hinformat ‘. eeking.

" Block, C'E., Schooler, R., Erickson; D;, } N . -
"Consumer Reaction- to Unit Pricing: An- Ty

Empirlcal ‘Study"; Mississippi Valley Journal
of Bus1ness and Economlcs,_(Wlnter 1971-1972);

The authors studled four dlfferent Columbia Mlssouri supermarkets‘u

and analyzed the effects of unit pricing on the sales of five

" -grocery products in-each store. The results indicate. that there is .
- little. correlation between unit price and sales volume before or

after the introduction of unit pricing information., Unit prlcing

Y

.does not prompt a Shlft in consumer purchasing patterns.

N

~Burke, M;C;;.Berry, L.L.; "Do Sooial N L

Actions of a Corporation Influence

'Store’Image and Profits?"; Journal of

Retail ng, vol.50 (Wlnter 1974~ 1975)
62 72 L

-

in choosing a supermarket. One supermarket 1mproVed 1ts image -

-'slgnlflcantly through consumer educatlon programs



."

'Burnkranc, R.E.,-Cousineau,fA.; .

<attitude formation, 1nformation‘seek;ng

"Information and Normative Social o e
Influence in Buyer Behaviour"; - Lo N
Journal of Consumer Research, vol.2,

no.3 (December 1975); -p. 206~ 215.

An- experlment 1nvolv1ng students ‘was - conducted to clarlfy the nature

of .the influence active in most prior marketlng research on the
social influence: process. Evidence was- provided to 1nd1cate that
people use others' product ‘evaluation as a source of 1nformat10n

-about the product‘ It appears that, after. observing others evaluatlng_
. a product favourably, .people percelve the product more favourably -

themselves than they would have in the absence of this observatlon.
They use the evaluations of- others as a basis for 1nferr1ng that

" the product.is, indeed; a better product.

' Bush "M.A.A. B., Sabry, J. H., "Consumer

Acceptance of Mailed Nutrltlon and
Health Information"; Canadian Journal

of Public Health, vol 68, no.4 (July/
_August 1977), p- 296 300. .

A study of consumer acceptance of malled nutrltion and health

. information was undertaken. A questionnaire designed to measure
- awareness, claimed readershlp, and effectiveness of nutrition and

health information pamphlets received monthly with famlly

"allowance cheques was administered by personal interview with a

‘sample of 152 married urban mothers. Of this sample 867 were "

' aware that they received the pamphlets. 297 of the respondents
‘claimed they always read the pamphlets, "and."35% that they 'did so

sometimes. Claimed readership was positlvely correlated with socio~
economic status, degree of mother's communlty participation, and
her educational level, and negatively correlated with number of-

_children in the family, age of oldest child, and stage in the

family llfe—cycle. No. correlation was: . found between pamphlet
readership and mother's age or employment status. Some oral
message diffusion resulted: from receipt of the pamphlets. For
two pamphlets, one' on the food guide.and one on overweight, no
evidence was found to indicate that readlng the pamphlet.
significantly 1ncreased the proportion of women able to -
»answer,_correctly, a- content—based quest1on.u o

0

fm:ﬁhﬂ& informatlon Canada.
' over‘/oa



.Carman, J. E.; "A Summary of Emp1r1ca1

, . Research on Unit Pricing in- Supermarkets"

o Journal of Retalllng, vol. 48 (Wlnter 1972—
o 19m); p. 6371

_This analysls of major studles orL- unlt pr1c1ng leads to the conclus:on"
by the author that over 60% of consumers are -aware of the special -
pricing labels; among these,. 56%-657 use them. Costs for large
.storesof using unit pricrng are-about 0. lZ of sales; 4% for
small stores,-. A : -

Por ma¥ion ppvisTons s v -
na{m« onﬁ¢maﬂpn-.unit_pricingf

" Cunningham, S.M.; "Perceived Risk as.a-
Factor in the Diffusion of New Product
Information"; in Haas, R.M: (ed.); Science
Technology. and Marketing; (Chicago: ‘American
Marketlng Associatlon, 1966), p- 698—721

. In this telephone survey of 1200 housewrves ev1dence suggests that
o ; consumers perceiving high risk in the purchase of an unknown brand,
.' ' . 'maﬂtry to reduce this risk through the informal discussion of the.
duct category. High risk perceivers appear to reduce. risk through -
- informationseeking, as well as being more. likely than low risk
‘perceivers to claim. that others come -to them for advice. = -

information seeking

Coney, K.A.; "Levelllng—sharpenlng A
‘Cognitive Control Approach to Consumer
Information Recall'; in Mazze, E. M.
Stillman, W.P. (eds.); 1975 Conference
. " Proceedings; (Chicago: American Marketing
o Assoc;atlon, 1975), P. 162 166.

A_Emplrlcal study of 40 males and females on various brands. Some‘
consumers are "levellers" of informatlon, maklng no use of
additional information, while others-are "sharpeners” and o
:utilized more information in thelr cholces. '

informatlon seeklng,.lnformatlon overload.
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- Public Opinion Quarterly, vol 23 (1959),
p. 83 91.

_ Day. G S "Attltude Change and the o
“Relative Influence of Medla and

Word-of-Mouth Sources"; in Sheth, J N.j o

. Models of Buyer Behaviour, (New York

Harper and Row; 1974) P 199 217.”

e

\ThlS artlcle studies the dlfferences ‘between word«of—mouth versus
.media exposure in their influence of attitude change and formatlon‘

about new and establlshed products. The sLudy used iwo panels of

. 1100 households -and was concerned with a new.branded convenierice _
food product. Advertising was found to play an essential role -in the
. ‘acceptance of a new and established brand Ultimate success rest-—
~on the ability of the brand to generate £avourable word-of-

, mouth communxcatlon.

attltude formatlon, -:s&-qéunaeti.-l

. Day,'CQS.;'"Assessing_the‘Effects of

Information Disclosure Requirements';
Journal: of Marketlng, vol 40- (Aprll
1976); p. 42--52.

‘More 1nf0rmat10n enhances confldence in the choice, . and possibly _
fsatlsfactlon with the purpose. The. buyer is assured that the product
ds correct and that the price is’ Justlfled. :

soeking

flnformation.eearca, 1nformatlon overload theoretical Canada -

Fisk, G.; "Media Influence" Reconsidered";

The effects of 1nformat10n received from (1) soc1al groups .
(2) mass media, and (3) during personal searches by the pr1nc1pal
meal planner are modified by individual propen81t1es to

‘communicate. In this study the underlying assumption is that the.

propensity to communicate is a personality tralt whlch modifies

: the effect of’ market communicatlon.

"information seeking3 attltude formation
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b.'FederalﬂDrug Administration; v oo
. Consumer: Nutrition. Knowledge Survey: ‘

) Report IT; 1975; pub. 76-2054}‘

oF
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) ,information‘overload

Confldence in one's knowledge about nutrltlon and actual know—
ledge do not necessarily. coincide. 407 of shoppers scoring low on
a nutritional knowledge test bélieved they knew little or nothing
about nutrition, but about 207 believed ‘that- they knew a great deal.
About half those scoring high were aware of their knowledge, but

407 felt. they knew llttle or nothing. The most overconfident were

those under 34 the most underconfldenL were those over 50. Nine

out of ten principal grocery shoppers felt that they had no’

problem providing a‘'nutritious diet for their families. Half of
those admitting ant problem said that prices were too high, yet,

" when asked to define a nutritious diet most--did so in terms of

meat and vegetables' as principal components, ‘and 1gnored choice

' based on nutrient content.

Friedman, M.P.; "Consumer Responses to

Unit Pricing, Open Dating, and Nutrlent
Labeling"; in Venkatesan, M. (ed.); ,
Proceedings of the Third Annual Conference .

of the Association for Consumer Research; .

(I1linois: Association for Consumer Research

’1972),,p. 361—369

Thls paper reviews. recent research relatlng to 1) unlt pr1c1ng,

2) open dating; and, 3) nutrient labeling. The literature reviews

are followed by a discussion of the relevance of the research

findings to public policy decisions relatlng to the adoption

of these 1nformat10n displays.

unit pricing;-.-open dating‘;{" n‘utrien’t labeling, .t_:‘neoret‘ical.' '

Friednan, M.P.;.?Consumer Use of
Informational Aids in Supermarkets";
Journal of Consumer Affalrs, vol. 1l

(1977); p. 78-89.

The behav1oural science llterature relatlng to consumer use of
informational aids in supermarkets is reviewed.. Also examined is
research concerned with more general. issues such as information
overload. The publrc policy impllcatlons of these various research
findings are drawn and discussed. The paper concludes with a

‘con91dcratlon of three proposed measutres to facilitate shopplne

dec1310ns for consumers concerned w1th _economy and nutrltlonal value.

information overload, information seeking, theoretical



'ZGatewood R.D., Perloff, R.; "An -
. Experimental Investlgatlon of Three

Mehtods of Providing Weight and Price

- Information to. Consumers"; Journal of
‘Applied Psychology, vol.57, no.l -

(February 1973), p.-81 85

fThis artlcle presents research which 51mulated a supermarket setting

to evaluate.three methods of presenting information to consumers:

. ‘current supermarket mehtod (total price and net weight); current super-

- mar#ét method- but addm° a computational- device to aid in price
~'calculatlons, ‘and “current supermarket method but providing also prlce'-*
- per ounce of net. weight of the product. 75 undergraduates were '
- randomly: assigned to one of the three methods of presentation and
. asked to choose the most economical package for each of nine -
‘product groups. Results indicate that presenting the additional
‘information of price per ounce. of net weight produced a

significant increase in accuracy of choices, while 31gnif1cantly

. reducing the time requlred to make: such choices.

un1t,pr1c1ng

George, S.G., Jennings, L.B.; "Effect of
Subliminal Stimuli on Consumer ) '
Behaviour: Negative Evidence"; Perceptual
and Motor Skills, vol.41, no.3 P R

(December 1975), p. 847 854.__

- This artlcle reports research which presented the words "Hershey s

Chocolate" to an experimertal group of eighteen college students

-~ below thelr forces~choice detection’ threshold. Fourteen control -

subjects had a blank slide superimposed over the same background

'~ media. The same experiment was replicated and no support was

fOund for the superior effect of subllmlnal stimull.

sablemeneé—e@&me&a attltude formatlon.
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_Goldberg, M.E. et al.; "The Effects of
" TV Messages for High and Low Nutritional
' Foods on Children's Snack and Breakfast. .
“Food Choices"; in Hunt, H.K. (ed.); '

Advances. in Consumer Research, vol.5;

- (Ann Arbor: Association for Consumer
"~ Research; 1978), p. 540-545.

This study investigated the capac:ty for food me°sages, develOped
- for television, to. influence the nature of children's snack food
and ‘cereal- selectlons. In a controlled experiment children wete

_exposed .to varying numbers: of commercials for highly sugared

snack foods and ceréals, or Public Service Announcements

~(PSA’'s) for less sugared, nutritious fruits and vegetables.’

In addition, a 24 minute edition of the "Fat Albert" program
starring Bill Cosby called "Junk Foods" was utilized. After.
exposure- to one or: another of these stimuli, children were

presented with a number of snackK food or cereal ch01ces.

Exposure to the "Fat Albert" program (even when it was
interrupted by commerc1als for snack foods) was most effectlve
in reducing the number of highly sugared foods selected and

. increasing the numbers of fruits and vegetables chosen.
" Exposure to the PSAs or ‘the snack food -commercials was also capable
" ofcreating differences in the foods selected by children.

- These: differences were noted even though children, in all the

- conditions, were aware of which foods were "Healthy" or

"Unhealthy". The conclusion was that television has a great -
influence on children s attltude formatlon. ’ : o

m~.~att;tude.formatlon;*



"/“,/\ma‘/‘}On :

L4

/.7/‘aL/lJ'/

.Handy, C., Hager, C.; "Changes ini'

Consumer Satisfaction With Food.
Products and Services"; National

- Food_Situation-159, (Marghf1977);"

U S D A3 p. 264,

.'Results of thls survey show a moderate 1ncrease in consumer ,
‘.satisfactlon ‘with food. products), . stores and ‘shopping information

from labels and ‘ads. However, the amount of change in satlsfactiony,

- differed wide]y among. food productsrand services. Food stores

generally received high marks from consumers. Three of every four
respondents  said that they were always, or almost always,

" satisfied with the food. store where Lhey most @ften. shop. Price
" information was ‘found to be slightly more satisfactory than in an .

earlier 1974 survey. Seventy percent of food shoppers indicated

"that they used this information .to compare ‘cost:s between food
. items. Still," forty percent of the participants expressed moderate
. to strong dissatisfaction with how food stores presented

prices. Food ads sponsored by manufacturers have a low

"~ reliability rating. Nearly one third. said that they: were'rarely
or mever satisied with manufacturer.ads. Information on labels
-, concexrning- freshness (open dating), nutrition, and 1ngred1ents

are important shopping aids. Despite the perceived usefulness
of these aids, consumers have expressed cons1derable confusion

-about what the various types of dates mean, The study further
 analyzed the’ satisfactlon with the varlous components of the - .

—

food 1ndustry. : L I !

yeekmﬁ

open datlno nutrlent labellng, information aea*eh informatlon -
24y

~overload

Harrell, G.D., Hutt,M.D., Allen, J. w.,"”

Universal Product Code: Price Removal

and Consumer Behaviour in Supermarkets,'

(Michigan State University:. ‘Graduate

chhool of . Bu81ness Adnlnlstratlon,_l976)

'wThls study was partlcularly s1gnif1canL in- persuadlng the UPC

(Unlversal Product Code) ad hoc. comnittee of the Supermalket

- industry to recommend to its members that they do not remove the

- Ainformation seeking

item prices when they 1ntroduce electronic scanning checkout

~equ1pment.‘



L 'Helmbach J. T., "The Zelgarnlk Effect oo T o .
v . ~ -in Advertising"; in Venkatesan, M. (ed. ),3 L S S e
S Proceedings of the Third Annual Conference S '
Association for Consumer Research;

SN (I1linois: Association. for Consumer Research
ST : 1972), P 746 758 : :

' The Zeigarnik Effect states that 1ncomplete tasks are’ better»
remembered’ than ‘complete tasks. Therefore, the prevention of the.
. completlon of a tasks will leave the subject with an improved memory .
'for the incomplete task. In advertlslng, this would mean that . o
. hearing only the beginning of a message would drive the person = . - .
. .to hear-the rest 'of iti The resultant tension would lead to. '
improved memory for the message. Thls ‘empirical study tests the
" hypothesis that 1ncomplete messages ‘'would be better remembered
' than complete messages. Two experiments were set up. The first
experiment used 30 subjects—— 15 hlgh and 15 low ‘in need' for
. achievement (n Ach), The second experiment used 24 subjects. -
- The first experimerit used uninterrupted commercials and had the
. . subjects complete an advertisement recall measure. The second
-~ - experiment interrupted the commercials and . used the -pretest-
» ’ R post test 'measurements. The experiment did not provide strono

_ . support. for the appllcatlon of the Zelgarnlk effect to-
T broadcast advexthements.

,1 - W a,h‘ ‘fuo/e &Y‘MG&'{!O/\

'Houvston,‘ M-.J.; M The Effect of Unit P‘ric‘ing
on Choices of Brand and Size in Economic -
Shopping"; Journal of darketlng, vol.36
(July 1972); p. 51-54.

The author; based on a convenience sample of 53 surveyed
housewives, notes that the consumer is. better able. to determlne
- the most economical item in a product elass. at stores with unit
pricing. The products used in the study were toilet tissue,.
apple sauce, peaches, peas, tuna, cheese,'suoar, coffee,
detergent, soda," mayonnalse, peanut butter, paper towcls
and potato chlps.' -

/dﬂfﬁ«?"b'\_ o .
, lpr,VV;JOA unlt prlclng
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_Isakson, H. R., Maurlzl, A. R.; "The Consumer
Economics of Unit Pricing"; Journal of Marketing
_ Research vol.10 (Auoust '1973); p. 277 285.

1he 1ntroductlon ‘of unit pricing in food stores makes it -easier for.
shoppers to choose cheaper items. Low income shoppers, however, do. not

‘appear to make significant use of unit pricing in.contrast to the
‘middle-income and high-income shoppers who do. The explanation could -
.lie in their lower ability to undersatnd ‘the unit price labeling ‘
~system making it dlfflcult to captquthe beneflts of its use.

=~ . unit pr1c1ng_,-

7'Jacoby, Jus qpeller, D.E., Kohn, C.Auvy

"Brand { . Behaviour as a Function
of Informatlon Load"; ‘Journal of Marketing

'Research, -vol.ll (February 1974), P 63-69

A currently popular p051t10n among’ consumer advocates and ‘many public

' policy makers is that more product information is better. A 3 (number
‘of brands) x 3 (number of items of information per brand) factorial
experiment which tested this contention revealed that, {While consumers:
do feel more satisfied and less confused,” they actually make - poorer
;purchase decisions with more informatlon. Thls experlment

involved 153 students.

"information overload

‘Jacoby, J., Speller D.E., Berning, C.K.;
‘"Brand Choice Behaviour as a Function of

Information Load: Replication and- Extension"y

" Journal of Consumer Research vol 1 (June
“1974), p..33 42 '

’ Th1s artlcle presents research which Leqted the hypothe81s that finite

limits exist to. the amount of 1nformatlon consuners can effectively
use, 192 paid housew1fe volunteers wvere given a maximum. information
load of 256 bits on-the products rice and prepared dinners to

.- determine if these limits-exist. From the results the authors -
. concluded that: ‘Dmuch package information can result in poorer -
~ purchase decisions, (i.e. when choice id difficult,. choice may be -

made 1mpu181ve1y) 2) consumer choice behaviour under these

 circumstances may be more impulsive than previously reallzed 3)- subjects -
" feel more satisfied and certain, less conqued “and de51re less

additional - information as the total amount of 1nformat10n increases.

_ desplte poorer purchase decisions. The: authors suggest. that . processes

and strategies are used to-reduce ‘the amount of" 1nformatlon actually

'utlllzed 1n maklno a deC1sion.



‘Jacoby, J., Chestnut, R.W., Weigl, K.C., .~ -

Fisher, W.; "Pre-Purchase Information
Acqulsltlon. Descrlption of a Process
Methodology, Research Paradigm -and Pilot

»Investigatlon", in ‘Anderson, B.B. . (ed.);

Advances in Consumer Research, vol. 3;

- (Atlanta: Assoclatlon for Consumer Research

. 1976), p.. 306 314

This artlcle presents research whlch uslng a methodology which
captures consumer information acqulsltion as a dynamic behav1oura1

- process, identified four relatively clear-cuf search straLegles'.

brand name rellance, within brand search, within dlmenslon

- search, and complex search. Analysis suggests search strategy to’

be partlally determined by brand loyalty and consumption frequency.

{."The subJects were:- 60 students and the - task involved food items.

"’information seeklng.

: Kaitz, E.; "Food Shopplng Behav:our"'

National Food Sltuatlon—160 (June 1977),

U.SDAG pe 17,

fConsumers have an. 1mpact on the market system and should have a
. greater impact .as they make their demands known. The purpose of

this study was to.assess how food behaviour is influenced by

" knowledge about, and-awareness .of, the available tools -to help
'~ make  better food pulchase declslons. The study indicated - that
there was  a small increase in .the percentage of. respondents _
- doing most. of thelr food shopping at a supermarket. Approximately. .
'60%. said each time they do their main food shopping they usually
.shop -in one store, around 30% used two ‘stores, and: slightly less
‘than 10% use three or more stores. Around 56% of ‘those
--surveyed.did their foodshopping once a weekj and about 207

shopped every other -week. Compared to 1976, shopplng at more
than one. store to find the best food prices had 1ncreased by 15Z.

~'AFlndmgs of the survey support the conclusion that, in general, '

consumers ‘are interestéd in more information Lo'help them make

':better food purchase decisions. They are more aware shoppers and
. are checking the ads before doing there shopping. They are
- reading labels and ‘express a need for additional label information.

They are saving and using food coupons, and they are- buylng

'food in volume when they can get it at a 1ower price.

safermation ,o/ow}:on

o informatlon seeklng;—nutrlent labellng

e
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‘Kelly, R.F.; "1ho Rolc of Informatjon in

the Patronage Decision: A Diffusion : . - o
Phenomenum"; in Moyer, M.S., Vosburgh, R. E.~, o e
(eds.); Marketing for Tommorrow...Today: o

'(Chlcago' American Marketlng Assoc1at10n, 1967)

fThe manner in whlch both formal and informal 1nformat10n flows

’ among prospective customer groups has a“ profound 1nfluence ‘on. the
~ patronage deC181ons process associated w1th any new retail

-outlet. A study of milk shoppers indicates personal 1nfluence is

second only to personal in-store experlence in the determlnatlon

.of patronage decision outcomes. Newspaper ads are. less 1mportant

\.gtham elther personal 1nfluence or 1n—store experience.

informat;on seeklng; attitnde formatlon, "

. flKllbourne, W. E.,'"A Factorlal EXperlment
. on. the Impact of Unit Pricing on

",

. Low-Income Consumers"; Journal of - L

' 1’\{;”’ "‘&f’oﬁ
yo.— é J:fooi\ -

‘Marketing Research, vol.ll (November

vproducts for 200 low—lncome consumers.. '

,unitjpricing.

'fLambert, Z Vs "A Look at Some Processing

1974), p. 453-455.

The avallabllity of un1t pr1c1ng d1d not result in a statlstlcally

significant reduction in the cost of a selected set of grocery

RN
A

and Decisioanaklng Difficulties"; in

Perreault; W.D. (ed.); Advances 1n ‘Consumer . .

Reeearch vol. 4 ‘(Atlanta: Association for (-

;VConsumer Research, 1976), p. 126- 131.:

The study, u31ng 81mulatlon technlques, explored Lhe 1nformat10n~

.manlpulatlon complex1t1es and results associated with selecting ' .

" -. foods. for a. day's menu. employing. (1) an optimizing choice rule-

In/’or l\-ﬁ,'/cﬂn

. using nutritional labeling 1nformat10n, and (2) -a food group.-

rule ignoring labeling data. The findings suggested that consumers.
will experience substantial difficulty in attempting to use.
current labeling 1nformat10n to buy adequate nutrltion at

minimum cost.. . :

,or ovision - nutrlent labellng, 1nformat1on overload.
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:!Lamont, L., Rothe J.; Slater, C.; "Unit. . L
‘Pricing: A Positive response to Consumerlsm S

European Journal of Harketing, vol 6 - (Fall

1972); p. 223-233.

A Colorado survey of 2330 shoppers and 177 grocery product
manufacturers concluded that ‘unit pric1ng has been well recelyed

~\'by consumers. -This acceptance is:confirmed by the attitudeés of .

consumers toward- the programmé and by the large percentage ‘of
‘shoppers that reported using the information during the shopping.

. process:to switch product s1zes and brands.: Preliminary evidence

'rnpaf"- “*’“4
. p,gun,' o

'lnj"crr"“"’t "‘ N
,arOVN 1On ~

1: Journal of Consumer Affalrs, vol 7 (1973), -

suggests that unit pricing willpave an unfavourable impact on the
‘manufacturer. Package and label

‘accomoda* . it pricing and some products w1ll have to be.

changes will have to be made to-
reformulatea to be prlce competltlve.

'unit,pric;ng. o R A: '-:, ) SR gﬂf-. ‘ "ﬁ:

~Lenaﬁen R.J. et -al.; "Consumer Redction’

to Nutritional labels on Food Products"

1 12

In order to des1gn the most useful lnstruments of consumer protectlon,*'

it is necessary to understand how: consumers perceive and use such
struments: Often, basic consumer rights are ‘considered more

extensively in . the design of consumer protection p011c1es ‘than . .

basic patterns of consumer behaviour and motivation. We are more .

-1ikely to make labels on labels complete as viewed by the expert
‘than. useful in ‘the normal behaviour of the consumer., This study

is devoted to discovering how consumers perceive nutritional
labels on food products.;It draws conclus1ons about thelr

meanlng and usefulness to consumers.i ,

nutrlent label;ng, information overlbad. '

" Liefeld, J. P.,'"Product Information

.Preference of Disadvantaged Consumers"

Consumer Research Council; Consumer aud
Corporate Affairs Cauada, 1975

: A sample of 184 disadvantaged consumers were asked to rate the 1mportauce

of product information, in the area of (1) food, (2) clothing, and (3)

v\appllances, in their decision. criteria. The ev1dence suggests that

these consumers would not pay attention to many of the types of

" product information being advocated 51mply by makina such ‘
N informatlon avallable. :

information seeking, Canada.
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Mclaughlin, D.J.Jr., Reilly, P.J.;"Retail .
"Experiments -in Frozen Food -Merchandising'; .
i Quick'FroZen Foods, (August'l973); p.‘34—36.

_This study was conducted in four-: 1ndependent supermarkets in the

middle and upper income suburbs of Philadelphia. The results ’

' 1nd1cate that point-of-purchase promotions are more effective for

mew products and very slow moving items. Tié~in promotlons appear
,-to ‘be more effectlve for natlonal brands. -

'-attitude formatlon.f'

o,

SMcLaughlih, J. et al.;”Consumer Acceptance

of Nutritional Values Depends on Information.
",

~ .and Experience'; Arizona Review, (June/July

‘1977), p- 1—7

Nutrltional attrlbutes in food ‘are dlfficulL for consumers . to
perceive; thus there ‘has been a public pollcy mnove toward

. nutritional labeling..

Two studies are discussed Whlch examine the nature of consumer
response .to two nutritional products. The effect of product -
familiarity on preference for egg substitutes is examined for .a

.group .of nutritionally trained subJects, and the impact of.
¢ product class information is examined for high-fiber bread.

Results indicate that use of a produé¢t. can have a marked impact

“on’ preference and product. preferences. ‘However, increasing

- pérceived. nutrltlonal quality did not appear to increase preference )
'~ for the product. With high-~fiber bread, subjects utilized
‘texture as a direct surrogate for nutritional value.’ When percelved

~ texture varied, percelved nutritional value changed in a

".August 1973); p. 22:23.

corre3pond1ng dlrectlon and maonltude.

hutrient 1abe11ng, attitude forma ion.

‘ iMcFadden, G. P.;'"An Analy31s of Unit Prlclng

Business and Economic Dlmenslons, (July/

, - L

'The results of thls study indicate’ that unit pr1c1ng allows consumers

to make accurate comparisons of price for varying sizes of product.

- In‘addition, unit pricing has great value in terms of consumer

psychological response, and is useful as a means of

'invcntory control.

‘f gvit ’0’1 - unit priclng,

-

S

T



k MahQney, M. J., Caggulla, A. W., _ : e
"Applying Behavioral Methods To Nquitlon Counsellng
~Journal of the Amerlcan Dietetic A35001aL10n,

vol. 72
1‘(Apr11 1978)

[T

. When dealxng WIth the problem of alterlng ma]adaptlve

© .eating patterns, 1t is clear: chat the goal is ‘not simply.

. educatlon, it is. also a form of persuassion. The averageA'
: fperson is not steeped in the appreciation of the serious-
ness of their problem. A motive for change must first

- be provided by presenting a potential danger or. threat

_connected with maintaining their current behavior.' "This

~threat must be made personal to the" ‘individual.. Only after

_he accepts the need for change can these changes be .
“faCilitatéd.by ‘building a structure for action- which
should include. exact specifications of where, when, and -

" how, These changes must consider the. throe environments.

which act upon -each individual and influence their behavxof.n

. These env1ronments are the phy51cal social, and private.
One ‘of the most critlcal can be the influence of the

. social. environment. - For example, many spouses -are less
.Tthan supportxve in a ‘patient's attempts at diet-self control
or in another case, food is often offered as a token of

2{1affect10n, ‘but these gifts can at times endanger health.

.- The: drinking buddy social mate is a.very similar concept '
which can often result in alcohollsm. The profe551ona]
should not advance crit1c1sms to their patlent but often
a mild form of scare tactics is more effective in producxng
change. It must be rémembered. that each 1nd1v1dual is

1nfluenced by his private env1ronment which can cause him

to possess feelings of ignorance, bias, or mlslnformatlon.“
~In any case a change of eatlng behavior must alwayS»
realize the impact of a person's personal ability, personal

:.'goals, prefered method for goal attalnment,'and self evaluate

patterne.~

_/,.'{‘o_} ,_\ngf.;, ~ /7 Fovi3iom L |
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'of Retalllng, vol 37 (Sprlng 1961), p. 17-24.

- Maffél;;R;B.;"Can the;Effect;of AdVertlsing'f‘”

on Brand Preference Be Predicted?"; Journal

: The author used three supermarkets and two brands of an unSpeclfled::,c
. food product. in this study. The results ‘indicate that much | '
advertising activity may be wasteful if the advertiser does not

combine his advertlslng strategy w1th a meanlngful llnk to -

: product quality

'. ‘alt:t_it_ude -for_mationv.\* o

o Miller, JuAC Topel 'D.G.; Rust, R. E.,;

" "USDA B. - .ading: A Failure in.

.>~Consumer Information?"; Journal of
:'Marketlng, vol 40 (January 1976), P- 25 31

'rThis article presents a study of how much beef gradlng really tells

the consumer about the quality of meat purchased 200 homemakers

particlpated in' the study, The results indicate a poor. effectlveness

" of. the system. A number of tentative recommendations for beef .

o-t\.7"°"

VoS'lo"' -..

' sgradlng are- offered for consrderatlon.

beef gradlng 3

Mlller, S J., Zlkmund W G.s. "A Multlvarlate

- Analysis of Prepurchase Dellberatlon and

External Search Behav10ur ; in Schllnger, M.J.

" (ed.)s ‘Advances’ in Consumer Research, vol.2;

,,(Chlcago. Assoclatlon for Consumer Research
'-1974), p 187 196

_fThe purpose of thls paper was to discover profiles of personal :
.characteristlcs of households that significantly relate to various
".pre—purchase ‘deliberation and search behaviour processes. The
households "chief ‘marketér" was asked questions about; brand

purchase behav1our, shopplno behaviour, media exposure

. characteristics, and ‘household personal characteristics. The
-authors. found that middle-age females: deliberate more and use

shopping 1nformatlon, that “income. is positively related to "
external  search act1v1ty, and that educatlon is’ pos1t1ve1y .

rclated to income utillzatlon

.'1nformat;ou;seek1ng_-z.a

1
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Nayak P., Rosenberg, 1. J., "Does Open A
Dating of Food Products Benefit the"
Consumer7", Journal of: Research, vol 51 o

- (Summer 1975); p. 10-20.

Consumers often perceive open datlng as an assurance of product

_freshness, although confusion exlsts as to what the open date means.
' Among other marketlng practices,. conSumers give 'a very low priority.

to open datlng, and few are W1111ng to pay very much for it.,

Open datlng, 1nformat10n seeklng

Q_Nelson, P., "Informatlon and Consumer .°”rgflr' "; ' S ‘. S
.. .Behaviour"; Journal of Political Economy, ' ; )
- vol. 80: (March/Apr11 1970), P 311 329.

‘This artlcle contends that 11m1tat1ons of conSumer informatlon abOut

qualxty have a profound effect on the market structure of consumer -

: ~goods. In particular, monopoly power: for a consumer good will be
'.greater if comsumers .if consumers know about the quallty of on]y
"a few brands of that- good. B ‘

jrinformation seeklng,,theoreticel, ﬂH”
H‘O Brlen, T, V.,'"Informatlon Sen81tlviCy

_-and Consumer Choice"; in Sparks, D.L. (ed.); ‘
" Broadening the Concept of Marketing V(Chlcago.

Amerlcan Marketlna Assocxation, 19/0), p 97.1‘f

Thls paper presents ‘the flndlngs of research 1nvolv1ng 636 respondents .

over 6 months. The study 1nvest1gates the accuracy of’ the hlerarchy :

- of effects descrlptlon of consumer-decision processes and examines -
’*the nature of 1nformatlon 1nputs to Such a proce §S. ..
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g influence the selection of Judgemental models

fPerry, J., Hamm, B C.,"Canonical Analysisv

~of Relations Between Socio~economic Risk . -
.p.and Personal Influence in Purchase Decisions" ,;
z,Journal of Marketlng Research vol. 6 (August

: Park C. W.,’"The hffect of Ind1v1dual

~ and Situation~Related Factors on

- Consumex Selection ‘of Judgemental _ ‘ 4 S A
.. .Models"; Journal of Marketing Research, LT T o

vol.13 (ay 1976); p. L44-151. . - S

 The study reported in this article tests the hypothe31s that the
_consumer's- use of ‘a specific Judgemental model in ‘evaluating a =
- 'product-is a function of prior familiarity and product complex1ty.~
. The.subjects were 74 undergraduate students on seven’ products”

‘including hamburgers. The results show ‘that the two. factorS'Kfn;;jzs

attitude formation.

1969)3 p. 351-354.

_Thls article reports a study of 101 students Lhat investlgatesr thel;
‘relationship between -the importance of personal 1nfluence as an
;information source. and degree of rlsk in 25 purchase declslons.f

1nformatlon seeking, attitude formation.

A‘“Price, C c. "The Consumer and Open

Dating . Labeling", National Food Situation-. -

‘:157, (September 1976), U. S D.A.; p. 24,

T A national survey of over l 400 food shoppers 1nd1cates that ‘
_',although there is extensive awareness and. use of open dates on -
~ food packages, "shoppers are not very knowledgeable’ about the _
- meaning of the several kinds of dates used. A significant number

regard some open. dates as throw out dates.: A minority. of shoppers
admit to.problems with finding, readlng and 1nterpret1ng the meanings' .

-of dates. Although pull dates are. the most commonly used by food
. processors. and retailers,‘shoppers prefér types of dates that

indicate the last day that the product should be used. Only. a

f'minorlty of shoppers want-open dating expanded to other. products.

- Standardization of the date types, presentation: methods, ‘and use of
-explanatlons of datcs on packages would climinate most of the problems
of shoppers. i S .

°Pein‘ gating.
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Ros51ter, J R., "Vlsual and Verbal ',' R -“‘: o

" ' Memory on Children's Product: 1nformatlon :
5Ut1112ation"; in ‘Anderson, B.B, (ed.); =
‘Advances in Consumer Research, vol.3;
“(Atlanta: Assoclatlon for Consumer Research

1976), p. 573 5217.

k.

The study conflrmed the exlstence of a rich data base in’ chlldren s

' visual memory for cereal brands, demonstrated that visual 1nformat10n_'
--differs from verbal information and that children's choices may

differ dependlng on which of the two types of 1nformatlon is .
situatlonally retrieved, and pointed. out measurement biases favourlng

verbal memory in- contemporary consumer research The subJects were

1s:xty 5ot boys.

attitude £Ormation1 o

Russo, J.E.; "More Information Is . ‘
.Better: A Reevaluation of Jacoby, - i o
- Speller, and Kohn"; Journal of Consumer = - -
Research “vol, 1 (December 1974), p.68- 72

The author purpose was to reanalyze the concluslons drawn in.

-an earller study that substantial amounts of information can Tesult
in poorer purchase -decisions.In rev1ew1ng the .data tha author
“found that more information helps the: consumer- and 10 detrimental
effect of 1nformatlon overload occurred because the subJects '
took enounh time to process the presented 1nformatlon.

' dinformatlon.overload.

Scammon, D. L., "Informatlon Over]oad and

_Consumers"; Journal of Consumer’ Research

3 vol. 4 .no. 3 (December 1977), p. 148~ 155

Thls study tested consumer reactlons to. informatlon and "how it
affected their dccislon—maklng Focused groups, dlfferlng with -
respect to nutrient -information prov1ded (8 vs. 4 vs, O nutrlcnts,

numbers Vs. adJectlveq), w1th respect to two:peanut butters, a national

‘brand and a new brand. The test was intentionally biased so ‘that
the new brand appeared to be objectively- the better of the two.
The author found that almost .all choictes centred on the natlonal
brand but ‘with some information there was an incredse in the
, correct choice of the new brand ‘The most correct group was that
which was supplled information as adJectlves, Tvo prescrlptlve

conc1u31ons were drawr; that a one time shot of information is 1nsuff1c1ent

to change attitudes’ -and for behaviour; and that evaluative adjectives.

are more. ea81ly processed than more- precise’ 1nformat10n.‘
4 Jo,,..nuf"'e“"‘ /ﬂ‘e/an_g
information proeeeeen&, attltude formatlon.,“



Shlmp, T. A., Dyer, R F., Dlvita, S. F.,A

. "An prerlmental Test of the Harmful .
:_Effects of Premium-Oriented. Commerc1als N
" on.Children"; Journal of Consumer Research
~vol. 3 (June 1976) p. 1 11

’ThlS article presents a study which’ constltutes experlmental test

- of the Federal Trade Commision's proposed ban of ch11d~d1rected

; television commercials promotlng premiums. These prellmlnary

" results are generally non-supportive of  the FTC's position and
question the legitimacy of the proposed. guide. 197 chlldren were . -
-employed and the product class was ceteal. o

attitude formation.

Swan, J.E.; "Experimental Analysis

of Predécision Information Seeking"; . ..
. Journal of Marketing Research vol 6fff-‘”
' (May 1969), P, 192 197.,

;A 51mulated consumer choice experlment 1nvolv1ng 80 students showed .
‘,that where the same brands appeared. across a set of. trials, prechoice
."information seeking declined as the’ subjects ev1dently learned to -

- -choose by: brand. Information seeklng was laso lower for:

‘satisfactory, as compared w1th optimal ch01ce.

: informatlon seeklng..\i":

' Swan, J E.s "Search Behav1our Related to
‘kaectatlon Concerning Brand '
‘Performance'; Journal of Applied

: Pszchology, vol.56 (August 1972),,A.

pr 332335,

ThlS study examlned consumer search behavior by studylng ChOlce
_activities. between, alternative brands of the same goods: The

" hypotheses tested were:. (1) search would be less if a cost was imposed
‘as"compared to a no—cost treatment, and - (2) brand loyalty: ‘would

be achieved under the cost. condition as compared to a no-cost
“treatment. The flrst hypothe81s was VerlflEd the qecond was not

.information;seeklng,
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‘ ""Consumers‘ComPare Sources of Food Safety

United;States_Department_of Agrieuiture;"

Information'; National Food Sltuatlon 158
(November 1976), P 34

The purpose of this study was to survey consumers on thelr

use of sources of food safety’ information. It was found that consumezsv
- prefer getting ‘food safety information from newspapers, telev151on, o
and food ‘labels. Television attracted nearly the same. preference .

g ”percentages for all social and economic groups in the ‘survey.

Newspapers were favoured by older persons, those in metrOpolitan

~areas, and those with hlgher incomes. -Food Labéls were moxre often
. cited by younger and more educated respondents Magazines and

publlcatlons through the mail were most often named by ‘those llving

;in rural areas.’

’
’

. information seekiné;"

.U.S. D. A.,""Food Shoppers are. -
o Changlng Habits"; National Food
'Sjtuatlon—]58 (Vovember 19/6), p.»38

wil 400 U s. households were asLed to compare thelr food buylng hablts
1w1th those of ‘the year before. About 307 of- theé consumers who

bought ‘the most food sald that they had begun checking newspaper

7~ads more frequently for -specials, saving and using more ‘coupons,

and buying more food in volume. One- tenth felt that they had made Af

Qfewer trips to food stores, mainly to save gasollne more than.
. one-third said they ‘were preparing food from scratch more often

so 'as to- economlze on the total food blll One- f1£th of the

: shoppexs never saved or used coupons or bought food in. volume.

Nearly a third never went to more thau‘one store to find. best

food buys. Slxty percent of the consumers surveyed sald they try
" to shop in uncrowded stores. :

information seeking.

2
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."-(September 1976), P 27., - - V-W

_ ,ri?(or'»\entoo‘\

/ora mnon

U.S.D.A. ; "Food: Shoppers Rate
: Usefulness of Label information"; 4
National Food Situation-157, A

In this survey shoppers ‘were asked to rate Lhe usefulness of
nine types of labeling informatiom. Results show that 90% of ‘the ;

shoppers believe prices and freshness, or open dates on

.1 packr _“ ary: useful Less than five percent regard them as:
{"belng ‘ot little or no use. Uniform names and descrlptlons of
_qmeat cuts in dll stores are considered to be very useful by
.1‘707 of shOppers._657 of the respondents believe (hat

ingredient 1nformatlon and storage instruction are.

>~very useful}. Only slightly more than half of shoppers .
Cinterviewed ound much use for the name of the manufacturer,s

nutrition information, or unit pricing. Drained weight

- information on foods packed in liqulds .was regarded as
. extremely useful. by only 30% of shoppers, while almost 507 -
'”-belleved that 1r would be of lzttle or no. use. L

open datingéjbeef gradlngé‘unlt pr101n §'nutrient labellng.;

‘;Van'OfBrien,_T.;v"Informa;ion Sensitivity -

and the:Sequence of Psythological States

L dn the Brand. Choice. Process'; Dissertation
'Abstracts Internatlonal vol 31 (October _
1970), P. 1438

The purposes of the research vere to 1nvest1gate che accuracy of

. ~the hierarchy of effects descrlptlon of consumer decision processes_ -

.. and- to examine the nature of information inputs. to such a systen,- ‘
‘along with 1nformation sen51t1v1ty feedback effects over time

from. cognitlve stages. Data on' two brands of a grocery. item- a
milk additive~ were collected from a panel of 636 respondents

_ iover six months.. The - basic concept of a hierarchy of effects
- was supported in that cognitive activity. generally precedes -
the affective whlch generall precedes the cognitive. However,

while a- probable sequence.of stages’was demonstrated there is

.. clearly not a rlgld h1erarchy, numerous bypas es and feedback
| were observed

- _M—m a” "{“’le ‘ﬂ’rmwf:o“ -
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iWard S., Robertson, T. S., Wackman, D.,'
"Children's Attention to Television

"Advertising'; in Gardner,.D.M.;
Proceedings on the Second Annual
Conference; (College Park: Association - C
‘for Consumer Research 1971), p. 143—156.,,'

f“Thls paper presents flndlngs from an empir:cal study of the nature of .
- children's commercial viewing behaviour. its extent and nature, its

determlnants and short-term consequences. Attention to television.

gcommercials seems. to be a necessary condition for learning from them,
although the low 1nvolvement learning of - commercial viewing makes thls'

learning gradual, subtle and covert. Young children seem to be

. especially susceptible to the formation of impressions and attitudes . -
~.about products," serv1ces and people by television advertlslnc._They |
‘may use advertising as a role model in the acquisition of _

" ‘orientations and skills relating ‘to behaviour as a consumer. 135

'chlldren between 5 and 12 years of- age were observed

;attitude £ormation'

'chilkes, R. E.;"Consumer Usage of Base
- -Price Informatlon"; Journal of Research,

vol.48. (Winter: 1972-1973); P 72-85.

A survey of 151 shoppers regarding thelr use and awareness. of base
/. pricing. Two broad conclusion. implied from thlS study are: (l)

consumers are ]argely unaware of the meaning of base pr1c1n (?)
consumers' rarely exercise:thefr option to request base prlce

3informatlon even when they are famlllar w1th base pri01ng.

/orov,SIO'\ ~ base pricing. o

o facllntated when the information is percelved as new and :
‘ﬂiu prescrited- in a 1mp11fled format.. ‘

fW1nter, FilW.; "Laboratory Measurement of

Response "to: Consumer Information';
"Journal of Marketlng Research vol 12
(November - 1975), p.,390-401 :

.‘ThlS artlcle presents an experrment conducted to study consumer’
' responsiveness to price information. The- subJecLs used were femalcs
‘jbelonglng to church,’ soc1a1 and political groups, and ' the product

class was food. Findings suggest that information. adoption is:

p/\f“f«‘i‘{‘ OoN ovefloqcl

.‘Aﬂxt:F?“rc:ng éﬁ#@%ﬁﬁék&ﬁﬂove%Lead



'attltude format;on; .

_'_Wright, P. L., "Factors Affectlng A
'\Cognltlve Resistance to Advertising";

| Wood51de, ‘A.G.; "Patronage Motives and
* Marketing Strategies''; Journal of Retalllng,
. vol. 49 (Sprlng 1973), p. 35—44 :

Flfty Columbla, South Carolina patrons wete intervxewed 1mmed1ate1y

dfter they had made their purchase at a nationally ‘franchised _
take-out chicken outlet. Radio advertising appears to have been:

" more effective for 1nduc1ng repeat purchases than for securlng
'hnew patronage._ .

"~ . ) . N

Journal of Consumer’ Research vol 2

‘ ‘(June 1975), p- 1—9

This artlcle examines the relatlonship between three personal

.characterlstlcs of adult females .and their cognitive responses
.. to a- commerc;al message under dlfferent reception conditions. Two
‘trait-type characterlstlcs, general social confidence and :
-informatlon—proce551ng confldence, and one- acute- characterlstlc,
' peer-de51gnated t0p1cal opinion leadershlp were studled ‘These
- factord did affect counterrrsponse activitiecs as hypothe51zed.

The subJects were 160 adult housew1ves. The toplc was a. nev type

L of food product. :

: .attitude_fOrmation :
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. $ensory Awareness:

T

Whereas - the previous sectlon dealt with external sources of .

. information, the emphasis’ here 1is: on .the processing of 1nformation drawn -
f'internally from ‘generated responses to sensotry stimuli,-

The studles contalned within are almost exclusively related to:
taste and texture, w1th the exception of Moskowitz (1972) This seems

‘rather surprising con51der1ng the wide use of sight and smell in food
- purchasing. Nevertheless, some interesting results have been obtained - .
in - taste and texture studles.; Szczesniek (1972) found texture preferences-V h
“in chlldren to be dlrectly tied to phy51ologica1 development ‘of the oral.

- functions * As the child. matures, these preferences are further modlfled
by psychological,-soc1al and’ cultural factors.. Jelllnek (1973) . saw.

. these modlflcatlons leading to a food texture rule, employed by consumers,
. where : the texture ~*_ sen reflects the mood of the consumer. ‘ .
>;‘Szczesn1ak (1971», «s50 jidentified a set of relatlonshlps between taste and‘f-
. . texture. ' As foods become blander, textures replace taste as a criteria.
 _for food selectlon.: Finally, taste was. found to be most assoclated ‘

for dlsllking foods.v]_ B

Alllson (1969)

" Daniels (1974)-

Jellinek (1973) -
Moskowitz (1972)

* Reibstein (1975) =

Szczeniak (1971) A

Mmoo (971) B

n" S LN (1972) .

cfgxs



' Paired Comparison Product Tests'; Journal:

" Allison, R.I., Uhl, K.P.; “Influence of
Beer Brand Identlflcatlon on. Taste .
V.Perceptlon ; ‘Journal of Marketlng Research,
" vol.l (August 1969); p. 80-85.

" ‘This- artlcle ‘reports a study conducted about beer, on 326
: randomly selected drinkers, which shows that the subjects were
© not able to discern taste differences among the various beer-
. ;brands and that ‘their perceptlon of them is. 1nf1ucnced by '
- the ma1k-t1ng efforts..:, N

ftaste._ﬁf
Danlels, 5!, Lawford Jus "The Effect of . . c
“Order in the Presentation’ of samples in R .

. of the Marketing: Research Society, vol. 16
no. 2 (Apr11 1974), p. 127 -133.

'.The authors test for any order b1as that may exist in empirlcal\_
"~ studies; specifically whether there is a tendency for the first

) product to rate con51stently hlgher (or- 1ower) than its :
'scounterpart in a paired comparison test. They conclude that

- there is' an identifiable order bias, and suggest that. a means
,_"for overcoming this distortion may be to increase the’ tlme

" interval between tests, such that each product tesLed is.

‘_perceived as a test unto itself._-:‘

1

-_taste.”;;f“

.tJellinek J.5. '"fhe Meaningé‘of Fleﬁouts"and
Tewtures"* Food Technelogy, vol.e7 no. 11
(November 1973), P 46~ 53. ‘ '

‘It has’ 1ong ‘been known that foods doffer in thelr meanings and
in’ their percelved appropriateness. The data in this article
. and . in the study by Szczesniak and Kahn (1971B). suggest
that these ieanings and aseoclatlons are attached not only to
complete foods but also to discrete food attributes, i.e.

textures and flavours. It would appear that an understanding of

.- the’ relationships between food attributes and food meanlngs _
Tois. an 1mportant component of consumer behaviour.

'taste; texture,f'

1




Reibstein, D.J., Youngblood; S.A.," . -
~Fronkin, H.L.; Number of - Choices: and :
Perceived Decision Freedom as Determinant.
.. of Satisfaétion. and Consumer’ Behav1our"'5
- Journal of Applied Psychology, vol 60 no.4
,:(August 1975), p. 434- 437 L t :

|
|
: taste, eyture, smell._. : - S B , : ‘

BN

Moskothz, H.R.; "SubJectlve Ideals and
~ Sensory Optimization in Evaluatlng
. - Perceptual Dimensions in Food"; Journal
- of Applied Psychelogy, vol.56, no. l -
' (February 1972), p..60 66 ‘

' This artlcle preeents three studles in which a total of 115 SubJectS
"scaled various perceptual dimensions of food samples. Results .

1nd1cate that with appropriate 1nstruct10ns, subjects were able
to: make ratlo-scale or category-scale Judgtments of intensity

‘for ‘a ‘given food along one or more. perceptual ‘dimensions; perceive: ‘i o

dlscrepau01es between. the food sample ‘that . they ‘tasted and

" ideally acceptable samples' and estimate the magnltude and

direction of change that they ‘would make .to one or more dlmen51ons

”‘jto increase its acceptablllty. o

A study of the 1nfluence of the number of alternatives on the~
. perceived decision freedom, the. satlsfactlon and. the consumptlon
-~ level.: 72 college qtudents selected one soft" drink" flavour in two

experlmental condltlons._Percelved selectlon freedom and _consumption
levels were significantly greater when selecting from a larger

~? set but there was no 51gn1f1cant dlfference in the stated
_1satlsfactlon.. ~ . ,

'taste,:

o . . o A \

Szczesniak, A.S.; "Consumer Awareness of - L

Texture and of .Other Food Attributes II";

'taste, texture.,“

Journal of Texture Studles, vol., 2, no.2.

~“(May l97l),\p 196-206.

’\,

‘»A word assoc1atlon test was. given to 150 respondents drawn frOm

three geographlc locatlons and. representlng a sample balanced
with respect to socio-economic class, sex and age, confirmed a

= previous test. (Food Technolegy;27,74,1963) conducted with 100
‘General Foods employees. Frequency of free association .indicated

that. texture is'a dlscernlble characterleltlc of foods. and

‘rthat in general its’ awareness equals:that of flaVOur :
- Women and people in higher economic brackets showed a hlgher o
' degree of textule awareness.

’



=u,

Szczesnlak A. S., Kahn, L L., "Consumer

Awareness of and Attitudes to Food Texture I"

Journal of Texture Studles, vol.2, no.3 .

(ertember 1971), p. -280- 295

'.Although ‘awareness of texture appears to be present on a sub-

conscious level, it plays a very essential role in. determlnlng
peOples feelings about foods. Intensity of flavour, - soc1a11y
and culturally learned- expectatlons,‘psychologlcal and -
physiological factors, sex, socio-economic class, 1mage of a
food, and eating occasions, all influence awvareness of, and

. attitudes to texture among‘adult consumers. Texture awareness
 is increased when -expectations are ‘violated," assoc1at10ns are
‘Amade with non—food items, or unpleasant mouth. sensatlons are ‘
.experlenced Textural qualities are often linked with
'gwholesomen°~s and excellence of food preparatlon.r

"texture.,.

‘_Szczesnlak A.S.3 "Consumer

Awareness. of and Attitudes to

. Food Texture II"; Journal of

Texture: - Studies,. vol.3; no.2

(May 1972); p. 206~ 217,

A dlscu351on of chlldrens andntenagers“Aattltudes to food
texture is presented based on publlshed data relative.to ..

- growth and. development and on 1nformat10n obtained from

original consumer interviews. It is p01nted out that, in thrs-"

R p0pu1atlon group;. phy51olog1cal factors appear to be dominant.
in shaping attitudes to texture. These are modified by , '
‘psychological, social, cultural and other factors. in the ,
adult consume¥. With both teenagers ‘and chlldren, ‘texture -is an o
‘important attrlbute of foods, influencing their likes and .
~disliKes. In the young ‘child, attitudes to food.texture follow '

" the developmental sequence of oral’ £uact10ns, and textures are,

rejected which are difficult to manipuldte in the mouth at a

_particular stage of- physical development. The. hlgh degree of
“texture awareness of teenagers may pOSSlbly ‘'surpass that of
.adults. Teenagers also appear to have a better understanding of

the concept of texture, suggestlno that thla attribute may.

.-assume greater importance w1th the oncomlng gcneration of
'adult conSumers.:..~

”

texture.
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' Consumer Purchase and Consumptlon ‘
~ of Food »

ThlS sectlon of consumer purchase and:

consumption is composed of llterature ‘'sources

" about consumer behavior from the .store to- the:

- ‘final influence of the family on food consumptlon.~

. - .The topic is: further sub dlvlded 1nto flve -areas
' of study : _ o

‘o.Purcha51ng Procésses;"

\'JStore Selectlon._ol

“;oCultural Fo;d Habltb.
"Low Income Shoppers.:

'Famlly Food Hablts.

"~




..

Purchasing Processes:
) 1

i

Purcha31ng Behav1or and the forces influenc1ng sclectlon are very cruc1al

aspects of food intake._ It is 1mperative, for purposes of policy dec1S1ons, .
~.to realize how various _store attrlbutes and informational. aids influence
- the purchase of a food item. This ultimately determlnes whether the

ind1v1dual's dlet w1ll be balanced or not."

_Prlce‘Perception:

. One. study conducted was carried out in order to determine . the'
influence of. the Unlversal Product Code. on consumer decision making.

) Because the price is removed from each 1ndiv1dual item, the shopper.
~is forced to -seek other information sources. The researchers found that
"UPC shoppers: -had more dlfflculty in seeing prlces; made fewer comparisons;

made greater mistakes in price estimates, had lower "in home price. awareness

- . were more satisfied with.check out speeds,.and UPC shoppers tended’ to

be less store loyal (Allen 1976) In 1976 (Brown) concluded that shopplng
varlables are more. closely related with perceptual validliy than socio-. -

x}economlc variables; education is slightly (positively) coxrelated
- with price perception; male shoppers perceive prices better than females,

and sinlge shoppers had more valid perceptions than married. shoppers.~

- For major food expendltures, price is of prime concern, but for minor -

expenditures, convenience was shown:to be of the most 1mportance. (Baron 1976)-‘ :

Chevalier. (1975) ‘found that products which belong to the same product category .- -

,.'increase their sales by similar. percentages when dlsplayed with a price

.." reduction. . There were notlceable dlfferences in dlSplay effectlveness
in dlfferent product groups, R :

lStore Set—up.'.‘

: Cox (1970) reached the conclu51on that there is no relatlonshlp
between the amount - of shelf space given to a staple product brand and
tatal sales of that brand.. Also for ‘staple’ products’ and impulse brands

" with low consumer acceptance,_the additional marginal revenue. gained from

additional shelf space was. insignificant. In opp081t10n, ‘was Curhan (1974)

~  observing that bonus space increased sales for. all\categorles of products.
.Price reductions are not’ a 91gn1f1cant factor in increasing sales except

for raw fruit.’ \Further, advertising” appears to be significant for. hard
fruits and cooking vegetables but not for salad vegetables and soft fruit.

' Shelf arrangement has been found to influence the family branding effect.

Homemakers have reported that decision maklng is simplified. when product.
labels are "available -in product - groupings. ° Homemakers appear to easily.
overcome. any brand loyalty-in order to take. advantage of a bargain price.
(Neuhaus 1972) Customer flow. has been found' to be- concentrated along

. the store's. perlmeter, end isle displays account for:less than three percent
" of store purchases, whereas the ‘same amount of space on regular shelves

accounit for for about six percent. The most frequently purchased .
foods are COOklES and .crackers, coffee and canned vegetables.’ Customers
spend more time and money in' the store lhursday through Saturday than

' Monday through Wednesday Special island displays average fewer sales
_per square foot than regular displays. (Hlavas 1969) ‘Another 'study which:

was conducted .in four independent supermarkets in nmiddle and’ upper 1ncome
suburbs in the U.S. indicated that point of purchase. promotlons are more

- effective for new products and very slow moving items. .Tie - in promotlons"

appear to be more effectlve for natlonal brands. (McLaughlln 1973)
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Brand Choice Behavior: -

_,Curhen:R.C;’(l974)'-’

In the area of ch01ce behavior, thexe ex1sts a need - for vax:ety.l '
Brand switching tends to be characterlzed more by switching to similar

‘brands than of disimilar brands. (Bass 1972) This sawe author, (Bass 1974), :
argues that sincL consunmer. brand choice appears to be: essentlally stochastic

in nature, that it will never be possible to provide good predictions of

-individual consumer brand c¢hoice behavior for separate choice occassions.

The research of Frank (1965) lead to the conclusions that larger famllles, ‘
higher education of the household head, number of cars owned, and . .
consumptlon rate of the product are all slightly positively related to -
private  brand proneness. - (Banks 1950) concluded that brand preference

is most idéntical with. purchase intention. Also the last  purchase made and’
statements of -purchase intentions are evén better predictors of brand.

purchase.  Self confidence is a key influence as results have indicated

that 'generalized . eﬂ" confidence appears to.affect persuassion. (Brown 1971)
- noted that 81% 0. .... sample was loyal to private labels. 33% were “found

" to be loyal to one store. Price and quality appeared to be the main detOTS

" in private brand. loyalty; store loyalty seemed to be a minor factor ‘

. in explainig loyalty to private brands. - (Tucker. 1964) concluded that some

consumers will become brand loyal even when there is no discriminable-
v1dence of a dlfference between brands other Lhan the brands themselves.

.I>

Consumer Search,_

In a comparnson of search propen51ty for adtomoblles and food
results: indicated that. shoppers .are more w1lllng to go out-of their way
to purchase an automobile than they are to purchase food. (Bucklin 1971) .
(Webster 1965) explored the idea of deal - proneness. His. flndlng -indicate

- that deal proneness tends to increase with age. Also, deal proneness is .

negatlvely correlated with ‘the amount. .purchased. . ‘Further, deal prone
consumers tend to buy more brands and devote.a smaller share of their
total purchases to a single,. favoured brand. " ngh deal prohe consumers
switch brands more often: than other consumers. (Hammock 1966) concluded
that the crucial factor involved in the tendency to increase. one's
evaluation of an’ ellmlnated ch01ce alternatlve is the ellmlnatlon of the
freedom to have it. : ' :

: Allen J.w.;(1976) . . Frank R.E. (1970)
Anderson E.V. (1974) ... . - . . " Frieman P.M.. (1972)
tanks S. (1950) : o . Cruber A. (1970)
barach JJA. (1967) ..~ . . " Hammock T: (1966)

Baron P. -(1976) S '~ .- - - Havas N. (1960)

Bass F.M. (1972) . -7 . Youston M.J. (1972)

Bass F.M.. (1974) S - Hubbard C.W. (1969-1970)
Brown J.D. (1972) o ¢+ .Kollat D.T. (1966)

Brown F.E.- (1971) 3 .- U Kuehn ALAL (1962)

“Bucklin L.P. (1971) = - - Lessig V.P. (1973) -

. Bucklin L.P. (1966) . . = - Mackay D.B. (1972)

Cavallo G.0. (.969) L S Mackay D.B. (1973)
Chance W.A. (1972) I " . McLaughlin D.J. (1973): .
Chevalier M. (1975) =~ - - A * . Neuhaus C.¥. (1972)
Cox K. (1970) . . R o Progressive Grocer (1971)

~ Cox. K. (1964) - o " .. Ross I. (1975)

Cunningham R.M. (1956) o Russo J:E. (1975)

Cunningham R.M. (1961) . - ’ .- Seggev E. (1970)

Stafford J.E. (1966)




“Tuckex W.T. (1964) .
Wilkes R.E. (1972-1973) =
 Webster F.E. (1965) .
. Weimer J. -(1973) .
* Worchel S. "(1975) -



- Store Seliction:

tN

The ‘area of stcre selectlon is explored as a behavioral tralt in

-~ order to evaluatc the va7rous qualltles that coasumers demand in the

marketplace. In many ‘ways. this type of study is mostly of great concern

“only to marketlng interests for purposes of increasing profits, but in reallty

the store selection of the individual .can influence the amount of the

dincome spent on food, shopping habits: and final nutrient intake.

(Blshop 1969) arrived at results that indicate that the frequency of

. store trips is the only statlstlcally 51gn1f1cant factor in store'selection.

- (Bucklin 1967) found that a new store with all of the latest facilities ~

- -'may be an: insufficient inducement to shop there if prlces are not’
. comprable to’ ‘other. local stores. ~Also, weekly specials were not found

f_to be as great an. inducement to- shop at a store as a general discount
" pricing policy." (Comish’ 1958), by questlonnalre, found that‘consumers .
- like the one stop shopping that self sérvice stores provide. 1In another - =

" survey which. analysed consumer's feellngs about the relative importance-

of attributes of grocery .store outlets, it was found that store perceptlons'f
precede - specific buyer p]annlng and budgeting strategies. It is noted that '

- general beliefs -about the. beneflts of store specials, brand names, and

other shopping variables 1nfluence the speciflc(shopplng variables sought.

.. (Monroe 1975). Propen51ty to search with regard to food items, was found -

" Aaker (1971)
Bishop (1969) .

i

" more commonly in.families with higher food budgets. 'Of this same income ‘
‘group, younger families tended . to ‘exhibit multistore food shopping habits - =~
_ less than others." (Prasad 1972) In another 3urvey of criteria for '

supermarket ch01ce, cleanliness and clear. pricing were the first and

- second most: 1mportant respectlvely. (Progre331ve Grocer. 1975)

. Distance has proven to be an importang variable in store selection
practlces. (Thompson 1967) The results of a research survey showed that
small grocery stores function malnly as outlets for incidental- food items.
Consumers treated supermarkets more or less ‘as isolated units as far- as

. large ‘purchase shopping is concerned There was little: influence on food

purchasing practices when a. shopplng plaza was visited with the convenience

- added of combining several small trips into one.’ Market closeness to
. home was 'not as important . a consideration as the quallty of the matrket within

a reasonable distance from home. (Thompson 1967) = In Los Angeles,‘conc1u31ons

_of a. telephone . survey. Lndlcated that a supermarket must keecp consumers in its cwn
~ .trade area if it is to prosper. When store loyalty is practiced, consumers have
- been found to spend 2% more on food than Lhey would have to at other ~

- competing stores. (Tlgert 1977) : : :

o]

Bucklln L.P.. (1967) : _ o
Comish N.W.. (1958) : o o P
Monroe K.B. (1975) o - S S
Prasad V.K. (1972)

.Progressive Grocer (1975)

Thompson B. (1967) .

- Tigert D.J. (1977)

o



: Culturs1~Food Habits:

. Influence of culture on. the food habits of an individual can be quite:
- pronounced. The specific selectlon differences caused by food having
‘a different interpretation ‘is an area of concern because different
. selection practices can result in conSumers paying hlgher prices to
"meet their cultural needs. . Consumers can pay as much as (1%) more
An. smaller c1ty stores as compared to the lower food prlces in outlylng

.. ‘urban regions. (Dixon 1971)

Difficulty also results when selectlon is minimal when trying
to find foods which are ‘termed acceptable to a ‘cultural diet. When' - . .
‘questionned, - two- thirds of a group of Mexicans, Blacks, Chinese and L
. Anglo Saxons, in.California,’ indicated . that they often experlenced R
. problems with meal preparation, dietary monotony, digestion dlfflculty,'"

,-and a general. lack -of ‘knowledge about nutrition. (Baird 1978)

. In relati~ > interpretatlon of the 51gnif1cance of food,.
”Ycultural groups. cau pe quite varied. Anglo Saxons generally feel
' that they eat to 'satisfy hunger, and maintain health in a soc1ally
acceptable and economically feasible manper. A positive value is placed
on the concept of self-denial in Anglo Saxons for reasons of over-
' weight ‘and digestion difficulties. A more highly valued comcept
for Anglo Saxons. is the use of food as a focus for social 1nteract10n,

7yi-but this again is balanced out by Self denial,

- Members of ‘cultural groups such as Blacks, Chinese, and Mexicans

- were found llkely to .turn to food as a self administered reward or

as a comfort when depressed “In Blacks and Mexicans, self denial

appears .to be regarded not as a singular virtue, but as operating at-a. d

trade off w1th self indulgence. Malntalnlng an emotlonal and bodily

i equallbrlum was also found to be of high value.

: - When presented with an assortment of commonly avallable foods,

the Chinese found the fewest foods to be appropriate to- them -~ This~

" can result in serious selection difficulties. (Baird 1978) ' ‘

A " Black" shoppers had a different perceptlon of food store

characteristics as a result of age,and residence, but not as a result

- of level of education. The Black consumer ‘market- was also found to ] _ .

* be ‘heterogeneous. - (Hills 1978) - . L
\ - Im attempts to modify: behaV1ors which stem from cultural - "

‘biases, outcomes ussually reinforce previous- findings which indicate that -

~change in this manner is not only unsuccessful, ‘but it often results in

more negatlve attitudes, ~ :

DJxon D. F (1971) e o b ' ' S K -
Baird P.E. (1978) . . . ) s . . - o
 Hills G.E. (1978) s SR . L S |
* Lamb C.W. (1977)

Saegart J. (1978)

Whlpple T.W.- (1971)



' LOW‘Income'Shoppere:

Low ‘income consumers are an 1mportant qtudy group in rcgard to
\consumor food behavior becauqe, generally, findings indicate that- although
~ they have the least income to spend on the food category, their consumer
' dec151on making processes-are the poorest of all groups of consumers. .

‘Low income consumers depend more on advertlslng for information, and
tend to equate”quality with price, while middle income consumers purchase
'signlflcantly more private brands, and are’ more conscious of price with

‘:L'1ess of a tendency .exhibited towards being brand ‘loyal.. (Coe. 1971) .

‘Low income - groups were found to consume fewer milk products, fruits N

';1and vegetables than more prlveledged consumers. Also there is a tendency
of intake of more empty calories such-as sweets, paerles,_fats, and soft’ drlnks.

}(Desaulnlers -1978). By use of the weighted food market basket technlque, it
_has been found. that the poor do pay more for their food (2 = 47 in this

sstudy).. (Donaldson 1971) Lower class families have shown a. ‘less than active -
tendency to seek consumer information. Lower class women shop less often,
and are more likely to shop with their husbands than women in the other

' classes. - (Foxall 1975) Whereas, in a survey conducted -in 1974 (Sexton)"
jindicates that the poor shop more often as a result of less planning arnd more

- income. demands. . Findings also indicate that area of residence, race, and’

- income do not result in systematic differences in preferences for natlonal

‘or private brands. (Sexton 1974) When presented with pairs of priced branded
-productq, results. indicate that the lowest incomé group wds the least’ respondent
to noting price dlfferences and ch0051ng the most advantageous prlce. (Erench
1971 1972) : - :
: - When 1nformat10nal alds such as, un1t pricing is 1ntroduced into ‘a
food store, a common assumption would be that it would. aid consumers in
-~obta1ning the best. dollar value." Low income consumer, however, do not: appear
to ‘make qlgnlfncant use ‘of unit pricing in. contrast to- the middle income and

higher income shoppers ‘that do. The explanaLlon could lie in the fact that’ they:.

have a lower ability to- understand the unit pricing labelling system maklno‘

- it difficult to capture the benefits of its use. (Isakson 1973) ‘

- Also, from a retailer's point of view, ‘results of a survey conducted

indlcate that supermarkets operatlng in dlsadvantabed areas do not enjoy.

the confadence of their customers and many of these customers shop outs1de )

of their local nelghbourhood (Petrof 1971) Upper middle and the upper social.

~ classés: are more attracted to local’ chains; lower middle and lower soc1a1
‘classes are more attracted to the dlscount national chain or reglonal chain
organ17atlons (Scott 1968) o : :

Berry L.L. (1971) LT L
Coe B.D. (1971). - ‘ S o : o o
Desaulniers. M.: (1971)

‘Donaldson L.  (1971)

Foxall G,.R. (1975)

French N.D. (1971-1972)

Isakson H.R.. (1973)

Petrof J.V, (1971):

Scott R.A. (1968) -

Sexton D.E. (1974)



Al

1. to 3, who had not yet formed any set pattern of eatlng behavior.
'Investlgators dlscovered that menus could be: complled which-

not, at this  age, condltloned to practice harmful eating hablts.
~ food intake... Evans. (1978) reports that obese person's habkits

‘meanings. of an individual to what a particular food means to them
~(e.g. meat means masculinity to many males) therefore, if you

. human act1v1ty ~ recreation - work - and social activities.

; .‘i‘.r 2
. T e 2

»famlly 1nfluence belng the strongest motlvator.-

Family Food.Habitsi o o o

o ThlS category of research study is often carrled out to

'.establlsh what factors affect family behavior in relation to. food.
‘The family concept is a’ very 1mportant framework in ' regard to.

studying behavior as it is the basic unit of socialization in

“most-cultures.  The influence upon. the ‘individual at the early .
. stages of famlly life lead to a lifetime of food behav1or ‘
. practices. - Therefore it is crucial to direct research into the .

field which has the most predomlnant 1nfluence on the eatlng patternc.l.

t_ of the individual.’

.-Problem eatlng habits can be. attrlbuted to factors
Wthh act upon the ‘individual in their home. environment.

.'Barlow (1978) found that obese peoplée will eat a fixed percentage
- of whatever is fed to them, sSo.a consistent. pattern of excessive

amounts of food can alter thelr physical state. This can: also-
have a. negatlve affect upon the. social well being of the obese
person.. Barlow also conducted a test on small children, ages

met the children's nutrient needs and which they accepted without: _
difficulty even though amounts of fat, sugar, salt, and preservatlvee
were. drastlcally reduced. It‘:is ev1dent that the chlldren were.

" When tackllng the problem of altering poor eating. hab1ts~
of the obese. individual, it is not simply a matter of changing

résult: from their responsiveness: to' food cues. "Cues“ are - hldden
remove meat from the diet, you not .only reduce food 1ntake but
you may threaten the deflnltlon a person depends on: as to what
meat slgnlfles to them. (Sherif ' 1975) Evans (1978) ‘indicates

that eating behavior is cross conditioned to every variety of

Therefore it is necessary that any. form of dietary change is -

fat ‘reaching-and long -term in. nature. . Our attitude of food SN

as -a social element  ¢an also have. a' detrimental effect on our
food habits because our natural and cultural wisdom distorts our

’ab:llty to form a balanced eating pattern. Haley (1977) conducted

studies of - changlng food habits in early adolecents. .He found .

'»Lhat food ahbits deteriorated between agés .10 and 15, esoec1ally

with regard to milk, fruit, ,cereals and meats..: It would appear
that a hlgher level of parental educatlon tends to result in

~improved ‘food habits on the part of the’ children. Hawkins (1974)
found influences of peer groups also affect a child's dietary :
~intake. ' At this stage of 'a child's 1life,. the peer group conformlty
is more developed than any form of brand loyalty..w

~Jones (1977) reported that older, poorer, smaller

-fhouseholds and. those with less.schooling. were less likely to
“change their; diets to allevrate specific health problems.

The Journal. of the Ameérican Dietetic Association (1975) reported
that homemakerb w1th a higher educatlon ‘tend to use all of the

‘basic food groups, “but this does, not ensure an adequate diet.

The more educated tend to accept questions of food values more

”readlly -than others. - Of ‘any group, individuals accept food

advice. best from thosé they consider. friends and/or allles, with

!
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o ) Plodgc cards were. found to be a strong motivator .in
Cmaking cffective dictary alterations, by Lambert (1977).
lt was found when - a ‘pledge was - takon there was a greater motlvat:on
“adhere than there was in. a normal diet plan. " These resultant:
achanges were also found to be quite long term in endurance. ° .
Sherif (1975) indicated that the difficulty in dietary change is -
~ found in the patterning needs of the individual which causges. that
person ‘to desire a stabilizing experlence in his life. . An
individual develops. stable .patterns in his environment which _
he can consistently relate himself to. -~ Any.disruption of ‘this,
stability is ten51on produC1ng and leads to efforts to restore
stablllty ' ‘ B
' : Llfecycle stage of llfestyle can drastlcally 1nfluence
what foods will be purchased for a family.. '‘Frank (1967) cited -
s tudy- flndnngs ‘which indicated: the more. adults in-a famlly,
the ‘higher- th"  sportion of small packages purchased'c* -
. households - llVlng ‘in high: rise apartments purchase. more small
~package altlcles, and single male household heads: tend to
" purchase more small packages. A survey for the. Journal of the .
Américan Dietetic Association (1975) showed the varied influence
" that the family:lifecycle stage can have on the nutrient intake’
of a famlly. Generally, younger. famllles w1th lower incomes had

. grater. concerns .with economy - and convenience. Time SaVlng was.

also of major 1mportance because  of the great demands. placed
on - the homemaker's time. .'As the famlly lifecycle stage. progresses
there'is less concern . For price and time spent on food and a greater
emphasis on finding foods which .are lower in their quantities of ° ’
‘calories, .cholesterol and saturated fats.. Younger families,
fthrough thelr efforts ‘to save money on: the food-budget, tend
to exhibit greatcl multi-store: shopping hdbltS than. othcr
ffamlly stage groups. Prasad (1972) :

. Poor food habits can be the result of the lack of
knowledge or desire’ to. spend time on food plannlng, etc.
" Bucklin, (1969) found that the costs of search for virtually all

”~~households (250 in this oartlcu]ar survev) are consodercblV'

higher than.the. savings to be secured. . Fry (1967) found that =~ -
consumers- have gencrallzed preferences for. famlly brands which

", indicated. a .conditioned influence from exposure to a.product.

uranger (1972) found that’ housew1ves do not have.a clear idea of -
relative. value measured in terms of . cents per, unit, and when

thls 1nformatlon 1sispec1f1cally provided,  subjects behave in

‘a- way suggested by economic” theory, (consumers switched more

- heavily to larger. package sizes.) Nutrition knowledge and perceived .
nutrition- knowledge can lead to good or poor eating. practices.

" Fusillo (1977). found. that low nutrition knowledge was most
prevalent among- males and -older shoppers with age having a

.. stronger association., . He. ‘concluded that there is a need for

more effective and understandable. educatlon programe dlrocted

at the individuals noted above.-

' ' ‘Hertzler (1976) . indicateéd that a famlly may have access
( to Jnformatnon about_good nutrlt;onal practices; may take that

- information home; and. yet never put the suggestions‘into,practiceh




LTI S UP- T SO S

One facLor found that can 1ncrease the chances of a. famlly uslng ,
_this information is the "solidarity"’ of the famn]y unit.
"Solidarity has been defined as the interco- -operation, unity or .
cohesion of family ‘members., ‘A family will demonstrate high
.solldarlty by doing acthltles together and presenting a solid
" front to others. This cohesion. also was found to more ea51ly
prec1p1tate dietary change. " '

, Szyblllo (1976) . examined ‘the decision maklng process
of families in relation to an eating situation. -According to
the results,. child partlclpatlon with parents domlnated across.
all categorles except Mhow. much to spend7"; which was decided
on .a majority by the . parents alone. As ‘a result of these tests .
‘the author: stated that there. is a need to ‘incorporate the 1nfluence
of chlldren ‘on. family decision maklng in relation. to- food" behav1or.
_Green (1975) through a survey ‘of randomly “selected married’ women
found that liberal wives are reported to play a greater role in.
‘purchase decisions thah either moderate .or conservative wives, .
~ Jacoby (1974) concluded that housewives can contend with. larger
__damounts of 1nformat1onal output than university. students.- :
. ' When examlnlng the influences which act’ ‘upon - the dec1slon
*_maklng processes ~it has been: deternined that husbands exert the
strongest. pressure over a woman to . try a new food as compared to-
others. Advertising was found to have the least effect, with child- -
‘ren being sllghtly more influential. Women fmade the’ dcc151ons and’
food .purchases in 87% ‘0f the- households, men shopped in 5% of the
‘homes and a.combination of buyers did the remainig 8% of the
shopping: Journal of “the American’ Dietetic Association (1975)
- - 'Shutz (1977) found a negative re]atlonshlp between
;“conforn1ty ‘in children". and food ‘knowledge. 'This may 1nd1cate
that mothers who force their children to eat. “good food", may .
2not in. fact know what: foods are actually good. -Women. who
purchase food products more often than- the norm have a larger
~number of children, a: hlgher income, ‘prepare larger meals
are perm1851ve towards their chlldren believe in. snacklng,w
are consc1ous of 'nutrition, and are aware about. the1r feellngs
. about’ the approprlate use of food o Sl e

“Hawkins D.I. {1974)"
" Hertzler A.A.‘(1976)
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o aker, D A., Jones, J M., -
" "Modeling Store Choice Behavior"; -
" Journal of Marketing Research, vol. 8.

“(February 1971);.p. 38-42.

© -This article presents a formal test of the linear learnlng
. model in the context of" store choice behavior, using 15 =

data sets: 1nvolv1n° three product. classes. The model -is -used
as a vehlcle 1n understandlng this aspect of consumer behav1or.<

L store choice behav1or.

roAllen, J W., et. al.., o ’
. Summary Results of Consumer Shopplng Behavior - Qhopplng Study.

Ad Hoc . Committee of the Grocery Industry for the Development
of the Universal Product Code;

;.Washington, D. C., (March 23, 1976)'

The purpose of thls study was to assess the affect of .
.dlscontlnuance of item price marking on shopper's ability to

- make food purchases effectively. In three phases, shOppers at
stores employing the UPC (Universal Product Code). were compared _
‘to shoppers at regular supermarxets. The authors found that; . .

~ UPC shoppers had more dlfflculty seeing prices; UPC shoppers-

made fewer comparisons' UPC shoppers made greater mistakes -in_ o
price estlmateS' urc shoppers had lower "in home" price awareness;

- veC shoppers were more satisfied with check" out speeds, and

UPC . sh0ppers tended to be leoS store loyal.

- unlversal product code.

Anderson, Evan E

"The Effectlveness of Retall Plice Reductlons. A Comparzson ’
-for. Alternatlve hxpressions of Price" :

Journa] of Marketlno Research, vol ll
'(August 19/4), F. JZ7=3300 :

_ An experlmental treatment was applled to two product ‘classes

in each of two food stores. Niether the isolated nor joint

tTeffects of price levels. and price expression seemed to have -
influenced the market sharé of the lowest priced brand of
- chili. However, ‘there was considerable brand substitution . .

in the case of peas. Also, for peas,;. the impact of a price-
reductlon may be. diminished when the magnitude -of the reductlon

T is glven in absolute as well as unit’ terms.

-~pr1ce ;mpact.;‘
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Balrd Pamela Coy

"The Marketing Concept’ Applled to Selllno Good Nutrltlon
~ Journal .of Nutrition Education, vol 8. No. 1.
'E(January to March 1978)

"The "eat’ because it.is good for you' vapproach to nutrition’
educatlon, may- not be as successful an approach as. possible
with individuals by whom food is percieéved, for example, as

- a primary emotional 'support, a .creative outlet, or-a problem

to.be avoided. Little work has been done to develop a’ meaning~
. ful measure of food attitudes that discriminates among
wind1v1duals. This study was - based on . the ‘hypothesis . that

- the marketlng concept -of tailoring products to. ‘consumer's
needs a~-* ‘e technlques of attitude measuremenL employed. in
marketiuy scudies may be -of help to-nutrition educators... - «
© A special jtem by use questionnaire was constructed four’ four ethnlc
groups; Blacks, Anglo Saxons, Mexican, and Chinese. The results

of this survey was to detéermine the frame of" reference that various.
cultures use to refer to food and to gain some insight as to -
* the different ‘values which affect the choice of various foods -

by cultures 1nclud1ng money, . health taste, status, and satlety
value. , .

velee»judgemehts;‘




Banks, Seymoux, . : : .
"The. RClathHShlpS Bctween Preferences and Purchaocs of

x_Brands

Journal’ of Marketing 15.

.-brand preference.‘

.(Octobex 1950), p. 165 157.

‘The . author, us1ng a panel of 465 Chicago housew1veu, concluded

- that brand preference is most identical with purchase intention: .

Preference for brands is found to be a gpod predictor .of purchaees.7

- Last purchase ‘made and: statements of purchase intentions.are even

">better predlctors of brand ‘purchase. -Scouring. cleaner, ccffee,‘

... 1cecream, peanut” butter, potato ChlpS; mayonnaise, and catsup were
-;the products Studled. ' : R

':Barlow, D H., Tlllotson, J T.,

"Behavioral Science and Nutrition"

© " Journal of the American Medlcal Assoclatlon, vol 72
:,;(Aprll 1978) o

"»zBehav1oral Sc1ence and: Vutrltion ‘are inter-related as the behav1or~

al: sclence field is an effective mechanism for greater success in

the field of dlera*y ‘change. This particular study was focused on .

the amount, ‘of food intake by the individual. Tests were conducted

'~ to. determlne :the effect. of the size of the portion on food eating
 behavior. Other studles have shown that larger portions increased
—-intake very consistently. Obese people have been found to eat a

flxed percentage . of whatever food ‘was fed to them. These flnd1n°$'f

‘ Qiare not- only phy51cal in nature, but also have a uocial context-
“acting upon them. - This experiment was carried out on chlldren
- .aged 1-3 years who were making the transition from a-child’ s:to
" an adult's diet.. Using prec1se ‘measures: of eating- behavior, . the
'linvestlgators presented over 100 food items low in sugar, salt,
'preservatlves, and saturated fats,. and ranked them on.the basis"
of acceptance., ‘Through this ranking; the 1nvestlgators dlscovered .
. "that ‘menus could be compiled which. met the children's nutrient - :
-+ needs:and which they accepted without going through the-difficulties

often enc0untered in persuading or otherw1qc motivating chlldren

' to eat nutrltlonally ‘balanced meals ‘Other: experimeénts have looked .
‘at the effects of temparature, colour combinatlons,.texture famil-
_iarity, and ‘the gentle social influence - on chlldrcn s acceptance
~of various foodu. ' :

nutritibn'COmmunication.



Barach, Jeffery A., S

. "Consumer Decision Making", A

. The Southern Journal of Business ,
(April 1967), p. 76 ' '

. The author studled consumer deC151on maklng w1th respect. to
rpurchaSes of regular and instant coffee, . shampoo, margarine,
" and household wraps: Self-confidence was found to be a crucial’
- factor ds the results . indicate that generallzed self—confldence
appears to affect persuasion. e : -

.fpurchasing processes.x lj

. Baron, vy Eskin, .y ;

"Attribute Ratings as Predlctors of Claimed and Actual Behav1or
"Advances in Consumer. Research. vol. 3. :
‘ (Atlanta Association. for- Consumer Research)

-(1976) p 359 363 ‘ : :

'In this study cash registar tapes from grocery shopplng trips and -
interview data _about store. attributes, e.g. price,. location; quality,
and behavior concerning . grocery. stores shOpped were collected from -

. 80 respondents over a five week period. Results indicated a high.

- correspondénce betwveen claimed and actual behavior and slmllar but_g

not identical, regression translations between attribute scores

- and clalmed and actual behavior. The grocery store’ tapes lndlcated
'~ 'the area of deviation between claimed dnd actual. behavior (shows

frelevance of .controls in assessing ‘the importance of factors not
directly percelved by respondents) ~ apparently there exists a
price-convenience trade-off. For major food expendltures, price
is of prime concern (as reported), but for minor expenditures
convenience was shown most 1mportant through analysis of grocery
SLOIP tapes.- : 4

:grocey.tapes. -

Bass,_F M., Pessemler, E.A., and Lehmann, D.R.,

MAn- Experimental- Study of Relationships between Attltudes,
Brand Preference, and Choice ", : , :
~ Behavioral Science, vol. 17 . - . R I
(1972) . p. 532 541 o S L ' S

'4

. This paper examines the effectlveness of models of preference and

:.Ach01ce, based on specific product attributés. = 280 students and

secretaries selected a soft drink.-4 days a week for three weeks
“from 8" alternatives. The. paper prlmarlly deals with understanding
" choice behavior and need for variety. Brand- sw1tch3ng tends to

. be characterized more by sw1tch1ng to similar brands than of
d1551m11ar brands..

élternative evaluation.



Lot ' (
: Bass, Frank M., ' o -
S~ . " . ""The Theory of Stochastic Preference and Brand €w1tch1ng ,

" “Journal of ﬂarkerlno Research, vol 11.~ .
(Fcbruary 1974), p. 1-20.°

Y

‘The author aroues that since consumer brand chomce appears to be
essentlally stochastic in nature, that it will never be possible
‘to provide good predlctions of 1nd1v1dua1 consumer brand choice -
behavior for separate choice occasions. His conclus;ons are -

" based on the preferences of 264 students and secretarles for 8
Vbrands of soft drlnks.‘ » :

Purchas;ng orocosses.;g

Berry, Leonard L., Solomon, Paul J., . - !

“"Generalizing about Low-Income Food Shoppers A Uord of Caution s
Jourrnal of Retailing , vol.47 . - : :
(Summer 1971) p 41—51.‘

cThe authors conducted interw1ews with 300 Jow~income Wexlcan
Americans in Denver, In’ contrast 'with most previous studies,

S ... the authors note that most of the respondents shop large .
. - ... - supermarkets, travel by car, make only two trips per: wee‘s,
- SR and BIL faVOurably disposed towards the stores.

»Low-income shoppers.

.'Bishop, Willard, R. Jr., Brown, Earl H.,
"An Analysis of Spacial Shopplng Behav1or N

. Journal of Retailing, 45

.(Sumner 1969), P- 23 28

The authors fclt that ‘the central place theory had been 1nadequatelv

valldated Their results. indicate that frequent store trips-are *h<">

only statlstlcally 51gn1f1cant factora 1n store selectlon

, purchasing processes;~

'-;BrOWn Joseph D., L ' : : T
"Consumer Loyalty for Prlvate Food Brands", Report No. 3,
S . ‘Bureau of Business Research, Munc1e, Indlana Ball State Unlverslty,
LT - ' (October 1972), P 1-31. ' s = : :

'11 B 'A~.l'Based on the resu]ts of 1nterv1ews with 198 MUﬂLle, Indlana shoppers,

= " : . "the author notes that 81%Z of his sample is loyal .to prlvate labels.
o . One third of the sanple is loyal to one store. Price and quality

‘scems to be a mlnor factor in oxplalnlnw loyalty to prlvate brands

Store ]oyalty

_appear to-be the main factors in private brand loyalty; store loyalty

g




_ Brown, F.E., -

"Who Perceives Supermarket Prices Most Valldly°"‘
Journal of ﬂarketlng Research, 8. .
(February 1971), p. llO llB.-

_From an analy51s of over 10Q0 shoppers in 27 different supermarkets
~in 5 major U.S. cities the author reached several conclusions: '
- shopping varlables are more closely related with perceptual validity
than socio-economlc variables"educatlon is slightly (positively) .
‘correlated with price perception;- male. shoppers perceive prices

. better than females' single shoppers hhve m01e valld perceptlons'
fthan married :

1

purchasrngpprocesses.

, Bucklin, Loulq P.,; . : :

"Irade Area Boundaries: Some Issues in Theory ‘and Methodology ,
Journal of Marketing Research, 8.

(February . 1971), p 30- 37. S _ .‘._

o 1he author studled 500 Oakland housenives, 249 Borkeley famllles
and 1160 San Francisco Ford purchasers to show that there is am
overlap in . the trading areas.of competing retail establishments.
" The . study deals with search: propensity for automobiles and’ food

'~fw1th the results- indicating that shoppers are more willing to:

go out of - the1r vay for automoblle purchases than food purchases.

search propensity jﬁ

,.Bucklln, Louis P., - ~ ‘
“Competltlve Impact of a New Supermarket
“Journal of Markering Research s 4.
- (November 1967), P 356-361.

The author used a. 249 fammly research panel in Berkeley, alifornia.,
‘to illustrate that a new store with all of the latest facilities
may be. an insufficient inducement to shop Lhere if - prices are not

";comparable. Also, the weeKly spe01al is: not as. gleat an 1nducement

.as .a dlscount prlclng pollcy.

store selectlon."

-Bucklln, Louis P., ~ ' ' o
""'Consumer Search, Role Enactment, and Market Eff1c1ency
‘Journal of Bu51ness , 42 .
(October 1969), p 416 435.

1he author studred a panel of 250 famllles in Bcrkcley, Callfornla.

'*land concluded that the forces controlling advertising readership -
are easler to: detéct than those responslblo for interstore comparison.

It is also noted that the. costs of secarch may in- fact outweigh the
’:savlngs to- be galned for food products. ' :



eBucklln, L.B., S T o “':g" R
,."Testlng Propen51t1es to Shop y ¢ o Co o ST

Journal of Marketing, -30

| Bucklln, L. P.,

(January 1966), p.22-27." '

A survey of 506 consumers shopplng for 89] 1Lems showed

consumers respond to lower shopping costs by making- more

~_ interstore comparisons ‘Consumers ‘have. a greater w1111ngness
. to.shop for higher priced items. Consumers with little or .’

no informatlon ‘about product\features shop more exten51vely

1than those w1th greater knowledge.*

purcha31n¢.proqesses,

"Consumer “Search, Role Enactment,'and Maxket Efflciency s
Journal of Business, 42 o : ‘ :
(October 1969), P. 416—438._

fVA survey of 250 households over a fifteen—week perlod on

their grocery. shopping patterns.f In. summary, the-costs of . search
for v1rtua]1y ‘all of the householda are conulderably hlgher than

the savxngs to be secured.‘ 

search,propenslty,

H»Carman, J.M : i

.. “Correlates. of Brand Loyalty Some Posxtlve Results",'
 Journal of Marketing Research, 7 . ‘ ;
ﬂ,(Februaxy 1970), P. 67 76 e

- The author utalazed a 249 household punel to study food
'purchascs by Berkeley, Callfornla housewives, The results 1nd1cate
that a 11nk exists-between personal characterlstlcs, ‘the shopplng
»process, “and brand loyalty. -Store loyalty appears to explain-
. much of  the variance in brand loyalty. Products considered were .

regular ground coffee, canned fruits, and frozcn orange 3u1ce. .

fIpurchasing-processes.fs‘ﬁ.,.-'

» Cavallo, G, 0., Temares, M L.,

"Brand Switching at the Point of Purchase y
Journal of Retailing, 45 : o

: (Fall 1969) p 27 36._

__One hundred and thlrty-seven randomly selectod week]y shoppers in -
" New-York and Connecticut were- pérsonally: interviewed. The results-
" indicateé-that the more highly the product is rated by the shopper,

the less likely.is the chance of ‘buying another brand. - The enphasis
of the study was on beverages, frozen: and canned vegetables, soaps

_'and detergents.

purchaslng proeeSSes.’



Chance, Wllluam A, French, Norman D.

-""An. Exploratory Investlgation of Brand Switchlng
- Journal of Marketing Research ,«9 ‘

(May 1972), p.226~ 229

The auth01° used 136 women in an isolated’ community in the
- Midwestern U.S. in an experiment that -illustrated large
 variations. among product categories in .brand switching behavior.

Income and educational level were ‘quite influential in

h ‘deLexmlnlng the extent of brand switching behavior by the:

housew1ves. Products studied were pork and beans,  ground
meat, flour, salad dressing, tea bags, faclal LlSsue and

Whlpped tOpplng.-

\

. purchae._; rrocesses;.;\

Chevaller, Mlchel
"Increase in Sales Due to. In—Store plsplay .

Journal of Marketing Research, 12

(November 1975), p.426-431." _-,. P -‘: jn

'The author tested 8 product groups in four Boston stores and

found that products which belong ‘to the same product category

flncrease their sales by similar percentages when displayed with.
-a price reduction, There are notlceable dlfferences in display
'~effect1veness for dlfferent product groups.-

. purchasing processes. K

" Coe, Barbara Davis, e
Q"Prlvate Versus. Natlonal Preference Among Lower- and MJddle—

Income -Consumers"

‘Journal of Retalllng,(;"e

'-(rall 1971, p.61-72.

The results of thls study 1nd1cate that users of prlvate brands

N typlcally are youn6ep Lower—~income respondents depend more on
advertising for information and tend-to equate quality with price.

Middle-income consumers purchase significantly more private brands,

" are more.conscious of price, and exhibit less brand loyalty.

purchasing processes.



eComLsh, N. w., : )
"What Influences Customer Ch01ce of ‘a Food Store7 .

Journal of Retailing, 34

~ (Sumnmer 1958 ), p.90- 100'13.'1“

Five hundred and sixty-five respondents in Seattle, Washlncton,

were interviewed by telephone indicating that consumers are .
motivated by a great many rather than just a few factors when they

. select a. store in. which to purchase food. Customers generally .
: llke the one - stop shopping that self service stores prov1de.

-'purghasrng proCeSSes,_-

.«Cox, Keith Kiy, - ' ' :
. "The Effect of Shelf Space Upon Sales of Brandcd Products",
- Journal of Marketlng ‘Research, 7 a

'.from addltional shelf space is 1nsign1£1cant.

‘purehaslng'proeesses.-'

A(February 19/0), P 55*98

".”Sales of two brands of ‘salt and powdered coffee cream 1n six.

large supermarkets in Houston, Texas were studied leading to Ehe
conclusion’ that there is no .relationship between the amount of -
shelf space ‘given to a. staple product brand and total unit sales

" of that brand., Also, for staple products and 1mpulse brands w1th'

low: consumer acceptance, the additional marginal revenue gained

Cox, Kelth . - :
- "The' Responslveness of Food Sales to Shelf Space Changes in
- Supermarkets", :

Journal of War&etlng Reseerch 1

A'(May 1964), p .63 67.‘.’~

The author’ utlllzed a latin square d051gn in six Texas 3upermarkeLs

‘and found that impulse items do not respond more to variationms.

in shelf space than staplcs. Test products selected include baking

_"soda powdered orange crystals homlny corn and powdercd coffec’
'cream. - o : :

\

;burchasing‘prqeesses.‘"




Cunnlngham, R. M., R ,
"Brand Loyalty - What, Where, How Much’" .
Harvard Business Review, 34 »

»(Janua1y - February 1936) p 116~ 128

The author studied the behav1or of 244 famllies for seven food
.and ‘household product classes. He notes that higher numbers: of
. families report purchases of a single brand than random data
would predict.: He-also notes that some reduction in brand

. loyalty appears to be the result of spec1a1 deals and relatlvely
R high prlce act1v1ty in a product class.~ . . :

purchas1ng processes._ -

Cunningham, Ross M. o
- "Consumer Loyalty to Store .and Brand" ‘

Harvard Business Review, 39 P :
(November - December 1961), p 127 137.

: The author studied 50 Chlcago famllies and found thdt those with.
- hlgh store. 1oyalty are somewhat more loyal to -the particular
private brands they purchase than are families with low store
3oya]tv. However; high- store ]oval,famllies are not more likely
to purchase all. pr1Vate"brands.,'Familiesgare found- to vary widely
- in their first store loyalty.  The purchases evaluated were for

_a range of grocery 1tems.=_ NI o T : :

purchas;ng procesSesr

Curhan, ‘Ronald C. - R R . - o .

""The Effects of Werchandislno and Temporary Promotlonal ACthltleS
~on -the Sales of Presh Frults and Veoetables in Supermarkets
Journal of Marketing Research 11 ’
(August 1974), ps 200 234.

Two- hundred and flfty~six observatlons of sales over seven months’

in various American grocery stores and supermarkets lead to the
conclusion that bonus. space increases sales for all categories of
products. Prlce reductions are not a significant factor in increasing
sales except for soft fruit. Further, -advertising appears to be-
significant for. hard fruits and cooklng vegetables ‘but not for

'salad vegetables and soft fruit. - .

purch331ng processes;



Darden, Wm. R.,’ Ashton, Dub o -
"Psychographic.Profilés of Patronage Preference Groups .-
 Journal of Retalllng, 50
‘ (Vo. 4, 1974), Pp.99-112.

.. 116 middle. class suburban housew1ves from a medium 81zed southern

U.S.A, city were studied leading to the conclusion that there are

groups .of shoppers with distinctly dlfferent supermarket attribute.
preferénces. . Also, lifestyle and shopping orientations are found

to dlrfer among patronage attribute preference groups. ,

N

"purcha51ng proceqses._

' Desaulnlers, M. & Beaudry~Dar1sme M.,' :

- "Les Habitudes Alimentaire des Adultes de’ Tr01s Milleux Soc1o—’
- economique de la Ville de Québec"; ,

Journal of the Canadian Medical Assoclatlon vol39 No l
(January 1978), p . 38~ 45._“' '

- The dletary intake of the populatlon of two dlsadvantaged and one
" privileged areas in Québec City was analy?ed from three day’ food
records., Foods consumed between meals were less concentrated in
nutrients than those conqcmed at meal time. In’ the dlsadvantaged

.areas, the. population consumed fewer milk products, fruits and

- vegetables than in the privileged area, and more sources. of A
' enpty calories ‘such as- sweeats, pastr:cs, fats, and soft drinks

were found. 1he amoynt of money spent on- food could not explaln

- the differences observed in the quality. of the dietary 1ntake ‘

© - of the different groups of the popu]atlon studled.

»'Low—lncome shoppers.

: Dlaon, Donald P., McLaughlln, Danlel J. Jr s :
"Shopplng Behav1or Expenditure ratterns and Innexr Clty Food .

Prices" ,

- Journal of Marketing Research 8

*,(February 1971), P- 96 99. "

This analy81s of the shopplng behav;or of 21 Negro and 18 Puerto
Rlcan families indicates that there is a pronounced difference in
shopping behavior between cultural groups. An additional finding
is that, for grocery purchases; prices in ‘inmer city supermarkcts
are about 1% hlgher than prlces in comparable 5upermarkets outside -
the area. _
: A e

purehasing processes.



Y]

‘Donaldson, Loralne, Strangway Raymond

"Ghetto Food. Purchases and Prlces

“Mississippi Valley Rev1ew,j

o Low—lncome shoppers.

:.\Evans, Rlchard I.,:Hall Yolanda.,
. "Social - Psychologlc Perspectlve in Motivat:ng Chanoes 1n Eatlng
"~ Behavior!, .

(Fall 1971), p. 65°73.

" The authors used a welghted food market basket Lechniqde in
A_'Atlanta, Georgia. They found that the poor do pay more for their
fv_food (2% — 4% in: thls study) ,

:A{

" Journal of the Amerlcan Dletetlc Assoc1ation,\.
.,;(April 1978) ' T _

--Social Psychologists regard the . task of changlng atlug behav1or ,

as particularly diffiecult.. Accordlng to Bruch, eating. behav1or

- is deeply  imbedded in theé'early deyelopment - ‘of ‘the individual

and continues to. be tied in with the. psychodynamics of human

‘development. Schachter relates eating behavior to cues in the =
- individual's immed:ate environment. Hns/her internal physio-

logical state - for example in the obese individyal - may be
related. to his or her.responsiveness to food cues. The very

ﬁexten51veness of these cues makes it/ dlfflcult to -control the -

environment in - -enough situations to modify long term eating behdvior,
much 1ess control the. phyq1ologica1 conditions that respond to

. the food cues. ‘Fating is a cross-conditioned response to every -
variety of human activity - recreation - work - and soc1al
activities.

The- developmeht of d1etary 1mba]ance comes about throuvh the

.effect of- economlc and. techn01001ca1 developments and increased
‘per caplta income on nutrltlonal patterns and social preferences..
- Coincident with: our agr1cu1tura1 success and .the prevalance of foods

high in fats or refined carbohydrates has been a remarkable drop in
eriergy expendlture at work .and play ‘In terms of individual
development, as soon as a child is old eénough to be’ 1nf1uenced

by information, such as a nutrltlonal 1ifesLy1e, ‘the "natural or

\“cultural wisdom" of - eatlng in a balanced manner is distorted by

T influences which encourage a nutritional imbalance., In reoard to--
~a change in eating behavior, the .behavioral scientist can only suggest
‘the employment of the same device as is used to assist patients in

controlling their immediate environment. Motivation is the key:

-to a successful and lasting result. If permanent modlflcatlon is
-f50ught,:“motivatihgf should ‘be long term. : x

_behavior modification.p




Foxall Gordon R., : : :
'"Soc1al Factors-in Consumer Cholce. Repllcatlon and Exten31on N

- Journal of Cousumer Research, 2. ' : - o
)(June 19/5), p: 60 64. )

e

A study of 286 lo&er class and 298 mlddle class an]ish famllles

_found middle class households are more active in seeking consumer .

information. It was also found that . lower class. .women shop. less’
often, older women shop moré often than’ younger women, ‘and lower
’ class women are more llkely to shop with their husbands._.

' purcha51ng processes. >

_Frank Ronald E., Boyd Harper-w..Jr., ‘ : :
. MAre Privatc- -Brand-Prone Grocery Customers Rea]]y leferent9"

- Journal of Advertlslng Research 5
' (1965 ) p 27 35.

1Z:49l Chlcago households were studled leading to the conclus1ons
_ that larger families; higher education of the household head,

. number .of cars .owned; and consumptlon rate of the product ‘are all

\sllghtly p051t1vely related to private—brand—proneness. 44 grocery
- product categories .(e.g. canned ~corn, regular coffee and prepared
cake mixes) vere studled : :

purchaslng processes.
T

‘.annk Ronald E., Douglas, Susan P., Polll, Rolando E.,A
. "Household Correlates of Package~Stze Proneness for Grocery
Products" : :
Journal of Marketlng Research 4
"(November 196/) P 381 384 :

The" author sLudled the purchas1ng hJstory of 491 Chrcaoo hou eholds

" for each of 31 grocery product categorles. Among. the numerous
_findings cited are:-the more adults in the family, the. hlgher'

" 'the portion ‘of small packages purchased households living in

7h1gh rise apartments purchase more smallpackage articles; single

~ male household heads tend ‘to puxchase more small -packages; the'

' tendency to purchase large packaoes increases as brand loyalty
1ncreases. B

»purchaSing processes.

N _,(,v‘i"-_



Frank Ronald E., Massy, hm. F S :
"Shelf Position and Space EffeCts on: Sales ,
Journal of Marketing Roscanch, 7‘.‘ :

'o(rebruary 1970), P S9~66

The authors c0nducted a f1eld of study of 30 stoTes in.a large U. S
metropolitan area and found. that, within'a range of " 5-10 TOWS - (facings)
adding a row adds a prOportlonately greater. incremnent to. weekly

product.. sale51n high: (but not low) volume stores regardless of the
”;~conta1ner 31ze.‘ ‘Shelf level has only & modest effect on sales.

. The *study was conducted using a commonly purcha ed grocery
- product that is heav1ly promoted by both retallers and manufacturers.

-‘purchaslna ﬁrocesses,‘r7

-ﬂFrench Norman D.; ‘Lynn, Robert A.,

"Consumer Income’ and Response to Income Changes. A ShOpping

( ~St1mulat10n .
' Journal of . Retalllng,

(Winter 1971-1972), p. 21~ 23 '-1";5-_;' a "A'f?'

eThe authors presented various pairs of . branded products at

different prices to women: of various income levels. Results

. -indicate that the lowest 1ncome ‘group was 1caat responslve Lo
“advantaoeous prlces.

Low—lncone shoppers. S

Frledman, P M -
"Consumer: Prlce Comparlsons of Reta11 Products ¢ The Role of

 Pricing and Pack301ng Practices and Tmpllcatlons for -

Consumer Legislation"

~Journal of Applled Psychology, 56 ~:E

",purchaslngvprocesses..

_(No. 6 1972), p.A439 446,

Four hundred ninety-nine ‘customers of an inner-city supermarket

A'plus‘562‘customers of a suburban‘supermarket were studied.. The ‘
“results indicate that. suburban shoppers are better able to Judge_
‘,food prlces than 1nner~c1ty store shOppers.r



-Fry, Joseph N.,

"Famlly Branding and. ConSuner Brand Ch01ce )
Journal of Marketing Reseatch 4 : o
:(AugUQt 1967) p 237 247.

' Thls analysts of 600 metropolltan Chlcago households 1llustlateu
that consumers have generalized preferences for family brands.
- The products-used in the study include cdnned fruits and vegetables,

- _ paper napkins, facnal towels, flour, pancake mix, cake mix,
: biscuit mix, refrlgerated rolls, coffee, gelatln and puddlng,

toilet Soap and llquld detergent.-

B purchas:ng processes.

Fusxllo, A E., & Belolan, AM., ‘

- MConsumer : Nutrltlon Knowledge and Self Reported Food Shopplng
- Behaviox",: .

- American Journal of Publlc Health vol 67 No. 9. j
“(September 1977, P 846 850. o '

"The authors sulveyed a sampJe populatlon as to perce:ved

- nutrition knowledge, then marked these for correctness to

. determine what groups are particularly defic1ent in nutrition
knowledoe (i.e. p051t1vely assoclated). Low nutrition knowledge ‘
" was most provalent among males and older: shoppers with age having'

. the- eronger association.: The conclusions drawn were that there

. .is a need for more effective and understandable "education

: programs, and that these progxams need: most to be dlrected:to"
. the. groups Jlsted above.;'

nutrltlon communlcaglon._f

Granger, C W J.os Blllson, A.,. . : ~
. "Consumer's Attitudes Towards Package Slze and Prlre.‘
Journal of MarkeLLno Research, 9 -

August 1972), p. 239- 248.

The authors used 200 housewives frOm a suburb of San Dlego in an '
- experiment to illustrate that prices are.of "clear importauce in
- determining selection of package size, . Their results. also show_
that housewives do not have a clear idea of relative value,
-measured in terms of cents per unit and, when this information s
is specifically prov1ded subgects behave in a way suggested by :
economic theory (consumers switched more heavily to larger- .
- . package sizes). Products studled were soft drinks and detergent;

v

purchasing”processes;



Gxeen Robert T., Cunnlngham I C. M.,‘ _ -
“Femluine Role Perception and Family Purcha31ng Dec1s10ns 5

“Journal .of Marketing Research, 12

_'Greeno, D W.,et al., ' : o
" "Personality and Implicit Behavior Patterns .

"~ “"Purchase Intent and Purchase Probabllity
. Journal of Advertising Research 10 .

(July 1975), p. 325-332.

A study of 257 randomly selected marrled women - found that~ .

~‘liberal wives are reported to play a greater role in purchase
: dec151ons than either moderate or conservative housewives._
The ‘study utilized ‘decisions on’ several products and services
 including grocery 1tens, furnlture. major appllances, and

: _automoblles.- : . . :

"purchasing'processes,

v

Journal of Marketing Research vol, 10'&
(February 1973) P 63~ 69 ' ,;‘:

'Q—sorts of 38 products were obtalned from 190 housew1ves;

A cluster analysis of the sorts rpoduced six groups of -
housewives . who dlffer in the emphasis. they accord . flve
implicit behav:or patterns.. Using these patterns as criterion,

personality traits . are: used ‘to-account for:the differences and..
‘'socio—~economic descrlptlons are used to establlsh the- ClUuterS_
as mean1ngfu1 scgments.i'hfl : : :

‘ behayiorpatterns. e

Gruber, A.,

~

(Febluary 1970), p. 23 2]

An analys:s of consumer responses to 16 new food product

: concepts using a sample of ‘400 women who wére the principal

. female shopper in the houSehold and had at least one child
‘living at home. The author notes a high posltlve correlation
.between”purchase intent and purchase probability.

‘purchasing processes. - .
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Haley, M. et al.;

"A Comparitive Study of Food Hablts. Influenc of Age, Sex, and

Selected Family Characterlstlcs, Iz, : .
Canadian Journal of Publlc Health vol 68, No.-a. -

~(July/Au?ust 1977) s P 301 -306.,

Haley studies the chanwing patterns of food hablts in early

_ adolescence. He found that food habits deteriorated between -
ages. 10 and-15 especially with regard to milk, fruit, cereals,’ .
. and meat, - Furthermore, while the relatlonshlp between family 5

characterlstics and food habits is mot clear, it would appear

. that a higher ‘level of parental education tends to result. in -
' improved food habits on the part of the. children. Finally,

Haley notes that at the commencement of the study (10 year.
olds ii - ) there was nutritlon education in e]ementary
qchools, whereas . no such program existed in.the high schools

- (13 year olds in 1973; 15°year olds in 1975). While no- S

?deflnltlve conclu31on is stated, it is mentioned that the cessatlon
- of nutrition education _may be correlated w1th Lhc deterioxatlon

~of food hablts.»f' :

nutrt;on communication.

i,

1hdmmock T., and Brehm, J. W., . '
"The Attractiveness of Choice Alternatlves when Freedom to Choose

Is Eliminated by a Social Agent",

‘Journal of Personality, vol. 34

(1966), p. 546- 554

'It had beeu prev1ously establlshed that when an 1nd1vidual losesA‘

one of several choice alternatlves because of an impersonal,
chance event, his desire for that alternative. increases the

'magnltude of this reactance is a direct functlon of the nmporLance

of the choice alternative. This importance is related to the
absolute attractiveness of the choice altevnative and its relative

attractiveness to other ch01ce alLernatlves ‘“The author tcsted
12 boys and 15 glrls, 7= ll years old to determine the effect

of foreing an. alternatlve and found that the eliminated alternative

flncreased in attractlveness. The. authors concluded thdt the

crucial factor involved in the Lendency to increase one's evaluation
of an elininated choice’ alternative is _the ellmlnation of the :

Afreedom to have 1t

' ekternal‘search.\

N
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.Among the numerous conc1u31ons reached by authors follo:lne an
. observational survey of traffic in Supermarkets are the following: .
customer flow is concentrated alang the store's perimeter; end .

_7Spec1al island displays average fewer sales per square foot than
“regular dlsplays.t‘

'<ipurcha51ng behav1or..

Havas, N., Smlth ‘'H. M.,v-

MCustomer's Shopping Patterns in’ Retall Food Stores ’.

'U.S. Department of Agrlculture. Publlcatlon No.. AMS- 400;

(August 1960)

1

isle - dlsplays account ‘for less than 37 of store purchases, whereas

" the’ same amount of space on regular shelves _account for about 6%7;
" the most frequently- purchased foods are cookles and crackers, coffee,
-and. ‘canned- ‘'vegetables; customers: spend more . time and money in the

store Thursday through Saturday. than Monday through Wednesday

~Hawk1ns, D I., Coney, K A.,.- I Vo :
‘ Y'Peer ‘Group Influences on Children s Product Preferences s
Journal of the Academy of Markctlng Science, "

'-(1974), p.‘322 331.__r o : :

The authols used packages of cookies differmng only in ‘the. colou,

of the. wrapping paper to study ‘the -influence of : ‘peer: groups oz - N
'-ch11d1en s product -preferences. Results indicate that peer groups
" have an. important influence in the development of .the chlldreﬂ
_consumption’ patterns. It is also noted that few: children appear -
.to develop any signiflcant brand loyalty in these pattelns.

‘i;Chlldren purchasing processes._

”1-Hcrtzler,vAnna A., Owen, Carol.,

""A Sociologic Study of Food Habits - A Reylew‘,

"+ Journal of the Amcrlcan DLELEtlc Association, vol 69. No 4
- (October 1976) _ : ~ '

'“;”Thcre are . no vast explanations as to how or: why food habits change..
"Much of this failure may be attributed to ‘unresolved problems. in
‘cOmparlng food habits at.different. time. perlods and with different

cultures? and the wide varlablllty in foods. and in- food preparatlone
There is also a need to place the: -study of food hablts within a

. more general context of the family relatlonshlp . The fam:ly way.
--have access to. information about good nutrltlonal practices; may

‘take that information home; and yet never put it into practice.
'fSolidarlty (Young's Phenomenon) has beén defined as 1ntercooperatlon,.
- unity, cohes1on, concerted actiVJty, and intelconmunicatlon.’
“Factors alledgedly supportlng, or flow1ng from a relatively high"

degree of solidarity, might include. dlamatl?dthd, flexibility,’
fluidity, and stability. ‘A family will demonstrate high solidarity

by d01ng actlvitles ‘together, by presenting a solid front .to outsiders -

This more e3311y precipitates dietary- change . A sharing of ideas,

' 1dcologies, and undcrsLandlngs results 1n few barrlers to communication.

n - N

am11 behav:or.
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Hllls, Gerald E., Granboms, Donald H., Patternsop Jaans, M.,
"Black Consumer Pprceptlons of Food Storo ALtrlbuLcs

" Journal of hquetlng, 37 ..

(April 1978), P. 47 57.A

) The authoru_utlllved 62 blacks Indlanapolls housew:vcs to Jllustrate
_-that black shoppers have different perceptions. of food’ store

_characterlstlcs as a.result of age and residence but not-as. a-
result of level. of education. The results also support the BT
: premlse that the black market 15 heterooeneous.. Co

‘black shOppers.

'.”Houston, Michel J., : : ,
"The Effect of Unlt Pxxcxng on’ Cho:ces of Lrand and- %14e 1n

Economi.c Shoppln

. Journal of Marketlng, 36 e
'(July 1972), p. 51 54 R

The auth01 based the survey on a convenience qampl; of 43

.housewives.- He. noted that the consumer is better able to determlne

the most economical item in a pzoduct class at stores with unit

pricing. ‘The . ploducts used in - the study were- toxleL tlssues,
~ .apple qauce, peaches, peas, tuna, cheose; sugar, c01fee, cherOLnt
-soda mayonnalse, peanut butter, paper Lowels and poLato chlpq.

: Unlt.' -pr1-c1n°‘».

Hubbard, C.W., -

:'."The Shelving of Inc L;eagd Salcs

Journal of Retailing, 45.-

' performance.
. ’ - ;-

Winter 1969-70), p 7ge84.]

\>‘

Tea sn]es in 83 Hoyston,Texas retail supermarkets were stud:ed
indicating -that a: direct relationship exists betueen the amount:

of:.shelf space alloted to’ partlculer brands and their sa]es
perfornance Decisions to place certain ierchandise in "poor”

r "prefered" shelf arrangcments can. crcatc widcl) varylnn- sales

B

- purchasing processes.

40
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Isakson, H. R., Mau1L21, A. R., A

" "The - Consumer Fconomlcs of: Unit- Prlc;nos

"Journal Gf Marketing Research, 10 .
(L’LUE,LISL 197..);, P 211—'48_). ‘ : .

;JThe 1ntroduct10n of .unit pr1c1ng in food stores makes it easier for
_ ;shoppers to choose cheaper items. low- incone shoppers, however, do
not appear to make 51gn1ficant use ‘of unit pricing in contrast to -
: the middle -income and high income shoppets that do. The explanatlon
. could lLe in their lower ablllty to understand the unit pricing.
-Alabellng system makmno it dlfflcult to capLure the benefits . of 1ts use
unit'pr-' '

o

: Jacoby, Jacob Speller, Donald E., Berning, Carol. Kohn,
‘"Brand Choice Behavior as a Functlon of Informatlon Load"
: ;Repllcation and -Extension', R
Journal of - Consumer: Researcn,-lf.j o el "-:' . -
(June 1974) > P 33—42. T O :

" The subjects in thls study were 192- paid housewlfe volunteers from
'-Lafayette Indiana. The authors. conclude that housewives can contend
with larger amounts .of informational input than unlver81ty students
The study suggests that there are finite limits to the consumer's
.a2bility  to accomodate substantlal ‘amounts of package information

- within'a limited time- spau.v' Two products (rlce and prepared
"dinners) were used in Luis analys1s.

purchas;ng,processes.'"'”

Jones, Judlth Lea., : .
"Are'Health Councerns. Cuangzng The “meriéanfDiet?"g
_Natlonal Food Sltuatlon, U $.D. A '
Pyblication ~ 159 ‘
" (March 1977), p: 27

. This component of a larger study on consumer food behav1or was
"carrled out to determine if health goncerns are hav1ng any impact
of change on the Amerlcan diet. Generally there has been a pOSlLlVO
impact: by nutrlLlonl ts, thc medid, and  food proccssors, with their
emphasis on eatlng smart" , ' 'thinking thin" and ''getting. back "
into nature" '. 'In better-than three out of five of all households
surveyed (1 600), someone had a health- problem (either dlagnosed
oor self- ascribed)’ and in about two- out’ of five homes, someone’
- had changed their diet to .meet the needs of- their problem. Older,
poorer; sma]ler househo]ds and those wnth less qchooling weru:? :
’ 1ess llkcly to change thelr diots to allev1ate speciflc healtu problems




The health problems most, frequently mentloned were overwelght in o
307 .of the ‘households; . hypelten510n in 22% of the households,
allcrgles in 20%, heart disease in 9%, kidney problems in 8%,

and diabetes in 7% of the homes surveyed. A look at the health .
problems most likely to induce remedial dletary changes "shaws

diet chapges were found in ‘887 of households with persons having

high cholesterol leve;s, in 75% of those with diabetes, in 647

‘of those who were overweight, and in 55%.0of those with high

blood préssure. One quarter of the households surveyed. reported

diet- changes ‘to avoid potential health problems about half of

these households also made other diet changes to meet existing
problems. . As before, larger households, ‘higher income houscholds .

.and those with homemakers with more schooling were more llkely than
: others to 1ntroduce preventatlve dietary chanOLq.

- }famrly fOOd‘hab1ts,a’

"The Affect of Eamlly Life Cycle Stage on Concerns about Food

Selectnon

" Journal of the Amerlcan Dletetlc A55001at10n, vol 67.

(Augugt 1975), P- 131..

;The famlly cla451f1catlon has .been- found to prov1de 1ns1ghts

into 'a wide varlety of -consumption patterns. It is a useful :

‘hclas51flcatzon as -the populatlon is often d1v1ded by family -
‘type to, estebllsh ‘target groups for action programs. Points '

to be- eyplored are a) differences: in dletary needs and
preferences b) dlfferenccs in the time and energy available for

food shopping and meal preparatlon ¢) differences in patterns -

of eating away from home.

Thls particular survey was. conducted by telephone questlonnawres

to female respondents of . ‘1,000 suburban housgholds of a median incone
level. Fach respondent was asked a series of questions about:

- her food. selection practices, and whether these practices characterized

her usual behavior under categories of health economy and convenience.
Seven stagés of the family llfe cycle were examlned Generally,
younoer families with ‘lower incomes were more concerned with economy,

"and convenience. Saving time was of major importance, because

of the limitations of the wife's schedule. As family ages became
older, there wvas less concern with prlce and time spent on food
and .a greater concern for decreaslng caloxjes and Jntakes o£

: cholostorol and saLuratod fats.-

'family-fOOd habits;'ﬁ



"Food Choices of Uomen 'y wo
Journal of the Anerlcan Dletetlc Associatlon,_'4

“"(February 1975), p. 152.7

Foodlhabits have been deflned as the way. in whlch 1nd1v1duals,
_dn response to social . ‘and cultural pressures, select, ‘consume,
"'and utilize the available food supply. - Geperal flndlngs in
- . relation to food habits:which have been found: are: a) educat10na1
;:_attainmcnt and nutritional knowledge corrélate. positively ~
' b) homemakers with a higher education tend to use all of the basic

food .groups c) but this does not: ensure. an adequate diet d) ‘the

“more educated. tend to accept. questlons ‘of food- value more readily
-e). averagc avallablllty of nutrients is coxrelated with money spent :_

on food f) average nutrient intake. 1ncreases with expenditure

Tg)- ind1v1dua1s acecept food advice best’ from those they consider = = ™
;‘frlends and/or allles - w1th family 1nf1uence belng the strongest ‘

- motivator, This partlcular study was developed to determlne’

. family comp031t10n, who purchased and prepared the meals, sources

of food, eating frequency of the women, education ‘and occupatlon
'of the adults; and income 1eve1. The statistical sample was 17

~or 591 people from Johnson County Kansas, selected from census

records. Alternate households were ehosen within each’ subd1v151on.
Three age groups were represented 407 vere 18-34 years, 437 were
35-44 " years, -and 17% vere 55 years and older. The average housnhold.
was composed of 3.8 people. A summaty of the results. shoved that

By a woman- purchased the food in 87% of the households, men . shopped

in 5% of the homes and a\comblnation of. ‘buyers did’ the remaining -
8% of the shoppln . An attitudinal survey by Duncan's Multlple

. Range: test determlned that husoands exert the strongest pressure
- over a woman to try a new food as compared to others. - - Advertising

_had ‘the least effect, with children being sllghtly more influential.

. Homemakers had the’ most confidence in professionals adv1ce to try

- @ new food product. It was found that meals easy to prepare
cor.low in caloriés were the most popular among homemakers.
Most women. themselves were found to eat three meals a day in
_addltlon to two sn**’ : : ; .

Famlly food habits.~‘
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. Econonic: Charactellqtlcs.
‘e.vol 13 No. 3. (June 1978), P 27

'Karamchandanl, D.y

“Family Expenditure Parterna in Canade According to 8001o~
":. ‘Canadian Farm Economlcs.»‘

Between 1969 and 1974 urban Canadlans experlenced a marked'
change in family expenditure patterns.. Income after taxes
increased 55 percent to $12,044.00 and total current con= -

- sumption rose 48 percent’to $10,536.00, - The proportion of

income allocated to essential goods and services decreased;
vhile that spent.on furnishings and’ equipment, recreation

~and mlscellaneous expenses increased,  Family size -remained

'~fa1rly constant at apprOkimately three members a- Eamily._

. There were substantlal variations in the averages among and
within L partitlons. Married couples with children

generally had higher incomes and total current consuuption.
than, .couples w1thout children. Unattached  individual's. ’
income and total. current consumption reached a maximum

-before 45 years of age.: Although" total current consumption
per family close]y followed income after taxes, total. current

consumption of those in the first and second quintiles exceeded
income ‘per famlly, while the. opposnte was true foi those in
all- other income brackets.‘ According ‘to tenure class, averag;

efanlly 1ncome and total current consumption of homeowners with
. or without WOLLgabcs were much higher than for eﬁular and other
.._tenants Average income after taxes and. total current consumption

rose-as the age of head increased until. conqumers reach 65 then

.- they dropped more than 50 percent.

In 1974 the Canadian consumer spent 66 percent of his’ income ¢ on
food, shelter,’ travel and transportatlon, clothlng and furnlshln«

_and equipment .and ‘21 percent on other: goods and services. The
- remajning 13 percent can be con31dered as savings. Compared with

those of 1969. these flgures 1nd1cate a ‘substantial drop. in the

*share of income tttrlbated to °helrer, clothing and medicel and

health care. - Other commodity groups rcme:ned fairly stable aund.

. savings increased nearly 5 percent. This income sharing pattern

was .also affected by the socio-economic characteristics of the
families, In life cycle groups with children, a larger share of

~income was: spent on food, clothing and medig¢al and health care.
© than wag spent in the other gLoups The distribution of )ncone

sharés among commodlty groups differed -considerably by income-level.

~ While the proporL;on of income devoted to food, shelter, ‘houschold
" operation, personal care,‘medlcal and; health care and smoking and

alcoholic beverages tended to decrease as income 1ncreased that.

. attributed to. clothng, furnishing and equipment .and travel and

tranqportation tended to increase. Except for shelter, income.
shares’ varJed little by tenure class;. spondlng units in the other

A‘.tenant class. allocated the largest share of their. 1ncome to this-
‘essentla] COandlty . :




'Income shares for food and medlcal and health care rose as .the
. age of the head increased, while shares allocated to: furntshlng
. and ‘equipment, clothlng, smoking and alcoholic boveragee,_travcl
and transportation, recreation and education decreased. From

1969 to 1974 spending units in all classes recorded an. increase
~in nominal income after taxes of . 55 percent and in total current
conqumptlon of 48 percent. . . The proportion of income aLtrlbuted

.'ftO essentlal goods and services such as. food, shelter and: clothlng

- decreased while that allocated to furnishing and equipment, recredtion

7 and miscellaneous. expenses 1ncreased. The .classification of

. families in the first ‘and second income, brackets, the regular ténantq
. -and families whose head was less. than 25 and 25 .to 44, spent more"
“on essentlal ‘goods and serv1ces and less on ]uxury type 1tems.-
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-Klng,.A.J.,

"Stress, Clgarette Smoklng, and Snack BehaV1or dn Adolescent

- - Males'",
© Canadian Journal of Publlc Health, vol 62 No.

(July/August 1971) p 297~ 301

Thls study was 1ntended to test the relatlonshlps between stress,

cigarette smoking, and snacklng ‘behavior in. adolescent males &
“Two schools were. represented by thnrty smokers - and. thlrty non- -
_smokers, who gave’ nlghtly reports on the previous 24 hours perlod
in regard to'consumption of food and/ox clgalettes. The stress -
‘influence was represented by the ‘fact . that“one school was in.

the middle of exams. No relationship was found to exist between
stress' and consumption; but smokers wvere found. to consumg more

‘frawvﬁruits and vegetables,- end bevérages. The author attrlbuted
_thisito "a high oral need" of the smoklng popularnon..

target group. '

Kollat D.T.,

"A Decgision - ?rocesq Approach to Impulse Purchasing , in. Haas, R ﬂ L
‘Science, Technology, and Marketing. : '

Chicago: American Marketlng Assoclatjon.

,_(1966), P1626-639.7. . . ._};., - - _5 :;*»; ;e{f

Thls study takas a. customer orlented approach to grocery 1mpu]se

- purchasing. The b331c obJectlves were to identify the’ 1mpulse:

purchasing dec181on making processes, to determine if customers

" differ in their susceptlblllty to”impulse purchasing and to 1dcntrfy,l

customer .characteristics associated with different purchases.. The

" characteristics of the decision maklng phases- of impulse purchases..

are preg ented Sample size for store interviewing was 596 plus
a. control. cuoup of 196. . Some varlablos that affect unplﬂnncd

V purchases were 1dent1f1ed -and explanatory hypothcses given.

_ problemfrecognltlon.

'”Kuehn, A A.,

"Consumer Brand Chorce-« A Learn:ng Proces¢7"
‘Journal of Advertlslng Rosearch 2, ‘

-’.(Decembersl962), P _lO 7
A study’ of 600 famr]les purth351ng orauge Julce over a three
yearx - perlod Results indicated brand. shares ma) he- predlcted from .

L-the sequence, rhytnm and frequency of consumer's pasl purchases.,

r"purchaslng processes.'f'




Lamb, C w & Wc\eal J. \.,

"Mod1fv1ng Food. Consumption Behav1or A Cultural Problem .

'Marquctte Busrness Review;

i

(Summer 1977) p 67~ 73

B

ThlS artlcle reports on ‘a study made to measure dlfflcultles~e

"encountered in moq1fy1ng human behgvior in an area. whete the

participants are 1nfluenced by their culture.‘ It attempts to“

‘ _determlne whether the att:tudes of young: people concerning
. fish as a menu item can be influenced by presenting - them with

favorable informatlon.,Standard experimental procedure was

,folloded, using an experlmental group: and -a control. group.;zy_ ‘
’5ALt1tudes towards eating the fish were measured by questlonnalre
© before and after favorable information was. presented ‘The

questic. e used a seven pornt semantic differentlal scale T

- for measurm'J the 1nten51ty of the attitude. .
-The results of the study: despite the: 1ntens;ve cffortu made

to improve the attitudes of the. part:clpants towards eatlng

__the. fish, very little was accomplished, in fact, in many .
" -areas: negative results were realized . The' outcome rennforces
- previous findings vhich show the many problems encountered when

an attempt is made to modlfy human behav1or whlch 1s based

“'.on cultural blas.

.:_eu1tural groupr

nLamberL,‘Veioher":;JSCHWab L01s,'Q.;

"Can We Change Our Food Habits?",

~Journal of Home Economlcs - U.S. A.;l.'

‘(March 1977)

1Most work in the fleld of. nutrltlon presupposes that it is poss1ble
pfor peow]e to chaxve their ‘food habits.  The techuique which -
Ais used in this uurvey was the ‘use of pledge cards. .This requ1red
‘a commitment on the part of the individual to’ Jmprove their diet.
The pledge cards were distributed after a- strong community (
Lnutrltlon program whlch lasted one week. The, participants were . &
_of any aée group from a town populated at 14, JOO From this number’
~a. sample of 992 was .chosen. The survey was’ conducted by telephone

oné week after the nutrition: information program was conducted.
1t was also carried out after an addltlonal Perlod of three- months

~In the first pledge week, 677% adhered 90- 100Z of .the time.

After a period of three months 59% still adhered 51- 100%Z of. the

"Qatlme.; Of -the sample, "51% adapted new habits, 467% elimlnated old-
‘habits,’ and 37 did both.:. For the nutrltlon counsellor, ‘this

has important 1mp11catlons by 1nd1cat1ng that there:is-a. greater

‘.motivation towards: change when a. pledge ‘has: been taken towards

achieving a flnal goal

ﬂbehaviOr’patterns..



. “Consunier Store Images and Store LOYdlthS ,

. purchasulg proc-esses.

Les 1g, V. Purker,

Journal of Nirkctlng, 38

.(Octobor 19/3), Pe 72A74

Data obtalned from a panel of 91 Berkeley, Cal:fornla hou eholds
. indicate that consumer' s behavior towards a given store is ,
greatly influenced by thelr images' of alternat1Ve reta11 out1ets..
. 1he 1tems studled were: grocery purchases. - . :

. purchaslng processes.

'Macxay, David B., .

"A Microanalytic Approach to Store Locatlon Aualys:s R
Journal of Marketrng Research, 9. -

(May 197?), P 1347140,

302 Chlcago resldents were studled aud the results 1nd1cate ‘that,

on .the. averaoe 2.7 stops are made on ohopping trips. that 1uc1ude

stops at supermarkets.

purehas;ngfprocesses..ﬁ'"

- MacKay, Dav1d B., T
* ""A Spectral Analysis.of the Frequency of. Grocery Store VlSitS", o

Journal of Marketing Research 1.0,

_(February 19/3), P 84— 90

The author studled 118 Indlana famllles and fouud that most S

‘Q>demograph1c variables are not s;gnlflcantly related to the average .
'number of -shopping trips made by famllles.~ The study dealt thh '

trlps to suvelmarlets.

.lMcCllnLon,AP-,

“"An’ Evaluatlon .of Food Hablts and hutrlent Tntakes Jn Cdnada.f’

Design of Effective Fopd Guides"., .

Canadlan Journal of -Public Health, vol 62 No. 1;,'

.(January(— Febluary 1971), p 139- 146

ThlS study examlnes the degree to whlch Canad;ans adhele to the
Food Guide. Prov1nc1al food. records were “used Lo construct a’

_sample of 4,529 peaple and calculate each person' s, intake of .

nitrients. Thée best nutritional. status was found in chlldren
under. 9 years of age, and in adults between 20 and 60, but

even then only. :50Z had satlsfactory nutrient intakes. Even those
whose intake was, adequatc did riet have a consistent pattern of
food use - thcy exhlblted the tendency to compensate in other’

food groups’ when ‘one group is oonsumed 1ess than tho recommended o
-intake. ' : :

>family food habltS.f-.

N



fMonroe, Kent B., Gulltlnan, Joseph P., ‘ :
- A Path—Analytlc Exploratlon of Retail Patronage Influences "
Journal of -Consumer Research, 2 e A -

"'shopplno varlables sought.

>

e

‘ McLauOhlln, Danlel J. Jr..Reilly, Paul J.,

" YRetail Expcrlments in Frozen Food Merchandlsln
- Quick Frozen Foods,: C

~(Auguqt 1973), p. 34~ 36.-.-

This atudy was conducted in four 1ndependent supermarkets in the\-.

~middle,and upper incowme. snbu*bs of Philadelphia, Pennsylvania..

The results indicate that p01nt of—purchase promotlona are ’

-more effective for new products and. very slow moving items.
. Tie-. in promotlons appear to be more effectxve for natlonal
~-brands.‘ : : ,

, purch351né processes.

(June 1975), p. '19- ?8._ :

The authors analysed subject s feelinga abOut the relatlvc 1mportance

of attributes of grocery stores. Results indicate that store perceptlons
- precede specific¢ buyer planning and budgeting strategies. ;
It ise noted that-general beliefs about the benefits of store spec1als,

brand names, and other. .shopping variab]es 1nF1uence the Qpec1f1c-

: _purcha51ng processes.

T‘Neuhaus, Colin F.,» aylor James R., L o
'__"Varmbles Affecting. Sales of Fam11y~Branded Products
 Journal of Marketing Research,’ 9. ,

"(hovember 1972), p. 419 422

The authorq through a studv of: 90 homemakers in Ann Arbor Mlchlgan,..

'conclude that ‘shelf arrangement does influencc theé family branding
effect . Homemaktrv report that dec151on making is- 31mp11f1ed

when product labels are avallable in product groupJnO.' Homemakers :

appear to easily overcome any brand ‘loyalty in order to take -

advantage of a bargann price. The products studied were canncd

'.vegetablcs, cake mlx, canned frult frozen vcgetab]es, soups and

gelatln.‘-t

purchasing processes. -



:Petro[ J. v., . e . S L . ,
. "ALLLLudoq of the Urban Poor 10wards Thclr Nelohbourhood Supotmaxkots
- Journal of- Retalllno, 47 ) : : :

-~ (Spring 1971), p..3-17, 90

-',The author 1nterv1ewed 964 poor adults in ALlanta, Georgla 'lThe‘
fresultg indicate that supermarkets operating in. .disadvantaged

areas do not enjoy the confidence of their customers and many of

~ them shop. outside their local. nelghbourhood Thete’ ‘also” appears -

to be’ s:gnnf:cant dlfferences 1n attltudc between wnite and :

-non—whlte groups.

ﬂilow income groups and Cultural dlffcrences._,'

 Ph1111ps, Dorls E.; MaryAnn Bass, and thloy, Ellzabeth
- "Use of Pood and Nutrition Knowledge by Mothers of Preschool Chlldlen .

Journal of Nutrition Educatlon, vol 10, 2.

_"(Aprll—lune 1978) p 73.~‘

_ Thlrty upper middle class mothers and Lhelr preschool chlldren'

were inLerviewed to study the effect that food and nutrition

_-knowledgL of ‘the mothers had on ‘the use of pre- -swveetened cereals.

- The sample was. divided into. Qthrovpe of fomilies with .children - .
~ older than -the preschooler age-group and families with no older . . &
- children. Im the first group, the mother s food and nutrition
‘knovledge was ‘positively associated with behaV1or regarding the

use of pre-sweetened: cereal&. In the second group where the -
children were the oldest 4in the famlly, ‘the mother's food and -
nutrition knowledge was not related to ‘their cereal purchaslng
behavior. . The food and nutrition knowledge- test scores for

‘both gxoups ‘were similar. However, other factors appear to
_ influence how the votﬁere from these two groaps v1]l apply thvs
;knowlcoge.».s» : A

[lfamilyy:ood habifs.}iu N
"iPraqad v, Kanti

?"Corre]aLes of: MulLlétore Pood Shopping
Journal of Retalllng, 48 (ko. 2 )

1972y, p. 7481 e

'It vas found Lhat famllles vlrh hlgher food bud cLs gonorally tend

to spread their food purchases. among nLOIGS to a greater extent

- than do others in. this study of 335 M1ch1gan shoppers. Youtger .
: famllles tend to eahlbit multLoLorL food Sﬂoppjn" ]ess than othcrs

ifamlly food hablts.v



'Prasad V.,kantl,

"Store Perception Factors and Wultl—Store Food ShoppnnO"

 The Southern .Journal of Bu51ness,:i-
,':(November 1977), p. 73 78

. The results of the author s analy51s of 254 questlonnalxeS’

indicate that 'store prokimity is mot:a factor influencing

‘multi-store Sthplng behavior. Prices and quality, however,‘
. do. appear to motlvate mult1 store shopplng.-

purchaslng.processcs.s

"Consumer Behavior in the Supermarket
Progressive: Grocer v
(October 1973), P 36 39.

Thls study of the criterla for supermarket ch01ce 1nvolved
following 800 customers and’ then 1nterv1cw1ng thém, Cleanliness:

and clear priclng were flrst and,second most. important, rcspectlvely

'purchasing processes.

"How the Basxcs of Spec1a1 stplays Affcct Sa]es dnd Pxoflts

o Progresslve Grocer, .

(January l9/l), p 36 37._t

-nThis report is based on a flve*month study of a panel of tcst
'.supermarkets in the U.S.A, It ‘was found that: display help shape

storé-image, pull tlafflc through the store, stimuldte related
item sales, launch new products, and make loss leader 1tems
profltable._ e : -

purchqsing processes.

’ Ross, Ivan,

"Perc1eved Risk and Consumer Behavlor - A Crlrlcal ReV1ew
Advances in Consumer Reasearch vol. 2. ’ : .

‘Un1VersiLy of Illln01° (1975)

Perc1eved-rlsk was studled in thls survey to ‘determiné consumer

‘behavior with regard to new products. A coupon for a salt

substitute was distributed among 100 elderly houscholds (average :
age was 74) All households were sent the coupon at a value of

30 cents. The salt substitute was regularly priced at 59 cents.
CAfter 2 weeks, 177 had redeemed. ‘the. ‘household coded coupon.

The female member of the household- was 1nterv1ewed about: the

. coupon use. Gcntrally ~taste risk and héalth risks were:

méasured in 01der to obtain a ‘ranking of various rlsks and thclr

interplay on consumer cholce and mot1Vat10n.r

: purchaslng processcs.~



-_Ruqso J Edward hrleser Gcne Mlyashlta"Sally,"
© "An Effectlve Dlsplay of Unit Price Infoxmatlon "
Journal of Marketing 39.‘

(April 1975), p. ll 19

Thls 5 week. survey of ‘consumer buylng patterna in.a laroe chald,‘

-7 of supermarkets in . Calofornla illustrates thaL consumers - of -

_expensive national. brands. are not induced to sw1Lch to cheaper
‘brands by unit pr1c1ng.: However; consumers: of nore. expen51ve '
local brands do sw1tch to cheaper local brands when unit
~pricing is used.  The products: tested were dishwashlng liquid,
1?dog food and fac1al tlssues.t;',‘-._ : :

"un1; pr1c1ng._

“Saegart Jy et al., _ I

"Fad Food Use Among’ Anglo—‘ nd Mex1can Amerlcans,,

' Advances in Consimer Research , vol 5. L
'(Ann Arbor, Assoc1atlon for Consumer Research, 1978), P 730 733.-

To home economlsts, consumption of fad foods is a. behaV1or
‘inconsistent with-nutrition reséarch data. The dynamics.of’
- belief in. food fad benefits have not been satlsfactorlly
explained by Jemog aphic or psychographic studies. .The
present, study conpqrcd fad food use in two American ethnlc

- groups. (Mexican and Anglo Amelican) Suggestions for 1nterdlsc1p11nary

'cooperatlon in the study of food faddlsm are dxscussed

fgulture.groups.'_F"”

Schafér;_R;B., '. ' ' :
MFactors Affecting the Food Bohav1or and thc Qua]nty of Huqband'

©and Ulva s Diets.'",

Journal. of the Américan Dletetlc Assoc1at10n, }‘f » ‘s;-' o
- (February 19/8) p 138. : :

The purposo of tth study was Lo dctermune how perqonal aud soc1o—

cultural factors affect dlctary quallty " These influences canr be

the symbollc meaning attached to food, economic factors,’ other fauily

',members, advertlslng, personal needs, and - famlly life cycle stage.

Previous research has indicated that the wife is the decision maker

concerning food purchases and menus.- It was the contention of this =
study that the husband had great influence over’ these decisions

‘made by the wife., Influences explored were 1ntr1n51c, being

personal preferenccs, internal influence of family. members, and

. external influences’ such as groups, media, and educational 1nf1u9ncc

_ The studied respondont ‘were married couples with one child under -

.18 y;nr 5 of aga, ‘with: the wife under 36 years of age. - The ves pondonts

wvere sulectcd by random samplg, ‘based on populatnon concentxatlon,

. using 116 couples (232) people). .The Christensen: dietary history

".was used asking the rospondent to estimate the frequency on a: dally,:"

" “weekly, monthly, or: year]y basis. of 67 various food items. The
: dlet% Of husbands and WLVQ‘ were evaluaLed for nutrlcnt levels L



ACEN

and the 1nf1uencc of varlous sources upon selectlon of food
Also value Judgements with respect to food were made as to-

_the 1mportance of cost. 'nutrltlon, taste, health, and appearance.e

\

| 'Femily food habits.

Schutz, H. G., Moore, S M., Rucker M H..

.Q:“Predlct;ng Food: Purchase’ and Use By Multivariate Ana1y31s
Food Technology, 31 8 85 ! :
»-(1977)

'The study descrlbed uses of derived score of consumer attitudes
.towards foods,. the preparatlon of food, and the appropriateness
of food items in different situations to predict food purchase
.and ‘use. "A positive- correlation is usually expected between

:the variables of education and income. .In ‘this study, a hlgher

educatlon .did not correlate with: better Food knowledge or’ more

' qutritious food behavior. There was, however,-a positive
association between income and food knowledge.” It is noted- that the

questionnalre asked for the mother's educatlon and the famlly s
income. A negative- relationshlp between ' c0nform1ty in chlldren

" .and food- knowledge . may be an indicator that mothers who are

forcing their children to eat "good food“ may not, in fact,
know what foods are ‘actually good. Women who purchase food

- products more often than the norm have a larger number of -
«chlldren, a higher income, prepare 1arger meals, -are- perm1551vo

towards their children, belleve in snacking, are conscious
of nutrition, and are avare ‘of their feelings about the approprlate

‘use of foods. The influence of advertising was 1nd1cated by . the .
" results that women with a large number of children were more likely . .-

to buy- natlonal brands,-rather than less expenslve store brands.
Women who found it to be impossible’ to be creative in cooknng
use- more semlwprepared foods. : : :

.ANutr;t;onal Knowledge;~.

Scott Rlchard A.,

‘"Consumer Selection of. Retail Foad Stores. Oy

The Southern Journal of Business. . ,
(July 1968), p.236-244. “'- - _'~ PR

fThe author studled consumer s attltudes and shopplng behav1or

towards the. purchase of various foodstuffs from different food
retalllng organizations. “The results indicate that the upper—.

‘middle and upper social classes are more. attracled to local chains;
‘lowcr—mlddle and lower social classes are more attracted to .the ., '

dlscount natlonal chain or reglonal chaln organlzatlons

'purcha51ng processes,



. —————

purchas1ng processes.

Seggev, Fll., S e LW
"Brand, Assortnent and’ Consumcr Brand Cho:ce
Journal of Marketing, 34 . ;
(OcLober 1970), P 18 -24

The data base for thls study con51sled of records malntalned
by the Chicago Tribune consumer panel: for 1960 ]961 in nine’

. product categories. The author notes: that: the: Lyplcal modern

consumer shops at more. than one. store for these products._ ‘The’
Tesults. 11d1cate that ‘there are several Lypes o{ brand-choice
strategles. ‘Products studied were LorleL oap,?frozen vegetables

-margarine' cleaning tlssues, frozen dlnnels, conk:nb 0113, floor
wax, - fish. stlcks, ‘and shortenlng.; o : : : :

purchasl.-.u ;_ocesses.

me—traie cma———tt e . e e ey ee

Sexton, D E.,

B “"pifferences in Fcod Shopplng Habits by Area of Re31dence,
Race and Income" : K

Journal of" Retalllng,‘
(Sprlng 1974), p 37 48

The author examlned Chlcago Trlbune panel daLa for ?2 products._

" The. results show that lower—-income families' make mote’ shopplng
ftrlps per week than higher-income famllles.. B]acks in ghettos and
_suburban vhites exhibit a higher- tendency ‘to " shop - in: :chain .

- stores than do other city residents.: Area of . resldence, race, and

~income do not result in systematlc dlfferences )n preferences for
' natlonal or prlvate brands.r : :

Sherif & Sherlf., :
"The Psychology.of Food Faddism’., N e
‘Journal of the American Dletetic Assoclﬂtlon.-

'(February 1975) R > j‘A‘_;gy'J. '

-

Food behav1or is a result of the muLual 1n£luence of env1ronmenr
'personal and biological ‘factors. " The external’ 1ufluences :

. consist of. fraends , other family n’mbers, advertl 1ng, telev1s:on,_
“and education. Internal influence 011g1nates w1thln the individual:

'Athrough their attitude. towards food, self concepL personal values,

- beliefs, sociogenic- -and blogenlc needs.. External and- internal .
information is processed and 1nterpreLed by the 1nd1v1dual in some - '
,patterned or structured way that is unique’ ‘to" 1tse1f .'All 1nd1v1duals}
have a need for acceptance, security, Thealth and power - ‘These factors

i detcrmlne “how the person ‘processes external. facL01°:conccrn‘v" food
.and’ prcdlsposcs him towards a let which- hc percieves:, will meet his
nceds. The difficulty in dletary change is’ found dn: the pattoxning

needs of the individual -which causes that:person. to desire a- sLab11111n5‘

experlence 1n his llfe. An 1nd1v1dual develop .stablc patLerns in’ hlc_




ke

Q(February 1966), p 68—74. .

environment whlch he can con81stently relate hlmself Lo.- Any -

" dis ruption of this stability is tensxon producing and leads to ' . R
&fforts to restore stability. in the ‘form of some deflnable o

pattern or relatlonshlp. Another -difficulty in changing food
habits is the deflnltlon whlch ‘a person associates with food.
For example, to many males, meat and eating of meat’ signifies

“masculinity. If you remove. the meat from the diet, you threaten
. the individual's self concept who depends on thlS deflnltlon E

for securlty..-_

»femily‘fqed.habits;

:Stafford James E.,

"Effects ‘of Group - Infiuences on Consumer Brand Preferences
Journal of. Marketing Research, 3, ‘ R

; Interviews with 10 1nformal groups. of housew:ves in Austln, Texas, .

indlcate that consumers are 1nfluenced by informal social groups.

. The extent and degree of brand loyalty ‘behavior within a
. _'group is more closely related to the informal group leader than

to -the cohe81veness of the group. - The product evaluated was whlte,

'sljced bread

purchasing:prdcesses,‘

“Stelnberg, S A, & Yalch “R. F.,:}1'. ' '
M"When Eating Begats : Buyin The. Efrects of Food Samples on Obese

'and Non-Obese Shoppers." T .

- Journal of Consumer: Research vol 4 No 4 "o~j; '_~\'

(Maxch 1978) p.243-246. . . T

;Direct observatlon of the:free food sample distribution- ina
-supermarket demonstrated that" conSumlng the sample dlfferently

affected the purchase of obese and. non-obese sh0ppers.~The

" results are explained using recent research investigating
behavioral dlfferences between overwelght and normal welght
:1nd1v1duals..n“' : :

.obeseAfood habité{il o




'Szyblllo, G. J & Sosanle, A.,'

"Family Decision Maklng ‘Husband, Wife and Chlldren.

" Adwances in Consumer Research,’ vol 4,

[

Atlanta . Association for: Consumer Research

(1976), p.46-49, ISR :;:

;In this study the: author examlned the dec1s10n maklng processf
‘of families in relatlon to two. var:ables, dlnlng at a fast

food. restaurant, "and _going’ on a- famlly trip.  Participation. .
in decision maklng was ‘then 1ooked at ‘for several steps of the

“dec131on making process, such as;- type of service, when and where
- to go. According to the results, Chlld participation with parents
"dominated across all categorles except "how.much to spend"?, which

'~ was’ dec . ' on a majority, by the. parents alone As-a result of

these tests, the author: belleves that: there is.a need to

- 1ncorporate the 1nfluence of chlldren on famlly dEC1510n maklng

famlly food hablts. S

Thompson, Bryan,

. "An" Analysis of’ Supermarket Shopplng Hablts 1n WOrcester,
Massachusetts', : , o .

Journal of Retalllng, 43 ‘ ‘_(gﬁ-".ir. o B
T(Fall 1967), p. 17 29 L

.Interv1ews of l44 Worcester, Mass., shoppers were conducted o
' The results indicate that .small" ‘grocery stores functlon mainly
 as outlets for 1nc1dental food\items._ Supermarkets can be - ,

‘treated more or less as isolated units as far as large purchase

shopplng is concerned; the advantage of. combining trips at a shopplng
plaza appears to. have little influence’ on where -groceries are.

purchased The 1mportant issue for shoppers does not. appear

to be which market is. closest but rather Lhe quallty of the markets ﬁ

: w1th1n reasonable dlstance from home.1>

purchasing‘processes.'v"

-ITigert Donald J., Ma Sy1V1a, Cotter, Terry W., SRR

"Mom. Always ‘Liked- Ralph Best. The Strategic Crlsls for

Safeway in Cal1forn1a ":,~

‘Marketing News, 10

(anvary 28, 1977), p;-l 7, 19,

-The’ authors 1nterv1ewed i, 500 Los Angeles housew1ves by telephone
"and note that. a supermarket must keep™ consumers in itsown trade -

area satisfied and must draw trade from outside if-it is to prosper.

The study also "raises serious questions about multivariate statistical
technlques, partlcularly in attitude research'. The results also '
indicate -that consumers will tolerate prices aL the1r fgavorite

'.stores which are,as. much as 2% hlgher than competlng stores..

'«purchas1ng processes.
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:Tucker, W T.,_..:-
- "The Development.of Brand Loyalty

Journal of Marketing: Reseerch 1.

’:-(August 1964), p. 32-35.

'The author used 42 housew1ves in-a controlled experiment,’ He o

concludes that some ‘consumers will bécome brand loyal even

~when there is no discriminable elfference between brands
.'other than the brand 1tself._ The product used 1n thls experlment

was loaves of. bread..

'»spurchaslng prdcesses;-:

.Whlpple ~»nas, Wy Neldell Lester A.,

"Black and White Perceptlons of Competlng Stores ,'

" Journal of Retailing, 47,

(Winter 1971), p.5- 20.“

58 households (28 of whlch were black) in the c1ty of Buffalo, N. Y.,s.p"'
,_were studied leading to the ‘conclusion that store image dlfferences B

are more a function of social class than of race. .It was also

" noted that stores that are the most highly regarded by. consumers' g
‘are not necessarlly the same. ones they shop in most often.

-,store seleetronr;~

" Wilkes.,-R. E.,

"Consumer Usagebof Base Prlce Informatlon N
Journal of Research, 48, :

Webster, Frederlck E. Jr.,
" "The Deal Prone Consumeir"

',(Nlnter 1972~ 1973), pa72- 85.~

A survey. of lSl shoppers reoardlno thelr use and awaleness of base

:;pr1c1ng._ Two broad conclusions implied from this study are:

1) consumers are largely: unaware of the meaning of base pr1c1ng,~i
2) consumers. rarely ‘exercise their option to request base price
1nformatlon even when they are famillar with base prlclng.»

jinformatlon search,

Journal ‘of Marketing Research 2,

-(May 1965), P. l86 189..

‘lThe author studled 366 - famllles from a major U.S. metropolltan area.
The results indicate that deal proneness tends to increase with

- age. Als o, deal proneness is negatlvely correlated with. amount
"purchased. Further, deal prone -consumers tend to buy more brands

and devote ‘a smaller: share of. thelr total- purchases .to a single,

-favoured brand, ngh deal prone consumers sw1tch brands more often

;pUrchaSIngpprocesses;



';Worchel S., Lee, 5., and Adevole A.,<

.@ behaylor patterns.

Weimer, J & Stevens, P.,,: - S S
"Consumer 5 Preferences, Uses and Buying Practlces for Selected
Vegetables; A Nationwide: Survey,

 'Marketing Research Report No. lOl9 Economlc Research Serv1ceﬂ*
. U.S.D. A.,(l973) o

ThlS study looked at’ the buylng practlces for, and percelved
attributes of,Aselected vegetables.» The random sample included

~ both ‘urban and rural areas, and respondents were those who
‘usually dec1ded food purchases. Vegetables were rated as the

second’ most 1mportant foodstuff after meats,- The most

.important factor in determlnlng frequency of use was found to
‘be taste.- Finally, fresh produce was rated against’ canned and
‘frozen goods.. Overall, fresh scored cons1stently higher; with
Vtaste, nutr:tlon and appearance belng principle reasons-given:

for preference.. Canned and frozen.were ‘rated: hlghest for prlce

.and convenlence con51deratlons.

“"Effects of Supply and Démand on Ratings of ObJect Value .
Journal of. Personallty and Soclal Psychology, vol 32 no. 5.;-

_(1975), p. 906 914

' The purpose was to study the value and attractlveness of cookles

that are in abundant or short supply. One hundred and fourty-six
female university students ‘rated llklng, attractiom, - cost, and

' :taste of cookies under vary1ng cinditions of -supply and- participation.. =
- Scarcity of _cookies had a value enhancing effect, .possibly because
it arouses reactance as- the 1nd1v;dual sees’ hlS freedom to have the
_item, . is decreased. (Brehm, 1966 and Worchel 1974) The Tesults.

also extend commodlty theory (Beock, 1968), i.e.. any commodity

'will be valued to the’ extent that it is unavailable". 'Cookies in:
-short supply were rated more valuable than cookies. not in short
"supply. ‘Cookies are rated more valuable’ when supply changes

- from abundant to scarce than when" constantly scarce. .Cookies
' scarce because of high demand were rated hlgher than cookles scarce
because of accldent.,' : © R




Rescarch Nethodologieszi

This section deals with different, recoarch methods and procedures

'and their relative merits in food behavior studies. While this is by no:

means a comprchen81vL l1st of methodologies that may be applied, it at

. least provides a background to research approaches that have been applled

to the. study of consumer behavior with respect to food.
For .convenience of reference, the readings have been key worded

~under 5 headings: situation analysls, supermarkeL shopplng, model bulldlng,.
_rand survey research and blas problems. : .

'.Situatlon Analysis._':

A new ‘and somewhat unexplored area of research into human

‘ motlvation can be- fOund in _situation analysis. 7he hypothesis = ¢
‘_underlynng this’ technique is that a behavior is Lhe result of an

interaction between ‘an. indlvidual a stlmulus objecL,'and a glven
situation: '

A person is’ characterized by observable featureo (o g age,

‘height, sex) and.unobservable' features (e.g. perSOnallty, skills,

intellect). Slmllarly, the stimulus object has directly perceived
characteristics . (e. g. colour, size smaterials, texture) Any added

“'significance attrlbuted to the ob;ect beyond its physical traits, derives
from an 1nteractlon with .the individual and the situation. The '

‘situation can be descrlbed as all factors: particular to a time. ‘and”
place of observation which do not follow from a knowledge of personal

(e, 1ntra—1nd1v1dual) and stlmulus (1.e.'ch01ce alternat:ve)
~attributes. - :

4 A typ1cal study would commence w1th a collectlon of demographnc:

‘and personality.data; ‘the. respondents 'would then be asked to assess the range:j'

of products (Belk 1975 A) or emotions (Pleasure, Arousal, Domlnance - -
From, : Mehrabian, - A. & Russéll, J.A.; An Approach to Env1ronmenta1
Psyechology: Cambrldge MIT Press; 1974) in'relation to each of a

series of questions on situations. . The number of situations is then

- reduced tn-<eparate clusters (i.e. groups of similar situations in

terms of response exoxcd) for ease of CdlCULaLiun This is rollowed
by a three mode factor analysis (essentially an examination of dlfferent
planes in a thrée-dimensional matrix composed of the individuals,

. situations, and stlmull) ‘which can describe 1nterre1at1onsh1ps as
vectors (with welghts .and direction). This method can prov1de classnflcatlon
- of types.of situations, .as well as distinguishing kinds of individuals for

whom elicited behaviors show different- patterns over ‘the set of situations. .
Studies with situational variables. (Belk 1975 A) have shown )

.’that»regardless.of the antecedent conditions, be they positive. (e.g.
‘having a nice chat and you ‘don't want to cook), or negative. (e.g. too
_tired: to cook), a common situation cluster (e.g. relaxation seeklng)
-for similar person factors 1eads to’ similar choice behavror. . This

finding was backed: by Miller (1974) who found that 51tuaLJQna1 variables
were better predictors of consumer choice than ‘traditional attribute
models of consumer “behavior. Sandell (1968) also found ch01ce to be.

’hlghly dependent on the choice situation. : .

' There is not yet.any rigorous rule for the selcctron of .relevant
situations. Belk (19/5A) initially felt the situation should be as

: 0b1ect1ve1y descrlbed as. po551b1e as to represent a. unlvcrsal porceptlon

hfpézﬁ:



%]

He Lhen broadened the definltlon (Belk 1975 B) to. phy51cal and soc1al N

surroundings, as well as. including a’ temporal perspectlve. 4

' The subject of several studies has been the processes by whlch
situations affect behaviour. Park (1976). saw s1tuat10ns affectlng
behaviour through the Judgemental models employed by consumers, Lutz
(1975), on. ‘the other hand saw the basic enotions—— pleasure, arousal,

" dominancé-~ as. the medlatlng influence between’ ‘situations and: behav1our.;'

“Rositer (1976) -examined the difference between ‘visual and verbal
memory, and- showed how different behaviours can result dependlng on which
type of memory is s1tuatlonally retrleved .

‘..Readlngs
‘Barker (l975)
_ Belk (1974)

(1975 A) .

- (1975 B)

(1975 C)

" (1976)
Bonfleld (1974) -
Kakkar (1975) L
Lutz (1975)"

,H

‘Miller : (1975)
- Park (1976)
"Rositer -(1976)

Sandell (1968) - - ./

'Model Bulldlng.

RN

"The model bulldlng references demonstrate the .use of

"'mathematlcal models to predict consumer behav10ur. The . attribute models

are, by far, the most commonly used in béhaviour studies. They 1nvolve

‘examination of percéived characterlstlcs and. the. draw1ng of .

inferences. for behaviour from them {(Cottrell l973) “The technlque has’ A
also been used for expressing large numbers of characteristlc var1ables-~

A'the multl—attribute model (Woods1de 1974 B).

Other mathematlcal technlques employed in- the llterature

.'surveyed were; a communication process model (Aaker 1974); use of the
‘newell, Shaw; and Slmon postulates (Bet tman l970), and . Judgemental
. rule. models for consumers (Park 1976 A 1976 B 1975) -

Readlngs i T

Aaker " (1974) . - . - -~ « Miller' (l975)
Bass  (1972) .- S - Park (1975)
Bettman (1970) . - o S (1976 A)
“Cottrell (1973). . - CoL (1976: B)
Doyle . (1975) . .~ . ”gStanley (1976)

Lewison. (1977)~\f‘ R 'l._vood31de (1974)

o



"-Survey Research'f

~

There were: four studles whlch employed food. in Losts of the

merits of different forms of questlonnalres, telephone surveys (Day 1974),

mail surveys (Day 1974; Peterson 1975); in-stare 1nterV1ew1ng ‘(Woodside . R
1973 A); ‘and the’ ;"drop—off and. pick-up" questionnaire (Loverock 1976). = ot
The paucity of work on data collection methods. for. food behaviour studies. .

- doesn' t, however,’ necessarlly imply a great void in research——‘the
’ .cognltlve differences between food and another good, which may .cause

different patterns of consumption;. .or a different demand. function; -

~ do not extend to data collection.. As a result, researchers who are- 1nterested

in sampllng problems and techniques, are directed to. the epeelal _
survey research issue of the J0urnal of Marketlng (vol 14, no. 3 August l977)

“Readings:
“ Day (1974)

Loverock (1976)]:
Peterson (1975)
Woodside (1973 A)

Bias Problers: |

Blas ocecurs when the "true value of a statlstnc is dlstorted Lhrough-

,bsome flaw in the process of -obtaining it. The: presence of bias in the data
. ¢an cause results to: lose- thelr significance in a.way that may ‘lead ‘to-

incorrect conclusions. It is for this reason that much stress:is placed on

-“_pretestlng (Farley 1974), retesting, anf control groups (Jacoby 1978). o

One_ form of bias is’ sen51tlzat10n, vhere the respondents are

‘"tlpped off" as to.the purpose ‘of a.study-- they then tend to provide

what they feel to be:correct answers rather than the desired undirected
response. This’ problem, however, is reduced if data collection. is spread

. over a period of several months (Day 1974; Rlng 1974).:

"Another common. form’ of ‘bias is the non-response bias, whereby a low rcsponse rate
to a questlonnalreresults in ‘d sample which is not- random as originally planned, A

- For example, Day (1974) found that better—educated ‘housewives tend to be

overrepresented in self—selected panels, and that 'price- conscious"
respondents- are overrepresented if the part1c1pat10n incentive
(e.g. money, gifts) is too large. 'Peterson (1975) found the respons

'bias to be greatest ‘for mail’ panels, while Loverock . (1976) found that ‘the
" smallest - response bias occurs for the "drop—off and’ pick-up" questlonnalre o

In sensory testing, Martin (1973) found biases resulting from
lack of motivation, and from the order of presentatlon of foodstuffs.' , :
The former may be remedledby employing: some 'social group ‘or L

- organization for a nominal per person fee. -donated to charlty, and _the

latter by inéreasing the time. between sensory tests.
A final form of bias mentioned in the 11terature (R081ter 1976)

is a. measurement blas which occurs because, verbal memory 1s better recalled: )
_than visual memory. St L S C e T N e



Readinggz

Day (1974) - . . Martin ~(1973)
Farley (1974) - =~ . . . " . . ‘Peterson (1975)
Jacoby (1978) : : .7 . Ring (1974)

Loverock . (1976)» : : — o "Rositer ,(19765,‘

Supermarket Shopplng' o 3. o . ka S FRE R o .

. The '1nc1u31on of th1s "supermarket shopping segment ‘in - the_
presearch methodologies may not satisfy a rigourous definltlon of
"methodologles in that it is an-environment rather than a methodology .

which is being researched. However, an analysis of observed patterns ‘and types of
Cactivity in supermarkets may yield information which could better

relate consumer food behaviour to shopping env1ronmenL, in such a way as to °
‘shed light on-the role of s1tuatlona1 environments on behaviour. “With the
' ‘predominance of the supermarket as a suppller of - food in our .society, any
relationship between the physical aspects of a supermarket and’ consumer
food purchasing and/or consumption behaviour is. bound to be an 1mportant
consideratlon in any future decisions on’ food system research directions.
" Grossbart’ (1975) mentions. this\p01nt in statlng that there is a need for a’
~determination of the relationship between consumer . perceptlons and the
: macro~sh0pp1ng environment. : ©os :

“In a study of . the reasons for var1ance in between—store ,

' -performance,’ Cottrell (1973) concluded that most of the variance was

explained by exogenous factors beyond the éontrol of the local manager. e

- Stanley (1976) defined two of these factors as store image and consumer

driving time, as well as stating that store 'size did not affect patronage

The - role 6f stofe image is also discussed by Doyle (1975), whlle

Lord (1975) mentions the impact of travel time on ‘supermarket

competition, Finally, 1nresearch1ng consumer behaV1our toward new products

. in supermarkets, Montgomery (1975) found private label, cost, category.

volume, packaging, competition, and newness to be most. effective in
Ledrctlng buyer beHaV1our o T - ‘

"~Read1ngs . - . o ' S

" Anderson’ . (1974) o T . Grosobart (1975)
. Cottrell (1973) . -~ . .. .- Lord (1975) .
" Dixon - (1970) - . Montgomery (1975)

Doyle (1975) e - . Stanley. (1976)
+ Friedman (1977). - . - _ SR
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S.Anderson, E. E;;i"The'Effectiueness
- of Retail Price Reductions::A

'Aaker D. A., Day, G. S., B

Dynamic Model of Relatlonshlps_
Among Advertising, Consumer—.
Awvareness, Attltudes and .

, Behav1our"° Journal of Applledn

Pszchologz vol.59, no.3 (June

"1914), P 281-286.

:One’ of ‘the models of the communication process is a
;hlerarchy of effects that postulates a-causal flow from
- cogn’ - .. change 'to attitude chapge to behavioural change. .
- In the- study presented in this artlcle, 19 telephone

surveys, made at two month intervals to a national

"probablllty sample’ ‘of 1200 households who were users of
_instant coffee, yielded aggregate measures of byfad awareness,
"attitudes. toward bnﬁgds, and- advertising exposure. The

hierarchy model of communication effects. was found to be-

‘.only patlally correct._:;,

a eﬁpéegéeery‘modelrbuildiug' :

Comparlson for Alterpative Expresslons

. of Price"; Journal of Marketlng Research
. vol ll (August 1974), P 327 330.»

~An experlmental treatment was applled to two product classes

in. each of -two food storesi Nelther the isclated nor the

';301nt effects of. price level. and prlce expression seem to
have influenced the market share ‘of the lowest price brand

of chili, However, there was. conslderable brand substltutlon ‘

-in the case of peas. Also, for peas, the impact of a price

reduction may be diminished when the magnitude: of the

. reductlon is glven in absolute as well as unit'terms.

supermarket shopplng'

[PPSO
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Barker, G.R., Wicker, A,W.;
‘ "Commentarles ‘on’ Belk Situational

Variables and Consumer. Behaviour"
Journal of Consumer Research, vol 2

o Barker agrees. w1th Belk that ~the ~surroundings of a
”person ranges from.a narrow situation, through behav1our
. settings to environment,- However, he stresses that in addition-
- the temporal and spacial dimensions of the situation should be

11reallzed by conceptual, theoretical and methodolog1ca1
'Ntheoretlcal 51tuat10n analy81s
" Bass, F. M., Talarzyk., Wl

. tBrand Preference ; Journal of
" . Marketing Research, vol.9

. The authors found in- thls study of 2000 females that
- consumer's beliefs and values for product attributes

' eazbéiheée model L“”Id}nsb
'-Belk;ﬂR;W};:"An‘Exploratory As essment of

‘(May 1974), p. 156-163,

“Clrcumstances, contexts, or sltuatlons are often cited
‘. but rarely examined as explanations for unpredicted behav1ours.
. This article reports an exploration of the amounts and

: patterns of variance in selected purchase decisions as a

.situation.analysis-

no.3 (December 1975), Pe 165- 167

viewed as dynamic. For Wicker, a ‘better understanding of -
consumer behaviour through situational variables can only be

advances suggested by th1s author._

M"An Attitude Model for the. Studj of

(February 1972), Pe 93-96

substantlally explaln brand preference. Brand preferences for
products such as frozen orange juice, mouthwash ~and .
toothpaste were studied. :

Situational Effects in Buyer Behaviour
Journal aof Marketlng Research, vol 11

function of consumption and purchase contexts. Results for' the
two product categories (meats and snack foods) studied
reveal 51zeable 51tuat10nal effects.

¢




C ek,

- Belk, R.W.; "The Objective
-8ituation as .a Determinant

of Consumer Behaviour"; in

Schlinger, M.J. (ed.); Advances

in Consumer Research vol.2;

- (Chicago: Association for - .
fConsumer Research' 1975), Pe 427—434.'

"Because the influence of s1tuations is so perva31ve, the

notion that consumer. behaviout depends upon the situation

- 1s as easy to embrace as it is difficult to extracate. The -
':Adevelopment of tax®nomies of consumer situations is discussed

as one.essential step in obtaining an understanding of the

role of situatlons in determinging conSumer behaV1our.‘A
' means for developlng such tak@nomies based on similarities

in behav1ours elicited by. obJectlve s1tuatlons is proposed .

- ;and 111ustrated "Additional issues concerning the relatlonshlp L
'between situations and. behaviour are outllned, -and the _
jrelevance of objéctive characterlzatlons of 31Luat10ns to the
”study of these 1ssues is’ dlScussed. -

sltuathn_analy51s .

Y

'Belk. R W., "Sltuatlonal

Varlables and. Consumer
Behaviour" 3 Journal -of Consumer -

;Research »vol 5, no,3 (December
1975), p. 157 164.

I:The exp11c1t rec0gn1t10n of 31tuat10na1 varlables can

substantlally enhance the ablllty to explaln and understand
consumer behavioyral acts.. The following situation characterls—
tics-are offered' physical and- social surroundings,  temporal

' perspective, task définition and antecedent states. A review of

existing research reveals summary details for several:

. situational inventories: beverages, leisure’ act1v1ties, meat
- and snack products, fast foods and motlon plctures.

situatipn analy51sf




Belk, R. W.,‘"Situatlng'the Sltuation; '
A Reply to Barker and. Wicker"; Journal
.of Consumer Research, vol.2, no 3

‘(December 1975), p._235 236

Belk argues that his unit of study condltlons is- approprlate
-.for a consumer: cholce. Barker's approach being toﬁxlde and
:Wicker's. too narrow. Belk does not ‘believe that behavioural -
settlngs should not be part of the- situational characterlstlcs,
as Barker believes, but agrees with Wicker's place for more
theory in developlng situational characteristics. Belk.then .
-suggests the following. rese&arch ‘directions: a theory of

© situations should be developed to define situations,’ then

- proc ) a typology of situations and: finally’ 1dent1fy how .
properties of situations should be transformed into - '
psychlogical forces._ ST :

' theoretlcal, sltuatlon analy31s. :

Do .

- Belk. R;w.;.vSituational Mediation and -
© Consumer Behaviour: :A Reply"; Journal ' =
‘of ‘Consumer Research, vol.3; no.3 a

(December 1976), p. 175 l77..

Medlatlon varlables as proposed by Russell and Mehrablan are.

potentially useful in- seeklng to understand the 1nfluences of o
“consumer situations. However, these mediators offer only partial’
. accounting of situational -effects and fall to obv1ate the L

need to characterlze situations in more obJectlve terms., .In.

" consumer research, it makes more sense ‘to use obgective o

situational ~correlates.

"theoretical,:situatidn‘analysis

Bettman, J. R.,'"Informatlon ProceSsing
Models of Consumer Behaviour'; J0urnal

‘gmgizaﬁtnr§ model bulldlng

of Marketing Research_ vol 7 (August
1970); p. 370-376.

U51ng the Newell Shaw and Slmon postulates for an 1nformat10n‘s

processing theory of human problem solving, . dec151on net
-models were constructed for two 1nd1v1dual consumers cholces

- of grocery products.:The models were tested agalnst actual-

data, and the" resultlng predictions were highly accurate.
Flve housew1ves were 1nterv1ewed over 6-8 weeks.

W
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~ Boufield, E.H.; "Attitude, Social

Influence, Personal Norm and" Intention .
Interactlons ‘Related to Brand Purchase .

Behaviour"; Journal of Marketing- Research

vol, 11 no.4 (Vovember 1974), p. 379 389

.‘The hypothe51s that 1nf1uences of attltude, social 1n£1uences,.g‘
" personal norms . and 1ntentlons are: 31tuat10n/bound was e ’
.'strongly supported. Consumers (261) who had previously -

.. purchased soft drinks were interviewed. Data iundicated that

the importance of" social psychologlcal 1nf1uences on consumer .
‘_behav1our varles accordlng to the 31tuatlon.- . '

'Asituat;cn analys;s

__Coctrell,jJ;L.;:"AnfEnvironmentai‘

Model'for:Performance'Measurement
in a Chain of Supermarkets;. Journal
of Retalllng,_(Fall 1973), p. 51-63. .

The author studied- 37 supermarkets randomly selected from a

nationally known food chain. Based upon. an ‘analysis of -

. independent variables such as store size, neighbourhood,

competition and trading:area’ populatlon, Cottrell deve10ps a.
model and concludes that the majority of between-store varlance

“ . in performance is attrlbutable to: factors beyond the  store.

manager's control,

eup&aaa&oxy model bulldlng, supermarket shopplng s

;Day, G. S., "A Description and Evaluation
. of the Design of the Buyer Behaviour ;
_ Research Project"; in Howard, J.A, et al.;
~Consumer Behaviours:. Theory and Application;

(BOSton' Allyn & Bacon, 1974),Ap. 33-43.

Day’ analyzes theipfoblems of bias associated with telephone
" interviews and mail diaries. From his findings the author

drew ‘four conclusions: 1) sample recruitment should commence
early~- about four weeks prior to the surveys, 2) a minimum
elght month time frame for the interviews, -3) more brands

_ should be employed to disguise researcher intent, and. 4) av01d

1n1t1a1 evaluatlons of specific brands.

. \ Survey research .
blas problems,_eqée?ncne~sur~eys7~ma%&-snrveys
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" ‘Dixon, D, F., McLaughlln, D J., _

" "Low' income Consumers and the Issue L
of. Exploltatlon. A Study of\Qhain
Supermarkets Social Science Quarterly,
(Scptember 1970), p. 320~328.a .

«The author studled the prlces of 20 food products in all major

, chaln supermarkets in Phlladelphla. The Lesults show that price-
competltion among the major supermarkets is concentrated in out~
- lying areas of 'the city. The’ charges of conscious prlce '
C discrlmlnatlon are. not substantlated Price differences appear
"~ to be related to_var;ations;in_the competitive. ‘environment.,

‘:snpermarket ShOpping.:»:

. Doyle P., Fenw1ck I., "How Store Image
Affects Shopping Habits in Grocery"

. ‘Chains"; Journal of Retalllng, vol 50
'V(W1nter 1974 1975); p.: 9—52 o

The authors prov1de a new method for measurlng store 1mage
called "Individual Difference Scaling . ‘The model provides an
effective method of segmenting consumers accordlng to the

: homogenelty of their perceptions._p‘..- : .

3 0‘/6/ 6\’1/4/4 .
: tn&tvmé rééeeeaaedzsal*ng, supermarket shopplng.

'Farley,J U., Rlng,w L., N Slmultaneous

" Equation. Regre551on Test of the ‘Howard— -
Sheth Model"; in Howard,J.A. et al.;
.Consumer . Behav1our.,Theory and . Appllcatlon,
(Boston'-Allyn & Bacon, 1974), De 207 -223,

Data collectlon should concentrate partlcularly on’ meaSurlng the
- endogenous varlables and -all exogenous market variables. Even a ‘
"~careful survey that. asks all sorts of conventional market research
questions fails to prov1de good measures for some of the varaibles
- that are key elements of the model._.\ . B
, Particular attentlon ‘should be pald to pl&Clse def1n1tlon and
" measurement. ‘of the exogenous marketing variables, as these will.
:_yield the key pollcy jmplications from the model. A complex.
structure like that implied by the Lheory should give a . good
' opportunity to assess the influence of advertising, ¢ ampllng, etc,
. When more precise estimates of - the systems paramenters are o
- available for forecasting, these’ same control variables will be of
paramount importance in- evaluatlng a flrm s or government s -
social marketing activities.
A great deal of attention should be pald to pretesting. Wlthout
aggregation, it is virtually impossible to clean up noisy data once
they are collected. Careful work -on data .collection may mean that .
less data are needed than are now collected in many omnibus
market research studies.

bias problems, theoretlcal ;
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Friedman, M.; "Consumer Use of
Informational Aids in Supexr-
markets"; Journal of Consumer

‘Afféir‘s‘, 'vol.ll (1977); p. 7889,

- The behavxoural sc1ence literature relatlng to consumer use
.of informational aids in supermarkets is-reviewed, Also' -
--examlned is the research concerned with more general issues’
- such as information .overload.. The public policy con51deratlons o
-of . these various research findings are dravn and discussed.

- The paper concludes with a consideration of three proposed
measur~~ - ‘o facilitate shopping decisions for consumers»

'concetuou w1th economy and nutrltlonal value 1n food.

Y

theoretlcal,_supermarket-shopplng.o

: Grossbart .L. et al.,."Env1ronmental

Sen<1t1v1ty and Shopping Behav1our

- Journal of Business Research, )
--(0ctober 1975); p. 282-294. _5

Little is known about consumer perceptlons, aLtltudes and
behaviours relating to shopping macro-envmronments, the
collectlve .external attributes of the facilities in. the .same
‘shopping area. The author presents the argument that customers'

”Aperceptlons of a retail area should partially explain their-

shopping behaviour. However, better predictions of sﬁopplng

‘behaviour could result from taking both personality and
_perceptions into- account: than. from considerlng elther

variable separately.

"The study concluded that: 1) while customers form deflnlte o
~perceptlons of a large, complex macro—environment, the perceotlons
- vary among ind1v1duals, and 2) high. sensation seekers:are

more. sensitive to the nature of the envxronment -and

_comsequently their shopplng behaviour 13 affected to a-
- greatex degree. : R S :

._supermarketjshoppiﬁg;~’




Jacoby, J.; "Consumer Research:
A State of the Art Review";
Journal of Marketlng,'vol 42,

mno. 2 (Aprll 1978) p. 87 96.

‘»AThls article prov1des a review of pltfalls assoc1ated

with consumer: research techniques. Jacoby looks at problems

. of blas and statlstlcal manlpulatlon of data.

bias problems,utheotetlcal

Kakkar, P., Lutz, R J.,i"Toward a j N

B Taxonomy of Consumptlon Situations"
" in Maze, E.M. .(ed.); Combined -

Proceedings; (Chicago: Americanl

\Marketlng Assoclatlon, 1975), p.-206-210

v. Three dlfferent approaches (behav1oura1 dlfferential data,
- Mehrabian and Russell's PAD scale, and situation inventory)
"were used in-an attempt to classify consumption situations. Ten

situations involving choice of snack products were presented -

" to 315 undergraduate students. The resultant taxonomic’

dimensions .were compared and found to be. relatlvely
_1ndependent of each other.

‘-sdtuatlon ana1y51a,v

~

A ng;son, DeMe; PlttS, tE.,.' -

Willenborg, J.F.3; "Trade Area _

' Attributes, Store Patronage

Behaviour, and Retail Sales —- .
A Recursive Model"; Working Papers
An Marketing, vol.58 (February 197775
po 1"200 . ’

The_ authors conducted 2 485 interviews with cus tomers of ten

mid-western U.S. convenience' steak houses. Results indicate that'
a site's potential to attract ‘both. suscipient and generative

consumerd is, in part, a function of the -number of residential
Vand non—re81dent1al units within the restaurant's tradlng area.

cattribute modelé wi /o/of\'s..
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L.

‘Lord, J.D,; "Locational Shifts in’
‘Supermarket Patronage'; Professional
Geographer, vol.27 (August 1975);
p. 310-314. o o

_ The Aauthor conducted a survey of 150 customers of a new
supermarket. in Charlotte, North Carolina and found' that the

" factors of distance and mass are good predlctors of the- llkely
impact of a new -supermarket on existing store competition., The

‘new store's impact on .competing. supermarkets is inversely
related to the distance of these stores from the" new super- .

.market and p051t1vely related to ‘the sales volume of these - stores.'

.supermarket shopp;ng.

Loverock, C.H.: et al.; "An Evaluation
- of the Effectiveness of Drop-Off
Questionnaire Delivery; Journal of
" Marketing Research, vol.13 (November
I976); p. 358-364. | .

The artlcle descr*bes and- evaluates’ the effectlvencss'oF
personal delivery and collection of ‘self-administered . S
' questionnaires as an alternative to mailing. The method T
appears most appropriate for 1engthy or complex questlonna11e° '
requiring high mailing expense and considerable response effort. -
. When delivered by lightly trained survey takers, advantages o .
- include;. greater response rate, better nonresponse bias control B ‘
more’ control over sample de51gn, and a source of feedback T
from survey personnel useful to the study of consumer
attitude and behaviour. - :
.SU”Vyy Iff)'earc/{_ R e
£ - e, bias problems.. .

Lutz, R.J., Kakkar, P.; "The

Psychological Situation as a

Determinant of. Consumer Behav1our R : S :
" in Schllnger, M.J. (ed.); Advances in ‘ . : U
Consumer Research, vol.2; (Chicago Assoc1at10n :

for Consumer Research; 1975), p.439-454, - S

The effects on behaviour of the situation in which that behaviour.
‘occurs have long been recognized, but seldom systematically
investigated.” The present study reviews some of the recent research
on situational effects in marketlng and ‘suggests possible
extensions. - Spec1f1cally, a- theory developed in envitonmental ,
psychology by Mehrabian and Russell is applied in a partial repllcn.
ation of Belk's recent work in consumer psychology. This new
framework relies on three- internal state variables~~ pleasure,
arousal, and dominance-~which are conceptuallzed as mediating the
influence of the situation on behaviour. Present results indicate
that the Mehrabian-Russell framework may be quite useful in the
N DU S R FaanaAMan@mmmmmm;'—_J—




Martin, S.L.; "Selection and.
Tralnlng of Sensory Judges';

" Food Technology, vol.27, no.ll
‘(Vovember 1973) P. 22—27

The author" descrlbes requlrements for. the: selectlon and. tralnlng

- of sensory Judoes, and examines the problem of bias involved in-
-such testing. He found that a higher degree of motivation
~among respondents yields better test results with. lower blas.

_S‘w-ve/ ” oyecrco(
SORE" | abbEg, blaS problems.

'_Mlller, K. E. '"A Situational Multi-Attribute
" Attitude Model"j in Schlinger, M.J. (ed. ),-
Advances in Consumer Reseéarch, vol. 2;
(Chicago: Association for. Consumer

Research; 1975); p. 455-463. . G o

Several rnsearchers have dlscussed the promlse of “inclusion"

. of .situational variables in consumer research. Wicker

states: that measurement of attitude and behaviour should be .

" carried out under ‘similar situatioal conditions. This.

researck\lnvestlgates the varlablllty of attitude scores

when measured for different situyations and the resultant
efficacy in the prediction of consumer preference and ch01ce,

 The situational multi-attribute attitude model is utilized
to predict situational preference and situational choice for

" each individual in the mail panel. For these same individuals
the " nonsituational (traditional) model is used to predict .
nonsituational (overall) preference and nonsituational- cn01ce.
The results from these sets of analyses are contrasted.

The situational multi-attribuite model, when used to predlct
situational choice, outperforms- the tradltlonal model,. when
used to predict overall.choice. The success of. the situational
multi~attribute model is necessarily product specific, in

this case the fast-food hamburger market in Columbus, Ohlo.
However, the success of the situational variables in improving
-predictlon of brand choice for.a specific product category -
‘certalnly improves the promise of inclusion of .these. varlables
in consumer behav1our. '

51tuatlon analys:Ls .mbu-ee modelﬂ. év ' /a/: 4_3
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Montgbmery, D.B.; "New Product Dis’tribution.‘
. An Analysis of Superm1rket Buyer Dec151ons
-Journal of Marketing Research, vol,12

‘ (August 1975), p.4255 -264, ' :

=0ne hundred and twenty—four new grocery products were presented
to three supermarket buyers, The following variables were

- found to be the most 51gn1f1cant in -predicting buyer ‘behaviour:
'private label, cost, category volume, packaglng, competltlon,
newness, .

~supermarket shopping.-

. Park C.UW., Schaninger, C. M.,,"The

Identlficatlon of Consumer Judgeﬂentaly S ‘ . . ’"'f,

Combination Rules: Statistical- ; R ' o
Prediction vs. Structures Protoc01"°; ' R ' g
~in Anderson, B.B. (ed.); Advances in:

. Consumer Research, vol. 3 (Atlanta:
Association for Consumer Research' 1976),
Ps 184 190

“This article presents two approaches>to the identification
of consumer judgemental information processing rules; the -

. statistical prediction method and the modified structural R "’ff~

“protocol method. Both methods weré used in a laboratory
Aexperlment 2284 Junlor and senior undergraduate students,
involving various. product classes: hamburger, cars,
"toothpaste, stereo cassette decks, paint, suntan oil and
tires. A. SLgnlflcant degree of con51stency between the

. two methods was found.

ﬁﬁa&aamSery'model bulldlng. A;
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Park, C.W., Sheth; J.N.; "Impact of
Prior Familiarity and Cognitive
Complexity on Information Processing
‘Rules"; Communication Research, vol.2.
.m0.3 (July 1975); p. 260-265.

This article presents an experimental‘study_whose purpose was to
test the hypothesis that ‘the use of a specific judgemental

rule in evaluating alternatives is a function of prior
familiarity with the brand, and.of cognitive complex1ty The -
study used 294 respondents -and concerned varlous products,

one of whlch was hamburger.‘ '

.
I

expianitory_model building‘ L : <

Park, C.W.; "The Effect of Individual
and Situation-Related Factors on

Consumer Selectlon of -Judgemental.

Models"; Journal of Marketing Research,’
- vol.13 (May 1976), p. 144 151.

“The study reported in thlS artlcle tests the hypothesls that the
consumer's use of a speciflc Judgemental model in evaluating a
product ‘is a functlon of prior famlllarity and product

Lcomplexity The subJects were 74. undergraduate students on -

E .

~seven products including -one food stuff- hamburgers. The results -

~show that the two factors influence the selection of Judgemcntal
models. ' ~ :

4mméem=¢axy model bulldlﬂ situation-analysis'
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Peterson, R.A.; "An Experlmental

»~Invest1gat10n of Mail~Survey

Responses Journal of Business: .
Research; (July 1975), p. 199-210,

o

- Mail surveys are used in- large part because of thelr lov cost
and ease of administration. The major disadvantage, low response‘

-rates, may result in imprecise data and the pos31b111ty of a.
non-representative bias. This study 1nvest1gates the effect
of selected response-lnducement techniques on a general
consumer surve~y sample of 3,840 mailed. questlonnalres.

A fiv- 2 questionnaire was’ used ans five technlques were.s‘

tested: L) Source of the questlonnalre(unlverslty VS,
business" letterhead), 2) Use of a stamped Vs. a metered .
outgoing envelope, '3) Use of a stamped ys..business reply
retuen envelope; 4) Use of a follOw~up postcard, “and 5)
Typ1ng in the respondents name vs. use of a label.

- Highest response rates resulted from the use of: l) a
-university source, 2). a stamped’ out001ng envelope 3) a

stamped return envelope, 4) a :follow-up postcard, and
5) an address label. Source was the dominant factor,-

. accounting for 61.47 of the explained variance.

<kﬁﬁ*4;ﬁ§

ma*L*S“¥¥@?€; blaS problems. , ‘ _ -
Surve)'heseancA e T S - »

Rlng,h L.; "Some Measurement Effects‘
in Purchase Panel Data From the Test
Market"; in Howard, J.A. et al.;

. Consumer- Behaviour: Theory and

Application; (Boston: Allyn & Bacon'

- 1974); p 5. 44-62,

This study examines the problem’ of blas ar181ng from respondents
being ' 'tipped-off" as to the purpose of a questionnaire, It

was found that this bias loses its: slgniflcance if data
collectlon is spread over a perlod of over a month. -

-bias‘problems.
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Rossiter, J.R;;'VVisual and' Verbal
Memory in Children's Product Information

.Utilization"; in Anderson, B.B. (ed.);

Advances in Consumer  Research, vol.3;

"k(Atlanta. ‘Association for Consumer: Research

1976); p. 523-527.

The prescnt experiment confirmed the rlch data base in

children's visual memory for cereal brands, demons trated that
", visual information differs from .verbal information and that

children's choices may differ depending on which of the two types

of information is situationally retrieved, and pointed out:

measurement biases favouring verbal memory in contemporary
consumer research.

bias problem, situation analysis
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Gandell, R.G.; "Effects of

“Factors on Reported Choice

Sltuatloh analy31s.

.:-'Model Predicting Retail Potentlal"
,__Journal of Marketlng, vol 40 (July 1976),

Attitudinal. and Situational

Behaviour"; Journal of Marketing
Research vol 5 (Vovember 1968);
405 408 .

Ch01ce behaviour was studied as a functlon of ch01ce 81tuation.
Ten ratings in the choice of a drink were obtained from 31
subgects in seven situations. Accordlng to the. author, the

~meaning of the results is clear: a person's choice is highly

dependent on the situation. The attitude corcept should
be redeflned and choice behaviour studied as the function
of the ch01ce 51tuat10n. : : :

Stanley, . T. J., Sewell, M: A., .
"Image Inputs to a Probabilistic-

48=53.

*The authors studled 93 housew1ves and ‘seven supermarket

chains. They note that store slze is not a significant

factor in estimating store patronage. ‘Both driving time and -
store imaoge contribute’ SLgnlfrcantly and 1nverse1y to ‘store
.patronage. The addition of an image measure to the Huff (1962)

" model 31gn1flcantly increases the model's ability to explaln

varjations in retail food store- patronage..

éu /o/,"'l
-&éerebe&e model‘ supermarket shOppJng._




- ~of Retailing, vol. 49 (Sprlng 1973),_:_-

1n—store 1nterv1ew1ng.

~"Multi-Attribute/ Mu1t1~Brand Models

- no. 5 (0ctober 1974), Pe 33 40

Woodside, A.G;; "Patronege Motives -
and Marketing Strategies'; Journal .

p. 35-44.

Flfty Columbla, South Carollna patrons were 1nterv1ewed

. immediately after they had made their purchase at a

nationally franchised take-out chlcken outlet. The author
concludes that in-—store interviewing can be used to gain. worth—
‘while infirmation on store patronage. motives. Radio

‘adver. - g.appears to have been more effective for inducing
repeat purchases than for securlng new patronage.

WoodS1de, A G., Clokey, Js D.,

Journal of Advertising Research vol 14

The authors‘ purpose was to 1) deflne a mu1t1~attr1bute/
multi-brand model and provide a rationale to _support. it;-
'2) define various reasonable formulations of "the . basic
multi~attribute/multi~brand model;3) suggest operatlonal
"definitions of. the constructs used in the models, ‘and 4)
_define a procedure to analyze the data so as to test the
predictive and descrlptlve ‘efficacy of each of the models.
Multlple discriminant analyses were run and the. authors:
found that the mulL1~attr1bute/nu1t1—brand attitude models
offer more accurate predlctlons and more complete diagnostic
1nterpretat10ns of bfand choice than multleattrlbute models.

ﬁ&Nﬂn%né#ygﬁ#ﬁﬁﬁwmﬁ%@&%ﬁmﬁaﬁy.model.bulldlng.






