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SCOPE AND CONTRIBUtiON OF THE StUDY~ 

This study is an analysis ·Of consumer shopping behaviour., 

In particular the study focuses on the amount o£ time 

consumers spend shopping for various products, before 

making a purchase deei.ston ... 

The study examines tbe relationship between tbe consumer's 

motivations~ his co~nitions and his learning and the 

amount of time he devotes to shopping and comparing 

products. 
' 

The first hypothesis of the study is that the amount ()f 

time consumers spend shopping tor a product is .a function 

of the price of the product,. its distribution, and the 

number of available competing·brands. The second 

hypothesis is that shopping time is also a .function ot 

the status of the product and the status of the brand. 

These two fUnetions have baen combined in the study, 

and the final or major hypothesis is as follows: 
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'the higher the price, the more selective the distribution, 

the greater the heterogeneity of brands, and the greater 

the product and brand status of a product1 the greater 

will be the amount of time apent shopping f.or that product. 

The relntionship_between. the above variables and shopping 

behaviour has been expressed in the form of a descripti'\te 

model. Four appliances were used to test the model 1 

and the re.sults indicate that the amount ot time consumers 

spend shopping can be measured.~ In addition products can 

be rank:ed ih terms of the amount of time consumers spend 

shopping for them. Expensive .• selectively distributed 

products that have high status do require more shopping 

time than cheap low status intensively distributed prod~ 

The major contribution of the model is that it explains 

the critical factors that affect the amount of time 

consumers are prepared to spend shopping for difi'er.ent 

products. In other words., the model indicates to the 

manager bow intensively he must distribute h.is products,, 

or how much emphasis he should place on the status of 

his products. 
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Tbe model td.so providos guideltnes for d~olrdon mtttd.l'l9• 

It enablt.:s mi'U'lagenat'mt. to make dec:i:eions on stof'e 1a:y~ut. 

Product& eon~~Jume;rs are not prepared to .ss:p~nd timo JtShopplnt 

for a;ro .:likely to bt! readily accesaible OJ' even th!lf 

s&rviee. Products that consumers arf) p;repar"d te spood 

tlm<! shop:pinu tor are lilu~ly to r~quire greater Pfllr>sonnl 

sales ~ttort Otnd .less self service. 

iV 
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MAAltE'ttNG . AND CONSUMER. BEHAVIOUR 

A. BRIEF HISTORY OF' MARKEt-ING AND .CONSUMER .BEH.t\VIOUR 

'Many 1!3a.din.g marketirag academicians andpraetitioners 

agree that the beginnings o.f .marketing are lost in .antiq.ui ty .• 

tlisto1~ica.l accounts of trade le~td ·one to conclude that market• 

ing has. al'~ays existed. 1 · Whether.· this can be constru~d to 

mean that conscious marketing thought hils alwa.ys:existedis 

another ques.tfon .. it is believed that th·e terin marketing 

'f'as f'i.t'st used as a :no~n in C:ontrast to its earlier usage as 

Aecord.ing to MeCqrthy3 · th~ .beginnings of simr,>le 

marketing can he traced to the rise of economies ;ibove sub;.. 

sistence levels; This phenomenoi1 · cati therefore be traced 
: ' . 

to earl.test t.:f.mes) albeit "in iaol_at;;d e&wi.ronmerits~ 
. . 

Beekm~m artd Davidson
1* ·accept the theory that marketing 

existed in ancient times 1 · but like McCarthy qualify this vi~w 
. ' 

by stating that marketing does not exist until .trading or 

.. 



theory are balled on tbt1 probl~ms and ·ctmcerns of" mM"'keti:no ~en 
. . . c 

shortly l!tft.er the 4!ll\~. 'I'Jf the l.ttf3t ~ettt\u;oyn~ M4ny at:tl1:mpt,a ' 

bavQ been mad~ to tr~ce tbe dev~lop1nent ot. C'lat'l~etlilg tb·oory 
. ' 

by such ·peopl'i) .a$ Jtut¢binaon/; . Sutlet-,7 I,Jart~ts.8 and. 

to~l(;1,i\tly9 .· to mention bt:a.t a ffi'f• · In the opinion o.f &lberti 

bow$Ver. ·it .is not possible t.·o idenU.ty elent' bench marks in 

the history· ot m~r~ting~·tO 

1tl1odern mts.rl,e.ting .c;~me o.f .nge .at-tor Vorld \ftU" t when 

the words, aur!ilu:S nntl ov.er<pmducti:on beerime inc:r(fnf;)illgly · 

mont o.t milrk&tlng .. tbeory ttn o ecnsintont bo4y ot knowledge,. 

how:evei", the yeo.rs ainco 1941 ha:v.e been. ot gzreat~~t tJi{Jliifi• 
. . 1"'. 
eo.nce. ""· 

\ 
I' 
.\ ' 

\ . 
I 

\ 
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becQme interdisciplinary. 

seen a significant gro,4'th in the application o.f sociological,. 

psychological, anthropological 1 economic and mathematical 

concepts to the fiald of marketing. This study is primarily 

COllcerned with the application of the behavioural sciences to 

marketing and particularly that section which concerns consumer 

or buyer behaviour. 

In order to appreciate the significance of consumer behaviour 

in the field ot ll.tO.rketing it is necessary to examine the 

marketing concept as it is practised and taught todny .. 

~he major eMphasis 1n marketing today is on the marketing manage• 

ntent approach., Five definitions are used in order to illustrate 

this approach and also to indicate the significance of the 

consumer or consumer behaviour in the field of marketing. 

i'Marketing is the performance of business o.ctivi tie.s 
that direct the flow of goods and services from 
producer to consumer or user in order to satisfy 
customers and accompl.ish the :f'irmts objectives."13 

11We feel tbat marketing is a tundamental business 
philosopby • .. Fundamental to this philosophy is 
the recognition and acceptance of a customer orien ... 
ted way of doing business.. Under marketing the 
customer becomes the fUlcrum, the pivot point about 
which the business moves in operating for the 
balanced best interests of all concerned 11 .1.4 

3 



·~· 

l 1Marketin0, i.s the process in a society by wbieh 
tho dtmand atructure tor ·oconomt.e goods or sei"Vlces 
t• anticipat&d or enl~ond ancl eatistie4 tbrougb 
tno.concl,tption, promotion, ex.chanu~a.nd physiea1 

·d.tstribut!on.ofauch goo«!$ j!!,J1d ~~~rviees."15 

.uJ.farketlng'ts the.proce~s o'.( 4iscoverlng and. tr411s ... · 
. ·l~ting ~onsum_er neods and wtrnts ittt~· prod\lets and 

serrvlce speci.tico.tiorui creating demand for ,theso 
prod\Jcts and .sen-!cos1 artd tbon bi ;.urn. expanding 
'be 4emand..,nJ.6 . · 

. ••Mfl.f'iy;~tiug i& defined as those aet.ivtt:ies '«'hieh . 
d.ll.roct the .. 'flow of goods and .servl.t!e$ trQm pi;o· ... · 
ductlon to conl\mmption .. nt7 

' ln all ot tl\b$$ :tive dtt:t:initi:OM emphesitt' io given to 

tbe task C..t either moY.ing goods ·or services to the eonswm"''j'or: 

c£ satisfying ~onsumer· ~emand~ or o£ trarusl~;ting consumer n~eds 

. into product$ tutd /•ervtc:o~ ,or. o,t <Iirecttng t.he flow of goods · •· 

to~at'd consumption .. ·. ·Little mOl"'O raeod ·b$ sa,id thon on the 

critiCAl itiiportance Of. i::b4!. C(JnlltU'aer to tbQ .··field Of in~~~~etiflg .• 
• • • ' ... 4 

·. ·· J~or the rest ot ~bia st11dy, the eoztl!unler i.a consi-dered to be 

king, ru1d aU. marketitlg off'ortt:J are considered a.s ,stc.ges in ' 

the. proeests of S4a,U.stying eonsu~~ter dt""..mattds J·whi~e .a.t the name 

timo~ ~ceompU.:9h$.ng the objeet:lvea o'£ ttu,· tim •. 

It the th•ort tbttt tbe C:OJ'liSUmer ie. king holds trueJ 
. . . 

. ·then it b&eoaos vitally .iltlportt~tnt for-.. the t.Jarketing practi• 
' ~ ~ . . . ' ,• 

U.oner antS icademie >to study nnd· understand the consuiner. . . . . . '• .. 
It. becomes ·necesaAry t~ know. rt.ot only how he nets.) but ·w,hy be _aots,. 

~ . ' . ' 

· .. ,;j 
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" o4ttcAtod 1 bow rich,' ho'~ pao..-, how toe.atod, f!tc~, h~ve .bean con-

Ohe ot tb~ P*'~ocipal reasons. foJi' the negl.~ct, ot thea 

11hy a.pp1•.oach to c:Ol'UJUmer behBv!Qu.r htlS .beert thE! dit'fiebl ty ot 

.. under.sta.h.ding, measut"illg and !n.terpreting .,ueb tbiftQ$ as l'l"by 

a housewife vUl shot' at store A tor ()rte item-9 t"ttld store B 

tor another it.e~ 'When both could have b-een. purcbaoed f.l.t -the 

- • ,J ••• • • . • 

by· def.f.nt·Uon
1
be comp1exbecau~E!1 lt deals ''ttb the bomnn 

el-ement.. · Gcmot•aU.:eatlons o.re dltficuit," and with the eKC~P·• 

tion o:'f eeo~o~ic mcd•ls, b.tn.dettuato emp!rf.ca1 research has 

yet boen .Cc!id.Ucted for the developmGl'it of .Q; body of 1taU.d 

sd.e:ttti tie principles of o(Jnsurner bal1.avtotu:·. 

On& clear f'a.et. has, .bowev~r:. emerged from the pr~.sent 

work ori conswtier·b~ba.viour, and_that is that man is not a t'a• 



Aa ment!.Qrtod prev.iously, the growing ;O.pproelcti.on of 

the !mpert.aru:e t:J.nd complexity ot consumer behav.iour hoe r~ .. 

ce:l.ved mut!h ,o.f l ts 1mpetttc nnd a.stlist~nce front other disci ... 

found that tbQ largf)l!t ;propot'U.on of the artiel&s vitb some 

tlleoretleal eon tent appearing in 'tho ~t"keting 1! tora:ture is 

s.utnoJ", i.e. t.he how ot consumer bohav:i;.Q\lr' .and. not with the 

directed t.o the eoeiologicalt psychological a.nd f'Antllropolo-. 

gica1 lntluenee,; on consumer behnvioUJ." .. 18 

.soetal tnstt tu U.on atd the va1uos o'£ !nter-dlsci;pl tna ... :v thought 

bogin :to t\ppe.,_r. 19 

t-1any tt.ttG\'!lptll br1ve been nn1de to explain tlnd dofin& 

the phenomena o'£ eoru!luntel' b«!hn.vlour aJnd.,according to Br!t:t...,:ao 

between 12t000 a.na 15,000 nrt:tel£H~. books ~11d monographs nre 

published in Bngli&b oaeh yoar .in the t'i¢ld of behavioural· 

~etonees, most ot 'lthich h.avo eome relevance to the tield of 



consum€!r behaviour. 

consumer b~'ffiour, te'l4' people o.ppe~r willing to de:tlne th~ term 

or to explain the nature of the subject. 

Robertson~H. .define consumer behaviour in the £ollot,ing v.ay. 

11As an academic discipline the study o.t consumer 
behn.viour focuses on only one aspect of: the tota.l 
marketing system. Although participants in this 
syst.:tm include producers, mid.dlemen and consumers 
and ttu: a.ctioli ot nny one pnrty often :pf'ovokes re• 
actio11. in another, the object ot consumer· behaviour 
research .and etudy is the end purehaserll., 

Another o.uthor in the field explains consumer be .. 

:Wbue this information .is vital, it is still neceasary to 

require additionJtl qualittttlve dynamic knowledge about the 

For this autho:tj consumer behav1.our .in-

volves an understanding of 'fh,Y consume:t'1!> buy a pa.rtieulnr 

product aru:S how eurr;•ent non .. users can be switched to a spe ... 

ti . . 22 ci c brand. 

A mot>.e comprehensive exple.nntion of thf!' nature of 

ccnsllmt!r behaviour is provided by Burke. 23 



8. 

"Major aspects o£ consumer behaviour ma,y be del.:inea• 
ted thusa 'rbe paychologteal, sociologiea.1, antbro­
pc.logical and economic phenomenarelo.ted to the 
behaviour .of individuals,. famUitU!t lU'ld groUp$ as 
they tet~e consumer roles in indiv.idu.nl and group 
decisiori-mtlkittg o:r problem solving processes t"elated 
to buying and using. goods and services and the 
econOlllic phenomena of consumption and expenditures 
which rosult from the socioeconomic structure ot 
consumption. •• 

One tinnl description of the field is given by 

Andreasen who views consumer behaviour as a decision malting 

process based on specific conceptions about at·ti tude toJ"rfta ... 

tion a.nd change> drawn from social psychology. 2"'· In other 

words, consumer behaviour is the 1"esult. of the etfeet ·of 

con~Sumer attitudes on the decision making process. 

An exam!natiQn of tbeJ>e ideas on consumer behaviour 

indicates that the t!eld is complex an<l involves a series of 

. interrelated JJUbjects .. An extensive survey ot the literature . 

in<licat.&s that the field can be broken down into s-everal.rnajor 

Furthermore, the approach to 

this classifica.tion ean take two diettnet forme a~ described 

in the neJtt t:Jection .. 

B. APPROACM TO 'tim STUDY OF CONSU!4~R BEHAVIOUR 

; 



to start with the individual at the centre and work Qutward• 

through the various .fa.ct.ora tbQ.t influence his behaviour. 

Thls is the approach normally adopted by marketing men and 

this will be the approach adopted in tbia study. For pur• 

poses o.f clasaif'ieation this approach ts temed tbe outward 

approach. 

'the second approach to the study ot consumer beba-

viour is termed the inward approach and rests on the theory 

that individual behaviour is conditioned by the environment 

and theretore one should start with the broadest influence 

on the individual namely tho socio-cultura.l and political 

environment and work inwards to the individual. 

Regardless of the approach adopted, it is possible 

to doscribe tho major variables relating to the field in the 

foU.owing wa,y • 

A. Individual Factors 

1) Notivation 
2) Cognition 

a) Traits, attitudes and beltefu 
b) Perception 
e) Personality 
d) Cognitive dissonance 

3) Learning 
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D,. Social a.nd Group Factors 

1) 1'he FamU y 
2) Soetal Influoncea 
,) ) Role Infl;u:ences 
It) Opinion Lead ora 
$) Religious lntluences 

1.) · Soela.l Class 
2) eulture 
3) Noa•me c f Behnv iour 
~) ~olittcal Constraints 
5) Legal CoJu~traint.s 

D. Business Plrm Factor.a 

1) Prc.duct. 
2) Serviec 
3) Promotion 
4) D.istributia:n 

. !') Pr.lce 
6) AvcUGbi1lty 

this bretlkdown ot the factors relevant to consumer 

behaviour cleArly indicates thnt the Yny a consumer behaves 

wUl depcmd on imUv.idul\1 factors, aocial and groUt> factors, 

socio-cultural dfld political factors, a."\d. business :firm 

factors .• This can be roprostmted by tt .simple descr!pt:hre 

model or function. As n. function, conlltUmer behaviour etm 



where 

11. 

· en • Consumer Seha.v iottr 

IF • Individual Fo.ctor.s 

SGF a Social and Group Factors 

SCP,F = socio-cultural and .Pol i tie.a,l Factors 

BFP = Business Flrm F.aetors 

This function is descriptive ~tnd 'ilo attempt has been made 

to determine tthe:tber J. t is 1 inear or exponenti.al , or ~hether 

it ls :additive Qr multiplicative. Figure I.t is a model 

.depleting tbia function. 

The major use of this ,model is that it assi$ts in 

describing the research ottd tbeory .in the tield, and in under­

standing the multi tude of inter.=relo..tionships that cnn and do 

exist. Just bow all the variables relate is not k.rtc::n .. 11.. 

Numerous theories exist in this field, and the rest o.£ Part 

Ofie w.H1 be (levoted. to an examination of the major fac-tor.s, 

their sub ... variables, and .signi.tieo.nt theories on consumer 

beha:viour. 1'bo nbove function .and method ot c:lnssitication 

is based on the outwnrd.'9 .o.ppron.ch to the :field. 

the approach that l-'ill be u~ed in this .study. 

This is 

In the inwards approach, the consumer's behaviot.Jr 

is ViQwed aB be.ing largely influ~mced .by his ~nvirortr.nent. 



12. 

This approneb is best described by ·the diagrammntie represen-

ta.tion in Figure 11.1. 
. ' In this diagram, the individuals 

behaviQUT . .is sl'U)w,l t,iS being partly influenced by his family, 

by his church, by his re:ter.cnee groups, by hi.s community, 

by the laws of the country, by tho socio-cul tura.t and pol i ticnl 

environment in which he 1 i.ve.s and by the actions o:f variou.s 

business firtts. 

As in the outwa.rd a.pproa,ch, the ln\~ar4 approach also 

stresse.s tbe inter-dependence of the var.iot.ts variables but 

concentrates on understanding the brander nnd more general 

influence of environmental tactorn, rather thnn individual 

£ac;tors,on consumer behnviour. 

Before embarking on an examination ot the tield o£ 

consumer behavi!ltur it .is :necessary t.o distinguish between the 

ma6ro approach and the tnicro approach to consumer behaviour. 

An analy:sis of the behaviour of one single consumer is .roferred 

to ns micro behaviour nnd a study of the behaviour of n mass 

or aggrega.te ·Of 1ntliv1duals is referred to a:.s macro behaviour. 

In 1:\ 1964. article by Gt,ock and Nicosia in the Journal of Un,rketin.a. 

the au thor.s refer to .micro behdViour iO:S consumer behnv.iour t a.nd 

mucro behaviour a..s consumption behav.iour. 25 tvbile this dis• 

tinction. is logical t it is seldom used in the l.i terCtturet nnd 



henee in this study consumer bobaviour is used to denote the 

macro aspect unless otherwise speci:fi'13cl. 

C. MlCROECONOMlC MODSL OF CONSUMER BEHAVIOUR 

Any examinnti.on of the :field. of consumer behnviour 

ean begin. witht nt 1eas;t., a br!.ef survey ·Of the traditional 

economic approach to tbe question, i1Why doos tho consumer 

behave the we.y he 4~)(!15? n 

lreono:mie theory, particul.a:rly utility theory. 1s nn 

attempt to explain the behaviour o£ o.ny .single irVH.vidual tn 

rational nnd econ.om.ie terms. The model rests on the principle 

o.t utility or eo.tiat'acU.on. It a.ssert.s that the eonaumer will 

buy those quanti ti·es of products or :Ser-Yiees where the Mnrg.inal 

utility (additional eatisfaeti.on :trom consuming one more u.nit.) 

par nand worth of .any one product equo.ts tb~ mt:lrginal utility 

per Rand worth of any other product. "for a given period ·Of time. 

ln equation :form the rclation$hip is 

where I 

MlJ· -!S. 
Px 



the marginal utility MIJ ot product x over tho price P .of ,x 

eq_un.ls ·the ma.reinal utU i. ty o.t p.rocluet y over the price ot y 

Which equals tho ma~·gi.nal •uti,l.ity o~ any product n over tho 

"'l'he .ant-ecedents o£ thi.s theory can be traeed back to 

tho writing of Adam Smi tb and Jer.emy Bcn'tham. n26 Smith in 

his ltlol'eol th of Nn.tions" in 1.(76 ostabH.shed the principle that. 

man is motiv,a.'t&a by self irtterest in all his actions. .Bentham 

uith his hedonistic calculus went ~no_ stag-e :further by picturing 

man as a rational etono111ic calculator weighing- up the expected 

pleasures and po.itts to be derived frpm! ·;:tny particular action .. 

It vas not until a, hundred years after nentbntn that 

modern util.lty theory i"cally took root, .. "l'he great coneolida• 

tor of clc.ssieal and neo-cl.nssical ,economics~ ./1.1 tred Marshall, 

w:as l.argely rosJ)onsible .for developing the economic model ot 

cO.nt!lumer behaviour ns described previously. 

The microeconomie model ot consumer behaviour bas 

been c..ri tictzed by moat- leading ,marketing men and behavioural-

ists nt one. time or t:mother. · Perhaps tho most poten.t cri ti• 

cism ,of: economic theory i.s its failure to consider tho inter-

dependence of hui'Dnn behaviour. 



Psychologist Knrl Smith27 makes the following 

judgment o:n. economic theory. 

"Economic theory equates tho logl.e of motivation 
and the rational interpr&tation. of market pro­
cesses ot the businessman wi t.b. that of the ordi• 
naey hou!!ewife, the common lttbourer1 the unem­
ployed And the old man or woman due· :tor t"etirenu:mttt., 

1'ho author goes on to tmY that dlacrepanetes between sui:b 

indJ.viduc.l$ .a.re attributed to lmper:f'ections of economic:, in- . 

sight and the tntervontion ot noneconomic motives. '!'he 

result of tbts orthodox concept ot ·economic motivation con,..; 

.stitutes a· theof'etieal bnrrier to an objective understanding 
. . 28 

of human nature, 11eeda and mc.tivationa .. 

WhU.e the .abOve eri U.eism appears unduly barsb, most 

marketing tu.m a.nd economists reeognf:~e that the mtcrooconomie. 

model ot consumer behaviour to.lla sbt'Jrt of satis.faetori1y 

explaining consumet- bohaviour
1 

beco.uso of th(! difficulties ot 

measuring utility and because the other tnctors prev-iously 

mentioned o.re not coruddered .a.s being relevant to the mottel. 

Kotler, While .agreeing that individual, social t group• 

Clll tura1: 1 poll. tical,. nnd bus :lness .fix-m factors cannot be dis• 

regarded when examining eotUJumer beha\l'iour, does nevertheless 

state that tho Morstlall ian model :ls of eontsiderable use in 
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understanding behaviour. He suggests that ·numerous behn-

vioural hypotheses can be derived. i'll:'ottt t.he model such as 1) the 

lower the p.r.ice ot the product the higher the .sales; 2) the 

lower the prl·Ct'! of DUbstituto products th.e lover the sa:tes ot 

this product, etc. When ane.ly:ting a mass market, Kot.ler 

sugg~;tsts thnt theso hypothese$ are by I.Uld large validated, 

end hence concluaos that for a gener.al underet.nnding of con• 

. . . . . - 2Q 
sumer behav.iour, the mieroeconomi·e model in of valuo. " 

'thus without d~nigrati,ng the r.1arshall:la.n modal it .is 

plain thntlln order to derive greater understanding of con• 

sumer beba.viour,it i.s necessary to understand those other 

factors 'lffli,cb influeneo behaviour. 
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'l'his somewhat, 

tr.ito description ot tho human rt1ce 1$. tAUtologicn.l and y~t 

trequently not understood o.r 11pptr.cctated by buein.essmen. AU 

too few ma:rk.eting men partieu1l:tr1y in South A:frt.cn. nre pre-­

pared to oecopt \he significance of the clivo:r.sely motivated 

mnt'ket «'!lin be nogre-gated into .ono typology is not only to.lec, 

but may :result in CO$tly erro.r involving both out ot pocket 

costs ani'! oppot"tunity eosttJ, 

H$ ito) diversely motivated 

according to expeetation. 1 Many beba"J.ora1 theorist.:! do r10t 

accept the thGOl"Y that man is irraU.onn·~ they S:J,y t:bat man 

is n~ver- irraU.orta.l because there la always an internal togie 

What nppet1re to be irrational then is 

21 
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Purttu~rmoro-. r.tan •xtn.ts in r.m <mv1f'onm~nt and. ie d~pondent on 

this ·envtron.ml!nt t"ot: stu•viva.1. eo1Uiifflquent.1y fllaft ie an inter• 

d~pondcmt e.jt.J.mal·n:nd cannot bo tJeen AS opernttng in isolation. 

1'bis £aUur<!l ·to .e,pproc.inte tho tn.t·crdepondonee of taob is one 

of the most cog(!nt criticisms o.f tbf.! mic::roeeoncmic model ot 

tn order to under• 

etat<td bim, and· influence him, .tt i.e not nec;est>ar:r to asftumo ho 

itt either good or bnd .• 2 

'the theorist accepts them amt the 

pr.aettea.l businessman ia :freQU«!ntly ewaro of them even thought 

he geu.era11y· refuses to heed tbem at the oper.ating dccist·on 

1eva1. 

A f.i:r.st a.ppmaeh to the study of consumer behaviour• th~n, must 

begin: at tb& S.ntHVldt:tttl l~voi Cml<::rt~•bebtrviour). Comprebendi:ng 

and predicting the b&ha""ioar of groups (maero, ... beh.aVibur) d~ponda 

largely on an undorstanatno Qf 'Why tbe !ttdiv$.i:lua.l consumer 

behavt.ts the Va"f h~ doea .• ) 



1JB unique, with etntUarttiefi at 'tho &ggrogttU.tte lovel. It 

ts to"*ed ~d det~nnin4)d by the tndivldttal'a ba:ekgrou.nd, 

ftfhe cognl tivo map ot the iud.lvt<tuol ts not. l\ 

;pbotograpble roprt":aentation of the physical 
wc:,rldi l.t .is rather .$. partial por$on~1 f)On• 
tJtrue.ticm in tthiob cof"tain obj.eete .seleet.od 
out by tbe lndivldual tor a IIQJOl" role are 
PGt'otiived: in an 4ntltvtdui11 matmor. ®v~ry 
pereeivel' is; as it W"et"Ot to some degree a 
l!mn-represootn'ti.o2lal crtiat,. painttng. ~ pic.• 
t.ur• ot the \f0r14 thnt ell:prosaes bls ln«U.vi• 
6ua1 vtew ot I'Q$litV•" 

ev e.ry eonet.uner • 

.:tormity w.itb 'th6 .cotumwer•s ttwn vt~w o~ r~alitY; and his beha• 
4'! 

v.iour to11ow8 from this vlow. n::J 

:;>J 



1flt.s etat.omont on e~nsumoro individuality by no m&atUJ preclt,adf)S 

t~ft undQrS.t.llft41no end Ggf§rotat1on .of cotu,umers int.() a t.yr:toloo:r 

~ereb7 oon«trrtl pt'otU.etS.onD ot c<:ohDUI!\01" behovtour eo.n 'bo_ \JDiid .... 

1'ho et~t.otnttnt .rather blOblS.abt• tlle lmpol"tanco ot a ·:l"J .. goi"'oUs 

Aceordi~tg to Ba·::rtoilt nhul~U\ri boho:v·tour· CtUl ba grouped in·to ·threo 

. ' ' eategod.es • eogni.tlon, mottyaU.on and learning .• rt Uo dof.inca 

i-Alam.!ng rotevs to those chnnQQ. in behbvtour Wblth 6ccut' thr-oug:b 

titne; r&l."'tf,.Vfl: to e~t.erna.l s.ttfl)Ulus eoruU tiona: .• 1 

f!\t.rtth'!t'n'lor.e ctt(ltlltlcn'i• t10ti~atiol1 Qhd lenrntno a.l"e lnt:tuenced 

by n &«1roo VAriot.,y ot tallvironaent~l tactor.tt includi&tg cut ture., 

reference ~~,.. •• fetftd.ly erou,p,s t'U'U.t religious tn:r:U .. tJts. 

ll.fh.Ue the logic. ot. Snyton •;; oeea.y i• eccoptod 1n this study, 

lt mtgb.t bo staggost~d tho.t o,ll conaut:tter behe;vS.our. cth~t' thtt.n. 

• 



n.. .M01'lVATl0lU 

Ac:cort!ino to psychologt.sts Cot~r (\nd Apploy, '11U :is clear 'tbtit 

a comprohens!ve d~fint_tivo p$ycholooy o.t motivathln does not 

"Ari&ino out of tension•sy«tems wbteh eteate e stat0 
ot d.ltUIQUi:U.brlutn .for th~ ind.lviduc,J..n9 

"'the geru.Jral t~Mltf for the tact that an orgt.tnistU • e 
aet& at'e lH:\~tt~11r detet11tf.itlo4 by its own natur4a. or­
:i.ntf!!rrtal stl"tt¢ture. 11 1.0 

8 tteff!r>t'trag to a at a. to of nttol!l lU:'OtUJ(l1 ... .tli eond i t.ion 
cxezotb1g pusb em tho individual to engage In thoJt~e 
.activit!~& whlch b~& on.ttelpat.ett will havG tho high• 
est. p.fl)\>a.biU.ty ot brlno.tng :btm gratification of a 
particultu• n~ed pa tttit'n,~~ ·"11 

The ~~lt!haU.on ot psy<!hologtea1 phenomena by 
reterenco to p$yeho1ogiea1 pbenotn<mlh 12 

<'UJ being a psyeh¥l1ogioally dcto~rdned nGGd or clrive, tbe Bt\t.£1! ... 

faction o,t t-l!b.i,eh ViU, en~ble tbil ln4ivldtta1 to mGve towai"d a 

to aot1on. 



AccortUng t.o Ma&lovt$ well known tbee>.riet~ on motiv~tton, all 

Uumnn bohaviouf' it~ 41r•eted toW'A.rt'l tbe s~:tietaetlon ttl 4 

Phyetol4giee1 cmd Satoty 

Soc tel 

E(Jct· 

13 Sol t-Ful tUl:mMt · .. 

Social needs tnclud~ tbe dostro tor bel:Ol'lg.f.no. tor nfiuloc!at.ion, 

f'or accoptft.ne& by· £e11o\G' maflt tor love an<d trliltiJ:hdatp. MQtt 

· strive$ to b~e part ot n group attd: avoid nanomte, tt 



needs alsl) rcla.te t.c cm•'s reput.a.tlon such tUJ needs for status, 

tor r<teognit.ton. t~:r *'PPt"l\Cio.ti.on,, and tor respett. 

Se1t Pttl.fU.1numt tlt!Ods_. or .as 
11* Chris 4roy.r£s15-caUs thmn, 

tutl t ... tJ.etuo.J.tfJation neods, r(l!lete to ll1ftlt. * o derdre for E\el i' 

tult!11m®'• hie desitf! to roa1l.Ge bto potont!aU.ties, to b~ 

erea U.ve and to d~V'~lop~ 

Human b•h41ifV'1t:tour, and ecn.tJliUnor betu\vtou.r could. be vtew&d ae 

a c:ont.inual l!!ltrugt-1.~ o(' driv'O to gat!$t'y the rtl(ted biortlreb:r• · 

In theory, .-very pt"'duct or ~orvS.eo purebtutod by ev&ry con• 

iiUJl'IH~l" \till tn ;t1)Jl)~ way sa.tloty one of tho tour lt.tvol~S oJt groups 

ot neods vhother tho :t:Ort;;Jumor is conset'bus o.t tbls or not, Gnd 

wbf)ther th\'i ptirebas~ 'l.fas c:»peetticut.ly made to eatie:t,- a con• 

scioue neett o.r tu:~t. 

tt t1Ust be J>(ilnted OUt t.-at Sa;tj,.t;tftU~tiOJ'l of 'tbl!l Q(!$d hiet-Al"C!bJ' 

dittol""8 fJ"om 4.n~:Uv1dunl. to lndtvJ.t'lual ae. does t.f'u) f'lelaU.vn i·fti• 

howG'*I$1'; tbe eontJume.r .,Ul Attempt ta et\t.isf)r ph.ysloi.'Ogtcal needs 

tira.t, tben socl&\1 .nee4s, ~hen euo O$Gd!l,. and tina1ly t:;~Olf ~~-



a. 

market are lUtely 'to fail as will low etntus prcducts anlf 

SAtisfy,. 

bobavlour. once hunger is e:n,tlated mnn•s nee4 :rot 1'ood, ln 

order to su.ttta.i.H 1\imsolf, will tempor<QJ":Uy 'VUisb. 16 This 

view is elaborated by llarntu;'l? Who aug:geats that all ot man'& 

author in t.bls £ie1~ suggests tltat $.n atltomobile may sa.U.s:f:r an.y 

of the fc11ow1nu needs and generally sAtlstlfil$ many of them. 

An aut.ornobUe ls a sy$bo1 o'f initiation into society; it pro-

vi.des s~tua; it giv&s « tecling ot power; it 41lows one to channel 



'by bringing people togt)t.hor; it ts a .means of tt-ansportntiont 

it enabloi!J ue to act out a. death w.isb; tt anablos ono to feel 

one to :f.eal opulent., younrh sportyt strong, virile, sexy, 

. .·. ~ t.8 etc •. , etc. 

Wh.Ue an automobile may be ane o£ tho mo.st complex pr'Oducts to 

tainly n(tt alone ill providing satie:taction over a wide range 

Ev6ry prod.uet made Sl.ltisties more than one nec;ld 

poss.ib1e number' ot need sl).tisf'tlng cyuaU.t:.tas ot a product are 

enormou~S. 

In il!iurmnary, .eonsumers buy produete iu ordcur t.o .eatisf'y pl\ysio• 

logical, f:loetat, ego ttnd self fulfillment I'U!Gdae These needa 

at a. time or in conj:unctton ~Vi.th each other. Each product 

Frequently the eonaumer and th·e .supplier are 



• tn purcbui.ng a paJrtlcular product:,. 

• 
Ono fur~hQ'r.> a$peet: ot oorullumer :motivation t.:I\At. is ot relevartce> 

rel,at~s to what D,;.ue~ oa.U.s t'consumor behaviour as rislt tnkino. ,,:19 

• Maslow• s noe4 hilt'trnrcby bas be~ •J~ed in this et.u.dy as it. 
l"GlU"esents a. cotnprehensive approa.1::h to th., ptob.lem. Numerou~ 

other authoJrs llave doveloJHJd eimUar neefl hierarehios. tlttd 
oru'! 111 particulAr ia of tcle'V'al\C() in marketing, vll.i'J. Bt~yton 's 
hierarchy ot ai'toetionn1 n~edef ego bolstoring ncedet ego­
doi'onstve uceds,. ( Seo Rof'. 6). 

30 
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reducing risk th~t enable them to tl.Ct with ro1aU:ve contidenco 

and e.nse tn ·situation.$ ~ere tho outcome ot events is un<H.tr~ain. 20 

actions. 

balunce and ettulllbrium o£ hi$ eooni tl1re world, and hence {(; 

tnotivatod to both reduce che.ng"G and the risk .tnvolve4 tn change .. 23 

., 
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A find aspect of nMJttvat1on theory r•eta,tes to emotion. Somo 

dUtl'u)rs24 .eategori?S~ ,<.mlodons ae being pa-rt ot th.., cousumer•s 

n£moticm is best defined as a stirred up co:ruUtion ot 
the ()rgnnli.sm,. Some emotions 41re specif'le ·to a pre­
a~t. nec-dt pain,. bU1\9et't tea.r, $C!IXU1!1.1 de~tiro; 
otbGrs are more parvasf.ve and longer lastbtgc anxlet.y. 
dGpt"GSSiOftt· t'C!'ndont&$.&t ;l"GV$:t'.U~e. n26 

As described prmtlouslt• t~eopl,e atr:tvo for a state of batanee 

in tbeis:- eoguit1'4t4l WOf"ld, .una eorH!H~quently t•ke actloft to either 

Emottott ce.n be vi.o,.,ed as a subjeetivo colourln.g o£- motives, 

especd•lly mot.iYII!S in conflict. or under threat. 27 

32 
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CHAPTER I'll. 

INDIVIDUAL FACTORSt CC~NITtON 

A. 'INTRODUCTlONJ 

During the p~riod !n "'hich a consumer is motivated to take ac::tion 

in order to satisfy some need, the cognitive processes become 

operative. 

' 1We can view these eogni tivo processes as being 
purposive.tn·that they serve tho individual in his 
attempts to achieve satisfaction ot his neads'~~ 
These cognitive processes are regulator)' in that 
they determine in large measure the direction and 
particular steps· taken in his attempt to attain 
satisfaction of tho initiating needs."1 

In order to comprehend the cognitive process• it is necessary 

to delineate those areas of major importance• viz.i 

Traits, attitudes and beliets 

Perception 

PGrsonality 

In addition, the cognitive process is also vitally at:feeted by 

cognitive dissonanee or incongruent cognitions. 

A consumer 1 s view o:f reality (his cognitive world) will be 

determined by his pereeptions, trains, attitudes, beliefs, 



elders tho atti tudetJ of hts eousumors fl& good, bnd or in• 

di.tferent should havo uo beartng .on bt~t job of -sattstying thmn. 

"Our trn.1ta. n:ttitu.des and beliefs plo.y a; etgnifb::ant part in 

determining our ;Judgemen>ts ot e'V'ente !a the· world ,around tlS• h
2 

they help 6etermifte w-hether wo Are lnacvattve or coruservatlvc:v; 

savers or apettders; brtm.d loyal or venturesome; slow- shoppers 

or impuls-e buyers; e-tatus -t:Ol'lt!leious end snobbish or Jton-!1Jtat1.ls 

conseioua tmd Ul'lbV'~t"e ot class dtt£erentials, etc. 

A b·ai.t, is a urd.que an4 por•onal way ot respo11ding to one•e 

envii"'nllfent. A11J)Ort' de.ftKes n trait as bt~ting more genera• 

1 ized than a haib!t and. belng dotcrmtnistte in that t)flC.tt formed, 

it .aetual.ly dlrecta rosp¢nlle& to partlcut~.u .. stit~tuli. Re further 

e~ates thc.t tr~:~;ltt.J eamot. be 'V'lowod as being· 1ft-dependent or 

each othar. 

3t 



Pet"haps the most eri tical faetor- {t"'tn the consumer bebavi,our 

lihUe ea.ch trnit is 

unique to th$ indtv-iCI.ual,1 aggregn.tJi .. ons of: consumers do &xhibit 

or e~rvieo .. 

Con.tusion t"reguently At'iEJes between attitudes .at\d beliefs; and 

\'lhile they are i:nterrelnt-ed, there a.re d.l:ttel"en~es. Hel i.ef'a a.re 
'· 
\ 

things; p0opl~ feel to be tnle···, they may be bnst!ld on factual or 

empirical -evidence, .a. O• , vi tam ins are gGod tor you, therefore 

Tbey may be in the 

nnture of an opinion not yet proven or ltnown to be true to the 

" .status. Finnlly1 bP..l:lets tn"'f rest on ~aitb and presently 

Unlike bf'~ie£s, wbieh arc •gtmerally f:leen n~:J bei.ng motivati·onnlly 

and emotf.ona.l.ly neutral. atti.tude!l are definitely motivntl.onal 

'* and emotionn1 asvnets o.t eogn.i t!on. 

Krech, Crutchtfield nri.d Ballachey d.eftne e.ttituae e.s 1 ua.n endurtng 

system ot positive or nega.tive ~vniuntions., emotional :feelings 

and pro or eon action tendoncies \Vi tll l"'est'ect to e. $Ot::ial objeet. u 5 

3? 



He et:resseo in his 

deti.nit..ion, boweve~, ·the :int~netty or va1onee ot tb,e attitudP. 

beltt. 6 Vttlonco i8 h&re detinod n.s the degree ·of' positivity 

to the& mar.lc.•t:bttJ melll wtum evaluating consumer bah~viour. The 

list ot l'roduct faUures, as a result ·of incorrectly a.5sumino 

higll attitude valence :tor a pnrtieular product attri.but~, ts 

long. 

The !mportanee of understanding., measuring and predicti.ng 

coneumor attitude$ toward products, servf.c:e, pa.cka.ge1 prico, 

colour, taste. sr:se11,. nizG, adverti~d.ru~Jt imnge .• distributi.on; 

ete .. , is reeogn.ized na being of maj.oJ!' icpor'tnnco in the field 

o.f consumer 'behnvit>ur .. 

tatu~n ee1eb y.enr f.n 'th-e Un:t ted Ste.t.eo. A .lesser but growing 

number ot ,u.uch stud hts are nl eo being uru1~rt.nken in other parts 

attitudes will now be discussed in ordor to .indi.cntit how and 



One study ~et~d at n gon.ernl .level sought to 4etem1ne 

whether eotu1umer.s • attltuttee towards the tuturb e.t.ate or the 

1$Conomy ln.tluenced tbeb" iilpending patterns regardloes ot 

An .indo~ ot eom1umor tlttitudes 

financial position, i!t.e. 

tbnt attitu~U.nal. variables do :contribute signi.f'ieantly toward. 

an esplflnl!l!tlon. of fluetuaU.ons in eon,sumer epend1ng.7 

brand purchase, it val!! tound that housewives• attitudes tolta:T.ds 

various brandfJ eorrela:ted closely w.ltl\ tll~itt buying ~oha.viour. 

brands in tb~tr plutehase intention G.. F\u~thermore, the eorre• 

laU .. on betwoon pref'ero(!nce £or a brand and the !"elattve share oi' 

purcbtuses obtained by that brand wa.$ 918 tor se>Ven product 

8 classes .. 

Crespi s'tntea that the interro1o.ted ttatura of' .nt.titudes causes 



6. 

wUl be more d1f£.tcu1 t to change. 

towards a brand of soap are closely rotated to Iter values con""' 

cemi.ng her role of lteepi.ng n ct~on hot.u:oe,, then it 18 r.10re dlfti­

cu1 t to induce a change in her pureh~si.ng pattern thnft if! b.or 

attitudes toward tho soap ttr4'J .isolcted from sucb eonstdernt!on. 9 

C. PERCEPTl Qfit 

Consumer poreepU.ons, like consumer trnlte, attlt.uctes ond bollets., 

are highly !ndlvidual£~tie. 

of· eonttumers • perceptionEh· The model stntes t.ht\t consumer$ pur• 

ehaso in a rational Attd economic fashion. ill c:n:"der to muimtz~ 

utility. Tbia,. then,· involves e.n understanding <.af Bft indlvt-

dual's perception of utility. 

The prinei:ples of pereepU.on Cfttl be grouped int(!JI t;wo f!lajor ce'te• 

gor.les, stimulus factors and personal f'aetors. tO Perception .i.s 



7-

influence partly by physical ;stimuli .sueh as colour .• 

exarnpl.e,. a four pa·ge colour advertisement will be noti.cod b:Y a 

larger number ot people thn:·n will a. black and white adv-ertis-e-

. . t:t ceiver.a. ln 1 ine with tbil! •COncept, thousands Of rdt>lltil"S 

nre spent eaeh. y.ear hi the u.s .. A. testing s1Jch things .as the 

The whole cru~ of the th<Wry b~.ing that 

eonsumer;s pcreoive and react to physical objects or :sti.mul.i 

The eecond categorization ot pere<eption by pet"~Onal factors 

assumes that what an !ndividual !lees 4epentls on What he wan.ts 

to ;se-e, .o.1:1d on his attit.udes, traits, belitd's• motivations, 

A rather 'Well known story servaa to itiustr.ate 

A mal1. wen·t to hl.s psychiatrist ·and was shown a 

series a! 12 inkblots (Uorscho.rch Test) and ast<:ed to describe 

111:hat he saw. . For ench picture the pa.t.iei'lt reforr~d to some 

aspect o£ sex.. When Qsked by his analyst why he was so pro ... 

,occupied with sex, ho countered with• ttt.ool-t Kho has t.he liirty 

p le tut"es. " 

Accordh:t·g to Druner12 parception also involves the net of cn:te• 

gorizing stilnul i in order to make our reaction to our environment. 



o .. 

more monageabl~.. Td,ond.is, in a recent and somewhe:t. uliusua.l 

:l't means that while perceptions are individual, thay oro never ... 

thelt1ss ·categorized in .some dieccrno.ble pattor:n 4 tmd tha.t this 

proeoss .is C:Ol'Ottton to E!,ll cul tures and grouptt,. and hence perc opt ion 

Cl\n be viewed at c mn·cro consumer behaviour .level. 

·that the development o.f .stereotypes .is etosely relatet! to ~-or.sumer 

vor~eptions.. He suggests thllt people do not f~rl!it obset'VO' and t.bon 

du:fin~, but rAther>based on their cognitive syst(;m)tboy ,define 

1i!'. 
:first. n..nd then $'Ge. 

Tho implication o£ this theory is s!gn.if'icant to marketing. The 

euitnblo dietary habits. Th.is becomes ,part ot tb@lir eognit.ivo 

world. f'rom this point tht!y may observo (perceive) a Bantu 

eating a. bun and 6rlnking Coca Cola. This perceptton. io tb.Gil not 



and cspeCit:t;U.y to subl imina1 advertising t cone,c:trns the subvisl.• 

ble or su.baudtblo natul'!u of perception. 15 Conoumers n~:n·ternllV 

The use o! eubU.mlnal ndvertisbtg relies solely on bitting tha 

whetber this form of ad.ve.rt1sing i.s more .e:tfecti.ve tba.n supra• 

liminal cdvcrtiaing. 

respecti.vel)" wlten consttmE-~rs were .subjected to ·subU.mlnal !'!l-d:ver ... 

tising. 16 Numerous ot.ller e"Xpe:.d.monts have, howovor~ tailed a.n:t! 

J.'\n uitiderstancling o£ the cotlt:!ept of' perception leads one to the 

conclusion 'that t.berc .ts no such thing as a pro4uct or .service 

which md.sts either absolutely or in isolation. 
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ia expOsed to a ptodu~t or an .Qdvertisement. bo may not perceiv~ 

tt. Seh~cti.ve perception wUl block out what the corummer doe."J 

not want to s~e~ 17 

I.t. highiights the teet that consumcws may be 

them as being of any utU ity. 

su.mor desires at a prottt ... 



In .anot.b(lr study.. the ref!earc::bers tested <:onsumer brand tden• 

t.i~lcatlon ~ith t-ospect to bf)er consumptiott:.. 20 It Wtt$ bYP'O"" 

tber~ll!Gd t.ba t beer drlnlters ·were not o.bl e to distingu.ieb among 

mn.Jor brands ot •1nlo.beled beetr either ·on Gl'l ,overall basis or 

partit::ipants wet"e not·o.ble to discorn th-e taste dtfforenees 

~g the various brartda but uppli\rently labels and their asso• 

"in oth.or wrds Pl"Oduet disttncti.ons1 or ditte..-encef! 
in the minds of tho ps.rticipants arose primarily 
through their HC.,ptii.venoas to the various f'i.ma 
marketing ottort·s rather thon through pereqf.vod 
phfeical pJ"Oduct dif'feronces.at 

lt ts not 



usagG ptlllrsonolity embrace:! tho spMre of :lndividua,l dittcn-enc~a 

C!" those di.ffer.el'icet~ that- are .f'elatively J:tflr'tslsten..t., ot~ aJ!"e 

efteetive antt voli.U.onal, as disU.net fron"~ intelluctU:al. Th.o 

second asp®'t of the t.fllrm pcf'aona11ty ombro.eea tho thing Which 

411 perJ3oDn.1lt!es ae !fJUeh po.liutess • tbq thing that mnrl~n off 

i$ u&od to l!leBn t.'b~ arran9ement. or configuration. of in<Uvi.du~1 

cheraeterlstics ftl'ld w.ay• of behaving that detlJrmin~ an indivl• 

dual's unique .ttdju,tment to hi$ envir<mmcnt ... 

Allport de tines personal tty 41S the subet.antlal concrete unit of 

100.ntnl l.ife thttt. e~iste ln forms that ar-e detlnitelV single and 

!ttdiv1du.l'tl-.a3 In spite ot this assertion writers, ssientis~s, 

post t the eJtistmt:eo of personal! ty s'tet"eotypes. 

gost.ed the .assumed slstence o.t two typos o'l wo"kers.., The first 

type are laay, d.tsl Ute vork, prefer direction and re<ztt$.ra oo..,rr:ion. 

~h!e viow o.t the vot"kf!U" peraooo.lU.y is called -Theory JC by 



GOQardiess Of' thO ·validity Ot' 1;hf)S~ .lfiwo: t.tu.'torb:uJ., their ettect 

heill be~ ·slgu,ifictmt Ut the indust;r1.nt wQ11"k ptaee,. an4 it. is 

not unc~ w bear a. ill:'ln&9~1"' reternd to as a tlumry X or 

theotT "f mau. 

O.na stucty .pn. p~:-soru:\.1 S.~y t:ypiuo· amotitt vouxm eottc:lud\'Kt 'that. on 

. an ~eXtret!l<flY gener.al level. all won\t'U'l w:ant$1 w look rtgllt, and 

r1gbtcess elstmrt un.ivGr.eAliY · 'eonnct.o4 femU:da.l ty. Boycn• tbis 

polnt .. bowtW~~ thfl'rtft:Jt:Jpe~ dltt~red a~cof'cUBo· to cue, !.ftc:tolle, 

en~ bacltgrot!ncS .. 25 

ln. ono .etudJ' on personality and p'l"ot!Uet ehotee ot •atomo'bilcs~26 

t:be author eortcl~od that ~-r.l'ltonaltty ebnr.t!Ct.e'l"'l~P:tics ar<0 cf' tittle 

valu& :in :lndicot:lno vbethor a~ iatU .. ,;14ud. mml!l a ~rd -or· ChO"~l~Gi<• 

l11 another llt'Ajor study 1\.eadf)d by Karen llor:Ju;ry,. a t.r.f,p,aJ!"t.atet. 

J.utel:",Pers.cnal modal ••o. coast.t"Qcted it~ Which int1ividwals 4J't') 

el.a,$ifi.od as comp~i:ant. fthoae ·.mo :mov~ towar-d poople) 1 tliJSJl"OB""' 

•ive (those ttbo move a-gainst Pt>:t>pl-cl. detaeh~ ( thost:t 1hf;Q mcve 

taway f'«'fUA pocpl o} .. 27 



f!igb detached pe&p1e w~t'o st,gnitico.ntly gr-eater eon.umera of 

. .. 28 
tea. than to\t detach'l!d ones, · 

1 

Numerous other studies have been eonduct&d relating p·&raonality 

to consumer behaviour .. Many are ineonclmdve and. most nre so 

tudes and perceptions that it become& d:i fti<:ul t to di.sU.nguiab 

E. COGNl'tlYE DISSONANCEJ 

Any eurvey ot the cognitive process of consumer b~haviour utU$f. 

inclt~de a ttectton on cognitive l:lissonanee. It is logical to 

treat thi.-8 su'bj$Ct n.$ a ca.pston~ to tb•e theory of ~it.ion .. 

Cognitive consonance is defined as1 nrrhe cbnr:\eteristie ot a 

cognitive system wl\ich ret.ers to the internal harmony existing 

an:h:mg the component cognitions in the ~Systentn29 



.in t>rder to explain thG inconsistencies .of hurnnn behaviour., 

Feet:btger sought to explain 6Ueh things as why n consum~:r. whO 

lmows smoking ts bad for hi!'!· heal tb continues to smoke, n.nd 

'tthnt effect thia inconsistency of behaviour h.a.s on the tndi• 

vidual. He suggests that people may attempt to rationalise 

inconsistent behaviour. but even under these condi ttons., 

consist.eney or ba.lance within the eogni t.ive system :may tail,. 

ifhen &ueh inconsistency exi.t:Jts, the individual f~ls psyeholo-

gical discomfort. f'estinger d&f'ines this ineoneist;eney and 

discomfort as cognitive dissonance. His formal definition 

asserts that 

"an individual experiences di.oscomfort tfhen be holdm 
logically inconsis·tent cognitions about an object 
or event, and that he is thus motivated to redt.tce 
the d.issona.nce tbrough cognitive and attitudinal 
chlitnges. n31 

This <let'init!ion tben implies that diseonnnce is a m.otivating 

factor aimed at reducing discomiort. and increas.ing harmony .• 

heading consumer motivation. In that chapter, it was viewed 

as being primarily .a breakdown in the b».lance or homostasies 



of the i~d:l.vidual. *s eogni tiv~ wort ct. An excellent revh.tt-r 

of the theory ot dissorumce and b&lance is provided ·by Zajonc32 

111 the 1960 ~b11p,;. 2ai~J..oe. 9u~trterll• 

Mnny consumer bohav!Qur studies have been undertaken to test 

'the relevance of the d.issonance concept to Cfl)nt.~umer beht\viour .. 

One sueb.study :sought 'to determine the reac'tions of cig~rett.e 

Strfilkers to diaso'ftant informa.tior• linking clgarotte smnk!ng to 

lung clU\cer .. 33 1'b.e researchers hypothesized tbtlt to o.-der to 

reduce the discomfort telt by tbe dissonant information. smokers 

would react in one or more of the tollovino wa.yst ( t) Chango 

bebnvlbUr, i .. e .. 1 stop et:nok.ing; (2) Deny or distort rea.l.ity by 

refUsing to belieVe tho evid.en.ca; (.1) Minimlm'! the i:mportanc~ 

ot the issqe; (It) Add new eogni tions by seeJd.ng $OC:ia.l .support 

tor the di~sonant bebavtour. 

smokers are motivated to rceduce d.iesona.t1ce and tbt1t they do re­

act tn one or more ot the tour hypothesized marmet's in orch"Jr to 

1'he research did not indicate whether any other courst:!:$ 

·o:t action would be likely to occur, perha.pa the subjects .i.n tact 

fe.l. t no diacomtort, :as a re11m1 t o£ the intonne.U.on. 

tn a sui"VeY on the influence of product pretorence on disso ... 

ttance reduetiotUlt tl\e re.oearchers testod 7.5 women nnd their 

reactions to be!.ng otven a choice o£ one out: of two long playing 



4 t•oeor.d albums tree.·3 

dise;ortanc~ continues over U:nte., ttnd consumer:m o.ttempt to ·.-e--

p:rovido me¢nanisms that assist <Consumers .in r~dueing.disso-
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t'Less tar and nicotine" 

''You owe .it ta )'Qur :tamily to ..... " 

"For people who are progroscivat~ 

Uf'\or your t'am.Ut • e beat th" 

ttR~arkabla resale: value" 

n..-e all slogans and eopy llnos ttt._t provide the consume:r with 

sc:nae way of r~ationnl1aing a. purch&s~ he may nave tel t ittconsis"" 

tent with. 

Conaur;tera bnva lnconulst.cnt at.tltudes towards a host of products 

for one reo.aon or another. These attitudes may be tb$ result 

of societal prossure, ()f" the rl!lsult of individual background 

Ft"equently thes49 aU:.i tudes are clustered among 

fairly large sGgments ot the population end ean be measured .. 

For examplet numerous consume.rs enjoy sweets and cbo~clates 

but tor many thc:U:''fJ arc contliet.ing cognitions about tho ha~ 

keting pract! ti<mer .sliould s~ek. out reasons tor tho .baconsis ... 

t.enctes nnd then tr,' to reduce them by either rem<:Wing o.ne of 

tho cognitions or by providing rationa1isationa that reduce 

cc>ncumor 4iseonance. 



ustarting with need arousal;, continuing under t.he 
Influence o£ cognitive proecasest and engaging in 
the necessary ~etion the consumer arrives at con-

. sumption or utili21ation of a goal object .......... . 
let us say that the eonsumer bought l:l1:"l!lnd A and 
is now in the process of consuming or utU:.lzittg 
it."3S . 

Immadiately ut.Uization of a purchase begins the consumer 

arrives at a critical point in the psychological sequence 

of bis behaviour ... he begins to lea~n. 

Learning is detined ns a more or less permanent change in : 

. . -6 
behaviour which oecu.rs as a result of experience and practice. 3 

HUgard and. Bo'Wer suggest a more inelusive definition of 

learnb1g as 

the precess by which an activity originates or is 
ohanged through reacting to an ~ncountered situa• 
tion provided that the characteristics ot the change 
.in activity e.annot be explained on the basis of 
native response tendencies* motivatton, or temporary 
statss o:£ the organism,.:J7 

Learning consists of many act!vitiest acqtd.r1ng knowledge ot 

critical attributes ot products, determinbag pre.ferred foods, 

and deciding it a productts value is intrinsic or just adver-

tising. 38 As such learning the()ries are ot major: signifi ... 

cance to the field of consumer beh,.vioUrtt 



The two major streams o£ development in learning are 1) Stimulus-
; 

Rqsponse The:ory, and 2) Several Cognitive Th«!!ories .. 

The stimulus-response theory of learning .r-eteived much o£ it~ 

impetus from psychologists such.as Pavlov and Hull. This 

theory posits that only the temporal contiguity o.t the two 

elements. stimulus and response, are necessary for 1earn1ng.39 

Howard does not view t"einforcement as being a prerequi"?ite tor 

learning but suggests that the inclusion of reinforcement re• 

40 sults in a new th~ory of learning. Under these conditions, 

then, stimulus ... response theory involves tour central concepts: 

drive or need, response, use and t~einfor<.:ement. 

The proponents of the cognitive theories of learning do not 

accept the vi(;lwpoint that all learning is of a stimulus-

response nature but instead borrow from such concepts as memory$ 
l,tt 

expectations and goal seeking. 

At a cognitive level, the consumer is mc.U:vated to satisfy a 

need, and hence his behaviour is goal directed ... 

ment of the goat takes place, let us say purchase of product At 

consumer satisfaction or dissatistaetion 1vtth the purchase and 

the perceived utility of the purchase will result. Sa tis taction 

and dissatisfaction wUl take place on a continuum, and will 



21 .• 

involve different attitudes to\vard different. a:ttribut~es ·of 

tbe p"t"oduet. 

lt the consumer .is eatisfi.ed or gr.ath'ied by hie pu.rebo.Get 

than at :some later date when the anmfi! needs are arousod tho 

<consumer will repeat the purchase that previously. satls.t'ied 

those needs. Eaeh time a consumer pureh~u3es the same brand, 

it' need oratifiention takes place, then fu.rther rei.nforcomont 

oceur&t thus further increasing thtt likel:ihood that. in. the 

.future with the .same given needs, the sarn:o brand will be 

1 t
. A 42 se ec e ..... 

!l.n .. increase in tlm likelihood of an act is a behavlloural •Oha,nge 

and involves learning. The cognition. thel)risU• .state that r~-

inf'oreement is necessary for this type o£ learning to take 

plnc.e. Cont.inued reinforcement wilt increase the consumer'& 

memory of the goal objectt nnd cues €llld, symbols w.Ul beeome 

more t'irmly esto.bl.lshed. 

At .some point. in time relnforeemQnt will be so eornplete that 

when need ~roueal occurs, consumer behn.viour '\t/.il1 become ,auto• 

1'hts behaviour will be ropetiti.v.e and wUl r-eq:tdr& a 

minimum .o.f c.ognlU.vc activity. 

(automatic resi'<mse behaviour), but tn simple terms it i.s A habit .• 

,-:j-



t:!;d.sts. Ali ect Npeated onee a woek may be just .as mttch a 

l~el! 
ha.bi t .as one repeated five times a day.. 'the crt tteal fac• 

tot• i$ the amount of cognitive a.~tiv1 ty. The tower the a.cti .... ' 

lt. i.e not ·uncommon to tina b;.tbi ts persisting f!11'on af'ter tho 

The lea.ming p~oeess is of major .signt t.tcance ba expln.inlng 

consumer kb.n'Vlour. For example, the phenomenon. ·of eoneumer 

the tfti\rkct pJ . .nee. and this phenomenon can bt! pttrtlnlly expi.ainett 

·by ~onsumer leam1ng.4 !1 

A sample ot ~600 
'·." 

tndteh1ng o£ frozen orange juice. Kuehn 1 6 major a.im was tG 



tho only ono that in.£luenced .subse'<luent brand choice. This 

hypothesis was ve.U.datetl, and it waa demonstt-at:ed that. the 

the J>i\tio ot the importance of the first. purehas& to tha-t ot 

. 
to t;he tbi.rd .• The exponen-tial weiGhts ot earller purchase$ 

vas v~1 ida ted tn r.nJ.bae(Jutmt studies, bttt the weights tor 

V£\~iOUi'!l product classes di:tfared subl!!Ptt'\nt.lalty.
47 

•tn a .tifli t$ Markov chain the condt tlonal .f)rot)abill t;y et 'tran ... 
sit!ons to tutui"ei stot.es depends tmly on the 11tate. pl"e$<mUy 
occupied by the eysttlm and nc.t on the history of the: systom 
prior to ent.oring t.hnt state. More sopbi.at:i.cf!tOd Ma,rkov 
ebalt\s have been 4evetopod that take cognisanC:e of the etteet 
of pr.ior or oarU.or states on. the outcome ot a trt~.nsiti.on. 
lc A ei·mp1e finite Ma.rkov ebain, then, hletorv ot eo1uNm~r 
purcha.se. behaviour with the exception ot the pre.sent 8tate 
is Of no signi:ticancct.. · 
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CHAPTER IV 

SOClOCUL1.'t1RAL AND POJ .. ITl:CAL FACTORS 

A. INTRODUCTION: 

Consumer behav.tour· takes place in an env.tronment. This en-

vit'onment bas cultu~al; political, class, and ethnic <limen• 
. 

stone. The environment also baa numerous other facets which 

will be considered in ll!lter chapters. 

Every indi~ldual is parttal~y a product of his culture. All 

aspects ot lite are earrietl out against the background of the 

society in which the consumer exists. 1 The consumer's ]leba-

viour ... his motivationst cognitions and learning are all in-

£1uenced by his.environment and the antecedents of and the 

nature .of this environment aff.ects every action he. toltes. 

'l'he cultural., po1ltica1, class and ethnic environment is com-

plex and det'ies m<teeping generali:Zations. In South Africa. 

where there are a series ot laws and regulations limiting the 

po11tiea.1, social and economic behaviour ot the tour main 

population groups --Whites. Bantu, Coloureds, Asiatics ... the 

environment takes on added complexi.ty. In orde.r to understand 



the purchasing behaviour of the various population groups, 

then, it is necessary to have at least a general understand• 

ing of the cultural, political, class and ethnic dimensions 

of our society. 

B. CULTURE: 

Culture refers to the total way ot lite of any society; it 

carr.ies none of the overtones of eV'aluatlon common to it in 

2 popular usage. Linton defines culture as "the configura• 

tion of learned behaviour and resul ta of behaviour whose com·· 

ponent elements are shared and transmitted by the members of 

a particular st>eioty.n3 Tho term configuration is here used 

to imply that the behaviour which composes the culture ts or­

gani~ed into a patterned whole. 

Moore and Lewis suggest that culture has at least the following 

d.imensions. It is learned and not instinctive. It is incul-

cated by being passed on from generation to generation. It is 

social in that it is shared by aggregates of organized human 

beings. It is ideational and involves the learning of ling .. 

utstie and symbolic behaviour. It is gratifying and satis-

fies man•s needs. It is adaptive and changes in an evolution• 

ary manner, and finally, it is integrative in that it forms a 

03: 



patterned·\lthole. 4 

Cu1tu.re1 then, is the pat.tern of a,ll thos~ ·arra;Doem.ents, mo.te .. 

rial or beh~vioura1 1 1'1hich. have been adopted by a society as 
·•'' 

': 
Culture includes aU the tnstitutiOilalized ways and the im.,. 

plicit cul tutal ·beiiefs, norms, 'Values and premises which 

. s underl.ie and govern conduct. 

une'spit~ their oreat cHfter~ce's in 'other· respects,· all· eul• 

tures have a· number ot cha.racteristi.c.s in eommbti .;. th~ so- , 

cnlled cultural untversa1·s.· 1•
6 · Marriage. family life, langu~ge, 

eduea t ton·.- etc~ 1 are common to all cultures in .a· gener'nl way. 

Within a complex heter~geneous culture such as that tound in 

South .Atrica, a.·number of sub ... eultures may be said to exist. 

Cultural differeneer;~ $Uch as language, religion,. skin. colour, 

eating h.abits, etc., are observable among the four population 

groups tn South A:frica.. These sub-cultures ca.n.be t'ttrtber 

broken down·within each group. 

<:ul ture ·is dt:ff4)rent ·P:rr~m the Bantu eul ture, atid withhr· the 

white culture observable differences exists between the Eng-

U.sb, .Atrika.ans and Jewish popuJ,ation groups. 



lHch.te~t in f',nalyzing the effects ot eul ture on consumer 

behaviour, makes. the_ f?llowtng observations. 

11Shadow.s, re£1eetions, photographs and portraits in many 
eul tures, parti.eui.arly among primitive people 1'at'e eonsi• 
dered vial'ble mani:teatat.ions of a person • s, soul n., 7 

trifhe visual aspects of foods and the way they are eaten 
rept"'es~nts Y'ery important a~pects of c-erta:L'n cut tures"• 8 

"The' al"e · tnany objects of love in our ¢ulture and tolkiore. 
A prime example of such symbols <Jf a:tfection are flowers"• 9 

"Play and playthings hnve alway.s been important element$ 
in our 1 ives. Leisure•U.me products have become a ('!lajor 

·part bf advarti.sing' arad Q'lar-keting and wilt continue to be 
so in. the tuturen.,10 

Dichter; suggests hundreds bt other ~Ultural influences on consumer 

purchasing behaviour., all bat!ed on over 2SOO studies in the· u.s.A.,t 

Canada, Europe• Latin Attu:~rie~-. Atrica• and Australia .. 11 

In another paper, Dichter suggests that the wo.rld is made up <:.t 

six groups of nations defined in terms of the.ir"eulture end class 

structure • Group·one are the almbst classless societies 0 e.g., 
. Sweden. ·. Group two at-~ the a.ttluent countries,· e.g.· u.s.A~ • 

Germany, Holland and Ctmadth · Group three are countries in 

transition where there still is a wor-ldng cla.s~ in the nineteenth 

Group 

four are revolutionary eourttrles just emerging from near starve. .. 

Group Five are primitive 



s. 

countries, e.g., most of Africa. Group six are the new class 

12 
societies, e.g., the Communist world. 

Many behaviouralists would disagree with Dichter's categoriza­

tion of countries into these six groups; nevertheless,based on 

empirical researe~Dichter has developed a significant catego­

rization of nations by their behaviour and development. 

One final aspect of culture that is of relevance in a study of 

consumer behaviour is cultural change. "Cultural change is the 

process by which a society improves or revises its adjustment to 

its environment through questioning traditional polutions and 

establishing new ways of living. 1113 

Cultural change is an on-going process, and offers great oppor­

tunity to the marketing practitioner who is able.to interpret 

and understand this process. Many significant cultural trends 

are observable today; the increase in automation and the rise 

in disposable income have changed the macro aspect of consumer 

behaviour. 

The trend toward greater leisure time for large segments of the 

white South African population generates a need for more leisure 

products and forma of amusement. 



6. 

The effQet, ~f the trend towar,(j internat!i.onal travel··and greater 

mobility permeates .the entire economy a.nd otters opportunities 

for new products and services. 

There·are many other euttura1 changes that af'feet'eonsumer 

behaviour and that ptovide opportunity for new productdevelop­

ment.:, , A. tew of these trends are:· th(l do~it•Ybttrsel f.:trenci; 

the trend toward l.nt'onnnl livingj the trend to\tard !niiniatl&ri• 

zation of pt'o.duets'; the trend toward convenience shopping; 

'· 

C. POLITiCAL AND LEGAL ENV'tRONMEN'l'+ 

The nature or the political .and l:·egal enviii:"onment and the influ­

ence of this environmeltt on· eonsumer behaviour is not well covered 

in the literature. A possible explanation tor this omission .may 

I .i.e in tht~ tact that most of the 1 i te:rature and research in the 

field originates in the U.tll .• A. where the free enterprise system 

does not exert rttuch of a constraining influence on con.sumer 

behaviour. Even this explanation is, however, questionable• 

for !rt the u.s.A. there are a mUltitude ot laws and. regulations 

that eithtJr assist or impinge on the .t'ree action of the consumer. 



societies, men tt.re ft-ee to manufacture ,o.l\4 supply at t.l?eir . " " 

In South Africa."$" the pol.tey ot Aperttu.!!l4 complicates wbat 

wout(l be a comples: $YcStom without .Apartheid"' 

are 1iraitad in. respect ot tb~ hotnos tboy may pur'chase,. in r~·spset. 

ot t:he «"avel they rnay indulge in* Md ift" raspeet of' tb~ invest• 

' r· 



s. 

the Bantu, the Asiatic, and the Coloured. In addition to the 

political and legal constraints placed upon the purchasing be• 

ha:viour of these peopl'e, they are subject, as i~ many other ct.il• 

tures, to racial prejudice that also aff.ects their purchasing 

behaviour .. 

While the policy of Apa.r·thoid is getterally viewed as being a 

con.straining influence on only the non-Europeans in South 

Africa, it must be realized that it also has an effect on the 

behaviour ot White South Africans. The policy,limits the 

d.isel~etion a. Euro.pean has in mark~ting his pr.oduets or services. 

For example, he cannot employ Bantu salesmen to sell in white 

stores or to white customers. flo cannot .own stores in the 

densely populated Bantu or Coloured townships. He cannot al .. 

low non-Europeans to patronize white cinemas, restaurants• or 

1.5 night clubs. 

ln addition to the complex legislation supporting the system 

of Apartheid, the South African consumer is constrained by a 

series o£ enactments affecting the conduct of business. 

There are laws governing the hours during which stores may be 

open to the public. This greatly affects the behavioul" of 

the consumer. He cannot shop in the evening for products 



other than staples. 'rhis is in direct contra.st· to the U,;S.A. • 

where shopp.ing hours are unl imt ted. 'l'he ~ff'Eict of this la'~ is 

tar reaehbag; family ~Shopping in the evening is ~liminated, and 

total conaumption is therefor·e reduced. 

There are laws governing the nature and composition of products 

offered. 'l'he Bureau of Standards exerts considerable'influenee 

on· the quality ot and the nature of both domestic and imported 

goode. · 

Import control, crodi t 1 .. estrietions, proteetion of infant indus ... 

tries are all political and legal factors that influence the na .. 

ture of eonsumer b~haviour in South Africa and in e.ll countries 

to a lesser or ga"eater degree. 

From the marketing practttioneris viewpoint th~ political and 

legal eztvironment ot the country must be understood and must be 

viewed in non-va.lue tenns. l:t is important to know how this 

environment influences consumer behaviour without becoming em­

broiled ·tn the moral or etbieal eornpl !cations of the system. 

these eomplications are a private matter and should not cloud 

or confuse an understanding of the environment,. 

/0 
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D .. SOCIAL tLASSt 

~In a sense, some very r~al distinctions exist in the buying 

The existence of 

a class structure is to be :found in e"'fery. country of the world, 

and bas been a characteristic of man's culturE! through the ages. 

Many countries deny the existence of a class order, and mo.st 

na.tlons tend to decry the existence of such an order both at 

home and abroad. 

The problem !s not one of est~b1ishing that a class structure 

does exist, or is natural to ma.n, but rather one of meaningful' 

description·anc1 understanding ot the nature of this stritetu..-e. 17 

Society has traditionally .. been divided into three social classes: 

the upper, middle and lower classes. Within each c1ass, people 

are assumed to possess similar emotions, values, a.rnbitiona, goala, 

etc., all ot vblch inf1ue1tce their buying behaviour. Marketing 

programs, to be effective, must then be te.Uored to roach the 

·t8 social class that fits the product in question. 

Recognizing the existence o£ a class order is one thing; deter• 

mining those attributes that separate one class from another is, 

however, more complex ~:md less objective. 

71 



One author view~ st;tciai class as being defined in terms of the 

group's O'!.'fD pere~ption of its.elt and its members. t.9 ·, · A e1ass 1 

then, ·exi-sts vben p~ople of simiiar education, income, o·ccupa• · 

tic>n· etc., ·band together. Kahl suggests that there ·are s:.bt 

vad.ables ot social claset personal prestige., occupation~ 

pos~essions, interactions, class. eonad.ousness• Value orieD"!" 

tatiott. 20 

One ot the most signi£1ca.nt wo.-l<.s on ela.ss structure is a book 

by 11. Lloyd Warner on social class in Amet'iCai! 21 ln this work 

. I 

membei"s of a commurdty regatd l;laeb other, emphasizing the eon• 

eept of rt'lputation or participation in a community .as t.h<a key 

22 to social class placement. 

Like BU.SSt Bl Warner vi~ws soc1.a1 class as being a function o·t 

In order to measure 

and describe social class, however• Warner, like other writers, 

has used:more concrete variables such as source of i.ncome 1 

. 24 
occupation, residential area; a.nd type ot dwelling. 

'I' he Varner Social Class System is cotnprised .o:f; six classeo~ 

Upper Upper.~ i.e . .- thG aristocracy 

Lower Uppert i.·th the new rich 
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Upper Middle, i.e. professionals and 'lilanagers 
' ' • j ' 

Lower Middle, i .. e,. white collar workers. 

u,PPer Lower, i.e. blue collar wo:t"kers 

Lo,fEU" Lower,6 i.e., unskilled l~bourers2 5 

'\ II ~ 

·, ' 

It must. be remembered that this class structure '"as developed as 

a r.esul t of empirical research conducted in Amer~ca, at)d eonse ... 

quently maf not be appliQable t6 other societies. 

on. the African continent, the ~xistence of .an ,arist~eracy in, 

Warnerian terms is qtteetionable• There cert~inly are prpminent 

tamU ies with third antl fourth gbnor;ntion. woa1 th !n these ar.eas, 

but their numbers are so few as to preclude them· being ·tarined'a· 

social class .. 

Coleman suggests that whil~ the Warnerian class structure is of : 

great ve.ltie in the mat'keting of' products and services, it is 

th 1 til.l. . d d • 1' iti - . b 1" ti 26 never •. e ess s : .· too cru · e an overs1mp ed. to • e rea .1s e. 

tn .shol"t, .not only must the sophi.sticated mark'eter 
abandon social class .in favour of income categories 
on occasion ln his analysis and interpretation. ·ot a 
market, he must recognize that at time~;t~ both ineome 
and cla.ss are superseded in impo:rtance by divi.sions 
:of the public into brow levels, by divisions !nto' 
h.igh mobiles 1 and iow ·mobiles, innovators .and .non­
innovators, inner directed and other direCtiilld, 
urbanites 1 ,suburbanites t exurbanites, rural i tt;s or 
lfhat have you • ·,. .. As a final po.int, let it· be 
noted that the way ot life and goals of peQple in 
Gach social class are 'hi perptl!tual flux.27 

'. ,; 



In spito of tho crltielsm of using the class structure in 

order to define., measure and undGrstand consumers, many 

erodible studie$ have sho'm that social class is a determi-

nnnt of consumer behaviour. Some examples of the effects 

of social class on eonaumer beha\"iour are described below. 

Lowar class people value education less than middle class 

peopla do, and hence purchase of educational products by 

. . 28 
the lo~er elasses is minimal. 

It you take three ftunill.es, all earning around R~,000 a year 

but each from a different social class, a radical difference 

in their ways of spending money will be observed. 29 

Social class affects h0\1 people feel about where they should 

shop, and how purpos~ful their shopping should bo,. 30 

Attitudes ·toward advertising are a.ffected by social class 

dif'ferenoos. 31 

One final a.spaet ot social class i.nfluence.on consumer behayiour 

relates to the "trlckl~ effect"• 'l'his refers to the mechanism 

whereby the lower social classes ar~ able to strive for ~uccess 

and status by adopting products and servi~es as thoy trickle 

down through the various socio•eeonomic elnas~s. 32 

74 



According to Fall.ers; tbere is a tendeney in ·u.s .. ·.society and. 

in oth(l!r W:est~rn .societies tor new styles or- fat.4hions ·in con• · 

sumption goods to be introdUCed Via the socioecofiosn.ic e1ite 

or· upper classes attd thent:o pass down through the lower 

classes• often in the form of ine~pcnsive tnass ... produced ctspies.t 33 

Fallers does not mdiU'!: clear whe~ber this triekl.e effect is the 
.. : 

result of income, eduea tion, taste 1 4te •. ; he does, however 1 · 
~ ' . 

indicate that higb1Y standardil!led products such as appliances 

are tess subject to taete and fa.shion, attd hence they trickle 

down <Jv.er a iong period of tlme.14 

Xn South Atr:lca., where there are tour legally and rigidly d~ 

1'ined population gt'oups, the claS$ structure becomes even more 
. . 

complex than !n many other societies. ln the melting pot that 

is Ameri·ea, there are no legal boundaries limiting the raei.al 

compo:d tion o£ social elasse.s. This statement may, app.eAr 

naive when one considers the opportunity foro a .Negro. or 

Puerto Rican, to own art apArtment on Fi..fth Avenue or to belong 

to the New York Alnateur Atnletie Club. 

tn South AtrieEJ. the opportunity doe$ not exist, by law,. tor an 

As a result,. each populatio~. 

group has its own elas& structtu•e 1 and w.ithin each group there 

are sub-cultures which tonn independent class orders. A Jewish 
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doctor · .. and on Afrikaans doctor with a. similar income. do not 

live· in ·the.sruue neighbourhood, do not.b~long .. to .the samer 

clubs.J do nnt ah.are similar valuas:~ etc. · They eachibelong 

to the upp-er middle class~ but in a .. different .sub-culture.· 

This si tuat!i.on is made even more, contple~ l'lhen one, considers 

the various tribal a:tfi1 ia.ti.ons ot th~ Bantu .. 
' . 

' ' tn or-der to a.pp:roeiate the blfluence of the f)lass ,structure 

on eof.lsumelr behaviour in South Afri·ca, 1 t is necessary io 

uttderstand the existing class structures in the various sub ... . 
cultures. and :al.so the r~1a.tion.ehip between the class strue-

ture of the various sub ... cultures. 

At the most general level; the four population groups can ea.cb 

be viewed as havirtg its own class structure in which such eon ... 

ccpts .as the trickle eff.ect apply" This docs nott however; 

explain the rel.ntionsbip of the tt"ickle effect eros.s culturally 

o.r across social class .• 



E • . ETHNIC., RELlG IOUS AND RACIAL FAC1'0RS; ' ' 

As part of the cultural i political and classl·,environm~nt t:.f a 

societyt .ethnic and religious factors exert a sigrtifiean't· in• 

:tluenct'! on consumer behaviour. 

been considered under the rubric o:t eulture,·pol.itfcal environ ... 

ment, Oil' e!ass :order, but they are sd.gni:ficnnt enough to war ... 

A eonsiderabl e amount ot space 

wiU be de-v-oted to th~ place of the American Negro (!oneumer ·in 

the American society' for it fs tbi.s group ttu"t most closely 

approximates the vaJ,ues <!!tnd po~d tioft ot the non ... whi te in South 

African society. 

ized by d.istinctive ot-igin.- ·It refers to the nd.n:ority groups 

of a society .... groups the.t have anshared tradition and social 

. life. 35 

Race refers to PeOple with a common biological heritage irtvol• 

ving certain physical cU.stirtetion~h 36 

Religion refer$ to a 'common belief in God or su'pernatural 

being, and inVdlves a common and ll'if'f~r(!nt system of worship. 



South Africa is composed ot many ethnic groups, e.g., Jews, 

English, Afrikaners, Dutch, Coloured, Malay, Basuto, etc. 

These technic groups are, however, legally aggregated into. 

four racial groups • White, Coloured, Bantu and Asiatic. 

This aggregation is, however, questionable in terms of the 

definitions of a race. For purpose of this study, however, 

the four population groups in South Africa will be viewed as 

being racially distinct. 

Few subjects have generated as much argument or as many fal-

lacies as the subject ot race. Ono at the most common raeial 

fallacies is the fallacy of the racial average or stereotype. 

In marketing this fallacy has cost millions of Rands. It is 

ludicrous to assume that all Bantus can be aggregated into a 

stereotype, and yet this happens every day. The number of 

conflicting statements about this group's purchasing behaviour 

is remarkable. For example, many businessmen assume that the 

Bantu cannot distinguish quality products, that Bantus are irra­

tional buyers, that they are addicted to gaudy fashions, that 

they are motivated to buy what the white man buys, etc. 
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Vi th tbis '1n mind, it enn be said thu t f!thnic nnd l"aclal 

«lit.fqronces do aftect consumer purchasing bebQ.viout', but. 

that sweepiu.g gcnoralili~tltions of eltpected behavio·ut~ of ()ne 

tact that Jews are not supposed to eat non-Kosher meo.t, or 

GheU tisli, df:lfin.ite1,- affects tho:lr plu"cbasing behnvlout- of 

food and their eating habt ts. ·bOth at home ~~.in restaurants. 

Religious law i~~J not the only factor influencing eaneumer be ... 

haviour; :i.n many eases the ov~ra:U natura_ and phUosophy of 

the! religion tntluonees bebavtou~. Mrut Webe:r37 .saw the Protes ... 

tant ethic as being ~~esponsiblo £or tbo rise of cnx;itnl:l.sm, 

and Smile Burtmeim38 saw ~ correlAtion between r~l igi·on and 

In South Afr.iea., lot: G.kafl.tplo, the .Calvinist rei igion uf'tecta 

women•~ fashions, td.ni•ilkirta are frovnod upon as are bikinis. 



and see-through blous~s. The type of enterta.inment available 

and desired is aliiJo intluencod by the religion; tlight elubs 

with strip shows are rare, so are git'lie magazines, porno• 

graphic, violent or racially integrated movies·or plays. 

The degree to which eonsumC!rs are .spenders or savers, conser• 

vative or hippie. permissive or amoral is affected by the va• 

riou.s rt:!ll igions of' the country. 

While the South African racial and religious environment is 

unlike that found .anywhere elset it does ha'Ve certain simila-

rities with the American scene. Of particular interest are 

the simUa.ri ties bet\teen the Ame:rican Negro and the South 

African non ... European; and the relaticnsbip of. these grQups 

wi tb the \1hi ta segments of both countries. A considerable 

amount t!1f research has bE!en conducted on the purchasing beha• 

viour of thG American Negro, and these studies are of some re~ 

levance when viewing tbe behaviour of the South African non ... white" 

The drive to belong gives black. and: white c<msumer special kinds 

of market orientations. 011.e of the most important of those 

fostered among Negroes is the pronounced incli.nation ~o tra.de 

across raeial-cul tural boundaries. They ttre inclined.tc cross 

boundaries as to the kinds of goods they buy, ~nd the places 

where they buy them .. 39 
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In spite of the drive to trade across ... culturally and to &mula.te 

the whites, the Negroes cu.·e different in buying behaviour from 

t..o 
a.ny other group 'l'ti th low income and education in America.-

Negroes have aocepted the values of the majority of white middle-

class culture but are at a disndvantage in obtaining those values 

or of being accepted by the whites .. The consequence of this is 

the split of tho Negroes into two groups, one of which is made 

up of 11strivers", those actively engaged with the world around 

tllem, and the other of people more withdrawn and less intent on 

1-~:t 
pursuing lfhite middle .. class products or values. 

In a major study ot the marketing dilemma of Negroes, Bauer, et 

e.l., $yntheaized do,ta from over a dozen surveys in order to test 

the extent to l'lhich a sep•rate and meaningfUl .Negro market eaists. 

'The basic conclusions ot this research were that there is a 

Negro market \vi th special characteristics other than income and 

d t
. 42 

e uca 1on. Some of the other more significant findings ot 

tbi.s research weret Negroes underspetid as compared w1 th whites 

of equal income in four mnjor arenas housingt automobiles, food 

and medical car~. this makes available to Negroes proportion~ 

ately more money for goods in otber categories. e.g., clothing,. 

alcohol a.nd fUrniture.t..3 

Cl 
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'!'he evidence that Negroes under.spend as compared with· whites 

in the area of autom~biles seems contrary to the observed 

driving habits of Negroes. In most of the large u.s. 'cities, 

even in slum areas, it is common to·find Negroes driving the 

largest and flashiest cars available. One possible explanation 

for the research evidence is that while Negl~oes drive expensive 

large cars, they are not generally two or three car famH ies 

as are the Whites, and therefore in total the Whites spend more 

on cars than the Negroes. 

Negro women were at least as fashion conscious·or more so than 

white women. An interesting finding relates to the drinking 

patterns of the Negroes.· 'l'hey consume 1 .. 25 tintes as much a.l-

cobol as a'White family with a similar per capita income, nnd 

over three times as much Scotch .. It appears that Scotch is. 

associated with high status a.mo11g Negroes. particularly among 

those that are upwardly mobile. 44 

In another paper by the same author, the following conclusions 

about N(lgro behaviour viz•a-viz white behaviour are made. Negroes 

are more likely to talk about products; they are more likely to 

shop with friends; they find more difficulty in making .shopping 

decisions; they show more brand awareness; and they seek infor­

mation that helps them avoid making shopping mistakes.45 
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One obvious conclusion from many of the findings on .. Negro 

shopping behaviour is that they have a great desire to avoid 

the discomfort associated with cognitive dissonance and ,hence 

they !:!lee..'!{ support for their actions by being better ittformed 

and more brand loyal than white consumers. Negroes also 

seek legitimation both before and after a purchase from 

friends and from testimonial sources. 
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CHAPTttR. V .. 

GROUP INFLUENCES AND CONSUMEtt BEHAVIOUR 

A. THE NATURE OF GllOUPS1 

Consumers do not 1 ive in isolation; . they are ali part ,of an 

interacting and interdepend(,mt soeioty in which their ~;~ctione 

are influenced by those around them~ A consumer may be n 

member of mnny groups.at the same time, o:nd all these groups 

will exercise some influence on his behaV'iour. 

A group comes into being to achieve the wants ot its 
members; in the course of interaction the member.s 
develop a group ideology _which regulates their attl ..... 

1 tudes a.nd actio11s and influences their satisfactions. 

The critical f'a<:tors 1 tlistinguishing a random aggregat& of 

people from a group) are the common intereats 1 purpose, be• 

liets, values and norms ehar~d by the members of the group .. 

Th0 influonce a group C:Kerts on its members depends on a 

variety of fa.etor.a including the degree to which the members 

adhet~e to the group 1 s norms or standard w.a.ys of behaving~ 

8? 



some satisfaction .tor them .- it aa..tisfies some of their tteed.s,. 

pB.rticula:rly social needs. The eohasiveness o£ a gt:oup • the 
. ' . 

deg:l"ee .to whieh it sticks to.gethct' ."" wU1 be dependent on the 

abUt ty of the. gr<>ttp ,to sQ·tisty roembtu·s' needs• Research bas 
' " . ._ ' ·. . . 

shoW'h tbat group eohess:v.~ness' is related to the size of tfie. 

group, 'and t<> the similar f. ty _ln backgroun~d. ·ot t ta .tnembers. 2 

face tonta~t generates gre!\ter attraetioJt an.:t. 1n:tluence t;ban 

1e$s trequ~r~t, im);)ersona1 contac_t. 

. . 
cohesive group serving a :....1 tat function fo.r' l ts memberth 

Even in the ease ot a 'tard.l:t, however, it is not unusual to 

organizations are examitted .• tbe diversitY cjf need sat1st'ylng 

·attributes ot th.e group increases rapidly. 

'" 

'i'he ntQre a person participates in a. grnup, .the. mo:tG socially 
: ' ti ' ' 1 'l 

tndlviduo.l 's ccmmitment to .any one uroup; it. is unlike).y that 

this group can tultii.l e.l;t the needs of lts uttii.mfbers 1 and henee 

most people belon.g ti'> many groups.' .. 



''In aU groups, the posittons1 roles, and powers of tbe 
members become cU.£ferentl.ated and organized into a 

, system ..,. the group structure ... which influences the 
t'un~ttoning ,of the group and tbe satistactions o.t 
thJ! tnembet's~ 4 

As groups grow larger, the group structure changes ... it be ... 

comes more fractured, and smaller sub-groups oi'- e11ques 

spring up wi. thirt the o•erall group .• 

rate within the ov~ra.U framework. of the parent organizaU.on, 

but they usually sa Usty needs over and abo'\l'e those :f'or 'fthieh 

s.. ROl.l'!l .AND S1'A'l'US! 

A·role refers to the prescribed: and expected behaviour <>fan 

individual !n .n specific ;dtuation. 5 An individual has many 

roles corresponding to the numerous gro11pt; he i!l af'f'iliated 

with .. The roles within ooy one group are intet-rela.ted. 

Aa a person moves from one group to another, how~\fer, h.i.s. 

role behaviour wU1, and is expected. to ehange in order to std.t 

tbe new environment.6 

The role behaviour of an individual depends on a series of 

complex factors .. The individual's baekground, perceptions, 



Motivations, needs; attitudes, etc .• ;. -will. aU a.f'foct the way 

two attd'probably•thr~e dimensions., Each :lndi vidual has :a 

prescrfbed role or expected. pattern ot behavtou.r.. 

Each individual has an action role, i.e., the 

m~y 1:1!i be difter~nt. depending on the moU:vat.tons, cognj:tions 

and learning at ~\e lndtviduat. 7 

The eone~pt ot role behaviour is of sighificance to :eonli.!l\lnter 

behaviour as it influences the pureltaaing pattern of consumers, 

J:n a buying si.tuatitmt f!!Ome. ;p(fople will buy products because 

they feel that these products are eonsi,st.eut with their own 

diru:~r for luneh.s · 1.'his behaviour just would not be consist.ent. 

with either his prescribed or perceived role. 

Clos~ly relnt~a to t'he lt'ole an individual. baa in a (troup i.e 

the status that t.he role and tbe indi:1tidual are ascribed. 

Status is generally vie,~ed as the position of an .indt.vidual in 

the prestige sy.stelll o£ the group, orgarti20ation~ or :soeiety. 9 



'the status or ~a'W,t~ng tn terltls t>f p~estf.ge ot an tndtvidue.l bas 

two dtm~nsions. , The tole. be oc:eupte;; may have. •Statu~, and. the 

way. h& pertorms it may a.ls.O p~ovi~e status~ t'tul!se two aspects 

of status. al"e not ttlittQY$ congruent.. tn addit1~n, roh;! 6!' 

status lnt<mgru-enc:e may a1J;o e~is.t; when an individual belongs 

to t'ro total.ly tU.ssimU:ar groups. whose views are .it"re~onaUa­

bte.. • For e~:ampl~, the .. htghlr suc:eessful bustnesl!llman could have 

been a ffhippie'' itt hi.s spa~e ti.me 11 In this c~.Set both group$ 

would censur-e him tor violaU.ng, group normtsL, and it the viola­

tions become eattreme or the dtsco;ntort to the btdtvldua1 be­

eomes tntolerab1e·be would probably have to toregD membership 

hi one ot the groups. 

oeeur!) so the nature of· groups change} as do. the r-olf:s :and stl:ltUses 

of people in these groups. One ma.i<>r example of a cha.ngtno J"ole 

lts that of the woman in soeiety. Sbe ha.s. bGcotne el11al'le!ipatad 

and is now of major import.a:ru::e in decid.ing w~u~.t shall or shut 

rn addition, her ~manes. ... 

patton .has resulted in a host o.:t new llt'oduets being marketed 

and Ji.h the increased use of ext.sU.hg pr~)duets.. She now smokes, 

drink\$• ~dttcates, tt.'"nVels,. goVerns, lli'Ui in the eyes Of:' many 

A~t~erleanst decides tha what 11 whent (lfid :whet"e of' the f.amuy•s 

9/ 
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consumption behaviour. 

are the true homemakers. 

tl"ies to reach through promotions such as premiums or low 

1'he)" are not motivl,lted to be ereativo; they rather 

The tbil"d group are the 

are not susceptible to the adverti:3ing of tu::une produets. 

e. FAMILY .INFLUENCES AND •CONSUMtm BEliAVlOUR: 

"F~Hy activities a..c.e.ount for.' a great deal ot !!!pending• 
e.speeia.Uy in the leisure~time ti~ld; and family habits 
irtfluence both the present e.nd the future purchasing 
behaviour of it.' memberr:h As an important unit of 
spendlrt~h the t'amUy and tt.a cho.r\glng patterns of living 
i.nfluence thE! tj)tal market:1t · 

unit.sa 1) The family as a. eonsurdng unit; .2) 'tbf:l h:ousehold as 



cortsuming unit; ,3) Family members tbomselves as consuming 

units. The purchasing behaviour and the types of qonsump-

tion differ among the three units. The tamil y as a un! t is 

involved with purehases that provide tangible satistaetiort 

to nllt thg. t rceJ:'eation. The household is itwolved with 

purebaaes such as house mAintenance, and the individual £a ... 

mUy members are involved with purchases that provide saU.s ... 

faction primarily or only to tho purchaser, e.g., personal 

hobbies. 

Bell $Uggests that the norms of tt:~.mUy consumption nre related 

. 13 to the nature or pattern of the lite style ot the faltlily. 

He posits three baste types of tamUy life styles and tour 

eombinatiorts ot these basic styles. The threa ba.a.ic styles 

are 1) familism ... great emphasis on family living, .chUd rear ... 

ing and early marriage; 2) Career ... emphasis on career and 

getting ahead; 3) Conaumership ... emphasis on buying, spending 

and eonsutning with little etnphasis on the concept of :familism 

tl« or eareer. 

A third method of viewing the nature of family consumer beb(\• 

viour is suggested by Lansing and. Kish. 15 They state that 

the traditional method of predicting the purchasing behaviour 

o£ the tamily by usi'ng the age ot the head of the family as 

9J 
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th~ , independcn t v.ar iab1 e is freguentl y taU ad.ous• · ·· Tlley sug ... 

gest using tb.e·f.M~Hy l!tc.ey.e'l.e·,(FLC) a·s an alternative varia• 

bi<;h. 'l'Jteir thesis :is tbat ehanges occur in people 1 ,s .attitudes 

tinct bchn,viour as they g~t older, ·but many o.f' th~se 1\"::hanges may 

be associated les.s with the biological proee$s of agi11g than 

with the influence of e.ge upon the· individual's famUy member• 

Thus the crltical da.t4!!s ,;in the lif.e of a t:onsumer may 

not' be· bis birthdays, bUt ra thet' when a eha.nge oeeur.a in his 

fitmil)" status, for exatnple, when he mn.rriea ·or wlu:m his first 

ebUcl is born. 16 

\into pha.ses in which· the motivations, cognitions ond learning 

off the adult. vary. He suggests four cycles .• but ,does not pro ... 

vide empirical ·~vtdehce to ·substantiate the 'hypotheses that be ... 

haviour takes pl!!lee in cycles. ·The !lr~t cycle lim young f:idult.• 

The period i's char·actertz~d by the 

intr<Jduetion in.to tiu~ o.tlult world o£ li.f43, wbrk a:nd indi.1riduul 

ing atid h<Jtne relationships .• The seeond cycle of "l'.be middle 

ships; prestige and E§ta.tus in th@l eommUfiity, voeatiortnl iJtterest 

and advanc.sntent, and .a widen trig circh~ ·of friendships. The 
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third cycle ti£ the fr<!e yeerst 50 to 65, is a:asoc!nted with 

children lenvirtg home• general econamic security, the aequtsf ... 

tion of ne~., leisure and the move toward. retil:'emer.at. The fittal 

eyele o£ senior et tb1enship from 65 on is characterized by re• 

tirement• cbm:tort1 U1nesl! and contributton of senrices .. 18 

In a. study on clil.sa dtf.ferenees in ta11tUy decision making, 

!Comar~vsky19 suggests that thcere is a relati()nship bet,'ITeOn the 

extent ot joint (tecision making in purchasing and the social 

class and F.uoount of ·inter ... :fami.ly communication that takes place. 

The research indicatee: that among the lower classes there is 

little opportunity to debate alternative produetpurcbases 

because most of' th~ income is sp~nt on neoesttities; £o'l:' the 

upp~r class~s there is 'Also little debate due to aeonomic l~ay.,. 

The ~alddle classes shot-t groator flexibility il'l role det'inttion~ 

and greater aee-apto.llce of. the ideal. of' eoanpntliortship in ma.rrtage, 

and an a result, there is considerable debate regnrding prQduet 

The next step in tht) research indicated that, 

flTbere $.s greater autonomy with regard to expenditures at the 

bottont and at the top of t~e soeioeconomic hiernrchy than llltlong 

the middle clv.seeson20 

In ~nother study on hUsbattd._wife interaction in dtmision mnking, 

the researchers created a controlled situation by requesting 



10. 

the stunple coup1 es to nssuma, 'that they bad been uivon "' gi tt 

ot ¢300 that had to be spent .. 

1 ike1 y t.C choose wi £o ... bousohol d i tenu~ than. i teme tor the ht.\s ... 

band or childr~n. When the husband dominated, th~ products 

rnUy .. When the wit'e dominated tlier~ '"as a tendency for tho 

couple t..o choose more producto lor the personal use of the 

• .t> . 21 wil. .. e .. 

From tb.~ above studies• it is apparent that the family tUtorts 

a significant influence .on consumer behaviour. The l"amU.y is 

the most cloofllY kil.it and the most.enduring of all groups,. 

As n result ot this, t.be decision making proe&as of the family 

unit is to aamc extent a joint effort, being more so £or mid ... 

d.le income 1'amilieo and lees so for lower and upper income 

.tam11 i1l!s;o. 

'l'h(l factors of most relevance to the study and understanding 

of' the purchasing bebaviour of t.h.~ family unit ,appears to be 

the stage o~ the 1 U'e cycle they tu•e presently in .. 



D. REFERENCE GROUP FACTORS 

A reference group is defined as "any group with which an 

individual identities himself such that he tends to use the 

group as a standard for self-evaluation and as a source of 

his personal values and goals. The reference groups of the 

individual may includ.e both membership groups and groups to 

which be aspires to belong.n22 

The notion inherent in reference group analysis is that there 

2) aro important others who influence people's behaviour. 

Consumers are influonced by other people, particularly those people 

with whom they have face-to-face contact and those people with 

whom they have some point of reference. Consumers are constantly 

exposed to other group&' opinions and possessions; the extent to 

which they admire, respect or aspire to the group they are ex-

posed to will influence their own buying behaviour. 

24 Shibutani suggests that the inconsistency in behaviour as a 

person moves from one social contact to another cnn be explain•d 

in terms ot n change in reference groups. The concept hns 

boon particularly useful in accounting tor tho choices made 

among apparent altornatives 9 particularly where the selections 

25 seem to bo contrary to the best interests or the consumer. 



Shibutani suggests thr<eti: ways of v!Endng the t!oneept ot r~te-

renc!!J group. 'l'h& first an.d moat comm6n usage ot the term is 

in the desif)naU.on o.f that group which sel"ves -as the poitrt ot 

Under this deftn.l tton, 

Any group w.ttb which the consumer ie tamU ta;- may serve as n 

... •. ... . 26 
r~teronce group. 

ft'he second type of reterence group to the -one to t'l'hich eonau-. 

Consumers who aspire to eU.mt> the ladder of social or eccmomic 

.success generally use upper 1ttt:ome- groups as ~- point of'. rote ... 

renee or a standard ot behaviour. 27 For example, it the son 

he is 1 ikely to use this class as hie r.ef'erence group when 

In this context, certain" groups are use4 as anchoring points 

in structuring the COiiaumoz"·s p.areeptiona. 29 These grout:n~:~ 

93 
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hei.p t.be consumer organize his cognitions; they provide the 

tra.meworlt by whit:h the consumer structures hts behaviour .. 

These groups need not be grouprJ to which tbe consumer aspires 

or seeks acceptance; a member of some minurtty group may 

despise it but still see the world largely through its eyes .. 

In sununary, thQn• 'the three usages of the term refer.onee 

group are: (s) groups which serve as comparison pf3in.tfll; 

(2) groups to which consumers aspire; and (.:J) groups whoso 

porspectives·are assumed by the consumer. 

An example ot how these three concepts of reference group in• 

tluence may converge ean be seen in the '1omen 's fashion in-

among the lower classt!S 1 and henoe-wUl use this group as the 

one whose perspectives she assumes in matters.ot' dress, sex4 

or rehastity. ~n addition, this same woman may use othet" 

groupe wbom she cf.lmes into contaet as a point ot comparison~ 

when she buys clothes. FinaU.y, in spite of h~r background 

sh~ may aspire to th'O middle c:laas, and may be influenc::ed by 

th:le group •s fashion whon buying a dres1h 

Just at!! these three roferenoe group coneepts can converge, so 

cart they come :ttl to conflict, and cause a iltate of cogni tlvG 

dissonance tor ¢onsumers .. Using th~ same lower class woman 
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' as the subject, it is apparent that if the group to which she 

aspires is wearing see-through blouses while her comparison 

groups frown upon such blouses, and her perspective groups 

consider them immoral, then she i.s 1 il<:ely to suffer a certain 

degree of psychological conflict. 

The degroe to which a consumer is susceptible to reference 

group influence depends on a variety of factors. Research 

indicates that those people who enjoy high status within a 

group are more secure than those who enjoy low status. Fur• 

thermore, while the high security members generally conform 

both publicly o.nd privately to group norms, they nevertheless 

are the freest to deviate from such norms when>in their opinion, 

tho situation justifies these deviations. Low security people, 

in spite of disagreement with group norms, seldom devio.te from 

them. 

In a study by Ash, a group of students were asked to publicly 

~ompare n series ot lines of different lengths. After severnl 

runs ot this test, the entire group bar one was instructed to 

give wrong answers unanimously regarding the length of the 

lines being compared. The student not informed of this fact 

found himself in a minority of one toeing n unnnimous majority 

whose opinion on a simple fact appeared to be incorrect. 



The response o! the isolat.e to g.roup pressure va.ri$d,. One 

quarter of the experimentai subjects were completely indepen"" 

dent and never agreed witll the e1~roneous judgment ot the 

majority.. Numerous respondents always agreed with the 

Rtajori ty; and. some respondents varied their responses. 'l'he 

tna.jor conclusions ot this research \f.ere that people are dis-

turbed by op.posing ttroup pressure even when they do ta!ce an 

indepett.tlent st~md. In addition• given the support of just 

one mo1·e subject, the experimental subjects • independence 

:30 iru:reasec:S. · 

fluenee proVided the C011SUmor 1dth both the opportunity to 

conform and the opportunity to ditferentil'lte onesel.£ from 

others. The study £urther indicated that as,fashion trickles 

do1m to lower reference groups, it is dropped by in~tiating 

Qroups wbo do not wish to be fUrther associat~d with tt.:H 

In a study on the conformity and independence of consumer 

behaviour the re$earchers asked tt group .of male students to 

evaluate a.nd select the best suit among three identical men's 

suits .• The respondents were told that the suits 1tere of a 

different quality. When the subjects evaluated the suits 

independently each sult was equllty likely to be selected .. 

IO/ 



'Wben the su!),j~cts were asked to publicly state tbeir PN~- · 

fet'ence, it vas found that group pressure was of major sig· 

ni:ficance in d~termini.ng the .reSPI)tulle o£ those .subject$ 

The cone1usions o.f thi.s research 

were that eonsumers·aec~pt information provided by their 

peor groups on tbe quality of a product or of a styl& .. · Fut'• 

tb:ermore,. group .norms provide a point of refere:n.C1e ·which is 

the first stage itt the consum~r deeislon making process .• 32 

ln a study .on the e:ft'eets ot group inthtence on consumer 

brand preferences for bread, Staff(U;"d was able to make the . 

t<~llow:lng conelusionsi 

1) Informal groups had a de:Unit~ influence on their 

tnembGrs' conformity behavioi.u:·' with 1~espect to · 

brands ot bread JU"eterred; ' 

2) In colu~sive iJroups; the probabil.ity' was much 

higher that the members woulet choose the same 

bread as t.b.e group lea-der; 

3) 1:bll extent and d<~tgree ot brand loyalty within a 

group \1ae .closely related to the behaviour o.t 

the informal leader, t,.e., the higher the leader•e 

loy at ty tha higher the group • s loyalty .l3 

/6.2 
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A· study ~:m the correlates ot success in retail sel.U.n(} ·f'ottttd 

tbatt · ' . 
ln a. retail sales group high producticm a.e measur·ed 
by sal-es volumo and money earned seems to depend on 
the individua.t•s disposition to violate tne·group 1 s 
norms. The tendoney was highly eorrelated with 
downward oecup~tional mobility and a. higher rete• 
renee group or .tltratum than his own.34 

In summary, ref·erence groups .. influence the consumer's buyi.l'!g 

beltavtou;r .. Tru,y produce conformity but also generatl\1 con ... 

.fl ict ~nd discomfort. 

by reducing tbe rlsk. t>f purehaEuh 1'hey provide poihts of 
.r 1 

and the oppo.rtunity tor belongi~lh respect and reet>gnition • 
• 

E.. OPtNION LEADERS 

There ah\faYs ho.v~ been and there alwa:ys will be men 
and women who a.:re much mora inf1uenti&1 than others 
in any society • • • Some of these tntluet1tlals 
set trands by causing chang$ or by taking eoursl!s 
of action, whereas others exert tlleir influence 
tht'ough t.h:eir opirdons .. 3$. 

'l'hese int.lu&nti.al people ar.e of ma.jor importance to the 

marketing practitioner both for established products .and 
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particularly :for nE~w product introduction. . ··'the a.ttopt.iQn or 

rejeeU.on o£ a ntW product by these leaders frequently detf!~ 

tnilte$ the success or :f'ailure of' the innovation. J 

Gifted peop:le1 whether they occupy f:orm:al positions of leader ... 
' ' 

ship or n~t, often plaY a decisive part .in bringing about 

Anthropoliglists hnV$ 

traditionally singled Olit two classes ot petJple who have this 

'rho fitrst are the marginal men1 the deviants who 

question traditional ltays of doing things. the second group 

are the high .status or }l.igh prastige people, ·who· because o£ 

6 their '~ealth or position are followed by otbers,. 3 

to11owblg ar.c the names tnost commonly found in the lit~ratur'et 

innovQ.tO:t'St Qpinion leaders, taste mak~rst trend setters, high 

stand their itifluence and the et'fect they'have on otl\er people. 

ln order to conceptualiZ4!l the etteet O·f opinion leaders on 

other< consumers, it is neQessary to examine the di£fuslon pro• 

cess of products in society .. 
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gories o.f eonstunera Who all have different mdtivations and 

eogni U:ons.. , . 'l'heso ea tegories are 1 inked to each o.tber 

such that intluenee spreads from the opintort leaders on 

through thE~ rest of st:>eiety. 

of consumers .. fh~ tt:rst category includes th.e "innovators", 

those consumers that are obsessed with innovationt:h 

art<! the first to try somethi..,_g new, and they have certain dis"" 

eernable ebaraetel!ris.U.es .. They are eos~opollte, wealthy, 

enjoy t'isk-takinth are friendly wi tb others of ·the same .stamp 

'l'bese are the people l'l'ho exert the greatest degree of opinion 

' 'they are not as radical as the inno ... 

vators and hence have the r:ospect o£ later adopters. 'they 

·are generallY loca.1ites who have a higber degre& ot edueaU.on 

than mostl" · .Future adopters look to them for ad.\r:i.ee and thef 



ar~ used as points ot referenc~. Early·adoptera are not too 
' • ' • f • 

tar ~he~d ot the massos; thE!!Y are not in tune with a dit:terent 

'Ctrvmme1• ·and ben.ce they are the cmbod.iment of successful and 

discrete use o:t' net'i' ideas and products .. 38 

those consumer-s who are just ahead <~f the average consumer 

deliberate than the early adopters. and they follow the adage 

of neither first nor last .. 39 

The tourth Cqtegoey Qt adopters is th-e late majority, .These 

consumers wai. t until pub1 ic cp1n!on has fbmly endorsi!d the 

fhey tend to wait until the 

tnnovp.tlon is no longer an innovation or until. the pre$&Ure 

40 of tbel.t peers generates adoption .. 

'l'he fifth. eategory ot adopters is th$ tttaggards". 

are tbe isolates o"£ society, people \tho are auspicious of 

anything .ne\i"., They use past generatiGns as their point o£ 

refe.tertce.. 'They are traditiotlal to the extreme and tfhen 

they do tinally adopt the innovation it is t:lot unlikely that 

several never products w.Ul already be it:l the pipe ltne. 41 



It was mentio1.1ed earlier that those five adopter categories 

are ideal types. In reality no clear cut distinction can 

be ma.de; and in many eases overlt;tpp.ing ot categories is 

common. 

One of the baeic theories of tho diffusion process is the 

theory that produets or ideas spread or diffuse from their 

source through the :f'ive adopter categories in some meaning ... 

ful pattern. The theory assumes that if the product or 

service is rejected by any one ot the adopter c~.ttegories, 

it is unlikely to spread further through the market. A 

further major hypothesis is that some people have more in­

fluence in the spread ot new products• ideas or servieoos 

theae people ar(t the opinion lenders or early adopters. tt 

these theories are true, then it is essential that the mmr­

ket.ing practitionar identity those people most likely to act 

as either tll'1nion lenders or rej(jctor.s qt his product. "these 

are the people who will be of' major importance to tbe success 

ot his product. It' they accept it, it is lilt-ely to succ<u')d, 

but it they rE~.fect it, it may be foolish to eontf.t1ue market­

ing.42 

'rbe criticAl question now arises - how can opinion leaders be 



identified before :in.t;rcduetion o.f the n~w t'roduct. 
I 

to Rog~r~ in.adequate t'G:Senreb ha$ been conduqted in .th.ts area, 

and m~st o£ the \I!Or'k that has been dol'le is in the tt~ld of 
. . 

Two possible 'methotls .u.sed for pf'edictillg opinion 1eadertl'htps 

are mulU.pl~ ~orr.elatl()n l:\\14 wb(lt is here ternu:!d. the total 

t:roduced into South Africa, tt might be possible to deter<!'. 

mine urhom the opinton. leadors wottld be in terms ot ~;;~y 4. 

attitudes. 

l:n the mul tipl~ eorrelatltm method ot pretUction, tt is 

pDsnfilible to determine the rEilaU.ve contribution ot each of 

lo8 



A second m~tbod ot predioting inn()'V'(!I.tiveness, her~ :termed, 

the total value ntE£thod is described below. Assum& the 

dependent va.:d.a.ble remains the d~gre(!. of innovath,.'en"E~as, t)hd 

tne iQ<ft!!pendel\t variables remaln, de.gree t>f h~me ent<trta.J.ning; 

eonnttu.n.!eatlon 'behaviour, weal tb ttnd intHv4dua1 a.tti tudes. 

It is now possible tc lt>.~igh eaoh o£ the independent variabies 

in ter'ms of th-eir total lnfluoce on !nnt~v~tiveness. 

degree of botl'l~ entertaln.bsg !taa a ,.,eight ot .4; eommunieation. 

behaviour ... 2; wealth .2; indiV'!4u.al attitudes .. 2. 

It is now possible through a survsy, tt.t determine tb~ aeore 

for a sample o.f respondents on each of' the independont varinblcs • 

.Assutue a Sfinipl~ of, say, 200 people: e11ch 1"espondent at'teT 

interll'i.ew and .analysis ean be (liven a t;eore'on each va!"lable:. 

Thette scores sri!!! th~n multip1itJd by the vat>ious weights, and 

t.hen added ta give a total ,..alue seor!lh 

cut rJtt points ean no'W be established in ordet< to group scores 

!nto ndopter categor&es• Table ""I,. demonstrates how this 

.rt~ethod otH:.rtdes. 



G • FLO\f OF .CO~tMUNtCA't1:0N AND. DIFFUSION 

In order to comprehend the flow of influence a.nd information 

of thel two step flow of communication. 
\ 

Thi.s theo~y sugge.sts 

that ideas often fltHf' from radio and print to opinion leaders 

a.nd fr.om these to. the less active sections o£ the population.'"')) 

Numerous studies hav·e been cortdtteted to test the validity o'l: 

this bypo~hesis. To date, most of the research bas. ·been con• 

due ted. in the field ot agrteul ture and rural sociology. A 

recent bibliography ot research on the d:l.ftusion of innovations 

contains 600 ct taU.ons, 341 of witieh are in the field ot rural 

44 
sociology ... 

.· 

One of the clas.sis studies of ·diffusion was· the ·D~ctur study 

This study sought to trace ·the , .flo'W of·· in£1 uene.e 

among Soo women in Decatur, tllinois, with· respect to movies; 

.fashion, public affairs, and tood shopping. · The study con .. 

eluded that opinion leaders are to be found in similar num-

bers in all classes, depending upott;, the product category 

Opinion leaders for one group o£ products 

lfere not usually opinion lEJaders fot~ another group o! pt'btlucts .. 

Women \f'ith large families were generr:tlly opinion leadors tor 

J/0 



:food products, lofh.ile teenagers were influentill,l for movies, 

. . . 45 and young women for fashion. 

This name study also found tbat the d~gree and ext!F!nt ot 

interaction wi.tb other people was a major factor diife):'en-, '· . . . 46 
Uating l.eader.s £rom follow.ers in all the groups exam.a.ned. · 

This stt~tiy substantiated tile e1a!ma made in all earlier study 

on voting behaviour> where the authors suggested that influence 

stemming :tromma.ss ·media reachos opinion leaders first and 

t:ttey bt turn pass on th:ia informatio.n to thel,r ever"yday a.sso ... 

elates w-ho are influeneed by the leaders. 47 

·xn rural sociology tb~ time la~ between intrQduction and adop ... 

tion of new product.$ is most pronouncf#d,. Fourteen yf!'iars 

elapsed between the intt'oduction and universal adoption of 
' • , .I • 

1,8 
hybrid corn. The adoption process for agricultural prod• 

' ' ' . 

uets usuall-y involves the following mental Jlroeesst ( 1) Aware­

ness but inadeg,uate ,Product information~ (2) Interest in the 

product and the search feu· tnore infontation; (,3) ~:valuation 

ot the possibls .a.pplicl!l.ti.ons .o£ the product, and a decision 

to e!ther tey it or not; (I&). trial of the product usuaUy on 

Ill small seale; ($) Adoption .and .;integration o'f the product 

4~ 
into the. farm.· 9 

/I/ 
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This same study.f<mnd tllat farm l-eaders had more favourabfe 

att! tudes to'W'at'd.l$ science, placed less emphasis o.n securi tyt 

were more v4ili\turesonte, youngc·r, with larger mora profitable, 

50 affluent and specialized farms. 

Xn another study .on tho adoption of new farm products,. it· 

was found thct friend$, neighbours ~nd other per.sonal sour ... 

ees ot information performed a major role in evaluat~ng 

'!'he role of' itnpersonal sources of in£1uence 

were also important in di:tfusion, b'l.lt radio, television t~.n.d 

media influence was less uniform than was personal influenCth 51 

tn the famous drug study the researchers soug~t to tr~ce the 

importance of interpersonal influence ar10ng phy.sicians in the 
' ' 

adOption of nev drugs. By the use of sociometric methods 

the study was able to show that doctors who l9'ere more highly 

intet;Jrated into the medical community axerted greater influence ' ,. . 

in the diffusion process t.han doctors less integrated. The 

innovative and influential doctors eere consulted more often 

by their colleagues. they were more likely to attend out of: 

town medical conventions, and they used impersonal· sources 

ot information to a greater degttee than did the later. adopters. 52 

Hundreds of otber empirical studies have been conducted on the 
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iJ!lpOrtance ot opinion leaders on eonsum~r behaviour •. Whyte, 

for exa.mple9 :tound that the location of one's ·house can pla.r 

Using air conditioners 

to !'ltudy thistt he found that itlf'luenee tends to i'low up and 

down streets rather than across streets, wbere there is less 

chance tor irtteraetion.53 In another study the taste makers 

l~Ter"e :f'ound to be highly mobile, l!lOre educated, w.i th a 11d:der 

variety of £1t'ietlds and more selecHve in their politics thAn 

.. . . ""' f ' • 5'* . the r;es ,. o soc1ety. 

Sufficient evidence has been presented t() validate the hypo-

thesia.that society is categorized into groups ot con~Sumers 

1mo adopt innovations at a different rate. It is now rele• 

vant to <:\$t~rmine the percentage break-down of these catego-

ries .. 

Bohlen and his associates suggest that the mass market is 

.broken dcnm in the follot'ling wayt innovators 2. 5%; eax:-1y 

laggards t6%.;5S Repner56 and Rog.ers57 agree with this 

bl"eak.dowt~, but sgggest that it is not eonatant~ an<!. may vary 

with respect tt;t the produets being .considered, ant\ the groups 

being analyBed" liebster suggests that by de:fini U.ort the 
. 8 

breakdown wt11 at,,.,ays be .c'Jt the ord'(al~ sugge!lted. 5 



Fi,gtu~~ V• ~ ts a diagrama.tic rl)presentatlqn of tht.! d+ttusion 

proc'-'ss.. . .ft.acb ea.tegoey is eontinl";ous \fi.th the on~ preceding 

lt,; and eneh .group influences the ,group sueeeeding it. The 

e~rly adopter$ or opinion l~aders exert.the greatest in-

fl;uenee on the diffusion of the innovation .. 

Table V .It is .a brlef sum~nary of the major attributes of 

opinton leaders. ifhi.s summary is an expanded version of 

similar representations 'by Dett 59 and Bohlen.60 

So far the, diffusion has <iectl t prima.rU. y with the personal 

influence exerted by optnton leaders. on the rest of the mar ... 

ket. It is fl.O'I.<f n~eesstU'Y to consider several other factors 

that· influence consumer behaviour in the adoption or new 

products. 

Rogers d~tinGe a t:hange agent as a professional 

person who attempts to influ.enee adopt1<>n decisf.one in a. 

. . . . . 61 
dir-ection that he feels is dE!Sirablth Change agents (:tt"e 

ge~Jerally people who hall'e a stake !n the adoption of the new 

;JI; 
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product .• Thtly maY be salesme!' government people or mt!mbers 

of bodies seek~ng to advance some concept or idea. Generally 

in the area. o£ marketing change agents are representatives of 

the company selling the new product. They may be hard sell 

salesmen, or they may be company pre.sidents trying to convince 

colleagues in other companies to adopt the product in question. 

The agents bring the information directly to the consumer, and 

their task is to inform, demonstrate and persuade. Research 

indicates that eat:'ly·adopters have more contact with change 

agents than do any other category of consumers. Bohlen 

:found that early adopters have 33% more Contact 'd th change 

agents than do the next most contacted category, the 

• t.. 62 .a.nnova ors .. One of the conclusions that can b& drawn 

from this finding is thttt opinion leaders learn about new pro• 

ducts from these agents before the mass market. Furthermore, 

the fact that opinion leaders are more willing to take risks 

is one of the reasons for their acceptance of the change 

agent's information. 

A further source of influence in the diffusion process is im~ 

personal influences. This subject is not as well treated in 

the literature as personal influence, and hence much of what 

follows is based on observation. 



Consumers are in~lueneod by advertising, radio, magazines, 

newspap~rs, movies, etc. These impersonal media a.ll piay 

a part in tho adoption of new products. It is suggested 

that their influence is greater tm the opinion leaders than 

on the later adopters~ This is logical when one accepts 

the fact that for the opinion l.eaders there are no friends, 

neighbours or associates from whon1 advice can be sought .. 

the product is as yet unknown to the rest of the market* 

and therefore opinion leaders are forced to rely heavily 

on impersonal sources of information sent as adv.:Jrtising. 

Of particular relevance in impersonal influence is the tos-

timoriy or the source. If the product is from a well respee-

ted compaltYt or if it is promoted by a psrson thought to be 

an expert. or if it is felt to be the result of extensive 

research, then the effect o£ the impersonal influence will 

be extensive. For example, i:t Dr. Spock endorsed a new 

baby product, or i£ Gary Player promoted a new golf club, 

or if Christinan Barnard developed a new heart pill, or it 

Rolls Royce produced a new car, the opinion leaders would 

feel more secure and be more likely to adopt one of these 

products than a product from an unknown source. 

1/6 



There is some evidence to substantiate this hypothe-sis.;. · 

\vhen. John ~l~ orbited. the ee.rth it was. r~ported that he 

had. ~a ten spaghetti prior to thE.! flit)ht beeattae doeto'l··s 

,.felt that carbohydrates provided more energy than pr()tein' 

This information was vall publicized, and had an e:f'feet on 

. . 63 
the enting habits o£ athletes .. 

tt is also suggested that the phenomenal $UCcess of Crest 

toothpaste is related to the testimony of the American 

Dental Society that Crest is effective in reducing nelv 

64 
cavities .. 

·One final factor influencing consumer behaviQu.r in the dif ... 

:fusi·on of nmv· prOdUcts is reference grot\p influence .. 

Acceptance 

or rejection ot a ne'" fashion by an aspired ... to re:terencEt 

group is 1 ike1y to t~esul t in a similar action on the part . 

117 



I. , MODEL.· OF 'l'Jm DIFFUSION PROCESS. 

A t~ntative descriptive model is now sugge~tod that synthesizes 

the diffusion process and the way in which it influences ~on• 

sumer behaviour. Figure V.2 represents the flow·of infor­

mation from the manufacturer through to the various consumer 

adopter categories. '!'his :f'lo\t is personal and it involves 

the generation of. nc:m· products, service nnd ideas.. It must 

be noted that in the case of the mnnufacturert wholesaler and 

retnUer there is a dif:fus.ion process similar to that found 

This process is represented in Figure v • .3. 

In order to mat(e this model more complete it must include the 

other factors, both personal and impersonal, tbnt influence 

consumer behaviour .. Figure V.I... demonstrates bow change 

agents, media advertising,testimonial advertising and store 

and company l()yal ty all influence the dit'fusion procese.:. 

The lines representing the flow· of influence of these factors 

nre represented as moving from high influence to l.ow influence 

as the products become diffused. 

The two final aspects that need to be considered in this model 

are the efteet of the various sources of information and in-



fluence on the consumer and the effect ot personal intluenco 

on the diffusion proeess. It is suggested that opinion 

leaders, refcre.nee groupa, change agenta. advertising and 

testimonial support all provide some dcgreeof lagitimi­

zation, consensual validation, risk reduction and itlforma ... 

tion for later adopters. This process is represented in 

Figure V .5. The e:ctent to which these factors provide 

consumers l'll'i th information and l>sychological sqpport will 

depend on the adopter category in question, and the nature 

of the product. It i$ suggested by the literature that 

change agents and impersonal sources of information provide 

greater support to E;!arlior adoptera; than to later adopters. 

The later adopters rely more on personal sources of infort:IJa. .. 

tion and support. 

IIi 
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TABLE V.1 

PREDICTING INNOVATIVENESS TOTAL VALUE METHOD 

...£_ a wa I b wb II c we III d wd IV TV -
1 .6 .. 4 .24 ·5 .2 .to ·7 .2 .14 .6 .2 12 ·57 

2 .. 2 .4 .oa ·3 .2 .06 .4 .2 .o8 .4 .. 2 08 .30 

.3 .. 4 .4 .16 .4 .2 .o8 ·3 .2 .06 .s .2 10 ·31 

4 .. 9 .4 ·36 ·7 .2 .14 .8 .2 .16 ·9 .2 18 .84 

5 ·3 • 4 .. 12 • 2 . .2 .04 .2 .2 .. o4 .2 .. 2 04 .24 

n 

a Degree of ho»e entertaining ... score out of 1.0 

b Communication behaviour score out of 1.0 

c Wealth or income score out of 1.0 

d Individual attitudes score out of 1.0 

wa Weight of a .. 4 

wb Weight of b .2 

we Weight of c .2 

wd \Y'eight of d t.O 

r Respondent • n=200 

I, II, III, IV ... score for independent variable multiplied by its weight 

TV Total value or score on all four variables. 



TABLE V.1 (Continued) 

ADOPTER 

CATEGORY 

Innovators 

Opinion Leaders 

Early Majority 

Late Majority 

Laggards 

SCORE 

98 ... 100 

84: ... 97 

50 .. 83 

t6 ... 49 

0 - 1.$ 

THEREFORE FROM EXAMPLE 

Innovators None 

Opinion Leaders 1 

Early Majority 1 

Late Maj~rity 3 

Laggards None 



Cba.racter:i.:&tic 
or Behaviour 

1:,. ·Time o£ 
.A<loptioa 

2• Attitudes 
ap,d valuErs 

3:. Eduention 
level 

~ ... Social 
status 

6. tncome 

,7,. Group 
m.(®bershir> 

a.. Infor'tJO.tion 
SOU.I"C& 

9· Home 
ownerebi.p 

TABLE V . ., 2 

Cha.t'act.eris:ties ~• :CODm~~niea tion BehaN iour of Adopter 
-··:M:... .. _ _ . ·Cat~aori~~ _ , .• 

First 2 .. 5~ 
to ado.pt 

Scie».tit'i·e and 
:ventt~resome 

lm~raollal. fllnff 
·ehMO& ~.gel:lt.s 

Jtis;b 

'Very hi~h 

'Eat"!:y 
4dopte.r.G 

Ne¥t 13•5" 
to adept 

. 
l'Qwt§O:at 

lmJM~rsonal o:nd 
·change a,g;Qnt.s 

Eu.riy 
Najori.ty 

l~ext j4$ 
to adop,t 

More conser• 
vative 

Late 
Majority 

N~t l~% 
to a-dopt. 

Ske.J,'Itl:eal of 
new pi'Q.duets 

.Sl !gbtly above Slightly below 

:Slightly abo-ve 
average iAv~ra~e· 

Personal and 
:lmperao.nal 

Above average No data 

Laggards 

Last 1.6% 
to aoopt 

Extreme. 
, tradttionalist.s 

No data 
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FIGURE V. 5 
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133 

These !nteraethms 

purpose of Vh!cb is to sa tiaty consumer wants arid to eatisfy 

the e.ctio:no ot a btUJi~tcss. Jfi.rm., .;;o is i~ unlikely that the 

4!ay but. is eoneentratod i.n America. in tb~ec oioantic automobile 

CQmpan.ies. "Better ttd.nga tor be-tter living thnntgb cbemi8tryn(2') 



the ~£.feet C)f' d£s.cov.ories f9U.cb,. as riylm on .the lives ot the maatJ· 

market. it is appn;ran't that' -this ~irm does. tnflu~ consumer 

behaviour. 
. . 

company tntlcenet:~s on the rua~ket,. Anglo Amei::'tcaa Co-t<por"'tlon 

exerts a protountt !n.tbaonee on· .coasumer belutvlou.r ln Sota:tb 

upoot.a of" tb~ business tim witt be consi"'ered, tl1oy ~t , 

t... the blcge and: b\t:Vil'lg environment,. 

:a. the product, brand and pac~,. 

,, . ' . 

. ··. ,. 



they may be :aggressbre, or conue·r·vativ'<!t or tl'ley may b-avo 
. . . . . . {3) 
bigh stetun or lov status·· ,,. f.~c:Guire endorsee. tb.is view 

by stating that behaviour ·Of .a 'but!!itl.ess tirm S.s eond:itioned 

' (4) 
by per$on~,lity as well ae envirt)n~ent. · 

.f.l compe.ny must be aware of th-ose :factors i1' it ls to comprehend 

the .ef't'oet its image wU.l have on the consumer. n.a.rdtn 



2• People, respond to situations in vay;a Which appear 

. ~o them to. p,rotect tllei.r sel £-1etane, t.e. they 

tba:t l~fluonce hture lwbavicur and image tonaa­

t1~n.. 

'*• .It' an i~ge apJKtl:l.l"& stable and is .euppo.rted by 

· refM-onee groups then forcoe oppoal.ng the l.maoe 



\ 

He !farther euggut.s this (l11.1Ate lrtr•t.eu) 

becomes a direct inst:rumoo't of' ·pro:t.it:e :cmtl future -etnr~pt\nF 

g:ro.:..tb. (C} 

M~ grounds and tbe print:tn:o type uaod on its :lett.:~rheads .. 

It .c ~ornpany•s ptanta $pread smolf.e ovtUl" the ~o\nlspeop1es • 

homes or pollute tb,el%" ntrcauu!l, thes«t acttonn ~o )'art. 

t'Jf the COIDlltai~Yt* corporate i.mo.ge, en-d !nlftuonce the beha­

Y.iotn:• ot its COtUJUtners .. ( 9 ) 

Xn tJpite ot this, eoasume.r bobe:viour lndtcat.ea tbat s~ 

brand 1o'fl,l1t14ltf do develop £Or competing brand!~~· Mf;)cSt; 

eonsume:ra tor ~mpte eennot dtstlngu!Sh one b.ra.fttt ·of OASolln~ 

from nnot.h.-., the eame applies to ci.garettes.s; nover'tbel~eo 

those sama. consumars are brand loya.t t.Jeo~se of: toetor$ otb'O!" 



..Just aa people 3re influenced b:Y CiOiftpa'ftY itiOO"• uo a.re they 

in.flaenceil 'by -tbe sur:N.Junaingl!J ln wtcb they buy pl"()duets.\( tt) 

' 
groups. (tbt~ .nature and imago o~ the store " peneS.vd by 

the .co.»sumer 1fi11 tben i:nf.l;uence bta btthaviour .. 

pet-scmallty, an lt?J~ge which l~!! .c. cr1t:i.cal t•e:.tor in tile bqer 18 · 

mlo4. (t2 ) RosE'larch indl~atett tbot: a .tim"s a<lVCU'tl.is.in:g 

pn:>gnmm• af'£eets tl\ie· t-.ne ot tbe s:to~.. t:veJ7 a:d.v•rU.s~t 

Q11 intl.uuee tb~ consume.r's ilu.gc ot tbo mtore and ·tumce 

bla behaviour. ( 13 ) 

ln tt etucty ot 4. $00 randomly &td.·eeted ltOm&n s~er$., P.ichari 

P<tf't.il!l exiu~Jln.ott the .reasonJii !ti"bleb prompted wotaen tOo tto •r• . 

c.'t thoi.r ~hopping in OltO part.tculo:r stt;u,•,e than In tm7' other 



f.atdil® stores were asaoc:iatod w!tb exeetJ.,ent sorvice. 

~tterch~die• and dlepla,-. Tb~ae stores bad t1'1o 11t.rc:moea:t 

image of the tbttt~ gJ:<wpc. IU.gb in:e.ome women ~re a~ 

ctatee. iu the ,nindti ot cons:mners wltb hiUh srasbion ate~. 

-whUe tb·e low income women ttf;\rc bolieved to patrv.n1se 

-.to"s . .,dd.eb re.tl~-6 on pr.i>e• appeals .an4 thOs,e Whieh had 

uwally of' tile mi4~1e <Or uppet:" i.taeome gr<m.pf!, ·wh.U.e bn.rgnln 

flantl!Jt'¥1 shop at tbe priif~• tu:,d broac'! appo~ iltor•• end ~ 
. . . ( tiJ.) 

usu-lly but 110t excltt~Ji11elY o.t the .lo'fA'!Or .tne:ome group.•• ·. · 

c.rat. you 1i.ke a crumb1'• was 'tbe -~•lJ.ng ot ~ny lew i.rtcol!te 

$hoppet:'s Wben pa.troni.a•ing: high :t•shi.on :s.t:ereJ:J• ( 1·5 ) · Pinai1y, 

itt e. atu4y en a\l:peme.rket env,lr.omnent and its effaet on 

conwmor 'behaviour the r.asoarchel'1J coDCltt4ertl that. $1UIJer­

raa.J'kets ao loolt d:l f'fereBt to 4! tterent. · ~thopper.s,. ( t 6) 





U..$e ot · tha product.. . Atu5 eome prodt.J:et groups v111 no-t even 

be eQ11aitlerm1 by some segments of tho mal'"kettt.. ( 18 ) 

raw ma.turtols,. eo put togotbo.r tba.t t.he end rt;tosut t 19 the 
. . ( 2.9) 

pt"oduct. serve& .a !IJ$ONl purpose ot eonsumptJ,on. Ae .mnnJ' 

PrJ 



~vl.c 4f <th• many uso11 ·ot A product are SUQ9G$tc4 un4e t&• 

ll•ad!ng. "eggen., Die'h.tor n:gg;ests that eons are A symbol ot 

:i..$mnrtaltty, they l"~Jlf'<E.tf!-i!lnt ·the mynt-uy of orowth dd teriillty. 

thfo!Y are· v.lewod 41!1 . being an ;tl.most perfect tood7 thoy provide 

a t'ceU.ng o£ cbundanee .And •ocu.f"i t.y ~ ·they are oaten in. almoat 

evwy eor.tetd:V'able :l'o.rm .frotn the bl.ac'k rot.t<!lQ eggs of' Cblaa 

to Salzburger !toek<ll1'lin Q£ A~stri:a,. a kind ot ellOf'l!10U.el.y 

bloWn up sou:ft1e. (:2t) · 

ba: bl;hlJ" .. uac.ep.U.blc to rcfer.en.c::q: group 1ntlueaett &fl ~Y 

some bruas .. f 22 ) This vtew is endora.,d tu anotheJ!" study 

in wbid'& tho authors conclu~o ·t-ttat two veJ!f COI!'llDOl'l motivf)$ 

of ,contnmtor bebo:vlour ere tho atrivl:ttg t.o b~ ecottomicttt aitd 

the d&#lre to •uto.te pQOPle of bJ.gher at.atua.(%.3) 

t.echnicol <leveloptnents, d~ree of' Gaf'Ket set.uration, 

a.vail~blllty .ar6 #otne of the env·lrollftM!Int~tlhcto.rs: which 

may rcustrucwre the· e:otlsumer imago". (at,.) 



A ' • 

nra:n<ttng bJ:\$ be~ a sigD!-fieant :factor bt developing men 

tliar'ke.ts tor produ~.tif!l bf!lcattf!e br«t.tdlttl fte't o~'ly lden;tltte.tJ 

the prQduot and manufaet.t.J.rer tor the tm;yflra but lmpJ.Aetr the 

semG quali.1;:y :in evory vureheee. (2$) . Dmm'llllt provl.de8 th~ 

suppl.ier ""tb better ctmtr:ol ot nis t~~al"kots end dtstr!butoft., 

it tttcilltatGe repe.f.t:t ealet~ ~o eat!stie ou,;to•m 9 and 

oul\blea ~rs. to develqp clecu·:e:r image• about tbe pJ"Odue~ 

it requires extimsive advert~.sing support~: lt ltmlte o · 

mt\nnt'aetur-et"·'e b"eedom in prlclnl2 aM d:utJ!'.i.butti<m, and· lf 

'the p.t::"Oduct :t.ailtft it can at't~t t.be salo ot o·tb.e· protluet.s 

BrMtls atteet eotteumer bebnv:iour .in a JJ.lmilt!r way to prodtlets-­

nnF.ands SUpply ~l.cker type Of COD$U.itl&l"' .it!Atlft• The l)et'Cej;t"tiOD 

ot brD.Mll i~ ~tber ae:pee~ 4f .gn~l proltaet. pwception»(r:!G) 

Brand imQge~ are the sum total of impren8i0:1Uf tho c::oasumer 

re<:f.l1vos . .t'roa. man,y source~ i'.I"'m act~ mcperience end; 

hear$CJ' 1.\buut tbe brao4~'itsel.t ets well aa lta p~iJlfttJ •. , 

!u nauu·~ •. t.be company makin.o tt., ttu~·· 'tyfes ot paopl$ t.be 

indlY!6Uc1 btta seen using . tbe bratJdt wbat vas aa:td f.n the 

. 143. 



,udvor'tl:$btg o.rJ wen as trom tlu> tone,. :tor.IJUlt~t. type ,ot 

advartiGlng ~ebic:te in wltich the prod~t stoq va• told. (2:1) 
~ . ' 

!he bf"and tbon d.evolope$ ~-L type <t:~t· p·e:l'sona11t.y,.. 'this 

pcr~tQ!lnl . .lt.Y •Y 'bo ~taila:r f'or 1cJ"ge a.ooroga.to:s of· peoplo~r 

is assnel.,.t~ti with AJJ1erl.ca, ·with mbif'i'C •tarts and modem lite. to 

tbe Ett~i)eatr., tbtti .eigAr~tt~ ts tu~s:oc:ia.t.(':\1 -'t~th the iie.ntu. <aS} 

., 

image it; hra~d imag~. thG .tf.£th brancj...U.ne icage. 1 .. e. tl\(! 

ecmtpol!i t.e ieproa:s:ton made: in eon"umer.s" mitJ(ll!! b)" several 



n1'ld final laf!lgt:t ts tbG eonsWlt!~r demand .btaCJ<!• l>ilfe.. t~ 

coyporate liO:Pf'OSSion ft in<liv!Cul;\1 bas about. -A. eom.paoy•e bl"aM 

<01ter.tno. Tho i®t~1 bUt seldom r.ealiseif t~t"ate: of fit ff!.VO'Q~bte 

eoneume-r d~n4 lm.n\)o :is i:h13 goal of e'lfery e~z:n:ay,.. (a9) 

-
Tho ~econ4 etasai.ticat.ton 

Sl!,ni ... 'Plusb~ forceful names vl1icb coDM"tb pl~CYasatlt. l.!.seoeiations,.. 

~.g. 1'ot.alt1 promis~ of' rewe.rd, e•Q• nan; meo.nlng:less but 

"" e'ttSily remeMbered 11CWU)S .t ~.g., A.jalC'; COrpl)r&.t1! DlllDU~S • .0•'0• ' 

G.enQral !:lec.trtc .. {:JO} 'l'h¢ se-lection of a braQd n11me can .at'HI 



... 
does havo an in!'luvmcHi' on eonsum~ bohft:Viour. ) AecortUno 

L./ 

e. 9• rmm~s 1 U~t) "Apach"'" wOUld itmUl t tbe Alfterican ·l'nd1en 

and "Vlld Gnet1 would otf'•nd safety t::Oll~eicnt& pnople .. 

' :ra.to o selling ldoa. *).g. 'Silctto Fo~my. :GU.ette lloo4orant""' 

"Gil@'tto. ntttdcs'"• In addiU.on bran~ nar::tes &bould be neut.ral 

:in m.ntm.ing,. disti~tctive, f'l&l!lily proncuuca'ble and brief .. ('~) 

Jn tt study on br.nftd i~ttO'Qct Mindak a.nnlt••d i'Jrlnkera .reactions 

t.~ the po:r1!onatiti~s of four 'bt"'attds of beer and sped.flecntly 



tt ls no~Ol)St'.d")" to 4ov~lop tt br~n.d f.ma.ge ttrst... l'he ptud7 

cleo eoactucted that con~tm~rs to~ lt!U1get.t abont:. . the tyPe ot 

pcqp1e f:bat, drink n por.tleular b~.""®d: ot: 'be~. fh.ese traages. 

hll•:e. som$ ton~enca on tt:u.dr purcba~!ng behaYtcur'~' <:12 } 

I" anot.ba:r stuay 1()11 brntxd ldentif'ica,tlon .and bo1!r etmsW!Jp~i.oa. 

the rm.~oarefters C'OI'Iltludo.d that. CODIIUm<tl"''l i.D 9eneral. Qf"e not 

o:blo to di,seom the taste differonee$ #mODO VIU"'ioos br.ands 

w~re ot lesJJ importance· tn: 1n£lu~nctng eon·sumer behaviour 

'thntt w.oro the fi~m.a ·r~uutket.in:g, efftJrts an~ 'the l":t!$Ult.lntJ 

br~tnd 11'1400., ().J) 

lt'l addi U.on, en: 

1 :l.k.cl:r than othorwise t:bat. tbe coru.mmer •U 1 ~elect ono protJUe:t 
I 

.... 

'. 

I 



appe.arftn.ea1 o.£ improY ing the· .convefl4:ence to ·the· ~,.. 

ot t.rant~port.lng, s~ri.ng an4 U$log t.t1.a prodl1ct1 of e&l!l'binlng 

a varlet)' «)f produete :into m~o j,14elt;Qt ~lld thu$ lnerotuJiDn 

$41~$. ot ~sing bandl.illQ .ot t.b$ prOduQt, of dl«Jplaylng the 

J>f"9ttuct..- .oad ol promot..tng ~eli' .. serviee l)t tbe product .. (lS) 

nvaeka-gtnn baf,!l nt least. th-rtle. psychologic81 hnct~one.,. Ftrrrt 

it is ,n s~J. of ~onsitlera.ten•u•~~t• S~ond it .:taell:l.t.ate~ · 

choice... third. 1 t ean ,af'OU.If4 ornotiona-.. .,.(!G) ·tb.e d&sign 

grated whol~ by the coneq.er an4 as such Will eontr.tbute• to 

hiD toLat docision b~baviour. (;:nl 

?c.ctm,ging ts. vi"W(l4 cs. b~ing iliOt'o than Just • ••l'd.el~ 'that. \ 

.c::arrtes the product, it prcwidoa an opportunity £or £t~tttl'; 

/4f 



Pack&glno likQ 1':3:afi'Y oth11tr m;:u-keting tools .1$ ~Juba•et to tre&J., 

'today ttn' ~umplc thor~ is .q trend tow~ mil'1l.ntur~tttrt10!1 !Oof 

ju.nlbo·• giant, ~eonoey~ family, etc~ T.hls tren~ iQ ·especially 

ovoi4oni> in. tho food and drug industry. .tlu.~· ab.l.lit.y ct ft 

lltnnufAeturnr to adapt tc those trend,JS 1f11l infl:u~e t;b.o ·~ 

that. pa-ckaging did not repr'osent. c clae. ot objottG !!Which tbo 

eoasume.r npprot.v:bes with ant.!eipc.t.i..on ot Ci>ntinuol cboogo. 

r;:lnk order Oct"" eoru·m~r pref'er"l!llee a,;; tG ~ich pn,ckl!lue to 

n.dopt6 {'S) 



:l.- p$fCbo1~tlet11 c:onnoto.t!·Qns ... t.r.: ~· rm~kage 

eongru,e»i!. w1 tb thE~ pi"'4uet ma'litettno •t.t-~teor; 
" 

<i!. rtntet.ion - is the t;t:tekot easy. t6 opt:!n" clon~. 

blltl.dle 0 ~te. (:39 ) 

paekttoo is ~'t. likely t.o t:totlvnto t.be eon~ to iWrt:h480• 

'11ae pl"'dutt !.mage, tb._, brand image And t.h:Q p~cng~ 'mUSt 1m 

tJ",QA"t~d .mJ• (100 by tbe :tirm t:n Q'~dt'it> · to prtrttlde ,a· ~d 

composite l.mnne of. tb~ flrm•s. oft.arin·g •. 



l. "rim P1UC~.& 

oro:). tor impn.et on conmu:~or behnv lour tl\nn would heavy ~ft-i·· 

~ituros on ;tztd.v:flrtising~ persono.l ae1.ling. <:>r. c.r,etlit n.ee~ 

d~tion .. ( ftc) Furt.bon:~ore., Pt" !eo Appeal fj am e.cmmrl tbo 

.eaS:ient t.o c~ntcate ta eon.sumers. A euet:cm~r un1Sweta.nds 

nlmo.s~ instante..tJcou.aly ~what. C\ prlea r~cti.on .meMJ!Jw~) 

1'ho abovo ·\t"J.$11 <m pr·ieino., ·which i11 difficult to q:ueotlort •. 

tends to ;t;iv:e gr~tcr et"edao.ce to· fbt! t~~icr~oconomic thet'IJT 

'boro6 hovever1 that );lrieing is one aspect. Df a complQ 

proeel'i$• artd cannot b~ s~parat~d out fl"llm 'th& ot.h~t" tcm.le 



a price llJ.tJ:tory that eon~umor.u u.ee to Ull'lk:O det:.i$1fll'UJ. As a 

result ot tl\i& £tit:uaticn,. eonsumers deV''G~Op n nv..tma ot prieo" 

thnt is neaaptAble t() th1)11h PT!eea outside. thlt~ zone 
. . . ·. . . . . . . . . {1.2) con1$titute pgyellClogical b.arrtera, .a,nd l!mit buyino, bebav.luur. 

proitee. consumers of'ttm ireaet. in nn nppall()nt:ly i:rf'at.i<tMl tlnl'JD(!r 

1fltet'"!Qi prtee is conc~n:e(l~ WhY should a lfoman bU¥ ~ bf.gb 

taeb!on t'irq.ss At Sf.uttatords \fhen tbe iden.Ur:al ttnu:s ltl on 

qua1it1 .,..,. $'tatus and if p~iees are dropped these eust.omer.s 

. st:a.rt 'tfttrtf;lng. about quality end QAY stop tru,.ing. (1..3) ~n 



~ofasson s.uao~sts f<)ur type$ of PG.JChologi:c:.al rctictiontJ to pr!e~·" 

i• Quantum of"t~e;ts .... l'iept'as~t.cd by n. sitant.-lon w1l•e 

.a prod'u.ct. may not rno~e fl."t RJ.OS bUt: a l)ttel~gu ·eonta!nln9 

tour t.if'thf!l .an(!. la'bled Al'l such will eo11 .at 98 cents,.. 

.. 
have a di££e:rcnt p~cept.ion of price on a ntt!Qerlcal 

- . ~ 

&enle tbl.\11 'they dQ 0:11 e p.f:\ychologi¢4:1 aealo e.g. 

·they f'et)l that tee high a profit. is bei:ng m"de ;On the 

.· . (~'l i to~m they will recltu~e buy.a.ttg. · 



class conno~tions. 

' 
SUCi!@$S tul. 

' ._I 

A poaaible 

~:ttp!ana'tl.otl tor thi.s is t.bo.t -topics such a~ the location ot 

ret.aU. out.l«ts, atu1 th-e natUI"e of these outl~ts is:· viewetl aft 



flRe;arcUese of hov cood the product may be, it .ie of 11tt.te 

use to t.bc custo.mer it it i.s not where he van.t~J tt when 

(4:9) he tt~nts it~11a . 'l'he: lot;aU.on. t\Ud time of' the prodUCt 

Most products a:re cold tbroug1l <:hcnn.eln ot 4itJtr1but.ion that. 

st..ores ban changed tho VJay cot::tt~umer.s behave when thq shop. 

They no longer demand personal iSCild attent.io14 nor do they 

mak;o the cu.stomer uneasy beealtse of arrogance e.n\1 corules:cen~ion1 

discount s.toree. tberetortt are the · ~ustomerl!! r.wonge. 

'r: 

.. 



.eonst.oner behaviour. 

' ... . , . 

offeree! a 'lride variety <;f product$ conveniently dieptayed. 

at tow prlc~,. (.4S) 1'b.is ,tUethod of distribution h~.d tbe 

In South Afrlea the ev.olut.ton o.f the distribution ot co.nsume:r 

poU.eies in oreer t:o satisfy .ebangifl9 ecnsumor purcha$ing 

.(49) 
pattern~.. · 



P.romOti<m is tlttf method of t~ling conaum,ere about a. eompany's 
. . ($<)) 

C!nt"kotinG .nix. .· .Ace(l.rdin~ to McCarthy the ba:sie obj£Jctives 

ot prQmotton er-e to infcu:··m1 :PC!l"SUo.(hlt or remind. (!it) Itt ott\at' 

vordoS pro!3Qtion is one ot tb~ most po'WeTlttl t.ools used by the 

f'im to influence consumer bohavi.our • 

. . ntter.r.pt to indue£;~ the .final net t>f purctuuu~.; 

"Adv~t"tis!n(J,. nclU.nth and aales pro.:~otion aru t1ireeUy con-· 

' . . ·.. (52) 
eerned with the eommunicaUon proet~Sih n 
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est.ablis'h n shared !'t common pi."eee of :intormat.iort, idea o~ 

t1 t.ti t.ude, with sotneone. ( S:J) <:om~nunication nieJttJ Wf!n <m.e 

system, .~ :&endcl"11 lntluenc(t$ another sy8tem, a destination 

o£ communietJtion is tounG in 100st ot' tb4;'1 lit~ratu:re lnc:lud .... · 
. ( 4} c- ) (trt).) 

ing tho 1li'Ot"lt ootu~ 'by Schrt;~;t:IQI" 5 Hon~y, '5S tmd l.eaV"i tt.. :1 

f-. f'irt!l ( th9 s~nder) ~ may 111se c~rtain \IITOrds Ot' :Sym'htlle ( s i{,fn.ale) 

published in a newspn~r adv~.rU.set~t~nt. (eftanllel) in order tt.l 

Pa.vi'fltOn ~11Qltests t.hat. tb(t eo111municaU.on ::Process .i.e: £ut"thor 

·COftlP'I icated by the :nature of tlle a.ud.ien~~ ... ( $7) 



scat belt~ i.t YAS found that one !!lt.ay comntUnicction waa ~t 

cff'cettv() in influ~ncing lower el.fu:eatelf peoglo. to Ql!lti! bol.ta, 

wbilc two va;y col:lu.tt1nicttt1on WfUJ most etfoct.ive in lnflutm.cbtg 

h:i.gbly educt&ted roopcmdent8 to use bel.t.a·.,t~·(Sl)) 



&Cti<Jn ber;etiei.el to tbe cadv:ertiser- (genm-ally th~ sate o~ A 

(60) 
pr-oduct or fl~"' 1-e~) n · 

ot it'l~o.~ or tnfpr'mation •to laf"~e numbors of C()tlaum&r5 at the 

(6:1) 
st>:m~ time.. "Advertsing in eny ptt:id tom ot' non-p&r$0na1 

presentation or promotion of i"h~fts, g:o-odn or tiOrtricos by a.n 

identtf'i~ epens'Or. f,(G2.) 

M&rly .,, the aost crtt.icfl.l -o'bj·ectives or purposes o"' a\1vertistug 
{6)) . 

Are payehttloaical. These ·objec:tivlJs i.nelud.c ini..tial ottont.ion, 



.• (64) 
roc:::ognition. 

the behtwiour ot tho ~J;ket dcpcndr> on A combina.ticn ot the 

showing 1.\ 11ude woman is likely to gain initial ~ttC!nUon. 

but. lf tbe rest of tbE: i$dvertiseme.nt inelo:ding tbo pa·odut:t 

poo.r s then tb.o cotu:"mer t .s unl i l(el y to bo inn uenced or 

t.\l'o different wny.a, simila.r to the t ... ·o bAr#iC fi.Pi{:lroacbeo to 

p.sychotberapy - the directive ~!.Vt'l the nott-li.Ure.c·Uvo bppr-oaeh .. 

Tho adv~rti.aer can tell the cctu'lu.me.r w buy his proclu.et 

·because it u-Ul s~tist}~ certain cO·t hie nee<fs, .or the AdVf.'l"\i.ser 

~;an do¥elop· a tl'l.enl1.ly $iJ\cere and undet-~tant1tng atmosph~re 

wbich sho_.s tbe benefits of. t'be pro~uct vitbOut dir(kCt inteu-

t'ea.sons £or the ~al:O$· growth. of C:jJ'If'~ain·beer C0Cpl:11'1iG8 l.a 

{66} 
attributable to tbe use of the tton•tllrtlct.ive ft<pproaeh. 

IG/ 



·coloU!". 

w~s looked n.t twf.e~ .;u~- long .u tb~l eo·tour a4vortia¢1l.lont awl 

turthermoro the s~alt!Pl~ ot women testt'Jd could ~ttret\11 a.JJ mt.tcl\. 

about. tbe blaek ttn.d 'WhU:€1 a4vertisement Qs t'bo colour 

· CldYortlsement .. <671 

The tromendoue grovth o£ 41<h·e.rti.~ing ~(liturelf over tho tattt 

t.venty yenrs. nnd tbe to-tal inabUtty on -tbc l;)nrt of -tho 

eon&~ ·to avoitl a.po$Juro to· .advort,~!ftg h~c g~rated much 



di'I!IOOJJSiOil'. On tbe ~(llUOt! Q.:nd &lllQGr'$ Ot adver'ti.s$,rtg,. ln 

1966 $2.8 billion wns spent i:n the u .• s·-·A•· on, 'tV edver·tistng., 

, 
ndvtu•ttsiftg in .1966 . ., and it is ea't:itf!at~d that ttd.a .f:iguro 

·C1.imbed to cv:er .¢:200 mU.Iion: itt 1968. f 6S) t.nten :St is r.ealla~d 

that tetevtston i.s; .only one ot thee many mc:(Ji'a used by firms. 

tho totet tllttount ~!pent on. ell .achterti:s!ng in 1\Jl!eriea p.t~obn'b1y 

e.ppn:mebet'f J~f$() billion or :n$arty double the Sout'h A£-rtean tmP. 

tbnt ~questions are asked on the cfteeU.vonet;.:e and dang:e.r~ o"f 

DUlSe$ eel ling. 

·critlelrH"id by most .responsible c:.ompo.nies. 

doctrine. 

tU.rect eont~Mt to education which ts procal;Umnbly or!.<mt$4 

towarti tb e dlssemiMtion ot tru tb. · Ncv.ert'b.~1 cit$ the .flc,J. l.bl!l:ra.tt!· 

/6j 



porsuad-o and' ~onv·inc,o people to .l)¢t i.n. a way ·UJe;y would .cot. 

othentise -att .. ("lO} 

~- .atrteunt .epond ·01'2. advertising anl.'l. regard~et~:AJ ot t.be ttegr-~e 

ot <:'.ottt.rum~ ~posUre to adv~J<tl.s.btg ,. if 'tbci· tMsnagf! trn11smt ttea 

l~ of no intt:!ros·t to tb$ consumer,. o:e-" it it 1s ineangr-uent 

w.1th :bis c:cnceptttal wrld bQ i1ill not be· .infliueneotl ~ it. ... (?
2 ) 

'"'f.l·luae end d.®gere ot .advortisi:ng. Varu:e P.11ck-ord•e two 

£ntr¥0Uts boot(.s "'l'hc lUdden. P-CHuaderso(?3) and "Tiu~ 1\ia~rte 
(7&) . ' ' . . ' • 

Mnt~ert!f" · probably rep:r;uent tbe oxtremer 91le aon1nat. 

advertisi.ng: while comptU~tf)s such as P.roetor nn<-1 Gamb1o. or 



ttu.J Gal~JS manager 1 s 1\mcti.OS; is to p~.suade eust.om~rs t,o 1::n.l1' 

the fir-m.ts Jt.f'torJ.nge re:g~rdleec; o£. their :nature. 11·(?J) 

but tb:& es'tu.b1:lshme!'1t o.f· a relaU.onsbip conduetv>& t.o continued 
{76) 

sale!\ or r.epel!lt purcbases .. " 

UDed tn ordaJ' to eomtJ~Uni.eat~ c COtftPoti¥"'& message to c .l.~ga 

number .o~ people at the. samet tiae SJftltln~r seekn to CI"'a.to a 



. 
bwolv&s -p-roblema ttuat c:~ b& bncdled .b1 no other ~ttaY; on4 

t'i"~UM'ttly personal ~~lttng augments a partteula.r· nctv(!J"ti_,l~D 

strategy .. 

"'lrhe is merlous d:!l'ticult.y though in flncUng mueli behnvlou~ol 

se.t~ee t.JBterlal .relatllt! to tho sal«!S t'tmctt,on. n(77) MoDt 

o'f ttu~t relevatlt infomat..tori bas already been dealt td.lh in 

the rsoetton on tho diffusion prceess ttnl!l in ·the aectlot'J: iOn 

This theoey suggests that. a salemnan noede a ~~Ire 

<rl tbinQ$ t.o -,;.a:y nnd ao ( stimult) ln order 'to· brl.ng· 

... . .. 
2 •. Selling fonmla. ... att-enti-on interut desirQ aetlott 

.(AIDA l~ This theo17"' involt.relil the tuunmpt!ofl that 

-all cu~Stor:~er$ 4re 4lf.k:e• ·$f!d. tt taken· thJtougb t.he. 



A t'r.equ(ftlt r~ttnl t ot tbi$ tbcloey ts ~~ eanno4 st~l•'$ 

presl!tx~ntion wtdcb ~akos no ~oQ)li~o ct 1.-n.dbriduat 

3,. t(eod, sa"tiet"~c'tion theorr ubie.h ntt~~~ w gcmera:to 

rJo.hts- by :ttndin9 out and Sfltie1'l7tng eu&tom~r needs .. 

lt 16 gefl~r31ly used in moJ""e ccrtous a:ftd eomptos snteo 

situat!on.s.<?l.t} 

is not unltke tho .thcQJ"Y ot ,t-onttm-sld.p itt whkh eurpa.tby At'H1 

11oslb111ty Ql"e C01l$idored the major .I"'qui~euts ... 

Many leading a.ca~:emicians .au,ggest tltat t.be per~ sclU.no 

f'unet.1on lt! today boi.ftg ;re!legatGd t.-o c minor poettion b tho 

m~t.i.ng mts .. (SO) (G:t) <Se:) liol;$ter anti Dearden ehailtenu~. 



e® i(li1d s1tould pbty· a ma.jor prtrt. b:~ influ:~eing eonwmer 

bdtavtottr bf provicling ~i"'k:et .tntorma,titJI'l -on sftl.os,. proda:et 

. . . . . IOJ) 
nati.sf'aetton, eompo.ttt.tvc:t strategy and priei.ng pollC'J'. · 

~ 
! . 

cxGrt pet'bap•r tbe UJ'.eat(;at lJ:l.t!Uencc ·"On e:onstner lteba~.lou.r•o (Bf~) 

tlli$ theory takes on turtber val.ldation. when one eons:l.,61".~; 

too ~J:-ta11ce of tho· ehm:lge :Q{Jent b-1 t1}o~ dittosion p:roeeac-. 

tn the ~t.ssemination ot product· intortna.tion and in tll~ a.-en 

ot .opinion 1'ormation. 

In conclus~cton, it i$ tnt·ot"ostln; to lt()t~ tha.t tn a l"O$eM"Cb 

proj:ec:t ...:.on.dueted Qfi tbo a?stS.ngs ot: s·al:.-~ b7· aal:tt cutJti>nlSG 

rb& m1:u~t. higltly resent&d ehara:etor1st1e -ot ea1eeen was high 

pres15t.ta-D i:ac.U.cs 10 ( 
85) 'rnble v. ::t shovn tbe ratings ot 

!6$ 



'1'/l.tlLB V l · '\.. 

l• Frl .. 1y at.titu6E!t 

2. Desir.e to be ot l'lolp 

S· !'n<l"i'Qugh l.."'tlowledgG of m~ebfifttU.so 

~. P~t:hme~ 

1• iJ!tJ-t.inct co~:t .epeecb 

8.. Prc>mtt~oas 

.. 

Pet'\eentag:o 
Ch'ooetno 

167 



j)O 

· Pseontaae: 
Choo•lna 

·SO· 

:2~ O?erl,- bel:Pf'Ul tS 

3.. :ta~ of' tmovtottoe of a~an.aiso 

'" L~:ck of lnt(:».".fl&t ic eustomQt~ ot mn.t.a"~t 

1• Slurred a;p~cb 

8.. Vta'tehdog atttt.ude 

• :t l ... t 



The tinal e.,apf!et of J)l"omotiqn to be .¢.cnsid<.ar1l'd iR attl.taa. 

p:trOmotlon.t~· :Snles protfKJtlon involvEts t.b• deeiQft and ~J.• ... 

trtwtion of novel ties, s.to:re sigM, eatah!gt(es, directory 

rote.l!"Gnt:es, eireltlar$. sales <h!t!!Onstra,ticn.~~ ator~ dl~A~.PlO:f•• 
",, 

t.r«4e shows aad ether non ... recu.-rlng aml!ng effor-t~ 

b!e March ftles volume,. ~11 Qt th~se &1'4> esampte• of sates 
Ul?) 

promo tton,.tt 

I '7! 



4. 'tboy make l!d~erti.i'Jinu mor(! 6t':t4)ettve tb~U:gb 

. . .· . (8';!) 
anmple$~ coupons. pr.~iums ond eante:et-~. 

o:r partteu.lar 

. biObar pric.es, nn<l t.o a. duping o£ the ho.u:trew£f'e· into ttdntdnu 

.she :ts getting son~othing £or ltottliP!J• · .it 1$, in itaet J not 

uncol.!llttOn i.Q. the tJ.S .. A. to find v.O'alen lu\owJ.nnlY pq:i,ag .or«.l 

addition. tradi11g St:iil!P~ -t\,p~al to tho gam.blinO bwt:ine:t -of 

lilA~ P1'JOplet they ~lso t11ake a game oU~t ot ahoppiog, and 



.· 

glv-in,g -tt~e .ap:poo.r,anee o t .$011: .l:ng .stamps ratb(;r th-ttn ~heir 
... ((J } 

USU:d; J)l"t'HJUC.t.n. 9 

ccat.,, ol" Q. '(~Jt;t,U coupon \i'Ortb :roc. or 4 ltami.!y .td.ze pack t-oe •. 

t:>tt,.. or SO .oz,. ot cottefl in -a. trtJe glass earaft\ At.t bav.e tllt'f· 

ot this 1'3-ct., Sb.l~t; _ptomot.i(:)ns do :p'f'OV1de eonsue~m ri tb 

ectU'a~ vbt!th~r th6y ·!lf'e· price ..-e~ucU«m#• ~~ Oifht mora 

eotton also $erv~~ the tuncti:Ott of p~O\tl~lng eon~mom vitb 

lAttn"'latS.on ¢1) sMu~ittve ttspocts ot li.£a~ .rittWoly tax aav-tnn­

b9net1ts. ln tbie rogo.ri •. ealeS< pr:otDOtl!on ttppen.rs to be 

ot f:rit.h::al ~luo. (90) 
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Sboppinn DehnvioH.r: }\n tntegr.'ltad ~iodol 

. 
f,hoppinq BehaYi.ou.:r: A Hodel .of Consumer Behaviour 

c. A Model of Shopping Behavi(:HJr· 

PI'O(lu-ct and Brand Di:tf'erontiation: A Model ot Consumer Bsbnvlouro 

l:'htegt"atcd Model o£ Sbopping Behaviour. 

A.. Integra.ted Model 

B. Additional Methods of Cla.ssi.fyf.ng Produetsc 

c., The l~odel At1d the Env.ironm-ent 

Chapte;t" X. 

'l'el!;ting the l•iodel ... Product Seleet.i.on. 



.. 

In the first six chapters o:f this .st.u~y.,. an extensive revlow 

·o·f tbe 11 t.ef'a:ture bn coneumer beh.."t-viour \f'aS under-tatum~ 'rhls 

survey of thC! U. t·el"ature w.a.s necessary tn <Jf'd.et' to develop a: 

tremework. upon which n model ot on~ asp~t ,ot eonsu.,.~r bob"ttiour 

eould be developed. 

TbG modo! 4ov~opea tu thls nrtd the next. t\VO .chaptel"'3 relat.® 

to 'the shopping· 'bebaviour o1' consuft.1~Ys .nw:!aSu~ in ten~s ot 

'the tlme sp.;mt prior to making .a purchase. ~·model i·s 

i:ttt~Cndt!'O. tO bo oprat-atlve., and -empi.riC-41 research wilt hn 

condueted b'l Ol"tt~r to tuet the validity o'f tM modEl! .. 

trtto\lgbt:v speaking. models at-.e tht'M)ries or tbeoreU.ctd 

eonotru.e.ts,. Tho term model baa 1 .. eeent1y ga.ined t.tsceudnncy 

over tbe tom tbet')ty. Usa1}e J)'enaits a 'thObi"Y to- be· expr.css~ 

'V'M'bally. but a model ia stat~dmore pr.ae!sely eith~r in 

pbysle41 t.erms that permit :concrete teprnsentatlon or tn 

I'll 



mathematical t~rms that
1 
requl:re eymbOU.e ~4 uaarabi.guous 

eX!Jression o~ !.t\.terrelationships" •. 1 

amptlty «ystems,,. · The model seeks to int'Grre1at:u thoae 

varitiblOS that vitally effeCt the bGba\l"l~Ur' Ot the SJ"St(!Ul 

without. c:t:ut~:ring the system with minor .or ins:ifiHJ.tlc:nnt 

Aec~:urding to Gretm .a:nd .Frank. na model consists of a repre­

sentt.l.tb:m of Some real system, expressed bast.ea11y in tems 

ta.ininl') sonut specltications of how variab1e:sJ i.n ·th~ modal 

. should be maaaured:n 2 

Models may be· elassiiied lfl several dift~rent ways. Oils 

me~h.od c·ou1d bo in terms ot the decislort :malting Dature of 

models tor· deeisi.ol'll'&, the model· does ttot rapremont the deCi$lOD 

procoss it~el£ but the si-tuation in tho external wartd with 

"ga.f'd to. Wbi·eh a .-de'Ciston must bo made(! 3 

.. 



~o dist!uguitdl&s botween ___ normntive and descriptive. modtlla.-. 

Nonnai:.lve ~UJ>d<!l.a are: doaeripUve U'i th respect to al tomato: 

atld l'ias~rlptlve models le ·c:t gr:oatest uae -when ~he t:wo are 

-v bmed ~s bfting lnt:orrel!lted. -6 

ot a ,cours-e of' action, inost ileser-tptive mo:del.$· in ·tnark.eti:ng 

erG ~ugoesU.v-:e· ,of pot-eiitial no-rmativ-e mcdela:tt7 

daeisi·ons. Bl::tt.b at~pt to ·explain. o~ impr,ovo understandlncl 

o~ pbtfnomana not .tmm~tUately :r~lated to a pa-rticular dec!si$n 

.. 



d~scrib-e, or underato.nd the ph~ncnnenon ot shopping behAvi.our 

f.fl. t-erms ,of .0. series of fnter .. relat<ad Vi:U'".i.ab1Gs. 1\s itt all 

opar.attonat nu)d<!ls only those variebl,es tbnt. .are of c.r:itica'l 

importance will be ebnsidQred. 

tbG nwdel it.sel£ is developed ln two .stages or 111treams.o 

1'be first str$am rela'tes to the ,ef:fnet of prlce,1 ,dhrtrlbut;lon 

,&.ttd b:OJUO{Jef.Ud.ty ·Of available products Oh shopping bt'ihtaVJ .. OUro> 

Tbe second str~nm rehrtes to . the eff.ect ot t.h~ stattts .l.mpartlng. 

:qualitie:& ·ot' a. product or brand on shopping beba\1'i·our. '~llese· 

two streams: eonsU. tutc "two separato. models. Dotb models 

ar& combined ln Chapter IX to .give nn. ovora.ll model ot: i!Jhopplng 

behaviour,. 



.tn o-rder to facilitate the empirical work ot this th&sis 

without Jeopardising t~ validity of it.c; flnd.inos. it was 

dooid~d t.c limit the study of purchnslng behaviour -to one 

this produet 

tbe home to provide greater ccmvenlence and comfort :tor- the 

family unt t, It does .not irtclude products de.atrgned for 

appliances or eloetr.ic tools. 

·views enabled t.he -w:riter to develop a. eompre'lu~nsive t"tst c:C 

electrical household a.ppl innces available in Greater Cap-e 1'cwn:.8 

1'ab1 e XI1.1 .i.s a list o.f all household appl ianees ment.ioned 

by t.ht'l two .respondents. 

The -objectiv-e in selecting this p.roduct ~Cateuory was t.he 

extent to whlcb it gave a representative 1ndication -ot gcn~rild 

purchazing b-C:baviour. Out ot tlde 1 iet -o£ 2~ products, tonr-



vore se1~et.et1 for study in this thesis.. T1m methods lt'Ol:"e. 

used to rati.;>ttally ;.sal~t th4 :rour products ~or Mall'£:h~e .. 

1'be first method .r0lates to the nature of shopping beba\tlour 

for appliances, and the e.econd method rela.t.~a 'to the status 

imparting qualJ:t!e$ of produot$ and. or 'brands. Several 

otbar methoda of' categoriaing prQduets ar:e also .esaminecd in 

orfier to dGtermine tbi:l val i.d.t tY il:£ the tw ,t:I1Ctbotia net()etetl~ 

A great d(}al bas been vri.tten on consumer shopping. bebavl01.1r1 

inelufii:ng ttteories and r~seareh on wby • f'of' ~xatnpl~~ consumt!r~ 

purt!l'iaee eer•ta.in product:s at one store and otooi" produ'Cts at 

a second store whet~. llll prQ~ucts c-ould have-.benn pU:rtchAs.ed .at 

on:a ou:tl~t. 

analys<id in th-e .t.irst six cba.ptera and in this ehaptar ezte· 

typo. o~ .clASSi.ficntion .system truit.nble ~1sr · t.bo mel..ectton ot 

produets nec.et~sary to aaalyee consumer purthnsing behr1viour· · 

in Greater Cape f'ot.m will 'be cone.idetM. 

)1CCat"'tby9 ha.r: sugg(!st:ed a classi.ficatlon system based on 

the natur~ ot tho product. Goods ar~. brOlton d.own into 

four major categories - .c.onv<Cnittneo gOC)d.S't shopping g.oods; 

epecia.t 'ty goods; unsought goods. 



on eonvenhmct~ ana intensi.1rity of distribution'" 

'1ft be mof"e elqlens!vo t1nd 1\0rt sto.ndardi-a!H!rd, with 11. rel.a:tivcly 

elaati.e demand beeaua~ o:f' a l4ide range of substitmtos .nvo.U.n"" 

3nd tor whf.ch they are willing t.a m~ko a speelnt. puftbttsing 

effort" ... 11· , Drllftd loyalty is usually strong .tor specialty 

c;.t or nDt. p~sently .mot\:vnted to buy .• 



l.oea.tion ond :slze <>t family :4ftd a large number· o£ environmental_ . ..· ... . 

aJ:t~ poliU.c:at conditions.' 

It t• hypotbes'ised that the fo11owing products o.~ all eonsiderad 

eonV'enience goods by the rna.rl<;et.. Br-~a.tl, eUk. eboeoln't.f!l 

slabs, cold d.rinks and cigarett'(J$. Bread and mUk .are pur•- -

cbnsed fr-equently., brand 1oyn1 ty is lo\11• pr-lce .. and qual.ity 

().f eorape-ting brand$ do not varY g¥eat1y.. Ctuu:o-late sl~bs ofld' 

cold. drinltt.i aJ<o purchased :trequentty, priee: is not a erit:lcal 

' . 
Brand lort$1 ty however may be- s'tPOng £oct- a 



is lnt~ni'ltve. . Cig.@.rettes. aT~ freqt.u:mtly purc:bt=u:r~d an<! 

fntensi:v·ely dbtribut~ad" . 'Brnrtd loyalty ~robAbly extends 

The trel=E!etton of a group o£ prod.u.ets that fall tn-to the 

.t~hopping g:Oods eategory is based laf'g(!ly on observo.t!ori and 

Upl)tl res:eareb. eonduc:ted in the u.s.A. 

Itt tho U.s.A.~ the e1aasi.-ca1 iU.ustra.tlons of' shopping gotHh'; 

A toaster or 

of apptitt:nees)fo:r- examp1GJmay alflfo affect the!r .enteOt'lriza.t!on .. 

. . . ~ re:trigerator) J'or examplsJ is 'lese intonsively di.atr.!buted t.han 

its distt.'lbntion, and the honiOQ~ne.H.y ot cOttlJU!ting PJ"'Otlucta. 

'ftt~ d"Ogree to ·tthieh a product is eonsider"i$tl t.1: shopping. Oood .. 

· witt t:hen d.e"tormlrat~: i t:a distr.lbutiob c.- e!q!Oerure r-at-o,. 



-
lt. could .also be bypotlJ.e.sis.e.._, that the oxtf:!nt o.f e¥posure 

eonsl,der n produet A!: a shopping good.. ·lntUe tbl!# mny &J>pear 

~ pro'b1ettt ,of" s~tics, it is nevol'"tbel,ess e.,-.i:tlcal · ln an 

(IV.t;tluatlon ·Of :consumer behaviour .. 

is the ii1itiator <:~t business acthd.ty and tber-otore it 1s 'the 

prc'duet o1posure .• 

. goods eat·efJOt"J' the following ~ariablall! were cons1doreds 

(1) fbe ru.tture of the product including it.e eomplmtity,. 

lila i:nt.a in it. (2) The price of' the product-. 

spent i:n shopping And comparing availabl~ s:ubst.itutes. 



1'he degree of exposure is here considered as a .factor deter .. 
' 

The rationale behind this is thnt untit tb.c marketi#lg 

• eoneept becomes ~ore gener.ally operativ~.,. supp'liet"s wi.~l rtis•· 

tl"'ibute on the basi..s of historical trends,. and eonsumf.l!rs wUt 

be f'oreed · i:o .shop on this ba.s i$ .. 

t,..,end is however only beoinn.tng, and bas not: y.et r,adicaUy 

a1t~red th:o tradi.t'ional chn.nttels of di,stl"ibution. 

btl con.atdered a shopping .good. 

tnetudcd in this en:tegory but involving di1'ter:e11t d~grees 

ot sltopping and distribution are the following products -

bU.es, Vf;lcuttm cleaners .and electt-ie sba'V'~rt;., 

N:c a:ttenU.on has yet been given to other .factors t.hnt .attect 



Health givili!l pr-oducts, status impa.rtirtg g0ods t1nd n~ 

produet innovations vitally af.f~et t1\e ext~nt o.f ·eonsumer 

· ebopplng.. 

Ct!rtairt proauc~.s are eonsideretl by eonsum~rs to have unique 

ThE~se &peeiAlty goode generally have intt!nse 

Prico te no.t 

usually tlte primary factor i.n. consumer eboiee of speelai ty 

tn most count.ri~s. Jhow<aver, eer·tain pr<odueta do .flUalif'y as 

spceialty goods, i'or exatnple a tlior t'fri:!ss, a R.o11G Royce. 

eertain mak~s of cemeras or b i-fi equipnu.:mt1 or unus~l GHd 

such as status, innovativ4:rt'less, class an4 aophlstle:atlon 

d<!te.rmlno the degree to which people consider a produ.et 

192 



... ~. . "-. ~ 

E<'rigidalre or Shredded lvbent... . The distribution of these 

J't"Oducts 1 boyever is ttot ex.elusive and tbf!y eannot th~rE:ttore 

be ccnsid~red as true specialty goods .. 

and i.n South Af'd.ca. A recent sut'vey of Dantu buying · behav:tour 

watche~ and certain pharmaceutical p!"oducts bn.md loyalty wacs 

n (:,r:oitica.l faetor in detet-mining p!lrcha~lng bohaviour.14 

· suitf!s, espeeially the 1Heky F.r0emart. line, a1.$c ·qWtl·il)- as 

t6 
-sp~eialty goods ft~:r tb~ same reasons• 

173 



behaviour .. 

., 

This ~an be syviboU.ca.tly 

'I'c < ..rsll 

T .,.. time spMt.compnring. variou~ oompettng products 

before making a purchase 

C = Convenience Go~ds 

SU e Shopping Goods 

S = . Sp:ee ial t.y Goods 

It follows trom this that shopping behavioUr' and time are 

sy"non.ymous in th. is study 

SB == T 



Th.e classification. of products by shopping behaviour e.l\n be 

quantitatively represented by the follo\f'i.ng function. 

wbero 

sa = t C P, n, tO 

SB = Shopping behaviour 

P • Pri~:e 

n = Homogeneity o£ the AVaUable ·Cantpcti.ng products 

0 :.~ tntcns.tveness of dif!ltribution 

It is not poasible at this stage to indi·c::ate whether the 

f'uncti.on ia lincnr or non-linear. lt is necessary to note 

however thn:t the amount of time \t) that consumers spend 

shopping is a tunetion of the pro~ or the vnrlables P, D .o,nd n~ 

end not a t'unction or tho ..!!!!!!. o.f the three Vllriables. In t;he 

event -Ot any of the three :variabloo being o. th~ .function 

itself would be 0. If) for example) the valuo £or .distributiota(D) 

was 0 then consumers c:ould not and would not spend any time 

ehoppi.ng, regardless ot the values torlP)tind(H.) In other words 

for- .sl\opping behaviour to exi.st each of the three variables 

must be pos!tiv~ .. If the function wa& expressed in terms of 

the sum of the three variables then SB eoultl eXi$'t i.n spitt! 

of a 0 value for one or more of the variables .. 



Tho h)'Pothesis :i.s that the function of ahopping behaviour 

i.':l expressed in the following form 

where 

SB = (K ·:~: P :ac D x H) 
1 

K .... a constant) 0 1 -

The value ot tho constal'_lt K1 can be tixed for any produet 

or category o.f products and hence the actuni value select~d i~ 

nGt re:l evant to this study provided the const~nt K
1 
> 0. 

The above hypothesis will be testad in the rest ot' this study. 

No .attempt will be ·matte to determine the value o:f K1• Tbe 

equation w:Ul 'bowevor be used to determi"e whether a ranking 

of products in tenus o£ SB ·is possible frc:un the equation. 

The tunetion then states that the greater the product of the 

variables P, D and H the greater will the amount ot time T 

spent by the consumer on shoppiniJ beha•iour SB. 

It ean also be sto.t&d. that tor convenience gQods the produ.ct of 

the variables P 1 D and H will be low; while tor shopping or 

spseial ty g~u;)d.t; thE! product wUl be high. 

All three variables arc measured on a continuum tr-otn o .. o to t..O, 

In the caae of price P; the continuum moves :fr.om a low value 



com!)etlng pl"oduet.s, the reversc takes PlAC'O.• · the cotlt;tnuum 

£or 0 .ana H moves 1'rom 11. low value. ot o.o lt:tr intemd.v$ dis•, 

1 6' 1 8 

I 'J) 

rnterud.ve tsxclutd:.ve 
,,iatri.bution iH.sul.buti<m 
~ ~--~--~----~~--,----~--~----~---------~----- n . 

0 t 2 .3 1.!) s 6 1 6 9 t_..Q 

~tmlOflG'fie'OUI!l 
Q-roil.uct 
tfforl:ng 8. 

1 ' 6 7 t .. o 

Heterogeneous 
Produeti 
of.fering H 

Jt ean bG theoretically ~Jttated that for .conv-enle~e goods tbe 

sum ot the variables P, n and H wilt be low wb.Ue tor sboppt·ng . 
. or spec tali ty ooods tho sum td.11 be high. 



product lf!xtrente.s are ·taken .su.cb es .au tomobi1es .mtd b.t'4!fi4, · it 

ean be hypothe1lised that Q.u.tol:t'lob:Uee hs.ve a high p:rieEt P of 

O .. ?, .a. ·s.ehtcU.ve distribution network n of' 0 .. 6 .aftd a 

heterogeneous product otterillg H O·f O.fl... "rbJ.s Ca,tt be 

.eapl!'essett ln the-£el1cnring way. 

SBa c (K
1 

x P .X D. X U) 

SBa = Ut, ·.X 0.1· lit 0 .. 6 K 0.8) 

3Ba .• o. :u6 K \ 

a •· automobiles 

sna ~ ·336~r.epr.esents tbQ .tf.$ount o~ ti1ne T ·etmsumers spend 

.llthOpping tor· th& pro('tuct in ralation .t;b other products. 

ln tbe case of bread the prod~;~c-t bas ;a. low .pri-ce P o:f 0.1 

tm•' intens.lvo distribution net:wortt D of O;.l an4 c bontogenaous 

of ttme 1:' s.pGJit shopping wU:l bo 

SBb • (K
1 

X P .x D 1t U) 

Silb = (K
1 

:It 0.1 x O.t X O.t). 

S&b ~ o.ooa V, \ 



Low 
·~----""' 

this thesis the mal"ket ,bf!!no at~rv~,-ed !l! l:lomoga~us tmd 

coneaquently the :fUnction can. be usatt to Cfitegorlae t.bcl tbllr· 

appl.itrusc.os sol~eted £or ~lrieal dalysle. 

t"he statenrent tba.t ahopping be:hav!our ts a fttncti:oa ot priee 

dlatri~·t.iOH and tho bomogen.t!ti.ty ot th.G avai.lablG eornpetlftg 

products .ts. not intended to signify Ulat ·IUJ otbw \"airtabt~a 



at te-et shopp.ing. 'behaviour • 

. in,diea,te those variables tl\ftt arc ot grea:test /J.i.gnifie:ante in 

.:bt.tluertcinp tbe time spent by consumer& on. shopping,. 

This ooa.t·y,tds .of shopping behaviour ~s constr:abted. by one 

giv.cn ;h. tbted var.iabte. 'this variable relates tc eonsumar 

.ex.ttttln.g prG•disposi<tton to purchase. whether o:r not the 

o·ction .aetua.U.y tn.ke.s place .•. · 

Impulse purehatd .. ng is here considered to 'be .n. sub-conscious 

prod:tcpo:d.tion tho.t. becomesoperat.iv.e at tb.e- time of ·U<ke 

impu1so purchn.eing is i:ncioded ln t:he category of goods tor 

which ·:COQ~umers .al.rea.dy have a prod.is.p~sltJ .. on ... 

not mean that $hopping 'behaviour in the 'PQSiot oJ" tuture, <;$.Drtot 

be ,a,naty.sed but ~rath~r t:bat predtsposi u.on twlllt bnve existed, 

dot!s .md.st, o%'· will exi.st betore an tlnalysl:Ji -ca11 tnke· place. 



. . 

Cane,~!,,~n.ll,X, .~ zero value of 'redisposltloh •ill. b.owe•er 

result tn o. sero value tor all variables in t.1lG iunction 

t<t -consumer prodisposlU.on. · The ure11ter the .J11'cd'isptud.t;Jon 

to purchAse, 'the greater td11 be tho n'lft!11':eness ·o.f tbe pr:lee 

Jf' ~a.nsurner predisposition Pt !~ 0f1 then CM$Utners l,.\l"e unll.kel.y 

to b~ awar<:G o~ either the pl"'lce distribution or ovnila'bte 

;J_OI 



tn t~ if::i:t thin study thoreforo the tunetlot'J Sil :t~~ (K
1 

:t P x D a lt) 

is only. op~~tive given 

ehOllPing behaviour ·.SS ts a . .fUnction of tttt~~ .PriCi!! P1 -th~ 

iutGI.'!Siv@mess ot distr·t.butiora D and the 110m00entt1t.y of 

t}Vailabto eo~petift(J products R• gtv..,n col\sumer pr~lapQsl.tJ.cn 
- . 

Pt be:ill9 greater t'WJn 0 and .consumer awar~s A of P,. D .aJld Jt 

tlt~ tbr-ee v-ariables P,, D o.nf! 'H l'-ce<U.ng into a eeU. wttll. 1=-'t >O 

ll7td.c:b results in i '::?A/ o. 1'be tll'Otlei turtber .sbOwJJ a -call 

w-itb. Pt .s;'O whiCh resut te in A ~o. 
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CHAPTER . VIII. 

PRODUCT AND BRAND DIFFERENTIATION: A MODEL OF CONSUMER BEHAVIOUR. 

A. PRODUCT AND BRAND STATUSi 

In chapter VIIi a model, was developed, of consumer shopping 

behaviour ·in terms of the amount of time consume·rs spend 

~:~hopping beft.>re ·making a decision. 

In this chapter, a second model of consumer shopping behaviour 

will be developed. This model classifies products by analy.sing 

their status imparting qualities and the eff'ect of this sta.tus 

on the amount of time consumers spend shopping before making 

a decision"' In chapter v, it was shown that c.ertaif1 products · 

connote status in the eyes of the consumer, . and in tbe eyes of 

the consumer's reference groups .. 

In chapter V ~ status was def'in·ed .as the posi.tion of an ind:i.·-

vidual in the prestige system of the group, organizati<>n 017 
• 1 SOC1ety,. In this chapter, product or brand status .refers to 

the position a. product or brand occupies in the prestige system 

of the group, organization or society~ 



A ret~rence group was defined in chapter V as "any group 

with which an individual i~dentifies hitnself sueh that h& 

tends to us~ the group ns n atand.ard for sel f;..evalua.tion. and 

as a source of his personal values and goals. The reference 

group of' the individual may. include both mentber.sbip:;~ groups 
: 2 

and groups to which he aspires to belong" • 

In this chapter the model developed relates to the status 

of, or ranking of, products by the consumer ~nd his re:tel"ence 

groups, .and the effect Of this status on the amount of time 

spent shopping be:tore making a. purchase decision .. 

From pat"ts ona and tt~o of this study, it was seen that buying 

is both 1m individual is tic and .a socially conditioned a.~tivi ty. 

Consumers are practically al:w.ays influenc~d by wha.t others 

buy, especially those persons with '~hom they compare themselves 

or us~ as reference groups. 3 

In analysing th.:! effects of product statl.ls on purchasing 

behaviour, a distinction must be made between status imparting 

products and status imparting brands. 

tn Cape Town, for example, fish is not considered a status 

imparting produetJbut Romanoff Caviar most certainly is a 

status imp~rting brand of fieh. 



,, 

The major factor determining a product's or brand's status 

imparting quality and reference-group susceptibility is its 

conspicuousness. 

There are two .aspects of conspicuousness in this particular 

context that help determine referenee~group influence. 

First the article must be conspicuous in the most obvious 

sense that it can be seen and identified by others. Secondly, 

it must be conspicuous in the sense of standing out and being 

noticed. In other words no matter how -.risible a product is,, 

i:t virtually everyone owns it, it is not conspicuous in the 

4, 
second sense o:f the word." 

An unpublished paper by Glock suggests an interesting .method 

of classifying products and brands based on status imparting 

qualities and reference-group susceptibility. Figure VIII.1 

is a modifi~d example of Glock's class.ifiention system. 

"According to this classification a product may be susceptible 

to reference group influence in its purchase in three different 

ways • corresponding to three of the four cells in Figure Vtii.t. 

Reference-group influence may operate with respect to brand or 

type but not with respect to product (brand + Product-) as in 

the upper left cell, or it may operate with r~spect to brand 



and product (Brand + Product +) as in the upper right cell 

or it may operate with respact to product but not brand 

(Brand- Product+) as in the lower right cell. 

Only the minus - minus items of the kind illustrated 

(Brand- Product-) in the lower left cell are not likely to 

involve any significant reference-groups influence in the 

purchase at the present time115 

Figure Vtll.1 may also be viewed as a classification system 

by status imparting qualities of products and brands. If a 

product falls in the upper left cell (Brand+ Product -) this 

means that the product itself is conspicuous but widely owned, 

and consequently is not status imparting to the owner. 'the 

brand o£ the product however is also conspicuous and due to 

the clearly observable variety of makesavailable, the consumer 

is able to distinguish his status from that of his fellOli 

consumers by purchasing a brand of the product that is not 

eommonly owned. 

A similar analysis would apply to the upper right cell of 

Figure VIli.1 in which the product and the brand have status 

imparting qualities. In this· case the produet is conspicuous 

but not universally owned, and the variety of brands available 

;210 
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:further distinguishes the status of the product .. 

The lower left cell (Brand·: Product+} irteludes those products 

that are conspicuous and not widely ownedt consequently product 

owner.ship connotes status. The variety b£ brands available 

however is either limited or not clearly distinguishable and 

consequently ownership of a particular brand does not itself 

impart status. 

The lower lett cell (Brand- Product-) includes products ' . 

that are widely owned and for whieh brand differentiation is 

minimal. For these products ne.i ther the brand nor the product 

imparts status. 

The grouping of products into any one of the four cell.s is 

not at this stage based on empirical evidence. Research in 

the U11ited States has indicated that carst cigarettes., beer and 

drugs are all Brand+ Product+ while air conditioners are 

Brand~ Product•• In South Africa no known research is 

available on product and brand status. Consequently the 

eategori2ation of products in Figure VIII.1 is based on 

(1) generalizations derived from research into the nt~.ture of 

the population; (2) on observatiorts and past knowledge of 

the market; (:3) 011 an analysis of the nature of the product; 



(4,), on the d$gree .of market saturation of the product and 

(5) on the ext~nt. of available distinguishable brands of the 

product. 

Clothing :tor example ie one of the most socially visible 

of all products. The tact. that all people wear clothin9 

eliminates the statue imparting q_u.ality and reference group 

inflU$!1Ce of the prCJrluct .. the brand or type ot clothing 

worn, h.owever 1 may vary in pt·icet colour• style; etc. a.nd 

consequently the brand owned is clearly susceptibl,e~~tatus 

differentiation. 

The Coloured for example will probably determine the status 1 . ) 

of a particular brand with ~eference to his own group or a 

group to tthich he aspires. Observation indicates that the 

Colour~d m~asures the status o£ clothes largely by what th~ 

\-rhite market wears and partic::ularly by what the whit~ .s~gment; 

which he aspires to, wears. So, .. for ~xampl~, c~rtain Coloured 

markets may use professiol'lal men as their refe·rence group.., 

Others may use t~enage hippies as their model whit~ st.ill. 

others may use the dress ot film stars Qr enterotainers as 

their yardstick for .status .. 



B. ·A MODEL OF SHOPPING BEHAVIOUR: 

1'bc .statement that status is a function of .conspicuousness 

can bfi'l f.!!xpr~seed !It the follo\iing way. 

S ;::: f (C) 

where 

S ==. status 

C ~ conspicuousness 

Conspicuousness is however dependent on visibility, therefore 

C = f (V) 

where 

V ~ visibility 

Visibility however takes two torras, 'l'he product or brand is 

'V'isible i£ it can be seen by others. It is al.so visible in 

terms ot its distinetiveness, i.e. tbe degree to which it can 

be seen and distinguished from other prtJducts or brands ct a 

similar nature. This can be symbolically represented by 

the function 

C ::: f (V :It D) 

where 

V = visibility 

D : distinctiveness 

F~bm this it follows that 

S ; t (V x D) 



It .is further known that both products and brands of products 
... 

have status imparting qualities. Product status can be 

represented by the function 

PS = f (PV x PD) 

where 

PS = Product status 

PV ·= Prod.uet visibility 

PD = Product distinctiveness 

The £ut1ction for PS is multiplicative rather than additive. 

This is because status can only exist if the product is both 

visible and distinctive. A zero value (of visibility or 

distinctiveness would make PS equaifzero. If the function 

was expressed in terms of the sum ot the two variables then 

PS could exist in spite of a zero value for one of the 

variables. 

Bra.nd status can be represented by the .functi·on 

:SS = t (BV x BO} 

where 

BS = Br<and status 

BV = Brand visibility 

BD = Brand distineU:veness 



Product status and brand status can be combined under 

one heading ealled Status of the total offering.. This 

can be repf'eaented by the £unction 

STO e t (BV x BD) +f(PV x PD) 

' 
or 

STO - I (BS + PS) 

where 

S'l'O = Status of the t:otal offering. 

The hypothesis is that the function of the status of the 

total offering (STO) is e:ltpressed in the following form 

SfO : K
1 

x (BS + PS) 

where 

K
1 

= a constant ) 0 



The constant K
1 

in the equation ,sa ~· K
1 

x (BS -.. PS) 1s 

identical to the constant K
1

· in tlte equaiion 

This constant is used to e~plain those behavioural eharae ... 

teristics of the population which arenot tneluded irt the 

model. As tlie populatiort .in this study is homogeneQu.rn in 

.tenns o£ age, income, occupation, eul ture, soela.l. eltu;r:,; and 

famUy fSize, the eon.stant K
1 

3.s identical for both models~ 

The model is designed to distinguish the relative amount 

ot time consumers spend shopping tor any series o.f produets..; 

By using a homogeneous population, :factors extraneous to 

tho n~odel are held. eonsta.nt, for 'both pa~rts of the model., 

',2/b 



<fb.o tuneticn ST.O ·t~: K
1
_ :t (as "' PS) mcu•J.nu tba.t t.bole products 

that :IU'tVe tdgb brand £~tAtua And b.tgb t;ll''Od~ct s·ta.tus 1fU.l also 

Aut0t11ebiles or(): b!gbly vteibJ..o aftdJ conmpt·cuoua in ·that tb{'fy 

ea:n bo. s~n by t111, this rne:ans that tbe ·produet vtt.d.'bU tty 

tn addi U.on 

not e:vet',.,ne owns an .cutttmobU.o etnd eo:tUH!'Dguentty they nre 

81atitu:u.v.-.,, tb.ts e~ean$ tba.t ttU!! product d.1at:iuetiv.enei:1S tor' 

In tAct tho PS: for autom.ob.ilos wt11 bo 0.63. 

PSa ,. :K ;t ( PV' lit PD } 
·t 

P&a .«J 1'\:t a (0.9 ~ O.o1) 

.PSa ~ K:t ·.,: 0.6) 



Brand status is ntee.sured by brand visibility 

and brand. diattncU.veness. Due to the large variety of 

aafo to co~e1ude that the consumer can distinguish one brand 

£rom anetthert and hence the br.a.nd visibility for automobiles 

ln addition the ro.nge and 

tlud.r bra~d from the brand of other consumors. A Rolls 

the 'bra.nd 

brand status is dorived by #1\llti.plying brand visibility by 

ns'a 1:1 Kt s (BV ·!It &D) 

nsa fli «.
1 

lt (Ch9 :c o . .-7) 

nsa ·ll:r K
1 

a (l.,63 

In order to derive the total st&tus of an o.utomobilq (S1'0) 

the v.al Ue$ for ( PS) and U~S) are added. 

StO&a = t<
1 

« ( P$ + !lS) 

SfOa • K1 ·~ (0.6.3 + 0.63) 

stoa e K1 !t 1.26 



A sintiln:r ptocn~edure ean be used to dovelop A value tor the 

total stntu.e of Dread •. (S'l'Ob). lta this case the valu-es .in 

tbG tun.cti,on 

StOb = K
1 

X ~PV :x PD) + (BV z SD)l 

If' we assume the t'o~lowingt 

BVb = 0.,2 

then the total status ot brGad hi:'Ull a value ot o.oa 

S'tOb = K
1 

s(cPV X flD) ..- (tW x Uo)] 

S'l'Ob e Kt X ~().2 S 0.2) + (0.2 X 0.,2)) 

S'rOb a! tt
1 

s: (O.OI• + o.o4) 

S'l'Ob = K1. s OoOS 

In order to make the va.lues STOa. ~ 1.26, and STOb c o.os 

meantngtu1t it ls necessary to relate them. This is done by 

vi*lving thom on a c.ontinuum with vo.lues ranging trom 0 to ~. 

Whore 2 would be the ma:dmul'l't Vftlue tbo.t eould be derived trom 

the funct.ion STO ~ r8Pv s PD) + (BV :11: llD)~ ln order however 

to stande.rtllao th• measuring prt;eedurt!ls in thit>t study it is 

desirable to at-c!osure ll11 ~aloes on a continuum 'W'i.~h a range 

ot o.o to t,.o. 'l'bis moons that the .function S'l'O = K
1 

x[ (.PV lit PD) 

• ( BV lt tm) ]will have tQ be di'V'.ided by 2 • 

. S'l'O e i K
1 

X ~PV 3: PO + (BV x BD) 1 



, I 

1.26 o.os 
This would now tnean that STO automobiles= and STO bread=~ 

2 ""' 

or STO automobi.les = o.6J and STO bread = o .. o4. 

'l'he two values can noliT be related on a continuum with a range 
... 

of 0.0 to t.O where o.o represents ve¥)1' lOtY' status and 1.0 

very high status • 

. 
Relationship of STO betwee.n Various Product 

~-+·--------------------~------------------------· High STO r I o l 
Low S'l'O 

0 o.o4 bread O!S6 automobiles 1 .. 0 

In chapter VII n model was developed which described those 

variables that influenced the amount of time T ·consume:r." spent 

shopping before making a decision. The model was deveiop.ed 

in terms of eonsmner shopJ>ing behaviour .SB 'Where SB and T were 

synonYillous .. 

In order to relate the two models 

and 

SB ~ (Ki x P X D x H) 

given Pt )0 and 1 ?-A )o 

STO = K x·(BS • PS) 
~; 

it is necessary t,o express the second model in terms of 

shopping behavioul' SB. 



It is now hypothesised that the status imparting qualities 

of a product or brand will influence the amount of time T 

consumers spend on shopping behaviour sa. Put in another 

way, shopping behavimir is a function of status. 

SB .= K
1 

x (S'l'O) 

This function can be .explained in the following way. High 

status products or brands are more important to consumers than 

low status products or brands,. Furthermore high statu.s products 

or brands are generally 'more expensiv.e, less intensively 

distributed and relatively more heterogeneous than low status 

products and brands. 

As a result of these factors, consumers are likely to spend 

more time shopping for high status products and brands than 

for lo\~ status products and brands. it is hypothesised that 

this relationship between shopping behaviour (SB) and Status (STO) 
'r 

is functional in natuJ:'e and therefore the function 

STO : K x (BS + PS) 
1 

can be eXpressed as 

SB = K
1 

x (BS + PS) 

This function is represented in the form o.f a diagrammatic 

model in Figure VIII.2. Figure VIII.3 and Figure VUI.4 

are representations of the model for automobiles and bread 

respectively. 
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FIGURE VIII.1 

PRODUCT AND BRAND CLASSIFICATION AS A FUNCTION OF STATUS 
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FIGURE VIII.2 

MODEL DEPICTING EFFECTS OF STATUS ON SHOPPING BEHAVIOUR. 
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CltAP'!'.!m . IX. 

nrr·EGRA'XED MODEL OF SftoPPING BEHAVIOUR .. 

A• IN1'E(at'~A1'ED t-fQDELi 

This study bt;:s now rco.ebod the point at whieh two primary 

shopping behaviour SB in tt!nns ot time t .• The 1'.lrst mo~eJ. 

of o.vaHabtn. competing pt'Odtu:ts H. This mQdel is ·represented 

by tho funetion 

sa ·= (K . x P 1( o x H) . ' t 

given. Pt >. 0 and ~~A> 0 

qualities ()f' products o:nd, brands of produete. 

repr~~ont·ed by the function 

SB = ~ Kt. ~ ~ s PD) + (BV x nn)J 

-+ 
SB = i K1 X (PS Tif- BS) 

Tbts model is 



tt i13 now necessary tc{ com'bl.ne these two modele in order 

to d:e~i!e t.)n overall measure of shoppihg behaviour in terms. 
., 

o:r time~ 1'he combined model can be oxprf.\'5saed b7 the function 

SB e (K\t ·X P X D X H) + ! K
1 

.X (PS + DS} 

gi.ven Pt > o and t-3- A ;:>o 

~ 
'ttd.$ model is ~iagranwatica11y repreqontod in l.lg~J.re xx.t. 

In ordet"' to increase the 1r:iabU ity ot this tnodol it is 

( necessttr,- to eat:egor!ze th<:t variables 

In thi.o stu~tegorbuUon is baeGd 

endooonous nnturo of the va.riab1es. , 

in some meaningful te.shion. 

on tbe &xooen.ous and 

~. Exogenous: vari4blos are here deti:tted as those variables over 

wblcb the eonsWrte:r ba~ U,t:Ue or no lmmetU.ate intlu$lce .• ~ 
_, 

In this 

model. the VArl.ables contained in the function 

SU : (K
1 

s .~ 3··D x tl) gbren Pt ::::>o a.nd 1 ~A/0 are ell exogenous 

variables.\ Tho J"'easonin.g bohin4 this, is that the price of 
' 

products, their distribution,. and tbe number or r~nge of 

avn.Unble competing products ore determined by the Qlnnui'nctuiers, 
.... ~ ~ ·~~l 



this statement does not contradict the generally accepted 

marketing theory of' the consumer initiating all action in the 

market place.· In this case the model seeks to explain 

shopping behaviour over a specified period of time, a period 

so limited as to preclude the possibility of the coAsumer 

generating any significant changes in the price di.o;tribution 

and availability of competing products. This tact does not 

decrease the viability of the model, it merely states that 

shopping behaviour as expressed in time can only be measured 

ov.er a specific period in time for a, specif'ic sample ot 

The variables consumer predisposition to purcb19;se(Pt)and 

consumer awareness (A )ot price (P} distribution (p )and homo­

geneity of availabie competing produet&(H)would not normally 

be considered exogenous variables as they involve an internal 

- . . i h . . f:t deetsJ.on mak ng process on t e part of the consumer. ~ n 

this model however shopping behaviour is subject to predis .. 

position being positive and consequently this \l'ariable 

(predisposition) will not be analysed but will be accepted 

\ 
as either positive or negative._.,' 

The variables contained in the function SB=K.(PV¥PD)+(BDxBV) 



are all la.bled endogenou~ variables • ' endogenous 'V'a.riable 

.is here defined as a variable over which the consumer .can and 

doe:S exercise some control. In other words, the status 

imparting attributes O.f products and brands of products are 

dependent on the consumers moti\"a.tio'ns, cognition.s and 

learning .. In this respect, the consumer.s perception o.t · 

himself and his relatlonJ:~hip with his .re.ference groups will 
., 

detennine the way he perceives the status of a product or brand. 1 

J 

Lit may be argued tha. t the consumer is an integral part of 

society and has little effect on the way soci,ety views or 

ranks him. His perception of the status imparting attributes 

of a. product .oi' brand are not only .an ifidi.vidual percoption 

hut a gr:oup perception over whieh he has little ()r no eontrol~~ 
lf this is the case, then tha variables in the function 

SB :=: K,. x (PV x PD) are partly exogenous i•f!• not controlled .... 
by the individual but the group .. 

.__) 

The fallacy of' this reasoning however is a.ppar.ent. when one 

realizes that~onsumer behaviour1 while not being an indiv.idual 

activity, is nt!vel"theless greatly influenced by the coneumer•s 

internal drives. To this extent then, the way a consumer 

perceives the.status ot a product or brand is endogenous as 

well as exogen(J~ but for the purpose of this rnodel will be 

viewed as endogenous .. 



s~ ADDtftONAl. METHODS OF CLASStFYlNG PRODUC::TS~ 
\ . ,. --

t'he model de-v-~loped. in thi~ study ie;; bas~d t,rgely on~wo 

methods: flf elassi :tying produc;ts ·Yiz by ·tb~ir· status 

imparting attributes and by the.ir grouping into eonven&ent:e 
. I 

sltopp:i.n~:or specialty goods~) . The £unction 

SB e(K
1 

x P x. D x ".) given. Pt . 0 and 1!.. A>() is ha;sed largely 

on the.tbeGry that goods can be classified into eonvenienee 

shopping Md ,specialty goods depending on their price, 

distribution and on .the homogen~i ty of eomp~ting products,. 

In this .s~cti.on, tour other methods of el.assJ.t)ting produ.ets 

1'hes.e methods ,of elass:i £!cation wbil& not 

~pe<.d.f':ically labled as such in the model,. al"e rteverthelE!ss 

part ()f th~ model i~ that th.e two.·pri.tnary fUnetiot)~ eneoropa.ss 

the .four addit.:i.onal el.assi:fieation m~thods~ 

Q:rodticts may be classified in tenns of their longevity and· 

hence trequet~cy ot purchase. Most productt; tall into on9 o£ 

three groupings~ vh:• consumer non-durables., shei.f pr<Jducts 

E1nd consumer durables~\ 
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{ Consumer non-durables such as bread, milk, el.garettes are 

consumed in a short period o£ time and are frequently purchased .. 

In terms ot the two primary ·models, it is hypothesised that 

consumer non-d~rables will have a low price a~d an intensive 

distribution. Furthermore the range of competing pt"oduets 

will be relatively homogeneous· and consequently c.onsumer non .. 

durables will .be convenience goods with 1 ittle· or no status 

~mparting attributes. , 

~ 

Shelf products e.g. alcohol, cosmetics, pharmaceuticals, 
\ 
are generally consumed over a period of time - as much as 

a year. These products are called shelf products because 

in-spite ot the f~ct that they can be consumed rapidly they 

are nevertbel ess generilll y purclta.sed and ~bel ved by the· 

consumer tor present and fut~re consumption. These products 

have a higher price and are less. intensivelr distr.ibuted than 

consumer non-durables. Furthermore they form part of a wide 

rat_lge o.f hetrogeneous competing and substitute products~ 

f Sh-elf products have more st.tttus imparting attributes .than <Jo 

consumer non-durables. 'l'hey are not conv£md.enee o.r shopping 

goods but a mixture o.f the two depending on the nature of' the 

consumer. 



Consumer durables eg .. appliances, automobiles and c::1otbes 

are intended to last for at ·least one year and oft·eri for 

as many as ten years. These products are not frequently 

purchased~ and consumers devote more time and et:fort to 

their purchase than to the purchase of non~durables or 

shelf products. Durables are expensive and selectively 

distributed., Competing, or substitute products, can be 

differentiated and branding is less important for these 

products than tor non-durables or she! f products~ 'Consumer 

durables are generally shopping goods or specialty goods, 

they are highly suse~ptlble to status~ and generally have 

more status .imparting attributes than non•durables or shelf 

p.roduets. ~) 

From the above classification, it. can be seen that tbe model 

d.eve1oped in this stud.y provides for an analysis of products 

in terms of their longevity and trequeney of purchase .. 



2. Price: 

(A further method of cla.ssify.ing products is by price_. The 

concept ot price however i.s so relative as to ma'ke it meaning• 

less 1,1nless viewed in terms of a known market segmen~ Bread 
~· 

may be viewed as being expensive to a Bantu in the Transkei 

but cheap to a white director of companies. In spite of the 

relative nature .of price, there i.s a relationship between a 

series of prices for any homogeneous group of consumers. In 

other words, bread has a lower price than whisky and whisky is 

cheaper than an automobile regardless of the nature of the 

con.sumer. This statement does not imply that the relation-

ship between the utility of a series of products in terms of 

pr.ice will be the same for all consumers;; 'the statement 

I 
does however imply that for a known and relatively homogeneous 

""-·· market there is a relationship between a group of products and 

their price~.. 'this relationship can be viewed on a price 

continuum 6£) 1 to 5, where 1 is a very low price, and 5 is a 

very high price. 

C) 
G.l u .c 
(,1 .... C) .... 

"" 
..... 
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In terms ~of the above analysis, it is hypothesised that 

I 
1products with a cheap price -w-ill have ·a shorter 1 ite, will 

be rnore intensively distributed, and will be mo.re 'homogeneous 

than products with a high price. \. 
I 

,....-' 

In other words products with a loll~ price are more 1 ikely to 

be convenience goods than shopping or specia.lty gQods and 

less likely to have status imparting qualities than products 

with a high price. 

3. }'feed Hierarchz: 

In chapter two it was seen that man has a reasonably well 

def.ined need hierarchy. According to Maslow all human 

behAviour is directed toward the satisfaction of a hierarchy 

of needs. 

( T.· hia need 

\cation. 

Thesa needs in order of ascendancy are: 

Physiological and safety 

social 

Ego 

Sel f• fulfillment t 

hierarchy is a further basis for product classifi• 

Products may be grouped in terms ot their need• 



\. 
satis£ying attributes. So, tor example, bread or milk can 

be viewed as products that satisfy man's physical needs~ 

Classification in terms of man•s needs however is extremely 

complex if not impossible. Most products satisfy a wide 

variety of needs, many of which are not even known to the 
\ 

consumer. j Even a simple product like bread satisfies more 

than just physical needs. According to Dichter, 11Relatively 

l.ittle bread has been baked at home in the last generation or 

so yet most of us still have o mysterious nostalgic feeling 

2 about the aroma of bread." The baking of bread is an almost 

religeous ceremony in some cultures. Furthermore bread pro-

vides sensory satisfaction, individuality, family associations, 

home mad~ connotatione and status to its consumers. 3 

Clothing is another example of a product purchased to satisfy 

a physical need namely protection from the elements. Clothing 

is, however, also purchased to eatisfy social needs that is 

the needs at belonging and feeling part of a social group.-. 

Clothes enable man to conform to group norms and to satisfy 

the security need by being accepted by the group. Clothes 

also .satisfy ego and self esteem needs. Consumers take 

pride in what they wear• and the phrase "no self respet:ting 

persons would be seen dead in that" indicates that clothes do 



satisfy ego and self.eatee~ needs. 

In the case of automobiles the need aatisfying attributes 

ot the product are even more complex and more numerou9 than 

in the case of clothes. In chapter two the neod satistying 

attributes of an automobile were described in detail. 

In spite of the difficulty of categorising products in terms 

of their need satisfying attributes, it is possible to suggest 

a tentati'\"e hypothesis that relates man's needs to the model. 

It is hypothesised that .for products that satisfy primarily 

lower level needs the life of the product. will be shorter, 

the price cheaper• the di~tribution more .intensive and the 

nature of' competing products more homogeneous than ~or products 

that satisfy primarily higher level needs. In other words 
\ 

products that satisfy lower level needs are likely to be 

convenience goods while products that satisfy higher level 

' needs are likely to be shopping or specialty goods~ 
~) 

/Furthermore products that satiety lower level needs will havo 
I 

fewer status imparting attributes than products which satisfy 

higher level needs. 

If the above hypothesis is valid, then th~ time T spent 

shopping for a product which is expected to sati.sfy higher 



level ne~ds will be greater than the time T spent shopping tor 

a product intended to satisfy lower level n&eds. 

4. · Risk Takin.s• 

Products may also be classified in te.nns of \the perceived 

amount of risk involved in their pur.ehase. ,In chapter two 

it was stated that nconsumer buying involves risk in the 

sense that any action ot the consumer will product conse-

quences whi'ch he ea.nnot anticipate with great certainty. 

Some of these consequences may be most unpleasant ar)d eon-

sequently consumers are motivated to reduce the risk of 
. 4 

unpleasant results when purchasing a product" .. 

The problems in categorising products in terms of perceived 

risk are similar to the problems encountered in categorising 

products in terms of price. A high risk purchase,for a 

Bantu is not the same as a high risk purchase for a white man. 

In spite of this, products can. be categorised in terms of 

risk for a known and relatively homogeneous population.. 'fbe 

relationship between a ser.ies of products measured in terms 

o.f risk ean be viewed on a continuum of 1 to 5 where 1 



represents products with a very low risk and 5 products 

with a very high risk. 

~ 
:J,. Ill 
Ill ..., 
.... ~ lot 
1.4 Ill ..., J/. .c 
) ~ ~ Ill I:D 
0 Ill Of"! .... .... •>'I e lot .c 

lot ::1 
~ >. •PI .c 

"' :. '1:1 Ol k 
G) j Gl .... • > e = > 

1 2 5 

It is hypothesised that the purchase of all products by all 

consumers involves some degree of risk taking, and hence the 

continuum does not provide for the purchase of products that 

involve no risk. 

In terms of the above analysis, it is suggested that the lower 

the risk involved in the purchase of a product, the lower will 

be the price of the product, the shorter will be the life, the 

more intensive the distribution, the lower the need satisfying 

attributes the lower the status imparting qualities and the 



greater the probability of the product being a convenience 

as opposed to a shopping or specialty,good. 

tt is immediately obvious that there are significant exceptions 

to the above. In the case of drugs for example, distribution 

is intense but nevertheless the perceived ri·sk in purchase may 

be high. It is therefore suggested that in the·case of products 

involving health and safety risk will be perceived as b,eing 

high r.egardless ,f the price,, distribution1 l+te Qr status of 

the product. 

From the above analysis of four additional ways of classifying 

products, it can be observed that the model proposed .in this 

study while not specifically referring to such things· as 

risk reduction or need hierarchy does provide room for the 

inclusion ot these factors in the :final interpretation of 

the model. 



C •. THE MODEL AND THE ENVtllONMENTt 

]N~ -rrwo 
In parts ~ and tMD of this study, it was stated that 

consumer behaviour is a complex phenomenon in which a series 

of indhridual factors namely motivations, cognitions and 

learning interact ldth the cultural, social, political, 

religeous, f.amily and economic life of the ·consumer. An 

understanding of consumer b.ehaviour requires 'an appreciation 

of the interrelationships between these factors. 

II~(.£. 
The model developed in p~rt ~e of this study is an attempt 

to isolate those factors most critical in determining the 

amount of time consumers spend shopping. In order to render 

the model rnore,viable it is now necessary to consider some ot 

the other interrelated :factors that influence shopping behaviour. 

These factors wi 11 form the framework within li'hich the model 

must be viewed. These factors help explain variations in the 

model. They do not, however, bear a direct relationship 

to the model. 

Six "f'rarnelfOrk factors'' are considered most critical to a :final 

interpretation of the model. These six "framework f'actorsn 

,are: 



t) Income 

2) · Social class 

3) Occupation 

4) Education 

5) Familism 

6) Culture 

Income: 

Consumer shopping behaviour has traditionally been viewed 

as being vitally influenced by income. 

One intuitively assumes that because the rich are able to 
' 

afford more products than the poor that the rich will spend 

less time shopping than the poor. While this fact.may be 

true, it is not necessarily so. 

The rich may be just as subject to cognitive dissonance 

and they may be just as intent on risk reduction as the poor. 

The fact that the rich can more afford an unwise purchase than 

the poorj does not necessarily mean that they will spend less 

time shopping than the poor. 

The difference bebreen the shopping behaviour of various income 

groups becomes even more vague when not viewed at the extremes .. 



For example, it cannot be assumed that a family with an 

income of R8,000 p~H· year will spend more time shopping 

than a family with an income of R1~,ooo per annum. 

The above analysis is not an attempt to eliminate the 

importance of income on shopping behaviour .. It is rather 

an attempt to demonstrate that no direct relationship can 

be assumed between income and shopping behaviour .. 

Social Class: 

In Chapter tV, it vas stated that the existance of a class 
. 

structure is to be found in every country of the world. 

"In a sense some very real dist~nctions exi.st in the buying 

behaviour of di.fferent social classes"~ Social class 

influences shopping behaviour in ttfo major ways. Firstly 

a class structure affects and influences an individual's 

goals~ and also his role in the group. Secondly a class 

structure affects and influences a consumer's valueso. 7 

Consumers strive to mainta.in congruence between their perceived 

values, goals and roles and ·their behaviour. This striving 

for congruence and cognitive consonanc.e affects consumers 

shopping behaviour. tvhat the precise affect of social class 

is on shopping behaviour. is unknown. 



tn te.rtns of ·the model,. it is necessary to appreciate the 

importance of social class on shopping behatriour., and as in 

the cas~ of income, this is best done when ittterpreting the 

model. 

Occupationi 

As in the case of social class, society expects consumers 

of a particular occupation group to behave in a certain 

manner. Consumers furthermore are aware of this expected 

behaviour and .strive for congruence between their expected 

and their actual shopping behaviour. 

It eould be argued that occupation, income and education 

are the most important criteria causing people t·o form a 

. . 1 . 8 aocJ.al c ass. And for this reason the former three 

factors should not be considered individually but as part 

of social class. In term.s of· the model however, it it; 

f·el t tba t tombining these factors under the heading social 

class will detract from the ·significance of the final inter .. 

pretation of the model. 



/ 
I 

For exalllple there is a significant difference in the beha\7iour 

of an English doctor from an Afrikaans doctor, or from a 

wealthy doctor to 'a p~or doc·tor 1 and if occupation vas lumped 

together as part ot social class, the effect o'f these diffe .. 

renees on shopping behaviour might be lost. 

Education: 

( Like occupation, education is generally viewed as being one 

o:f the criteria of soc ia.l class •. In this study and for 

purposes of interpretation of the model 1 education will be 
\ 

viewed as a seperate factor influencing shopping behavio~~· 

ln order to appreciate and understand the dit'fer.ence between 

say an MA economics who runs a consulting firm and an MA 

economics who teaches at a university it is necessary to 

view education in terms of occupation income and social class. 

,'"' 
At this stage it is hypothesised that: there is no direct 

'· 
correlation between education and shopping behaviQur but 

that some relationship di:tes exist. It could be intuitively 

stated for example that an engineer might spend less time 

shopping for an appliance than a person with no technical 



t~aining. On the other hand, it could be also atatod tltat 

beeaus~ the engineer has a greate~ knowledge about the 

functioning of an appliance he ~ill spend ~ore time shopping 

than an uninformed consumer. Intuitive statements like this 

can be more rationally understood through an interpretation 

o t the model .. 

family Influences.: 

11 Family influences account for ~ great deal of spending 

especially in the leisure time field; a~d family habit~ 

influence both the present and the future purchasing be-

haviour of its members. As an important unit of spendirtg, 

the family ,and its changing patterms of living influence t.be 

total market"~ 9 

In the case of shopping behaviour, fam.:ily influences are 

expected to be partioula~ly significant. The phenomenon 

of joint family shoppingt and decision matdng 1dll vitally 

affect the amount of time consume~s spend shopping. This 

phenomenon is closely related to family ineome, education 

and occupation.,. In other words there i~ a relationship 



between joint shopping behaviour and social class. The 

deg:ree of joint shopping behaviour is al~o largely determined 

by the nature and status of the product. Products uaed by 

the whole family, e.g. autotllobiles anc;l hi-fidelity sets 

frequently involve. a joint decision in which the. husband, 

" 
wife and ehi~dren participate~\ 

j 

A further factor influencing the amount of time a f'amUy 

unit may spend shopping, is the closing hour of the stores. 

In the u.s., for example, more time is spent shopping for 

food because supermarkets are open after office hours, and 

as a result both husband'and wife may shop together. This 

is not the ease in South Africa where generally only the 

wife shops for food. 

In interpreting the tnod~l therefore it must be borne in mind 

that the amount of time T that consumers spend shopping is 

influenced by the nature of family shopping. 

Culture; 

TfCulture like social class is another social aggregation or 

1
. . . 10 

col eetivi ty 11 • The effects of culture on shopping behaviour 

were discussed in detail in Chapter IV. It must be stressed 



however that the effects of culture are relatively long 

lnsting, and acculturation is a slow proce~s so that mainly 

intermarket differences in culture are relevant rather than 

h i th lt - ~ • 11 a c ange n e ~u ure o~ g1ven consumers. 

Culture exerts a major influence on individual vQlues, 

goals and perception, and as such culture influences <!onsumer 

shopping behaviour. 

In a heterogeneous country like South Africa where four 

roajor culture • White, Coloured, Bantu and Asiatic, and 

hundreds o t: minor cultures - Engl b•h, Afrikaans • Jewish etc. 

exist side by side there are marginal transaction areas which 

have the values of several cultures. the values in these 

marginal areas become .so infused that people in these areas 

have dif'ferent shopping beha:v iour habits .from any of t.he 

basic cultures. 

As stated previously, an understanding and rational inter~ 

pretation of the model must involve an appreciation of the 

six framework factors ofincome, social class, occupation, 

familY; education and culture. ~hese factors form the 

environment in which the model becomes operative. 



These factors do not bear a :funetional relationship to the 

model and hence are repre,senteO. in Figure tx.a· as frame1fork 

factors influencin.g the model. 
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CfiAPTIUt X • 

behaviour was 4e~eloped. In order to -empirically test this 

.. . 
cbo:Pter Vlt a list of 24 oleetrlcal household appl.itlnC(fS wa~ 

:developed. Jrrcm this l.lstt four products will ba select"Gtl 

tor CU'lalys1s. l'n ·order to select those products; lt te · 

necessary to t.tlasslty all the appliances in ternm of their 

status imparting qualities an4 in terms ot their $bopp.tn.g 

behaviour attributes. 

The status elassitication is accomptishod tn tttrms ot 

Figure VII,.t in chapter vu: where products e.nd brenda are 

classitted in terms of their status imparting qualities,. 

In other wordst appliances can bo ·classified as product + 

brand +t product • br4nd +; product + brand •J product • 

braftd • products. Figure X.1 is an hypothetical e1astd.f1eaU.on 

d.t thQ 24 nppliances in terms of stat.us attributes. ln the 



product + and brand ... products., while refrigerators aa~e 

tnro4:uct • brand + products. 1 

In tenn& o.:f' shopping behaviour attributes., the app1 tattces tli"f.a 

h)fpothetS.eally categorteed lnto eonvenience, shopJ\illg or 

tn order to seleet tour products with 4lv~rgent. attributes. 

i. t is tl9CG$1Ull')' to combine FigUre lh 1. and: 1'oble X• t SO that 

lmparttng qualities. 

blatiked out. 



By defbd. tion a spt!lc!a1 ty good canrtot inciu.d~ products that 

have flO product statue impM"ting qualities• ~his cell ts 

therefore blanked out. 

Fr-.am the b:ypothetieal classifi·cat!on in Figure X.2 it is 

saen that motJt appliances bav~ product but no bra.n<l status• 

anti that most appU .. ances are either .ehop,ptng .or spectal.ty 

goods., None of' ttlo 2~ products appear to :tall into \.b.Q 

category specialty goods with 'bo'tb brAnd and product status 

.tmpar-ttno t,;.unt ities. 

The follow.tno tour produets have been sf!I'Jeeted from this 

mat!"b; tor fur'ther empirical study. 

ltetrigarator 

Washing mnehine 

'l'oaf.it~r 

Cofte~ Percolator 

Bach t:Jf these ·products tall into a di~ferent ~e.11 o;t the 

matrix. With the except'ion ot product • br&nd + eonveni.:Einoe 

t~.nd shopping goods, the tour Pl"oduets rept"esent all of the 

di.f£oa."ei'lt cells in t.bo matrix. 



~r-tbel:"mmre each of the appliances have a wid~ v.arloty ol 

.att~ibut~tJt SGl'lltt the same, $Om.e slrd1ar ·~ some unlque. · 

In· t.e~ ot the South .A.£..-ieiiltt envb."onmell'tt thcae pf'bduete 

a,re hVPOthetd.sed to ba:ve the following attrtbutesc . 

. t'amU 1 un1 ts, 

j'~t. complete. 

Market saturation 1s therefore b.i.tl' butc not 

PU.rt:h-ermore tor many tamUl-e$ ref.ri.g•rat.or 

~Wf.le:t'sb:l.p :is ra.latively new., and its 1nncwat!Yenef;l!:s to the 

famUv unit :is ·still blglt. A rrd.'riger~tor baB high vtsi• 

b!lity v.ts•&•vls most other appltanco:J. lt !s llkelr to bs 

notice4 and commented upon by :friends. 

a refrigerator a bigh·status product. 

has boe:omQ a generie word .amongst lArgo segments o.f thf!l powte,t.toa. 

lt t.s g,lso hypothesised that brand knowledge for- thl.s item vJU. 

!be stronger thrm t.c:Jr most other house11old appli•nces. ttor these 

reasons tben a r.etri.gerat<tr Is espected 1\(1 h~ve brattd statu's 

{lS vel! ns produet status •. 

netr.igerators nre selectively di.stribuwd in ·tnO$t appliarn:e., 

turnlturet department and discount stores. fllt:JY ,af"e not. yet 



tntm:uU.1tety .distri~ted through ·outlets otbol" tban ~e above,. 

At a easua~ glance ·moat· . .r.efrlgetator~ appear to l4'lU)k simU.ar• 

¢cn~t.tmer$ hc>wev.er,. th"ough their' shopping. i)ff'o.-tst are a.bte 

t.a d4!t~tno the ditteront product features et retri.geratlore 

&11<! consequent .• y, :ln tho ey4!ts o.t the consumer'~' avtd.1abl·e 

competing brands af'e not homogeneous,. 

A Wli:Shing machine is a. high eost item not yet etm,ett by aU. 

fam:U.y unitli!i.. Market satut"ntlon $.s not complet~. As with 

a refrigerator, but to an ev<!n gr"ea.ter estent1• thoae tamltJ.•s 

that own wtt.abing maehines are oener'O.llr more lnnovatJ,ve t.ban 

f'amHler; without watd:d.ng machines. 1'be tact that d waa'b:tno 

mactd.ne is cons.:f.dered a non esaen'tf.el item by .many te.m:U ies 

gives -even greater status to owt1er.e ot tbi.s prod~te·t. White 

tho vi:idbill ty of a washing machine ls not as groat ae the 

vtsibUity ot a re.trigerator - washing m~chines aroo frequently 

kept in t.~J .laundry or behind. a curtain in tbe b.atbroom -

nevertheless the lbd.ted. ovnership of tb.is product make~ tt 

distinettvA!. Purchase of this product i$ li~ely to be 

commurd.cated to trietut and neighbous more rapt!lil.y tluut the 



. . . 
'brand tmO\vi-edge ~tu.'l.diserim.inaticm wUl b~ ntgh. 



(C) 

Toatst.arf# &rt:! a relatively low eost appU.anee with ox\".ensivc 

s!vely distributed than moat other o.ppl:idt1ces. 

category of convenience goods. In spt te ot th<dr v1slbll1ty 

it is (.UftS.eul t to discriminate one tf'om :G!llOther. 

tl"equently f!'Cld in outlet$ tha.t carry a wide range ot other 

p.Mducts e.g •. superma:rkota, and hence 1l4.11'e lest some .:.t their 

appeal ns applianc~a. Their elec:t:rica.l .simplicity further' 

<:onsetous tt()l' are they particularly cognisant ot th~ ftumeroun 

'l'he distincU.veness of (l toaster ts ii.mite41 !n tact the br-and 

:product. 1>r 'brand 1:rta.tua. 



thesised that consumers iare n9t ~s t.amiU.ar with tbls product 

-.s tbef are with th~ t,b.ree oth~r appl i.a.nces and turt.bormot'e 

theil" exp~ctat1on of. the utiU.ty dtlrl\r(!(i. trom. tbl~ p~oduet 

p.ri.eod p:t'QdUCt to. the C0l'1f!iU~(U!'.- , Owner$h!p Of tb,:J.s product 

wUl therefore imp~rt ,status.. the product i t~selt is moS't 

vi.sib1e in tJ~;at it may be us~d' when. the f'trmily· is. ,efttm:>talnlng 

' 
indicates ihttovativeness and opinion leadertJhtp .turtber factors 

<:onnoting statue •. 

on tbe mtll"lt-Gt as lotJg as the three other appliances under 

eonsi~e~at.ion will litni t the amount o£ bra.n.d &Wl't.t"~ness on the 

I' 

2(:,0. 



status and low brnnd st.at"Us,. 

In .spt te ot thi! :fac-t tha.t a cotfee percolator is c shopping.'_.. . 

good• it 1s lese intensivc;~ly distributed than a ~efrigerator.-

the pro duet.· 

ot the four pro<htets, ·the tollcw!ng tiruU.ngs by Ame:rietln 

Accord.ing to Dichter.; appl ianetas bave a d·et!&d. te maseul i.na 

connotation,. 2 · In medieval days mueh o1 thlil heaV.f work i.n 

the heavy aerubbtng :and llTaBhing and: was generally GJ:poctcd 

to help the v<nnan with hea"Vy housahol,d ebor~a~> 3 

''Mod.ern homo appliances are really a substitute for tbe 



the washing machine, tbo .free~ar :Ot- the dishwo.aher is a 

:it"(Jp.roesentativc of the :man who pays .tor thamu5 

'Woman generally expect appliances to bo a!! fuU.y aut.omati·e 

as posa!:ble, t:md. they ten.d to :see1t appli.ances that havtt as 

many gadgets as possible in order to reduce their ban41itt~ 

t:take sure tho.t they are getting the latest in :ingent~ity. 

1'hit1 becomes a very important aspcc.t in bighiightlng th~ 

\feshing machin~s .and other electrical appt.iances follow a 

social hierarchy; there ,are Cadi1lacs among electd,cat 

·.. . . . . ' .appliances as well ns ~veryday pedestrio.n machines ... n 

ot btdng effecient 1 clean, and family :conscious. 

·' 



tor the man*s household role is valid iu South Aff'icn i.s · 

ot )lbi tee tn South Africa-. -t;he rn~n, bas never boen .nssoeiate:d 

'titb household. chore$ dUE! :to the avaUa.bU.t ty qt cheap non.., 

' . 
J:udoo ChrietJan culture and as sueh cannot ·be t'l:tet:tnguished 
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FIGURE X .. a. 

Product Categorization by Shopping Behaviour' and Status 
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CHAPTER XI. 

TESTING THE MODELt• 'l'HE SAMPLE, THE QUE.STIONNAIRE AND THE 

INTERVIEWING ME'l'HOD. 

A. INTRODUCTIONs 

The major objective of the study is to determine whether the function 

sa ~ CK1 x P x D x H) • I K1 x (~s + ns) 

given Pt > 0 and t,f A/ 0 

does in .fact determine the amount of time t consunters spend 

on shopping behaviour SB. 

ln order to test this model, it is desirable to hold all 

factors that do not directly relate to the model constant. 

\While this can never be completely aehiev~d, i.t is possible 

to l.imit the effect of factors outside the model to a minimum .. 

In terms of the model, it is hYPothesised that the six frame­

work tactors described in chapter IX are the ones most likely 

to influence the outcome of the ~tudy ... 

These factors namely income 1 occupation, social class, familism, 

culture,;, and education, are theref.ore the factors that need to 

be controlled in order to test the model. 



It can be al"gued that these. factors have such a wide and 

pervasive. intluenee on consumer' behaviour that they can 

never be effectively contr,olled or held eonstant. While 

this cannot be re:tuted, it is nevertheless possible tq limit 

the effect ot th• framework factors on tho tunetion 

SS e {K1 X P x D,x H) + i K1 X (Ps + BS) 

given Pt) 0 and 1'4 A> o 

fhis can be accomplished by the careful se1eet1on of an 

homogeneous sample where respondents are selectE!d by virtue 

o:t the fact that they have a similar background. A sample of 

this nature then is not and should not be random. 

'l'he ;use o:r a contrclled and relatively homogeneous sample 

does not negate the purpose of this study, for it the re":' 

spond.ents are all of the same background then it eould be 

hypothesised that their' behaviour or the amount of time 'I' 

spent on shopping behaviour sa would also be constant and 

homogeneous .• 

This may very well be the easet but this in no way affects 

the validity of the study. The model devel«>ped in this 

study seeks to determine the amount.of timet consumers 

spend shopping for products and not the etfeot of their 

culture or income on their shopping beha'\l'iour sa. 



does not mean that the framework factors do not !n.fluen.ce 

shopping behaviour, for they undoubtedly do, it means how~ver 

that regardless of the .framework factors,. there is a relation­

ship between the amount of time consumers spend shopping for 

various products. This relationship between the a.mount.of·t.ime 

is in terms of the model directly related to the variables ot 

the model., 

A homogeneous model will therefore indicate the relationsh!.p 

between the amount ot: time consumers spend shopping and the 

nature of the product.. This relationship then is directly 

related to the nature of the product in terms ·ot 1 ts priC·e• 

distribution. homogene:tt.y, prod.uct status and brand status~ 

For example, ·the r-esults o£ tho study might indicate that the 

sample vi.ewes a refrigerator as having higher brand and pto;;;.; 

dact status than a washing maChine, and furthermore a refrlge ... 

ra.tor may be viewed as being mot-e exp.ensive, less ittterts:iveiy 

distributed and more hetrogeneou.s than a wash:i.ng machine. In 

terms of the model, then eon.en.amere should spend mot'e time T 

on shopping for a retriger:ator than f'o.r a wash.ing maehineO! 

Furthermore once the results of the study are analysed, they 

can then be related to the stx frame11.•ork factors, and the 

effect ot these :factors on the findings., 



relatively detalh:d. and .. vailoble sta.t:teties on the popula-

tion .. 

identity o~ this population is strong t\tld. c:obes1:ve w.itb 

The tact tll&t the Jews a-re a n:lnori ty 9J:"CUP wltb a well de­

v.:dope<l r~U.gious belief immetli~tel y sot:~S them apart a..., a 

In terms ot tho broo.dost tramowo~:-k taetor cut ture the Jews 

in South JU'rh::e,. 



and its attiliation to Synagogues are available. 

oi income levels, education, occupation and. !i.d~.te of fttmUy 

Assistance by 
. 

Nathma1 and loc&.l .Jewish org~nt:zations bas enabled the writer 

to develop a r~laUvely homogeneous satr{pl~ .. 

'the t960 census lists 114.,$01 Jewish soul$ in South Ati:'1ea. 1 

1.'h:L-a f'ioure had, it is estimated, rtsen to ·u.a.ooo by 1968.2 

Of the total ·numbor :ot Jews in .South Africa in 1960, 73.051 

wert) in the 'fr-anavaa1, 32,10~ in the CapC!l, 6t t89 1rt Natal and 

3t157 in the Orange Free State. 

When tho 'figures tor the East Rand (6,u.o), 

West Rand (2,510), Protoria. t:J.S?6) artd V.eret!nigtn.g ""' 

Vanderby.l Part ... Nigel (86t) aro added, 60% ot South At'ricats 

Jews l !ve in the Rand. ... P:retoria complex. Cap~ Town and t.h~ 

Peninsula (23,866) account foi' ~nother 20%. The· remainbtt 

~0% is $pread over the .-est o'f.the country, trQm substantial 

Jewish connnunt ties in Durban ( 5, 231 >. Port EU .. zabetl'l .... Uitenha.ge 

(2.811) 9 Bloemt.'onteill and d.istr.iets ( 1t .:34'7) t.o :smeller .eonmtunl• 

ties ranging from a few hundred Jetf$ to a handful of' .Jewish 

trunU ies in the rural towns••~ 



Th~ present European population of Cape Town and its suburbs to 

estimatt!d to b(! 335,000. Of thts total European pQpulati.on, 

7$ or approximately 26,000 are Jewish. Tho total number 

IIi 
of Jevish families in Cape Town is only s,ooo. 

f 

The two 

major concentrations of Jewish families are in the Sea Point 

area and the Southern Suburbs particularly Rottdeboseh, Clare• 

mont, Wynberg, Kenilworth, Newlandst Observatory and Mowbray. 

It is eatimated that over 90% of all Jewish families belong 

to one of the 11 major synagogues itt Ca.pe 'fown~ 5 ThE:~ sample 

used in this study will be drawn from the Soutbef't'l Suburbs 

in which there are. the four. following Synagogue$• 

Claremont Hebrew Congregation 400 members6 

Observatory and Mowbray Hebrew Congregation 60 members 

Wynberg Hebrew Congregation 21•0 members 

Cape Town Jewish Reform Congregation ?00 members7 

:tn total there are an estimated 1 1 400 tamUies that belong 

to Synagogues in the Soutbern.Suburbs. This represents .3:1..19& 

of the total number ot families af'f'Uiated .to A Synagogue 

~73 



., 

are all OrtliodCJX1 whU.o tbe Cape 'rolfl'l Jcrwlsh ne:rorm Congr4?1Jo."" 

tlon (Wyn.boro. Braftch) .i& a, R@:t<t·rm Coogr&g~tion.. \U.tbout 

analysi.ng. f.:n. di!taU ttl~ d,U':teret~ees between Ortbodo~ .Qnd 

RetontJ it cat\ be ~.J~l·€3 ·thAt there are e:i{llJi~i.cant <Uttercmces 

t.u~twt!:f!l'ft theac two tortns o.f .Ju~atum .at1d benec tbe t'WO groupa 

these r-elate primarily to t:he age en4 occupn,t!on o~ tbe 

<:Oilgregants. 9 



a .. 

analyaed. · 'l'.he broadest framework fa.etor.namely culture was 

C,. CA1'EGORl~ATION OfPOPULAT:tONI 

the present South. Afrieal"l gene~at!on of. Jetts a.l'~ the grand 

children anct great•grandohildren of in:unigr.ant·s that oridf~ 

nated ta.rgely from Eastern Europe and p~imarUy ft'om Lithuania.., 

'these immi.grantl!.beeatne both in numbers and in Chara-cter th,e .. 
(tominnnt element in South African .Jewry. 9 

'l'he Jews of South Africa ttu~ref'Of'e share not only a religious 

Eastern Europ~an Gh~tto culture,. 

movement is strong in South Afrien and further binds the J'ow~;J 

the Jews ha\f''(! become an integral part o.f the brDader South 

African env.ironm~nt. Jewish ehUdren go to secular schools, 

to eommunieate and tnteraet wt th aU population gro,u:ps. 

Jc;,wish doctors tor example treat paU.ents ot both lan;ua.g~ 



con~tr.a.ted ln. large urban eentres antl I!U!"la .rcp14ty :becoming 

bilingual. 

In to~ of tbe cut tural:. fre.mew#.U"k. ta.:etor tben tbe .r~:wtJ ere 

a rel-ti.vely b~g1moous group ln. South Atrlea by they Ctt.'tncbet'l: 

t.o tbe C1ar~mont ·Congregatf.oJJ or the Vynberg Congroga.tion. 

Uto ot.bet' f'iv.e ft'ame~rk factors nail:laly social elass,. eduea• 

tion.t oeeapatioth U1come and r~mt:ty will 'be .flttalYsed lfi teru 

ot the popule..tioo trom 'llb'lcb. tbe sampl·EI liJ to be drt~wn. 

in or~er to dcwetop tbe be.cekgl"ound of the papula.tion eneh 

tamUy was ana1y$ecl 'by the wri.t•r tog~'tb(!J!' with ot#ictah; of 

<11'1' children. 

off· 



b1cludad the greatest ,number ot famtH.t'}S QCd it was tound 

living at home .. 

tamil ies are no so rich at.l to b~ able to af£ord most products 

-without ~valuating alternatives, nor so poor as to 1imit thelr 

-The aurea.u of Statistics in .it$ 1966 statia• 

~ 1 y "- 10 l. i~ ti ' t • j. . t-1-ea . · ear wvok: c ass JJ.:y oecupa ona 1n o nu1e "'a or groupe. 

1'he$e groups aret 

c) C.leriea1 wot'ker 

d) Sales ,,.orker 

t). Miner Quarryman and ret a ted worlter 

g) Worker in transport and .aomm\tniea.tion 



( 
l} Service spQ-rts a11d f"ecreatton t~to.rker 

lat.ion under eonetder.ation. 

groups: 

c) Mat.f'iculatioll 

d:) University 



t;rpas- is based upon ono o£ tbe ~Gatbods described in C:l'mt>­

tt ter V. In tbls ch.nptt!r Meyar suggoat$ tltat the .tami17 

eyc:le ,can bo broken ifttb four ptu·ts11 The tirs't cycle is 

young cdul thood trom age 20 to ''• 'l'bo seeond cycle ls the 

Tbe third cycle is tho freo years 

The final cycle i.• senior ci tt.zensbip 6.5 on.wacr4s .. 

In analysing the population. il'l tb!e study, it. was :round that 

ale10ct. Bll t'emilles with household head6' ur.u!er 45 yecxs of 

to derive t.be final sample. 

In o:rder t'~naUy to cleiJaity 'tbo poputatio~~: in t.e:rms of social 

ctatFBt the research abd 'theory deecribe4 in Chapter IV is 

In other wl'U"ds o l!l&liJple witb a 



o. ftNAL SAlfPLth 

.After· anal.yeiflg tbe pop'Ula.ti.on in 'table :xt.t, a J"(lllet.tvely · 

bcmooeneotJi!! .sample ot 72 fa,mili.es waa sele£t.t!d for tbis stu4y.r. 

The lil:ajor ~hftf'tteterlst1c·s of this sample o!' h~UtU!:httlds are:t 

eJ Eaeh household bead ice l;et;.v-ee:n 3,5 Afttl l.tS yo.rs ot e.geo 

b) Each hotu!lehol d head bae el ther a high aebool or 

uat.vereity edneni:lon.· 

c). Eecll housebol·d ha.a a comb.lned f)ftmlal in.ctMne of' 

between rtz,.soo .and R.5.,000.4r 

d) JS.acll bou.sottold hea4 is either .a prof'&lH!lonat 

tectmicat o:r r(!tlat~ worker~ an admin.istrQ.tlve, 

mn:nag~riat ex.eeutit~"e or sales work, en owner oi" 

majo't' $hat'eholde:r ot c. buainoss. 

1'b.e;~e taetor.s e<:nnbinod wttl\ tbe tact 'tJ'lat. th~ sa~pl.o hf!lt; a 

relatll?tJ:i.y homogeneotl6 eut; mr~ "n<l b.nckground and tb#.'t (!faeb 

h'Ousebol:d in the $fl'I'Rl)le te of a :Simila'f" ~tAl eletse rosbUng · 

in tho Southern Sulnt:r'b# ruak~m this namp1e OOf110tJeneous enough 

. t, • 



E. THE QUESTIONNAIREt 

'lbe questionnaire, App~ndbt c, was tasted. twice, initially 

'd th fourteen housewives and finally with nine housewives .. 

After the second pilot tost no •changes were required in 

the questionnaire. 

The q,uestionna.ire includes no questicuts on the t"espondents 

personal background. This was .not necessary du·e to the 

careful selection and known nature of the .sample. 

The questionnaire was designed to test tho v.alidity of the 

model. 

SB = (K1 x P x D x H) + 6 K1 x (PS + BS) 

given Pt :> 0 and 1~ A /' 0 

All questions relate speci.fica.lly to the effect of price, 

distribution, homogeneity of competing products, product sta• 

tus and brand status on the amount of time T consumers spend 

on shopping b~haviour sa. 

Each questionnaire was coded according to the name and address 

of the respondent. This system provided anonymity to the 

respondent lihUe at. the same time enabling the \1rit.er to 

check re~ults through additional call baclts or telephone calls. 



An it1itlAl pilot samplti of fourteen bousewiV~$ were in«>..rvlewsd 

:i.n qr(lar to tes-t thQ q,uest~onnilire .. · Scw·ero.l minor col"'rection'$ 

"f)r.e mtiU:!:(t to th~ qtlestionna.tre. as a result ot the, pilot in'ter• 

vlcVIJ,.. .Att~r tho n~c~ssary eh~nges lti the questio~i.i-:e wore 

t'ltnde, .a turtb•r 9 bousewivas were 1Zltet'V1tm~d to 'f.lr..ally Q.hock 

t!te q\Jestiomtaire:. no <:bangos we.r$ reqttire4 t\tt:er the seec>nd 

S(!!t tlf pUot interview$. 

'i'h~ appro:ximat.e duretf;on of time '!or eaeh tntorv.lett wat~ found 

to be 26 Qtnuteg. 1.'h1s is not. (JXCessJ.v~ tor a questi.onnaire· 

of <tbit! na:tUJ!'o. :No cafle was oba&f'ved. bt ~icb tb4' 1"4'apondettt'll 

tir~l ot t.he queAtl.onnair.e. 

T'be intarV"ietting ot the final fUU'!'J.Qle tf!LS done b)' thr$Cl 

pro.fosd.onal .{ntorvi,(twers e=ployed. by Mnt'l~ot flea®l"'Cb A.f'rl-cn fpt;y) 

Ltd. '1'1to ta.ct th~,t f.be wrl ter was known tu ~. s1Qtdticant por• 

U.on ot t.ho s.wnple ruled out t.lH! possibility of his do'!ng t.be 

aetufll J.ntervi~vino. 

Tbe lntervievero vere instruc.t.ed t.o call on tbe 72 res;pon4ent.1J. 

any time betw()efl tbe, hours o£ 9'30 t~•ta• And. 6::'0 · p .. n.1. ~a~b 

interviewer was vi tb the bou;E>o\toi 'fq. in tl'tc hous~bt>Uf,. · tn e~Jme 

~ases,. other members: of the family- were pt~esent durla:g thO> 



«:l} P'at'!'lily on vacation 

'b) Family movQd out ot' areA 

cl u:r.na~J$ 
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2 

) 

6 

7 
8 

9 

10 

11 

12 

1.3 

14 
15 
t6 

17 

18 

19 

20 

21 

22 

23 

TABLE XI.. 1. 

CATEGORIZATION OF POPULATION N = 257• 

UN M LI 

MT 0 LI 

MT M J .. I 

}otT M LI 

HS E MI 

MT & MI 

UN M MI 

UN Y LI 

UN M UI 

UN E UI 

HS M UI 

HS t-t Cl. 

HS 0 LI 

MT M UI 

UN M LI 

MT ~ MI 

UN Y MI 

MT Y LI 

UN E MI 

t-tT M IJI 

MT M Ml 

MT M UI 

MT M MI 

PTR 0 

M'R 1 

OSB 2 

OSB 0 

OSB 5 

OSB 2 

PTR 3 

OSD 2 

PTR 0 

PTR 3 

OSB 3 

OSB 0 

OSB 1 

OSB 3 

P'J.'R 1 

OSB 3 

PTR 2 

OSB 2 

PTR 3 

osn 3 

OSB 3 

AEM 2 

AEM 3 

CODE 

2.5 

45 
46 

1_ 2 

fiT E Ut 

HS M LI 

UN E Ul 

HS E UI 

UN M MX 
MT E UI 

TS E UI 

UN 0 UI 

UN o Lt 
MT M LI 

MT Y Ll 

JS 0 Ll 

tlN M Ut 

UN M Ul 

HS M U! 

MT M Ll 

HS E Ul 

UN E UI 

HS E UI 

MT M MI 

HS E MI 

MT M LI 

UN M LI 

OSB 0 

OSB 3 

AEM 2 

AEM ) 

PTR 3 

OSB 2 

OSB 3 

PTR 2 

PT.R 0 

JS~M 1 

PTn 2 

AEM .3 

PTR .5 

OSB ) 

OSB 2 

AEM 3 

OSB 0 

PTR 2 

OSB 3 

OSB 0 

AEM 2 

OSB 3 

AEM 2 



CODE 

!)0 

51 

52 

5.1 
;t~ 

55 
56 

57 

58 

59 

60 

61 

62 

63 

64, 

65 

66 

67 
68 

69 

70 

71 
72 
73 
74 
75 

1 2 

}IT E LI 

MT E Lt 

UN M UI 

UN M Ll 

UN J.l UI 

UN 0 MI 

UN M Ul 

wr J.t ut 
JS 0 UI 

HS . •t UI 

l4T Y UI 

UN 0 UI 

UN M UI 

US Y Ml 

UN 'M Ml 

UN E Ut 

UN M l.U 

HS M LI 

HS M LI 

UN f.1 MI 

UN M UI 

HS 0 UI 

UN E UI 

UN E UI 

MT M UI 

M'l' 0 MI 

MT E MI 

UN E Ut 

M'l' E CI 

18 .. 

TABLE XI. t. (continued) 

5 

osa .3 

PTR ) 

PTR 2 

P'l'R 3 

PTR 0 

PTR J 

OSB J 

OSB 3 

OSB 2 

OSB 2 

OSB 2 

OSB 3 

OSB 2 

OSB 2 

PTR 0 

OSB j 

OSB 1 

OSB 3 

PTR. 3 

PTR 3 

PTR J 

PTR 3 

osn 2 

OSB 1 

os:a 2 

OSB 2 

PTB 1 

AnM · a 

CODE 
.. s; 

76 

77 

78 
79 
80 

81 

82 

83 

81~: 

as 
86 

87 
68 

89 
90 

91 

92 

93 

94: 

95 

96 

97 

98 

99 

100 

101 

102 

101 

104 

1 2 

tm E MI 

UN n LI 

~tT 0 UI 

UN 1'1 UI 

UN 0 LI 

UN E MI 

HS E UI 

UN E UI 

UN M MI 

liS M Ut 

HS E LI 

UN E UI 

UN 1-1 LI 

UN Y MI 

UN M MI 

MT M UI 

M'I' Y Ul 

MT M UI 

t4T M UI 

HS Y Ml 

UN E til 

liS 0 UI 

M1' M UI 

HS 0 X..:t 

5 

PTR 2 

2 

OSB 2 

PTR 2 

PTR 5 
OTR ) 

OSB 2 

OSB ) 

PT.R 3 

OSB 3 

0 

P'rR 2 

.M:'R .3 

osn 4 

AEM 3 

OSB 2 

OSB ) 

OSB 3 
ARM 2 

osa a 
P1'H 2 

OSB 3 

OSB 4, 

OSB 1 

HS E MI OSB 

UN M Ml ?TR 

US 0 Ut OSB 

HS 0 Ll 0$8 

MT ~ UI AEM 



CODE 1 2 .. ·- , 

10s :wr 
106 MT 

107 ltS 

108 HS 

109 UN 

110 M'l' 

U.1 HS 

112 HS 

113 HS 

114 HS 

~.15 HS 

116 UN 

117 ItS 

118 HS 

119 M'l' 

120 UN 

121 HS 

122 JS 

12.3 HS 

124. Js 

125 HS 

1.26 HS 

127 HS 

128 HS 

129 HS 

1.30 JS 

1.31 MS 

132 liS 

0 LI 

0 Ut 

M Ul 
0 UI 

M f.U 

Y Mt 

M MX 

M Ll 

E Ll 

M LI 

M LI 

!-1 MI 

Y Ul 

M LI 

M Mt 

Y MI 

0 UI 

M UI 

E LI 

0 UI 

E LX 

M MI 

0 Ml 

0 Ll 

Y MI 

0 Ul 

E LI 

M UX 

19. 

TABLE XI,. 

4 .. ,.5 

OSB 2 

AEM 2 

OSD ) 

08}:1 2 

OSB 1 

OSB 1 

AEM .3 

AF..M 3 

OSB 0 

AEM 2 

OSB 1 

PTR 2 

OSB 3 

AEM 3 

OSD 1 

OSB 3 

o:sa '• 
OSB 3 

OSB 1 

OSB 5 

AEM 1 

OSB . .3 

OSB 2 

OSB 2 

OSB 

OSB 

09B 

2 

4 

2 

4 

1. (continued} 

CODE 

133 

1)4: 

135 

136 

137 

'138 

139 

140 

141 

11~2 

14) 

tq.l.., 

1A5 

t46 

1.47 
11,8 

149 

150 

151 

152 

15.3 

154 

155 
156 

157 
158 
159 

160 

j, 2 J .. ,4 

liS 

UN 

HS 

tiS 

UN 

HS 

HS 

as 
UN 

HS 

JS 

UN 

HS 

UN 

JS 

UN 

JS 

UN 

JS 

UN 

UN 

JS 

UN 

HS 

UN 

ItS 

UN 

JS 

M MI 

M UI 

M UI 

M Ll 

Y MI 

M Ml 

M MI 

E Ml 

Y Mt 

M UI 

0 UI 

M MI 

E UI 

M UI 

o MI 
Y Ll 

0 UI 

M MI 

0 Ul 

M MI 

M UI 

0 LI 

M UX 

M Ut 

OSB 

OSB 

OSB 

AEM 

OSB 

AEM 

AEM 

AEM 

PTR 

OSB 

PTR 

OSB 

OSB 

OSD 

OSB 

OSB 

P'l'R 

OSB 

P'.l'R 

PTR 

AEM 

OSD 

M 

M 

M 

0 

Ul PTR 

UI · OSB 

UI OSB 

Mt OSB 

,') 

4 

1 
2 

2 

2 

) 

1 

2 

1 

3 

'* 
2 

l 

1 

2 

3 

' 0 

4 

3 
0 

3 

2 

0 

l 

3 

2 



CODE .... J. 2, , , l 

161 JS 0 Lt 

162 JS 0 Ut 

16J HS M Ul 

t6~ HS M Ml 

165 JS 0 Ml 

166 HS E Ml 

t67 JS 0 LI 

168 JS 0 MI 

169 UN E UI 

170 JS Y LI 

171 HS 0 UI 

172 UN Y MI 

173 HS M Ul 

17~ HS M UI 

175 HS M Ul 

176 UN M MI 

177 UN M LI 

178 UN Y MI 

179 HS M UI 

180 UN M Ut 

181 HS M UI 

162 UN E UI 

183 JS 0 LI 

t84 HS E UI 

185 HS 0 LI 

186 UN M MI 

187 HS M MI 

'tABLE XI. 1. {eontinued) 

OSB 6 

OSB 2 

OSB 2 

OSB 3 

OSB t 

OSB 3 

3 

2 

PTR 1 

At!:M 3 

OSB 2 

OSB 0 

OSB 4 
OSB 3 

ARM 2 

osa 3 

AE~l 4 

PTR 2 

OSB 1 

OSB 2 

OSB .:3 

PTR 1 

OSB 1 

OSB .3 

OSB 2 

PTR 3 
' OSB 3 

1 2,. J. . 4 

t88 UN 

i89 UN 

190 JS 

191 JS 

192 MT 

193 HS 

194 . UN 

195 UN 

196 as 
197 UN 

198 us 
199 HS 
200 kS 

201 HS 

202 HS 

203 JS 

204 UN 

205 tJN 

206 UN 

207 UN 

208 UN 

209 Js 
210 UN 

211 UN 

212 UN 

21) HS 

2tl" HS 

M Ul 

M MI 

M MI 

o ut 
E UI 

!of UI 

M MX 

M MI 

0 UI 

E MI 
E UI 

E Ul 

E Mt 
E MI 

E MI 

E M.t 

M UI 

E Ul 

E UI 

M Ml 

Y UI 

M Ml 

).1 UI 

Y Lt 

Y Ul 

Y Lt 

M Ml 

P'lR 

P'l'R 

AEM 

OSB 

osn 

PTR 

P'l'R 

OSB 

MR 

OSB 

AEM 

AEM 

AltM 

OSB 

OSB 

OSB 

.PTR 

P'l'R 

OSB 

OSB 

P'I'R 

PTR 

.PTR 

osn 
OSB 

lt .. 

2 

3 

3 

5 
4 

3 

3 
2 

3 

3 

3 

2 

.3 

5 

3 

3 
3 

.3 

3 

3 

4 

a 
'2 

2 

2 

.2 

2 



21. 

TABLE XI. 1. (continued} 

CODE 1 2 J. It 5 CODE 1 2 l. 4 2 I I .. I u . . 
215 HS M MI AEM 3 2)6 JS 0 UI OSB 1 

216 UN y Lt PTR 1 237 JS E LI OSB 2 

217 UN E UI P't'R 3 2.38 UN M UI PTR 3 

218 MT M Ul: OSB 3 239 HS 0 LI OSB 2 

219 HS M MI AEM 2 240 HS M Ll OSB 2 

220 UN E UI OSB 2 241 UN y UI OSB 2 

221 UN M Ot OSB 3 242 us E Ml OSB 2 

222 UN M UI AEM 3 243 MS M Ul oss .3 

223 UN M U.I OSB 4 244 H.S E Lt OSB 2 

224 UN y LI PTR 2 245 HS M LI AEM 3 

225 M'l' \' UI OSB 2 246 HS M UI OSB 4 

226 UN y Ml nn 3 247 UN y Ul OSB 3 

227 UN M Ul OSB 3 2'*8 HS y Ul OSB 1 

228 MT E Ut OSB 3 249 HS E MI OSB 2 

229 UN M Ml OSB 2 250 HS E Ll AEM .3 
230 HS M Ml AEM 4 251 HS E MI AEM 3 
2)1 UN M Ml osa 0 252 JS 0 Ll osn 0 

232 UN E UI P'l'R 0 25.3 HS M Ul OSB 3 
233 HS M Ul OSB 0 254 UN M UI OSB 3 

2.34· JS 0 ti OSB 2 255 JS E LI OSB .3 

235 JS 0 LI OSB 1 256 UN E Ut OSB .3 

2$7 HS y MI OSB 2 



UN ... Un$v•r•t t:y 4ooreet ~rot~ttl.liona1 aegr.eo inclu~.tng 011. 

and Pliat'mACY 4ip1ama 

JS ... Att~1Ul~d jufl,inr cr prit:u11l7 sebool 5.. ~. ftot mor.e thaQ 

6 7eua eehootl.ng 

Y ... ~~ tf) )5 y~n'rS 

M ... .36 tC> l;t.$ y~ait't~ 

.B • 46 to ;J5 yoaf'l!l 

0 • $6 an~ over 

t.t ... Qa, 500 ... ns,ooo 
Ml ... R,,001 • rt?.OOO 

U:t • n1 ,oot ... mtd dV&r 



2 'fO 

IJ.. Catagorization in terms of Occupation 

PTR Professional technical o.nd related 'Worker 

OSB 0\tt)&r or J.1ajo:r shareholder of business 

AE~t Administrative• Managerial executive nnd 

sales worker 

· 5 .. Categorization in terms o·f number· of children in family 



TABLE XI. 

HOMOGENEOUS SAMPLE N # 72 

INCOME • R2;$00 • R5,000 

CODE 1 2 __ 3' .lt. ! - 5 COD~ 1 ,2'*''* • • J 4 2 I loi 

1 UN J.t LI PTR t 22 HS M LI AEM 2 

2 M'l' H LI osn 2 23 UN y Ll OSB 2 

3 ' M1' M LX OSB 1 24 HS y LI AEM 3 

4 UN y LI OSB 2 25 UN M LI AEM ) 

5 HS M Lt OSB 2 26 UN y LI PTR 2 

6 UN J.l LI P'tR 1 27 HS y Lt OSB 2 

7 MT y LI OSB 2 28 UN y;. Ll PTR 2 

8 HS M LI OSB .3 29 UN y LI -P1'R 2 

9 MT M Ll AEM 1 )0 HS M LI OSB 2 

10 MT y Ll PTR 2 31 HS M LI AEM 3 

11 MT M Ll AEM 3 )2 UN. y LI PTR 2 

12 MT M Ll os:a ) .33 HS y LI OSB 2 

1) tm M LI AEM 2 )4 UN y LI OSB 4 

14 UN M LI PTR 2 35 HS y Lt OSB 2 

15 HS M LI OSB 1 )6 MT y Ll OSB 1 

16 HS M Ll OSB 3 .3'7 UN y J .. I OSB 3 

17 UN M LI PTR 3 38 us y LI osa 2 

18 HS M Ll AEM 3 39 UN y LI OSB 2 

19 us M LI AEM 2 frO UN y LI PTR 2 

20 liS M Ll OSB 1 f:tt UN y LI OSB 2 

21 HS M LI AEM 2 '•2 UN y LI PTR 2 



TABLE XI .. 2. (continued) 

CODE 1 2 ,J_,_.i,._2,_ CODE 1 2 .1 ~~ 2 ...... ' "' 
43 UN y LI PTR 2 !)8 MT M LI OSB 1 

1,4 HS y Lt osa 2 59 UN M Lt PTR (+; 

'*.5 UN M I4I PTR 3 60 UN M LI PTR 3 
46 MT M LI OSB ) 61 UN M LI PTR 4 

47 MT M LI AEM 3 62 UN M Ll OSB 3 
48 UN M LI OSB 2 63 UN M LI PTR 3 
49 li!T M LI OSB 2 64 UN M t.i PTR 3 

50 UN M LI OSB 2 65 UN M Ll P'l'R 3 

51 UN M Ll OSB 3 66 UN M LI PTR 2 

52 UN M Lt PTR 3 67 UN M LI PTR .3 

S3 UN M LI PTR 3 68 HS M LI .. ,AEM J 

54 UN M LI A~M 3 69 HS M LI AEM 2 

55 UN M LI PTR 2 70 UN M Lt 0$8 2 

56 UN M Ll OSB 1 71 H5 M L'I AEM 2 

57 UN M LI PTR 2 72 UN M LI OSB 1 
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:l'ttE liATtUU& OF APPLIANCE QlfNERSlUP AND Tl~ VARIABLE 

SHOPPING ~F.JU. VtOIIR - SB .. 

tht.l . model 

SD = (Kt X p X D X R) • I K1 • (PS ~ DS) 

given Pt ).o and 1;, A> o 

" " 

o.f ~pet5:no products and product nn:d b$.*mtd statu-~J ... 

'thtt sa l:n.tewiews c:ondueted bavo Pl"OVid~ eutficient dn.t:B ta 

t~.8t the bn.!Mic val idi tl" o£ the model :tor-: the :tour .a;ppi S.ances 

. 
.:ntcb: ""ar!able of: tbf.l model wilt be eoneept\l~l1y as opposed 

popultltion used in this atudy. 



2 .. 

A. NATURE OF APPLIANCE OWNERSHIP. 

From table Q t .it is seen that every respondent, 52 out of 52 

owns a refrigerator. The next most owned appliance is a 

toaster followed by a washing machine arid finally a percolator. 

In terms of percentage appliance ownershiPt 100% own a 

refrigerator, 96.2% a toaster, 90.4% a, washing machine and 

only ~4% a'percolator. 

This table clearly demonstrates the relative importance and 

utility respondents attached to tile various appliances. 

A refrigerator is considered an essential and is owned by 

the total population, while a percolator is far from being 

a necessity and i.s only owned by 44.9(. of the population. The 

relative importance respondents attach to the appliances is 

further demonstrated in table Q 2 where it is seen that whUe 

56% of all respondents received a percolator as a gift, only 

36% received.a toaster, 2196 a refrigerator and 12~ a washing 

machine as a gift. 

The majority 56$ of the respondents have owned their 

refrigerators for more than six years. In the ease of 

percolators, see table Q 3t JO% have owned their percolators 



for between 1 and J years, 26% for between J and 6 years 

and 39% for more than 6 years. 18% of the respondents 

have owned their toasters for less than one year, 26% fo'k' 

between 1 and J years, 12% for between J and 6 years and 

4Jl}b for more than 6 years. In the case of washing machines, 

72" have been owned for more than J years •. 

Of those respondents that actually bought their appliances, 

41% could not recall the price they had paid for their 

refrigerator, JO% could not recall the price paid for their 

percolator, 40% for their toaster and 19% for their washing 

machine. (see table Q4). 

In the case of brand knowledge, most respondents knew the 

brand name of their refrigerators and washing machines, but 

not many knew the names of their toasters or percolator1;;. 

From table Q 5,,brand name knowledge is as follows, 

refrigerator 98%, percolator 52%, ~oaster 62%, washing 

machine 98%. It is interesting to note that in the case 

of the two high priced items, brand knowledge was almost 

complete, while in the case of the two low priced items 

brand knowledge was far from total. 



4. 

The most commonly owned br:and of refrigerator was a Frigidaire, 

of a percolator a General Electric, of a toaster a Morphy 

Richards and of a washing machine a Hoover. 

'the most frequently used outlet for the purchase of all 

appliances \1as a wholesale house. The second most used 

outlet was an apploance store followed by a furniture store. 

Not one appl.iance was purchased in a super.marltet. The only 

appliance purchased at a bazaar was one re:frigerator and at 

a depa~tment store one washing machine. (See table Q 6). 

The results in table Q 7 indicate that the most popular area 

' for appliance shopping was the city. Over 70% of all 

appliances were purchased in tl'!-e city. The only other area 

in ~~ich appliances were bought was Claremont. It is likely 

that in the :future a far greater number of appliances will be 

bought in Claremont as it develope!!. into a major regional 

shopping centre •. 

ln order to have some idea of how respondents felt about 

shopping in gener.al, they were asked to indicate those things 

that they most enjoyed about shopping and those things they 

disliked about shopping. The major comments on likes and 

dislikes are listed in tables Q 1 . .3 and Q t4 .. A wide variety 



of likes and dislikes are evident, but the major comment 

related to the time involved in shopping. Nineteen 

respondents indicated that they disliked the time involved. 

Three disliked standing in queues, four disliked parking, 

one disliked driving, three disliked not being able to 

find things and one disliked the crush. 

~he major conclusion drawn from these comments is that time 

is a critical factor for this population. They don't like 

wasting it, and complain that such things as driving, parking 

queues etc. all waste time. In other words the whole subject 

of this study, including the model is directly related to tho 

one thing that consumers l.ike least about shopping. Any 

conclusions that relate to the time involved in shopping 

behaviour must therefore be of vital interest to the marketing 

practitioner. 



6. 

A. SHOPPING BEHAVIOUR SB. 

Table Q 24 shows the di!,;tr~bution in ,terms of the expected 

amount of time that respondents f~lt they would $pend shppping 

for each of the four. appliances if they were to go out and 

b1.1y them at the present time. Respondents graded the amount 

of time they would spend on a time thermometer with a scale 

of o .. o to t.o where o .. o was very little time and 1.0 a great 

deal of time.,. 

The distribution has noclear pattern other than that the 

greatest amot.~nt of shopping time would be devoted to the. 

£our appliances in the following order: 

Refrigerator 

Washing Machine 

Percol a. tor 

Toaster 

By multiplying the nufilber of respondents by the value in 

time they indicated they would devote to shopping, values for 

each of the four appliances were derived. 'l'he mean \f'as taken 

for each appliance, and th.e results from table Q 24 are as 

follows: 



. 7. 
,. ·. 

Refl"igera.tor ·- o .. (io9 X ... 

Percolator - 0 ... 198 X '= 

Toaster 
.., 

0.176 ·x = 

Washing machine 
... 

0.60 X = 

'the maximum value or time po:;~sible is 1.0 and th6 minimum 

value or time possible is o.o •. 

In other words, respondents indicated tltey would: spend, for 

example, 3,.04, times as much time shopping .tor a washing 

machine as theywould tor a percolator., or 3•46 times as 

much time shopping for a refrigerator as they would for a 

·toaster. 

The distribution also demonstrates that £or a percolator and 

toa:Ster over 94% ot all respondents indi.eated that they would 

~pend less than .6 time (on a ·scale o.o to t .. o) shopping. 

In the case o£ the refrigerator and washing machine however the 

distribution was more evenly spread .• OVer .36% indicated that 

they would spend iess than .. 6 time shopping for a refrigerator 

and 38% less than .6 time .shopping £or- a trashing machine. 

The rel,ationship between the shopping behaviour for the tour 



Re ~g~r-a~~ · 
0.609 . 

fbe tlitte~A11t::t:t betw•en tbo fl1'1\Ct;ent of tl~e rospocdents f'el t 

tb•Y v()u1<t spend $!bopplag ts OV~ m~re \1'$.vS;~).y dMGnt!t~~ted 

tn t~ble 4· 2,.a. · :tn· thiu table. eAch appli~r~e~ trail! raratt:.4td 

ei'th .. r ·tttst1 •ocoru! 1 thil.rd,• or tcurtt\ in t(tr<m$ o~ tbe 
' 

t.tf.lount ot tbte rcspondct'lt$ tsH: th~V would spend $bOpping iaf:' tt. 

In tbid· t(i\blA, Q, fi~Bt pJ.e.ee .1"$ftldt1g waS QlVan 4· VB1UQ of 0.4, Q 

•ocond p1Aee ranldno a V"a.lu~ ot 0 • .1. a tblr-d place ramdno a 

Vi.lltto o£ o.a ~d a 'our.tb pltleo roftldng a. Y"t!ltt@ of o .. t. . 1'b(;t$.o 

tralUC!tt tf(fre than eonvertoa to t;,. s~llle ftt o.o. to. 1-.0 to cruike tb~ 
' '. -. >, 

. . . . t 

AS: the re~kit~.g was derl1red f'rom t:b~ di~t·t,r'!bution ln tebl.e Q ~Kit 

i -i \tatJ hypotb(ls.tsed that 'tb~ ,r~tnkc(t wei.Qh t$ anatgne4 to eacH 

'l\voroge, tlt'f~ct; '9f 'fab1~ Q m% eliminated tlte &')o~slb!U.\y o£ «m 

un•gul.ll p~t»gr~aaton . ot w('ttQbt~ for oi'!\ch ~tegorv. · 



The mean values for the converted ranking table were as 

foll<>ws: 

-Refrigerator X = 0.9.32 

Percolator 
~ 

0-557 X = .. 
0.522 Toaster X = 

.. 
Washing machine X = 0.912 

While the mean values derived from table Q .24-a are: considerably 

higher than the values from table Q 2'*' the relationehip between 

the four appliances remains the .same. This relationsh~p is 

demonstrated on. the continuum below 

Relationship between the ranking of SB for the four appliances, 

o.o o.s· 

----~ ~-Toaster Percolator 
0.522 0.557 

o.9; I t.o 
I 

'· _..-. 
Wash~f"ng 

!-lachine 
0.912 

i<-, 
Refrigerator 

0.9.)2 



:In ozood.~t" to tdkt:! Ciogo.ietUtec ot both motbod• Qt :rantdng the 

tour appllantei'J• tho value~ lt"om both methods have hom .,ttdtd 

e1tj4es botb til"" tl.b~J<:~lut(t amount ot U.t!le ~tu:Jp(U\denta to1t tlt(r)' 

wu14 &p4mt1 &.tlt'Jpptng and the ~1ati:ve a.mQunt tJt time tb.., ~~~ t 
,,., .... 

the tttU.tl r~~u1t$ ar~ a¢t Ollt boiow• 

o.t98 • o. 5S? ~ o.·7$$ ·; ~· lJU:Zt! 

0•176 If· Q.w $~B .- Ot69B ·; ::::· f;),•~(t~· 

to ~he one ·d.enc.rtbed t\bov.a would exis-t for the .tour 4Wll.ane~~t!> 

l:t w.el\J not env!IU't.g~d h~wo;rcr thc.t tbe rela.ttotteblp bl!twef}n the 

xu: and 1U.U: t~til bo 4tntoted to t$$'tlng the bypotbe~es tlmt 

the re•aon for tl'lta relatiitrt!!!blp is .duflt to the ·ett~e't ot th~ 

\l"arlabt es 6<tiiu::r it:.eti tn tb.-. modt~l. 

Botovo u:rutl:JII'd.ng sol\lf) ot tht~ oth~r varlabl(!s tt f.t~ 1\eCOI!U~t\r'J' 

to r~la~e the $spec ted f:l!hopplno behaviouv tor the f~ur app1 tanees 

to tb~ aetttttl beb,.,viou~ t.ha.t t~spondents ·t.tltblbitet~ Who" matdno 

thoi..l" pU.I"C1UUUh 



11. 

'l'able Q 8 is a distribution of the number of stores respon ... 

dents actually went to in ord0r to compare appliances before 

making the a"Ctual purchase .. It is interesting to note that 

while the ma.jority of respo1tdc:mts indicated that they would 

spend. more than three times as much time shopping for a 

refrigerator and washing machine than for a toaster or 

percolator (tab! e Q:24,) , in actual fact 'l~hen maldng the 

purchase, the number of sto·res visited did not differ that 

substantially for the four appliances. 

Most of the respondents bought all their appliances in the 

first a tore that they went to. In the case of the percolator 

first store purchase was 100%. For a refrigerator first 

store purchase \t'as 78%, for a toaster 93% and for a washing 

machine 85%. (see table Q8). While the difference is not 

as great therefore for the four appliances, there was never• 

theless a definite tendancy to spend more time comparing the 

higher priced appliances than the lower priced appliances. 

'l'he hypothesis that more time is spent shopping £or refrige­

rators and t<~ashing machines i.s further demonstrated in 

table Q 1.0. 



12. 

In this table respondents indicated the length of time in 

months .from the desire to purchase the appliance to its 

actual purchase .• Of the total number of respondents who 

remembered buying a percolator nine out of nine 100% 

bought it in the first montht the same percentage applied 

to the toaster. Over 2)% however spent more than one 

month deciding on the refrigerator and over 35% spent more 

than one month deciding on the washing machine. 

One of the possible reasons for the greater amount of time 

spent on shopping for a refrigerator and washing machine 

than for a percolator and toaster is contained in table Q 11. 

This table vividly illustrate' the tendency for joint husband 

wife shopping :for the b.ro higher priced. appliances and a1so 

for the less owned percolator. OVer 68% of all refrigerator 

purchase decisions, over 58% of all washing machine purchase 

decisions and 70% of all percolator purehase decisions were 

made by the husband and wife together .• 

toaster the percentage drops to 4)~. 

In the ease of the 

The high percentage of joint purchase decisions .for the 

percolator is possibly due to the relative newness o.f the 

product and the fact that it is not an essential and therefore 



the ctoa~tt1r ·doe1sions W(trG mado sibgl:v te a tab• lndttt~t,ton .·. 

ot: tbe !"olativ~lY to• risk :Lnvolvi'Hi lft tbc purt:thfJ!s(! ot ~bts 

ep))11~ft'te~~ 

\!hUe a. lat"ge pttreentt~ve ot r;cu:~ponttents .b~dle~t() that thoy 

w~nld. ti~pen<! ie•• u.~e shoppin~ for the )ow p:r~c~d. app1J.o:ne~.o 

tban for the high prJ:Cfl<l ~ppl :i.llfto~s, aimc:ust a.11 re.~pt)ndonto. 
·I ' • 

bcllught the tour appllancos in the etty and, not tn e1~mont 

or Wya••ru. (set.t fable Q?) .. 
. ' 

9ne p~ssibl~ oxpitt.natlt'Jn. f<n:" · tbe teet tbat most ~tu:~AUIJ!f.U"t'J · 

trc.vollad to th~ elt.y ·even t'\ll' th.& trtU"el'ulefi o£ tt toa!'jt(!l" is 

that tbO&"'G lil ii grea,ter IU.\letetion in tbC! elt:Y+ 'fhie bOWOYei"' 

dOlt& not appc~r valid pl\\r-tt.eularly wl'u:~n it i~~J s4!ttll that m~st 

eoD.sumor5 w~~t. to only ono st~ro to eompetl"~ tho t~.a:etet'. 

(.Ge<) fabl-. Q fH. . p.._,Si~ibly tha d:Qljt :r'C'!lt.fl(ln~bJe Gitplnnn.tt(m. 

of' t1h7 ccneumor- bo~gbt to~iltet>~J crt" pt:lrcolatort~ in the ct tw 

of t.ho consumore tbat. bQ'u;!rt who1ot.~a1e were tcreed to do so :tn. 

t'ht4 etty. 

A tut-tber v:al.lt'at£on .ot t:h• b:Vpotl\QSl$ that consu~~rs woui(l 

apend let~s tlma tdtop~ina ·lor tho &owe~ or teed a.ppi lanoec than 

tbG htgh<iir> prle~d appliances is soon tn tebte: Q tl.t. 



In this table respondents were asked their opinions of the 

best way of getting a dependable appliance at a reasonable 

price. 'I'hirteen out of 52 of 'the respondents indicated they 

would go to the nearest and most conveniend:··store for the 

purchase of a percolator, while the figure :for tha toaster 

was 17 out of 52. Not a single respondent mentioned conve­

nience as a critical factor for either the refrigerator or 

the washing machine. 

The results from table Q 14 above appear to conflict 

with the results in table Q 9. In table Q 9, respondents 

were asked what the major reason was for actually purchasing 

their appliance at a.particular store. Not one respondent 

bought a percolator at a store because of its convenience. 

The same applies to a refrigerator. Only J out of 32 said 

they bought their toaster at a particular store because it 

was convenient. In the ease of the washing machine 1 out 

of 4:1 mentioned that convenience of the store was the main 

reason tor purchase there. 

Three possible explanations may account .for thG conflict 

between '"hat respondents actually did, and what they said 

they would do in the future. tn the first instance, 



thcrat'pr.O either f'aetor.e !in t.o.blc. Q 9 a.tummcd 'S,f!'t!nttir itnportfltU~Oe 

lt .h:· ttlso p·t)s~;Ji.blo that 'Whlle rcapondent.e !ndie&te r.'Oason• ... -

point t.hat people ./l.u··c rnot c.J,wa)'ll. rattorud, • 

. ~ay b(l .amott~rtnl or a))parontly irrat!orud. 

mtn:tem.,nt thot ·tho omoul'it tJf U.mo cotunlm~rs .tspand on eboli'plnc 

t:Qt' V4t>ious prod.uets o.nd in. th:!s ~case tour npvlinneos, ditf~ro~ .. 

Aeet'>t"cding ·to th~ data (tathe~ed. t.'rctl'! tbt! q,Ufl~tt.t.;ni':!a.l:rtJ t:MJ.SUilt~l't.i 

dld Elper.d t!ftd would spend mote time &'bopping f<aff a retrl.Qf)r.ato·r 



16. 

as f<>llows: 

-nefr igera tor X = 0.770 

- 0.706 Washing Machine X = 
- o.:na Percolator X ~ 

- O.J49 Toaster X • 



CHAPTER Xllt. 

ANALYSIS OF 'I'HEFIRS1' THREE VARIABLES P x D :s:: It,. 

Having t~stabU.shed in Chapter XII that consumers do spend a 

dl.t'fet"cnt amount oi' time Sh()pping tor various products, it i.s 

now necessary to analyse whether the variables in the ntodel 

SB = (K
1 

X P x D·x H) + i K
1 
~ (PS + DS) 

given Pt) 0 and 1 .~,A> 0 

are the main factors that influence the amount of time consumers 

spend shopping. 

In this chapter the f'irat three variables of tbe model will be 

analysed ... P x D,x H .. Price, distribution and homogeneity 

of avaUabl e competing products. 

A. THE VARIABLE PRICE: 

The price ot a product is possibly the mo~t readily ideritifiable 

feature of the product at the time of its purchase. 

tangible and can be used in order to compare one product with 

another • 
• 

In this study the four .appl ianees used can be 

categori~ed in relation to each other into :two major price 

groups. 1.'he first group inelude.s. the two high priced appliances, 

0/0 



a •. 

The eecond group 

contains the tt~o lower prieed protlutte; the percolator and 

the toa~:Yter. 

With out question the prices of the products .in the £irst. 

group a.r>o higher than tho prices of th~ appl ianees in the 

'I'he price dlsti.ncU.on between the appU.ance 

in. ths two groups 1s however not so pronounced .. 

tn terms of the mod<!l it was hypothesised that the b1ghcr the 

price ot A product tbe greater would be the amount of time 

spent sbopp.ing for it. In order t•o develop some criteria, 

of .met:u:mrement o£ price, respondents were asked to indicate 

the pr.iee utilitY of the products to them.. The cotnbination 

ot the absolute pr.ict~ ot t.he t"our appl ianees, plus the per• 

coived priee utility o£ the products will give a good indication 

of th.e raniting ot tho appU.ancce :in t~rtus ot price. 

Table Q22 is a dietribuU.on of tho percei\l'ed price utU i ty 

of the :tour- appllance~h Respondent graded their perception 

.,rt price utUi ty on a tbernh')meter wtt~h a seale of' 0~0 to :1.0 

where o.o was very little or no price utility and t.o was a 

gre.at de~l .of price utiU.t.y. 

~II 



Th~re i~ rto ~clear distribution pattern in table Q22 other thnn 

that the .greatest pri.ce utility \-tas as.signed to the four 

appliancE!lS in the following orded 

Re.t'i:' iger.a.to r · 

Toaster 

Washing maehfne 

Percolatot< 

seale of utiH.ty, .a total valt~e. for each appliance was detived .. 

The mean was taken tor ~each app1 iance and the resut ta :t:rtim 

Refrigerator 

Toaster 

Washing Maehi.lie 

Percolator 

.. 
·Me = 0 ... 559 -X e 0.4lp 

'The ma!Kimuru value tor price utU tty is t ... o a.nd the minitnum 

vnlue for priee utH i ty is o.o. 

tn addition to det.ennining the mean price utility cf the four 

a.ppltanees in te·rnls of the distribution, a ranldng o£ tb0 

.appliances has also been used. to determine price utUity. 

In 'l'abl e Q22.a. ;each appi ia.nce was ranked ci tber fir.st; second, 

third e~r tourth in terms of the respondents perception ot its 
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price u t.U i ty,,. lri some cases; respondents .t'el t. that a !refrigerator 

in some eases the toaster and in some cases the percolator ... 



ln this table .e. value o£ o •. t.t was assigned tQ the t.h•et plar;et 

0 .. 3 to the seccria., o.'~ to tli~ third and. 0.1 to ttie tourth. 

1'be abcve weighting is logteal bedatuce fi() elear di.strll:bution 

with the pre\l'ious t4lblth 

.. 
Refrigera~or x ·!I! o.?so 

Washing Machine 

Tbe·relationship between the p"ereeived prtee utility ts much 

values .. 

tlfO methods o:t determinlno pd.ce utU~ty .. 



nanking of Appliance tn Price Utility in Terms 
of Distribution Di:tf'erenee '-:erms, ot Pric,e Util:itt:. Difference 

Refrigerator 
... 

= 0.626> Refrigerator 
... • Oo7) : X 

.. 044.. . ,04-5 
'roaster - 0.582>. 

... 
0.70 "' X It:: lfoaster X !::> 

.023 ?··068 
Washing Machine 

... 
0.559~ Washing Machine 

... 
0 .. 63> X = X = 

- /o.tl.t:l.~: .o:;a 
Percolator Percolator - o.6o;J s :C 0.415 X <,\. 

Only in one cnsa :i.s the difference between the two methods greate!' 

than 0 .. 1 .. This is in the case ot tbe washing machine and the 

percolator liThero tho difference is 0 .. 1lt.lj, ... O.OJ2 • 0 .. 112 .. 

'l'he relationship between price,uti1ity of. the four appliances is 

diagrammatically represented bel.ow. In order to mal<:e tbe relation-

ship a$ rational as possiblet the mean values of both methods o.t 

determ.ining pr;lee utility have been added, Qlld the mean value theut 

determined. 

Refrigerator 0.626 0·75 1 .. 376 • - 0.688 + :e - • X ·= 

Tonster o.sa2 0,.705 t.287 • - o.6~,t4 + = • .. X = 

Washing Machine 0.559 ().,6.)7 1.196 • - 0•.228 + :e • .. :k = 

Percolator 0.,415 + o.6o5 !!I 1.020 • • • X 11:11 o • .sto 



o.o 

Pore~l a t<:tr. --
Oo51 _. .. 

· lfashing UaebiJ1G 
G .. $98 

\- Rb:f'riuerator 
f\ 0 ... 680 

IJ.Iqa.:st.er 
: o .. 644 

3/s-

t .. o· 



A ;rcfd.gorator h: p~t)bably the umet .es:sent1a1 of all appl ianees 

llUtd tbu;e w:ttb .great~r!t pric~ utility.. A perc:ola:tor ts 

only o~-neu by 44,1}6 o:r tb~ poputatl<tt'lJ. it l-ess. us~ t.}tan. ttftY 

Ot the ethe-r tlppl ia:nt:9St A~C. to somt!'f ~xt~nt ts probablf Viewed 

percolator wa.s viewed a.e having the lo"re"'t perceived pa':'1ee 

util 5. ty<t 

In additi-on t.o tbc per~e,tvf)d pJ"it:·l!:t u'tU.ity of the appli.aneQl'll., 

tt ls app:aren:t £rom t.n'ble Q 4 that. ~bso'lutaly the most ttxpcm$.l've 

.a.pp!£.ane0 ;l,s t'l . . r.ef'rigerato:r 1'oJ.lQt<f.Sd by a WtU!blng machine and 

then a percolator antt tin.aJ.!y a tOaflttor. 'the~ importa.n"e cf' 

the pt<iee o.f' the applia:n·ces to the respondents c.an nlao be 

gauge4 f'rom this. tat>.t~. 'i'hf.'! :tow~r tb~ absolute price, tb(! 

lese pr~cita!' tbe 'Jl'let:IKJl'7 of the priee pt;d.d. Chrer ltOl}& ct the. 

J!'espotid.,nts eoul(l not recnll the ·j)).~ico thn-1 had, p<li6 tor thei&." 

toaeter, th:ia perc.ent.&go d-rops to, 3~ for the p~e<:>lator., 

2ft>~ :for t,bc retrigerator end .19~ fov tho vashing ma.ehi.ne. 

'Tbe reason tor tf:te f. act tho t n;orQ> .respttnd~nt$ remnb~red · tbe 

pri.eo they hl\\:d paid \for th:otr ~rashing mtu::h.ine iB probably 

aeecunted for in tabl-e Q 1 'Wh:E!r() l t 11.\ s~on. that .f.or JDost 

o£ the respon<'l.et!.tt:f a wt:Ufbi'fig machine was a morf! rot~fit 

ac.qu.iet tion thnn n. ~e:tri~<u•a t-or. 



Fr-om table Q 9 it is seen that one of the major reasons for 

buying an appliance at a particular store was the low pricft 

at that store .. There is however no apparent relationship 

betlf&en. the absolute price or the perceived price utU ity 

of the product and the low price charged by the store. 

Over .30% of the population indicated that they bought their 

percolator at a particular store because ot its low pr;iee. 

'this tigure drops to 26~ for the refrigerator and 22% for 

both the toaster and washing machine. The explanation for 

this is probably quite simple and that is that there are a wide 

variety of other :taetors that cause people to patronise a 

particular outlet- 'fbis can be seen by some o't the other 

responses in tab~e Q 9. 

As mentioned in Chapter XIIt the higher the absolute price of 

the appliance, the greater the degree of joint husband-wit'~ 

purchase decisions. Over 68% of all refrigerator purchase 

decisions, over 58% of all washing macM.ne purchase decisions 

and 70% of all percolator purchase decisions were mado join.tly 

by busband and wife. Joint decision making was only l.t.:;" f'or the 

toaster. the hiQh percentage of joint percolator purchase 

decisions was·expla.ined in Chapter XII. 





fi't'om tabl.e Q :18 is H:. seen that tl1a perc0nta.ga ot · re.f!l,><lin<!i?.nts 

tl'lat would ua~ o. dtscount stor~ or 'lmy wltoiest-..l'i! for a ret.rlg~ 

rato.r is !J.9~t for a '\ll'llHSbing roachin~ 61%, for n tonstGr 67~ · 

and for a ~rcolt1tor 6'996 .. 

tt app~-ars i.cot.mslst~nt that a lt~rg~r perec!mtage of th0 

population would buy thG eb-ettpqr ,rather t.han t.t1.~ -e::tpe-mdve 

appJ. iancee ~t tbe eb~per ioutiets~ MowE)ver a-er"ice is mot·t# 

important !fo.r a re:fr!gl!:!rator cmd vAallin.g 'lr«a·Chi.tH'! than for a 

t.oaeter or percolato.r:s ana t.he-reforO: tt;~;:etors other than price 

ar~ "'f t~U.y i~nportant in 'tlu~ j:7drchr.ts!:l of thl<l r.10re ~ensi:vo 

and more CQmpl-GK appi tancl!u'l. 

T.he final aspGct of itnport.~nee in eonsider~.nfJJ t:be varia'bl t:! p}~iee 

is tbe beli<d.1 that thE:~<re ar,e prJ.t!e d:U'ference:St betH(!en the 

indieatetS that titer() wore s1gni:fieai!lt priee <H.ft~r~nce 'b~twe~n 

tJ1e various brr.mds of wa.l!iblnfJ machine~ alild. 78~ indi.catcd prico. 

Ciff.'erences bt;t'Wee.n the va.rl·(.'ft.Jil br.a:ndfi of ref'rigeratot·s .. 

Tbis p~rcentat;te drtJpa to 74" :for a t.ol)..Stcr and 6S'J4 :tor a 

The mllin ec.mclusion to bo tli.•awn from: ·this tindin.g is tihat d,tte 

to the g-re:atel:' variety of pet"ceiv•d prices :lot' the bigb~~n· priced 



brands ot appliances 1. consumers are virtually forced to 

spend more time shopp.ing for these appl ia.ncee than tor lower 

priced appliances. This conclusion is further justified by 

the findings in table Q 14 ·wnich were discussed abovt: .. 

lrt surrunary, tho empiri·cal data shows a ·dafini te tendency .for 

consumers to spend more time sbopp;i.ng for higher priced appliances 

than for l.o,.,er priced appliances. Numerous other factors bo,vevet· 

also appear to. influence the time spent shopping. 1'heoe factors 

\1ill be co.nsidered a.s they r~late to. the other vari?-hle~ ht the 

mod.el .. 

'l'he final price values selected. for use in the model t'lero 

developed early in the chapter. These mean values appear 

1=1omewhat conservative .in light of the other price factors 

di$eus.sGd in this seetion. From the absolute p,rice di flf~renc.es 

between the. appl ianc~s one wou1d havt>J exp~eted the peN::eived 

price dif.f'erences 'I:O vary more significan.tiy. lt is preferable 

to. er.r on the .low side, and therefore the. vnlues that will be 

Re£r.igera tor -- 0.688 X ·= 

-Percolator X ¢: o.sto 

·:roaster -X t!!: 0.644 

liasbing Machine -X c 0.,598 



i':'l:o eecon:'d lr~rialllQ in tht"t 1-YtOdel t·elerte-s to dist.rtbutlon. D.,· 

arid: tba mnjP:I." hy1)othe:s1s ts that th~ wi4~r or 'Oto:re 'lntens& 

thG distribution thE!! l~$$ will bt.l th~ time $p&nt. on sbo;pptng 

booa.viau,-.. Un! iko the varit~bl.e :prtce, it is not ~s easy to 

mall;e cat~t}orio st:a~~ctnte about dl$tt<S,bution.. l!Jhile one 

could assume that a. toastttr ,i$ th9 mnet intett~>iv~l)!r t!iJf!trtbut,ed 

o-t tbG totu• ·&J>plia'll'Clls,. it is tliffieul t to. mak-e a~sumptions-

w1 th regard t.o th® intfU"It::i\t~ne$lf olf 'itb~ d1str£llution £Q1" 

retrig¢l'".f!.tors, percclata%"s tOf.· litashln:a miJchbu~$.. lt $Cf:!ms 

1ogien! tO Sl\)t bOW'GVG1", tb.a.t etoet St.ol"cGS that ent'I'Y t'tl!frige­

rntot'S tll:s-o earry Va$hlug -ebi!le-!1, .ar1.« t--hat p~t·eol":tof"iJi 

w-hU,• still SOllle11rhat .bmovatf.ve in natur~·-t are earr-it!!d by 

m(ure nt,ores thnrt r$fri~crntors end washing trta:chin.es. du.e to 

Uteir J.o'fr priee a'hd tbl!: ·ta~t thtlt tbey art! sougb.t ~ltt¢nsiV'ely 

.a.e ~#fts. 

Tber actual degree of dist-r!bl.ttlon.,, o£ the tottr appl i~..t'lCOfll is . 

b.owev·er not critical... fb& .critical fa-etpr !• t.he populations 

percu~pt!on o£ the intenstv~n..eas o£ tbe ~.il!trihuti'()n of the 

tQUr aPlll ian.c~se 



Table Q 22 j.a a distribution of the perceived intensity o1' 

distribution of the four appliances. Respondents graded 

their perception of the degref:l of distribution on a thermometer 

with a scale of 0.0 stores to 1000 stores \1here o .. ·o ,,as very 

narrow distribution _or exclusi:ve distribution and 1000 was wide, 

or intensive, distribution., In order to make the thermometer 

clearly ,.mderstandable, the scale used was from 0 stores to 

1000 stores., In table Q 2.3 howtlver, the scale has been 

reduced to o-o to 1.,.0 in order to make it comparable with the 

other scales used in this study. 

In developing the mod.el, ! t :was hypothesised that products 

with exclusive or·narrow distribution would require more 

shopping time than products w~th intensive distribution, 

In orde~ therefore to rethu:::t a higher value tor exclusive 

distribution thf.\n for intensive distribution, the values in 

table Q 2.3 have been reversed, and. 0.0 now represent intensive 

distribution and 1.0 exclu~dve distribution. 

By multiplying the number of respondents by the value on 

tbe scale of distribution a total value £or each appliance 

was derived. The mean was taken for each appliance and 

the results !rom table Q 23 are as follows& 



Washing Machine - ·~ 0.607 X 

Rofrigerator X :; 0.60 

Percolator 
.. 

== o.1157 X 

Toaster - 0.365 X t 

The maximum value for e~clusive distribution is 1.0 and the 

~inimum value for intensive distribution is o.o. 

Table Q 23a is a ra~king of the .four appliance~? in terms 

of their distribution" Each appliance has boen ranked eitber 

first, second, third or fourth. Tbe value assigned to a 

:first place ranking is 0.1. a second place ranld.ng o. 2 1 

a third place ranking 0.3 and a fourth plaeG ranking o.z.. 

The reason for assigntng the values in this order was to 

r<:Jf'lect a higher value for exclusively distributed products 

than for intensively distributed products. These values 

wet'c then converted to n scale of o.o to 1 .. 0 in order to 

make them more eotnparable with the previous table. 

1'he mean values in terms of ranked distribution were as follol'r~n 

lofashing Mnebine -lt = 0.715 

Refrigerator -% = 0.677 

Percolator 
.. 
X = 0.417 

Toaster 
... 

0.267 X = 



The relationship between the bro methods of determining 

intensivenesl!l of distribution is consistent. In the first 

ease, the relationship between the refrigerator and \fashing 

machine was so close as to make tho ditt'erence insignificant. 

The table below sholts the relative differences between the 

bto methods of determining intensiveness ot distribution. 

Intensiveness of Appliance Ranking of Intensiveness of 
..,D .... i.s.,.t;.;;r~i;..;.b;;.;u;;;..t;;.;i;;,;o;.;n;.;;. ... ;;....______ D i fferonec AJ2e1 .t~ Distribution.. . Di tferonce 

Washing Machine i t:: ... 0.607 > WasM.ng Machine - 0 .. 715'-:>o :It = 
.007 ~ .. 038 

Refrigerator - e 0.6 ~ . netrigerator - 0.677 K X a: 

P0rcolator - / ,t4l 
Percolator 

.. /0·260 
X = 0 .. 457~ X b:: 0 ... 417-.-._ 

/ .112 ~0 . 

Toaster - Toaster 
... ~··150 

K - o-J65 X := 0 .. 267 

In order to rational hie the two mflltho.ds ot determining in ten• 

siveness of dist.ribution, the mean .values of both methods have 

been added and the final moan value then determined. 

Washing Machine 0.607 + 0.715 e 1.)22 x e 0.661 

Refrig&rator o.6 0.677 - o.6J2 + It 1.277 x, c 

Percolator 0.457 + ' 0.417 o.874 
.. 

o.4~Z Ill X c 

Toaster 0.,,365 "' 0.267 e 0.6;32 i; ,=, O.J1p 



th~ final relat:tonsbip betWt!!!eifi the! perceived int~nffivoneefJ 

o£ distr.U.~ution of: the .fout' a:pptianee~ is Q.iegra.mmatica.lly . " . ' 

o.o 

Toas· .. t~.:~~ 1r~ . 
O.)t6 . 

Pereo1ator 
o.437 

ln the cnae o.t tho p6r.co·lator ev(Jtry member ot th-e popuhttlon 

went to en1 y otte stor;e to compare a:nd buy tho .app1 lane e. 

For a. re'frigera:tor, ti;rst stnro put"cba.se vas ?891), tor a 



From table Q 9 it 11!! sliuJn that only the cheaper and more 

intensively distributed products were purchased at a partioUltu• 

store because ot its convenience. Als.o for the higher pri.cea, 

selectively di.stl'tbuted, products credit tacU.ities were mantioned 

as being important~ 

'l'be importance o£ intensive distribution for a percol.ator and 

toaster is highlighted in table Q t4 • 

• dents indicated that they ltere less prepared to shop around 

and compare perco1 a tors and toasters than they ,,ere to compare 

re£ri.gerators a.ncl washing macbf.nes. 

One of the reasons tor having a wider distribution for tho 

two lower priced appl lances than the two higher priced appU.dnees 

is .found in tables Q26 and. Q2?. In table Q26 84~ ot the 

population indicated that they believed th.ore was significant 

product dlt"tereneea bettfeen the various bran<is ()f ;1ashing ·machines. 

This percentage drops to 74CJ& tor the refrigerator; 6696 tor 

the percolator and 62V' tor the toaster. tn table Q27 6?% of 

the populat!ttn indicated that they believe~ thet'o \-tere 

slgniticant pd.ce differences between the varoious brand.s ot 

This percentage drops to 6.)% fo.r the 

refrigerator and only 40% tor both the toaster and percolator. 



t8. 

Tb~ fact that greeter price and product differences wore 

perceived £or the higher priced brands of' applianeee than 

for the lower priced brands Gf appliances. And 'that more 

stores ware used to compare tho higher than the lower priced 

appliances means that it is not as vital for companies to 

distribute their washing machines end refrigerators as 

int,ensi.vely as their percolators and toasters .. 

In summary, the members of' the population believed that the 

four appliances were distributed in varying degrees of 

intensity. In toms .of' the model, the final measure ot 

distribution intensity is 

'dashing machine - • 0.661 X 

Refrigerator s. • 0.639 

Percolator - • o.4:.J7 s 

toaster - • 0 •. 316 :X 



tn. analys.lng tb:e variables price oh:d dS.att-ibution it. wae 

appar•nt that the tour :appl.iMC(!s wet'~ all manuf't:retured 

under a varlety of brand na.mes, Glld that the poputaU.o11 had. 

aetini. t$ perc~ptlcns rega.rding the homogeneity of t.h~ competing 

lc t1!;);rms :Ot the modelt it was hypothesised that the 

greater tho pet"eeived bomogeneit.f' of available competing 

produ.ets or brands, t.hu less '&auld bll!! the. tim<+. spent shopping 

for them. 

In order to dettelop a l.i.et: ot' the total number ~t btand 

names tor each appliance l!ientlone<.l by the population1 

tables Q 5 .• Q i7., and Q 30 httve been ann~7:sed.- · The. totn1. 

number .of brands ment.icned. for each appliance 'Was .ns t~11owrst 

Re:frl!lerator · 2S 

Washing M4chi.nt~ t5 

Toaster tJ 

Percolator 12 

w~re in :f'~et <t'tlm.Gd by the. pop!Jletion~ 

the tour appl.aanee.s tf'llS as follovs~ 

Brand ownership fCYr 



ttefr.igerator 1.3 

Washing Machine 1) 

toaster 10 

Percolator 9 

'l'ho fact that fewer brands are ow.ned by the population than 

known by the population 1 is an indication that for this 

population the smaller number .o.f brands owned is probably o. 

better indiet;ttion of thetr perc~t~tion of product hornogenai ty.-

One would assume that the greater the brand heterogeneity of an 

appliance the greater would be the consumers knowledge ot the 

brand owned. lt has already been shown that the respondents 

in the popul.ation felt that ther.e tlfere greater price and 

product differences between the high priced as opposed to the 

lO\f priced appl iatlces. t t has also been shown tha.t more 

brands of high priced appliances are k!lown to t.he population 

than brands ,o:f' low prieed appliances. It is there;foro logical 

that the results in table Q 5 show that a gr-eater percentage 

of the population knew the brand names ot their t"efr:iger.ators 

and washing machines than their percolators a.ntt toasterth 

' The reason tor $-ssuming that the more heterogeneous the 

avaU.able .competing appl lances are the gr.eater ltould b~ the 



con.tJumcrs kuowl-edge of th'¢ brand Owtled is as· followst 

lt tbc ccnm.uue;l" is subj~ct to a vide choice o£ a particular 

.app1 ia:ncos .and if the: bra~ds have significant pr.iee end 

product differences than t'he consumers is force:d to shf!)p 

aroun(J and compa-re... The more time .the consume;r spends 

shopping, tbe grenter will btt the impression made by the 

brand ever:ttually ehosen. As a. result o£ thhs, the consumer 

itll li'kely t-o remember the n~~ ot tbe brand purchased .. 

'!'able Q :15 is a <Ustrlbution of' potential sources of' advice 

It is reasonable to 

assur.'ie that. the more complex the product, and th~ greater the 

variety o.:£' available compet.ing bran4s the more .1 ikely .ar-te 

consumers to seek advice, an4 pa:rt1Qn!ar1y expert adviee,. 

From table Qt$ it is seen that 81~ o~ e,ll respondents would 

aeelt adv!efa in tl1e purchase of a washing machine anct a 

refrigerator. 'l'hls figure drops to 77~ for tho percolator 

and 66~ for the toaster. As fat as expert ad\"lc.e is concerned., 

3~ of aU. rcspendt.mt$. :inaictlted tb,ey w-ould go to an engtneer 

or salesman tor advice in the purchase ot a refrigerator and 

a washing ntachine. This pereentago drops to 25% for a to:f,lster 

and 23% tor a ·percolator. '!'his agabt justifies the 'theory 

that the grEW:lter the variety tbe more necessary it is to obtain 

expert advice. 
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O.ne final m11.1thod of gauging product homogeneity of the tour 

appl ia:nce~ can be derived from table Q'2 in lh"bioh the tour 

npplianees a.re.ra:nked in terms of the po;pula.U.o:n"s perception 

or .their status .. 

ln. this table .respondents were asked to rank the !our appliances 

f:irflt,. second, third or fQtu:·tb in terms ot what they perceived 

a first place ra.ntd.ng. 0 .. 3 to second, 0.2 to third and o., i to 

1'he total number of respondents l.n .each category 

was then multiplied by the value f'or that categOry and a total 

The mean of this tota.l. was then taken. 

and a ranking in terms ct mean. values was developed tor the 

four appU.anees .• 

The value 0.,0 represents 

vert'f/ low status and tbe v.alue t.O represents very_, high status. 

tn terms ot this procedure the following r.a:nking was established .. 

Washing Machine X o:; o.Bo7 

Re:trigerator 
... 
lt = 0;,70 

Percolo. to.r -· ;:t[ • 0.552 

~oaster - 0 .. ~32 X =· 



_ .. ,.,...,...,. __ ·~· 

The assumption ·Can now be ma,do tba f, tne high or" the sta.tus 

_ ~£ n product, the more di:stinguishabl(l! it. must. be f'roro othor 

sim:Uar pr.o<Juets or b:r.artds. This means therefore that :the.:• 

products 'that have a high status are: likely to 'belong to a, 

category ·Of goods in which the var.ious br.ands are r.ela,U.vely 

bctr:ogeneoua. ln this case the high status ot tho washing 

machit1e and refrigerator ·is entirely consistent with ·the 

evidence that .a.vailabi'Cl! com~t.lng brands toT tbeg.e two products 

are mor~ b:etrogeneous than the branas:for. the two lower priced 

. lower statue products ... 

In o.rder to test the val id.l ty of tbe model., it is necessary · 

to dev-elop a. ser.ies of' vaiues wbleh- reflect the relative 

homogeneity of the four applia:nces.. In. ordor to do. this, the 

following Pli''OC<!du·re be.s. been adopte-d. A . scale has b&~n 

developed for the pereei\l'cd product d:i££erene"Oa be'tween 

app1.taneest tmd nnot.her .seale .f'or th-e pel"C~ived. ·price di.t£erences 

The valuos from tbese two sc.oles have then 

been added') and the .mean v.a:lu$ ba.a been selected .as the meaaure-o 

ment ot tho relaU.v{l he>mogenetty ·or hetrogenei ty ·Of ·the f'our 

·. a.pplie.nees .. 
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Initially a scale of O.oO to 52 was used to {Jr'ade respondents positive 

belief that there are product and pd.ee d!ffer.encea between e.pplianees 11 

~bts sea.h~ cort'esponds to the total number ot respon<lents and 

therefore allows for measuretnent in terms of percentage. positive 

and percentage negative responses .. A vt~.luc of o.o rt'!presents 

no product or price dif't'erences., and a value ot 52 represents 

extreme price and product differences.. From table q 26 the 

following scale represents the perceived product dit'f'erences or 

. the re1o..ti.ve product heterogeneity ·between ·the various brands 

of the tour appliances. 

Washing machine .~4 

Retrigetator .38 

Toaster 32 

Percolator 28 

From table Q 27 the following scale represents the perceived 

price differences or the relative price heterogeneity between 

the various b:-ands ot the tour app1 iancea.,. 

Washing Machine 44 

Refrigerator 

Toaster 

Percolator 

40 

.38 

28 

In order to convert these values to a scale of o.o to 1.0 

a .eonver.sltm factor .of 0.0192'3 has been UsGd. 

tor product heterogeneity are as .follows: 

the new values 



The same conversion :factor (lf o.Q192lS baa be~n used to 

establish new 1talues·f"r prlee h4trogenei.ty. 

as follows'l 

0 .. 846 

0.769 

0 .. ?30 

o.slB 

These values are 

T.be two s$'te ot values tor· product and price hetrogeneity 

geneity o£ available comp•t.ing product&. 

Washing Machine 0.864 + 0 .. 664. = t.728 i=e.864 

Ref.'r.igerator 0.769 + 0.7)0 :!:< ·t.ft99 i=0.7~2 

'l'oas.ter 0 ... 61$ ... 0.130 = 1oo.!l4S i=0.6za 

Percolator 0-.5)6 ... o,.538 • t.076 i=O .. .?J8 

ThetiZS fine.!. values for the "'ariabl.~ hotnogeneit:y of available 



.26 .. 

other empirical data, ~d will be userl ~.n the final test ot 

the model. 1'hes~ vtt,lues nre diagrammatically repr~sentt!d on 

tbe continuum below .. 

o.o 

,, 

. ' . \. 

'l'otu:.•t•r 
o .. 612 

t.O 

/ ' 
"e--... _ 

Washing machine 
0.864 •, 

Refrigerator 
0.71,;9 



. 
t 

CHAPTER XIV. 

ANALYSIS OF THE LAST TWO VARIABLES (PS + BS) 

The last two variables in the model are product status and 

brand status. In developing the model, it was hypothesised 

that the· status of a product or brand is a .fUnction of that 

product or brands vi.sibility and distinctiveness.· In other 

words, 

STO = tK
1 

x (PV x PD) + (BV x BD) 

It was further suggested that the greater the total status 

of a product or brandt the greater would be the time spent 

shopping for it or the greater the status of the total 

offering STO the greater would be the time spent shopping 

for it'. 

In this chapter the last two variables of the model will be 

analysed, and final values for both product status and brand 

status will be established. 



1'11e metbod u~Jed: to dect.ermtne the viB!bil tty of the :four 

. app:t tane• ·'ft'a$. t.o .ask 4)aeh rospcmdrmt whe·tbo~ she k.nev 

llfhich ot t.t\o fouJl' $;ppl iam:es \'fm:!':e owned l>)r· -tile tbre:e t.:unilies 
' ' 

closest to bor t.tot.h (teogr.apbtea11y at.u.t in ~•rmu ·Of af'lcctton. 

Theme thrM · :tamtlles weJ"e <•) bor ctosll&t ao:tgnbo1lr 

(b} h.- elos-.t. tr:i{al'ld ,tt,n4 ((:.) ber closO.t. tn11tily member. 

T®Se Q 28· :ls a. 4lstrlbution of t:tto r~apOD.SU to• t.he quhti'Oft 

*'® you know· ¥bLeb ot tbe :foll.otdng apptlu:cos ue .owttnd. by 

your .closest ncd,gbbour, tri~nc!, t•tly m5bern,. · fablo XtV,..t· 

at: tbe entl c:t t.be cb.npter lntll-cat.es tbe known prttduct O'mle.­

dhip tor 'the four appl tances lor· each cat.egt~l"7• "fbln tnble 

has bll!ltm dcrtve<.l from teble Q 28. 

. . 

From tta'b.le ltiV.t i,t as lmmMlate17 cppatent tb3t 'the largest 
. . . ' . 

'pereent;nge of lutown acppl ionee owneFsbip is tor the retrlgerGter,. 

tben t.he waebiftg :eacbine :f.(>11owed by the toa,st.e:r and ttnally · 

product visibility tbo poait.tve pereon.ta,uehQve ~ ,atJded: · 

togothot!' toT ·~. ea togory .and t.ben the mean ve.lue:· .ba.e . been 



so tor the ref'rlger:ator tbo •• value l$ 

62 ... 7 + 9S.t + tOO e :280.8 i • 93.6~ 

,,.~.., + 9f,.a "' too.o e 1:.$7 .. 6 ; 0 s~.~" 
~ 

:Waabi·ft$ !tad\1no Gs.4 + 92.3 • 86.6 #: :2.~.3 ·~.e. 8s.,4~ 

P<ereol.ator a_; .. o • ,,.9 + :$2~0 ,w: 130 .. 9 ~ ~ 1•3·6" 

tn the tli&d'f'!-1 •. tb.eJ' ba"r.e- been amv•tif4 to e scale ot o.o to 

t.O \fihwc· 0.0 .ta vcerr low product. v-islblll.ty and t.o V&J1' 

,~Jlob l'l"Oduct vlttlbi.ii:ty,.. 'l'bo final -ual:uea i.bera:tore ar.e 

n-otrlgttt'.tt·t;Or 0~ 9J6 

2'onster o.8S9 

varmint macbt.Ae o.S:dt 

PEJ"COlator 0-.4)6 

tha1> p-l"'du.ct.. tltWn4:tt'shi:p by t'he populatiou•s etoses.t aeiabboun. 

t'rlcm48 an4 f:-$mil7 membM"s 'IJOUld be eimUar to tba-t ·bf :tha 

poputa.tion lt.a:et£. 
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T'hie a.waumptt"on ij;§ turther v:alida'tod by tables Q 19• ·Q. t9a., 

Q '20 ant:l Q 20a: :in which the p~pulo.ttoa ·Watl as·ked to in4teat4 

the t.yp& of~ dotte by tt:te husbands ot· ·their two :closest 

fl'lends, and ~1' ·the husbands of their two closest aetg,blw;,un-. 

tn tht! case ·of tho two elos<!11t. tritmds every one tllmtt.ionod 

vtth tbo ·mteepti.otl ot cotle student. ei·tb.er J1 t:>Mf'ossit>nal .. t 

te~lm.lct\1 or related worker or an o~r or .mn,jor shar~bo1dl;J'' 

o.t a busineaa. or M admblistr.ative ex.eeuttve or sales worker" •. 

ln .otJiei' word~· tbe :population'•e friends hov~ the ~::tme 

oeeupa:t1ono.1 tmckgrcmn~. ,as t:ho population itself.. tn i:he· case 

Gl: tho. two •Close.nt :OOi.{1bbouf'St 81.t" •Of the'B Jm:vo t'he Stl1UC 

oecupa1\.lcn.til. tw.u:kground .. as the :popula.tton :ltse1t. 

tt. tu nl.•i'JO r•sonable to asflttme rram tablo Q 21 ~t the 

pGp1.11et.!on pro'b.abl y ha,s a good iou ot the ,appliance ,ower• 

~hip ·Ot their clo~Sest. friend, f"m»Uy Afitl .rtolghbm1r.. tn tablo Q2i 

tt ls i!Seen t.hat oVGI" EUi~· of th.e populat:tcm. 9Jltertains J\l• bmrtc 

.ai: le~st J t.imtts a mout'b~ .and um·t 11~ en:t.ert-.lti t!.t lenst 

,once a voek. "ibis beitlg the· ease,. one must aasur.te. that ;the· 

poJ1ul.f!t:ion. i t.sel t is .mterta.i-nod a stmUtlr" numbor or ctlll'ltts 

·by· frlimds and :to.mUy tm4 t~c:tore that. ·the populatiM hae 

.a tair idea of' t~ppl it\nee ·Owner·sbi.p by neiQb.botlr.e:. trl~nds 

~nd family. 



SOme gl'mN"at C&WJ:tett't.!/t on prodU¢.'t visibility l).J'e naw 

!!ecessaJT to il'urther the, mQdel. l!ac;h .appltone• vi1l bo. 

dlacussed to tum. starting 'with tbe m.ost. visible producct 

the ref~ige.r.~tOT and tinisttiD; w.tth tbe leas't visible: · 

produc't the percolator. 

netrloel"'at:ot' owership for tbi.llJ powlt1t£on ls too~. auf! is 

p:rolmb1.y tQ09£ tor frteud:s,. ilatd.1y· an4 D$l.ghbouru. · .!n othe 
- ::' . . . . 

worp tbe market satoratiop of the ;p~duet: aakos it blOhlY 

bct:p tmt bo ee.en hy auyonf; ooauo tnt., th& kitchen or .a 

.(ri$!td or t.tunill' member.. · 

Qv~r ·96" ·Of th-e pOpUlatiOn .. and ht:mce the fri<&:n4«Jt ~(fhboU:r!J 

ao.d family mab4tEJ o~ the popu.lati<m OYR a, · W4f1ter.. 14a.t'ke.t 

aatunttton 'tft~r~tore assures vtsUUli.ty. Ftlrth:GftiOI'\e' whlte 

a. toallter. te no'- as l·ar.ce .aat a ctt:triool"'ator U.~ te neYertbele• 

k~t lft Ute ldtchen,. oenec:mU.:r on. a counter- near an ouU•tw 

end hence t$ ~1gb1y vls:lble, hut l\0~ •• Y.i.slbl<C!J AIJ a r«Jtrl;,'Jcn'a:tor-.. 

lll spite o£ near market a•turatlcm of tbls product:, the t•ct. 

that it is. generally useJ.Il ~· tho maid .. , and trequcn-t.ly kept lft 



a 'tli'Ci!~ rettueo th.e vi.sibiltty ,of tbe product.. . It. is 

lotlcat tberof'ore that pr,oduc1:. v1•1bUlty t7t t\ wastl!n:g :maebine 

1$ lower tbatt product vl.s.t'l)U i ty .of a ~retr!st~:tor or tcat.er. 

01\17 "~ of tbe pOpuution: en$ Q. pereol~tor, ttn.S analn tbit! 

pl'\Obubly e~ximatos product Qlftii!nibip by 'rimds, i'A,ilf' 

membe:nl 41\fld fteigb;bou.r~,. Th~ atna11<tr' pt!J"~tnQt!. :01fft(W'S'tltp 

4f tJle appliance det'l~it.•.;~ly J"edattes its Ylttl:bi.lJ.ty.. t~ au:at~. 

be not~d how-wer,. that :tn ~osee where hoUAholdi!J 40 own 4 

per.colot.or it ia JiJl"'bably big'bly vi:slbl-e: aiJ lt ts UH4 wlum.. 

'Etllt~rtaitd.nq. ·fbi.s pfl(motecmot\ probably ace.OU'ft'ta · f'ol" tb.e 

close relntt01'18hip bei!ween percolatot' owneri!!hlp "" .Qnd· 

percolator v 1eU>i.1 tty 4:):. 9"· 

·14 summ.ery the v111ues that ·will be uso<J to f\RPI"eS:el\t J)l'od.uct 

v1s:lbi11ty .of the toUl!' applb.ulcee ere atJ t'ollows:J 

I 

.R~:friger4tor 

1'0AStttT 

Wasbtng mAl!hlne 

Pereolator 

() .. 936 

o.Ss9 
o.£H4 

0.~,6 



ftt~ n:lat:itmsttlp between product dia·u.netivel)'e•s: ead pro4uet 

vi#lbiU:ty vaft tflac:ussq(j 1n c~ptor tx.. . ~~ ttdc ehaptfd' 

l t wa.s stat~ tbat 1ilflil.e a pt>Oducti 11tiQ'bt -~- ?ltdblo• .it can 

only be di.sU.11ctiV'e it tt is 41.ff~rent to tither ~ts i.n 

In order to develop a ~tU'!i~i'Os ot •o.tuos fio:r tb.e &tor:ee ot 

pro:ttuet dtsti.:ft'Ct.iveni'!~'ilJ ot the four ~ppllonee$, tile totlowlng 

~roco4ure MJJ ·been a~pte4. A serios ol values IUive ~ 

deYeletpfJd ·tmsed oo table Q 39 in vbich rc'Sprmdcmt lndictt't<tit 

the frequenC-y tJt a.ctu.c1 ~tigltt of' tho tour ftppllCACe1!J at t!Joir 

fte:re ~ t-ba~ the Uiu:n!! d.lat:inctive 'tbe apl)l.i.eneo t.be SOJ'e 

li.kely It!! ~he reep()ftdeat to =•~ .-~on i.t a.Jl4 romemboret!' se'elDg 

it.. Table XI.v .. a at the ond ot t&.ts che:p~r ahovs tb.• 

percen:t.ago. of r:ospo:tctent.• · wbo tuwe ~etuAtty se.m t:ho v~;rious 

appllancM at t.hei.r · f'l"i.mtd.s., neigb.bburtf aftd, :tami.1y qemb~~·· 

Tho categ:orr never seen hac been as~ toned a value o£ c.o. 

t.b.e catego1'7 oetmC~-1ona11y ~- -n: value of o ... t ®4 the C3t.e:goq . 



6 .. 

in eaeb catcgOYy bn.& then btten Jlll.ll tipl.!ed. by tltc \talfii>O ·of: 

th11t eatenory and a total vatue- for th~ r.cfld .. gerator. 

i .• ·0·15 

.i e o.sr..s 
i 4='0.!)40 

·• - . 
. 1t e 0 • .)!)0 

fregueney ot· oi.ght be ~a41UTed 1. but its t.mportanel!! on e:tat.un 

i'lt"'.:tB't a'leo he ·ostabl.ie'tn:d. 

343 



therot.-n-e ttlat proelucts tb.a t. o.eo · tr~Quen:Uy •= and that . 

n;180 bave bigb e'tatus muat. ~U:tv~ a high 1rdue. £or pr~uct 

In or:der to 44..-:i:v.e u .flnal vatu• tor u.s:e i.n ~be, a~el of' · . 

prodUct .cUstinetivan.ess, tb~ volues for ft*.oqueney a£ ·etV}lt 

and pn:nluct J8.t,atun &a:ve been add'*d1. and Ute ~- value ~en. 

o,.,t,..' + o.4,a a 0 .. 972 ; ., o .. lt86 

o.,, • o.ssa • o.9oa i • o.~zt 
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The £1na1 ral'lkino of the four app1 i:an~es in . t-erms o.£ pr.oduet 

<lisU.nctiYefte$8 appears enU.rel7 eoneistent. with earlier 

evl<'lence in t.hls &tudy, af.ld wltb other emplr1ca1 data.. 

For uampl-e.on-e vou:ta assume tbat the greater t.b.e botri)gen:eity 

of an 4PP1lance. ut.eoo.ry the .greater wow4 be its produc~ 

dit!JU:netlveness.. The ran.kiag £o.r b:etrog:enei t.y. :in d'lapter 

Xt:u is #imU~r >to the ranki.ng tor ;produ.et df.sttnctiYeness 

with. the exception t.hat. ln the former e~.:use. the vashlng 

ma,chlne ranked sltghtl.y abe&d of the retri.geratol"'. 

In a44ition ·the tact tbat over 6$~ ot the population believed 

that certain. applitl~K:es do have. more tttatus t.h~n otbet 

appl ianees ts 1'ttrtber indic.at:ion that there is or must be e. 

rlltlkin(f ot appliances in terms of their diatin.c'tiYeness. 

Further evidence that the tw(l bioh•r prle..a. appll.aaeea are 

more d'istinctlve th"'n the loYer p.rice4 1!\pplit.mces is t'ound. · 

in tables Q 8 tUtd Q :1~.. tn th-ese tvo t6blc.s 1 respon$lotf!# 

i.~dicat.ed that they s~ent .more ~1me shoppi,ng for the high· 

prtf;eQ, appl ittnees thatl the 1<»w priced. aow it all refrlgo­

rators 'WOre .l!!limil.ar and •Obfl r~frigerator could ftot. bO c:U.s­

tl.-.:guishod f'rom acother then it is unl ittcly 'tha.t. corumtners 

lteu1d ~pend tim~ compar:l-no and shopping tor t.bem. 
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~n tal)le Q 1.5 St% ot all .rGapondents inc!U:catetJ that tbey 

would eeek eomo torm of advice in the purchase of a wash!Dg 

machine and a ,retrtgera.tor. 

These figures a.re 

again relat.iv(tly eonsi&tent wt th the valU<t$ for product 

4it!rtincU:veness. One would 6ssttme that tho more distinctive 

a eat~gory 'Of goods i.s, the .mot·e .necessary tt would be to 

.eeak advice when makino a purcba~Je. 

The tinal t:Hi!pect of the e.mpirical d.ate. thnt .just.itie!t the 

the elCJ)ectet'l store typo tor tho future purcbaso of' the four 

is general practice. In tablo Q 18 38~ o£ the population 

indicated that lbey would buy a refr.igerator .in a etore gene-

etore. .a :turni ture ,stor& or the City Council. 

'* It .is tntercusting to note that not. a single member ot the population 
would buy any o£ the .foW"' app1 ianee.I!J at a department. store or a 
su:perru.rk.ot" and only one rer,;ponder:rt in!U.cat~tl that sho would buy 
her ap~li~nee at a Bazaar. 



In awm~uu7 the t.wo b.ig;b. p·ricet'! appliances ctra mol"o distlnct.i.ve 

tl1.an tho tvo low priced appli.anees, ami tbe tinal ranll:ing end 

values that will bo U$etl tor tbe four applianee.<s ·in the model 

a.re a~ follows: 

Refriger.a. tor 

Vasl)!:n{f :llt4Chine 

toaster 

Percolat.or 

0·725 

'0.676 

o.4.S6 

0.451 



lfl t.he pr.ev .ioU:a .sect.t on pro<tuc t v islb U i ty was discussed. 

It i~ now necessary to d«Velop n eeri.es ot values tof:' brnnd 

vJ.aJ.b.U.itY• ln cbapur .IX it was p:otntetf out tbat. e.. product; 

eon 'be V'.i.IIJ.bl• ia two ways. Tho product it.sel t .can be 

YiB:i'flle e .. g .. n refrigerator, and tbe br-nnd 9f that pror;luet 

can also be visible e.(l• ,a G.s .• :t:"efrlg~rator. In caees 

wher-e the br,and is not prominently 4isptayed or Where on~ 

brand look$ -ve.ey mucb llk~ another. the volue £or brand 

viai13i.U.t.y vt11 be :tov. 

ln order to develop a s~riE'Is ot -vatuoa lo:r brand- vislbil:U;y,. 

tbcO result.:IJ f'r~ tAble((. ;»Obeve been u,sed.. tn tb~s t.:&bl~ 

respond.ents were o.uked t.o !'lame the .sp-eci:tlc brand owru~d b:Y 

their clol!Uztst aeigbbout"., friettd and famlly member.. ·fabl-e XtV ,.j 

at the end ot tbis cb3pter s:llow~J tbe degree t-o wb.teb re$ponttents 

did 1mOY the bl"':al'ld names of the·· .four appliance"* owru.!4 by thei.r 

£rienaa •. rtelg&bours and' famtltet~a t'lte t',lf)Ul'l~!l! :lQ table XlV.,j 

are in tbe form of pe:reontagos. 



Xn order 'to dertv6 a veJ.ue £or brand vlsibUlty• tbe posit.lve 

percentages ln each eat.egor31 bave been adde~ togetber. and 

NeighboU:r 

friend 

Family 

2:3 
44 

.:I!i 

.tla?,; 

'1'he four meAfitJ were- t-heft. conv1!rt&4 tl> a ecole -ot o.o to '!.0 

in f;Jrder to aaka them mor-t:t compo,r:~t'ble w,ith the other i!Cales 

used in this study. A value of 0.0 represent.• very low 

brarut Yislblllty and e value -of t .. o r-epreaent• vcl"J" high 

brru~4 viaib.Uity .. 

'l'be tillal ranking ot tb.e ·tour a.gpltanees: in term-11 ot tw.and 

· visibility ts ae .folln.tu 

Retr1ger~tor 

Waahin.g Mael'tirt~ 

Toaster 

i = 0.487 

i ~ o.t.t76 

i - o.t86 

.i .. o.o~? 



f':bc ••s~ptlOM uu.4erlyi"~ the us;e ot the&e values .fen: brand 

visibU.lty are as £ollows. It bas .already beell shown that 

-tho rel:'Jpondel1t$ <Jo 4 eoru,dderable amount. ot ~ntertainino, 

and tbn't 'they in tu"' ar~ entertained. Tb:ta being the 

cn~u~. on.,. must. assuf:!u~ ttutt th.ey do ha11',e t.bo opportuli.itr ot 

aeei,.g ttu~it tri.en<ls • ttei·ghbours ana ttimU ,., •. a:p))lianees. 

'fbi~ in tact has already been det.obnetr-.ated tnta.ble Q 29. 

!he eonc1Uillion to be drawn .:from this ls that .t£ thtly 4o know 

the brar:ui. names ot tbe appl iancca oded by their .-rten4s • 

.llet(lhbour-s .nnd family cemb'0rs thM tbeso bra»ds must be 

Y!sible, Gl'ld the,y must h'f;l visible !a v.ar)'ing deor•a:lh 

this conc:luslon t.a ft.trtbervalidat~d by 't&ble Q 26 in.wbtcb 

re~Spondents .tndica.tod t.ba t tbe a.ppl t.aneee t~tl th 'tbe (if"(.ll...a test 

produc.t; di.ftet'eneos were the washing machine end the 

..-eft"iQel"'atoF• t'ollowed by the toaster end· th~ percolator. 

Fro:tD table 4 30 u~ can be seen that 110t only are the tour 

applitu:u;:es visible i.n varying 4eg,re~s, but. 'that the mo:llt 

owned and tber.of'ore the most visible of tbe retrigorator 

br.tmde are Uu:' frigidaire 4nd th~ General ~.lec-trte. ln· 

tbe cas" of <tho washirag ma.chine th~ most owned. An<l ben~e 



t11oat:. owned and via!blo brand· is tbe !-1or-phy Richards. vhU~ 

tor t.be parcolator no parUcuJ.ar br-and stands out. .. 

In :eruumary bt'al\d v.i.sibtlit.:r differs .f~ appliance to app11uee. 

ln tbls st.u4y tbo tlt'o bighor priced appliance ver.e .found to 

be more vtaiblo "~Q thfl t.wo lo11'er priced eppli.ancee. fbe 

tical rattldng in tormi!Jz of visUiilit:y ia as t()llo.wt!f-t 

Rofrig'f!rator 

Wl!ullhlng Machine 

To astor 

Vercolat.or 

o .. (ta? 

o.t.?6 

0.186 

0.01.,7 

3S) 



S7., 

ln order tor a bratu:i to bt! ~istinctive it. must be possible 

. 
closeEt ueigbbour, friend and family me,nlber. 

Refrigerator i ·= tO 

nec:ensary t.o have a beneh-mQr.k. against W'hich t.o mea$UI"e or 
' 
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. . 

From chapter XII, and a1$o t.roll't table ,Q S i~ cart be 4S.erm 

each e:ppl.ianee ts as l'oU.ov.s: 

0 .. 17 

0.74. 

o.4o 



The abo\te rtmkin$1 i.s turtb~r Justif'iod by the roaul t trem 

table Q '7 in which ever 95% ot all. r•.:u:r.pottdents kllev tbe 

bl"'atul names ot their oYn ret'.r"iger;(ttors: an<! .,ashtng l!Ulcehi.Qtl!s., 

but .:te-sa than 6~ knttw tb& names· ot their· toaster-s and less 

tlum so~ knew the nam~s of the percolator. 

£41'11er :tiMings iu cbapt:.ers .:XIX and Xl:Il a;l~to justify the 

nbove rtmld.ng. M:ot'e stores were used to compare the h&gbor 

priftld appliflt~Ces tbnn tbo 1ow~r prie4Jd bppli.am:EUJ. Th.e 

same thinu applietJ to the length ot timo durt.ng which tbe 

deeislon to purcbaa& was .aetu"tty macle. 

It CtU\ alfllo be by,pot:hc.t;.i.sed. tbat the oret~ter the br~nd 4i.stisu:Uve­

.rless19 ·the morG complex .and val'"ie4 wouittl btJ tho reasons gi.v:eft 

:for shopptflg at o. particular store.. Table Q 9 .i.n4Seates 

that t.:he ret:uJo·ns fo·r using .a partieutal' ·.a.toro o.r,o varied 

;and c~plex vhcn the ,pur"C.ha.se o1' a. bl-gher pJ"lccd appliance J.s. 

such tbJ.'tlgs ftB low prie~, C<>ftvonience a.tld ~" 1 alwt~,ye: buy t.horen 

treDominated... In the easo ot tb<l two bi(lher priced appli~neos 

tb.e a&ove tbr.e·e factors were also represeAt"ed but eo were 

service, dependabil tty ot prOduct&, crecU:t t:acU i tJ.e:s and 

tr:hmdo recolfl.fller:tdatlon .• 



It ie. also logical to a1!u:n.uue that the :more disti.nc::tive the 

brand o:t -• product the core tU.tticutt :it will be to ovcluo:te 

the featur-es of the va.rious Ju:-ands. t'b.ls belng the cAsn~ 

it .i.e hypotbesi.sod that for appltances wltl\ high brand dte• 

ti.nctiventnlle, a 1nree number of purchase deelslon ri11 be 

joint bustu~!M!t vt.te dC!Ci,siotts. 'this :aseutt;rti()n .ia; 'bonU! out: 

by· tho results in t.able Q u: tltld also by tb~ dl.scus.s!on in 

-att~ptor Xtl. 

Tablo Q t4 Cgrtber validates the ranking ot the .four app1lnuc01!J 

in 1;erma ot brat~d dist.inctiveneas.. In this table a .l4rgor 

percentagCJ ot respondents indi.cat~ that they vou14 :shop 

around, comparing !>r.an-d4t of refrigera·tore ud washing macbmes 

than braude of percolators or tot!.stt!rs. 

It ·ettn also be hypothesised that tor the ;p\U"Chase of di.-$U.netlv'! 

brtmd$ of appf.b.ru::es responttant4 vould seek advi-c::e and particu.-

lurl·y -&ll:pert ad'iriee. T-.bl.e Q 1.5' ~e::tOnstrates that more 

:respondent$ wcml<l in tact seek. advi~;:~ in the pUrchase ()f a. 

r.,t'rigerator li'JJ'ld 1ra.shing. mocbine tha:n. tn 'the p\1t'c:h:aae of .a 

touter or percotG..ttn:··. 

In SUCUI1tu·y, th& poputaU.-on is eogntsant -or tftOfi!· brnnde o~ 

ret:-ioera tors ttftd' wasbino l'lll!l~fbines then: t.o-aB ters at::td percoJ.a'iorm, .. 
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In .a44i'U.ori,. th~ population. vie'W'a the var.lous brands 

o£ the two bi9lt•r priced app1 lances .as btd.ng more varteO: anti 

4.letlncttve than Ute v.ar.toue brands ot the two 1o•er priced 

app1i3tu:es. The final rabking ot the t®r ,Q.pplianef.!ls itt 

terms of' brMd distinct.iv~ees bs ;as to1low~:u 

&t~trtge:rAtor 

. Washing Macbine 

toa.st,v 

Percolator 

0.77 

0.74 

'O.Mi 

0.25 



' . . 

p;rq(luet. dlstinctiventu:ls and. brand vi.$ib:U i.ty and "brand 

rtt.e:tlrn::tlveneas that the popu.lation u~ed ln tbis study 

J.ight ... 

1'1nd.ings. inu:nediately va11&a.'t~d 'tho hypotlt.flsis that. the total 

statue of appliance JJJaY ditter £rot11 th~ 'total. 1J'tat1u1 o·t a.!lO-ther 



·' 

tn addit1on.1 it was .sbo"r-n tba.t 'the two most owned of' the 

:twr .ap,pliGnces botb by the po,pulat.ion and it;s trien«s. 

machi.oe, and .that th~ two .nost freq.uently seen of tbe. :four 

appl\hlnf!.eS were also the t"~fr'lg&rator and wn-shlng macblne. 

itt tGrms of status• and again the two higher pr.leed o.pp1i€!lJt~t1?11~ 

were rln1ked .above the two lover {}riced appl:i.anc.es,. 

Table Q :J4 !a also of releva;oee to this st.-uar eV"en t:hbUSh it 

docs not relate dlr-ee-tl-y to vi.sibility Ql" dbl'tlnetiv~e311i .. 

~This t..nble shows tbo popul,Qtion• eankino of .appliance brud · 

' 
.na17W;i!A i-n 'tenus of status .. 

the throe appli.attceil t.her believed -t:o ~ve tho btghe!Jt s-tatue .. 

1'ho brand nnac Fr!gHtaire was ranked as the bf':UI'ld with tbe 

hlgbesrt stat.us .. 

to s;;.y that three of the nbovo :ti.ve brnnu are: generally· 

associated w1 th a parti,eu.lal"' type of tt.ppl ianee. 



for excthiple lt·igidairo is gonera.lly associated ;,:ith a 

ret1· igera. tor .. In tact the name Frigidaire has become almo!"t 

J~Synony111ou~ ~·ith the word l·etrigerator, ant~ i.::1 largely tt 

generic term. 

The name Hoover is most generally associated with vacuum 

cleaners and with washing machines. This is borne out bv 

the fact that when respondents wo1·e looking for a wor·d to 

express a amall vashing machine,. they used the phrns 

lloovor". 

The name rlendix is also closely associated with washing 

mRchines and together with Hoover was viewed as bein,, the 

highest status brand {or a washing machine. 

Tho other two high status bt·nnds - G •• nn'-1 l uchsware - a:r·e 

generally afn:•oc iated with a wide variety of products. 

these brands were mentioned for all the four categories of 

appliances. 

!he final two tables that relate to the status of the four 

appliances are tables Q t6 and Q 17. In these two tables~ 

respondents "Were asked to indicate which of the four appliances 

and specifically wich brand of the four appliances were oW"ned 



by a White doctor, a Bantu businessman, a Coloured school­

teacher and a White truck driver. 

The results £rom these two tables can be viewed in a variety 

of ways. The two major methods of analysing these results 

arc as follows: 

(a) It could be assumed that those people that were viewed 

by the population as owning the largest number of, and 

the highest status appliances were a1.so viewed by the. 

population as being the highest status people, or 

(b) It could be assumed that the four categories of people 

are ranked by the population as having different status, 

and therefore that their appliance ownership should be 

related to their status. 

'rhe White doctor was perceived as owning practically all the 

appliances, and also the highest status brands. The results 

JbO 



from the :other thr.ee categories however .alf'e not nea.rly as 

~lear cut.· ~or :example the Coloured school tea.eher·$eored 
. . 

ahead of the White truck. driver in. every category of appliance 

owned. !rt addition; the Bantu businessman was not far behind 

the Wll!i.te tru<;k driver in the perceived ownership o.t a 

refri.oeratol'", Percolator and washing machine .. 

tt is difficult to explain these r-esults. . Possibly the!! only 

'C!!x})lanation: is that the population does not necessarily v.iew 

the non•white as being unable to afford.or unable to appreciate 

the advantages of electrical h<>ttsiehold appliances. 

'the .only clear cut r~sult from these tables .is that a White 

members of our communi t.y al'ld: as such t;,""()Uld be expected to 

o'Wn praetiea:tty all of the a.p~i il!lnces. "'tn a.ddi tion .the 

percE!'.iVed briu1d' owe:rship .of appliances by the White doctor 

eonf'orms closelr to the ranking of app1 i.a:nces in tel"hiS · ot 

status in tableQ 34a .. 



1'ABLE XIV.t. 

KNOWN APPLIANCE OWNE.RSU IP mr N€1Gf:IBOtm, FRIEND~ 

F.A!ttl.Y ~IEMBER ·- EXPRESSED AS A ptr<CENTAGS .. 

Refrigerator P.creola tor Toaster Wtt.Shing Naehi.no 

' 

82.7 25.0 ~3·~'* 6;;.t. 

t.9 15··'* 1~9 9,o•6 

Neighbour don•t know :15.4 60.0 .34.6 2$.0 

tOO~ i 100 100 100 tOO 
I 

N t '52 $2 52 
J 52 

I t 
I 

I 

I 98.:t $).9 94.2 92.) 
I 

lfr.iend: not own l o.o 2$.·0 ' .. o.o ' 1·9 I 
I 

F'ticmd don't .know t.9 • 21.t ,.a ;;.s 
1 
I 

1;()0 • 1.00 tOO tOO ( 

i 
; 

' $2 $:2 52 .S2 j 

I J 

:100.0 52.0 :100.0 l 86.6 
' .o.·o 30-1 o .• o 9.-6 

FcmU.y dott• t know o.o t7.) o.o ).0 

100% :1.00 tOO tOO '!tOO 

52 52 52 $2 
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Fft&Q.USNCY OF ACTUAL SlGRT OF .APPLIANCES AT NEIGilBOUR.S . ., 

FR!D:ND 1 FAMILY - EXPR!:SSEI> AS A PERCENTAGE ·• 

ne:tri gerator Percola:tor 

Neighbour .. J'i~er 

Neighbour - Oecaaionatly 

Neighbour • Frequently 

too,;, 

Friend 

Fri•Q 
Friend 

t~ 

N 

Family 

Family 

Family 

.1009£ 

N 

"" Occasionally 

- Frequently 

- Neve.r 

• o.ecasi<.matly 

- Frequ;,mtly 

'' 25 
40. 

tOO 

52 

6 

27 

6? 
100 

$2 

0 

t) 

87 
100 

52 

• All 1'igures have bcten rouncled off 

Scale• o.o to 0 .. 2 

Meant. - Refrigerator · 

Percolt.~;tor 

Toaster 
W.ashiDg Maehine 

i = o.ts 
i i:· ().069 

i .• o .. ao8 
i = o.t09 

83 
12 

6. 

tOO 

52 

4fi 
t<J 

.3.5 
100 

:52 

46 

tS 

.39 
100 

$2 

Toaster 

59 
29 
12 

100 

52 . 

29 
:3'7 
.34 

100 

52 

2 

jt 

67 

1.00 

52 

3G3 

'V1nsbtng 
Mt:tehine 

58 
0 27 

lS 
100 

:52 

16 
(t~ 

4o 

100 

sa 

1:, 
21 

·60 
1:00 

$2 



Convert-ed to. sea...!!l o.o to t.o 

JletrJ.gorator 
... 
X "= 0.?5· 

Perco.la.tor -x = o .• ,35 

Toaster i = o.s4 

., •·. 



Neighbour 

Neighbour 

:~omr. 

N 

Fr.1®4 

Fr1Gd 

tOO" 

N 

Family 

FnmUy 

t009& 

N 

Scalet 

TABLE XIV.). 

1<NGWLJtOOE OF BRANDS OWNED Bl' NEI<UiBGlmt FB.tENth 

P.Allfl:LY M:EMBER • EXPRESSEr~ AS A .PERCENTAGE .. 

... no know 

·- Po .not know 

... Do know 

- Do not. know 

... Do MOW 

... Do not know 

0.0 to '1.-0 

Per.eoletor 

R'Ofri.gerator 

23 

17 

1.00 

52 

(l4 

66 

100 

52 

79 

21 

100 

52 

i c G .. 487 

. i cU o.o~7 ... 

Washing Machine 

X e O.t~6 

i = ().(t76 

Percolator Toaster 

0 2 

100 98 

tOO tOO· 

52 .52 

·'* 15 

.96 as 
tOO 100 

52 sa 

10 .39 

90 61. 

tOO 100 

52 52 

Washing 
Hacbino 

as 

7S 

t00' 

S2 

50 

50 

100 

sa 

68 

32 

tOO 

sa 



Friend 

Mean: -

3l· 

-t'OTAL NUMBER ·OF llllANDS Oilt~£:1) BY NIUGHOOUR 

.FRIEND, FAMILY MEf.tBER., 

Washing 
Ref'rigera.tor. P.ercolator 1'onster Mncbi.ft.e 

7 0 2 1 

8 2 ' 10 

'15 ' ·1 '12 

... 
X a 10 

:;_ .e 4 
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CHAPTER XV. 

TESTING THE MODEL AND FINAL CONCLUSIONS. 

In chapters VII, VIII and XIV the variables in the model 

SD z (K
1 

x P x D x H) + iK
1 

(PS + BS) 

given Pt) 0 and 1j A) 0 

were discussed, and a series of values were established for 

each variable and for each of the four appliances. In this 

chapter the values for each variable will be fed into the 

model in order to test its validity. In addition. the 

chapter will include the final and major conclusions of this 

study. 

In order to test the model, it is necessary to break it 

into two parts. The first part includes the exogenous 

variables (P x D x H) and the second part includes the 

endogenous variables (PV x PD) + (BV x BD). 

In developing the model, it was stated that both the 

endogenous and the exogenous variables were themselves 

predictors of shopping behaviour. Before testing the total 

integrated model therefore the predictability of both sets 

of variables will be analysed. 

367 



a. 

A. THE &lOGENUOUS VARIADLES • (P x D x H) 

'l'he thr4!e exogenuous variables - price P, tUs~~lbutlon D, 

end homogeneity of available competing products H should 

as a group act as a predictor of tho amount of time 'l' 

consumers spend oD shopping behaviour sn. 

In chapter XIII a series ot values was developed for each 

of the three variables and for each ot the four appliances. 

The following values were developed for the variable price. 

Re.trlgera tor 

Toaster 

tlaebing •lachine 

Percolator 

0.688 

0.644 

0.598 

o.sto 

The f'ollovlng values wore developed for tbe variable 

distribution 

Washing Machine o.66t 

Refrigerator 0 .. 6.39 

Percolator 0.4)7 

Toaster O.)t6 



I~ 

,. 

t'be 1'cllowing values were developed for the variable 

homooenei ty ot available competing products. 

Wa.shing Machine o. 846 

Refrigerator 0.?49 

Toaster 0.672 

Percolator 0.5.')8 

In order to develop an integrated value ~or the three variablos, 

it is necessary to multiply them out. For the soke ot clarity 

the variables have been entered into table XV.t below. 

TABLE XV.t. 

MATRIX OF VALUES FOR P x D a: H. 

Price - P Distribution - D llomogeneity -

Refrigerator 0.688 0.639 0.749 

Washing J.1achine 0.598 o.66t 0 ... 846 

Toaster o.6t.4 0.316 0.672 

Percolator o.st o.437 0.538 

These values have been mul tipl ie4 out in the following way, where 

Refrigerator a R 

Washing Machine • V 

Toaster • T 

Percolator ~ P 

H 



.I 

Refrigerator SB(R) ~ K
1 

x P x D x H 

SB(R) = K
1 

X 0.688 X 0.6]9 X 0.749 

SB(R) = K
1 

X 0.,329 

Waslting Machine SB(W) = K1 X P X D X H 

SB(W) = K1 X 0.598 x o.66t x o.846 

SB(\v) = K1 X 0.331, 

Toaster ... SB(T) = K X P X D X H 
1 

SB(T) = K 
1 

X 0.6iL-4 X 0.,316 x o.672 

SB(T) 0 K
1 

X 0.1]6 

Percolator SB(P) = K1, X P X D x H 

SB(P) = Kt X 0.51 X 0 .. 4)7 X 0.,5,38 

SB(P) = K 1 
X 0.119 

The tinal ranking and values ot the four appliances in terms 

of the amount of time consumers would spend shopping for 

them taking into.account only the three exogenous variables 

is as follows: 

Washing Machine 0.334 

Refrigerator 0 .. 329 

Toaster 0.1)6 

Percolator 0.119 
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· lt is app·aJ""tmt. f'r<>ll'! the abovE.t that consumers in th:ts 

popult1:t£on. would spend more time sh~pping · f'~J" the t'!O· 

higher pl"i'Ced eppt lances than •f~r the two lower priced o.p-

pt S.an<:es.. '!'his findlhg is consistent with earlf.er hJ"PGthesi.s 

Th!a rat11dllg is no't, however, entirely eonalstent wltb t.he 

ranking dev~lopec:t in chapter Xt:f were a seri~s ot Ya1ues. 

was establiShed baeed upon respondents estimation o£ the 

amount of time they would spend shopping i'f they ·w~re to 

buy the ~our appLiances in the future:. 

reversed,. 

deeimttl point., then the two b:lgher priced appl lances would 

have the same 1ra:lue £or SB as would the two 1o1fer priced 

The :neJtt stttge in the testing of the model !e to esiat>Ji!llilli 

a ee'Fi·et:~ o~ values t~r the. ·en.d.ogMous variables produt::.t 

status PS eftd llrand status BS or ttl~ s'ta.tus of the total 

of:fering STO. 

3 'lt 
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B.· THE ENDOGENOUS VARlAULES - (PV .x PD) • (BV .x DD} 

The four oxog~nous variablos p.roduct visibilit.1 PV ,: product. 

distribution PD, brand visibU ity BV and brand di.st.inet:iveness :SD 

·will ·as a group cstabl ish the status. ot the tota.l offer.tcg STO •. 

The status ('J.f tbe total ot£er.ing should ·ey i:tselt .act as a 

pr.odictor o'f tbe amount of t.ime '1' eonsumQrs spend on .shopping 

behaviour SB .• 

In chapt~r XIV .a series of values was developed .tor each o£ 

'fABLE .XV .2. 

MA'TRtX OF VALUES FOR (PV x PD) + ( BV x BD) 

.PV PD BV BD 

Rotrigt:rator 0.9j6 0.725 0 ... 487 ·0.77 

liasb:ing tiiaehine o.S'14 0.676 0.476 

'roaster 0.859 0.486 ·0.186 

Perco:lntor 0.4]6 O.q.51 ().047 

3 72 
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These values have been mu1 .. tiplied out in the following way where 

Refrigerator = R 

Washing Machi.ne = W 

Toaster = T 

Percolator = P 

Refrigerator - SB(R) = K 
1 

X (PV X PD) + (BV X BD) 

SB(R) = K1 
X (0.9,36 X 0.725) + <o.487 x o.77) 

SB(R) = Kt X 0.678 + 0 • .375 

SB(R) = K1 X 1 .. 05.3 

Wa.shing Machine - SB(W) = K
1 

x (PV x PD) + (BV x BD) 

SB(W) = K1 x (O 8tl.t: X 0.676) + (O.l.t:76 X 0.74) 

SB(W) = K 
1 

X 0.55 + 0.,352 

SB(W) = K 
1 

X 0.902 

Toaster .. SB(T) = K· X (PV x PD) + (BV X BD) 
1 

SB(T) = K1 X (0.859 X 0.486) ... (0.186 X 0.4) 

SB(T) = K1 X 0.417 + o.o74 

SB(T) = K1 x o.1,91 

Percolator - SB(P) = Kt X (PV x PD) + (BV X BD) 

SB(P) = K1 X (0.4.36 X 0.451) + <o.o47 x o.as> 
SB(P) ~ K1 X 0.197 + 0.012 

SB(P) = K 1 
X 0.209 



The final ranking ·and values of the t'ou.r appliances in 

terms of the status of the total o:f'feri.ng STO or the 

amount of time consumers would spend shopping for them 

taking into .account only the four endogenous variables is 

as follows• 

Ref.rigera tor _ 

Washing Machine 

Toaster 

Percolator 

1.Q53 

0.902 

o.49t 

0.209 

In chapter Vlii .it was stated that in order to nu~ke the two 

parts of the model comparable it was necessary to divide tb~ 

status of the total offering by 2.. In other words the model 

for the endogenous variables is 

STO = iK
1 

(PV x PD) + (BV x BD) 

This mealis that the values from the above .ranking :must 

be halved. The final values therefore are.: 

Refrigerator 

Washing Machine 

Toaster 

Percolator 

0.526 

0 .. 451 

0 .. 245 

0.104 



lt is appart.i!nt from the above . rankinth based ttn thG endogenous 

variables, that cqnsumers wou~d spend mot-e tinte shoppitag ~or 

the. twt» b!gher ·prie"d appl.ianc~s than for the t.vo 1owt­

priced,app1Jat1Ces. 

'l'his tind!ng is consistent wt th -earlier 1.\ypothesis :made i.n . 

tbls study. Tho ran1dng is also parti-all~ conslst.ent ~ltb 

the. ranking developed. in eh~pter: XII. wher-e a scri~s of ~alues 

was eetab1. ished ba8e6 on the populations esU.m:att.on ot the 

am,ount ·of time tbey would spend shopping i£ they wcro to 'buy 

the four appliances in the future. 

In chapter Xll tbe two higher priced appliances .~U.d l"'ank 

abov~ the two lower prieed appt.ta.nces, and .ftlrth~l::"more th~ 

order was tbe same with the elteeption o£ the percolator and 

'toatllt~r Whicb 111er.e reversed. 

'l'b&. tin~! stage in the testing of the model iftvolves t.h~ · 

!nteg~atiofi o.f the endogenous and the ~xogtmous vturia!blei'$-Q 

.. 



C. TESTING THE TOTAL "ODEL. 

'l'he testing of the total model 

s:a· e (K1 X P X D X H) + i Kt x (PS + BS) 

gi\l'en Pt 10 and 1 ?;A ;? 0 

is now a simple operation. All that need be done is to add 

the two parts of the model togethar. It must be borne in 

mind at this stage that the variables predisposition to buy 

(Pt) and Awareness of available brands (A) were previously 

accepted as being positive and hence require no analysis. 

In other words (Pt) is accepted as being greater than 0 

and (A) is accepted as approaching 1. 

The final values for tile variable shopping behaviour SB 

are therefore as follows: 

Rt:.tfrlgerator 

Washing Machine 

- SB(R) eo K 
1 

X (PXDxH) +! K
1 

X (PS + BS) 

SB(R) =. K1 X 0.)29 + K1 X 0.526 

SB(R) = 1{ 
. 1 X 0.855 

- SB(W)c(K x P x D X H) + j K X (PS + BS) 
1 1 

SB{W)~ K
1 

x 0.))~ + K
1 

X 0.451 

SB{W)= K1 x 0.785 



Toaster • SB(T) = (K
1 

X P X D X H) + i K
1 

x (PS + BS) 

SB{T) = K
1 

X 0.1)6 + K
1 

x 0.245 

SB(T) = K 0.)81 
1 

Pereolator ... SB ( P) c:: { K 
1 

X P x D x H) + i K t x ( PS -t· BS) 

SB{P) = K
1 

x 0.119 + K
1 

x O.t04 

SB(P) = K1 x 0.223 

The final ranking of the four appliances in terms of the 

total amount of time T that consumers would spend shopping 

for them based upon the total model is as follows I 

Refrigerator 0.855 

Washing maehine 0.785 

Toast.er O.J81 · 

Percolator 0.223 

These values however are based on a scale of o.o to 2.0. 

In other words the maximum value that could have been 

possible wa.e 2.0. In order to eonvert these values to a 

scale of 0.0 to 1.0 it is necessary to halve them. In other 

words the total model must be divided by 2. 



The final and concluding ranking and values of the four 

appliances in the model therefore is as followss 

Refrigerator 

Washing Machine 0.392 

Toaster 

Percolator 0.111 



0. FiNAL CONCLUSIONS OF 'l'HE StUDY'. 

:tn Part one o,nd Pat-·t Two of this study on intensive litoraturo 
. 

survey ~t the f.i.eld o:f consumer behaV'iour was undertaken. 

Fil.r.atly it enabled 

t-he writer to examine those areas of the tield that ·had 

been exte,.s!vety researched and those areas that ba.d not 

b4!!en cxt~nstvely researched. Secondly it·enabl~. the 

writer to select an area of research tha-t had not been 

extensively :researched, .and which appeared to be. of tttajor 

importance to an understanding of consumer behaviour. 

Thirdly tbe li~rature survey acted e,s a poiflt. ofreferenee 

for tho re~earch conducted in. this study,. 

In Part 'three of this study, a mod·el of c:onsumer shopping 

b~haviour was developed. 'this model attempts to explain 

Wity the amount of time consumers spend shopping varles from 

Fo.u,r .appt iances were selected to 

~pirically test the va.1 idi ty ot the model. 

tn Part Fou:t' of tbls study a questionnaire was d.esig:ned an-d 

a homo~eneous population· $elected for testing the model .• 
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three <:hapters of' the study. 

It is nmf necessary to re-EJxamine the results ot tbe data 

collected and to establish a series of ·conclusions bas~d :on 

The conclusions a.re set out below in pot:tlt 

The ma . .jor hypothesis of the study was· vaU.dat&d by the 

products than tor other products .. 

time eonsume'!'s spend shopping tor tef'r-igerators., washing 
,. 

maehineat toasters and percolators. It seems reasonable 

to eonc:lude that the tnOdel used in this study., woul<J apply 

to any gr.oup o~ related products. Whether the model could 

would spend on t!lhopping bellaviour · .for an unrelatitd group o'£ 

products is not lcnowth '!'here would Cl.Ppear to be no reason 

however to believe that the model does uot hav~ .general 

appl icabil.i ty. 



T!ie population uaed to test thE!! model was homogeneous 

in ten11s of eulturet social class, edu.c;ation, age" 

income ttnd occupation. f'be use ot en homogeneous 

snm.ple preelu.ded the effect ot factors outside the 

model intluenelng the .r(!sults.. t'be fact th11:t the 

populaU.ott waa homogeneous meant that a,t wa·s not 

really a s~mple, but rather a population. 

The UtJ~ o.f the homogene()us population did l f.mi t the 

.cffee.t of! taetors outside the model from influoncin.g 

1:be results. There is no reason to believe however 

that. the model would not .apply to any ·Sample ot peopl~ 

or in tact to the total ·population. 

j) Ranking o£ Applia.ncel!t• 

In Part 'rhree 1 t was hypothesised that consume,-s would 

s]fend more tbn~ shopping t"or a ref.r!gerator and wasb.ing. 

machine than :for a t.onst~r and percolator. The t'llttdel 

stipulated that the higher t.he price, ·the ,more ~exetusive 

t.bG di.str.lbuU.on, the :greater the homogenett.y ot competlDg 



prod.uctt3 and the higher the. product ~nd brand status o£ . . . 

a produet.'the greater would be the amount ot time 

consmners would spend shopping 'Lor it• 

SClrtt.eral minor i.nconststenci-es are however'· evident. When 

asked to rank tb.e tour Jlppl i·ancces in t:ems of the amount 

of time that .respondents t'el t they woul cl spend tor them, 

tbe- order and the values rounded of£ were as toU.owst 

Retr igerator 0.77 

. Ylashino Machine 

Percolator o .. ,a 

slightly d:ift'erent order namelyt 

ftet'rlgerator 

Washing !lachine 

Toaster 

Pel"Co!ator o .. tt 

fhe actual dift'erenees between these two sets Ql values 



The ranking and the relationship between the values of the 

four appliances. The only inconsistency in ranking is 

between the toaster and the p~:r.cola tor. Several factors 

could account for this inconsistency. Firstly 11rhen one 

examines table Q 8 it is apparent that in spite of the 

fact that consumers said they would spend more time shopping 

for a percolator than for .a toaster they went to fewer stores 

to purchase a percolator t~an a. toaster,. In other words 

what they said they would do and what they actually did 

are the exact opposite. 

Furthermor.e, the same numbei~ of respondents .stated that they would 

spend as much time shopping around for a percolator as they 

would for a toaster. Even more significant is the .finding 

that ·over 32% of the population indicated that they would 

go to the nearest and most convenient store if they were 

going to buy a. toaster. This percentage drops to 25% 

in the case of the percolator. ln other words a greater 

percentage of the population indicated that they would try 

to save more time when purchasing a toaster than a percolator. 

The major reason for these apparent inconsistencies is 

that a percolator is a relatively new product. It is 



ba:ve neve.,- bouvht n percolator. and therefore have 110 

l"oa'l experi,cnce .of how they would behave when aboppiftg fer 

As far as the relationship be"tween t.be £our applianee.s ia 

coltcornea., again the ntajor i.n.c.onsis'tel'lCJ' oecurs b~tweeu 

the p(lrcnla.tor and the toast<tr.. 'the relation&hlp between 

tho retrigere.tor and the wAshing maeblne· ts entiJ:"e1y 

et>nsistent. ·rbe results .from the model indicate that 

the population would spend almost t.he :Gt~me amount of tim~ 

ehopplng for -these t.wa produets. fhe same results O'l'"• 

e:vlc:len.t ·trom the populations own ~'Atlmate ot the amount 

,of tillle it. would spend ~hopping tor the two .appliane'Ge.-

The r&lati.onship between tbe retr:tgarator and th~ toaster · 

ta alsa virtually id.&ntieal.. ln terms of the t®de1,.. tbe 

populo.tion would spend 2.2 tim.-:rs as Jl\ICh tift'le shopping tor· 

a ref'rigera:tor· .as they \«tuld for a toaster. 'l'be i.denti.eal 

r,atio appl i&s to the populations own esti.matG or the amount 

the washing machine and the 'toaster ls also eoasf.st.ent,.. 

The only :incon$istenc~ is between the percolator and ·toa-ster 
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and hence between the percolator and the other two 

appliances. 

From the above therefore it is apparent that the model 

does distinguish between the amount of time consumers 

spend shopping for appliances and probably for other 

goods as well. 

l.t) Practical Value of the Model. 

'l'he value of any model is determined largely by 

a) its ability to predict and 

b) its ability to guide decision making. 

The model developed in this study, is of practical 

value to the business man and particularly to the 

marketing practitioner. In addition the model is 

<>f further value in that it throlvs more light on the 

complex subject of consumer behaviour. 

From the businessman's point of view, the total integrated 

model is of values, as are it's two parts. The first 

part of the model (P x D x H) can guide decision making 

in the following way. 



t1l t.t indS.·t:tttes tba.t tor ·e~rtai'n product!'! the absolute 

price i.s of less importance than t.he perceived price 

ut:ilit'Y of the product.. For example in this study 

the perceived price utility .of a toast~r was greater 

than the perceived price .utility ot a pe:r.cola:tor even though. 

the absolute prices ~::n"e similar. This .means tbJat 1~ 

spite ot the manuf'aetured ·cost ot tl poercolatc.r., a 

businessman cannot. expect the same :margins on n pereolntor 

as he !CaR on a toa~tcr U' he desires mar1tet s~t.t.ur.ation 

tor tbe pereol.a. tor.. Conf!:umers Just don • t · be'l iev.e that 

a P'f!f"Co1ator .is worth the money. 

b) For higher priced ftlOt"·s complex produ.et.s the consumer 

expects to shop arotind. and th~efore inttonsivo dia<tr.l.bu­

tion is not. nec.esaary ... 

-c} I11 or.der t.o ensure that ,consumers do sb(lp around and 

do co-mpAre prod.ucts i·t i·s necessary to ha:v.o 'one prot:~uet 

distinguishable .trom another. 

d) The tlu:•ee v.ariabl·es taken together will ~nabte a 

businessman to determine bow tnucb time he ean expect 

consumers to .spend shopping tot> his produ-c-t. This 

irito.rmation wU1 effect hia :entire ma:rketing stJ:"ategy., 
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that can parti.ftlly be answered by an ana1yats ot the t'irst 

.can. assist businessmen in the f'«-)11owing wayst 

.a) They enable deetsion making wi. th regard to What aspttct 

pi."''4uet i tsel :t <>e the brand. Does one promote the 

brand .. 

b} The tour variables together indicate tho relative status 

ni ·csn"e prbduet as opposer! to another prot!uet. The f'.a1ct 

that Prlgida.iro ranked as tne appl ia:nee wi.tb the highest 

status eou14 for eltamp1e e,soist manag~t .tn ~ d.eciaion 

ot Whether to push the brand nam$On all lts appliances. 

c) Otte n-ddltion&l decision fllttking attribute c£ the .abOve 

f,our var.btblen. ~s t.bat they enable managem<mt to esta ... 

bllah. priori ties il'l the promotiott of a particular prodUe:t 

... 



·, ... 

high status the.n managem~nt enn nrtturaU.y dt::~eide to 

allocate its efforts in another direction,. 

The practical values of 'the total mbdel nre numerous:. 

Some ba.ve already been covered, and only one 111AJO:f' v,alue 

will be mtmtiorte.d. here. 

luJ.Ve a low value on tbe seale ot time spent on .shoppi:no 

behaviour then manag•ent must locate :ln a convenient 

nrea .. f'arld .. ng must be avai1a.bh~t and goode must be 

displayed in sueb. t1 way that .:onsumers do not have ·to 

spend timo saareblng for them .. 

By tho !U!:tme logic, the model will oruable manag(Itnent to 

decide on the location nnd layout o£ tbQ store. Should 

it be se1:t service cr not. Is the salesman's tunetion 

lmportcnt. or are coniStUl'l'ors .in too much o£ « 'bu.rry to 

listen to c sales pitch .. 



,5) '!'hcoroti.cn!. VJ:iluo of the Model. · · 

~be modol t.brovs l'1et1 light ;OJ! the· shopping behaviour of 

conoWllors and it also points the ,.,ny to future are-as ot 

reseat·ch nnd ,study. 

Vhat tor oxa.mple is tbe rela.tio-nship botweon unrelated 

prvduets end the amount of time eo:ns-umet"'s spend shopplno 

for them? l:s the model applicable to industrial goods? 

lo statu.s important to .industrittl buyers? .Is the relation­

ship between the'! amount o£ time one group of ~onaumers 

spendt; shopping for prodaet$ tlte sanu:t as the re1nttonshlp 

between tho amount ot time other groups spt.md shopping 

tor the same product~? 

Tbt~ vri ter bet i.e1rc# that the model devol.oped in th:h; 

study can answer the abov!i) cru'Dstiofts... PctS$ibly some 

modif'icaticne would be necessary~ but this would ~qulr.e 

f'ul:'ther ros-.eareh not within th~ scope of this study,.. 

On.e final aapeet oJ: the mo(lel that reqtd.res eo!l.'lment. is 

i.ti!l dynamic nature. The mottel can be usetl to gauge 

changes in consumer attitudes towards time spt.mt shopping. 

New methods of r.etaUing bavo 1.1ltered eonsttmor attitud-es 
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totrnrcls shopping. . The mod{'!! e.aft test ::t.bd evaluo.ts these 
·,I 

changes over time. It is preciieted that :i.f the same 
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/ APPENDIX A~ 

Q 'l'ABl.E$ AN.D Q.ESULTS 

. .;, 
FROM THE QUESTIONNAIRE • 

The Q 'l'ab.l·es ate aU .rela·ted to the questionnaire. 

The numbering is directly r-elnt·~d to th~ 9\1eetti.c 

number in tbc -questionnaire from which the t·ablc 

was deriv"!!d e.g. Xa.blo Q 7 is derived i'.rom quest.ion 1· 

In some c:.asef'! tables may bo numbered by a Q a number 

and a letter e.g. Q7a.. These tables a're fUrther 

· •expansi.ons of' the question. 



TABLE Q t., 

APPLIANCE OWNERSHIP 

N = 5'2 

-

OWN NO't OWN -N 

'I 

·I 
Refrigerator 52 I 0 52 

I Pereoiator 2) 29 52 i l Toaster 50 2 52 ! 

Washing Ma'Chin.e t 47 I 5 52 



APPLIANCE ACQUISITION 

N.E\i" SECOND HAND GIFT N 

Refrigerator 39 2 11 52 

Pe'tcol ti tor · 10 0 13 23 

Toaster 32 0 t8 50 

Wa$h.ing mach.ine 34 7 6 4!7 

··otoiili[c_,.. . 



;\ 

LISNGTH OF APPli.UNCE OWNERStHP IN YEAR$ 

o-i i-t 1-3 3-6 6+ DK N 

fte.f:rigerator 1 2 14 6 29 52 

Percolator 0 0 1 6 9 23 

t't>aster ,) 6 11 6 :22 50 

Washing machine 0 1 12 19 1$ 41 



'tABLE Q 4. 

PniCE PAID FOR APPLIANCES IN RAND. 

11aehing 
Price !!,t::rigel:"a tor Pr.ice .Percol$.to:r Price Toaster ·Price Machine. 

•• --- t d 
........... 

50 1 6 3 2-5 7 10-,0 2 

t50-t99 ~ 10 3 6-10 9 70•9.0 .3 

200·240 ' 15 1 1~·18 2 100•160 tO 

260·)00 6 2"' 1; 19•20 1 190-220 8 

350--)85 ' Dont ovn 29 tlont own 2 250-)20 tO 

4o0-420 ~ Do:ut know ' .Dont know t3 Dont own 5 

500 t Gift 13 Gi.ft 18 Dont know 8 

600-650 2 N 52 N 52 Gift 6 

Oont know 17 N 52 

Gift tt 

N 52 
, _____ 

l!!!!n 



TABLE q .5. 

BRAND OWNERSHIP OF APl,LiA.NCES 

WAsh inc 
iletr.igertitor Percolator 1'oa.ster Maehino 

Frigidaire tl.t 0 0 0 
ltoover Keymatie 0 0 0 19 
General Electric 11 3 7 2 
.S\i'&'l 0 2 0 '0 
Morpby Richards 0 2 19 0 
lfotpoint ,, 0 0 4 
Rowen stu~ 0 1 0 0 
Tee 0 0 1 () 
Darlow Wal!lhere.ma 0 0 0 1 
tter'CUJ'Y 0 0 1 0 
Bendix 0 0 0 2 
Relvinator 5 0 0 0 
PJational 0 a 1 0 
Phil co 4 0 0 0 
Speed Queen 0 0 t 2. 
Gibson 5 0 () 0 

. Admiral 1 0 0 0 
Electr:olux 1 0 0 0 
l'ndesit 0 0 0 2. 
Sterling 0 0 2 0 
llussel Hobb () 1 0 0 
Pineware 0 0 1 0 
.Engli$b. Electric 2 0 0 4 
Ma.t.IIUlSbiti 0 t 0 0 
Liberator 0 0 0 l 
Electro fta!lter :l 0 0 0 
D.e.fy 0 0 0 2 
Westpoint 1 0 0 0 
Fides a () .() 0 
Bonussi 0 0 0 l 
D-a:vay ·0 1. 0 0 
Norge t 0 (} () 

nerd a 0 1 0 0 
Phillips 0 1 1 0 
Kempark 0 0 0 ·0 
Fu.4is 0 0 0 :3 
Capital 0 a 0 0 
Easy 0 0 0 2 
Don't own 0 29 2 ' Pon't know 0 a 10 2 

N 52 52 "52 sa 



TABLE Q .5a .. 

KNotvLEDGE OF BRAND OF APPLIANCE OWNED. 

KNOWN NOT KNOWN N 

f I 
Refrigerator 

·I 50 I 2 52 
! 

Percolator t 12 i 11 23 ! ! 

l ' Toaster ~ 31 19 50 f 
I 

Machine f 
'*6 47 Washing ( I 1 

·' i 
i 



TABLE Q 6. 

G .s n AS 1)$ Sit w F Dit 0 N 

il.<11fr igel'lrtor 11 0 t. 19 0 t 15 s 0 1 52 

PoreolQto:r :tl 0 0 2 0 0 
I 6 1 1 0 23 

' i'-o~tter tB () 0 6 0 0 16 4 6 j 

0 so 
WAshing Maehine 6 0 ,o. Jl.l t 4 tiJ 6 0 ' 47 

Codet Gitt Cl 

Sup~rm:arket s 
Dl!!COUftt Store f) 

Btl!Ztta1" B 

Appliance Store AS 

Department Stor-e DS 

Second Hand SH 

Wbol.e$ale w 
Furrt!. ture store F 

Don't R-emember DK 

Oth-er 0 
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TABLE Q 7 .. 

LOCA"T'l:ON OF STORE WHERE APPLIANCE WAS PURCHASBO. 

GIFT CITY WYNBERG CLAREMONT DK OTHER f'J 

l 
Refrigerator I 11 26 0 2 1: 12 j S2 , 

i Percolator 1) 7 
I 

0 1 () 2 j a:; l 
1 ' Toaster I 18 21 0 3 3 5 I 5D! I 

Washing Maehi.ne 6 24 0 1 1 15 I 47 



'l'ABLS Q 8. 

NUMUim OF STORES USED 'tO COMPARE APPLIANCES • 

t 2 l 4. 5 6 1 8+ G!f't SH DK 

netrigera.tor 27 0 5 1 0 2 1 0 11 0 s 52 

Percolator 9 0 0 0 0 0 0 0 tj 0 t 2:3 

Toaster 26 1 t 0 0 0 0 0 18 0 ,. .50 

Washin.g Machine ··)0 2 () a 0 1 () 0 . 6 ' 3 4.7 



a. b c d e 

Refrige-rator t1 1 10 5 0 

Percolator ' 0 0 1 ll 

Toaster 

Washing 

7 0 5 .3 () 

Mttcbine 9 4: 7 2 1 

.Sei"Vice ·Of Staff b 

Dependable produets e 

Carr.ied desired brand .c~· 

A.dvert.ieing e 

Fricmda recommendation t 
Conventi:enee ... neAr home g 

Gcod cr<bd!t facilities b 

Alwnys buy there i 

Gift J 
Store personnel are frie~1ds k 

Other l 

f g b i j k 1 N 

2 0 a ' tt 11:: ;) 2 sa 
1 0 0 2 13 2 0 2' 
'l 3 0 4 18 ' 4 so 
2 1 2 2 6 7 4 47 



LENG'rH OF tnus lN MON1'HS 9ttC»-1 DESIRE '.00 PURCHASE 

i'O AtTU.AL PURCftASE OF APPLIANCE • 

1 2 3 4-8 . s. Gift J)K t~ 

Retrtoera.t.or 3<> 1 I l,t 
I 3 1 it ~ 52 

Pt'Jrcoltt.tor 9 0 0 0 0 t:J t 2.'3 
I i .. 

Toaster 28 0 0 0 () 18 ·{t so 
W'l\lshlng f..tachitie :?,t: :> 

"' 
5 4 3 6 2 l~:1 
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TABLE Q 11.., 

WHO IN FAMiLY 'DECIDED ON PURCHASE Of APPLtANCE,. 

ltUSBAND WIFE HUSBAND/WIFE GlF1' N 

Refrigerator 6 7 .28 u. 52 

PereolatQr 0 3 7 13 23 

Toaster 5 1.1 14 t8 50 
\ 

Washing Machine 3 14 24 ·6 47 



MAJOR. COMMENTS ON LIKES .AND PISLIKES OF SHOPPING. 

t.IKE$1 

Spend i.ng tnOiUity 
Getting things 
Improv.ing 1fiY home 
Brow.s.i11g 
Lootdng at new thf.ngs aru'l seeing tbe fashions 
Seeing everytb.ltl.g displayed 
~etttng away tr-o:n household chores 
Getting bargAins 
Not seeing .auyone t. know 

' . 
Spending m.cm.ey 
Not being able to afford what t want 
The time tnvohted 
Standing in queues 
1'r)tlng on clothes 
HatG tbe sales ladies 
Not being able to find things 
Making d1!!eisions 
Jilarldng 
The crush 
Ta,klno the kids 
Driving 
B.ad !H>~rvice 
Poor choice 
Going out in bad \veatber 

s 
5 

19 
3 
1 
6 
3 
a 
4 
t 
t 
t 

' 1 
1 

4oL;-· 



TABLE Q 14., 

BEST VAY OF GETTING DEPENDABLE APPLIANCE AT 

A REASONABLE PRICE. 

Shop around the various 
stores 

Shop around at various 
stores, select brand and 
buy wholesale 

Buy wholesale 

Check tbat store gives 
good a£ter sales service 

Go to City Council 

Go to friend tor advice 

Ask husband for advice 

Go to nearest store 

Always buy same brand 

Go to discount store 

Never buy one 

Check advertisements 

For easiest one to 
operate 

Refrigerator 

2) 

10 

6 

1 

2 

9 

1 

0 

0 

0 

0 

0 

0 

Percolator 

14 

7 

12 

1 

0 

1 

0 

13 
2 

1 

1 

0 

0 

Toaster 

16 

5 

10 

1 

0 

1 

0 

17 
0 

2 

0 

0 

0 

Washing 
t.faehine 

25 

10 

7 

2 

2 

4 

2 

0 

0 

0 

0 

0 

1 



TABLE Q 15 .. 

SOURCES Ot ADVICE FOR PURCHASE OF APPLIANCE 

a b c d 
FI.UE~1> SALESMAN fiNGJ:NEEB NO.ONS 

Retrigero. tor ~ 1'1 ' 10 52 

Percolator 18 1,2 0 12 S2 

1'oaeter 16 1.) 0 23 52 

1fasbing Mn.ehine 26 13 3 10 ,52 



TABLE Q 16. 

PERCEIVED OWNERSHIP OF APPLIANCES 

N = .52 FOR EACH CATEGORY 

COLOURED Vlf:lTE 
WHITE DOCTOR BANTU BUSINESSMAN SCHOOL TEACHER 'tRUCK DRIVER 

y DK P· y DK p y DK p y DK p 

Refrigerator 52 0 0' 
' 

42 6 l.t: 51 0 t 4) 0 9 
i 

Percolator ll2 a 6 ' 49 0 1 4o 5 s 44 3 
I 

Toaster 51 1 0 ' 22 23 7 .12 13 7 30 17 5 

Washing Maehine52 0 o· 13 32 7 28 17 7 15 28 9 

Code: 

Yes does own Y 

tJon 't know or no does not own lllt 

Probably does own P 



Hotpoint 

National 

Phillips 

Gibson 

Hoover Hatic 

Bendix 

Fridgedaire 

Whirlpool 

TABLE 

PERCEIVED BRAND OWNERSHIP OF APPLIANCES 

BY WHITE DOCTOR. 

Refrigerator Percolator Toaster 

1 0 0 

0 0 1 

0 2 1 

t 0 0 

0 0 0 

0 0 0. 

11 0 Q 

1 0 0 

Murphy Richards 0 1 16 
Capital 0 0 1 

1\:etvinator 7 0 () 

Daf~ 1 0 0 

G.E.C .. lit 5 5 
Fuchsware 5 0 0 

Indeset 0 0 0 

Easy 0 0 0 

Electrolu:x 1 0 0 

DK 20 44 28 

N 52 52 52 

Washing 
Machin~ 

2 

0 

0 

0 

17 
9 
() 

0 

0 

0 

0 

0 

' 0 

t 

1 

0 

19 

,$2 



Swan 

Whirlpooi 

Norge 

National 

Fuehsware 

F&:"id9cdairt! 

TABLE Q 17 .. (Continued) 

PERCEIVED BRAND otiNERSHIP OF APPLIANCES BY 

COLOURED SCHOOL TEACHERS., 

Refrigerator Percolator 1'oaster 

0 0 1 

1 0 0 

3 0 0 

0 0 2 

6 Q 0 

4 0 0 

Murphy Richards 0 0· 3 

Cheap make 2 0 t 

Small fioo;ter 0 0 0 

G.oE .. C .. ' 2 ' Easy 0 0 0 

Fides 1 0 0 

$1ectrolux 1 0 0 

Sterl il19 0 0 1 

Westpoint 1 0 1 

Defy 0 0 0 

Kelvinator t 0 0 

Phillips 0 0 1 

DK 29 so 39 

N 52 52 52 

lltashing 
Maehine 

0 

0 

0 

0 

0 

0 

0 

0 

14 
0 

3 
0 

0 

0 

1 

1 

0 

0 

33 

52 



ltoover Big 

N'ati.onal 

Kelvina.tol" 

FuehswAre-

Hoover small 

Fridgoda.i~o'"e 

Rinegold. 

Dety 
G.s .. c::. 
lfh!rlpool 

PERCEIVED BRAND OWNF.:RSHIP OF APPLIANCES BY 

WHl~E TRUCK DRIVER 

Refl"igerator 

0 

0 

2 

1.~, 

0 

2 

t. 

1 

5 
t 

llatJbtng 
Percolator 1oastar Maehlne 

. ·o 0 l 

0 ,. 0 

0 0 0 

0 0 0 

0 0 8 

0 0 0 

0 0 0 

0 0 0 

2 2 0 

() 0 0 

S.ntall cheap r.ttt.ke 2 0 0 t 

.Norge .~ 0 0 0 

Easy 0 0 0 ~ 

Ph.UU.ps 0 () t 0 

Sterling 0 0 1 0 

Sleetrclux 1 0 0 0· 

DK 29 50 44 JS 

tl 52 S2 52 ,$2 



S'!.v-an 

Easy 

Norge 

Whirlpool 

G .. E.C .. 

Fuebsware 

Hoover 

Klin.parlt 

tnd-ecit 

Cheap make 

Fridgedaire 

Fides 

Hotpoint 

Phillips 

Westpoint 

National 

Electrolux 

DK 

N 

TABLE Q 17~ (Continued) 

PEltCEIVED BRAND OWNERSHIP OF APPLIANCI.S BY 

BANTU .BUSINESSt'IEN. 

Refrigerator Percolator 'roaster 

0 1 1 

0 0 0 

2 0 0 

1 0 0 

1 1 1 

4 0 0 

0 0 0 

0 0 1 

1 0 0 

2 0 a 
1 0 0 

1 0 0 

0 0 0 

0 0 1 

1 Q 0 

0 0 1 

1 0 0 

37 50 45 

52 52 52 

k// 

Washing 
Machine 

0 

1 

0 

0 

0 

0 

7 
0 

0 

0 

0 

() 

2 

0 

1 

0 

0 

4t 

52 



TABLE Q t8. 

EXPECTED STORE TYPE FOR FUTURE PURCHASE OF APPLIANCE. 

su n B AS DS SH rs o N 

Refrigerator 0 11 1 15 0 0 20 2 3 52' 

Percolator 0 t'* 1 12 0 (;) 22 2 1 52 

Toaster 0 t5 1 12 0 0 20 J 1 52 

Washing Maehine 0 11 1 :1:3 0 0 21 2 4 52 

CODE: Supermarket su 
Discount Store D 

Bazaar B 

Appliance Store AS 

Department Store ns 
Second Hand Sit 

' 

Wholesale w 
Furniture Store FS 

Other 0 



WOHK DONE BY HUSBANDS OF TWO Cl..OSS:St' FRIBNDS • 

F.RlBND ONE , FRIEND TWO 

!7actory Owner 1 I Architect 2 

AccountAnt 5 Accountant 7 
MinitJter of Rf.tligton 2 Salesman l 
Director of Cb:mpanles 8 .Dire-ctor of ComplU1ies 6 

Doctor/Dentist 8 Lawyer ' Insurance Agent ) Doctor 13 
Chemist 1 Factory Owner 7 

S.."'.t.esman 2 Wholesaler a 
Shop OwneJ' l Chemist 3 

L11'.ryer 3 Shop Fitter t 

Manager 2 Studen.t t 

Importer 1 ltstate Agent 1 

Phot.ogrnp-her 1 - Electrician 1 

N 52 Shop Owner t 
Manager -1 
N 52 



TABLE Q t9a. 

CArEGORIZATION OF WORK DONE BY HUSBANDS OF TWO CLOSEST 

FRIENDS IN TERMS OF METHOD USED TO SELECT ORIGINAL POPULATION. 

FRIEND ONE FRIEND TliO 

Professional Technical and Related 
Worker 18 25 

Owner or Major Shareholder of 
Dusiness 27 21 

Administrative, Executive and 
Salesworker 7 5 

52 

• One member of population is a student. 



T.ABLE Q 20. 

WORK DONE BY HUSBANDS OF 'l'WO CLOSEST NElGHBOURS!t 

NEIGHBOUR ONE 

Factory OWner 

Accoun,tant 

rHnister of l'tel igion 

'l'eaeher' 

Professor 

Architect 

Engineer 

Lawyer 

Mat·utger 

Salesman 

Agent 

.Bank Manager 

Electrician 

Economist 

Carpenter 

Retired 

Wholesaler 

Civ i1 Servant 

Doctor 

4 

2 

2 

.3 

5 

3 

' 
~ 

2 

2 

2 

2, 

1 

1 

3 

.3 

1 

6 

52 

I 

NEIGHBOUR 'tWO 

Architect 

Doctor/Dentist 

Printer 

Accountant 

Shop O\fner 

Chemist 

Estate Agent 

Salesman 

Lecturer 

Retired 

.Minister ot Rel ].,gion 

Director o.f Companies 

Agent 

Lawyer 

Mechanic 

.Electrician 

Factory Owner 

Don't know 

2 

5 
3 

5 
6 

2 

1 

4 

t 

4 

1 

6 

:2 

'1 

t 

1 

2 

5 

52 



TABLE: Q 20a 

CA'tEGORIZATION OF WORK DONE BY HUSBANDS OF T\fO CLOSEST 

NEIGHBOURS IN TE:RNS OF ~lETflOD USED TO SELECT ORIGINAL 

POPULATION. 

Professional Technical and Related 
\vol.~kcr 

Owner or I>1ajor Shareholder of Business. 

Administrative Executive lianageraent 
and Sales Worker 

lll Three members of population are retired. 

NEIGHBOUR 
ONE 

29 

8 

10 

47* 

One member of population is a civil Servant. 

One member of population is a carpenter. 

•• Four members of population are retired. 

Five members o£ population did not know what their 
neigbbours did. 

One member of the population is an electrician. 

NEIGHBOUR 
'l'WO 

1.7 

17 

7 

41** 



FREQUENCY OF HOME ENTERT.A tN.ING A MON'l'l!,. . 

t 2 6 1 a 9+ 
l ' ! 

! 
I l ! I 

1 l 3 

j 
3 5 12 9 3 f 1 6 ~ 9 • 

t 

' 
l l ! I 

1 I t 

'. ' ' . 



TABLE Q 22. 

PERCEIVED PRICE UTILITY OF' APPLiMlCE. 

tO 

9 

8 

7 
6 

5 

4 

3 

2 

1 

0 

N 

-

Refrigerator 

9 

4 

9 

.3 

2 

12 

4. 

4 

,2 

3 
0 

52 

Percolator 

4 

1 

.5 
4 

7 

5 
1 

5 

10 

3 

7 

I 
52 

SCALE: 0.0 to 1.0 

Refrtgerator x "" ·0.626 

Percolator i = 0.415 
... 

Toaster x = 0.582 
-Washing Machine x = 0.559 

Toaster 

1 

6 

11 

5 

5 

9 

.5 
4 

4 

1 

l 

52 

Washing 
Machine 

) 

7 

7 

3 

3 

12 

6 

8 

2 

1: 

0 

52 

I 



TABJ .. E Q 22a. 

PERCEIVED RANKING OF APPLIANCES tN' TER~1S OF PRICE U'l'lLITY • 

w,ashing 
Retriger.a tor Percolator Toaster Mach.ine 

4 F.irst 23 12 18 10 

3 .Second 11 14 14 t7 

2 Third 13 10 t) t? 

1 Fourth 5 t6 7 8 

N 52 5·'• 
"'"' 52 52 

SCALE o.o to 0 .. 4 

-Refrigera.tor X = O.J 
Percolator -X = 0.242 

Toaster - 0.282 X = -Washing Machine X = 0 .. 255 

Converted to Seale o.o to t.o 

-Refr i ger.a tor X = 0.75 
Percolator -X = 0.605 -Toaster X = 0.705 

Washing machine • 
X = 0.637 



:washing 
Refrigerator Percolator · T.otu:rter •tach in<! 

~ 

0 2 , 2 a 
1 0 3 a ! 

2: 1 6 7 1 

3 $ It: 5 2 
(t, 3 8 12 3 

s '· '? 9 11 9 

6 9 9 2 8 

1 !l!) 3 a 13 
8 4 5 3 1 
9 ·S 1 0 ' tO 1 1 0 f, 

sa :52 

• Values lln tbis table have been reversed in order to reflect 
inteulvely distributed prod:uets with a lowet< score than 
sel·octivety .or exclusivelt distributed PJ.'"odu.ct.s. 

Refrigerator 

Percolator 
Toaster 
W4shiog Macbiua 

i ·= 0 .. 6 
.x·~o.t.s? ... 
~ = O,.J65 

.• 6 . .:st ~. o. ' 07 



TABLE Q 2ja. 

PERCEIVED RANKING OF APPLlANCJ!;S IN TERMS OF DISTRIBUTION. 

First 

Second 

Third 

Fourth 

N 

SCALE 

Converted 

~ 

Refrigerator Percolator 

1 f 5 l 
2 9 

3 34 

4 4 

52 

o.o to o.4 

Re.fr.igera tor 

Percolator 

Toaster 

33 
tO 

2 

7 

52 

-X = 0o~2?1 
i .= o.to7 -X = 0.167 

Washing 1-tachine i = o .. 286 

to Scale o .. o to 1.0 

ne:trigerator 
.. 
X = 0.677 

Percolator - 0.267 X = 
Toaster -X = 0.417 -Washing Machine X = 0.715 

Washing 
Toaster Machine 

50 I 4 

0 I 5 

2 ! 37 
1 0 I 6 
! 
I 

.52 52 

' I 
I 
I 
I 
} 



to 

9 

8 

7 

6 

5 
4 

.3 

2 

i 

0 

N 

TABLE Q 24. : 

ESTtMA1':ED TIME THAT WOULD BE SPENT lN THE 

PURCHASE OF APPLIANCES. 

Refrigerator Pe.reol a tor Toaster W.ashing Maeh ina 

I 
I 9 2 t 7 

I 5 0 0 :5 

7 0 l 0 I 8 

I 8 0 
l 0 

{ 6 

' 
t 4 0 0 6 ; 

I I l 

I 5 2 2 7 
i l I 2 

(; 

r 3 0 

' 
2 

I 2 -13 I 10 I 4 
2 9 1 

8 3 
• 3 14 

l 
2 12 I f 

5 12 14 ' 4 t 
I • ' 

52 52 52 52 

SCALE: OoO to 1.0 

Mean -
Refrigerator 

Percolator 

Toaster 

Washing Machine 

X ::: 0.609 
.... 
x = o.t98 
i = o.t76 

i = o.6 

' 

I 
I 



TABLE Q 24a., 

RANKING OF APPLIANCES tN TERMS OF ES'l'lMA.'l'ED TIME 

THAT WOULD BE SPENT IN PURCHASE .. 

Firs.t 4 

Second 3 

Third 2 

.l'Jourth 1 

N 

SCALE: 

Mean 
~ 

llet'rigera.tor 

I 40 

I 11 

I 0 

1 
! 

52 

o.,o to t.o 

Refrigerator 

P.ercolator 

toaster 

Washing Maeh.ine 

Percolator 

'7 

3 

J7 

5 
' 

52 

-X :: ·0.)73 
.... 
.X ;: 0.223 
... 
x :: 0.209 

Converttl!d to seale: o.o to 1.0 

M·ean 
Refrigerator 

Percolator 

Toaster 

Washing Machine 

.... 
X c 0.557 -X = 0.52.2 
.... 
X = 0.,912 

.. 

Washi.ng 
Toaster Machine 

;6 38 I 
{ 3 12 

I :33 0 

10 2 
.. 

$2 52 

~23 

! 

l 
J 

I 



PERCEIVED PRODUC1' DIFFERENCES BE'thtEEN APPLIANCES. 

YES NO DK N 

Re:frigera tor 38 t.3 1 ;;2 
Percolator 28 t4 10 52 ; 

'toaster .32 19 1. 52 
Washing Machine 44 8 0 52 



TABLE Q 27 .. 

PERCEIVED PRICE DIFFERENCES BETWEEN APPLIANCES .. 

YES N'O DK 

Refrigerator 40 11 1. 52 
I 

' Percolator 28 I 15 9 52 
Toaster 38 

l 
1) 1 52; t 

t 
Wa.ahing Machine I:~: I~~; 8 0 52 i t 



'rAtJL~ 28., 

PRODUC'l' OWNERSHIP OF APPLIANCES BY NEIGHBOUR, ~XSND; FAMILY .. 

f\eighbour 

Neighbour 

Neighbour 

Friend 

Friend 

Friend 

Family· 

Family 

Family 

N = 52 IN EACH CATEGORY., 

.aetrigerator Percolator toa.ster Washing MaGhine 

DO 43 

NO 1 

DK 8 

DO $1 

NO 0 

DK 1 

00 52 
NO () 

JJK 0 

Does own appliance 

noes not own npplian"Ce 

Don • t l{.now 

l) 

8 

_:u 
28 
:0 

u 

27 

16 

9 

I 

DO 

NO 

DK 

.33 

1 

18 

1!·9 

0 

:J 

52 
0 

0 

34: 

s 
tj_ 

48 

i. 

3 

'*5 .. 
5 

2 



TABLE Q 29. 

FREQUENCY OF AC't'UAL SIGHT OF APPLIANCE AT t~tGR80UR7 

Ne.ighbour 

Neighl;>Ol.U• 

Neighbour 

Friend 

Frien.d 

Friend 

Family 

FrunUy 

Family 

CODBt -

FfUENP; FAMILY .• 

N l:il; 

Refri ge.ra tor Percolator 

r~ 18 

0 13 
F 21 

N 3 

0 14 
F 32 

N 0 

0 7 
F 45 

Never 

Occasionally 

Prequentty 

N 

0 

F 

43 

6 
"t 

2'* 
10 

18 

2~ 

a 
20 

52 IN EACH CA'l"EGORY,. 

Too.ater W.ashbag Maehine 

J1 30 

15 t'* 
6 8 

15 8 

19 23 
.18 .. 21 

t 7 
t6 :t\, 

35 :u 
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A.C'tUAL MAND O'WNERSHtP OF APPLlANCES BY NEIGHBOUU. 

Washing 
Ref:d.ge:r:a tor Percolator Toa.st.er J.1achine 

General ElGctric 2 0 0 1 

nendix 0 0 0 4: 

Fu.cbswar~ 1 0 0 1 

.• !urphy Richards 0 0 2 0 

Kelvinator 2 0 0 1 

Hoover 0 0 0 4 

Hoovermat 0 () 0 1 

Motpoint 1 () 0 1 

Frigi<!aire l 0 0 0 

Gibson 2 0 0 0 

'Defy 1 0 0 0 

National 0 0 :t. 0 

DK t.o 52 lJ,9 J9 

N 52 52 52 52 



TABLE Q )0. ( Con,tinued) 

Wasbi:n11 
Refrigerator Percolator Toaster Mf!cblae 

Genera! tiilectl:"ic tO '0 0 2 

lndesit; 0 0 0 ~ 

Whirlpool 0 0 0 0 

Barlow Wttaherama 1 0 0 1 

Easy 0 0 0 1 

Gibson ) 0 0 0' 

Nationnl 0 0 3 0 

Uotpoint 2 0 0 3 
Murphy !Uchards 0 0 4 0 

Hoover 0 0 0 1) 

frigidaire 7 0 0 0 

Fuch.sw~re It 0 0 1 

sunbe&m 0 0 1 0 

Bendb: () 0 0 t 

Cataline 1 0 (} 0 

Liberator 0 0 0 t 

Westpoint 1 0 0 1 

Kempar 0 1 0 0 

PbUlipa 0 1. 0 0 

DK 2) so Ia,~ 26 

N 52 52 $2 S2 



TABLE Q JO. (Continued) 

AC1'0AL D:fM.ND OWNB~SHIP OF Al'Pt.UNCE BY FAMILY • 

Washing 
Refriger-ator Percolator T'oaster Machine 

V~stpoi.nt 1 '0 0 0 
Phillips 0 1 1 0 
.Liberator 0 0 0 t 
Frigidtd.re 12· 0 0 0 
Cross1$Y 1 0 0 0 
Hotpoint 4 0 0 2 
RCA 2 ·0 0 ! 0 
Swan 0 0 1 

l 
0 

Hoovf.'.r 0 0 0 16 
G .11~.c. 6 .() 1 2 
Bendix 0 0 0 s 
Gibson 1 0 0 0 
~1urpby Rit:b.ards 0 t 12 0 
Fuchsw:arQ 2 0 0 2 
Etussel Hobb.s 0 1 0 0 
Indeei t 0 0 0 1 
Kelvinntor 6 () 0 0 
Na.tional 0 0 3 0 
Washerama 0 0 0 1 
Intorna U.onal 1 0 0 0 
'I'bor 0 0 0 t 
Norge 1 0 0 ·0 
Phil eo 1 0 0 0 
Ue:ty 1 Q () t 
WesU.ng House 1 0 0 0 
Capital 0 0 t 0 
}t;asy ·0 • 0 0 2 
ltenwood 0 1 :0 0 
Kens park 0 0 i. 0 
K.empar 0 1 0 0 
Speedqueen 0 0 0 ·t 
Edblo 1 0 0 0 
DK. u 47 32 17 

N 52 52 52 5'2 



Q :)t .. 

B.f!;LlEft' TllA'l CERTAIN APPLIANCES fiAVn. M.O'Et& STATU$ THAN 

O'tHltn APPLIANCES. 

YES NO 

35 17 52 

- -· tl~lhloli ·~ 



TABLE Q ,32. 

RANKING OF APPLIANCES IN TERMS OF STATUS. 

Ref.-tgerator Percolator 

4 First 

.3 Second 

2 Third 

t Fourt.h 

ao 
6 

4 
t2 

SCALE: O,.O to 1.0 

Mean -
Retrigorator 

Percolator 

Toaster 

Wa.shing Machine 

8 
8 

11 

15 

42 

£!nverte4 to Scale: o.o to 1.0 

Mean - Refrigerator 

Percola,tor 

Toaster 

Washing. Machine 

-g = -X !IS -X = 
... 
X = 

.. 
X = -X = ... 
X .. 
... 
X • 

toaster 

0 

' $5 

2.1• 

1,2 

o.an 
0.221 

o.t?3 
0,.323 

o.? 
OtS$2 

0.4..')2 

o.S07 

·W~shing Maebine 

14 
25 
a 
t 

1J:2 



'l'AllLE Q 33• 

BELIEF THAT CERTAIN BRANDS OF APPLIANCES MJ.VE MO.ftE 

.$T.A.1'US 'tHAN ·OTHER f.lRAND$.,. 

YES NO 

19 tJ 



RANKING OF APPLIANCE D:R.I\NDS %N 'l'GRMS OF S'l'A.'l'US. 

FIRSt SECOND 1'Htnn 

G,E.(:. 5 6 7 
lnd(lcit () 1 0 

Frigidair(!l il 4 4 

Fucbaware 3 6 3 
Defy 1 1 2 

Morpby Riehnrds 2 3 a 
\(estinghouse 0 2 0 

Ke1vinat.or 1 t 2 

Benc:U.x 5 2 'J 

Phil eo 1 t 0 

Gurnsey (CEU18da) 0 1 0 

Speedqueen 0 0 t 

Hoover 2 s 6 
Gibson 3 ,o 0 

\ieatpoi.nt 0 :t 0 

Whirlpool RCA 0 1 0 

liotpoint .2 0 0 

English Electric 3 0 1 

Easy 0 0 1 

Electrolux 0 0 1 

DK tt 17 2t 

N 52 52 52 



RANKING OF .1\Wt.IANCE DRANnS IN 'tERMS OF S'lATUS BY SCORtt~G 

:3 FUR l"1RS1' t 2 FOR SEC·ONO, AND t 'VON TRIQll, 

SCORE RANKI~G 

Pr.ig1d.aire St t 

General Electric )l.i- 2 

Fucbsware 24 3 
HoovGr 22 '* 
Bendix 20 $ 

!-torphy lH.ehards 14 6 

l!nglish Electric to. 7 
De!y 1 8 

Kel. v ina tor i B 

Gibson 6 tO 
ti:otpoiut 6 tO 
Pld.ico 5 12 

VesU.nghoUSG 4 13 
tndesit 2 14 
G.u.rnsey 2 t4 
Westpoint ~ t4 
'Whirlpool 2 14 
Ea·~y 1 1.8 

Blec'trolux t 1.8 

Speedqueon. 1 1.6 
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.APPENDiX . B. 

TliE QUE.o"TIONNA IRE • 
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DOCTORAL RESEARCH 

UNIVERSITY OF CAPE TO~N 

INTRODUCTION: Good morning/afternoon/evening, my n~me is ••••••••••••• 

I am from Market Research Africa, a comp~ny that s~ecializes in doing 

surveys on various problems~ subjects and products. 

(SHOW IDENTITY CARD). At present we are doing a survey on ~eople's 

attitudes toward ~ppliances, and we would greatly a~preciete your 

views on the subject. The survey is ~art of a University of Ca?e 

Town Research project and your views will be ke~t strictly confidential. 

DETAILS OF CALL 

Call No. Date IntervieHer's No. Time Time People ?resent Call back 
Signature Started T0l<en Husband Ch1ldren Others l""<ee.son 

Call 1 

Call 2. 

Call 3 

REASONS FOR NO INTERVI~W 

0 0 • 

CODE NUNBER CHANGE OF ADDRESS 

COMMENTS QUESTIONS: 

COMMENTS INTERVIEW: 



CODE NO. 
2. 

1. Do you own any of the following appliances 

Refrigerator yes no 

Electric Coffee 
Percolator yes no 

Toaster yes no 

\vashing machine yes no 

2., Did you buy these appliances new, second hand or as a gift 

Refrigerator 

Percolator 

Toaster 

Washing machine 

second hand 

new second hand 

new second hand 

new second hand 

J. Approximately how long ago did you acquire your 

Refrigerator o-6 mo, 6-12 mo, 1.- J yrs, J-6 yrs, 

Percolator o-6 mo, 6-12 mo, 1-J yrs, J-6 yrs, 

Toaster o-6 mo, 6-12 mo, ~-J yrs, J-6 yrs, 

\vashing machine o-6 mo, 6,-12 mo, 1-J yrs, J-6 yrs, 

6 

6 

6 

6 

gift 

gift 

gift 

gift 

yrs +, 

yrs +, 

yrs +, 

yrs +, 

D.K. 

.D.K. 

D.,K. 

D.,K. 

q. Approximately how much did you pay for your appliance including discounts 

and H.P. 

Refrigerator R .......... _. •• Gift . . . . . . . . . . . D.K. •••••• 6. 0 •• 

Percolator R o •• •·• • • ••••• Gift • • • • o • • • e • e D.K. •st"J•••••o•• 

Toaster R. • • • • • • • • • • • Gift ............ D.K. •• 0 ••••••. 0 0 

Washing machine Ro • • • • • • • • • • • Gift • • • .. • • • • 0 • • D.K. ••••• ft ••••• 

5. \fhat make or brand is your 

Refrigerator (I ••••••••••••••••••••••• D.K. 

Percolator A••••••••••••••••••••••••• D.K. 

Toaster •••••••a••••••J•••••••••••••• D.K. 

Washing machine • a a ••••• _. ••• e II •••••• e D.K • 

Key: Specify if respondent does not know off hand what the brand is by 

the following designation: D.IL 
/ 

Allow respondent to check physically on brand names if necessary. 



CODE NOo 

6. tvhere did you buy your -
Regrigerator G, . s, D, B, AS, DS, SH, li' F, DK, 0 ••• <tCOO~G4GOO.OOIOeO 

Percolator G, s, D, B, AS, DS, SH~ lv, F, DK, 0 tt••oooo&oo•o•ooaooo 

Toaster G, s, D, B, AS, DS, SH, H'' F, me, 0 ocooooo•~•ooeooGooo 

\vashing machine G, s, D, B, AS, DS, SH, \{, F, DK, 0 co~•o••••oeooae•oao 

Key: Gift G 

Supermarket s 
Bazaar e.g. O.K. Bazaar B 

Appliance Store AS 

Department Store DS 

Second hand SH 

\V'holesal e '" 
Furniture Store F 

Don't remember DK 

Other - specify 0 

SHOW CARD 

7o Where was the store at which you bought your appliance located 

Refrigerator G, c, li' CL, DK, 0 •••••••boaee oo•o••••l$••oo•••••••oe 

Percolator G, c, li' CL, DK, 0 • •••••• eoo o• ••• o••aaooa oa•oatrto•o•-o 

Toaster G, c, lv, CL, DK, 0 • ••,. •• •o a a •• •• ert •• oo oo •• e a& ee •c o o• 

lvashing machine G, c, \f' CL, DK, 0 •••••••oooooaoaooooooooneo•oc~ooao 

Key: Gift G 

City c 

lvynberg \1 

Claremont CL 

Don't remember DK 

Other 0 

SHOlv CARD 



4. CODE NO. 

B. Can you remember how many stores you went to, to compare 

appliances before you decided on the one you bough to 

Refrigerator 1' 2, 3, 4, 5, 6, 7, 3+, Gift, DK 

Percolator 1, 2, 3' '4, 5, 6, 7, 8+, Gift, DK 

Toaster 1, 2, 3, 4, 5, 6, 7, 8+, Gift, DK 

\-lashing machine 1, 2, J, 4, 5, 6, 7, a ... , Gift, DK 

9. l>ihy did you buy the appliance at that particular store 

Refrigerator a, b, c, d, e, f, g, h, i' j' k, 1 o•o•o••••••••••o•oau 

Percolator a, b, c, d, e, f, g, h 
' 

i, j ' k, 1 ooe••••oooe.aoooaoooo 

Toaster a, b, .c' d, e, f, g, h, i, j, k, 1 o • • o • a o • n o • o o o • • • Ci o .o 

\lashing machine a, b, c, d, e, f, g, h, i, j' k, 1 ••ooeooqoeo••o•aaoo• 

Key: Low price a 

Service of staff b 

Dependable products c 

Carried desired brand d 

Advertising e 

Friends recommendation f 

Convenience near home g 

Good credit facilities h 

Always buy there i 

Gi :ft j 

Store personnel are :friends k 

Other - specify 1 

SHO\i CARD 

10. How much time elapsed from the time you first got the idea to 

buy your present appliance to the actual purchase 

Refrigerator Gift, t mo, 2 mo, 3 mo, 4-8 mo, 8+. mo, DK 

Percolator Gift, 1 mo, 2 mo, J mo, 4-8 mo,. 8+. mo, DK 

Toaster Gift, 1 mo, 2 mo, J mo, 4-8 mo, 8+ mo, DK 

· \-lashing machine Gift, 1 mo, 2 mo, J mo, 4-8 mo, 8+. mo, DK 



s. CODE NO" 

11. Who in the family actually decide on the purchase 

Refrigerator Husband •• \'life •• Husband/tH fe .• 0 0 Cl 0 Giftooo 

Percolator Husband •• lHfe •• Husband/lH fe. Gift ••••• 

Toaster Husband. Wife ••• Husband/\Hfe. o (I e o Gift • ., ..... 

liashing machine Husband. \Hfe ••• Husband/lH fe. 0 0 • Q Gift. o o ... 

12. What do you enjoy most about going shopping 

Spending money oo•••••••••••••••••• ao••••caooeooooaooeoo 

Getting things 

Going with friends 

Improving your home 

.•........•••• ~ ••.................•.•••.•.•.••. 

e•••••a•o•• 

Other specify 

•oe01o ••• , • .,. ••• ••• aeft••~ ••~ •••••• oo• eooo•o •• , •oo oo eo 

13. What do.you enjoy least about going shopping 

••••oooe•oe• au• ••• eoe •• 1100 

Not being able to afford what you want 

The time involved 

Other - specify • ao••••••• a eo ooo ••c ot;to ••o ooa ••• • 

ooeoo••• o•e••••••o••••••oo••oooaeoaoeoao•••oo 

14. If you want to buy a dependable appliance at a reasonable price 

how would you go about doing this 

Refrigerator o•••o••••••••••o•••••• aaeoaaaaooo•eoe<toao•o•4'1!)e&oeo 

...................... aoeaaeeooooaeoa ooaofteaaoe oo 

Percolator • • • • • 0 •• ••• • 0 • 

oaoe•Ooc• <t ••• 0 •••• aoo.,ooeeocoooooo••o•eeo 

Toaster •••••••• 0 

......... ••••a•aoo••••ooeo• Cl •• 0 • 0 

oo~•o•~••••o••••••••••••••••e••••••ooct••os••oc•"O'Ooo 



6. CODE NO. 

15. If you needed advice on what brand or type of appliarice to buy 

which of the follo,dng people would you go to for advice 

Refrigerator 

.Percolator 

Toaster 

\vashing machine 

a, b, c, d 

a, b, c, d 

a, b, c, d 

a, b,, c, d 

Key: Friend ••••••••••••••• a 

Shop Salesman •••••••• b 

Engineer ••••••••••••• c 

16. Which of the following appliances do you think the following 

people own 

t·lhi te Doctor 

Bantu Businessman 

Coloured School Teacher 

lvhi te Truck driver 

l!Tashing 
Refrigerator Percolator Toaster machine 

-------
Key: Don't know or no answer with DK 

Probably with a P 

17o lihat brand of appliance do you think the follo\·ling people ovm 

l'lashing 
Refrigerator Percolator Toaster machine 

lvhi te Doctor 

Bantu Businessman 

Coloured School Teacher 

White Truck driver 

Key: Don 1 t knm·1 or no answ·er vd th a DK 



1Bo If you were goi~g to buy one of the following appliances this 

month, what kind of store would you go to 

Supermarket 

Discount Store 

Bazaar 

Appliance Store 

Department Stdre 

Second hand 

vlholesale 

Furniture Store 

Other 

SHO\</ CARD 

Refrigerator Percolator Toaster Washing machine 

19. What kind of work do the husbands of your two closest friends 

do ( DETAILS ) 

Friend one 

Friend two 

oeoeeeoes•••••••••••••o•••••••••et•••ooo-ooooo«!:oooooooeoooeo 

20. What kind of work do the huqbands of your two closest neighbours 

do., (DETAILS) 

Neighbour two ••e•••••••••••••••••••••••••••••••••••••&•o••••••••eeoe 

21 .. How many times a month do you entertain friends or family at 

your home 

0 1 2 J 5 6 7 8 9+ 



CODE NO., 

22. I would now like you to rate these four appliances in terms of 

how high you think their price is. Below is a thermometer in 

which 0 is a very low price and 10 a very high priceo 

Compare on this thermometer tho four appliances in terms of how 

you see their price. 

lfashing machine .. 

Refrigerator, Percolator, Toaster, 

INTERVIEtVER DEMONSTRATE by using a vacuum cleaner, polisher and 

hair drier.,. 

EXAl\1PLE 

10 Very High Price tO Very High Price 

9 9 

8 8 

7 7 

6 6 

5 5 

4 4 

3 3 

2 2 

1 1 

0 Very Low Price 0 Very Lo\·1 Price 



23.. I \-Toul d no'" 1 ike you to compare the four appliances -

Refrigerator, Percolator, Toaster, Washing machine in terms 

CODE NOo 

of how many stores you think c~rry them. Assume that there 

are a total of 1,000 stores in Cape Town altogether and then 

compare the appliances on the thermometer below in terms of 

how many stores you think carry them. INTERVIEHER DEI"iONSTRA'l'E 

using vacuum cleaner, polisher and hair-drier. 

EXAMPLE 

1,000 Very many 1,000 Very many 
Stores Stores 

900 900 

800 Boo 

700 700 

600 600 

500 500 

400 l.~:OO 

JOO 300 

200 200 

100 100 

0 Very few 0 Very few 
Stores u Stores 



10. 

24. I would now like to know how much time you think you would spend 

shopping for the various appliances before you would actually 

buy themo Below is a thermometer in which 0 means very little 

time shopping and 10 means a great deal of time shopping& 

10 A great deal of time 

9 

8 

7 

6 

5 

4 

3 

2 

1 

0 Very little Time 

. 
( 



11. CODE NO. 

25. What brand names of the following products are you familiar with 

Refrigerator 

Percolator 

Toaster 

tiashing machine 

o o o o c • • • • • • • • • "'• • • • • • • • • • o • o • o e •-• o • o 0 o • • o o o • o • • o 

ooooooo.••••••••••••••••••••••oo•••••ooooooooeooo 

26. Do you think that there are significant differences between one 

brand of appliance and another brand of appliance 

Refrigerator yes no DK 

Percolator yes no DK 

Toaster· yes no DK 

ltlashing machine yes no DK 

'21. Do you think that there are si!:lnificant ;12rice differences 

between the various brands of 

Refrigerator yes no DK 

Percolator yes no DK 

Toaster yes no DK 

Washing machine yes no DK 

?8 .. \IThich of the following appliance does your closest neighbour, 

.friend, family own 

Neighbour Friend Family 

Refrigerator DO, NO, DK DO, NO, DK DO, NO, DK 

Percolator DO, NO, DK DO, NO, DK no, NO, DK 

Toaster no, NO, DK DO, NO, DK DO, NO, DK 

Washing machine no, NO, DK no, NO, DK no, NO, DK 

Key: Does own ·no 
Does not ot11'n NO 

Don't kno,., DK 



12. I CODE NO. 

29. How often have you seen these appliances at your closest 

neighbour, friend, family's home 

Neighbour Friend Family; 

Refrigerator N, o, F. N, o, F. N, o, Fo 

Percolator N, o, F. N, o, F. N, o, F. 

Toaster N, o, F. N, o, F. N, o, F. 

\'lashing machine N, o, F. N, o, F. N, o, F. 

Key: Never N 

Occasionally 0 

Frequently F 

30.. What brand or make of the follo\dng appliance does your closest 

friend, neighbour, family own 

Refrigerator 

Percolator 

Toaster 

\vashing machine 

Neighbour 

Key: Don't know- DK 

Friend Family 

31. Do you believe that certain appliances have more status than 

other appliances 

INTERVIE\VER: DEMONSTRATE USING AUTOMOBILES 



1)e CODE NO. 

)2. Rank the following appliances in terms of how you see their statu~ 

Refrigerator 

Percolator 

Toaster 

~'lashing machine 

oeoeeCI••e••••••••••••• 

ooor;,eeeoo~teocneeoeeeeo 

ooeoeoeeoctoe••••••aeeo 

oeeooe•••••••••••••••• 

INTERV IE\•lER: DEMONSTRATE USING ROLLS ROYCE, VOLKSWAGEN AND BUICK. 

Do you believe that certain brands of appliances have more status 

than other brands 

no oooeooooooeooeooo••• 

J~. Please list the names of the three brands of appliances that you 

believe have the most status 

•••••••eaeeooooooooooe••••o8eeeee 
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