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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 of time
consumers spend shopping for various producté, before

making a purchase decision.

The study ¢xamines the relationship between the consumer's
motivations, his cognitions and his learning and the
amount of time he devotes to shopping and coniparing

produetga

The first hypothesis of the stndy is that thé amount of
time consumers spend‘shopping for a product is a function
of the prite of the product, its distribution, and the
number of available competihg brands. The second
hypothesis is that shopping time is also a function of

the status of the product and the status of the brand,

These <wo functions have been combined in the study,

and the final or major hypothesis is as follows:

ii



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 product, the greater

will be the amount of time spent shopping for that product.

The relationship between the above variables and shopping
behaviour has been expressed iq the form of a deseriptive
model ., Four appliances were used to test the model,

and the results indicate that the amount of time consumers
spend shopping can be measured.(j In addition products can
bhe ranked in terms of the amount’of time'consumers spend
shoppihg for them. Expensive, selectively distributed
products that have high status do reguire more shopping
time than cheap low status intensively distributed productgk
The major contribution of the model is that it explains
the critical factors that afféct the amournt of time
consumers are prepared to spend shopping for different
products, In other words, the model indicates to the
manager how intensively he must distribute his producdts,
or hovw much emphasis he should place on the status of

his products.

(20
[~
-



The model also provides puidelines for aealsién makings

It enables management to make decisions on store layoute
Products consumers are not prepared to spend timo shopping
fer are likely to‘be‘xeadily ncceanible or even self
gorvico, Producte that consumsrs are prepared to spond
time shopping for are likely to require greater persenal

gsales offort ond lese self service.
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CHAPTER X. . . .

| MARKETING AND _CONSUMER _BEHAVIOUR

A. BRIEF HISTORY OF MARKETING AND CONSUMER BEHAVIOUR

Mahy Ieading marketing academxcians and practttloners
agree that the beglnnings or marketxng are lost in anthuity.
'Historxcai accounts of trade‘lead'gne:to conclude that_marketﬁ‘ 
_ing has.alﬁaya‘eiiste&e1, 'wheﬁhe;'this ean.£e cénsﬁfued'to-.

- mean that conscious marketing thought has always : existed is
another'questaon. it is believed that the term marketing
was fzrst used as a noun.xn contrast to 1ts earlxer igage as

_a verb between 1906 and 1911.2

Accgrdihé‘to'McC@rthyBIthé?beginhihgé of simple
markeiing can be traced to-the'rise,éf'eéonbmiés}abave sub¥k
JVSistence ieveis. This.phénaméhoh“éaﬁ‘therefore_be traced

to sarliest times ,albeit in isolated environments: -

L S , B
BeCRman and~Davidsonf accept the theory thét~marketing

exxsted in ancxent tnmes, but lxke M¢Carthy qualiry thls v1ew

L3

_by stating that market1ng does not exist unt11 tradlng or



2.

oxchange evelves in society. -

A extensive. éurveyvﬁf the iiﬁera&uéa seena to .
indicato that markating im as old as traée. This does not
mean. hdweverg that mmrketing thought or theory can be kraamd

8o far back¢

T&a ﬁevelnpmenﬁ of a bndy nf marketing theory or

.thuught is a mors rocent innGVatiﬁn. _ “Tha roots of marketiﬁg

theﬁfy are based on the prablemg nnd eancprnﬁ of markaﬁxng men

shortly mft@r the aﬁﬁ‘uf the lasﬁ cengury". Many m#t@ﬂptg~
have &éen made tn t;ﬁﬁa the development of mar&ééing fﬁaary
by 3ucﬁfpeapi®;eg Hutéhinapn;ﬂ. Bu%ier@? 8ariéisyg‘ahﬂ,‘
Loékl@y‘gi to ﬁeﬂﬁibn\ﬁut”a feﬁ;'v'rn the o@inién of‘ﬁaiherts

huwavar, it ia nut possibla tu identify ¢1en‘ banch marks in

the history nf marketing. 10

' ﬁMbaefn mgrketing‘aa@e‘af;aga astor ﬁbt;é Earti‘ﬁhén‘ S

tho wurds, surplus and avarﬁiﬂduéiiﬁn became incrqaaingly'
comman worde aa oug ecanom:cs vacnbulary.“ia -
ment of marketmng theﬁry ag a ﬁnnaistemt haﬂy af knowlﬂdge.

'howevar, ‘the years since 19&1 have boen of greatagt aigniriu

ganneni“

1t was only after the second World War that marketing

?dr”the'develﬁpu'.

i T



became interdisciplinary. The last twenty~five years have
seen a significant growth in the application of socioclegical,
pesychologicaly anthropological, economic and mathenatical
~concepts to the field of marketing. This study is primarily
concerned with the application of the behavioural sciences to
marketing and particularly thaet section which concerns consumer

or buyer bhehaviours.

In order to appreciate the significance of consumer hehaviour

in the field of marketing it is necessary to examine the
narketing concept as it is practised and taught today.

The major emphasis in marketing today is¢ on the marketing manage-
ment approach. Five definitions are used in order to illustrate
this approach and also to indicate the significance of ihe

consumer or consumer behaviour in the field of marketing.

"Marketing is the performance of business activities
that direct the flow of goods and services from
producer to consumer or user in order to satisfy
customers and accomplish the firm's objectives."13

"We feel that marketing is a fundamental business
philogophy s.. Fundamental to thie philosophy is
the recognition and acceptance of a customer orien~
ted way of deing business. Under marketing the
customer becomesz the fulcrum, the pivot point about
which the business moves in operating for the
balanced best interests of all concernedV.i14

(WS
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k"Harkéting is the prnceas iﬂ a snciety by which ;
‘tha demand structure for oconomic goods or aervieeﬁ
is. aﬂtieipatuﬂ or enlafrgnd and sntisfied through
the conception, promotion, exchange and physical
'ﬂistrihut;an of aueh gooda and ﬂervicean

. “Hafketing is the ﬁroeeas of ﬁiacovering and trnns-i

- 1ating consumer neods and wants. into groéucts and
service speeificotions creating demand for these

. products and- serviees, and.then in turn expandxng

 the donnnd."ﬁﬁ L 5

. "Marketing is dafined as thoze activitiaﬁ which e
direct the flow of gopds and ﬁervieea fr@m pro- S
ductiun to ccnsumptinn."17 e
In ull af theae five def;nitzﬁhs smphasis in giVQn to

the task at aithar maving goods nr nervices ea the cnnaumaf,or .

cf satisfying consumer demand. ar of tranalmtnng consumer noeds

,,into praﬂucta anﬂ narvices or.of difecting the flow of goads

taward consumpt;@nsil'hittle more nead~ba said thun on the

_‘critical 1mpartnn¢a of the consumar to tbe fialﬁ of mmrke*ing.A ‘

i

- For the rest uf th&s study, the consum-r is cenaader@d ta be

‘kang, and all marketing effartg Are conszde @d ag stages in f
thc process of satisfying congumar denanda wh;le at tha ranei;<
time accgmplmmhing ihe objectavas of’the firm.  A ‘“
7 If the theory that the con&umer ie king holds trne)r
J'then it beeﬁmas vitally important far Lhe mark@ting praﬁti*
ticner anﬁ ;cademic to etudy and’ under&tand the consumer.
It bec0mas macessnry to knew not anly ow he acts, but why ha aets.

t
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Foyp many Yaars market;ng has Dbeen prnnazpally concerneé with the :
vhaw of aonsumer behaviour¢ Studies of how many, how old, how
;aﬂuaatua, hau r;ch, hQW'pﬁor, how locate&, etc.§ have heen 093-

’&uatan without suffﬂﬁient thought tﬂ the why of cnnsumer

behavinure-

ﬁhetbf ﬁhalﬁﬁéhbipnl réa&unéfto?‘ihé ﬁegléet of tho
Why appmaach to consumer behaviour ha# beeﬂ the difficulty of
o understanding, meaaursng aﬂd 1nterproting auch things as why ;‘
a housewife will shOp at stura A for cna item, anﬁ stora B
‘far another item vhen both eculd h?ve baen purchasad at. the
Same outxeti Tha‘fiexﬁ,éf gensumer hehavianr,im,and must
byfaefihiﬁian babéun91§§ becauae iivﬁeais‘ﬁith tﬁé hﬂman
elémﬁnt.r Gcnevnlizations are difficnlt. and with the excep«
A t;on of ecanumiﬁ wodale, inaﬂequata empirical feBearch Bas
‘yet been ¢oaﬁueted for the davelopment of a boay of valid

scientzfic ﬁrsncxwins of con&umer b&haviour."

. One clear fécﬁ hasg‘hoﬁevéf,,@meréedrfrom'the'ﬁreéaﬁﬁ ‘
work on ccnsu@er*heﬁavﬂburivﬁnd,thafjiéithat m§§iin“ﬁ6t n xa~‘Vf
tional eguﬁbﬁic animal.  Hé may,bé'bqgtly:ratiénal and partly
Ecbnomi¢g bu£ he is alszo & 1nr§etnumhér‘of.o%her things incxudiﬁg:

-

emotional  and samétimesjapgarently irrational.
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As,meﬁtipnu&_pfefiauslw, the grawing appreéiatinn of
the importsnce and complexity of consumer bohaviour has ro-
‘eeived much of its impetus and assistance from other aiaciw.
plines, particularly tho behavioural sciences. Halbert has
zféuﬂd that the largeet proportion of the articles with some
»thebretigal content appearing in the morketing 1iterﬂtu§a is
concernad with consumption and consumer behaviour. He further
asgerts that until the 1950's most literatuﬁe in.thig area
dealt with the demographic and incomaadiﬁenaipns of the con-
sUmer, i.o. the how of consumer behaviour and not with the
© why. Since thoe 1950's, however, greatér attention has been
directed to the sociological psychazogicaikgnd anthvopqln-“

gical influences oﬁ,cohsumer‘bahnvionr.ie

Bartols ondorses this view by stating that not une .
til marketing was conceived as a broad oconomic¢ function or
-~ social institution Aid the values of inter-disciplinary thought

begin fo appears$9

Many at’t‘ergpts« if;mre beon made to zexiplain and ﬁei’ina :
the phenomena of consumer beheaviour end according tokﬂtitgﬁo“~
" betwaen 12,8050 and 15,000 nrticles, ﬁéﬁkﬂAané monegraphs are
published in English sach year in the ficld of behavioural

scionces, most of which have some relevance to the field of
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consumoer behaviour.

In spite of the maas of iliterature in'the.field of
consumer behavidﬁr, few peopnle appear-wiiling to define the term
or to explain the nature of the sabjecta Kasgarjian and

Robeftsana1 define consumer behaviour in the following way.

TAs an academic discipline the study of consumer
bshaviour focuses on only one aspect of the total
marketing system. Although participants in this
system inciude producers, middlemen and consumers
and the action of any one party often provokes re-
action in another, the object of consumer behaviour
research and study iz the end purchaser’,

Another aguthor in the field exﬁlaina consumer ba-
haQiour a8 being more‘than a study of who buys what wheve‘
While thig informatiqﬂ.ia vitai, it is still necessary to
require additionsl dﬁa!itative Aynamic knowledge abnnt,thé
consumer)ovef'and ;bave infofmation relating to age, ipcome
or family status. For this_authog,cansumer behaviou? in<
volves an understanding of why c&nsumers buy a §articuiaf

product and how current non-usgers can be switched to a spe-

cific brande >

A more comprehensive explanation of the nature of

consumer behaviour is provided by Burk‘as o v



8.

"Major aspects of consumer beohaviour may be delinea=

ted thus:z The psychological, sociological, anthro-

polegical and economic phenomena related to the '
behaviour of individuals, famfliee, and groups as
they take consumer roles in individual and group
decision-making or problem solving nrocesses related
to buying and using goods and services and the _
economic phenomena of consumption and expenditures
which result from the sociceconomic structure of

consunmption, .

Cne final description of the field is given by
Andreasen who views consumer behaviour as a decision making
process based on specific conceptions about ﬁttitude‘forma~
tion and ehange)éréwh from social psychology.ga - In other .
woxrds, consumer behaviour is the result of the effect of

congumer attitudes on the4decision mékingkﬂrOGGSB;

An examination of these ideac on”consumer‘héhavinur
indicates that fhe fiold is cnmpléz and invoives a éefies'of
_intarrélated énbjécts.- An exiensive survey of }ﬁe 1iteraturé,:

indicates that the field can be broken down into several major
categories and sub=cotegories. Furthermbre, the approach to
thig classification can take two distinet forms as described

in the naxt section.

B, APPROACH TO THE STUDY OF CONSUMRR BEHAVIOUR

One approach to the study of consumer behaviour is
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to start with the individual at the centre and work outwgrds
through the various factors that influence his behaviour.
This is the approach normally adopted by marketing men and
this will be the approach adopted in this study. For pur-
poses of clamsification this approach is termed the outward

approache.

The second approach to the study of consumer beha-
viour is termed the inwvard approach and rests on the theory
that individual behaviour is conditioned by the environment
and therefore one should start with the broadest influence
on the individual namely the socio-cultural and political

environnent and work inwvards to the individunl.

Regardlesns of the approach adopted, it is possible
to describe the mpjor variables relating to the field in the

following wayl

As Individual Factors

1) Motivation
2) Cognition
&) Traits, attitudes and beliafs
b) Perception
c) Personality
d) Cognitive dissonance
3) Learning
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B. Social and Group Factors
1) The Family
2) Socisl Influcnces
3) Role Influences

&) Opinion Leaders
5) Religious Influences

C. Bocio=ctultural and Political Factors
1) Soevisl Class
2) Culture
3) Norms of Behaviour
%) Politienl Constrainte
5) Legal Constraints
D, Business Firm Faciors
1) Product
2) Serviece
3) Promotion
4) Distribution
5) Price
6) Aveilability
This breakdown of the factorg relevant to consuner
hehaviour tclearly indicates that the way a2 consumer behaves
will depend on individual factors, social and group factors,
sacio=-cul tural anhd political factors, and business f£irm
factors. This ¢an be reprosented by n zimple descriptive
model or function. Ae a function, consumer behaviour can
be oxpresscd as?

CB = /:(x) IF {x){(+) SGF (x) (+) sCer {(x) (+) BPF
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' wﬁeré
-CB = Consgumer Behaviour
IF = Individual Factors
SGF = Social and Group Factors
SCP# = Socio=cultural and Political Factors
 BFF = Buainess Firm Factors
This function is descriptive and no sttempt haep been made
to determine whether it is linear or exponential, or whether
it is additive or multiplicétivea Figuré 1.1 is a»model-

depicting this function.

The major use of this model is that it assists in
deseribing the research and theory in the field, and in unders
standing the multitude of inter-relationships that con and do
exist. Just how all the variasbles relate is not known.
Numerous theories exist in this field, and the rest of Parl

. One will be devoted to an examination bf the nmajor factors,
their subevariables, and significant theories on consumer
behaviour. Tho ubo#e futiction and mothed of classification
is based on the'uutwards upproaéh to the field; This is

the approach that will be used in this study.

In the inwards approach, the consumer's behaviour ‘

is viewed as being lorgely influenced by his environment.,
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Thig approach iz best described by the 6i§9rammatic represan-
tation in Figure I1.1. In this diagram, the individuals
behaviouf is shdwn as being partiy influeﬁced by his family,
by his church, by his reference groups, by hiszs community,

by the laws of the country, by the sociow-cultural and‘peliticél
environment in which he lives and by the actions of-various

buginess firms.

As in the outward épproachg the inwvard approach also
stresses the inter-dependence of the various variables but
concentrates on understanding the broader nhd more general>
influence ofxeﬁvifonmentai factors, rather than individual
on consumer behaviour.

factors,

Before embarking on an examination of the figld of
canﬁumerrbehaviaur it is:ﬁeéessary to diﬁtinguish befﬁean'the
macr; approach and the micro'approach t6 consuimer behaviour,

“An analysis of the behaviour of 6ne single congumer is referred
to as micro beohaviour and a studyvof the behaviour of a nmass
br.aﬁgregate‘of individuals is referred t6 as macro behaviour,

In a 1964 article by Glock and Nicosia in the Journasl of Marketing

the authors refer to micro behaviour as consumer behaviour, and

macro behaviour as consumption behaviourazs While this dise

tinction is legical, it is seldom used in the literature, and
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hence in this study consumer bohaviour is used to denote the

- iacro aspect unless otherwise specified,

C. MICROECONOMIC MODZL OF CONSUMER DEHAVIOUR

Any examination of the field of consumer behaviour
can begin with, at least; o brief survey of the traditional
economic approach to the question, "Why doos the consumer

behave the way he does?"

Econoﬁiévtheory, particuiarly utility theory, is an
attempt to cxélain tﬁﬁ behnviour of any singig'lndividual in
rational and economic torms. The moedel rests on the‘ﬁrinciple
of utility or satisfaction. It asserts that the cﬁnsumer'wiilv
buy those guantities of products or services where tﬁe marginal
utility (additional satisfaction from coﬁsuming pné-ﬁore unit)
per Band worth of any one product equnig the marginal utility
per Rénd‘wérth of any other proﬂuct‘for a given period of time.
 Iﬂ equation tﬁfm‘fhe relatibnship'is |

Mox . MUy . MiUn
Px . Py Pn

wherat
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ihe-énrginal utility MU of product x over the price P of x
equals the marginal utiliiy of product ? over the priee’qf yv
which equals the marginal utiiity‘of any product n over the
,brice‘cf thét product.

"The antecedeénts of this theory can be traced back to

the writing of Edam Smith and Jeremy-ﬁenthﬁm.“26

Smith in
his "Wealth of MNations' in 1770 established the principle thet
man is motivnteﬂ*by self interest in all his actions. ‘Bentﬁam‘
with his he&onistic'calculus went one_sﬁage,further hy picturing
man as a rational economic calculator weighing up the ex@écfea

pleasures and pains to be derived from-any particular action.

It was not”until & hundred years after Bentﬁam %hai
‘moderﬁ‘utiiitﬁ theory really took robt_ Thekgreai consol idnw
tor of classical and:neo«ciassicalxecénémips, Alfred Marshall,
was largely responsible for developing the economic model of

consumer bhehaviour as described proviously.

The micfaecaﬁomicfmad31 o£ canﬁumer behaviour has
been criticized by most leading marketing ﬁen‘and behavioﬁrnl»
ists at one time or enother.  Perhaps thé most potent eriti-
. cism of economic theory iz its failure to consider the inter=

dependence of human behaviour.,
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Peychologist Karl Smith®’ makes the following
Judgment on economic theafv% o

"Eébﬁomié theory equates the logic of motivation

and the rational interpretation of market pro-

cesses of the businessman with that of the ordi-

nary housewife, the common labourer, the unem-

ployed and the old man or woman due for retirement®.
The aithor goes on to say that diacrepnﬁgiés‘bétween sﬁéh :
individuals arg attributed to imperfections of aconomicfin-,
sight and the intervention of noneconomic.mntiéeé. Theﬁ
result of,thié orthodox concept of gconomic motivation con=
ﬁtitﬁies a theorstical barrier to an objeciive ﬂndefstaﬁﬂing
of human nature;lﬁéeds anﬂ,mativaiians.ga

¥hile the above cfiticism appéars unduly h&fsh.»most
aarketing cten and econoniaty recognize that the mitroecanomicf
model of congumer behaviour falls short of Saiiefactorily
eﬁplaining consumar bqhaﬁiouq beeauge of thévdifficultiés,of
Vmeaﬁuringvutility and beéausé the other factors previocusly

mentioned are not considered as being rolevant to the model.

Kotler, while agreeing that individual, social, group,
cul tural, paliticél, and business firm factors cannot be dis-
regarded when oxanining consumer behaviocurs, does nevertheleas

state that the Harsﬁallian model is of considerable use in
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undgfstanding behaviour., He suggests that numerous beha-
vioural hypotheses can‘hé derived fram the model sﬁch as 1)} the
lower the price of the pfoduct ihe‘higﬁer the sales; 2) the
lower the price of substituta.praducts the.lower thé.sales of
thig product, etc. Hhen analyzing a mass market, Kotler
stuggests that these hypotheses are by and largé validated,

and hence concludes that for a general understanding of cone

. 7 _ ‘ ne
sumer behaviour, the microeconomic model is of value.z’

Thus without denigrating the Mershellian model it is
plain that,in‘or&er to derive greéeaster understanding of cone
sumer behaviour it is necessery to ﬁnéerstﬁnd those other

factors Which'influence‘hehaviou?‘
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PIGURE I.1

MODEL OF FACTORS INFLUENCING
CONSUMER SEHAVIOUR

OQUTWARD APPROACH

INDIVIDUAL ’ ‘ SOCIAL AKD
FACTORS GROUP FACTORS

SDCIOCULTURAL BUSINESS
AND POLITICAL - FIRM
FACTORS FACTORS

CONSUMBR
BEHAVIOUR



FIGURE 1. 2
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- CHAPTER 1I

INDIVIDUAL PACTORS -~ MOTIVATION

As  INTRODUCTIONS

In some ways all men are alike: in some waye some men are
plike; it some ways all men are difforent. This somewhat
trito descrintion of tho human race is tautological and yat
fregquently not understood or apﬁrﬁﬁiatgd by businéssmon. All
too few marketing men particularly in South Africa are pre-
pared to atenpt the'significance af.thé diversely motivéted
and complicated animel Khown ns ian. The iden that a massg .
market can be ngoregated into one typelogy iz not only false,
but may ra;ssult in coatly error involving both out of pockeat

costs and opportunity copin,

The dimnensions of man akﬂ manys He ia diversely motivated
and apparently irrational in that he doos not always perform
_according to expectatiaﬁ.i Many behavioral theoristzs do not
- accept the thoory that man ig irrvationaly they say that man
is never irrational because there iz always an internal logic

to his behaviours What appears to be irrational then is
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rather construcd as being emotional, or acting upon unknown

-

promigon,. . ' -,

Fﬁrthermégug éan aﬁiﬁ&s‘in #n cnvifonment and is dependent on
this environment for gurvival, consequently man iﬂvén‘in%er*
dependent enimald and éannaﬁ béumeeﬂ ag opernting in isclation,
Thig failure Qo,aﬁpraciaté the interdependoence of man is one
of the most cogent criticisms of the microeconomic model of

consumer bohaviours

Man ig also describable in non-value terms. in order to under-
stand him; and influence him, it is not necessary to assume he

}is either good or baﬂ;z

A siﬁdy‘ef consumeyr behaviour must Segiﬂ ﬁi§h an appreciation
of these dimensions of man, The theorist accepts theéem and the
practical busineseman is frequently aware of them even thought
he generally rofuses to h@eé them at the operating decision

- leval.

A first‘apprnaeﬁ,ﬁo the study of consumer behaviour, then, musgt
begin at the individval level (micro-behaviour)., Comprehending
ané pregicting the bahaviour of groups (mucfewb@havinuf} depends
largely oni an undorstanding of why the individual conaumor

behaves the way he does.>
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Eeech person responds to stimuli in torms of his conceptunl
syatom or cognitive world. The individusl's total system
‘iavuniqng,with‘simizﬂritieg at the aggregative level. It
is formed and determined by the individual's background,
needs, motives; peraonzlitys valuen, sttitudes, social and

geographic envivronment, etc.

Krech; Crutehfield and Bhlinchyﬁ dofine an individunl ‘s
- cognitive map; sometimen reforred to as a conceptual system,
in tha following way. |
“The cognitive map of the individuasl is not o
photographic represcntation of the physical
worlidj it iz prather a partisl personal cone
ptruction in which cortein objects selectod
out by the individual for a mojor role nre
poerecived in an individual mannor,  Every
pereeiver is, as it were, to somo degrec a
non-repregontational artist, painting » pice
tureg of tho world that exproesses his (ndivi-
dual view of roatity.”
To the'markating fian, or fo the husihemsmah in generaly this
maans thatl overy product or sorviea, every advertisoment, evesry
quarantee, all gorvicey ete. is viewed somevhat differently by
every consumere "In ghort c¢onsumer decisions nro made in cone

formity with the consumer‘'s own view of reality, and his beha~

o N
viour follews from this vicw,"’
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This statemont on consumor iﬂdivi&uai&tg'by:na maaﬁs~preaiuécé
an underatandisg ﬂﬁd\aﬁﬂfsﬂatioﬂvof consumers ﬁatp a typology
vhereby goneral predictions of ¢onsumer bebaviour can be made.
The statenent rather highlights the impawténca‘bf e vigorous
analysis of consumers in order to prediet wacro-bLohaviousr.
According ta Eﬁit@n. “hﬁmaﬁ bﬂhn&iour‘ennfha graﬁ;eﬂ into throo
categories - cognition, ﬁéti?utiﬁﬁlﬁﬁdﬁlaﬂﬁniﬂg.”é He dofines
motivetion as thﬁ‘dfivem, argés; wishes, or desirces that inftiate
bohaviours ngﬁitiaﬁ‘ﬁﬁ the aren in which ell of tho montal
phenqmen@ (peﬁa&ptiﬂn;‘memery, attitudes, ate.) are groupod.
Loarning rofors to those chongen in behaviour which oceur through

time relative to external stimulus conaitions,

furthermore cognition, motivation and learning are influenced
by a large variety of environmontal factors including culture,

referonce groups, fawmily groups and religious boliofs.

wnima the logic o6f Bayton's eseay is acceptod in this study,

it might be suggested that oll consumer behaviour, other than
that generated by blogoniec needs; is eventually dotersmined by
the individuel’s cognitive world. His neods and drives, and

his learning will 211 bo influoncod by his cognitions of roality.

2y
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Bs MOTIVATIONG:

According to psychologists Cofer ané Appleyy "It is clesr that
a comprehensive definitive paychology of motivation does not
yaﬁ'axﬁaigﬂg The vastness of the literature, however, points

the way (o o cleéaror undorstanding of this concept.

Motivation hos baen veriously defined as:

PArising out of tension-systems vhich create a state

of disequilibrium for the individuol . "9

"ﬁhé general nane for the fact that an organism's

acts are pariieally determined by ite own nature or

internal structure, "Il

MReferring to o state of need arousal « a condition

exerting push on the individual to engage in those

-activities vhich he anticipates will have the highe

est probability of bringing him gratification of a

particular nged pattern.,nil _

The explanation of paychological phenouwena by

roference to paychological phonomena. 12
Those definitions provide a working framework for understanding
motivation Paing theso theoories, motivation can He oxplained
as being a psychologically determined need or drive, the satise
fanction of vhich will énable the individval to move toward a
state of eouilibrium which will be gratifying to his well beiﬂﬁ.
In other words a motive ie something that excites the organiem

to aatiqn.

25
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Az a working definition for thism study, this theory of motivae
" tion snieeds further clarification. It i® necessary to nnders

stend what man's major motives or noeds or drive or wants are.

C. NBED HIERARCHY:

According to Maslow's woll known theories on mbtivatiaﬂ,_all
tuman behaviour is directed icwara the aatiﬂfaet;bﬂ of a
hiorarchy of nesdss Theso necds in oirder of astendency ar&i

Physiologicel end Safoty

Soeial

Ege

Sel f-Pul 2i)inent 2

Physiélogiﬁal noeoda inciude instinctive needs such as broathing
~and biogenie needs such as sating and sheltering oneself from

the cloments,

Social needs include the desire for belonging, for associstion,
for accoptance by fellow man, for love and friendship. Man

"strives to become part of a group end avoid Manomic.”

Bgo needs pelate to the desire for self estodm such as self

26
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cenfidence; independence, nchiovement and competence.  Ego
needs also relate to ano's reputation such as needs for status,

for recognition, for appreciation, and for respect.

Self Fulfillment meeds, or ag -° Chris Argyris® ¢alls therm,

sol feactunlization necds, relato te mon's desire for aelf
fulfilimont, his desire to roalize his potentialities; to be

treative and to devoleps

Human behaviour, and ¢onsuner béhav&aur gould be viewad as

& cantinual‘s%ruggga~@rAdr£va to eatisfy the nped hierarshy. -
In theory, evory product or mervide purchased by every con-
sumer will in some way satisty one of the fvut 1evels‘or grounps
of riecds whother the consumer is conscious of this or not, and
whether the purchase was cpecifically made to satisfy o cone

gcious nesd or not,

It nuast be pointed out thet sotiefaction of this ﬁeéa hierarchy
diffores from individuai to individual as does the relative ime
portance of anch necd.aver ¢time. In the normal course of events,
however,; the cofisunmoer will‘nitampt to satisfly physiological needs
first; then socisl neods; then ego needs, ond £iﬁa1;y‘ﬂe1f(fu1~
fiﬁimpﬁ%'ﬂéﬁﬁng For the markating man thio means that products

dimea solely at agtisfiing'phy&iblogical‘needs in an upper income
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market are likely to fail as will ;aw atatun products and
producty used by auhweéanamac groups. The marketing managor
must, therefors, understand the need hierarchy of his morkot,
and‘muat‘appieeiatevwhat necds the eonsumer‘ig attempting to
Batisfy. He muat dogion hié>pr@duct4and ite agﬂeéle in aorder
to satisfy those needs that the consumer ig nost highly motie

vated to gatisfy.

According to McGrQQO?;‘a satizsfied need is not a motivator of
bohavicur. Onete hunger is satiated man®s need for food, in

ordor to sustain himsolf, will tamporarily vanish.lﬁ This

view is elaborated by ernas@7 who puggests that all of man's
needs are operative at the same time. For example, a man may
satinfy some of his socinl needs once all his critical physiolo-

gical reeds heve been satisfied.

A further critical factor in‘nnﬁaretnndiﬁg‘needs and the motivae
tion of consunor hehaviéur is an appreciation of the rmiti-

valent setisfying quali&$es of a product. For oxample, a leadinp
author iﬂ this fie1¢ suggests that anrautomabile may satisfy any
of the following needs and generazly‘ﬁatisfies many of them.

An automobile 43 a symbol of initiation into society; it proe-

vidas statusg it gives a feeling of powery; it allows one to channeol
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aggression: it symbolizoes freedom; it aatisfies sccial needs
by bringing pﬁéple ﬁagethar; it ix a meang of transportationg
it enables us to act out a death wish; it enables one to feel
a hero, & saviour, & protector; it provides 59cufity and pro-
tection similar to the wombi it becomes a friend; it esta-
blishes self confidente; it serves as a mistress; it enablos .
‘onhe to feel apul@nﬁ,‘yﬁung,-sporty, strongy vifiie, BOXY,

etc. 8 eto,. 1

.Hhile an automobile tay be ohe of the most complex products to
underetand from thoe consuoer's point of iaterence. it is ecer-
tainly not alone in providing satiasfaction over o wide range
of nesads. Evexy product made satisfies more than one need
for any individusl and when conaumers are taken in mass the
possible number of need satisfying ﬁualitias of a product are

EROrMmons,

in muﬁmary. consumers buy producte in order to satisfy physio-
logical, mocial, e€go and sclf ful fillment needs. Thoese needs
may be canacioué-or uncanscieué anﬁ they may be operative one
at & time or in conjunciion with ench other. Lach product
"satisfies & wide varipty of needs at batﬁ'the micro and the

moero level. F?équently the conaumer anhd the supplier are
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not avare of all the noed satisfying qualities that o partis
cular product is providing, ond hance neither the supplier nor
the eonsumer is aware of what the consumer's tr&e motives are

&
in purchasing a particular product,

D. RISKTAKING AND EMOTION:

Ono further aspect of consumer motivation that is of reloevance,
‘reiatea to'what B&uér talls "congumor behaviour as risk taking."ig
According io Bauer, consumer buying imvolves risk in the sense
ﬁhat any action of a consumer will produce consequéncee which he
cannot anticipate with great certainty. Sonme of these coﬁﬁa-
qguences pay be mopt unplensant, and congenuontly consumers

attompt to reduce the risk of unpleasant raesults wvhen purchasing
a product. This doss not mean that consuners carefully weigh

up the pros and cong of eath purchase before making a decision

* Maglow's noed hisrarchy hasg beon used in this atudy as i€
represents a comprehensive approach to the problem. Numerous
other authors have doveloped gimilar need hierarchies, and
one in particular is of selevence in marketing, viz. BDayton's
hierarchy of affectional needs; ego bolstoring neoedsi ogo~
defonsive neoeds. (Scec Rof. 6).
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but rather that they develop decision strategies and waye of

reducing risk that enablo them to act with relative confidence

-

and ense in situantions where theo outcome of events ism uncertain.ao

tne example Of a consumer decision strategy to reduce ?iﬁk‘iﬁ ,
the déﬁelopment.af'ﬁrahd loyalt¥a Conéumerg, in order to re-
duce the risk of fniiure~9f a product, wili continie to bn&*a
brand that has proved reliable in the past. The more importaﬁt

the purchape tha greater will beg the reliance on a proved brand.

A further exanple of such etraiegies ia the desire oh ¢he part
of the eonsumer for legitimization of a purahafse.~ Dy legiti~
mimaiion is meant at least partinl group approval by one's
actions. Hany gtudies ihcaudiﬁg.the ¢iffusion of innovation

2 and the flow of eﬁmmanication~stuﬁiesgz indicate that

studier
consumers seok advice, testimony and legitimization from fricends

and oxperts beforp and after purchasing in order te reduce risk.

This theory of pisk reduction es a metiva%inm aleomont in con-
aumer behaviour may be 1liiconed to the théoriasbon the drive to-
vard balance and the ﬁomoeatatié tendancy in organizations.
Beveral authors hhva‘auggemted that man continually strives for
balancevané.QQuilibfium of his cognitive world, and hence is

motivated to both reduce change and the risk involwvad in changea:

23
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A final aspeect of motivation shedr?ltalateg‘ﬁagémotipn. Somc
authnrseﬁ cetegorize emotions as being part of the cogsumer'ﬁ
cognitive vorld, while others treat emotion as being»an‘gxténu
sion of motivation theorya25 7
such‘as baing kept waiting for an appointment gré refesrred to

as FTeelings, while the term embtion is reserved for more pro=

fma’hd stirred upotaton.

Like motives, emotiona stinmulate people to take action for soms

reason or another.

"Emotion is best defined eas o stirred up condition of
the organist. BSeme onotions are specific to a pre-
sont necdr pain, bunger, fesr, sexual desire:
others are moro porvesive and longer lastingt anxiety,
depression, tendorness, revorence. 26

As deacribed previously, people strive for a state of balance
in their cognitive worid, and consequently take action to either

alleviate or stimulate the stimuli cousing the smotion.

Emotion can be viewed ag o subjective colouring of motives,

- eapecially motives in conflict or under threat.27

Generally wmild stetes of arougal

32
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CHAPTER III.

INDIVIDUAL FACTORS: COGNITION
A. INTRODUCTION?

During the period in which a consumer is motivatod to take action
in order to satisfy some need, the cognitive processes become
operative.
"We can view these cognitive processes as being
purpesive. in -that they serve tho individual in his
attempts to athieve satisfaction of his neecds,
Thess cognitive processes are regulatory in that
they determine in large measure the direction and
particular steps taken in his attompt to attain
satisfaction of the initiagting needs. "l
In ordexr to comprehend the cognitive process, it is necessary
to delineate those areas of major importance, viz.i
Traits, attitudes and beliefs

Perception

Pergonality

In addition, the cognitive process is aleo vitally affected by

cognitive dissonance or incéngruent cognitions.

A consumer's view of reality (his cognitive world) will be

determined by his perceptions, traing, attitudee, beliefs,
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emotions and personality. These factors will infiuonce his

behaviour and will affoct his motives and his necd hierarchy.

it must be roitorated that an analysis of these factors is
Gone in none-value terma. ¥hethor a marketing manager cons
siders the attituden of his cousunmers as good, bad or inw-

difforent should havo no bearing on hisn job of matisfying them.

B. TRAXTS ARD ATTITUDES AND DELIEFS¢

Cur traits, attitudes and belicfe play a significant par§ inm

detornining sur judgenetrts of events in the world around us."z
They help determine whether wo are innevative or eonservativei
savers or apanﬂeré; brand loval or venturesome: slow ghoppers
or impulse buyera; status cansaicua'and snobbish or nonestatus

conscious and unaware of class diffeventials, etc.

A trait is a unigue and porponnl way of responding to ona'e
environment. Ailpufﬁz dofines a trait as belng more generae
lized than a habit audAbeing deterministic in that,oncevfarmeﬁ,
it actunlly directs remsponses to particulsr stimuli. He further
states that traits carmot be viewod as being indopendent of

- aach othar.



32
3.

Pefhaps the most critical facter from the consumer behaviour

viewpoint is the macrd aspect of traitse. Vhile each frnit i=
unigque to the individunl, aggregations of conéumers do exhibit
similar traits ﬁﬁmt.ar@ of significance in marketing a product

or gservico.

Conquion‘frequentiy arises between attitudes and beliefs; and
uhile they are iﬁtﬁrreﬁﬂt@&;\tﬁﬁfelﬁfé differences. Beliefs are
thingé people feel to be trﬂé}’they may bé b%s@d‘On factusl or
empirical -evidence, €+0«, vitanmins are gond fo? yvou, therefore

a cereal withvvitamins i3 good for you. They may be in the
nature of an opinion not yet proven or kanown to be true to the
individual, oag., purchase of an expensive dress will provide.
statusg. Finally, heigefa‘mmy rest on faith and‘presenily
non;verifiable conceplis, @.0s4s the Banﬁu is differeni to the
Eutopean and conzoguently the Bantu does net desire tha pame

preducts and sarvicoes as the Turspean.

Unlike beliefe which are gonerally seen as being motivationally

and emotionally noutral, attitudes ars definitely motivational
I

and emotional aspects of cagnitian.1

fivech, Crutchfield and Ballachey dafine.ﬁttitude'as, "an enduring

system of positive or negative evaluations, emotionsl feolings

and pro or con action tendencices with respect to n soeinl abject."5
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Kats supports this ﬁefinition af attitude and defines it aé
being a predisposition to eveluate symbois or objects in a
favoéfabla oy an vwafavourable light. He stresses in his
defiﬂition, hovever, the intensity or valence of the attitude
hei&_6 Valonce is here ﬁef&ned as the degree of positivity
or nogativity of the copnitive, or nction tendency components
of an sttitude syotem. This valencé‘ié of critical iﬁpﬁftanca
%brﬁha marketing men when evalusting consumer bohaviour. The
1ist of product failures, as & result of inaorréctiy-aasuﬁing
high a%titdde‘wéience'fbr a particular ﬁrpducﬁ nttribﬂte, is.

lﬂnﬂii

The importance of understanding, measuriﬁg and.pradicting
consumer attitudes towsrd products, service, package, price,
colour, taste, Zmell, sizo, advertiﬁihg, imoge, disiriiution,
ete., ic recognized an being of mééor ivportance in the fielad
of congumer behavieur, Thongands of aititqda studies from a
highly sophisticated to & somevwhnt asinine nature are under-
taken each year in the United Etetes. A lesmer but groving
numbér of auch'stuﬁins aAYe alﬁa being undertaken in other parts

of the world, ineluding South Afirica.

Some esamplon ﬁr asophisticated marketing studies of consumor

attitudes will nov be discuszed in ordor to indicate how and



vhy they ere importent &n the fisld of consumer behaviour,

One study conducted at a goneral level sought to determine
vhether conaumers' attitudes towards the futuroe state of the
ecanom& influenced their apending patterns regardioss of
individusi income chaliges. An index of consumer attitudeg
was constructed which included questions ﬁeinting to their
expectations of future prices, businoss conditions, personal
financial position, ote. The ¢onclusiong of this atudy were
that attitudinal variables~da econtribute signifieantly toward

an explanestion of fluctuations in consumer apendin@.7

In another study, on the relationship of brand prefersnce te

brand purchase, it was found that housewives' attitudes towards

vaprioun braﬁds correlated closeiy whth tbéir~bu?ing‘bahaviour.
faor exariple, 96% of the pancl iucludeﬁithéir'mnst preferred |
bhrands in their purchoese intan€i¢nssb Furthermore, the corree-
lation between preference for a brand and the relative shere of
purchases obtained by ﬁhat bBrand was 918 for #even product

classeas,

Crespi states that the interrelated nature of attitudes causes
tham to form a system and in ordar to understand consunmer

buying bohaviour it is necessary to know how any attitude fits

37
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into this eyétem. since this can affect what role it will play

in tho purchase ﬁecision;.j For example, if attitudes are

clopely rolated to.the iﬁﬂividua!'s value aystam, then they

will be more difficult Lo change. 1# a housewife's a&titnéeé
towarde a brand of ssap are clogely related to her values cons=
eerning her role of keeping a clean house, thon it is nore Aiffi-
cult to induce a change in her purchasing pottern than if her

attitudes toward the soap are isolated from such cﬂnstdarntianag

C. PRRCEPTION:

Consumer perceptions, like consumer traits, attitudes and belieis,
are highly‘individualistic. People view their eavironment in a
subjective manner, each mon seeing and interproting stimuli in a-
ﬁiffergnt fhshion.!
‘of;conaumers' percaptions. The*modél stotes that consumers pure
chase in a rational and economic fashion in order to marinipe

utility. This, then, involves an understanding of an indivie

dunl'’s percoption of utility.

The principles of percoption can be grouped into two major cetes

gories,y stimulug factors and personal factora.iﬂ‘ Perception is

Bvent the microeconomic model tokes cognizance

V%



influence partly ﬁy physical stimuli such as colour. 56, for
-axampié, a fﬁﬁr-page‘coiéurAadvertiseﬁent will he*nﬁticeﬁ‘by'a
1arger‘number of people than will a black and white advertise=-
ment.regardless 0f the attitudes and motivations of the porw

eaivera.ii

In line with this concept, thousands of dﬁiiqra
are spent each year in the U.B.A. testimg such things as the
congumers’ @éréeption of tolour, adverticing laynui, package
dimensions etc, The whole crux of the theory boing that i

coasumers perceive and react to physical objects or stimuii

in o relatively isolatoed fashion.

»The second categorization of perception by ﬁ@rscnal factors
assumes that what an individua1 sees deponds on what he wvants
to see, and on hisg attitudes, traits, bexiéfs, moti#atious.
needs, etc. A rather well known story serves to illustrate
this point. A man.went to his psychiatriﬁt éﬂﬁ wags shown a
gerier of 12 inkblots (Rorscharch Test) and asked to describe
what he sBaw. 'For-éadh picture the patient referred to some
aépect of sox. When asked by his analyst why he was so pre<
oecupied with'sgx, he counteréd with, "Look who has the dirty

pittures.”

According to ﬁrunerig perception also involven the aet of cate~

gorizing stimuli in order to make our reaction to our environment
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more monageable. Triﬁndis; in a recent and somewhat. unusual
study, further cndorsges this view, and goes on to say that one

of the major similaritiece between cultures is the categorization
of porceptions inta moaningful CIﬂﬂtérsizs Thie finding is of
congiderable importance to the £ieid 5f conanﬁér behaviour, for

it means that while perceptions afe'individual, thay are nevers
tholens categorized in some discernable ﬁaitern, and that this
process is conmmon to all cultures and groups, énd hence perception

oan be viowved at o macro consumer behaviour level.

The fanous Ameriéan writer and columnist W&iter Lippmann stiggests
that the dévelépment of mtereotypes is c¢losely related to concumer
porceptions. Hevsuggests that people do not first obeerve and then
define, but rnther>baﬁﬁd on their cognitive system thoy define
first, and then — .

The impiicﬁtibn of this theory is significant to marketing. The
theory suggests that a consumer or &h aggregate of consumers may
hold en opin&on, for example, that the Bantu have no ideawaf
éuitabié dietafy habits. Thizs becomes part of their cégnitiﬁé
world. From this #oinf they may observae {(perceive) = Bantu.
eating a bun and drinking Coca Cola. This pereeptionria then not
defined on the basis of obhservation, but acts morely te reinforce

a previcusly held opinicn.'
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- One further aspegt of perception, that relates to aﬂvéftisingi
and capoeeirlly to sublininal advertising, concorns the subwisie.

15 Conmuners generally

ble or subaudidble natore of perception.
perceive at a supralimingl level, wvhere the atimuli are above
the threshold of consciousness and awarchess. Many consumesr
porceptions,; however, take place at subvisible and suboudible

levels, i.es, bolow the consumor s thrashold of sesing and

haaring.

The ubﬁ of subliminal ndveriisihg relies soleiy on hitting the
cnﬁsumev belor his threshold of consciocusners. .Apart from the
moral and ethical considerations involved, it is jguestionable
whether this form of advertising is more effective than supras
1iminal advertising. Certain experiments relating to ﬁopuorn
and Coca Cola indi€ateﬁban increase of 57% and 48% in sales
respectively when consﬁmefs were subjected to subliminal advers
tisinggis‘ KNumerous other eiperimenﬁs have, howovor, failed and
more empirical eviéénce is neceséary before‘cunclusionn can be

made on the effoctivencss of this form of advertieing.

An understanding of the concept of perception leads ono to the
conclusion that there is no such thing as a product or sorvice
whiech exints either abisolutely or in isolation. Products only

cxint in tormg of consumers' perceptions of them and in terms of

4.3
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consupers' porceptions of them and in terms of tonsumers’
atti%ﬁﬂeg and motivations towards them. Eéeﬁ if a consumar

in expoeed to n product or an advertisemont he itay not perceive
it. Selective perception will block 6ut what the consumer does
not woant to 559117 |

-

The contept of sclective perception is of‘grn&§~impartance to the
marketing process. It highlights the fact that consumeors may be
oxposed to producis oy aﬂveré&sements, eté., without perceiving
them np being of any utility. Thus thé marketing man must
selatt and promoto products to those people vho will peresive
them an having utility. This will involve soms form of resenrch

into consumer percoptions of the company‘’s offering.

A considorable asmount of research haz beon undertaken in the
UaSuAe to tast consumor perceptions of products, advertisements,
package design, ete., in order to more effectively patisfy con

sumer dosiros at o profit.

One such study sought to determine wrapper influante on,the‘
perception of froshness in bread.ia The rosults of thig otudy
wvalidated éhe hypothesis thuﬁ'tactunl aensationsg aroused by the
wrapper influenced the perception of froshness in bread.

"Hespondents perceived fresh bread of eqgual freshness to be



fresher when wrapped in cellophane than when wrapped in wax.“iq

Y

In another study, the researchers tested consumer brang iden=

20 1, wors hypo=

tification with regpoct to béef consunption.
thezized that beer drinkefa*wére nei able to distinguish among
mndar‘ﬁrands of uﬁlabe;ed beer cither on an oversll basis or
on selected chmraatertétic@. The research contludod that

participents woere not able to discern the taste difforencos

among tho various branda but apperently labels and thelr asso-

clations did influence their evaluantions.

"in other worda product distinctions, or diffeorences
in the minds of the participants arose primarily
through their receptivencess to the various fivos
marketing offorts sather than through percefved
phyasical product differences.21

B. PERSONALITY:

As with all othor dimonsions of consumer hehaviour, the indivie
dual ‘s porsonality will influence his bohaviour. It ié not
intended to delve deeply inta'thezcémplexities of poreonality
theory, but rather Lo highlight thosé aspects that are of

major significance to the field of consumer behaviour.

<5
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The ternm ﬁe;sanality hés kwofcurrent UBO=. in the commoner.
usage pﬁrsann%ity ambr;cas the sphere of indiéiﬁuai differnnces
or those differenﬁes that. are relatively porsistent, or are
.afseétive and volit!dﬁals as distinet from iﬁtaileﬁtuaia Tho
pecond aspect of the terﬁ}pc?Sﬁnality onbracen tho thinﬁ which

all persenalities as such possess ~ tho thing that marks off

2 In this atudy, personnlity

a personaslity from other thingss2
is usod to moan the arrangement or configuration of individusl
characteristics and ways of behaving that determine an indivie

dual 's unique adjustment to hig environment.

Allport ﬂefings peraanality“as the substantial nqncrgte ﬁnit of
mantal 1ife that exists in forms that are definitély single and
individu&laas in epite of this assertion writers, sciontists,
mariceting men, etcs; have always had a propengity to assuine ni
posit the existonce of personality stersotypes, Oﬁe‘mf the
most famous management scientists, Douglpes Mclrepor, has sug-
gosted the assumed existence of two types of workers. The first
type are lawy, dislike work, prefgrrﬁireetiﬁn and reguire dooveiobs
This view of the worker personnlity is called Theory X by
>‘Mcﬁrngor. Theory ¥ 5#ggesta that workers fiﬂﬂtﬁnfk naiurai,
that théy will be self motivated i{f committed to o goal, that

they have s capacity for imaginmation and that under suitable
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conditions ac-.timly'- gaek réﬁpﬁﬁaibility.%

flegardless of the validity of these two thoorios, their effect
has boen -siﬁﬁiﬁmﬁ in the industrial work place, and it fe
not uncommon to hear o wonagar referred to as a theory X or

theory Y oate

One ptudy on porsonality typiﬁ.gx anong women canciuded that on
- an extrencly genersl lovel all women wanted to look right, amd
rightness almost univwaﬂly'scmaim femiuiuity' Beyond this
- point, however, themﬁypas eiffered sccording to ags, income,

and backgrounde. 25

In one study on personslity and product choice of autmohizcsgzﬁ

the suthor corcluded that personality characteristics are ¢f 1ittie

value in indicating whethor an individual owns a Ford or Chovrolete

In anat.iwr major study héa&e& by Roren Rorney; & teipartite
'intemerwnal mrﬁai was constructed in wmich individunls ére
clageified as compliant (those vhe tmave toward pﬁﬂplﬁ), nggrea«-‘
sive {those who move agaiﬂﬂt peopiel, ﬁetm:haﬂ (these vho oovn

away froti peoplel. 27

42
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This paradigm has been used to explain consumer market behaviour
with rospect t6 certalin products. Some of the findings of the
regeayrch are intoeresting. For‘oxampié, aggrossive maen use
cologne significantly wore often than non-aggressive poople.
ﬁigh dat#ched people were significantly greator consumers eof

- 2
tea thast lev detachoed ones, 8

/

Numerous other studies have beoh ¢tonducted relating personality
io congumer behaviour. - Many are inconcluszive and most are go
closely reloted to résearch,intn consumer motiintians, attde
tudes ond perceptions that it bocﬁmea difficult £o distinguisgh

a personnlity study from a general consumer bohaviour study.

E. COGNITIVE DISSONANCE:
Any gurvey of the cdgnitive process of consumer bhehaviotr must
include a section on cognitive dissonance. It is 1agica1 %o

treat this subject a8 a caepstone to the theory of cognition.

Cognitive consonance is defined ast "The characteristic of a

cognitive system vhich refers to the internal harmony existing

29

amonng the conponent cognitions in the system" The greator

the congruonce beotween the component parts of the aystem, the

45
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greater the consonance.

The thoory of cognitive dissonance wes developed by ?estingarag

in order to explain the inconsistencies of’hﬁman behaviocur.
Festinger sought to expiaiﬁ guch things as whi a consumer who
knows émoking iz bad fof 5iswhealth continues to S@Bke. and
vhat effect this inconsistency of behaviour has on the indie-
vidual.e He suggests that people may anttempt to rationalise
inconsistent behaviour, but even under these canditions,
consistency or balance within the cognitive syétememay fail,
WWhen such inconsistency exists, the individual feels psycholoﬂf
gical discomfort. Featinger defines this inconsistency and
discomfort ag cognitive disgaonance. His formal definition
esserts that |

"an individual experionces discomfort when he holds

iogically inconsistent cognitions about an object

or avent, and that he is thus motivated to reduce
the dissonance through cognitive and attitudinal

changes. 31

Thieg definition then implies that dissonance i3 a motivating
factor ajmed at reducing discomfort and increasing harmony.
An such, cognitive dissonance was also treated under the
heading consumer metivation. In that chapter, it was viewed

as being primarily a2 breakdown in the balance or homostasies
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- of the inéjVidualfs copgnitive world. An oxcellent review

of the theory of dissonance and balance is provided by Zajoncjﬂ

in the 1960 Public Opinion Quarterly.

Hany consumer bohaviour atudies héva been undertaken to teat

the relevance of the dissonance concept to‘conshmer behaviour.
One much ztudy sought to detorwine the reactions of cigarette
smokers to éissonaﬁt information linking cigatgtte‘emﬁking to

33 The resecarchers hypothesized thst im order to

lung cancer.
roduce the digscomfort felt by the dimsgovant information, smakei&
would ronct im ohe or more of the following ways: (1) Change
behaviour, i.0., stop smoking; (2} Deny or distoft reality by
refusing to belicve the evidence; (3) Minimize the importance
of the issue; (4) Add newv cognitions by seeking sociélAsuppoif
for the dissonant bYehaviour. The rescarch coneluded that
gmokers are motivated to reduce diesonance and that they do ree-
act in one or more of the four hypothesized mammers in order to
do s06. The research did not indicate whether ony other éoufﬂee
of action would be likely to occur, perhaps tﬁe subjacts in fact

felt no dizcomfort as a result of the informetion.

In a survey on the influence of product preference on disso=
nance reductions, the regearchers tested 7% wvomen and their

resctions te being given a choice of one out of two iong playing
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record albuss free¢34 The research confirmed the:hypo&heﬁiﬁ
that consumers suffer dissomance when foresd to choose between
various products. The hypothegis, that subjects asked fo
choose bLetween two.recgrds-af?disﬁtmiiar desirahiiity ratings
would experienné less dissonance than thogo subject to selecs
tion of egqually dasifable‘fecor&s, was algo validated. The
third hypothesis ihat pést purchase‘&ecisiuns would result in
an attempt to reﬂucevdissonancﬁ by some form oi‘raticnaiizaw
tion waz also valifdated, as was the final hypothesis that
disgonance continues Dvnr‘time,-and‘gansumerﬁ attempt to re-

duce this discomfori over time.

Framzﬁhé~abﬁ?e‘fhéory-unﬁ'reseaieh,onldissnﬁaﬁce, it isvaieuft
that this is @ critical fie;ﬁ‘for'the marketing practitioner
to become more familiar with. It isuneceﬂsary>£or ﬁim o
provide mechanisms that assist consuﬁers in reducing 4isgso-
nance and it is also nécessary to ensure thn@ the diﬁganant.

implications of his product or servicé are miniwai.

Many adveriising executives are aware of the'impnrtaheé‘ai
CFestinger's thoory, and‘hévevﬁaken séepﬁ to minimize consumer
_disgonance for proéuc&s adverﬁiged; Most advertisements now
. attempt to provide either copy or symbols that will @ﬁabie tﬁ@

consuner to rationalise his purchase. For examplo,
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fLess tar and nicoiline®
- *You pwe it to your family to <. "
fifor people vho are progrossive"”
*for your famsli'a heal th?
fRemarkable resale value®
are all slogans and copy lines that provide the consumer with
some way of rationalising o purehase he may have feit incongis~

tent with.

Consumers have inconoistent attitudes towards n host of products
for one reason or anvther., Thesa attitudes may he the result
of sociétal pressure, or the rasult of individual background
experiences. Freguently these attitudes are clustered among
fairly large segments of the population aond cen bavmeasnréd.
For exanmple, nupergus consumers eﬁjoy eveots and ehacalateé
but for many there arc canflieting~cognitian§ about tho harm=
ful effects of those pradﬁctq. In cases like these, the mare
keting practitioner should seek out reasonsg for the inconmige -
tencies and then try to roduce them by either resmoving one of
the cognitions or by providing ratianalisatidns that redueev

consuner dissonance.
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UStarting with need arousal, continuing under the
influence of cognitive processes, and ehgaging in
the necessary action the consumer atrives at con-

sumption or utilization of a goal objoct ssceawe
let us smay that the consumer bought brand A and
is now in the process of consuming or utiliging

. Ate"35 ‘

Tmmediately utilization of a purchasé begins the consumer
arrives at a eritical point in the psychological sequence
of his behaviour - he begins to learn.

Learning is defined as a more or lass permanent chatige in

]
H

behaviour which occurs as a result of experience and practice.36

Hilgard and Bower suggest a tore incluzive definition of
learning as
the process by which an activity originates or is
¢changed through reacting to an encountered situa«
tion provided that the characteristics of the change
in activity cannot bhe explained on the basis of
native response tendencies, motivation, or temporary
gtates of the organism.37
Learning consists of many activities: acquiring knowledge of
critical attributes of products, determining preferred foods,
and deciding if a product’s value is intringic or just adver-

tising.38 As such learning theories are of major sighifi-

cance to the field of consumer behwviour,

53



The two major streams of development in learning are 1) Stinuluse

Response Theory, and 2) ‘Several Cognitive Theories.

Tﬁe gtimulus~responcse theory of learning received much of its
impetus from psychologists such as Paviov and Hull, This
theory posits thet only the temporal contiguity of the two

elements, stinmulus and response, are necessary for 1earning.39

Howard does not vieg reinfércement as being a prerequisite fer
learning but suggests that the inclusion of reinforcement re-

sults in a new theory of learning.40 Under these conditions,
then, stiﬁulussrésﬁonse theory involves four central conceptst

drive or need, response, use and reinforcenent.

The proponents of the coghitive theories of learning do not
accept the viewpoint that all learning is of a stimulus~
response nature but instead borrow from such concepts as memcry,

. , 14
expectations and goal seiaking..'b1

At a cognitive level, the consumer is motivated to satisfy a
needy and hence his behaviour is goal directed. Once achieve~
ment of the goal takes place, let us say purchase of product A,
consumer satisfaction or dissatisfaction with the purchase end
the perceived utility of the purchase will result. Satizfaction

and dissatisfaction will take place on a continuum, and will
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involve different attitudes toward different attributes of

the product.

If the consumer ie satisfied or gratified by his purchase,
then at some later date when the same needs are arousod thoe
consumer will repeat the pufchasé that previously. sstisfied
thoso ngedé. Each time a consumer purchases the same brand,
if noed gratification takes place, then fufthar‘reinfafcement
accurss thus further increusing tha 1ike1ihuod that in the
fﬁture with the name given needs, the same brand will be

seleeteda&z

An_incre@se in the likelihood éf‘an_act iz a behaviourasl! change
and involver learning. The cognitianutheuristﬁ state that re-
inforvement is:necessary.for this type of Iearnihg‘ta toke |
place. Continued reinforcement will increase the consumer's
nemory of the goai.bhject, and cues and symbo;é wiil-b@cﬁmé

more firmly established.

At some point in time reinforcement will be so complete that

wvhen need arousal occurs, consumer hehaviour will become auto-
matic. This bohaviour will be repetitive and will require a
3

) ) ) . ) & - _
minimum of cognitive activity. Howard ~ refers to it og ARB

{automatic response behaviour), but in simple terms it is & habit.
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According to Bayton, the frequence of repeating a response in
not a wvalid eriterion for determining whethér or not a habit
exists. An act repented once a woek may bhe ﬁust ag mich a
habit as one repeated five times a éay.@& The critical facs

 tor is the amount of cognitive activity. The iower the acti

vity the greater the habit,

' It is not uncommon to6 find habits persisdting even after the
act ceases to provide nead gratification. This {8 merely

ayaptomatic of the stre&gth of some of our habits.

The learning process ﬁsbof‘majar signifﬂcance'tn explaining
consumer behaviour.  For example, the phenomenon of éonsumer
brand shifting is a central element underlying the dynamics of
the market place, and this phenomenon can be partially expi&iﬁgﬂ

e e, . 45
by consumetr lonrni%ng.

vﬂﬁehnéﬁ in o ﬁtudy on1consumer brand ¢hoice as n learning pro-
Cess usesva staeha&tié.mbdei to explain consumer behiaviouy
aver a‘r@latively‘ﬁhﬁrt.pariod of timg. A saqplé af 600
Chieage families Wéﬂ usa& to determine whether gaénéntial DUY-
chase data could provide some insight into consumer brand
switching of frozen orange juice. Huehn's major aim was to

demonstrate that the consumer's most recent purchase wag not
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~ the only ono thd# infﬁuenceﬁ éﬁhsequent brand choice. This
hypothesis wan valida£eﬂ, aﬁé,it wan demonstrated that the
affects of,eariiﬁr purchases declinafexponentiélig,'i.e_g

the ratic of the importance of the f;rst'guréhaae to that of
the second is approximately equal ﬁo the ratio of the second
to thé thirde. Thé uixonénﬁiai weights of earlier purchaseﬁi
uﬁs validaﬁeﬁ in mubsecuent studies, but thé waiphts fow

&7

variove proeduct classes differed substantially.

Of najor significance in the Kuehn study warp the doubtz it
raised about the curront use and validity ﬁf'Markav chain

angiysis as a predictor of consumer choice.®

*In o finite Markov chain the conditional probability of trane
sitions to future states depends only on the stete prosontly
oceupicd by the system and not on the history of the systonm
prior to entering that state., More sophisticated Markov

chains have been developed that take cognisance of the effect

of prior or carlier gtates on the outcome of 5 transition.
In a simple finite Markov chain, then, higtory of conrumor
purchese bohaviour with the exception of the present atate
is of no szgﬂif1¢3ﬂ¢eu
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CHAPTER 1V

SOCIOCULTURAL AND POLITICAL FACTORS

A. INTRODUCTION:

Consumer behaviour takes plate in an environment. Thig en=
vironment has cul tural, political, class, and ethnic dimen=
egions, The énvirohment aelso has numerous other facetg which

will be considered in later chapters.

Every individual is partially a product of his culture. All

aspects of 1ife are earried out égainst the backaround of the

society in which the consumer exists.’ The consumer's beha=

viour « his matiVations,'cogniticﬁs and learning are gpll in-
fluenced b& his environment and the antecedents of and the

nature of this environment affects every action he‘takgs.

The cultural, politieal, élass and ethnic environﬁent is com=
plex and defies sweeping generalizations. In South'Africa.
where there are a gseries of laws.an& regulatiéné 1imiting the
politieal, social and economic bshaviour ofsthe four main

population groups = Whites, Bantu, Coloureds, Asiatics « the

environment takes on added complexity. In order to understand

L2
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the purchasing behaviour of the various population groups,
then, it is necessary to have gt least a general understand-
ing of the cultural, political, c¢lass and ethnic dimensions

of our society.

B. CULTURE:

Culture refers to the total way of life of any society; it
carries none of the overtones of evaluation common to it in
popular usagéoa Linton defines culture as "the configura-;
tion of learned behaviour and results of behaviour whose com=
ponent elements are shared and transmitted by the members of

w3 The term configuration is here used

a particular society.
to imply that the behavicur which composes the culture is or-

ganized into a patterned whole.

Moore and Lewis suggest that culture has at least the following
dimensions. It is learned and not instinctive. It is incul=
cated by being passed on from gencration to gencration. It is
gsocial in that it is shared by aggregates‘of organized human
béihgs. It is ideatiunél and involves the learning of ling-
uistie aend symbolic behaviour. It is gratifying and satis-
fies man's needs, It iz mdaptive and changes ir an evolution=

ary manner, and finally, it is integrative in that it forms a
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phtternéﬂ“whbie;& A
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69iiu;é;Atheh{ 1s the pattafﬂ of a}1 thoagiarféngeqeﬁts,.mute*‘
ria# oy gehéviaﬁral,hwhich havé beeh‘adopted,by a pocisty as
the traditional wayé‘of solving the‘prébiems of its members.
cﬁlture inélude§>a11 the institutionalized Qays and the im-
plicit cn;tu?al baiiefe, normé, valués~and premises which

underlie and govern cenduct.5 S . 'fg;V.

"Despite their great differencés in other raspects, all cule
tures have 4 number of characteristics in common - theé sb—g
called cultural univerﬂars;"ﬁ ‘ Marriage, family Iife§ 1angh;ge,

education, etc., aie common %o all cultures in a general way.’

Withiﬁ‘a cumple#lhetgrpgeneohs‘¢u1tqre‘such aslthatvfound in“
Soﬁth #ﬁrica, a*numpéf of sub»cnltuqu.may be séid to exist;ﬂ
Cultﬁrai différénﬁés 5ueh as 1anguage.krelig£on. skin colour,
eating habits, etc.,; are observ@ble among the four population
géaups in South Africae. These subé¢uitures‘¢an‘be further
broken down within each groups Sé; for axample;:the7whité
tulture is different -Prem the Bantu ¢ulture, and within the
white culture Qbservable différences exiets between the Eng=

lishy Afrikaans and Jewish population groups.
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Dichter, in analyzing the effects of culture on consumer

behaviour, makes4thq following obgervations.

"Shadows, reflections, phntographs and portraits in many
- cultures, particularly among primitive people ‘are consis
dered visible maniteatatians of a person s soul".7

"The visuai aspects of foods and the way they are eaten

représents very important aspects of c¢ertain cultures'. 8

' YThe' are many objects of love in our culture and folkiore.
A prime example of such symbols of affection are flowers",?

N P

"Play and playthings have always been important elements

in our lives. Leisures=time products have betome a majar'
part of advertising and marketing and will continue to be
80 1& the future" 10

Dichter suggests hﬁndreﬁé‘bf other cul tural influences on cénsumer
purchasing behaviour, all based on over 2500 studiés in the o, S.he,

Canada, Europe, Latin Amerieca, Africa. and Austtalia.ii

In another paper, Dichtervsugéests that the vorld is made ub of
six groups of nations defined in terms of their cul ture Aﬁd clase
structure. Grdup“one‘are theralmasf classless éocietiés, BaGey
Sweden. ~ Group two are the affluent countries, e.g. ‘UuSe A..
Germany. Holland and €anada. - Group three are countries in
tréﬁeiticn vhere there still is a workin§ class in thé'aineteenth
contury sense, esg., England, France and South Africa. Group
four are revelutionary countries juét emerging from near starva-

tion, e.gs; Brazil, Chile and India. Group Five are primitive

6§



5. b6

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

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

Many behaviouralists would disagree with Dichter's categoriza-
tion of countries into these six groups; nevertheless,based on
empirical research Dichter has developed a significant catego-

rization of nations by their bahaviour and development.

One final aspect of culture that is of relevance in a study of
consumer behaviour is cultural change. "Cul tural change is the
process by which a society inmproves or revises its adjustment to
its environment through questioning traditionai_golutions and

establishing new ways of living."13

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 forms of amusement.
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The effect of the trend toward international travel and greater
mobility permeates the entire economy and offers opportunities

for new products and services.

There are many other cultural changes that affect' consumer
behaviour and»that pfuvide opportunity for new préducxwdevélpp-
ment. .. A few of these trends aret the ﬁOaitayourselfutrendw
the trend toward 1nforma1 1iving; the trend toward‘mxniaturiu

\

zation of pruducts; the trend toward convenmence shoppingg

[

the trend toward a more permissive socxety, etc.

‘¢, POLITICAL AND LEGAL ENVIRONMENTe

The nature of the politicaluand legal environment and the influ-
once of this environment on- consumer behaviour is not well covered
in the literature. A possible explanation for this omission may
iie in the fact that mést of the literature and research in the
field originates in the U.8.A. where the free enterpriee syétem
does not exert.much of a constraining influence on consumer
behaviours Even this expianation is; h&wever; quesfionable.

for in the U.S.A. there'are a multitude of laws and régnlations.

that either asgsist or impinge on thé free action of the consumers

&7
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Most of the Western démocr;cies'are so=-talled free.ahtarpri@é
systems in which to a large exteﬁt the forces of supply and
demand govern' the naiu:d @f the eeonnmic process., In these
societies, men are free to manufacture and supply at their
diécreiion,ﬁﬁn& constimers are free to buy or reject at theis
digeretzanQ In reality, thé~comp1exit7 ﬂf-medérn 1ife roim
ders this laigser faire doetrine dangerous and honee rules and

regulntions proliferate the market places

In South Africa, the policy of Apartheid complicates vhat

would be o ecomplex System without Apartheid.

There are politically inspired iaws which affoct the'cgnsumptian

behaviour of 80.8% of the couniry's papu&&tinngi& . These people
are'iimitaé in recpect of the homes thoy way purchase, ih rospact
of the travel they may indulge in, ané in respect of the invest.

mente thoy may makd.

Thers are algo limitations on the degree ¢ which they may pay-
ticipate in the econumy of the nation. They cannet own stores
in many locations. They cannot acéupy many skilled positions,

and they camnot tiix socially with menbers of theo white socictys

These factors and many of the other impli¢cations of Apartheid

ezert n considerable influence on the purchasing behavicur of
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the Bantu, the Asiatic, and the Coloured. In addition to the
political and legal constraints placed upon the purchgsing be~
“haviour of these people, they are subject, as in many other gul«
tures, to racial projudice that also affects their pur;hasing

behaviour.

While fhe'policy of Apartheid is generally viewed as being a
constraining influence on only the non-Europeans in Soéth
Africa, it must be realized that it also has an effect on the
bohaviour of White South Africans. The policy limits the

discretion a European has in marketing his products or services.

E

FPor example, he cannot employ Bantu salesmen to sell in white
stores or to whité customers. Ho cannot own.étbfes ih“the

densely populated Bantu or Coloured townshipSa‘ He cannot ale
low non-Europeans to patronize Whife cinemas, restaurants, or

night clubs.ls

In addition to the complex legislation supporting the system
of Apartheid, the South African consumer 1is constrained by a

series of enactments affecting the conduct of business.

There are iaws governing the hours during which stores may be
open to the publics This greatly affects the behaviour of

the consumer., He cannot shop in the evening for products
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other than staples,  This is in direct contrast to the UiS.A.,
vhere shopping hours are unlimited. - The effect of this lav is
far reaching; family shopping in the evening is eliminated, and

total consumption is therefore reduced.

There are laws governiang the nature and compositibn of groddcts
offered, The Bureau of Standards exerts congiderable 'influence
on the quality of and the nature of both domestic and imported

goods. -

Import contrel, credit restrictions, protettion of infant indus-
tries are all political and legal factors that influence the na-
ture of consumer behaviour in South Africa and in ell countries

to a lesser or greater degree.

From the marketing practitioner's viewpoint the political and
iegal environment of the country must be understood and‘mﬁst he
viewad in non~value terms. it ig important to know how thisg
environment influences consumer behaviour without becoming em-
broiled in the moral or ethical complications of the system.
These complications are a private matter and should not cloud

or confuse an understanding of the environment.
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D. SOCIAL CLASB:

In a sanse,}éome very roal distinctiona exist in the buying
behaviour of different social classps."is The existence of

a class structure is to be found in overy country of the world,
ahd has been a“characieristic of man'é cul ture thrbuéﬁ the agea.
Many countries deny the existence of a clasefofder,>an& most

nations tend to decry the existence of such an order both at

home and abroad.

The problem is not one of establishing that a class structure
doas exist, or is matural to man, but rather one of meaningful

description‘and understanding of the neture of this strﬁcfure.17

Society has traditionally been divided inte three social classess
the upper, middle and lo§er classes, Within each élass, people
are assumed.to poeseas gimilar emotions, values, ambitions, goals,
etc., all of which influence their buying bdehaviour. Markéting
programs, to be effective, must then ﬁe teilored to roach the

social class that fites the product in question;18

Recognizing the existence of a class order is one thing; deter~
mining those attributes that separate one class from ancther is,

however, more complex and less objective.
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One author views social class as being defined in terms of the

group’s own perception of itself and its mémber5¢i?'l

‘A classy
%heﬁ,‘éxigta,when people of simiiérAeducatibn, incOme§'nEgupa-~
tion etc., bBand together. Kahl suggests that there are six
variables of social classt personal prestigé,‘oCcupation, E
passéssibng, interactions, ciass‘conﬁéiougneés; ;aiﬁé oriens B

tation.zo

 0ne-of the nost afgnificant worke on claspg structure is a book

by W. Llovd Warner on soecial class it Americaoai in this work

AWarﬁar and his asséciates definéAénéial‘claSs in terms of how

members of a community regard cech othoer, eﬁphasizing the con= -

copt éfrfeputation or participation in a community és'the'koy
N ’ . 22 ‘

to secial class placement.

3

; Like Bliéﬁ,gs Warner viows social class as being a function 6f
a community's perception of its members. In'arder'to measure

and descéribe social class, however, Warner, iike other writers,
has useé'maré concrate variables such as source of income.

oceupation, residential area; and type of dweliing.2§

t H t
The Warner Social Class System is comprised ofisix classest

Upper Upper, i.a. the arietocracy

Lower Upper, i.es the new rich
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Upper Miﬁdle,‘i;ei professionals and managers.

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

Lower yower@ iae;g“unskillediiabourerszs
1t must be remembered that.this"class structure was ﬂévéiopéd'as
a résult of émpiricailresearch cenducted in Aﬁer;cé, aﬁd,eoﬁée;
quently may not be appiicablevto other sdciaiies. ~ For examplé,
onltﬁe African continent, the‘existehce ofvanlarigtppraéy in
Warnerian terng ié qnéstianab1é¢ There certainly are pfbminent
families with third and fourth gonsration vealth in these areas,
pﬁt their numbers are so few as to preclude ﬁheh-beihg:{érﬁedfa'

socdial vlasgs.

Coleéman suggests that while the Warnerion class structure is of :

great velue in the marketing of products and gervices, it is

rievertheless still too crude and oversimplified to be realisticaa

- In short, not only must the sophisticated marketer
abandon social class in favour of income categories
on occasion in his analysis and interpretation of a
market, he must recognize that at times Both income ,
and class are superseded in importance by divisions
of the publie inté brow levels, by divisions iato’
high mobiles, and low mobiles, innovators and non=
‘innévators, inner directed and other directed,
urbanites; suburbanites, exurbanites, ruralites or

- what have you « 4 » A8 a final point, let it be
noted that the way of 1ife and goals of people in
‘sach social tlass are in perpétual flux.27

73
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In spite of the criti%ism of using the class structure in
order to define, meésure and understand consumers, many
cradible studies have shown that social class is a determi-
nant of consumer behaviour. Some examples of the effecté

of social class on consumer behaviour are described below.

Lower class people value education less than middle class
people Aoy and hence purchase of educational products by

28

the lower clagses is minimal.

if ydu take thres families, all earning around R4,000 a year
butveach from a different social class, a radical difference
in their ways of spending money will be observed-z

Socianl class affects how people feel about where they should

shop, and how purposeful their shopping shoulad be.Bp

Attitudes -toward advertising are affected by social class

differencescj1

One final aspect of sociai class influence on consumer behaviour
relates to the "trickle effect'. This refers t§ ttie mechanism
whereby the lower social classes are able to strive for success
and status by adopting products and services as they trickle

, _ 2
down through the various socio-economic clnases.j
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According to Fallers, there is ﬁ tendency in UJS. society and:
in other Western societies for nev styles or fashions in con- -
sumption goods to‘ﬁé 1ntrpau¢ed via the~s€cioecohomi¢ elite
or’ﬁppéi'classes éﬁﬂ then. to pass down through the lower
classes, ofton in the form of inexpensive mass=produced éﬁpies;Ba
Fallers does notvmake éleaf yhether:this tricklg»gfféct %s’the‘i
resglt of income, éducation, taste,,etc,; he dﬂga, thgvef,‘:l
indicate that higle'ﬁtandatﬁizedvpréducts such as aﬁpiiances,
are less subject £§ taste and fashion, and henée’they trickle

down over a long period of“iime.ja

In Santh Africa, where there are four zegéily énd ri§id1y de-
fined population groups, the class structure becomes even more
éomplex than in many athér sadietiés. In/the melting pot that
is America, there are no legal boundaries limiting the racial
composition of social classes. This statement may appear
naive whén one cansi&erg the opportunity for é Neéro. or
Puerto Ricvanh, to owh anh apartment on Fifth'Avenue or to belbng

to the New York Amateur Athletic Club. R

In South Africa the opportunity does not exist, by law, for»gn'
integréted class structures As a result, each ﬁopulatiop‘
group has its own class structure, and within each group there

are subegultires which form independont ¢lass orders. A Jewish

78



doctcriahd an Afriknans doctor with a. similar incOme“do.nqt,@-
live in the, same neighbourhood, do not bélong ‘to .the dame.
clubs; do not share similar valunes, etc. " They eachibelongﬁ
to the upper middlé'class; but in agdiffereﬁt-suheculture.'
This situation is made even more, complex wﬁgn ohe.censidgrs
the variocus tribal affiliations of the_ﬁahtua,é

In order to appreciate the influence of the ngss;Strucfufe

on céﬂsumer behavisur in Socuth Affiea@ it is_hecesaary to"
nndefstand the existing class strdcﬁures in the various sﬁb;f“
caltureé, and aisblthe ralatipnéhip-between the class struc-

ture of the varicus subecultures.

At the most general levéi, the four population groups caﬁ eéch
ba #ié#ed as having its own class stéucture in wﬁich such con~
cepts as the trickle effect apply;I This does not, however,
éxplain the velationship of the trickle effeét érogs culturallf

or acrogs social class.
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L. ETHNIC, RELIGIOUS AND RACIAL FACTORS: @ - SRR
AS’paft'of‘thevcultﬁraI, political and gléssﬁenvirgnﬁént of a
society, ethnic ahd Peligious factors exert a significant ine
fluence on consumer behaviour.  These factoré cau1dAhavaf
beon congidered under the rubric of culture;:pqliticgl environ=
ment, or claﬁs:order,'bﬁt they are significant enough tb war;
v Nt DA
rant alseperate éubﬂséctiona A coﬁaiderable‘g@ount 5f space A
will Se devoted to.the pléce of the American Négfa qonsumer'invb
the Amarican socliety, for it ia thiﬁ group tha£ most:ciosely

approximates the values and position of the nen~white in South

African zocietys

The term othni¢ is commonly used to degignate groups characters
ized by distinctiva origin, It refers to the minority gréups‘
of a gociety = groups thet have anshared txjadi'tion and 'soc‘i‘ri;l

‘life.zﬁ

Race refers to pevple with a common bioclogical héritage invoel-

ving cortain physical distinctions.36

Religion refers to a common belief in God or supernmatural

being, and involves a common and fifférent system of worship.



South Africa is composed of 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 purpome of this study, hovwever,
the four population groups in South Africa will be viewed as

being racially distinct.

Few subjects have generated as much argument or aos many fal-
lacies as the subject of race. One of tﬁe most commoﬁ racinl
fallacies is the fallacy of the racial average or stereotypo.

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 thoy are addicted to gaudy fashions, that

they are motivated to buy what the white man buys, etc.
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With this in mind, it can be said that ethnic‘anﬂ'racial
difforoncos 60 affect consumer purchasing behaviour, but.
that sweeping generalisations of expected behaviour of one.

race are dangerous and often misleading.

Religion alsc plays a part in-infiuencing eohsuﬁer.hehﬁviéur.
Some éf ths effects of roligion are directly related ﬁa\re-
ligious lﬁw, aid are comnen knawleﬂgﬂ to most people. The
fact that Jews are‘noi supposed’to‘eat non-Kosher moat, or
shelil fish, definitely affocis thair.purchusing behavigur of
fﬁod and their eating‘habitsg-both>af home and in restaurants.
Moslémﬁ‘are.forbidden to drinﬁ'sviritm and consequentlyvﬁo
bottie store is likely to be éuceesaful ina praébmangntiy

Moslam neighbourhoed, -

Religicus law is not the only factor influeneing cnnﬂumeir be=

haviour; in many cases the overall nature and philesophy of

the roligion influences behaviour, Maz webar37 saw the Protess

tant ethic as being responsible for the rise of capitalism,

and Emile Burkheimja savw a correlation bLetweon felig&on'ﬂna

suicide,

In Scuth Africa, fos example, the Calvinist religion affects

women's foshionsy mini~skirts sre frowned upoh as are bikihis;

L]
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and see-through blouses. The type of entertainment avaiiablé»
and desired is also influenced by the religibn; night clubs
with strip shows ére rarey, S0 ars girlie maﬁaziﬁes, porno-
graphie, vielent or racially integrated moviés:or‘élé&é.

The degrée'ta which cénaumers ate spenders or‘savers, consars
vative or hippie, permissive or amoral is affected by fhg va=
rious religions of the country, | |

s

While the South African racial and religiocus enviroumment i=z
unlike that found anywhere elsé, it dosas have ceftain Bi@ila-
rities with the Ameriean BCONG. nf particularAintereét are
the simiiaritiés between the American Negro and the South
African nen~Burepean, and the relationship of these groups
with the white segments of both counitries. \VA'conside;aﬁle
amount of research has béen conducted on the purchésing boha=
viour of the American Negro, and thege gtudies are of some re-

levance when viewing the behaviour of the Sauth African non-whites

The drive to belong gives black and white consumer special kinds
aof market arientations. One of the most importanmt of tﬁose
fostered among Negroeg s thﬁ pronounced inclination po traée
across racial-cul tural boundaries. They are inclined to cross
boundaries as to the kinds of goods they buy, and the places

wvhore they buy‘them.gg
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In spite of the drive to trade acrogs-culturally and to emulate
the whites, the Negroes are different in buying behaviour from

t‘.‘
any other group with low income and education infﬁmerica.‘o

Neﬁfoes have accepted the values of the majority of whité middle=
class cultﬁre but are at a disadvantage in obtaihing thcéé values
or of being accepted by the whites, The consequence of this is
the split of tho Nogroes into two groups, one éf ﬁhich ié made

up of "strivers", those actively engagedAwith the world arouﬁd
them, and the other of people mors withdrawn and less inten£ on

4
pursuing white middle-class products «rnr'‘v.f.ill.tesi-t‘1

in & major study of the marketing dilemma of Negroes, Bauer, ;t
ale., synthenized data from over a dozen sufveys in order to test
the extent to which a seperate and meaningful Negro nmarket emists,
The basic conclusions 0f this research were that there is a

Negro market with special characteristics other than income and
edut:atiomI"’2 Some of the other more significant findings of
this research wered? Negroes underspehd as compared with whites
of equal income in four major areas; housing, automobiles, food
and medical carao. This makes available to Negroés proportioﬁ-
ately more money for goods in other categories, e_g.; clothing,

aleohol and furnitureakj

g/
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The evidence that Negroes underspend as compared with-whitesv

in the area of automobiles seemg contrary to the obgerved
driving habits of Negroes. In most of the large U.S. cities,
even in slum areas, it is commonAto-find Negrdgs.driving the
iargest and flashiest cars available. One possible explanation
for the research evidence ig that while Negroes drive expensi?e
large cars, they are not generally two or three car families

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, They consume 1.25 times as much al-
cohol as a‘white family with a similar per capita income, and
over three times as much Scotch. It appears that Scoich is.
agsociated with high status among Negroes, particulariy among

thoge that are upwardly mobile.ha

.

In another paper by the same author, the following conclusions
about Negro behaviour viz-a-viz white behéviour are wmade. Nagroes
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 inforw-

mation that helps them avoid making shopping mistakes.ks

T
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One obvious conclusion from many of the findings en Negro
éhopping behaviour is that they have a great desire to avoid
the ﬁiscomfcrt aspociated with cognitive dissonance and hence
they seek support for their actions by being better informed
and more brand loyal than white tonsunmers. Nggroés also =

seek legitimation both before and after a purchase from

friends and from testimonial sources.
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CHAPTER V.,
GROUP INFLUENCES AND CONSUMER BEHAVIOUR

A, THE NATURE OF GROUPS!

Consumers do not live in isolation: ‘thef are all part of an
interacting and iﬂterdependen£ socioty in vhich their sgctionm
are influenced by thoese around them, A consumer maoy be a
member of many groups. ot the same time; and all these groups

will exercise some influence on his behaviour,

"A group comes into being to achieve the wénts of its
members; in the course of interaction the members
develop a group ideclogy which regulates their attiau‘
tudes and actions and influences their satisfactions.

The critical factors,distinguishing a random aggregate of
people from a group, are the common interests, purpose, be-
liefs, values and norms shared by the members of the group.
The influcnce a group coxerts on its members depends on a

variety of factors including the degree to which the members

adhere to the group's norms or standard ways of behaving.



Pgople generally 3oin a group because they feel it ¢an provide
some satisfaction for them = it satisfies some 6f theisr needs,
particulariy sﬁcial,néeﬁs.vrThé cahégiVeness of & group - the
AHegres to which it éticks‘tégeihe}:- ﬁil! ﬁé ﬂépendeﬁt‘an the
ability of the:gféup to sdt;sfy'mgﬁbergi qgeds§ qReséarah has
shown that gr&up cﬁhésimgueésfié‘keiéie&'tb the size of the
gfuup,'ana to ihe Similarity in‘baékgrounﬁAb£ its.membéraaz

. This tends to reinforce the theory that freguent fate-tow

face cantact.generatgs‘greatér attraction and influence than

less frequent, impersonal contact.

The family is an excelient example of a éiase‘faééuto-face
eéﬁesive graup serving‘aIQifai‘funetionAfoi iis méﬁherss

Even in the case of a family,'howevar,,it is(ﬂut unuszual éo
find group membersrsatisfying,difﬁerent nééds. Hhén larger
organiasntions arec sxaemined, the divérsity of need satisfying

attributes of the graﬁp increaéeﬁ‘fapidlys’

The mé%é afpeiébn pargiéipates'in Aygrnup{:the[mafe;socia&;y
integrated he tends to be in that group. Regardiess of an
individual's commitment #anny oﬁe graup. it 'is unlikely that
this group can fulfill'all tﬁe ngeds"of its»mgmbersg ana_hence

most peopie bhelong to many groupslgk,
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"In all groups, the positions, roles, and povers of the
menbers bocome differentiated and organized into a
. sysatem =+ the group structure - which influences the
~ functioning of the group and the satisfactions of
"thg'memberSpQ . :
As groups grov larger, the group structure changes = it be=
comes more fractured, and smaller sub-groups or c¢liques
mpring up within the overall group. These sub-groups ope-
rate within the overall framework of the parent organization,

but they usually satisfy neeﬂs‘over and=above those for which

the parent organization was formed.

B. ROLE AND STATUS:

A rele refors to the prescribed and expected beﬁavieur of an
individual in e specific ﬁituationas An individual hds many
roles corresponding to the numerous groups he ipm affiligted
witha The roles within any one group are interrelated.

Az a ﬁerson moves from one group to anothér, however, his
role behaviour will and is expected to éhange in order te suit

the new environmentaﬁ

The role bohaviour of an individuacl depends on o series of

conmplex Tactors. The individual 's background, perceptions,
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motivations, needé,»attitudegg étcsy will all affect the way
he actually plays his role. - The doncept of role, then, hagm
two and‘proﬁably;three dimensions. Each individual has o

. preseribed role or expected pattern of behavisur, Bach indi-
vidual has a perceive& role, isee, the way he views his prés~
cribéd role. ‘Eaeh inﬂividual has an‘action role, i.ea;‘the
way he'nctgally Béhavgs; These tﬁree ﬁiménsidﬁs of a Eﬁté
may all be aitferent; depeﬁding on the motivations, cognitions

and learning of the ;ndividuala7

The concept of role béhavibur‘is;ﬁf significance to consuter
behaviour as it inflﬁeﬁces the purchasing pattérn of consumerss
In a buying situation, some people will buy éraﬁuets because
they feel that these products are éonsisfént with theif own
particalarbroleca A highiy suecessful businesemaen is not to
e saén riding a motoreycle to work or going to a workingman's
diner for lunchs  This behaviour just would neot be consistent.

with either his preseribed or perceived raié.

Clozely related to the role an individugl hes in & Qr@up is
the status that the role and the individual are ascribed.
Status is generally viewed as the position of an individual dn

the prestige system of the group, organization, or sacietng

4%
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The status or ranking in terme of prestige of an individual has
tﬁéydimensiﬂn@s.‘,fhé rclelhe oceupies may haVé»atatus,faﬁd,fhé
way he perforins it may éleg provide status. i@héée‘twé ﬁspects
af status are not always conqrueh£° In addition, xole o
statué iﬁcangfuengé may also exist when‘an indi%iﬁuai‘belﬂngs
tb;two totally aiséimilarygroups,»whose views ave frreconcila-
bies For example, the{highlw sucéessful businessman~c6uld'have
been a Thippie" in h£s spa£e time. in this caée, both groups
would ééﬁsﬁfé him for violating group norms,; and if the ‘vinilm-ki
tions bhecone extrome §r’the di§¢bmfbrt to the individual be-

.. comes intolerable he wouid probahly'hdvé to forego membership

in one of the groups.

The nature of society has and is, changing mapialya As changes
oceur, =0 the nature of groups chahgeyas dalihé rolés and stateses
of people in these groups. One major examp1e 6f a thanging role
is that of the woéman in society.  Bhe has become emantipated

atid is now of majbr importance in deciding what shail or shall

not be purchased by the family unit, In addition, her emanci-
pétion'has resulted in a hoét:of new products being marketed

and in the incréamed use of existing products. She now'smakég,
drinks, educates, travels,'gcverné, and iﬂ'thé eyes of many |

Americans, detides tho vhnt, wheﬁ{ and where of the fémiiyis
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wconsumption behaviour.

Aﬁeprding.ta Hepﬁér,io women now fall into thféé(rolﬂ eatéa
gﬁriess The first category includes the creativesa The
purchasiﬂg behaviour of these women is related to their desire
to fulfill their role of being creativerwhether in working,
home decoratiug‘ﬁr ﬁringing up chiiﬁren. The sveond group‘
are the true homemékérs; These are the women the advertiger
tries to reach through promotions{such as promiums oy low
prices, They are not métivataﬁ to be c¢reative; they rather
want a good buy at a good price. The third group are the
potential career women who fecl ifmprisoned by the home, and

aré not susceptible to the advertizing of home products.

€. FAMILY INFLUENCES AND CONSUMER BEHAVIOUR:

Fanily activities actount for a great deal of spending,
egpecinlly in the leisure-time field; and family habits
influence both the preseént and the future purchasing
behaviour of its members. A& an imporiant unit of
spending, the family and its changing patterns of living
influence the total market.11

Shafteriz views the family as a a&ﬂtem with three basic ﬁahéuming

uhita: 1} The faﬁiiy as a consuming unit; 2) The houschold as

92
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cansuﬁing unit; 3) Family members themselver as consuming
unita. The purchasing behaviour and the types of consumpe
tion differ among the three units, The family as a uni£ ig
involved with purchases that provide tangible satisfaction
to all, @.g., reccreation. Tﬁe‘household ie involved with
purchases such as house maintenance, and the individual fa«
mily members are iﬁvoived with purchases that provide satige
faction primarily or only to the purchaser, e.g.; personal

hobhies,

Bell suggests that the norms of family consumption are related
to .the nature or pattern of the life mtyle of the family.is
He ponits three basic types of family life styles and four
¢ombinations of these basic atyles. The three basgic styles
are 1) familism - preat emphasgie on family living, child rear-
ing and early marriage; 2) Career - emphasis on careor and
getting ahead; 3) Conoumership = emphasis on bufing. spending

and consuming with little emphaszsis on the concept of familism

o 14
or ¢areer.

A third method of viewing the nature of family consumer beha=
viour iz suggested by Lansing and Kish.is They state that
the traditional method of predicting the purchasing behaviour

of the family by uming the age of the head of the family as

77



the indeépendent variable is fregquently fallaciouss - They Suge
gest using the family life.cycle-(FLC) as an alternative Vagia-
ble. - Theidr thesis is that changes octur in people’s attitudes
and behaviour as they get older, but many of these changes may
be aszociated less with the bioclogital process of aging than
with the inflience of agé upon the individual's family nembers
shipa., Thus the critical éaﬁes iﬁ the life 6f a Congumer may
not be his birthdays, but rather when a change oécurs in his
family statug; for example, when he marries 6r when his fifs£

child is barﬁ;16

Heyeri?’alsb suggests that the family cycle can bie broken down
into phases in which the motivations,; cognitions and learning

of the adult vary. He suggests four ¢yclés, but does not prow
vide empirical evidence to substantiate the 'hypotheses that bes=
haviour tekes place in cycles. ~ The first cycle is young adulis
hood from age 20 to 35. The period is characterized by the
introduction inte thé adult world of life, work and individual
responsibility} by a cénecern £$r-vu¢atiana1nskills, child rears
ing and howme r&lati&nébips; fhe sacond eycl@ of the middze
Yaars, 3) t0 50, is characterised by adult ahd teéhn-age relatione

sh;ps, prestige and status in the communzty, vocat10nal intersst

and advancement, and a wzdening circie of friendshins. The
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third cycle of the free years, 50 to 65, is associnted with

children leavirig home, general economic security, the acquisi-
tion of new leisure nand the move toward retirement. The final
cyela of senior ¢itizenship from 65 on is charactéerized by yee

tirement, comfort; illnese and contribution of services.i8

In a study on elass differences in family decision making,

9 suggests that thore is a relationship betweon the

Komar&vskyi
extent of joint decision making iﬁ purchasing and the avcial
class nhd amount of inter-family cammuni¢ation that takos place.
The research indicates that among the lower classes there is
iittle opportunity to debate nlternative product purchases
becsuse most bf the income is spent on necessitiesy for thé
upper clasees there is alwso little debate due to acdnomie ieeway,
The middle classaez show greater flexibility in role defini tions
and greater acgaptance of the ideal of cbmpanionshipAin mayriage,
and as a result, there iz coniiderable debate regarding product
selaction.. Theé naxt step in the reséarch indicated that,

"There is greater autonomy with regard to éxpenditures at the
bnttﬁm and at the top of the gociosconomic hierarchy than among

the middle claaeése“ao

In gnother study on hushand-wife interaction in decision making,

the researchers created a controlled situstion by requesting
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the sample couplesr to assume that they had been given a gift
of 300 that had to be spent. They were then asked to dié—
cuss togethor how thoy should spend the money. The reaulté
indicate that when the spouses talked equally they were more
iikely t6 choosa wifo~houschold items than items for the huse
band or children. When the husband dominated, tha products
galected were more froguently for the use of the entire fao-
mily. When the wife dominated there was a tendency for the
couple to chooso more products for the parsonal use of the

2
wi fBu i

From the above studian, it ia apparent that the family saxorts

a gignificani influence on consumer behaviour. The family iz
the most clogely knit and the moat'endﬁring of nll groups.

As a rosult of this, the decision making process of the family
unit is to sume extent a joint effort, being more fo for mids

die income families and lams so for lower and upper incomo

families,

The factors of mogt relevance to the study and understanding
of the purchaging behaviour of the family unit appears to be

the stage of the life cycle they are presently in.
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D. REFERENCE GROUP FACTORS

A roference group is defined as "any group with which an
individual identifieos himself such that he tends to use the
group as a standard for self-oavaluation and as a source of
his perscnal values and goals. The raference groups of the
individual may include both membership groups and groups to

vhich ha aspires to belong."22

The notion inherent in reforence group analysis is that thore
are important others who influence people's behnviour.23

Consumers ara influonced by other people, particularly those people
with whom they have frnco-to-face contact and those people with

whom they have some point of referencoe. Consumers nre constantly
exposed to other groups'! opinions and posscessions; the extent to

which they admire, respect or aspire to the group they are ex-

posed to will influence their own buying behaviour.

Shibutanizu suggests that the inconsistency in behaviour as a
peraon moves from one socinl contact to another can be explained
in terms of a change in reference groups, The concept han

bean particularly useful in accounting for the choices made
among apparent alternatives, particularly where the selactions

25

saem to be contrary to the best interests of the consumer.
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Shibvtaeni suggests thveé-ways bf‘viewing the concept of refoe
ronce gréup. The first and most common usage of the term is
in. the designatian of that group which serves as the point of
referance in making comparisons or eontfaﬁtsmespeaialiy‘an
forming juﬂgmenté.nbbn% oraty éelf. - Under this definitiong.
then; a reference group is a standard or.cﬁeek po£nt which
gpa constimer u&es. to form'somé'éstiﬁatian of his behaviours.
Any group with which the consumer is familiar may seérve am a

referonce groups.

The second type df'reférehﬁe‘graup in the 6ne to which consue
»merﬁ agpira to belonge'\ This group is generally assaciated
with statuss; its symbols are thought to provide prestage.
Congumers who aspire to elimb the ladder of social or economic
nuééeéﬂ gensrally use upper incameugroups ns a,pbint of rofeo-
rence oy a standard of weﬁavicur.z? for example, if'theKQOH;
of a Jabourer aspires. to join the ranks of thésmi&qie clase,
he is likely to uee this elass as his reference group when

making buying decisions.

The third usage of the term relates to groups whose perspec~
tives constitute the frame of reforéenca for'the~¢onsumer.38

In this context, certain grcupe are uped as anchorxng pointa

29

in structuring the consumer's péreep%ions- These groups



13. | 27

help the c¢onsumer organize his cognitions; they provide the
framework by which the consumer structures his behaviour.
These groups need not be groups to which the consumer aspires
or seeks acceptance; & member of some minarigy group may
dospise it but still see the world largely through its eyves.
In summary, theon, the three usages of the term roefereénce
group aret (1) groups which serve as comparison points)

{(2) groups to whith consumers aspire; and (3) groups whose

porepectives are assumoed by thée consumer,

An example of how these threes concepts of reference group in-
fluence may converge ¢an be seen in the vomen's fashion in-
dustrys. A lower class woman, say, may have lived all her 1life
among the lower classoes, and hence-will use this group as the
one whose perspectives she assumes in matters.of dress, sex,

or chastity. In addition, this same woman may use other '
groups whom she comes into contact as a point of comparison
whon she buys clothes. Finally, in spite of her background
she may aspire to the middle clase, ond may be influenced by

thig group's fashion when buying a dress.

Juat as these threeo reference group concepts can convergs, S0
can they come into conflict, and cause a dtate of cognitiva

disgonante I0r consumers. Using the same lower ©lags woman
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as the subject, it is apparent that if the group to which she
aspiras is wearing see-through blouses wgile her comparisﬁn
groupe frown upon such blouses, and her perspective groups
consjider them immornl, then she is likely to suffar a certain

degrec of psychological conflict.

The degroe to which a nqnsumer is suscoptible to reference
group influance depends on o variety of factora. Research
indicates that those people wvho 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 and privately to group norms, they neverthelesas
ara the fraest to deviate from such norms when)in their Opinion,
thoe situation justifies these doeviations. Low security people,

in spite of disagresment with group norms, saldom deviate from

them.

In a study by Ash, a group of students WQravaake& to publicly
compare n series of lines of different lengths, After sBevoral
rung of this test, the entire group bar ono was instructed to
give vrong answers unanimously regarding the length of the
lines being compared. The student not informed of this fact
found himself in a minprity of one faocing a unanimous majority

whose opinion on a simple fact appeared to be incorrect.

pEs'2)
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The response of the isolate to group pressure varieds - One
quarter of the experimental subjects were completely indepen-
dent and never agreed with the arroneous judgment of the
mejority. Numerous respondents always agfeed with the
mejority, and some respondents varied their responsen. The
major econclusions of this research were that people are dig-
turbed by opposing aroup pressure even vhen they do take an
independent gtand. - In addition, given the support of just
one more subject, the oxperimental subjects’ independeonce

incrEaséd-ao

In a study of fashion, it was Tound that roeference group ine
fluance provided the consumeor with both the opportunity to
conform and the oppbrtuni%y to differentiate oneself from
pthers. - The study further indicated that as. fashion trickles
down: to lower reference groups, it is dropped by initiating

groups vho do not wish to be further associated with it.31

In a study on the cohrormity and inﬁepehdence of consﬁmer
beheviour the réseareﬁers asked a group of male students to
evaluat; and select the best suit among three identical men's
suits, The respondents were told that the suits were of a
different quality. When the subjects evaluated the suits

independently each sult was equdlly likely %o be selected.
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When the‘subjects were asked to pubiicly state their pre-‘
farén@a, it was found that group pressure was of major sig-
nificance in determining the response of those subjects

fhat responded last. The conclusions of this raesearch
were that consumers accept information provided by‘iﬁéir
peer groups on the quality of a praduct'nr of a style.{ Fur=
thermore, group-nbrmskﬁrovide a point af reference which is

the first stage in the consumer detision making pr60655m32

In a gtudy on tﬁe effects of group influence on éonsumer
brand preferences for bresd, Stafford was ab;e te make the .
fallewing conclusionst |

1) Informal groups had a definite influénce on their
mémﬁers* conformity behaviour' with respéct to '
brands of biead preferred;

2) 1In cohesive groups, the probability was much
higher that_the mombers would chéose the ﬁ&me
bread as the group l¢aders

3) The extent and degrée of brand loyal ty within é
grcup wag €lossly related to the behaviour of

the informal leaderg if.¢s, the higher the leadeér‘s
e 33 |

loyalty the higher the group's loyalty.
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A study on the correlates o0f success in retail selling found
thats o

In a retail sales group high production as measured

by sales volume and money earned seems to depend on

the individual's disposition to violate the' group's

HOTIS o The tendency was highly correlated with

downward occupational mobility and a higher refe-

rence group or stratum than his own,3 :
In-summary, reference groups influence the zonsumer's buying
behaviour. They produce conformity but nlso generate cone
flict and discomforte. They enable consumérs to evaluate
their status, behaviour and norms. They assist consumers
by roducing the risk of purchase. They provide points of
aspiration, degrees of lepitimization and sanctificatioen

and the opportunity for beélonging, respect and recognition.

E. OPINION LEADERS

There always have been and there always will be men
and women who are much more influeéential than others
in any society « « Some of these influentiasls
set trends by esusing change or by taking courses
of action vhereas others exert their influence .
through their opinions.35s : o

These influential people are of major importance to the

marketing practitioner both for established products and
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particularly for nev product introduction. AfThe'éﬂbptienfbr
rejaction of a new product by thase leaders froguently detérs

mines the success or failure of the innovation, )

aiited peoplea, ﬁhethérhthey aécupy formal poﬁiti§m§ of leader-
ghip or not, ﬁfieg play a decisive‘gatt in bringing about
changze. iIf they are nble to generate cHange, or if they are
imitated hﬁ bihe?é. they afa'leadars; Aﬁtﬁropoligists havé
téaditionéliy siﬁgieé out two classes of peﬁﬁle wga have this
qualify» Thé f&rstlare the marginal men, the deviants who
question traditional ways of doiné things. The second group
are the high status or high prestige people, who because of
their wealth or position are followed by othersgjé
Hany nomes have been used to characterize thesetﬁeoplﬁ. The
following are the names most commonly fnuﬂﬁ in“the literaturet
innovators, opinion leaders, taste makers, trend setters, high
mobiles, influentials, early adoptérsg and cosmopolites. Whate
ever name these individuals go under, it is important to uhdeé*
gtand their influence and the effect they have on other people,
In order to conteptualize the effect of opinion 1éaders 6ﬂ
other consumers, it is neceséary to examine the diffusion pro-

ceps of products in sotiety.
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The diffusion process assumes the existence of eéveraikgnten
gories of consumers who all have different motivations and
cognitions. , These categories are linked to each other

such that infiuence spreads from the opinion léaders on

through‘the rest of society.

r. ADOPTER CATEGORIES

ncger$37 suggests that there are five ideal adopter categories

of congumers. ‘Tﬁe first éategory inéluaés tha “innOVators".
«tﬂose consumers that are obaeséed'with?in;ovat;onsa ?hey -
aré the first to try something new, an& fh;y haéé certain dis-
cernable characteristies. They afe'c;smopoiite, weal thy,

~ enjoy risk-taking, are friendly with others of the same stamp

and are genérally young,

The swocond category of adopterse are the “early adoptersi,
These are the peonle ﬁho exert the greatest degreé of opindon
leaderchip in satiety. They are ﬁot as radical as the innos
vators and henceé have the raspect of later adopters. ihey
‘are gemerally localites who have a higher degree of education

than most.  Future adopters look to them for ﬁdvice4and they

/05"
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are used as points of referenceé. Early adopters are not too
far ahead of the masses; they are not in tune with a different
drunmer-and hence they are the embodiment of successful and
K1

discrete use of new ideas and products.

The’thirdQcategory of adopters are the “early—majorit&“,
those ¢onsumers who are just shend of the average consﬁmer

in the adoption of new products. Tﬁese consumers ﬁre more
deliborate than the early adaptars,<aﬁﬂ they follow ihe'adage
39 '

of neither first nor last.

The fourth aatebory'¢£ adopters is the late majority. These
consumers wait until public opinion haé firmly endoésad the
innovation before trying its  They téﬁd‘t; wait untii the
innovation is no longer an innovation or until tﬂe pressute

of their peers generates‘adoptien.gc

The Fifth eategofy of géopters is the Miaggardsh, AThese
are the isolates of mociety, peorle who are suspicious of
anything newv. They ﬁsé past generatieps as'their point of
reference. They are traditiohal io thé extreme an& when |
they do finally adopt the innovation it is not unlikely\that

sevoeral never products will alrendy be in the pipe iiﬁécki
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It was mentioned earlier that those five adopter categories
are ideal types. In reality no ¢lear cut distinction can
be made, and in many cases overlapping of categories is

commotie

One of the basic thaorjes of the diffusion process is the
itheory that products or ideas spread or diffuse from their
source through the five adopter categories in some meaninge
ful pattarn. The theory asgumes that if the product or
pervice is rejected by any one of the adopter categories,

it ig unlikely to spread further through the market. A
further major hypothesis is that some people have more in-
fluence in the spread of new‘praducta, idene or sorvicouy
thedge people arae the opinion leaders or early adopters. If
these theories are true, then it is essential that the nar-
keting practitioneyr identify those people most likely io act
as egither opinion lenders or rejectors of his product. These
are the peopls wha will be of major importance to the auccess
of his prcduct,v If they avcept it, it is likely to suageed,
but if they reject it, it may be forlish to c¢ontinue market-

ing.42

The critical question now arises « how €an opinion lenders be

/67
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fidentifisd before introduction of the new product. According
to Rogers inadeguats rescarch has beon ¢conducted in thiz area,
and most 8f the work that haz been done iz in the field of

rurnal sociologys

Two possible methods used fbr prediﬁting opinion leaderships
afe'muitiple correlation and what ie here termed the total
value approache . In both appfﬁﬂéhesg.it‘is nécéssary for the
researcher to séleet a serion of independent variables which
are betievedvta ﬁe‘ﬁf‘grgétégt gignificance in detefmining 
innovativenéss. So for example should ﬁglevisionfgé ine
troduced into South Africas it might be possible to deters
mine whom the ﬁpiniﬁnsieaders would be in terms of say & 
variables. These variables could bet! degree of home enters
taining, communication behaviour, wealth and individual

'attitu‘dﬁs.

In the multiple correlation method of prediction, it is
possibie 16 detormine thé relative contribution of each of
the four independent variables in éﬁpiainiug«thé,dépéndent
variabie namely innovativeness. The goais af this corve-
lation baing to explain the méximum‘ﬁf the variation in the

deperident variable.



A éecand matbodiaf predicting innovativeness, here termad,
thevtoiai‘vaiue mgthod’is‘describéd belows Assume the
dependerit variable remaing éhe degres of innovativ@ﬁéss. and
the inéepen&éﬂt varicbles remain, degree of home eﬁtnrtaining,
communication behaviour, wealth and individual attitudes.

It is how possible to weigh each of the independent variables
in terms of their total influence on innnvativéness.‘ Assume
- degree of home Qntéfﬁainingvhas a‘wéigh% ar‘.a; éﬂMﬁuniéatibh

behaviour «2; wealth .25 individual attitudes .2.

It is now possible through a survey, to detérmine the'acére '

for a sample of respandenté on aach of the indepéndont varfables,

Assame a saniple of, say, 200 people e¢ach respondent after
interview and smalysis eanh be given a #tore on each variable.
These scores are then multipliudlﬁy the various wveights, and

then Ddded to give a total value gcors.

Cut off points can now be established in order to group scores
into adopter categordies. Table V.1, demonstrates how this

method operates, : ‘ : B o - .

/6%
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G. FLOW OF COMMUNICATION AND DIFFUSION

In order to comprehend the flow of influence ana.information
’-thfough the markét, it is fiecessary to examineg ththheqry
vo£<theitwa step flow of communication. This theory suggests
that ideas often flow from radie and print to opinion leaders
and from these to the less active sectibns of the populgtion.ga
Numerous studies have been conducted te test the validity of '
this hypothegis., To date, most of ﬁhe'rQSearch haésbeen cbﬁw
ducted in the field of agriéulture and ru}ai sccioclogy. | A
recent biblicgraphy o¢f research on the diffugibn éfliﬁnovations
containSVSGO cita££0n9, 3%1 of which aré in the fieid of %ural
Boéiblogy.éé | | o
One of the claasxis studies of diffuéisn was:tﬁerﬁe;tur study
of 1945-4L6. This study sought to trace 'the flow of influence
among 806 women in Decatur, Illinois, with respect to movies,
fashion, public affairs, and food shopping. ’“The é@udy con-
cluded that opinion leaders are to be found in similﬁr num-
bers in ali ¢lasses, depending upon: the ﬁrcduét Catégory

being analyzed, Opiriion léaders for oné group of préducts
were not usuaIIYIOpinion Ieaderé'for anothér group of products,

Women with large families were generanlly opinion leadoers for

Co
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food producis, while teenagers were influential for movies,

and young women for fashion.és

%big %ame study als; found thai the degréé and exﬁgnt of |
éntergction wﬁth other peopia was h major faetér d%ffereﬁ§
tiatiﬁg'leadersiifom followers in aill the>groug5_e¥§miﬁéd;%6
Th;s stqﬂ& substantiaéed the claims made in én egrlieristu&y |
on voting behaviour where the authors suggesied ;hat influence
stemming fram,mass“madia reachos opinion leadera fifst.and

jhey in turn pass on this information.ﬁo'their pvetyﬂay ags0.

ciates who are influended by the leadersa47

In rural socidalogy the timé lag bétwean in;roduction»gnd adop-
tion of new‘productslisvmost pronounced, Fourtéen years
elgpged'bgtweeﬁlthe intraduction and univérsalvgdqpiéon Of,
hybrid gagn.hg The adnption process fo; ?gricgltpral prod=
ucts usually involvéauthe following mental process! (1)Anwarea
neas but insdeguate product infarmations’ (2) Interest ithhe
product and the search for wmore infcfmatiﬁns,(g) Evaluation
of the possible applit&tians of the product, and a decision

to efither try it or noty (4) Trial of the pr@duct usually on
a small secale; (35) Adoption and integration of‘the product

inte thevfarmskg
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This same gtudy found that farm leaders had more favourable
attitudes towards science, placed less emphasis on security,
vere more venturemome, younger, with larger more profitable,
afflﬁent and specialized farms.so
In another study on the adoption of new farm products, it.
vas found that friends, neighbours and other personal éeﬁr~
ces of information performed a major role in evalpating

new products, The role of impersonal sources of influence
 were also important in diffusion, but radio, telgvision and

N . ‘L . ‘ - . 53
media influence was less uniform then was personal Lnfluence.s

in the famous drug study the researchersAbpught to trace the
importance of interpersonal infiuence anong phys%ciang in the
adbption of new drugs. By the use of sociometrig methods.

the study was able to ghow that doctors who were more highly
integrated into the medical community exeftgﬁ grgatér influence
in the diffusion process than doctors less‘integrated. The
innovative and influential doctors were consulted mors often

by their collieagues, they were @are likely to attend out of
town‘medical conventions, and they used impersonal sources

of information to a greater degree than did the later adopters.sz

Hundreds of other empirical studies have been conducted on the
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importance of opinion leaders on consuﬁef behaviour. Whyte,
for exemple, found that the location of one's house ¢an play
a major roie in opinion leadership. Using air conditioners
to‘study this, he found that inflﬁencé tends to flow up and

down streets rather than across streets, where there is'iesa

53 In another study the taste makers

chance for interaction.
were found to be highly mobile, more educated, with a wider
variety of friends and more selective in their pelities than

the rest of sotiety.s

Sufficient evidente has baen presanted to validate the hypo-
thesis that seciety is aategorized‘inta groups of tonsumers

who adopt innoﬁations at a different rate. It is nov rele=-
vant to determine the percentage break-down of these catego-

ries.

Bohlen and his associates suggest that the mass market is

broken down in the following wayt innovators 2.5%; early

adopters 13.5%: early mnjority 34%; late majority 34%:

laggards 16%355 Hepner56 and'Roger557ﬂagree’with this

broakdown, but suggest that it is not constant, and may vary
with respect to the produets being considered, and the groups
being analyzed. Webster suggesis that by definition the

breakdown will always be of the order suggested.ss

/1>
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Figﬂ?a.vﬁx iz o diagramatic representation of the diffusion
processs . Eath category is contingous with the ohe preceding
it; and ench group influences»the,group suqceediﬁg,it“ The
e@rlj adeptears or ﬁpinion~leaderg exert. the grqatgéf ine
fluente on the diffusion of the innévation.

v

Table VoIl is a brief summary of the mnjor ettributes of

opinion leadetrss This summary is an expandeﬁ‘vérsion of

similar fepresantntians‘by Be1159 and Bohlén.éo

Ho DIFFUSION AND THE CHANGE AGENT

S0 far the.diffusion,has dealt primarily with the personal
influence exertedvby opinion leaders on the rast of the mar-
ket. It is now necdgsary to cornsider several other factors
that influence consumer bshaviour in the adoption of nevw

- productis.

Of major imporitanee in influéﬂcing ponaumers ip the commercial
change agentg' Rogers defines a ¢hange agent as a professional
person who attempts to influence adoption decisions in a

61

direction that he feels iz demirable, Change agents are

generally people who have a stake in the adoption of the new
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product, They may be salesmep government people or members
of bodies seeking to advance some concept or i&ea. Generally
in the area of marketing change agents are representatives of
the company selling the new product. They may bebhard sell
salesmen, of they may be company presidents trying to convince

colleagues in other companies to adopt the product in questién.

The agents bring the information directly to the consumer, and
their task‘is t& inform, demonstrate and persuade. Research
indicates that early adopters have more contact with change
agents than do any other category of consumers. Bohlen

found that early adopters have 33% more contact with change
agents than do the next most contacted category, the
innovators.Gz One of the conclusions that can be drawn

from this finding is that Opiﬁion leaders learn about new pro-
ducts from thesg agenis before the mass market. Furthermore,
the fact that opinion leaders are more willing to take risks
iz one of the reasons for their acceptance of the change

agent's information.

A further msource of influence in the diffusion process is im-
persconal influences. This subject im not as well treated in
the literature as personal influence, and hence mich of what

followse is based on observation,



30.

Congumere are influenced by advertising, rndio, magazines,
nevspapers, movies, etc. These impersonal media all play .
a part in the adoption of new products, It ;s suggested
that their influence is grentef on the opinion leaders than
on the later adopters, This is logical when one accepts
the fact that for the opinion leaders there are no friends,
neighbours or assotciates from whom advice can be sought -
the product is as yvet unknown to the rest of the market,
and therefore opinion leaders are forced te :ely heavily

on impersonal sources of information sent as advertising.

O0f particular raelevance in impergonal influence is the tos-
timony of the source. If the product is from a well respac-
ted company, or if it is promoted by a ptrson thought to be
an ¢xpert, or if it is felt to be the result of extensive
research, then the effect of the impersonal influence will

be extensive. For oxample, if Dr. Spock endorsed a new
baby product, or if Gary Player promoted & new golf club,

or if Christianan Barnard developed a new heart pill, or if
Rolls Royce produced a new car, the opinien leaders would
feel more secure and be more likely to adopt one of these

products than a product from an unkiown source.

/76
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There is some evidence to substantiate this hypothesis.
When John Glenn orbited. the éarth it waskréportea that he
had saten spaghetti prior to the flight beéause doctors

fslt that carbohydrates provided moré energy than proteins

This information was well publicized, and had an effect on

the eating habits of athietes.63

tt is aleo suggested that tha phenomenal succese of Crest
toothpaste is related to the testimony of the American
Dental Society that Crest is effective in reducing nevw

caviti‘es.el"

‘One finmal factor influencing consumer behaviour in the dif=-

fusion of new products is reference group influsnce. Cone

sutiers are sensitive to the actions of their various refe-
rence groups, and wiil be influenced by thgm; rAcceptnnce
or.rejecticn of a new fashion by an agpired-to reference

group is likély tokresult in a similar action on the part}y

af the aspiring consuner.

/77
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I. . MODEL Or THE DIFFUSION PROCESS.

A tentative descriptive model is now suggestod that synthesizes

the diffusion process and the way in which it influences cone-
sumer behaviour. Figure V.2 represents the flow:of infor-
mation from the manufacturer through to the various consumer
adopter categories, This flow is personal and it involves
the generation of new products, service and ideas. It mﬁst
Be noted that in the case of the manufacturér, wholesaler and
retailer there is a diffusion ﬁracesa gimilar to that found

amMONg CORSUMErs, This process is represented in Figure V.3.

In order to make tﬁis model more complete it must include the
other factors, both personal and imporsonal, that influence
consumer behaviour. Figure V.h. demonstrates how change
agents, media advertising,testimonial advertising and store
and company loyalty all influence the diffusion process.

The lines representing the flow of influence of these factors
are represented as moving from high influence t¢ low influence

as the products become diffused,

Tha two final aspects that need to be considered in this model

are thoe effect of the various sgsources of information and in-

/F
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fluence oh the consunmcer and the effect of personal influenceo
on the diffumsion procoess. It is suggested that opinioh
leaders,; raeference groups, change agents, advertising and
testimonial support all provide sone degree of legitimi-
zation, consensual validation, risk reduction and informa-
tion for later adopters. This process is representad in
Figure V.5. The extent te which these factors provide
congumers with information and psychological support wilil
depend on the adopter category in question, and the nature
of the product, It is suggested by the literature that
change agents and imporsonal sources of information provide
greater supporf t0 earlier adopters than tp later adopters.
The later sdopters rely more on personal sources of informa-

tion and support.

179
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TABLE V.1

PREDICTING INNOVATIVENESS =

TOTAL VALUE METHOD

r a wa I b wh I ¢ we 111 d wd v TV
1 W6 Wk W2 W5 20 W10 W7 .2 W1k 6 .2 12 «57
2 02 .,l* iOB .3 ‘.2 006 nll‘ 02 IOB 'lf I2 08 030
3 dl.l‘ -’.’!‘ 016 .l* .2 IOB 13 .2 .06 05 .2 10 031
L .9 .l «36 o7 2 .1k 8 .2 .16 N .2 18 .84
5 .3 oh 12 2 W2 0k .2 .2 «0h 2 «2 Ok « 2k
n

a Degree of home entertaining +« =score out of 1.0

b Communication behaviour « gscore out of 1.0

¢ Wealth or income - score out of 1.0

d Individual attitudes - gcore out of 1.0

wa Weight of a - ok

wb Weight of b - .2

we Weight of ¢ = «2

wd Weight of 4 « 1.0

r Respondent -« n=200

I, 11, 111, IV - ©gBcore for independent variable multiplied by its weight
TV =~ Total value or score on all four variables.

12



ABDOPTER
CATEGORY

Innovators
Opinion Leaders
Earliy Majority
Late Majority
Laggards

TABLE V.1 (Continued)

SCORE

98 - 100
84 - 97
50 - B3
16 « 49
0 - 15

THEREFORE TFROM IXAMPLE

Innovators
QOpinion Leadets
Barly Majority
Late Mgjority
Laggards

None

None

122
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Characteristic
or Behaviour

4. Tioe of
Adeoption

2. Attitudos
and vaglues

3, Bducation
level

4, Social
status

Sa Age
6, Income

¥~ Group
menbarship

8. Information

S Home
ownership

10, Travel

TABLE V., 2

Characteristics and Communication Behaviour of Adapter
Categoraes —

Iunovatoyrs

Pirst 2.5%
to adopt

Scientific and
vaunturasocioe

Very high

High

Youna

Vory high

High

Inpersonal and
change agenis

High

Very high

Lariy

- Adoptars

Hoxt 13.5%
to adopt

Progressive

High

Very high

Youngest

High

Very bigh
Inperscnal gnd
change agents
Yery high

Very huigh

Early
Najority

Kext 34%
totadgpt

Hore consers

vative

Slightly above
average

alightly above
average

No dpta

Inadequate data

Average
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FIGURE V.

COMPLETE DIFFUSION OF INNOVATIONS MODEL
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CHAPITR V1.

BUSINESS FIRM FACTORS:

"The process of buying involves interactions between the

(1) These interactions

conzuer and the businessz firn"
generaﬁe 8 twp-woy f&¢w~af conmunication and infbrmatiun,Atha
purpese of wﬁich is to satinfy consumer wants and to satisfy .
pusiness profit ObjectiVes.v Ag in any two way communicantion
net or interaction pattern one of the effects of interaction

is the flow of influonce back and forth betweeon the interacting
porties. In this chapter primary cmphasis will be piacéd en

the offect and influonce the business £irm has on the consumor.

Jupt as it is unlikely that eny one conpunmer will influence

the actions of a business firg, s0 is it uniikely that the
actions ¢f any one business firm will greatly influence the
behaviour of consumerse There are exceptions to thia
statement, for exemple Henry Ford and the Ford Motor Company
exerted a great and lasting influence on the behaviour of
consumers all over the world. | Thia influence otill axiét to~
day but is concentirated in America in throe pigantic sutomobile

companios. *Batter thinga for hetter 1iving through chemistey®

/33
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is tha-aﬁvertiging«slogan‘afftizs da Pont, §nﬂ‘wﬁen>0ne viows
tharefiect af'diﬁeﬁvaries~ﬁ§cﬁ as Bylon on the lives of thafmass
market it is apparent that' this firm does bntiuenca consuner
behaviour. There ere numoréua other examples of inﬁivi&u&l
compaﬁy ihfﬁﬂ@ﬁﬁas‘ﬂﬂ tﬁe-magkat? Anglb Americon CQrparaﬁion
exerts a profound ini!uencﬁ ﬁn ¢6nﬂumar‘héhaviaur in Seuih
Amerieco and De Beersvvirtﬂally contsols censumoer buying of

diamonda,.

SBignificant as thescrexampleSaareﬁ they, neverthelens, remain
the exception, and, therefore, in order to comprehend the effect
of the business firm on consumer bﬂﬁaviour, it is necemgary to
1oék at the sitvation at a m&cro‘ﬁéﬁav;aur levels ;Fhur nirjor

aspects of the business firm will be considered, they ares

1. the image and hnying«enviraﬂgent, 
2. the product, brand and package,
3+ price and aisﬁributicn,

L, promotion.

-
-
.
"
v
il
.
‘.- T
¥
*
.



A. COMPANY IMAGE AND BUYING GRVIBONMENT TAQTORS:

fioliander suggests that business firme have a personality,
they may be agoressive, or conservative, or they may have
' {3) '

high status or low status .+ McGuire endorses this view

by stating that behaviourvbfra,busiﬂess’firmris_coaﬂitinuc&
by personality as well as enviranmﬁnt.{ﬁ}

in.ad&itian to having a personality, business firms éiso

have a certain image-with ﬁhe-puhiic gnﬂ.alaa'QPQViﬁe or
reprasent sone sort of gymbol to the.ﬁarkat¢ Britt suggestis
that & ¢consumer's entire life ia influenceﬁﬁby'&?mbols‘and
inages, and hence the image a particular company hazm, greatly

affects consumer behaviour towards that company and fts producte’

There are numerous factors involved in image formation, and
& company must be aware of these factore if it is to comprehend
tho effect its imsge will have on the consumer., Bardin

suggests seven principles in image formation. These aret

1. People are not exclusively ratiﬁﬁalm and thoir
image of the company oay appear to be frrational

T to management.
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Feopla respond to situstions in ways wvhich appear

to then to protect their self-image; i.os they

avold cognitive dismsonance.

People have various images'ar reforonce points
that influonce future bohaviour and image formae-

tion.

If an image appears stable and is supperied by

‘refovence groups then forcos oppesing the image

will bo resistpds

If an image iz norked by doubt or insecurity it
creates furtheor douht md consumers attempi o

emtablieh & now image which will Jdispel insecurity.

To stimulate the developmont of a aﬁ§~image~tha
five: wust atiract the attention of large mumbors

of potential consumers. o)

Stahl supgests that firms should use the strategy of planned

visual cosmumication in order to exert a favourable influenco

QN CONnEUner heh@viou?.b fe defines plasped visual commﬁniﬁaa

tion as the vizibly distinctive end consistant projection

of relatod company, division and product identity into iia
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: . . %
markets® “ 7. He further suggests this (image ztrategy )

becomey a di,?mt instrument of profits zm& futuroe conpany
g;roé&hwta)' ' - | |

The Iirm's?‘iﬁug’e 18 affectad by every @spw% of the #mupmy"sa
operation from the guality of if‘és products and the nature of
ito employoe relations to the appearance of its buildings
and grounds f.;md the printing éype gaed on ite ietter_headze.
Ifn cﬁmpm"s. pianta spread smolke over the tomspenples *
hones oj:- poliute their streams, these actiong ‘tmwme- part

of the company’s corporate imagé. and influente the deha-

Cene of the most eritical @1émeata of company image iso u‘m
inage of fits products ané brands. This %i:i’n will be

~ covered in greater detail in a later scetion but it should

te pointed put at this point that many products from com-
peting firms are identicol in their phyrmical attriﬁutﬁ‘-g.

In spite 6!’ irfhis‘. »émsumer bohaviour indicates that amg: |
brand loyaltiecs do develop for competing brands. Host
consumers for cxauwple cannot distinguish one bragd of gnsatinﬁ
Qmm annther, the game apﬁliaé« to cigarettes, novartheless
theso semo consumers are brand loyal tecause of factors othor

(10)

than product atributos. Opne of these other factors is
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the imnge the company bias created for Lits brand.

Just ac people are influenced by company ismage, go are they
influencod by the surroundings in which thay btuy pmﬂucim:{ 11}
Certain stores gspocinlize in particular w‘udnt:tsﬁ,; sonp stores
are viewed as luwury du-tlets, cthers ;-.m bBargain bhasemoents,
somo appenl to upper income consumers, othors o lower i,nmga
FrOUNSe ("'Iihev aa%ure and image of the store as ﬁet-ceivuﬁ by

the conpumer wﬁii then influonce his behaviour.

Martineau sugpests that a store is more than a store, it has &
porsonality, an lmage which ds a 'cﬂt-ical factor in the buyer's
min&-um Researeh indicates that a riﬁ;'s aciv;crétisihg
prograsme affscts the iiﬁagd of ﬁm Bptorss Every advertinement
tun either supports or attacks this image. The nature ot
window displays, interior fixturce and the posting of prices
all influsnce the consumer's image of the store and agncﬁ

his bshaviours (13)

In o study at 44500 rondomly smi-eei:aﬁ man sﬁﬁmaerég Richard
Portis exanined the reasons vhich prompted women to do more

of their shopping in onc particular store than in any ?:t’hev
stores. Portis found i‘bat storoe foll into three major sroupst

high fashion appeal, price appeal and broad appeal. The high
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fazhion stores were aséaciateﬂ‘ with excellent sorvice,

' wmorchandise and dispiay. These s—tafqa had the stz’bngefst
image of the thres groups. High income women were anso-
eiated in ﬁhe, minds of consuwers with higit fashion s?%;cm;.
whilct“ﬂi'& lov income women wers bélievea to patronise

stores which relied on priaé am?éais and those which 'ma
brozé appeal. The middle income women weare found o
pé%mniw :ali threc categorics of mwas; Cus tomsr ehbﬁyingi
bohaviour chamctéfistics: were found to differ in the diffearant (
étoéa_gmups‘ end for the éifferent incoms gM;;m. ‘ Fashion
constious women patronise the high fasizicﬁ stores and am

- usually of the middie or ﬂppef income groups, whil.e bargein
!nmtﬁr;aj shop at the price and broad appeal a~%#m',« and are

esually but not exclusively of the lower income gmups_‘(i‘}

in anotheor study, the reseaﬁbﬁfs found ﬂmt consuners fron
the lower income groupe aithqr w&re{ar betieved ti;ej’r would
be poorly traateﬂ in a high status aéoxﬁ. "The cleories |
tremt you like a crutab% was the feeling of many mﬁ- incmvé
shoppers when patronising high faminnyasmms-{i?) V' Finaliy,
in o study on superporket enviaéumeﬁt and itwm effoct on
conpumayr hahaviour ttxe researchors #c#mmae& fhéﬁ BUpere

warkets do look different to different ﬁhﬁgpar;s,(;&,}
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The image of .tﬁee firm or gtore, -an-d- itz shopping ﬁm‘irﬂmt
in mf perticular relevance to the South African mulii-racial
markots Thero are clear indications that the fﬁi.\?i"‘ miw
pepulation groups tend to géxtroﬁi{wg &i fferent ntores in s#meﬁ
dincernable pattern. Stuttafords for #mmgle is primavily
patronised by middle and upper ﬁﬁmme Eumgazma@ the majority
61 whom are ¢ither English or Jawiah.“’ﬂ The OK Bazaars
on the other hand is ;:atraﬁiaeﬂ by all pﬁpﬁia%iﬁn groups in

the country.
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B. PRODUCT BRAND AND PACKAGE:

I. 1D PRODUCTs

Needless ta-say all consumer behaviour is directed toward thoe
deciszion to purchase a product or service, and conseqguently

they become pre-requisites for consumer boheviour.

*heeisilons abous a.pgoéuct are never a simple matter.

D4 fEfnrent peopie*perceiva products difforontly. And many
producte have moaning for the user that go boyond the actual
usea af’thé product.  Apnd some product groups will not overn

be considered by gome segments of tho market. (18)

At a mont olementary level a product consists of a ﬁumbmr of
rew materials, so put together that the ead result, the
product, serves a usofuyl pur@b;e or'conmuﬁﬁﬁién¢(i§} Az many
writers point out, howvever, a praoduct is far sore than the
surs of its individual partis. It @roviéas B wiae range of
uervieea‘ané‘ﬁas fiany functianéi

Dﬁchtﬁr‘(QO) for example lists hundreds af upes for thounsands
of different products. His cnalysis of the important festuros

of aﬂ,autamabile were examined in an esrlier chaptear. A further
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exzanpio of the hany uaaﬁﬂot nfﬁrOQUét‘afe ﬁgggastnd under the
heading "egge®s. Dichter gmggasta that eapge are a symbol of
&#mﬁrtuziiy, tﬁey reprasent the aystery of grﬁwth;nna Fertility,;
they are viewsd as being an almost porfect foad, thaykprévi&e

& feoling og“ahundaﬁee aﬁd sceturity; thoy are oaten in alomost
every cqaceivﬁﬁle~fbrm-£ram the black rotten ogos of China

to Salzburger Bockerlin gf.Austria,'a kind of snormonsly

bibwn up aaﬁﬁfie-€21)>‘ |

Francis Bournge suggegﬁn thn€~one(of the critical attributos
6f a product is its status impniting‘qnaiity>and itgkan;cepn \
’tibiiity io referencatﬁfaﬁp influsnce. Some p?@dﬁcts:@n?

ba highly suscaptibla to réfaaancg grouﬁ«infiuenco»ﬁa-may‘

some brands. 2

This view is endorsed in another study
in which the authors conclude that two very compon potives '
of consumer behaviour are the striving to be economical and

the dezire to emulate poople of bigher atatuaagzjl

' Herzog stresscs the:pointvﬁham in addition to the conplex
hatura»of praducts, it is ﬁecéssafy to bo aware that
“congumer conceptions about a product 4o not gtand stilly
technicol ﬂéveinpmantw,,degrEé of market saturation,
availability are‘énme‘of‘%§e~envinonmﬂntai~£acgarsi%ﬁich

may restracture the conaumer imagu“.{zk}
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Branding bas been a aignﬁf‘iéant factor in ﬁwﬁaﬁing mons
markets for i«rodﬁctm hﬁnauag branding not only iéenéfi:ﬂea
the product and mufmmm for the duyors dbut implier the
same gquality in every }t;nNM:Bec (25) . Branding pm'meﬁ the
supplier with botior control of his narkets and distributors,
it facilitatos repeat sales to satisfied customers, and
cuablos vonsumerg to develop elaaﬁr i%g&a shout the produet
and ftx nanufacturer. Branding also has its disadvantages,
it requires extensive advertiasing support, it limits o
mannfacturerts freedom in pricing and disteribuiion, ang if
the product failg, it can affect the sale of other products

from the same companye

Brands affect coneumer bohaviour in a similar way to profucts.

“Brands supply ancthor type of consumer jmage. The perception
g W26]

-

of brands is another asrmcf. of genoeral proguct perception
Brand images are the Tum mtni af iopressions the consumer
racoives from many sourcest) from actual oxperience and
hearsay about the vbranﬁ“f'iﬁaelf as well ;aex ite packaging,
itz name, the company gmi:in;é it, the types of poople the

individual has scen using. the brand, wiwk vas #pid in the
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advertising as well as from the tone, format, type of
advertising vehicte i“nA which the product story was %‘.@MA(E’?}

,Er‘lm brami then cie#walo;mé a type of personatity. This
peraonality mey bo similar for large aggropatos of peoplo,

and it érmbles the ammi’ae:tuiter to stimulate brand avareness

andé ms‘rni ty. In South Africa for ozample, Gold Dollar
cigarattos have ‘?ifﬁmﬂ but discernable brand imager among
differant ﬁﬁpumﬁon groups. To the Bantu, the cigarette

is associated with ‘“’E"“‘“ with movie sterts and wodern life, to

the Burcpean, this cigarette is associnted with the Bantus, 207

fiaxris suggests that consumors have mevon types of images
associated with a company's préﬁugtﬁ.w Five of these soven
‘dmpgon <an be diroctly reloted to tho company's brandse The
firet imago and tho most difficult to develop ia corporate
image. | The second fmage and not related to. t&é companyts
brands is the i;nstituﬁi"ﬁmi image, i.e..éf what service ?5.5-*': -
‘¢ho company to tho cormunity. The third image, of product,
is also not necossarily related to brands. The fourth

imafga is brand image,u‘ﬂz@ ,ﬂ.feh, ,héa:n&él,ine icage,; i.ee the
::gmﬁae‘i&e ieprosaion made in mmsumarz;s; ainde by sovernl
brands in a line owned by one aeoméany- ~ The eizxth image

 is & diffused brand image which is iroated when a brans's
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advertising thore is changed too freguently. The seventh
and final image iz the consumer deménﬁ image, l.o. the
corporate improseion an inc!iviéu&! has about a company's bmaﬁ'
offering. The ideal but seldom reslised state of @ fovourable
“ consumer demand image iz the goal of overy coapany. t29)
Boehafor clomsifies brand namos into two wajor categories.

The first claséiﬁéaﬁon includos ﬁietiénm WOPds, @sle
Canine Dog Foody coined wﬂrﬂé, tegde Corfam; foreign words '

esffe Arpnge; personal nomes, e.ds Aunt Jemima Meple Sﬁup;
geographical nomes, ¢.g« South Africen Lobestor Tails; initials
angd musnhers, e.g. Jagoar XKE. ‘i‘hu sgocond tlassification

‘ imncludos functional names wixic‘h cannote goovd resulis, e.0.

Spic ¥ Span: eame of application ¢.g. Bany Ofrf;’ s tandard

of quality, ©.g. Gold Madal Tlour; deseription of product
ingredient, nf;g. Rya-ﬁ'f-iﬂpé description of product Use, Cefle
Sani-Flush; forceful names which copnate pleasent associations,
®.g. Totaly promise of rawnft‘i, 2+Qe¢ Bang meoningless but
ensily remexbered names, o.g%« ﬁ;ia,x?: corpsrats names, e.gr.:

General Eieﬁtria-{?’m The selection of a brand name can and

#® The fact that Ajaz was a hero during the siege bf‘ Troy oay

alss provide an image of speed for products 50 nanofe.



doos have an influence on consumer bﬁhﬁ?iﬂﬁ%§>vyﬁtcﬁiﬂihﬁ

to a rocent Time ﬁagﬁzinﬁ article this faut Qna facngnisuﬁ

by the Chevrolet Divieion of Gencral ﬂot&rs whenI£h@y naned
one of their new cers “Canoro. ?h&ﬁsaﬁds of dollars wore
spent trying to find n sultable nawe for this cary and wmany
mré rojected Loecauge it wes felt that they would a&ver{:lciy‘
affect the imope of the firm and the behaviour of the consubor
Co Qs unmas~1ikﬁr“ﬁpan&e"’woulé fnsult the Amorican Indian

and “Bilﬁ~ﬁn&"‘w¢uid\offénd safety conscious potpie.

Viecary suggestsz that brand names should prnvide proper
connotations and hsaaciations in the customors? wind, e.g«
prestige, status, value, ete. Names should also incorpoe
rate a 8clling tdca, e.g. Silatto Foomy, Gilette ﬂneﬁaéan{t
Gilette Blades®.  in addition brand names should be neutral
§n mmming;,wA ﬂ'istinctive, eaeily probouncable and ﬁriei’.csﬂ
In a study an'hrand image, Mindnk anplysed drinkers renctions
to the‘persﬁuaiitieﬁref four brands of beer and spocificaily
brand Y~eomparﬁﬁ'w£th %ﬁrﬁé vompetitive national bronds.

His findings iﬁaicateﬁ‘thnt braﬁd image im related to market
sharc. The greater the ssles volume and market share,the
giore favourable the brand imago. The cﬁnelusiom;ffﬁm-thiar

rasgarch appears somewhbat tenﬁcusg for it could just aﬁwwﬁ!i

L6



bo concluded that in order to develop un large mes velume,
it im necessary to develop a brand ﬁma‘ge»’ firete The study
algo eoncxudeﬂ that m#m&rs form images about the type of
pmie that Arink a ;mrticv;lar brand of be‘era These foages

have some influence on their pmﬁché.éi’ng i&ﬁhgvi‘ou\r.(:{m

In ancther mu&yl on brand identification and boer tmaunm-tioﬁ.v
the researchers contludad "t‘hat‘ nmumm in general weie not
able to discern the taate 4i rfarances‘ anotig varions brands

of boer but apparontly 1@1:91& an& their assoeiations 3did
influcntce thelr evalunationse. Physical produet diffovontos
wvere of lasg {eportance in inﬂ‘deﬂcmg consumer behaviour

than wers the i’i&':m maz&ketin@ efforts and é:ﬁu resultif:g

brand images (33

T1I. THE PACKAGE:

1Packaging and '?ackaging deaigp are reiatéﬁ' 743 prpﬂact imanos
and the kit:dn af packaging used by & many can iﬁﬂunneﬁ
conguner sttitudos about the contents. In adcition, on
attractive and functionsl container and Iabel make ii mowe
likely than otherwise that the consumer will select onc product

instesd of coopetitive products. “{3#‘)

/a7
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z‘o&am @acmmng is afi igﬁtfegml part of the produet. The
package can no ionger be conslidsred as & purely functional
container protecting a product ti}g i used. P&ch&giw today A
affords tk&a‘@mfacmrar en nppbrimﬁ:itjf af anhancmg product
appearants, of ismproving fhe convenience to the Wt‘

of transporting, storing and usimg the product, of combinfing
& variety of products into one packet and thug incronsing
sales, of easing handling of the product, of dimpi;aiin@ the

product, and of promoting selfwgervice of the product. {353

"Paekaging: has at least throe nsychalégi:ai funetionn, First
it iz n sm:béi of esnsmemmness. Second it facilitates
choices | i‘hlrd it can arouvse amticna;"{% ’ The &e@-iﬁ?i‘ .
of the packnge should be such that the consumer 2an vistialize
the corteontes  The package ki‘sf therefore viewed as on inte-
grated wvhole by the consumer and asg such will contribute &
hiz total decision bahavidur.w 7
_Pockaping is vicowad ae bBeing more tﬁanjuﬂ, @ vahicia that.f \
carries the product, it providos an opportunity for sales
promotion, and brond identification. it ris gonerally €one- "
cedad that the‘ two most recognised products fn the world ave
Lo ‘Cola'a‘i%ﬂza Kodnk film vpa{:ic.v The primary reason fw

this ense of rocopnition £s botause of the design of the 'pmi:kavA



/49

Packa@ing like many other marketing tools is subject to trends.
Today f6r~ﬂxam@1e thére-is 5 trend toward mininturisetion &f
products and thels packoge. There is adsc a tfenﬂ toward
developing reumable packages such as the now £aﬁo&s.ﬁaxﬂ@12

- Houme Coffoe Carafs. A farther trond is ta‘paﬁkggu products
in & wide variecty bi‘sizes, £a e smniifvr@ﬁaiaf,«mmdﬁum1

Jumbo, giant, ccononmy, family, etc. Thie trend is ospscially
evident in the food and drug industry. The ability of a
nanufacturer {o adapt to,thaseftreﬂds‘wail‘influagté»ghe*wag

the consuner reacts to his product.

In a study on the packaging of a Wasﬁﬁay praﬁnc%,,iibwnu~ihﬁnﬁ
that packaging 4id not raprnaent § clasz of objacts mhich the
consumer approsches with anticipation of continuonl change.A
Rﬁverﬁheieﬂﬂgirepcate& exposure 1o a package ean alter the
rank ordeyr of consumor praféranéevaﬁ ta>w&$ch:paakage;t&

n&optgzga)

Aecording %te Faison, four dimensions of pathknge demign are of
wajor imporiance $n influemcing consumer betmviour. These
Inctnrﬁ'ara:

1. wvisibility - is it 6&511?’diﬂtinguishab1ﬂftfﬁﬁ

sompeting produtts;



e content and copmunication - does the package

quickly signal the mature of its tﬁ:ﬁnfcﬁﬁﬁ;

32 psynhaiagicai cnnmtatims - iz the pﬁckm
eﬁugruem: with the Qméact maﬂteﬁug ﬁti‘ntﬁﬁ'f‘,

ke fenection - i@ the mcﬁm& eapy to ﬂpaeﬁ, c‘loué-,ﬁ

handie slte, (39)

Product, brand, package, all three mﬁbine: in the consumer's
nind to give an overall impression of vhat the cmzi;pnny in
trying to sell., Al tbree'} influence conswm behavioar and
the firm cmat bc cognisant of 'the intérmlgxt@#mm of the
three. A govd product with a poor brand imége amd o ptmr
package is not jlikeiy to sotivate the conmumer to purchases
The p:?qauet A image, the brand inage and the packagu must be
treanted ao one by the firm in order m provide a gana

composite image of the firm -4 nffaringo

/

/50
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C. PRICE AND DISTRIBUTION FACTORS:
1. THC PRICE:

Price is of major impurtanc& to cnnsuméﬁ‘bethi;ﬁr Eﬁcéuﬁa
buy@rs are mofre ianfluencod by price than by any othor sales
devige; that ig a smail price infucoment might have a far
grostor ;m@nct\an ﬂﬁﬂgﬁﬁﬂr‘behﬂ¥EQUf”thﬁn wounld hosvy czponw
ditures on avartising. personai gelling, or credit accomuoe

dation.(kgi Farthormore, price éppeais ars among the ‘

—

onsient to comsunicate to conmsumers. & customer undoratands

almost instantancously what a price fﬂﬂuetiau<menmﬁa£§9)

The above viaw}&n pricing, wﬁic&;iﬂ“difficuit to gueatiang
tengs to give gfeater‘céeﬂance to tha micrﬁ#economic theory
that man £s both rational and economic. It must hovremﬁm&
b@re& howsver, that pricimg iz one aspett nf‘avcﬁmplei'
pracess, and cannot be separated out from ﬁhaaathér;tagiﬁ '
usod o influence soneumer behaviour. The lﬁvnr thé pr&c&,
the granter the volume, ala ‘other things being cnnatant, ig
wall documented in sconomic litornture.  However, all othor
things are—aaa,cuuétant«ana,eﬁebpt in fﬁnﬁr@i situations will

novoer be gonstant.
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Oxenfeldt suggests that consumers have no firmly ontablished .
idoa of the vniue_af new products whoreas old ﬁf@ﬁﬁctﬁ'hﬂﬂﬁ
a prico history that consumersy use to make decisions. As 5
reéniﬁ of this situation, consumers develop a "sone of price"
that’is:aczaptable to thene Friées outa&dﬁ'tﬁia‘znna |

constitite poychelogical bharriers, and Iimi¢ buyingb§ehaﬁiauraihﬁi

In spite of vhat could ﬁg called the observable rationale of
price, consumars often react in an apparently irrational nannor
where price is cannerne§>) ¥hy should a woman buy a high
fashion dross at Stuttafords when the idaai&cai drees is on
sale at the OK Bazaars at o significanﬁzy louwer price? ¥hy
should an increnéa‘iﬁ the price of certain proﬁucia-gtimuiate
an incrosse in consvwer desire f@?itheée:praﬁﬁcts?' Thesa
questions are a clear indication that consumers de not always
viau price in terns of the amannt‘of‘maney thoyrmﬁs% forego
in order to acquire a product. Price 15 viewed and acted
'uﬁoﬂ‘in econjunction with a vhole series of other gattorg

asuch as status, service convenience, comfort, etc,

To some customers and for some products high price means
- quality or status and if prices nre dropped thene cuptoners
‘ ' _ {43)

ﬁ%art«wﬁrfying about quality and say stop bBuyings Whan

thiﬁ‘gccnrsVa,prestige-Ggmané turve ia evident.
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R\Th¢~the¢ry also exists that certain prices are psycholeoglenlly

appealing to consumers. This implies that thore is & range

. over which prices are viewed as being fair and within this

‘range price increases or decreases do not nffect buying

' behay h:m-,‘.j

N\ (hk)

s

Hasson suggestes four types of psychoiogiCQi resctions to pricor

1«

2s

3.

GQuantun effocts - reprosented by a situstion where
a product may not move at R1.05 but a package containing

four fifths and labled as stuch will soll at 98 cents.

Reverse direction perception - consumers frequently

nave.a‘different perception of price on a gﬁﬁerical
secale than they do on a psychological agalo'eng.

R2.9% may appear cheaper than Rz.&ﬁ.

Fair price comparistms - when consumers feel a price
is too low for the value they are receiving they
may reduce purchasing. This is particularly evident

in special oagazine subscriptidn offorsa

 Cost price standards - consumers may Jjudge the .

apprbximate‘ cont of manufacture of a product, and if

" they f’m‘l that too hiph a profit is being made on the

item they will red._uc,e buyindg. (45)

.

- /3.5
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Price serves aos a means of hoth maintaining the gap boetween
classen, and as a meahé of olipinating elape !;aizml-:ie_-,n:;:*'6 Conw
sunors may view the price of argruducf o hnvihg eortain
cless connotations.  Johony Walker Blaek Label is a high
priced scoteh and may Lo percoived as providing status

regardless of its inherent product atiributes,

In order to comprehend the effect of price on consumer
behaviour it is necegsary W appreciaie the fact that asome
{cansumers ruspond much‘mona penmitively to price attractions
than do othors. Harket segmentation based upon price appeals
is therafore importont if a firmfﬁ'ﬁricing policy is to be

successful, A :
| \ : : .

N

17. DISTRIDUTION:

The effect of thé,&istribution procens on consumer behaviour

is only fleeotinply treasted in tﬁa Xiteratgra.‘ A poemible
ezplanation for this iz that topics such as the location of
rotail autiatﬁ;'nﬂd the nature of those ontlote is vieved as
being o buying environment influence rather than # distribntion

infiuence on consumer behaviour.
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"Ragardlecs of how good tﬁe‘pfeduct ma§ be, it is of 1ittle
uae to the customer if it is npi where hé'#antﬁ it when

he vants 1¢7$%%)  The location and time of the product
offering is a constr&iningkiﬂrlﬁence on consumer behaviour..
Cotisumers oxperi to buy ceftain products in certain places.
Thoy would view the sale of rairigeraiors by a chenizt as

being snusual if not undesirable. v

MHost products are sold through channels of distribution that
the consumer viows ag being na:ﬁal‘ Parthermore, the intens
sivencss of distribution of most preducts iz also expected to
follow a norm. Bread is distributed through thousaﬁdn<©f
outlets while airplanes are scld by very few outlets. Getting
a firm's product into the right outlet = the one consumers

perceive as right is of major importance.

The growth of supermarkets, @discount storez and sol f«service
etores has changed the way cénanme}s behave when they shop.
They no longer demand p@rsunaiisga att&ntiﬁn; nor dp they
require advice on the advantagésfbr disadvantages of various

profducts.

Dichier suggest that department storea have s tendency to
make the customer uncasy because of arropance and condescensiong

discount gtores thoerafore are the customers ravengo.
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Distribution through supermarkets has radicaelly changed
- consumer behaviour. Started in the 1$30's, supermarietis
offored a wide variety of products conveniently dipplayed

Thig method of distribution had the
effect of stimulating consumers to purchase more merchandisze,
it encouraged family shopping and limited the necessity of

. buying from day to day.

in Séaﬁh Africa thé evolution of the‘distributinﬁ‘ef Consuner
goods has traditionally been slow. The iast two years,
hovever, hae seen an almost revolutionary change in retail
merchandising énd distributian. The g?ﬁéﬁh of chnins of
Gizcount steres in a shoft_pefi@&'of time shook the foundations
of retail tradition. Gid,and_wali eaﬁﬁbliahad conpanies have
had to revanp their entire metchandising and digtribution
policies in order to saéisf? changing consumer purchasing

£ <
pattefnsaiég)



D+ PROMOTION:

T. COMMUNICATION:

Promotion is any method of telling consumers about a company's

{50)

marketing mix.

(51) In othar

of promotion are to inform, persuade, or remind.
words promotion is one of the most powvarful toolz used by the

firm to influence consumer behaviour.

Hany writers and practitioners go even further than thzs, and
suggest that the objectives ofipromotinn should include an
_ptteupt to fnduce the final net of purchase. In order to
avoid controversy, howavef, fhé slenont of promotion canm be
distinguighed, and tea@anaibizitf'fof gonoratitig consursy

action tan be assigned to peorsonal sailiﬁg for uxﬁmpla rathor

than to advertising.

If the objectives of promotion are ts inforwm, persuade, remind

ar induce;actién, thent the method employed musﬁ Be communication.

“kdvévtising, aelling, and sales promotion are directly cone

< ' . (52
cerned with the communication process.” 52)

Aecording to MeCarthy the basic objectives

137
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Aecording to Schromm, communication invoi%es‘aﬂ‘atﬁemptvto
"establish o shared or common piece of’infbrmatiaﬁ; iden or
attitude, with sameane.‘sg} Communication gxiste when one '
systen, a sendoers influencas anothor sygteé, 8 deéiiﬁatian

‘ ar'recei%eé, by manipulating a series of signale that are
corried in z channel connecting them. This basic theory

of compunication is found in wost of the Iiteraturevincluda

(54} {56)

ing the work done by Schramm, Haneyg($5) end Leaviti.
Oof critical importance is an understanding of commnication

theory and an appreciation of the role played by perception.

A firm {the sender), ﬁay‘use ¢e§tain worde or syMbﬁia (signaia}
. published in afnewépaper~advartimementv(Eﬁanne!) in order to
influence the behaviour of a consumer {(receiver). The way
the £imm perceives the messape ﬁeed'nnt.be %he‘same ag the

way the eanzumeererceives the mesgage. fhig subjett wae
Aigcussed in some_détai!‘in Chapter III, vhere it was.puiﬁtad
out that inﬁgstry spendz large ﬁumﬁv af mmey in oréder to .
engure an aiér increasing degree of congruency betwesn tha.
parception of its consumers and the intenéeé,meﬁnimg of

its messag0s

Navisen duggests that the communication process ia further

< a ) ' A , 1 I
compl icated by the nature of the aucieucé.{S?'



"Mie communicaotors pudience -is not a paSinaAr@éipiuﬁt =

it eannot be regarded as a lump of clay to be mouided by

the master propagandisi.  Rather the nuéiaﬁce is made up

of individuals vho demand ﬂométbing from the copmunications to
vhich they are cxposed and’who'aeiect,thgac that axe iikely

1o be useful to them, in sther words tﬁey rust get eome-
thinéiftﬁm the manipﬁlaﬁar if he ig 1o get Bémetﬁiug from

{58}

thema.

"In o simulated researﬁhvpfaject on conpumer attitudss towarsd
soat belts it was found that one way cemmuniéution{uua‘maat‘
cffcctive in influencing lover educated people to use belts,
while twe vay copmunicetion was most etfcgiivé in infiueﬁcing
highly educated respondents to use bei%s;"‘sg)

It can be concluded from this'rasearuhtﬁhat the sncééss of a

‘ communication system dopends not oniy en‘mhared:aﬁtifuées aid
percnpﬁi&n hut aiah on individual bhackground and the aature

of the comnunicator net.

it is necessary to delincate the major tools er mathods of
communicatien that a firm may use to influence its consumers,
Those categories could also be termed the promotion vohicle

or the promotion channel.  The most common classgifigation
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of prosotional methods is intos personal selling, mass

selling or advertising and sales promotion.

II. ADVERTISING:

YAdvertising is mass, paid c&mmunicatiﬂn; theAultimata-pufrasa
of which iaaﬁﬁ‘imﬁurt information, develbp attitudes and indoce
action beneficial to‘thezmdvurﬁisar (genaraiiy'thg~aa1eeot a
product or‘service)"(soa
NcVCarth?'ﬂ>definitionxof advertising siresses the,téﬁmunicatiun
of idear or information to iarﬁe numbors of consumers at the
snme time.‘éi} "ﬁdvertaing iz any paid form of non-personal
presentation or promotion of ideas, gﬁaﬁsvof sorvices by an

Maxe communication or edvertising seekes to influence consumer
behaviour through the use of a wide varicety of media,4inc1u&£ngz
magazines, radie, bitlboavds, direct mail, newspapersg movien,

cotalogies, novelties (cards) eotc.

Many of the most eritieal obj@ctives or purposes of advertising

{63)

are paychological, Thase objectives include initinl ationtion,
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perception, continued fovourablo attention or intorsst,

¢smprahension; favaurable-fealings. emotiong, bnliéfa,

intentions, decisions, imagery, association, recsll and

(6%) Th@ cffoctiveness of*an advertisomént on

rocégnition'
the behaviour of ihe ﬁérﬁeﬁ deyendg on a cémbinatibn of the
abave‘paychalagical factora; For ezomple an advertisement
showing a nude woman is likely to gain initial attention,
but if the rest of the advertisement including tﬁe product
boing sold, the copy, the mefia used, the layout, otc. iz

peory then the consumer is unlikely to be influenced or

motivated to purchasé the product.

Paychologist Hadley suggoests that'adver;iaing can be viswed in

tws different woys, eimilar to the tvo banie approaches te

+

psyehotherapf - the directive and the non-directiwé approachs
Tho advertiser cén‘teli the consumer te buy his product

because it will satisfy cerfain of his pegﬁa; or tha ad;artiser
can dovelop a Iiien&iy,gincere and understah&inniutmasphefg
which shows the bénetitﬁ<o:1£heAproﬁuct without direct inﬁeu—

(65)

tion to seli. Rndleﬁ further suggests that ona nf the

reasons for the szales growth of certain beer companies is

atiributable to the uwe uf'tbevﬁOnfdiractive appronch.{éﬁ}
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Whethor it ¢an be inforred from the sale of beer, mg & mn%
directive a@i‘s\mach to advertising is superior is qgﬁationam'm
The ronsoning scems too ‘simﬁlg. It doos not taleo account of
the gm&uﬁi fteels, the effectiveness of the distribution chain,
the strategy of competition, etc. The only méi’usmn that
«an be éfmm from thie rescarch is that tlim;e aro at least two

ﬁeﬁmﬁs of advertising, and both can be successfal.

Britt describes several intemminzg L8 hiamrims in ;;ayc&ﬁiﬁﬁ-
gical rescarch for advertieing. These came histories highl i,ghi
sone of the difficulties inhorent in influoncing consumer

bohaviour through advertising.  The first case ﬂmﬁnﬁtmtes

that & priori goenoral isation sbout advertising effectivencon

is dangersus. For éxc;mpz.é a ‘cn:’mpnriscm wnp made of twe
identical advertisoments, one in dBlack and vhite, and bnu in
colour. It was found that the black and whiﬁm hdver'tzi.ém:xt
wao looked nt twice as long as the colour aevoﬂs.s@ent and
furthersore the sampié of m:meri teastod could recali ae muuh
about the black and white éﬁﬂwﬁmnt as the colour

: @detismmt,{e’ﬁ
The tromendous growth of uaﬁ\;r_eruaing axpenditures over the last v
twénﬁy yéam, and the total inability on the part of the

consuner to aveid exposuro to advertising has generated such



/63

dimcussion on the Valﬂ@ﬁ and dengers of aéwerti&ingu in_’
1066 #2.8 h;liiuu was spent in the U Sohe on TV aﬁvertising»
ome gompany Proctor and Geomble spent £179.2 mitlion on TV
advertising in 1966, snd it is éatiqat@ﬁ_ﬁhaﬁ-tﬁis figure

f68) . When §t is reslismed

elimbed to over F200 million in 2968,
that television iz onily ong of the many mg&ﬁa‘@ﬂad by fThirms,
the total smount épenﬁ ﬁﬁuall ad%ériiﬁing in éﬁgrica'pﬁnhﬁbry
(,aﬁnrﬁﬁﬁhoﬁ #20 billion or nesrly double the South African GRP.
According ta one author advertising expenﬁztures e:caeﬁeﬁ ﬁ:a

billion in i@ﬁa.

Those vast axpendituros on adveriiging are made golely te
persuade and to infiuence consumers and it is not surprising
that guestions are asked on the effectivoncss and dangoers of

siags seliing.

The tse nﬁ;prapgganﬁé‘as a~methﬁd of persuasion haﬁ heeﬁ roundly
eriticised by most kespﬂnsibie companies. The ¥ebster Dictionary
defines propoganda as a meanS‘ngs&»for advocating a particular

. doctrine. tnis def:ﬂitlan seens an inadognate axylanatian of
the term as it is geﬁeraily understoaﬂ today. Mcﬁarry defines
:p?agngan&ﬁ as bﬁingchiaaeﬂ, partial and ore Siﬂéﬂ.' Thiz is in
direct contraat to educatxan which is présumably oriﬁntaﬁ

t@uarﬁ tha dimsaminntian»bf fruthe - %ever%helasg the delibarato
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ygce of one gided statemenis to the mass morket &“iﬂaa&,fﬁ?}

' MeGarey suggeets thgt‘advertgﬂing aﬂfﬂsﬂﬂvt@ﬁayvig @rimarii?ib
= type of propaganda. It sceke to condition influenco,
F"ﬁﬂaﬂe and convinte people to act in & way they would not
otherwige aet. 70} : . ‘
Propononts of advertising defend their position by afg'&.iné
that it iﬁaanweeaaﬁmiéal'methﬁﬂ of ﬂiﬁtfihﬂﬁingv@Qﬁﬁﬂg-fh&ﬁ‘.
it provides entertainment and actually adde to the value of

(71),

goods advertised. '~ '\ Haloney supgests that regardless of

the amount spend on advertising ond regardless of the dogree
. of;énﬂﬁum@r‘eigésnre ta.a&?eriisimg*.iﬁ‘*ﬁeﬁm@ﬁgaga tronmmttted
is of no interest to the consumer, or if it is incongruent
with his conceptual world he will not be influenced by i$»§7a}
1% 53‘@ifficmit»%n‘arrivm—atfa‘ﬂefiﬁite»ﬁﬁﬁestian on the
valuer and dangers of advortising. Vance ggggarg,ﬁ o

{73} )

famous books "The Hiddon Persuaders® 18 "The Waste

(7%}

Makerg® probably repregsent the @xtrémg‘gﬁgﬁﬂagaingt
adf@ftiﬂinﬁfwhiie companies such as Froctor snd Gamble or
Lever Grothors with thoir clain of added product value and
more economical distridution represent the ﬁs%feme‘ﬁ&ga.ﬁmf
_ advertising. The truth must lie somewhore betwoen these .

=
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ITE,  PERSONAL SELLING:

"MHarketing managemont is not sales management = but soles
sanagemant iE part of mariketing managements  VWhile this
distinetion may appenr nohulous, it is novertheless critical.
The sales mabager's function is to percuade customors to buy

the firm's a:mf&feriﬁga rogardless of their nature. "’(?5 )

"While it wae proviously stated that morketing is a far nore
comprohensive field ﬂmm asolling, 1t connot be denied that

the ultimato sﬁccess of the markeoting &agaﬂ:zamt iz the final
sale of a product to a musnmer; 1his géxﬁ be oxtendod farthor
by smaying that seliing not enly iavolves the ultimate galey

but the éataﬁlislmmt of a rexdtionship conducive to Qﬁhtinﬂed

salen or repaat purchases. ”(76")

-

Personal seiling, like advertising, is a means of communicnting
with the consumer. The eritical difference hotween advertising
and personal gelling is the method of compunicatfons A Advertising
iz non-perconal while sel i~iﬁ-§ is perschal. Advertiaing is

used in ordor ‘té communicate o w@my's message to a large
nunpber of people #t the same tine sel‘!ﬁng sorks to creato 8

lagting impression on the consumer and to close the sales
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A know;éﬁgs of personal seolling ia vital to anyone faignvream;g
vants to understand ‘thﬁj consumer.  Personal selling often
invelves problens that can be handled in no other way; and
fx-muexaﬁy’ ~'maaz&ai selling acoments o mf'tieulm" ﬁdmrtiairm

»

atrategy.

The ies serious Aifficulty though in findmg' much behaviourel

soicnee noaterial ralated to tho saiesn fmncti@n.“{?ﬂ Hosat

of the rolevant information has already been dealt with in

the ooetion mj the diffusion proetess and in the sovtion on

A ecomminicotion.

;fhnee theories have beon propoged for deserilbing the saleﬁ
process: | s
i< Stimulup - response tfhebry ag desceribed in Chapter 1II.
This theory szupgests that o saleeman noeds a repertsirve
“of thinge to say and do (stienilt) in order to bring
about buying (response). One of the flaws in this
theory is that stimuli that are suceossful vith -ma

customer may not be successful with another customers

Z. Selling fem%ila} attention interest desirve action

(AIDA). This gheor';‘ involves the assumption that

' all customers are alike, and §f taken through the
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montal states of AIDA they will be motivated to buy.
A frequent result of this thoory is the canned soles
prosentotien which takes no cognisence of iﬂ.diviéuai

cugtonar differences.

Je %;ééﬂ: aatisfﬂactieﬁ theory ‘@iﬁh attonpits o g@@mta
sgiess by finding oiut and satisiytng cuntoner neods.
This the:ary is cuptoner as opposed to salos orientated.
It requires skilled selesmen and is time consruming.

It i generally used in more »&e’riﬂus and complox sales

situations, (707

Accordiag to Hayer and Groeonborg o good snlesmans one vho is .
capable of persuading and influencing consumors, must hove ot
leact two gualities; onpathy and ego drtve.\ (79} This theory
is not rmﬁ ike the theory of leadership in vhich empathy and

flexibility are considered the major reguirenonts.

Hony leading academicians suggost that the ';parmrmi solling
function iz today being relepatad to o ainor position in the

(86) (81} 'Amm Webster and Deardon challonge

marketing mixz.
the validity of this actiém Wobster suggests that the contral
cloment ie the promotiomnl strategy of most companies is the

salesman and not advertising. [le suggesis that ealesven



5

eafx and should play a major part in influencing consunmer
behaviour by providing sarket information on sales, product

satisfaction, compotitive strategy and pricing policy. (83}

Dearden suggeste thot ealesmon are tul ti-dinciplinary and

exert perhape the ﬁfea%eas‘t influence on conaumer behav-s;aur;wﬂ
This thnory taskes vo further velidation when one considers
tho %:m;zéﬂaﬁea of tha thange ‘ageut in tho diffusion procesns,
in the dissenination of pmﬁant’infcsrmiian and in the aren

of opinion formation.

In conclusion, it .i's intereasting to notie that in a rosearch

project ccﬁduetéa on the ratings of salesvoh by nale x‘:uﬁtmwﬁ
it was 'fmmﬁ thpt the most important qualidy @ salesman needed
in order to influence his éﬁ'ﬂ"ﬁﬂﬁ@‘l"ﬁ wias a friendly attitude.
The nowd 'hig‘hﬁr resented charactoristic of saleswen was M?gh

Pressure ﬁaciiﬁsi{ag}

Table V1 shows the ratinpgs of
Favourable gqualities in selesmen, and Table V.2 ghows the

unfavourable gqualities.
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TABLE V11

 Rating of Faveurable Quaiities in Salespersonse

| o - Percentago
Favourable Gualitivs » | Chooning

fo Friendly nttitude - V o 35

2. Desire £6 be of holp ) ) - | R 15
3. Goarﬁeuun manner | S S 15

4«  Interest in customer ant& work o | 0
S5« Thorcugh knowledge of merchandiso o mﬁ

6. Patience

Te ﬁifstinc'fié correct speoch

8. Promphness

N MW

%« Heat appearance

16, Sincerity

L)

100




TABLE VI 2

Rating of Unfavourable Cuslitier in Salespersons

Unfavourable Qualitian

' Poreontage
Choosing

p 2

2e

3=
be

Geo
B
7
B,
o

10.

#fifgh premsure salestanship
Overly helpful '
Lok of knovliadge of merehandise

Loek of intorest in customor or material

Overly friendly

: !gnbring: customers opinien

Slurred speoth
Watehdog attitude
Ignoring custonor's presencd

Geonnral indifforencn

50
18

10!

T Y Y -

1060

%0



| 1V, SALEBS PROMOTION:

The final aspect of promotien te be ¢6ﬁsid}amﬂ is salas

- promotions Sales promotion invelves the design and dim~

| tribution of novelties, store migns, catelagues, directory
rofam:waé; circularg, sales demonstrations, store dizplays,

, _ \ 7 AN
trade shows and other non-recurring selling aii&rﬁs}"

"You cut cut a conteat entry hlaﬁk and send lo why you like
PGEQ'# Pithklesn, kﬁnthfer mamber of your fanily receives a
ecupon in the mail worth 10c. on tﬁe Qurehasé of Hothor
Cari "s!?res;ﬁwcs; | & salosoan wins a transistor vadic for
his HMarch saios volume, all Mf these are examples of sales

prome t_ion.;“mﬂ

According te Turner, sales promotions affect cﬁnsnmw in
the following four wayst
1« They belp salessen do o bﬁt{&r Jou iiti toiling thair
merchandise |
2 '?izey m&ism%é rat;ﬁiiéfsﬂ *&o’ sell nore of & m‘ﬂduc%
through fﬁi@;ﬁaiﬁy’s, direct mail, ete.
3o ':imsf hoelp moi'.?},;ratm proopective customers through

 filos, trade shows, or direct mail.

/v
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L. They make advertising more effective through
| ¢89)

somples, coupons, premiumns ond contests.

Like aﬁwerﬁming, aaieﬁ’ promotisn hoas been ,cﬁritici‘aed o a
\z:’xathn‘a unad by industey to dupe tho public. OF partienlar
concern, to Iﬁgiﬁldtﬁt“é has beoh the use of tmﬁing étampﬂ, fm&
in many gupomnﬁmts }and gemg@g‘: - These stemps nre avardoed @
to consumers on the basie of their total purchasess Oneo &
certain nun:!ﬁar have becn collected tho consumey ig entitied
te a freo gift. 1 fhe>graater the numbor of staups, thn batier
thﬁ» gift, Thir fors of pruinotianv i‘.t‘ is cﬁ:ﬁrgeﬁ has led to
- higher prices, and te a duping of the housewife into thinking
she is getiing something for nothing. It is in fact not
ugc'amofi in the U.B8.4. to fiad women kaowinply paying moere

for an item meraly to get the stamps,.

Mony explanntions heve been put forward for the nppavently
irrational bshnvinuf“ew‘the'aart‘af conpumer in their dJdosire
to collect trading stoops. It has beon suggested mt the
foel SmgA of getting something for mothing, and the desire to |
put one over on the rotailer are possible respons.  In
sddition, trading stampe appeal te the aaﬁbling’ instinet of
many mp:le. they also make o gawe out of nhoppiﬂg, and .

reduce the pain folt by baving to speond moneys  Actording
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to one author, trading stamps ary frogquently ueed in liny of
price @mpagiuon. | Furthermore, for some consumprs ond |
fafaiieré thoy have become a rite resulting in sonme stores
giving the appoarauce of sclling stowps rather than their

usual products. (Bs) B ‘ k | . :

Fumerous othar &sp-ac;ta of sﬁies mntién such as a two xer Lnes
dealy OF @ mil coupon worth 10c. or a fawily size pack 10t.
off, or 10 ox. of cuffes in o froe glass carafe 81l have the
effoct of motivating coneumers to act in o way that is not
scbﬂgmmnt with t.&eir pormal ﬂhﬁ;&pmg boehavionr. xn sEpite
of f;his fact, sales promotions do provide cousumers with
extros whether they aro price. ﬁedﬁ;ucft.imsg fﬂ&a giftn, more
merchandise, the thrill of eatoring or winning o crﬁntéat,
the feeling of getting something for nothing or the belief
tl;m,t they are saving noney. 1 life asburance sales DEGw
motion alsee géwzé,s the fuaction of providing consusmcrs with
infermation on senpitive aspecis of life, nemeiy tax saving
penefits. In this rogard, ﬁgde& progpotion appenrs 10 be

of eriticat valug, o)



1.

N 5("

6.

.

8.
Du

10«

1t

12,

13«

/2

REFERENCES CHAPTER VI.

~ Stouart Hendorgon Britt, Lonsuner neim Aonr and the

Behavioural Sciencss, Few York, Jaﬁn mley & ms:
Inc., 1966, p4 3ik. :

£.1. Du Pont de Nemours and Company, Aﬂ?ertising Slegany
Annual Report, ¥ikmington, nelavafa, 1

Stanley C. Holiander, “Haasaﬁ-ing The Cost and Value of
Marketing®, Buginess Topice, Summer 1961, phe 17=20s

Joserh Y. McGuirs, Theoriss of Dusiness Behaviour,
Englewood Cliffa, H.J.y Prontice~Hall, Int., 190k, p. 27«

Britty ©ps Citss pe 364,

Berdin #. Holson, "Soven Principles in Imege FormationY,
Journal of Marketing, Vol. 26, Jauunry, 1962, pp. 67<71.

Gerald Stahl, '"The Marketing Strategy of Plannod Visuasl
sommunications”, Journal of Marketing, Vol. 20,
Janyary, 196%, ps Ga

ibids

Amne Anastasi, "The Hany Facets of Corporato Image®™,
Congumer Bebaviour and the Behavioursl Scientes, -
Steuart Henderaon Brite, Now Yﬂﬂ;, John ¥iley and -
Sonn Inc., 19661 2 2% 369, .

Marrﬁ Hnrtinea,u. “Namrbai cammicatmn iw aaanl ina
Advertieing?, Consumer v 24, : : ‘
Seiences, Stevart ﬁmderﬂan Bn.t«t, ‘ﬁev !Ecrk, John ﬂiiay'

- and Sms Inte, 3566+ ppe 374-373»

Britty Hpe Gifp e B3by

Pierre %artinﬁau, Hﬁtivattcm in Aﬂmrtisi' ‘
Heﬁ&'a‘wcﬂili Book Co., 195‘?. Lra t?ﬁb




17

38,

i &

- 21

22

23-

/25

Stouart U Rich and Bormard D, Portis, "The Imzaperies
of Dopartment Stores™, Journai ef‘%nﬁmetigg, Vol 28y
April 196&. Do 10=15,.

Fierre Martineau, "Socinl Clogses and Spending Dehaviouprt,
Journal of Harketing, Vol 23, October 1658, pp. 121-123.

Horbart E. Krugnan, "The Dfav a Supermntk@t Technigue?,

?ﬁbzxe,g inaoannartarl', Vol. 2L, Spring, 1960,

SBtatement by John Upton, Gperatianavﬂaﬁagev, stuttazbram,

Capo ?ﬁﬁﬁ, Augumt, 19680.

Eﬂ‘l‘t}t v Ag%yﬁaﬁ:f‘h ps 350

Herta Herzog, "Oohavigural science Concepts for Anelyning
the Comaumer", Proceedings - Conference of Marketing
Teachers from Four Western &tataa* Delbert J. Duncon,,
Eday ?QxVIey, ﬁa;v@rsity of ﬁaimfﬁrﬁia* 1958, p. 33.

Ernost Dichter, jlandbook of Consumer Hotivetions,
Hew York, HMeGraw-Hill Dook Company, 1564.

Francinm S. Bourne, '"Differeént Zinds of Decisions and
Aeoferonce Group Influonce’, Marketing and Bchovioural
Sciencesn, Perry Bliss, Easton. Rityn and Dacon,

4963, pp. 267251,

Burielgh B. Gordner and Sidney J. Lewy, "The Profuct and
the Brand”, Harverd Pugliness Review, ¥ol 33, Harchw
April 1955, Ppe 33~3le

John Ha Bfi&n, Corporate Market Planning, New York,
John ¥Wiley ong Sona Inc., 3567, ppe LO? %ﬁﬁa

. ﬂrittg ﬂrﬁﬁcitﬁ EF:. 375=

HOrzog, Opscites Ppe 37-30s



28,

‘ 2%

30

3.

320

33

3.
35
36.
37«
36

39.

e

b1,

74

Interview with monmbers of the Bureau of Harket Reaaarﬁhg
Univorsity of South 4Lfrica, Pratoris, April, 1968.

Remtiz A. Harrie, How Crontivity in Marketing Can Doveloy
the Image that Counte; the Consumer Demand Tmage®,
Advertising Age, Vol. 29, No. 29, Chicago, July 2%,
2?58‘ E,!pc 61“""62.

Gene Seehafer, "Classificetions of Brand Nomes®, Consumer
Behaviour and tho Dehavioural Sciences, Stauarﬁ Honderson
Britt, New York, John Viley & Souﬁ, inc. 1966, pps 370-370«

Jomes %. Vicary, "Hov to Think About a Drand Neme for o
Rew Product?, éalas,mana ement, Vole 77, August 3, 1056,
PPe 338, 33~

Williom N H:ndak, “thtiﬂg the Semantic Differential
to the Markeoting Problem”, Journal of Harketing,
Val. 25, April, 1961, pp. 28-33.

Ralph 1. Allison end Eonneth Putil, "Influence of Beer
Brand lgentification ot Taste Perception’, Journal of
- Marketing Resoarch, Vol. 1, August, 1964, p. 39.

Brim ] 2 !2&¢ i t » g. &i il
Pichter, Opscit. pe F12.

i I&iﬂt Pe 3134

Herbert B. Krugman, "The Learaing of Cansumer Preferenca®,

Eduncé Ja Faisan. "Tho Applications of Research in
Packaging®, Buginoss Moripone, Special Issue, Vol &.
February, 1951, pe 3%

ALfrod R, Oxenfeldt, Bxecutive Action !n Markoting,
Belmont, California. Uaﬁswurta Publiahing Company,
lnc; 1966, Be 23?.




L/

6.

1*? @
LB«

49

) 519*

58

53«

Sk

55.
56.

kii‘ﬁ@& Re Oxenfeldt, "Rmcing and thew Producte?, cunmw
Behaviour and the Nohavioural Scionces, Steuart Hondorson
Dritt, Bew York, John Wiley an a"'s’o"ns* mm. 3566, Dl

- AO0H0T.

Es Jorouc McCarthy, B
Homewond, nliﬂoﬁs,

Zbﬁd#;gﬁ 3§gn

Cheator R, ¥asson, The Economics of | ;
Profit Opportunity Anolysis, KNew Xw!&, &@@ieﬁm«canmw

) Cmfﬁﬂ-g ‘1955; Pe 13&“1330

Oxentaldt, Emxecutive ﬂcthm m naramting, Opetits
£Ps 255-360.

Hchnrthyy
Ibid.y pe 350
Meyer Feldberg, "H’arketing in South Africa',

Interpational Marketing, Tair.ya, Japanese E’mﬁuct&vity '
Comtar, 1969. V

o -ﬂita Pe 302

MeCarthy, op.git. p. 63%.

Britt, op.cit. p. 426,

wilbur Schramm, *How Communication Works™, Steuart
Bondoracn Dritt, and Harper ¥. Boyd, Jr. Marketing

Hanagement and Administgative &etiwm, Kow ?.'m-k,
Hc@mwn'ﬁillq Iﬂﬁa i?ﬁﬂ, ﬁc 63{.

!hiﬁ Ibid.

Willian V. HanoysCommuacabon and Orpanadivna 8

Honm_wgd T, Rn.wglpmm f-r\kcj I::T ’ ‘ ?“dwﬂu .

Harald J. Leavitt, Hanagerial Psycholepy, chicagm
The University of Chicago i’eri 196&, C!mptam
15* 36‘ 1{5 ig' !9' 2@0

)2



57«

58,
5%

60,

61.

62,

B3.

Gy

63

€6,
b7

69.

- Hanag 2 ,
HetGraw Hill Inc. 1968

Raymond A. Dauer, "Social Communiestion and the Influence
Process”, Steuart Henderson Britf, Consumer Bohsviour and
ih@-ﬁahaviauras Selonces, Now York, John wiley & Sonm Iﬂ@w
1066, pe &30,

Iﬁigw

Raymond A. Badver, and Robpertd D. Buszegel, "™Mating Dehaviotral
ecionces and Sioulations®, Harvard Business Review,
Vols 7&22' Sept¢~ﬁctu 196&§ ?p. 117"120: .

Pussel H, Colley, "Mefining Advertising Guais“ steﬂar%
flendorson Dritt, and Harper ¥. Doyd, Jr. Markofin :
sment and Adoinistrative Action, Now YorL,

¥ Do 661

Ibid.

Barvrall Baine Luca3 aﬁé Steukrt #Henderson Britt,
Meapuring Advertising Gffectivencms, New Yerk, HeGrase
Hii} Book Co.,y Inc, 1963, pp. 15-18.

Howard . Hadiey, "Non~-directive Approach in sdvortising
Appealsn', Steuart Henderson Dritt, Lonsumer Dehaviour
and the Behavioural Sciences, New ?ark. John ¥ilay
nd Sons Inc. 1966, D &67a

VIbQﬂ&

Steusrt Hendorson PBrite, "Four {Lame ftudies in Psycholonicol
Research”, Steuart Henderson Britt, Consumoer Hebaviouy

and the Bahavioural Scienten, Hew York, John silaylﬁ

Eons Ince 1966, ppe 475, 476, ,

Investors’ Rosder, ¥ew York, Vol. 48, Jume ziﬁtc 1957§ De U

Harold D. Lasswell, “Propagatda’; Steuart aenﬁerzaa E?i%t*
Consumer Hehaviour and the Dehavioursl Scisnces,
Rew Yﬂl"kj Sohn Wiia‘y and Sons Ince 3‘3561 Ps ﬁﬁi‘a

T



7%

8o,

82.

83«
Bl

Bdmund D. MeSarsy, “i‘hen Propaganda Punction in Marketing?,

Journsl of Marketing, Octnbef, 1958, p. ﬁga

Jotms €. Moloney, "Iz Advertising Believsbility Reslly
Important®, Journnl of 'Eaﬂmting, Dctober 1963, ppe fels

Yanca Packer, i’tm Hid&m Pémtmdem, Kew Yom
Pocketbooks Ine., 1958. :

Vance Packard, The VWazto Mnkers, MNew York, HeRay, 1960.

Mayny Feldborg, "The rcrle of ﬁarketinn Hanagemnt”
Baper prepared for Ihe Langoborg Koopor ey
%Pﬂ ?B%’ 1:968' g. L-‘

Heyer Falﬁbwg, "Solos %‘mgement mx& édvm?tising”
Paper prepared for 11 Yora \ x .
Cape Town, 19568, pa

Tritt, sp.cite p. 483,

Harold €. Cash, snd W.J5.E. Crissy, '"The Theories of
Selling®, Steuart Henderason Britt, Connumer Bohaviouy
and the Dehavioural Sciences, New York, Jobm ﬁiiny
ond Soms Inc. 1066, phs DIk,

Pavid Hayor and Herbert M. fGreonberg, "What Mokow o
Good Salesman®, Hervard Business Reviow, Vol. 4%,
ChlyeAngust, 195&, PDe 119-125,

Jamos H., Deonrden, Pgt*sozml Selling, Kow Yﬁf‘kt John HWiloy
ané Sous Inc. 2557, pp. ix-xife.

Prederick E. Yobster, Jr., The Indusirial Salesman as
& Source of Harket Information, ﬂucin&sn Horizonse,

. Spring; 1965«

Carl Risger, "The Salesman fsn'¢ Daad - Ha*s Pifforentt
Fortune 66, Nevember, 1962, yp. 32h.

Webster, opa.cita.

Busrden, gpecite

/72



87.

88,

89.

Howard W. Townsond, "Hécinga'af Salesporsocns by Hale
Cuastoners”, Stouart Henderson Britt, Consuwer Dehaviour

and the Dehavioursl Sciences, Now Tork, John Wiley sng
ﬁﬂnﬁ Incbq 1956’ ga 4876 :

Ibid.

Britt, op.cite g 492.

Howard . Turner, dr. Sales Proemotion that Geis Faﬂult$,
ey York, McGraw-iill Boak Company'y 1955, pe 1+

HeCarthy, Opevit. pp;'?&?~?b9,

. . Davwie Gouws, Assistant General Manager, Sanlawm,
head Officey Bellivilles

I EG



PART THREE.

Shonping Dehavicur: An Intesgrated Modaol

Chapter VII,

$hoppin§ RBehaviour: A Model of Consumer Behaviour
Ae Introduction
B. Shopping Behaviour

€. A Model of Shepping Behaviour

Chapter VIII,
Product and Brand Differehtiation: A Model of Consumer Behavisug

A. Product and Brand Stetus

Bs A Model of Shopping UBohaviour

Chapter  IX.

Integrated Model of Shopping Behaviour.
As Integrated Model
B, Additional Methods of Classifying Products

Cs The Model and the Eanvironment

Chapter  X.

Testing the Medel -~ Product Selection.



/8

 CHAPTER V1L,

&

SHOPPING BEHAVIOUR: A MODEL OF CONSUMER BEWAVIOUR.
A INTRODUCTION:

'In the firs%~eixfchnpters of this<sfuﬁy, an extensive review
uf'th§~1ite@atuieton consumer behaviour wag nﬁ&ertakﬁns This
surveay of the literature was necessary'inrbrder‘tﬁ devolop a
framevork upon vhich a wodel of one aspeet of consumer bohaviour

could be doveloped.

The model developed in this aﬁd‘th§~next two chapters relates
to the shopping bBehaviour of consumers measured in terms of
the {ime spent prior to making a purchase. The model io
intended to be operative, and empirical research wili he

conducted in order to teost the validity of the model.

"Roughly speaking, models are theﬁiies or thﬁor@tical
constructs., The term model has recently gained sscendancy
over the torm theory. Usane pérmi&s & theosry to be axnrossed
verbally, but a model is stated more pracisely either in

physical terms that permit concrete reprosentation or in



2

mathematical torms that require symbolic and unscbigusus

expression of iht@rrelatianshipﬁ".ri

One of %ﬁé~€fiiiéﬁi fontures of 'a ?oael is that it tends
anplify gypbtems. - The model seeks ﬁo intorrelate thome
variables that vitally ef£e¢t the‘hehavigng‘é£ ihﬁ‘system
withnﬂtvnluﬁtéring the systemrwith minor or insigﬁifﬁcant

variabloge.

Aceording to Green and Frank, "a model consists of & ropre<
aenfatiaﬁvaf some réal system, expressed basically in terms
of o geries 0f if ewvsscacessevss  thon statemente and conw
'taiuiné s@me?syeeificaéions of how varigbles in the model

should he measurad® 2

 %0&91$ may ﬁeaelnssiiigﬂ in several difforent ways. One
method could be in terms of the decision making aature of
models, Under this clasgification models are viewsd as
mnaelﬂzéf dociaions. ’ ﬂoéeiswoftdeeisiﬁn@>n$e builﬁwin order
to‘iﬁprnve~the decision makin§ proeesé. In the cose of o
modols for decisions, the model- does not represont the doeigion
process itself hut the situation in the external world with

regard o which a‘deciéion must be maéaqa



/85

A second methed of ea&;é:gurizing modele is suggested by Hwarﬂtﬁ
who distinguishes betwé;ﬁ_q_ﬁﬁrﬁnﬁvé and jd%gscriptis?a modolts
ﬂar@%ive nedals are;déserip;ive wi th reépeﬁﬁ to altormate
coursos of action, 'w’hiié g:iescripative models provide afxpianagioﬁa
of g;_‘henoména,s - k o |
AC::QE’:‘di;ﬂé t0 'alaés et éi, Hnwaré;s dietinetion batween na?mauvé
-and &es&ri;ptive models ip of greatest use ﬁhen the two are

viewed as being inkwfrelataj‘s‘ﬁ

"Yhile the focas of interest of descriptive models is upon
understanding some phenomenon, rather that the development
of 2 course of action, most deseriptive models in marketing

are suggestive of potential normative maael«s?'?

The similarity Dotween the two !t';éthﬁﬁ‘ﬁ of categorizing modeln

) is ohvidus, Descriptive models are similor to models for
decisions. Both attempt to explain or ‘imm%we understanding
of phenomena not immediateij ralated to a ;jaartieﬁlur fiecisian
protess. Normative models and é}éﬂeis of ﬂé@i.ﬁiﬁnﬁ: attompt |

© to relate a series of vari.ables such that (tiiair reprasentation

serves as a docision meking process.

The model developed in.’ this study is a model for decisions

or a descriptive modei. - The objective of the model is to

"
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describe or understand the phenomenon of shopping behaviour
iﬁ‘ﬁerms}of‘a,sé?ies of interrelated variables. As in oll
operational mgqéls only those variables thnt arc of critical

importance will be considered.

The model itéeli ia developed in two stages or stronms,

The firat stroam relates to the effoct of priceg distribution
aﬁa homogeneity of gvailabla”pfodwcta on shopping behaviocur.
The second stream relates to the effect of the status imparting
quaiities of a product or brand on ghopping behaviour. These

two streams congtitute two separate models. Doth models

are combined in Chapter IX to give an overall medel of shopping

hohaviour,

/8¢



B« SHOPPIKG BEHAVICUR:

In order to faciliiate thé»émpirﬁcai-wafk of this thesis
without jeopardising the validity of its findings, it was
ﬁeﬁided'to limit:the study of purchasing bohaviour to one
‘produqt catogory namely houschold appliahcesu  ?hi§ pfn&ucﬁ
category includes phly glecifi@ household producis used inside
the haﬁe fbvproviﬁe gfeater ﬁonﬁénience‘an&;cumfarﬁ f@r'the 
famiiy Uhitm It_ﬂoés not inélude praducts desiguned for
antertainnent purposes saéh'as raﬂiég, pﬁﬂnogmaghs,.sliﬁe
prbjectafs etts, nor does it not include electric garden

appliances or electric tools.

Two interviews wore conducted, on@ with a manufacturer and
one with a retailer of household appliances. These inter-

views enabled the writer to develop a comprehensive list of

elipctrical household appliances available in Greater Cape T@wﬂg

Table Xil.1 iz a list of all household appliances mentioned

by the two respondents.

The objective in selecting this product catagory was the
extent to which it pave a represeniative indication of general

purchasing behaviour. Out of this list bfrﬁﬁ products, feuar

/83
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were selected for study in this thesis. Two methods were

usged to ra%i@ﬂaliy»éelect.thé four products for analysis.

The firat method relates io_tha ﬁafﬁre Qf‘shapping behaviour
for nppliances,‘a;d‘thé secnﬁd,method.relaﬁes 0 the status
imparting gualities of‘péoductg andlér‘brands,k Sevéral

- other wethods of éntagq?iziﬁg proaucts arée also omamined ih

order to dotermine the validity of the two.mothods selocted.

A great deal has éeen written‘cn congumer shoppingxbehéviaur,
ineiuding theories and feséarch on ﬁhy, for example, conaumcrs
purchase certain proaucté-at nné store and other products at
a second sté?é‘when all products could kave been yarbhése&‘&t
one cutlet. The basic theories on consumer behaviour were
analysed in therfirét six‘ahéptéré and in £@is~éhapter one
typa of claﬁsifipation,system‘suitablé foéftﬁe,aexectibn ¢f
products necessary to analyse conesumer purnhaéiﬁg bHehaviour
in‘ﬁreatar Cape Town will be cbnaideéédc

Mccarthyg haz suggested a ni@sgifieétid& systém»basaﬁfﬂh
the natﬁré‘ﬂf tho product. Goods are!br@kén~down into
four majoyr catagories éVconvoniencﬁ agoodsy éhﬂgping gooda;

epacinlty geoﬂs;*unsought gobﬂs“



Tonveniente goods include products or services that consumers
raquire-frequently, ané for which, price and . quaiity are .
reintive!y honogenecus. and seleoction iz based plmost nmolely

o8 cenvanience and intensivxty of distributianm

"Shopping Wﬂs are those for which the probable gain from
-mak;ihgi price and qu‘amty comparisons is thought to be iargo
relative te the consumer's appraisal of the seanrching costs .
in terms of time, mioney, and effo-rt"i‘? Shopping goods are
gelectively Adintriﬁutar} and ars ﬁepreﬂeﬁteﬂ in ail :ﬁiﬁnr
-shai:p&ﬁg centrege .s‘ho;mﬁiﬁg‘ goods are generally cunsiﬂeéa&
ta be mere expensive and non mtandarﬂizeﬁ, with a relatively
elastic domand becauae of a wvide raange of subatxtutes nvoila-
ble. Conpumers are matzvate;!, to do their own e@mpax*isnna
of price and quality and hence branding is less important

for shopping than for convenience goods.

"Spoeialiy gouds ;ar‘e cm&sﬁmar' goods that 'bnyeré insist dGpon
and for w‘hieh they are willing tp mﬁk@« a special purchaning
iefti)rt"gm , Brand loyalty i= usuaiiy gtfrnng for sﬁeci‘éity

goods, and ﬁistrﬁmtioﬁ m;clugive.‘ Demand is relatiwsélsr '

inelastiei a8 consumers will refuse substitutes.

nsought goods include producis that the «‘cen@—sumér is unawvars

of or not presently motivated to buy.

187
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Thﬁ~abeva'ciassification;g:'shopgiﬁg hehaviﬁur‘by product

is tluidv#nﬁvéﬁnamié,";The?decisinn‘ﬁf‘what product fﬁll&
into whaf”categcry will dependfﬁn a large number of tonsumer .
vnriahles ineiuding income\ age. eﬂueation, geographic
locatxan and 5123 of family and a 1arge nnmber of environmentai
variabiea zﬂclﬂﬁlng market trends, economxc can&itions, social

and political conditions,

For the putrpose of ﬁhiS‘stnd§ certaiﬁ‘initial hypotheses |
will Be made re@arding~the classification af profduects ferv
one market snﬁmant 6f«éfeﬂtér Cape Towns The category of J
ungought goﬁdﬁhwiil not bevcmngidered, as consumer sivtivation

fbr'ungcﬂgﬁt goods cannat'%e analysed.

zt ££ hyputh§siseG:tha£ the faiiawing products are all considersd
cﬁﬁveniencevgaqdn bykthe market. Bweaﬁl«miik; ehocolats |
slabs, cold drinks and cigarettes. Bread and milk are pur~
chnséﬂltrequenﬁly,‘braﬂd'loynity is low, priceuqnd»qnaliey

of @amgeting %rands do not vary greatiy." thﬁeoiate alabs and
oold drinks are ‘purchased freguently, prieo is not a cratical
factor, and tonsuwers are unlikely tn devote tima and effort

to s&appingg _Brand laualty however say bé»sifbng;fb? A

reiativeI? iarge number of consumers provided that distribution
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is‘inieﬁﬁiVé.  Cigarettes are frequently purchaged and
’intensively‘distributeda Brand lﬁyalty'pn@habiy oxtends
from strong to weak. The number of people that would

"walk a mile for a Camel! however are few, 12

The selection of a group of products that fall into the

; ghaﬁping gboﬂs category ig bpsed largely on observation and

upon ressarch conducted in the U.S.A.

In tho UeS.hA., the classical illustrations ¢f shopping goods

are itoms of appareg furniture and appliﬁﬁeéﬁaig

These
praéuc@ categories cover a vast range of products, and such

@ classification must inevitably be @fude; A tuvaster or
kmttie}fﬁf»sxample,is loss 1ikeiy to 5eAconsiaeréé a shopping
geod thian a refrigerator. The pattern‘aﬁﬂ extent of ﬂ:#oaure

of appliances for example,may also affect their ecategorization.

' - A refrigarator, for exampla, is less intensively‘distrihuﬁe& than

g'"a keottle, One,pqimt.is cléar,'howeverg and that is that

-

&ategﬁrizatiaﬁ.is dynamic, and most be veonsidered on a.

>cnntinuum, The most critical fatﬁars deternining the position

- of B pfodu¢:>aﬁ the continuum will be its naturs, fTts price,

its distribution, and the homogeneity of competing products,

The degree to which a product iz considersd a shopping good

- will then determine its distributiot or exposure rate.
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This theory may be looked at in another and eontrary<£a5hiﬁﬂf
It could nlse be hypothemised that the oxient of cxﬁosuré

wizi determine the degreoe to which consumers are liﬁeiy‘tﬁ
eonsider a.ﬁraduct aS‘é shapping good. -While this muy appear
o problem bf‘sémanﬁics,\it‘iﬂ nevertheless é?itiegi’in an

evnination o0f congumer behaviour.

The marketing concept a= taught today, assumes that the consumer
is the initiator of bnsineﬂs,activity and thercoforz i{ is the
consumor who will determine = over time = the degree of

product cxposure. This theary is atcepted in thiz stﬁdy;

and aonaeqﬁéntly the depree ta‘which-a product is distributed

is based on Lonsumor wants andr&esires‘

fn selecting o gfong of products that fall into the shopping
gtods category the following variables wern considored:
{1) 7he anture of the product including its complextity,
- its ond use, its ﬁurability,Aén& the servicve requiredvéo
wmaintain it, {2} The price Qf‘the product. ¥hile prico
. is a rolative concept it ic hypothesiced that for a»sﬁléct
.market segment thé effect of price on behmviouf caﬁlﬁé}
Setornined. {3) The amount of exposure and extent of prosant
distribution was considerad a faét@r in daterﬁining the éima

szpent in shopping and comparing:availabié substitutes,

[
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The degrec of é;posurekis here coneidered as o iéétﬁf.ﬂeterw
mimihg vhether a product shall be considered a shﬁppiﬂg §5o&
ar'néti The‘ratiOnakzbehim& fﬁis‘is that until %he-éarﬁeﬁimg
concept heeﬂmes’ﬁoré,generaiiy 6perative@'suppliers”will Qi .
tribute onlth@'basis~q£‘hi5toricai trends, and consumers will
be forced o shop on this basizs. Theére is however svidente
to indicate that historical trends are being eroded and goods
auch as appliances afé being'moké‘inténsively‘ﬁiatfibﬁtea in
new-outiefﬁ ineludiﬁg'supermérkets and distount gtoreg.  Thiz
trend is hawevef 6n1y boninning, and has'nnt yet radically

altered tho traditional channels of distributions

On the basis of thé above three criteria, a cbmplesﬁyroauc%
roaguiring service and hnfing a high price, c.0. o refrigerator,
w;li be selectively distributed and will rogquire the consumer
to shop and compare snbgtituteﬁ; Such a praduct.eaﬂ therafarev

be considered a shopping geods

Inciuded in this category but invelving different degrees
of shopping and distribution are the follcowing products =

automos

. refrigerators, radiograms, washing machines, watches,

bites, vacuum cleaners and electric shavers.

Ne attention has yet been'given to other factors thatﬁéffecﬁ

the degroee to which a product may be»cangidered‘a‘shﬁpbing‘guﬁﬂ.



Health giving products, sgtatus imparting goods and new
product inna&atian& vitally affect the extent of éﬂﬁsﬁmer
ghopping. This aspect Wili}howeveg be considercd later

in tho study.

Certain products are considered by eonsuméfs to have unique
gualities. These specialty“go@ds geﬂerally‘havé'iﬁiense -
brand Iayaity among salect ﬁar&et segments. Price i{s not
ugnally the primary factor in consumer choice of speeiaity‘
goods. - Pew manufacturers or suppliers ara4@ve?-nble to
generatavsufiiﬁignt‘braﬁa'Iayaliy ﬁar»theif'pfﬁd&cts; anong
significant segments of the mérket, and cbngegueﬁtly catego=
rization of products into a specialty class is difficult.
In mozt countries)ﬁawever, certain products do qn&lify as
special ty goods, for example a Dior dress, a Rolls Royce,
certain makes of cameras or hifi eguipnment, or gnusual and

exotic foods. The market for these products is however,

 1imited and the nature of consumer demand compl ex. Concepts

Buch as status, innovativeness, class and gophistication '
determine the degree to which people consider a product

Gxnlusife.

A 5peeial category ¢f such goods nay hé products whose brand

names have bacome generic terms such as Kisenex, Hoover,

/72



/7.3

Frigidaive or Shredded Wheat. The distribution of these
sroducts, however ir not exclusive and they cannot thercfore

be considered as true gpecialty goods.

In:EQEEctinglpraéucte that the ﬁarket congiders as épecimity
iieﬁa, nttention has been given to research.&one in the UyS«ihs
and in South Africa. A recent survey of‘Baﬁtn buying behaviour
in South Africs indicated thsat for men's clothing and shoes,
watches ahﬁ’uertainzpharmaceutical products annﬁ\iayaity‘was

a etritical factor in determining purchasing béhavieur.ig

These products, while not exclusiwﬁiy'dié%riﬁuted,'&id gene-
rate a high degree of’brand loyalty ang select;ve shcpping

. an€ can be cansiéere& as specialty goodsa.

In the U.5.A. ctortain hi«fi equipment, particulariy that
manufactureﬁ‘ﬁynﬁrgyrﬂanufacturing Conpany, is exclusivoly

5
dzstrxbuued and commands iutense consumer Iﬂyaity.i

Hents
-suites, especially the Hicky‘Freeman line, alsa gualify as |

specialty goods for the same reas&ns.i

Goneral observations indicate that high fashion clothing,
cartain makes of automobile, certain appliancer and sameras

moy o1l qualify as specialty goods.
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C. & MODEL OF SHOPPING BEHAVIOUR:

Based on the above theory and research on shopping behavicur
a nodel is mow developed to explain the pheanomona of shopping

bohaviours

Shopping behaviour is defined as behaviour that relates to
the amount of time(T)that the consumer spends comparing

differont products Before meking a cheicea.

It can therafore bhe stated that for convenience goods the
time (T)epent on shopping will be less than the Time(T)spent
on shopping for specialty goods. This caﬁ’ﬁe symbholically

stnted as

Te < Ty
Te < T4
Tan < ¥
vhere T = Time sggnt'compnring various competing products

before naking a purchase
¢ = Convenience Goods
SKE = 3hopping Guods
8 = Bpecialty Goods

It follows from thies that shopping behaviour and time are

synonymous in this gtudy
' 5B = T



The classification of products by shopping behaviour can be

guantitatively represented by the foliowing Tunction.

S8 = {r (Py D, H)
whera

SB = Shopping bohaviour

P = Price

H

Hi

Hiomogeneity of the available compoting products

e
u

» Intengiveness of distribution

It is not possible at this stage to indicate whether the
function is linear or non-linear. it is necesmary to note
however that the amount of time(l) that consumers spénd

shopping is a function of the product of the variables P, P and H,
and not a function of the sum of the three varisbles. In the
event of any of the three variables being 0, the function
itsel f would be O. If)for examplg)the‘valuu for distribution(Dd)
was O then consumers could not and would not spend any time
shopping, regardless of the values for(P)and(H,) In other worde
for shopping behavicur to exist each of the three variables

must be positive. If the function was oxpressed in teorms of
the sum of the three variables then SB could exist in spite

of a O value for_one or more of the variableés.
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The hypothesis is that the function of shopping behaviour
is oxpressed in the following form

5B

(Kl x Px D x H)
vhere

K_i

1

a congtant > O

The value of the constant Ki can be fixed for any product
or category of products and hence the actual value selected is

not relevant to this study provided the constant K1>>O.

The above hypothesis will be tested in the rest of this study.
No attempt wili be made to determine the value of Ki' The
equation will however be used to determine whether a ranking

of products in tefms of SB i=s possible from the equationa.

The function then states that the greater the product of the
‘variasbles P, D and H the greater will the amount of time T

spent by the consumer on shopping behaviour 5B

It ¢an also be stated that for convenience goods the product of
the variables P, D and H will be low, while for shopping or

specialty goods the product will be high.

All three variables arec measured on a contihuum from 0.0 to 1.0,

In the case of price P, the continuum moves from a lov value



Qv Priice P

mtonsive

Jistribution

]
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cf 0.0 for a 1ov ph.ce to & high vnluo of 1.0 for a high price.

-

In the caze of dmtributmn and homcgeneity cf ava:iiable

campating products, the reverse takos plmzm The continuum

. for D and H maves fraom & low valde of 0.0 for intensive ﬁis-m

tribution and & hﬁmogeneaus product offoring to a high value

 of 1.0 for selective distribution and & hetrogeneous product

offering. The continuum lines for P, D and H can He ﬁi&gtamb

matically represented in the following way:

High Price P

o 1 & 3 & s 6 7 8 9 1.0

‘Exclusgive
Dintribution
g D :

0

lonogenecus

roduct
rfforing H

1 2 3 4 5 6 7 8 9 1.0

_ Hetorogenecous
Product

1 2 2 S & - 8 9 1.0 or;;ermg B

Iz can bo theoretiéaily stated that for convenience goode the

sum of the variables P, ¥ and 8 will be low while for shopping

or spetiality goods the sum will be high. For example if two
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product estromes are taken such as automobiles and bfea&wzii
can be hypotheosised that automobileér have n high price P of
Os7¢ o selective distribution hetwork @ of 0.6 and a

heterogeneous product offering H of 0.8 'This can be

cgprassed in the follewing way.

<

SBa = (Ki xPxhx i)
$Ba = (K, x 0.7 x 0.6 x 0.8)
sBa = @.536 .K\
where
a o gutomobiles
5Ba = aszéf?eprﬂseﬁts the ﬁmouht of time T consumers spond

shopping for the product in relation to other producto,

in the case of bread the product has a‘luw.prieé P of O.d
an.’ intensive distribution network  of 0.1 and n homogeneous
product offering H of 0,2. For this product then the aﬁ0uat

" of time T spent shopping will be
SBh = (xi x PxD g i)
$Bb = (K, = 0.1 X 0u1 % 0.1)

s8b = 0002 Wy



Comparing tho value of £Ba with the valuc of SBb, it ig

Soen that the time spent shopping for aultomobiles iz muceh

greator than the time spont shopping for bread. This
‘cmclusiéﬁ €¢an also be expressed on _ai,eontin&um of shopping -
behoviour in €eims of timeé spent shopping for the products -

Time T .Spent on Shopping Behaviowr 5B

- High

I N » .
"002 — 4336 :
o broad | automobiles 1'”

The funection has the advantage of being broad ensugh o
ea-tegoriaév all producte on & goni:inuumf. The diﬂa&vaﬂtagﬂ of
the functfon is that its generality mokes it @ifficult to fiw
a product extept for a relatively hﬁmngéi‘}ééﬂﬁ marltet. Inno
thie thenis the market being surveyed is homogoneoun and
eprnpoguently the function ca;l:l he uzed to catopgorize the xaﬁr* |

appliances selested for empirical smalynis.

The statement that shopping behaviour iz a function of priﬂé
dintribution and tho homogensity of the available conpeting

products is not intended to signify that no other veriablos -
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afféét shopping behaviour, The function is intended %o
indicate those variables that arc of greatest significantein

influencing the time spent by consumers on shopping.

This analysis of shopping behaviocur is ﬁﬁmﬁt?&imE&‘ky‘oné
given &% fized variable. This‘va?iﬂble‘feiéteﬁ‘ﬁﬁ consumer
pro-disposition to purchase. '.The aﬁnlvsig is based on an
@xisging.prnwﬁispﬁsitiah to purchase, whether or mot the

action actuslly takes place.

Impulse purChaeiﬂg is here considered to be~a,éu%~éunsci@u§
predieposition that becomesoperative at the time of the
impulse purchase. For_ﬁﬂfpﬂéeﬂ‘bf this thesis therefore
impuise purchoasing is incxudaé:in the category of goods for

which consumers already have a predisposition.

This would mean then that for a‘eonsuﬁer with no predisposition
to purchase, shopping behaviour would not extst. This doos
not mean that éhﬁpﬂiﬂa behaviocur in the past, or i“*ﬁ”@‘v@anﬁﬁt
be analysed but rather that pfedispbﬁi%ioﬁ-muét héve‘egisﬁ&&,

does exist, or will exist before an analysis can take place.

This can be symbollically represented in the following way:
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§2 Pt O then $B = O
it Pt 3 O then SB 70

whoera

- Pt = Predisposition

This does not state that tharé;ia a'ﬁi?@ct funetional reiations
ship betweon Pt and 5B, It merely states that Pt is o pre-

reguisite of SB,

Conceptunlly 2 zero value of predisposition will howaver

resuit in a gerp value for all variables in the funetion

b33 af(Kz xPxDxHl

It can bﬁ»ﬂﬁftﬁéf‘ﬂtatﬁd that consumers ﬁrarawaﬁe_aﬁ'a

mu;tiiuﬂe’0£~diff@rent products. This éwaﬁﬁﬁe3§~is related
 to eansnmﬁr'ﬁredispositian.‘ “The greater the greﬁispusitioﬂ
to purchaso, the~gréaiérAwili be the awvaronesg of the priee

distribution and homogeneity of the product offering.

If consumper yredispogiiiun Pt ﬁéﬁb‘thﬁn conguners are unlikely
to be aﬁara:ﬂf,e;ther the priea~disﬁri§ution‘ar avnilabgaﬂ :
compoeting brands of a,particuiarfgroﬂuéﬁ@' Iu»this'staay
avareness is represented on a Béale of .0 én i.ﬁ where 0,0
represents no awurenéss of P, D.aﬂﬂ H and 1.0 reprosents

maximum awareness of P, D ang #.
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In other words, if PtDO thon 12A70 where A = Averenoss

In terms of this study thoreforo the function SB = (K, x Px D 2 )
is only operntive given |
. P70 and 1470

Thie fanc‘ﬁiﬁn now ﬁtatéz;j that the amount of time T spent on
shopping behaviour 8B is a %func*i;ian of the Priéﬁ 15, thi o
intensiveness of aistribution D and ﬁev_mger‘miw of
available eompoting products H, given consumey praﬂiéppsiﬁsen
Pt Gei‘ng fgréaﬁér- than O and consumer awaroness A ﬁﬂ‘*P; D and H

greater than O and egual to or smaller than 4.

Figure V1iJ.1 is a model of this function. The model shows
the three variables P, D and H feeding into o ceil with Pt YOO
which results in 4, A >0.  The model further shows a coll

with Pt <O vhich resulis in A 0.

In torms of this mdd’el;‘, consurer predisposition to :;Qi'chase: |
is not measured. 1t is éssumed that when PE> O and 1 ?& >0
the consumer knows cnough about tﬁe product to form an opinion
ag to hw mueh or hbw 1ittlo time is nm&mﬁry to evalusto

P, D ond ® Befora making o purchase. In 0t§,1§r words BB

¢an be ar\m;mateaf if P70 and 17A-70‘wi§ﬁaﬁt determining

- a value for Pt oor Ao



23

. TABLE V1.1
L1ST OF CLECTRICAL HOUSGHOLD APPLIANCES AVAILABLE Td CAPE TOWN,

% Rﬁfrig@?a%r - 13- Floor Polishaer
2. Stove ‘A 14, Iron

3+ Vashing mactine o 15« Brogu '

L. Yrying machine | - 16. Rotisseric

5. Toaster ) | _ 17> Ico armﬁaév »
b Kottie o | ) 18.1Can opencr

7+ Toothbrush : o 19. Knife sharpener
8. Knife : ) . 20. Percolater

9. Hizer (Food) | 21. Disposal

s,a; Eijatz&er (Liqg:iiﬂisa:‘) ’ \ a2, Frying pan

11. Froaper ‘ : 23. Dishwasher

12; Vaguumeclooner » . oh, Bottie Yarmer
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FIGURE VIZ.1

MODEL OF CONSUMER SHOPPING BEHAVIOUR.
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CHAPTER VIII,

PRODUCT AND BRAND DIFFERENTIATION: A MODEL OF CONSUMER BEHAVIOUR.
A. PRODUCT AND BRAND STATUS:

in chapter ViI, a model, was developed,; of consumer shopping
behaviour in terms of the amount of time consumers spend

shopping before making a decision.

In this chapter, a second model of consumer shopping behaviour
will bé developed, This model classifies products by analysing
their stétus imparting qualities and the effect of this status
on the amount of timé consumers spend shopping before making

a decisione. In chapter V, it was shown_that'éertain products
connote status in the eyes of the consuner, and in the eyes of

the consumer's reference groups.

In chapter V, status was defined as the position of an indi-
vidual in the grestige system of the group, qrganization or
society’a1 In this cha’ptp.ri product or brand status réfers to
the position a product or brand occupies in the prestige system

of the group, organization or society@

Q067



A reference group was defined in chapter V as fany group

with which an individual iydentifies himsel f such that he
tends to use the group as a standard for self-evaluation and
as a source of his persbnai values and goals, The reference
group of the individual may‘include both memberships groups

and groups to which he aspifes to belong"za

In this chapter the model developed relates to the sgtatus
ofy, or ranking of, products by the consumer and his reference
groups, and the effect of this status on the amount of time

spent shopping before making a purchase decisions

From parts one and two of this study, it was seen that buying
is both pn individualistic and a socially conditioned activity.
Consumers are practically always influenced by what others

buy, especially those persons with whom they compare themselves

3

or use as reference groups.

In analyzing the effects of product status on purchasing
behaviour, a distinction must be made between status imparting

producte and status imparting brands.

In Cape Town, for ezample, fish is not consideved a status
imparting product)but Romanoff Caviar most certainly is a

status imparting brand of fish,



The major factor determining a produci’'s or brand's status
imparting quality and reference~group susceptibility ies its

conspicuousness.

"There are two aspects of conspigudusness in éhis particular
context that help determine reference-group infiuence.

First the article must be conspicuous in tﬁe 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 visible a product is,
if virtually everyone owns it, it is not conspicuous in the

gecond sense of the-word."a

An unpublisghed paper by Glock suggests an interesting method
of clasgifying products and brands based on status imparting
qualities and reference~group susceptibility. Figure VIII.1

is a modified example of Glock's classification system,

YAccording 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 VIII. 1.
Reference~grdup 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 respect to brand

R07
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and product (Brand + Product +) as in the upper right cell
or it may operate with respect to product but not brand

(Brand- Produci+) 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 time"s

Figure VIII,1 may also be viewed as a classification system

by status imparting qualitigs of products and brands-_ If a
product falls in the upper left cell (Brand+ Product -) thisg
means that tﬁe product iéself is conspicuous but widely owned,
and conseguently is not status imparting to the owner, The
brand of the product however is also conspicuous and due to

the clearly observable variety of makes available, the consumer
is able to digstinguish his status from that of his fellow
consumers by purchasing a brand of the product that is not

commonly owned.

A sgimilar asnalysis would apply to the upper right cell of
Figure VIII.1 in which the product and the brand have status
imparting qualities. - In this case the produc¢t is conspicuous

but not universally owned, and the variety of brands available
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further digtinguishes the status of the products.

The lqwéf left cell {Brand- éroduct+) iucludes those products
that are conspiéuous and not widely owned, coﬁseguently product
owvnership connutes‘statug. The variéty of brands available
 however is either limited or not clearly distinguishable and
consequently ownersghip of a particular brand does not itself

impart status.

The lower left cell (Brand- Product~) includes products
that are widely owned and for which brand differentiation is
minimal, For these products neither the brand nor the product

imparts status.

The grouping of products into‘any-one of the four celis is

not at this stage based on empirical evidence, Research in
the United States has indicated that cars, 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, Congequently the
categorization of products in Figure VIII.1 is based on

(1) generalizations derived from research into the nature of
the population; (2) on observations and past knowledge of

the market; (3) on an analysis of the nature of the product;



(L) on the degree of market saturation of the product and
(5) on the extent of available distinguishable brands of the

product.

Clothing for example iz one of the most gocially visible
of all products. ‘The fact that all people wear clothing
eliminates the status imparting gquality and reference group
influence of the product. The brand or type of clothing
worn, however, may vary in price, colour; style, etce and
consequehtiy the brand ownéd is clearly snsteptibléhétatus

differentiation,

The Coloured,fbr éxample}wiil probably determine the status

of a particular brand with reference to his own greup or a
group to which he aspires. Observation indicates that the
Colourgd\measurea the status of clothes largeiy by what the
white market wears and particularly by what the white‘ségment,
which he aspires to, wears. So, for example, certain Coloured
markets may use ;rofessioual men aé their reference group.
Others may use teenage hippies as their model while still

others may use the dress of film stars or entertziners as

their yardstiek for status.

/2
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B. - A MOEEL OF SHOPPING BEHAVIOUR:

The statement that status is a function of conspicucusness
can be expressed in the following way.

3

n

£ (C)
where

S = status

1

c ¢onspicuousness

Conspicuousness is however dependent on visibility, therefore
C=f (V)

where |

V = vigibility

Vigibhility however takes two forms., The product or brand is
vigible if it can be seen by others. It is also visible in
terms of its distinctiveness, i.e. the degree to which it can
be seen and distinguished from other prodiucts or brands of a
similar nature. This can be symbolically represented by‘
the function

C=£ (Vx D)
where

V = visibility

D = distinctiveness
From this it follows that

S= ¢ (VxD)
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It is further known that both products and brands of products

have status imparting qualities. Product status can be
represented by the function

PS £ (PV x PD)

wvhete

Ps Product status

ft

PV = Product visibility

PD

it

Product distinctiveness

The furiction for PS is multipiicative rather than additive.
This is because status can only exist if the product iz both
visible and distinctive. A zero value fof visibility or
distinctiveness would make PS equaf%%ero. - If £he funétion
was expressed in terms of the sum of the two variables then
PS could exist in spite of a iéro value for one of the

variables.

Brand status can be represented by the function

BS £ (BY % BD)

it

wvhere
BS = Brand status‘

BY

it

Brand visibility

BD Brand distinctiveness

i
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Praduct status and brand status can be combined under
aone headinig ¢alled Status of the total offering. This

can be represented by the function

STO = £ (BV x BD) +H(PV x PD)
L]
or

STO

|

. £ (BS &+ P8)
where

STO

#

Status of the total offering.

The hypothesis is that the function of the status of the

total offering (550) is expressed in the following form

510 = x1 x (BS + PS)
where

Ki = a constant ‘> ¢}
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The constant Ki in the equation SB = K, = (BS § PS) is
identical to the constant Ki'tn the equation 8B & (KiachVth
This constont is used fo explain these behavioural charae=
teristics of the population which are not included in the
model. As the pruiation in this study is homogetieous in
terms of afie, income, occupation, culture, social class and

family size, the constant K, is identical for both modelsg.

The model is designed to distinguish the relative amount
of time consumers spend shopping for any series of productss
By using a homogencous population, factors extraneous to

the model are held constant, for both parts of the model.



DI?

The variables ﬁV; B, PV anéd PD ars moasured on a @éaie:of
0.0 0 1.0 where 0.0 reprosents no visibility ond no distinctivoe
negs and 1.0 represents the grestest degros of visibility and

distinctivenvss o product or brand can achleve,

The function STO = K, x (B8 + P8} meonsz that those products

p
that have high brand status and high product status will also
have o high total statuss The reverse of this applios to
produets that have lov brand and iaw3praﬁmct atatun,. 1f we
use autotwbiles aﬁd bread ag a Rypothotical exemple, we can

conclude the following.

Automobiles are highly visible and conspicucus in that they
can bo seen by all, this means that the product vizibility
for automobile; (PVa) will be high, say 0.9. In addition
not everyone owns an automobile and conseguently they are
aistinetive, this moans that the product distimctivencss for
asutemobiles (Pha) will be high, lets soy 07+ From thiz we
conclude that the total product status of an automobile (PSa)

will aloo be highs In fact the PS for automobiles will He 0.63.
3 = (pv = PO}

PSa = K i x .63

Pia e K

P8a 8 B
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in addition to product statusm, automobiles algo have brand
status (BS). Braﬁd\stntua is measured by brand visibility
and‘branﬂ‘diatinﬁtivenéss. Pue to the large varietyvof
élearly ocheervable brands and models of automobiles it ie
rafe to conclude that the consumer can distinguish ona brand
from ansther, ond hence the brand visibility for automobiles
{BVa} is high, lets say 0.9, In addition the range and
vari¢ty of auntomvbiles enables consumers to distinguish
thoir brand from the brand of other consumers. A Rolls
Rcycg for example ¢an be and is clearly distinguished from
a Velkswagen in the minds of the consumer. The brand
distinctiveness for outomobiles (BDa) therefore is likely
to bo high, lets aayjﬁ;?‘ As in the case of proéuét statusy
brand stotus is derived by multiplying brand visibility by
brand distinctiveness. This gives a value for BS of 0.63.
BSa = K, = {BY x BD)

1

B8p = K, 2 (0.9 x 0.7)

|
DEn = K’. = 6063

In oprder to derive tho total status of an automobile (870)
the values for (PS) and (BS) are added.

5TOn = K; x (PE + 8S)

ST0n < xi % (0,63 + 0,63)

‘ b4 'iwzﬁ

S?Qa & 81



4 similar procedure ¢an be used to dovelop a value for the
totnl stotus of Dread, {(STOb)e In this case the values in
the function'
ST0b = K! ZBPV x PD) « (BY x BD)rl
would be very much lover. If we aspume the followingt
FYbh = Q.2
PDﬁ & Q2
BYhL = (.2
BOb = 0.2
then the totsl status of bread has a value of 0.08
S70b = K, x((l’\" x PB) « (BV x BD)I
STOb & K, x((0.2 x 0.2) + (0.2 x 0.2)3
STOb = K, ¥ (0.04 + 0,04)

STOb = K, x 0.08

3
In order to make the values STOa = 1.26, and STOb = 0.08
meaningful, it is necesesary to relate thom. This 1s done by
viawing thom on s gontinuuvm w@ﬁh;values ranging from O to 2,
where 2 would be the maximum value thant could be dorived from

the funetion ST0 = f[SPV £ PD) ¢+« (BV x BD)H In order howover

to standardizo the measuring precedures in this study it is
degirable fo measure all values on a continuem with a range

of G.0 to 1,0, This meons that (he fun¢tion STO = Ki :L{PV x PD)
¢ (BY 2= BD) (will have to be divided by 2.

ST = § K, wa x PD + (BV x BD)/}
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This would now mean that STC automobiles = 1;"’ and 510 bread = 94?29-8—

or S5T0O automobiles = 0.63 and STO bread = 0;04.

The %two values can now be related on a continuum with a range
.

0f 0.0 t0o 1.0 where 040 represents very low status and 1.0

very high status,
Rélaiionship of 570 between Various Product

Low 8T0 . _ - , o L . High STO
i [ B
0 0,0k bread ‘ . 0.+56 automobiles 1.0

In chapter VII a model was developed which described those
variables that influenced the amount of time T consumer spent
shopping before making a decision. The model was developed
in terms of consuuer éhopping behaviour SB whee 5B and T wexre

synonymous.

In order to relate the two models
SB#(KixPxDxH)

given Pt>0 and 1A >0
and

S0 = K, x (BS + PS)

it is necessary to express the second model in terms of

shopping behaviour SB,
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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 SB. Put in another
way, shopping behaviour is a function of status.

SB = K1 z (870) ~

This function can be explained in the following way. High
statns products or brands are more important to tonsumers than
lJow status products or brands, Furthermore high status products
or brands are genérally more expensive, less intensively
distributed and relatively more heterogeneous than low status

preducts and brands.

As a result of these factors, consumers are likely to spend

more time shépping for hiéh status products and brands than

for low status products and brands. It is hypothesised that

this relationship between shopping behaviour (SB) and-Status (STO)7

is functional in nature and therefore the function -
STO = K, x (BS + PS)

can be expressed as
SB = K, x (Bs + PS)

This function is represented in the form of a diagrammatic

model in Figure VIII.Z2. Figure VIII.3 and Figure VIII.4

are representations of the model for automobiles and bread

respectively.
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CHAPTER IX.

INTEGRATED MODEL OF SHOFPING BEHAVIOUR.

'.

As INTEGRATED MODEL?

This study has now rea_ched-th:e point at which two px?imary
models have boen developed, Both models seck to cxplain
shopping behaviour 5B in terms of time ’r. The first mdd_e‘i
éxpmins 88 in xt’érms. of ia_rice Py distribution D mﬁd'hnmogeneity
of available competing products H.  This model ié ‘represented

by tho function |

58 = (3:1- V:z<i>-x D x H)

given Pty 0 and 1>/ A> o
The vsteima& model éx‘;‘ai‘afima ‘5}3 in terms of the status imparting
avalities of products and, brands of products. 'Il'his model is
represented by the function

| 5B = 3} K"Ei((—w x PD) + (BV 2 m:s)]

or o

8B = g K, = (PS5 g BS)
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It is now necessary td combine these two models in order
to dnE§yo on ovorall meagure of shoppihg behaviour in terms
of timn;a The combined model can be expressed by the function

,«/
5D e (Ki'x PxDxH) +} K, = (PS + DE)

given Pt> 0 and 1240
This model is qiagrammatically represented in figure IX.1.

In order to increase the viability of this model it is

\\ necassary to categorize the variables in some meaningful fashion.

In this stué;,;m

ategorization is bYased on the exogenous and
—~ —
endogenous naturs of the vnriableﬁ.\

N kxogenous variables are here dofined as thoso varisbles over

~

which the consumer has 1{ttle or no immediate influence. \\\

o—/l

Theoy are variables established by the market and hence ore
externai o the consumer’s decision making process. In this
model the variables contained inn the function

58 = (Ki x P x'D x H) given Pt >0 and 12A_>0 are oll exogenous

variaobles.( The reasoning dbechind this, is that the price of

N
products, thelsr dietribution, snd the number or range of
available competing products are determined by the manufactuégrs.

vholesalors and retailers. )
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This statement does not contradict the ganerall& accepted
marketing theory of the consumer initiating all action in the
market piace. In this case the model seeks to explain
shcppiﬁg behaviour over a specified period of time, a period
go limited am to preclude the pogsibility of the consumer
generating any significant changes in the price distribution
and availability of competing products. This fact does not
decrease the viability of the model,it merely states that
shbpping behaviour as expressed in time can only be measured
over a specific period in time for a specific sample of

CONSUMSrs.

The variables consumer predisposition to purchase(Pt)and
consumer awareness(AYof price @a distribution(p)and homo-
geneity of available competing products(ﬂ)would net normaliiy
be considereduexOQenous variables ae they involve an internal
decision making process on the part of the consumers \_In
this Qodel however shopping behaviour is subject to predig-
position being positive and consequently this variable
(predisposition) will not be analysed but will be accepted

N\

as either positive or negative.

The variables contained in the function SB:K*(PVxPD)+(BDxBV)
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are all labled endogenous variables, (:; endogenous variable
is here defined as a variable over which the consumer can and
do¢s exercise some comtrol. In other words, the status
imparting attributes of products and brands of products are
dependent on the cohsumers motivations, cognitions and
learning. In this respect, the consumers perception of
himself and his relationship with his reference groups will

~
determine the way he perceives the status 6f a product or brandQ}
(?t Bay be-grgued that the consumer is an integral part of

society and has little effect on the way society views or

ranks him. His perception of the status imparting attridbutes
of a product or brand are not only an individual perception
but a group perception over which he has little or no cnntrQI;\
If this is the case, then the variables in the function

5B = K@,x (PVY x PD) are partly exogenous i.e, not controlled

by the individual but the group.

The fallacy of this reasoning however is apparent when ﬁné
realizes that(%onsumer behaviour, while not being an individual
activity, is ne&ertheless greatly influen¢ed by the congumer's
‘intérnal drives. To this extent then, the way a consumer
perceives the‘staius of a product or brand is endogenous as
well as exogeno§§3>but for the purpose of this model will be

viewed as endogenous,



B. ADDITIONAL METHODS OF CLASSIFYING PRODUCTS:

The ﬁédél_devéloped.in this study is baged igrgely'dn<%wb
meth&ds of classifying products viz b& their status

imparting atteributes and by their grouping into convendence

shopping or specialty goodsyj. The fqnction |

SB ﬁ(Ki % ? = D x H) given Pt 0 and 1Z2A> 0 is based largely
-~ on the thesry that'goads can be classified into convenience
-shoppihé and S§ecia1ty goods depending on their price,

distribution and on the homogeneity of cempeting products.

In this‘égctiang four other methods of clagsifving prbducts
will be analysed. Thesé mathods of clagsification while hot
specifically labled as such in. the model, are neverthelass
part of the model in that the two primary functions encompass

the four additional ¢lassification methods.

1. Longevity. .

(frodncts may be classified in terms of their longevity and
hence frequency of purchaée. ~ Most products fall inte one of
three groupings, viz,'conaumgk non-durables, shelf products

and consumer durablesg\

23/



(i Congumer non-durables such as bread, milk, cigarettes are
bpnsumed in a short period of timevand‘are frequentiyvpurchasedq
In ;erms(qf_the two primary models, it is hypothesised that
consumer nonedurablgs will have a low price and an intensive
distribution, Furthermore the range 6f competing products
will be relatively homogeneous and consequently consumer nonw
dnra?h‘-les will be eom[?nience goods with little or no status
imparting attributes, /
VR ,

Shelf products ¢.ge alcohol, cosmetics, pharméceuticals,

karé genefaily consumed over‘a period of time -.as much és

a years These products are called shelf producte because

in-spite of the fact that they can be consumed rapidly they

are nevertheless generally purchased and shelved by the

consumer for.‘pres’ent and futpré consumpticn, These products

have a higher price and are less. intensively distributed than

consumner non«durables, Furthermore they form ﬁart of a wide

range of hetrogeneous competing and substitute productsé)

/AShelf products have more status imparting attributes thah do
consumer non—d&rables. Tﬁey are not convenience or shopping
goods but a mixture of the two depending on the nature of the

consumer.
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i Consumer durables ege apbliances, automobiles and clothes

\ ars intended to last for at least one year and often for
as many as ten yéa;s. These products are not fregquently
purchased, and consumers devote more time and effort to
their purchase than te the purchase of non-durables orA
shelf products. Durables are expensive and selectively
distributeds Competing, or substitute products, can be
differentiated and branding is less important for these
products than for non-durables or shel f products. *Conéumer
durables are generally shopping goodsghr specialty goods,
they are highly suscgptible to status, and generally have

more status imparting attributes than non-durables or shelf

products, /

From the above classification, it can be geen that the model
developed in this study provides for an analysis of products

in terms of their longevity and fréquency of purchase.
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2« Price:

(\A further method of classifying products is by price. The
.concept of price howe#er is so relative as to make it meaninge
less unless 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 sﬁite of the
relative nature of price, there is a relationship between a
geries of prices for any homogeneous group of consumersz., In
other words, bread haz a lower price than whisky and whisky is
cheaper than an automobile regardless of the nature of the
consumer. This statement does not imply that the relation-
ship betweeﬁ the utility of a series of products in terms of
price will be the same for all consumers. The statement
does however imply tha{vfor a known and relatively homogeneous
market there is a relationship between a grdup of products and
their pricég_ This relationship can be viewed on a price
continuum of 1 to 5, where 1 is a very low price, and 5 is a

very high price.

) o

& ) £
x U] ot =
Q o M e
-t ba E [+ E-

o =) S0 ®
0 ) Q) & o
& ol 2 T e =] by o=t
@ <] C S o (Ol
-~ —t £ o ] P 2




In terms of the above analysis, it iz hypothesised that
{products with a cheap price will have 'a shorter life, will
£Be‘more intensively distrib&ted. and will be“moré‘hbﬁogéﬁebus
than products with a high price. | ) .

—

in other words products with a low price are more likely to
be convenience goods than shopping or specialty goods and
less likely to have status imparting qualities than products

with a highAprice.

3. Need Hierarchy:

Iq chaptér two it was_seen thaé man has a reasonably well
éefineﬂ need hiérarchy. According te ﬁaslow all hﬁmén
behaviour is directed toward the satisfaction of a hierarchy
ofkneeds. These needs in order of ascendency are?
| éhysiological and safety
Social a
Ego1

Self-ful fillment?

This need hierarchy is a further basis for produit classifi-

cation. Products may be grouped in terme of their ncedw
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satisfying attributes. So, for example, bread or milk can

be vieved as products that satisfy man's physical needs.

Classification in terms of mnn's‘needs however is extremely
complex if not impossible. 'HOst products satisfy a wide
variety of needs, many of which are not even known to the
consumera } Even a simple product like bread satisfies more
than just physical needs. According to Dichter, "Relatively
l1ittle bread has been baked at home in the last generation or
so yet most of us still have a mysterious nostalgic feeling
about the aroma of bread."2 The baking of bread is an almogt
religeous ceremony in some cultures. Furthermore bread pro=-
vides sensory gatisfaction, individuality, family associations,

home made connotations and status to its consumers.3

Clothing is another exanmple of a product purchased to satisfy
a physical need namely protection from the elements. Clothing
i5, however, also purchaéed to zatisfy social needs that is

the needs of 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 théy vear, and the phrase "no self respecting

persons would be seen dead in that!" indicates that clothes do



232

satisfy cgo and self esteem needs.

In the case of automobiles the need satisfying attributes
of the product aro even more coﬁplex and more numerous than
in the case of clothes. In chépter two the need satigfying

attributes of an automobile were described in detail.

In spite of the difficulty of categorising products in terms
of their need satisfyin§ attributes, it iz possible to suggést

a tentative hypothesis that relates man’s needs to the model.
e

It iz hypothesised that for products that satisfy primarily
lower level needs the life of the product will be shorter,

the price cheaper, the distribution more .intensive and the
nature of competing products more homogeneous than for products
that satisfy primarily higher level needs. In other words K
products that satisfy lo§er level needs are likely to be \
convenience goods while products that satisfy highef level |

needs are likely to be shopping eor Epecialty goodsa
. - )

e

/Furthermore products that satisfy lower level needs will have

fewer status imparting attributes than producte which satisfy

higher level needs.

If the above hypothesis‘is valid, then the time T spent

shopping for a product which is expected to satisfy higher



tevel needs will be greater than the time T spent shopping for

a product intended to satisfy lower level needs.

Products may also be classifiedvin terms of\fhe parceived
amount of risk inveolved in their purchase. A;In chapter two
it was stated that "consumer buying involves risk in the
sense that any action of the ¢onsumer will product conse-
quences‘&hich he cannot Anticibaté with great tertainty.
Some of these conséquenceé may bé most unpleasant and tone

sequently consumers are motivated to reduce the risk of

unpleasant resulis when purchasing a product"&‘

" The problems in categorising products in terms of psrceived
risk are similar to the problems encountered in eategorising
products in terms of price. A high risk purchase for a
Bantu is not the sa@a 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, The

~relationship between a series of products measured in terms

of risk can be viewed on a continuum of 1 to 5 where 1
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represents products with a very low risk and 5 products

with a8 very high risk,
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It is hypothesised that the purchase of all products by sll
conguners involves some degree of risk taking, and hence the
continuun 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

237



greater the probability of the product being a conveniernce

as epposed to a shopping or specialty,good.

It is immediately obvious that there are significant exceptions
to the aboves In the case of drugs for éxémple, distribution

is intense but ﬁevertheless the perceived riskvin purchase may
be high. It is therefore suggested that in thevpase of products
invoelving health and safeiy risk will be perceived as being‘

high regardless of the price; distribution, l¢fe or status of

the product.

From the above analysis of four additional ways of classifying
products, it c¢an ﬁe obser#e& tha£ the model proposed in this
study while not sp;cifically reférrihg to such things'és

risk réduction'or need hierarchﬁ does proiﬁde room for the‘
inclusion of these factors in the final inferbretation of

the model.
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€. THE MODEL AND THE ENVIRONMENT:

| dwne Two 7
In parts gpne and twpd of this study, it was stated that
consumer behaviour is a compiex pheﬁqmenon in which a sariés
of individual factors n&mel& motivations; cognitions and
learning interact with the cultural, social, political,
religeods, family'and economié iifé of the consumer. An
understanding of consumer behaviour requires-an appreciation
0of the interrelationships beéween these faétorsa

e,
The model deoveloped in part three of this study is an attempt

to isolate those factors most critical in determining the

am@unt of time consumeré spend shoppings = In order to render
the médel more viable it is now #eCessary to consider some of
the other interrelated factofs that influence shopping behaviour.
These factors will form the framework within which the model

muet be viewed. These factors help explain variations in the
model. They do not, however, bear a direct relationghip

to the model.

Six "framewvork factors" are considered most critical to a final
interpretation of the model. These six "framework factors’

ares
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1) Income

2)  Social class

3)  Océupation ' : ‘
&) Education

5) Familism

6) Culture

Income?
TSSO

Congsumer 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 poors
The fact that the rich can more afford an unwise purchase than
the poor, does not necessarily mean that they will spend less

time shopping than the poor.

The difference between the shopping behaviour of various income

groups becomes even more vague when not viewed at the extrenes.
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For example, it cannot be assumed that o family with an
income of RB,000 per year will spend more time shopping

than a family with an income of R12,000 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 reiationship can

be assumed between inceme and shopping behaviour.

Social Class:

In Chapter IV, it was stated that the existance of a class
structure is to be found in every country of the world.

"In a sense some very real distinctions exist in the buying
behaviour of different social c@assea"é Social class
influences shopping behaviour in two 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 values;7
Consumeré strive to maintain congruence between their perceived
values, goals and roles and -their behaviour. This striving
for congruence and cognitive consonance affects consumers

shopping behaviour, What the precise affect of social class

is on shopping behaviour is unknown.
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- In terms of the model, it is necessary to appreciate the
importance of social class on shopping behaviour, and as in
the case of incdme, this is best done when interpreting the

model.

Occupations

As in the cése=of social élass, society expects conéumers
of a particu;ar écéupétioﬁ gréup td 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 ¢ould be argued that occupation, income and education

are the most important criteria causing pedple to form a
social clasa.a And for this reason the former three
factors should not be considered individually but as pért
of social class. In terms of the model however, it is

felt that ctombining these factors under the heading social
¢lass will detract from the'signifiCaﬁCQ of the final interu

pretation of the model.
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For example there is a sgignificant difference in the behaviour
of an English doctor from an Afrikaans doctdr, or from a'
weélthy doctor to a poor'doctcr, and if occupation Gas lumped
together as part of social class, the effect of these diffe-

rences on shopping behaviour might be lost.

Education:

L.ike occupation, education is generally viewed as being one
of the criteria of social class.. In this study and for

purposes of interpretation of the model, education will be
N

viewed as a seperate factor influencing shopping behaviqgg%

In order to appreciate and understand the difference between
say an MA economics who runs a consulting firm and an MA
econqmics who teaches at a university it is necessary to

view education in termé of occupation income and social class.

~

At thiz stage it iz hypothesised that there is no direct

\
correlation between education and shopping behaviour but
that some relationship does 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

¢85
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training. On the other hand, it could be also stated that
because the engineer has a greater knowledgse about the
functioning of an appliance he will spend more time shopping
than an uninformed consumer. Intuitive statements like this
can be more rationally understood through an interpretation |

of the model.

Family Influence52~

"Family influences account for a greai deal of spending
especially in the leisure time field; and family habits
influence bBoth the present and the future purchasing be-
haviour of its members. As an important unit of szpending,
the family and its changing patterms of living influence the

total market',’

In the case of shopping behaviour, family influences are
expected to be particuléfly significant. The phenomenon
of joint family shopping, aﬁd decigion making will vitally
affect the amount of time consumers spend shoppings This
phenomenon is closely related to family income, education

and occupation,. In other words there is a relationship
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between joint shopping behaviour and sociai class. The
degree of joint shopping behaviour is also largely determined
by the nature and status of the product. Produets used by
the vhole family, e.g. antomobiles and hi-fidelity cgets
frequently involve a joint decision in which the husband,

5
wife and children participate;
A further factor influencing the amount of time a family
unit may spend shopping, is the c¢closing hour of the sﬁores.
In tﬁe U.S;. for éxample, more time is spent shopping for
food because supermarkets are open after office hours, and
as a result both husb;nd{and wife may shop together, This
is not the case in Souﬁh Afriéa where generally only the

wife shops for food.

In interpreting the model therefore it must be bBorne in mind
that the amount of time T that consumers spend shopping is

influenced b? the nature of family shopping.

Cul ture:

"Culture like social class is another social aggregation or

10

collectivityl, The effects of culture on shopping behaviour

were discussed in detail in Chapter IV, It must be stressed
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however ihét the effects of culture are reiatively long
lasting, and accul turation is a slow process so that mainiy
intermarket differences in culture are relevant rather than

a change in the ¢ulture of given consumers.11

Culture exerts a major influence on individual values,

goals and perception, and as such culture influences consumsr
shopping behaviour. ‘ |
In a hetercgeneous country like South Africa ?here four

major culture « White, Coloured, Bantu and‘Aéiakic, and
hundreds of minor cultures - English, Afrikaans, iewiéh etes
exist side by side there are marginal transaction areas which
have the values of several culiures. The values in these -
marginal areas become so0 infused that people in these areas

have different shopping behaviour habits frowm any of the

basic cultures.

As stated previously. an undersianding and rational inters
pretation of the model must involve an appreciation of the
six framework factors of income; soc¢ial class, occupation,
family, sducation and culture. . These factors form the

environment in which the model becomes operative.
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These factors do not bear a functional relationship to the
model and hence are represented in Figure IX.2 as framework

factors influencing the model.
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CHAPTER X.
TRESTING THE MODEL: PRODUCT SELRCTION.,

In chapters VI;, vz;; éné ;X, a model of consumer shopping
behaviqur war &eéeloped. Iniurﬁet‘té empirically test this
moéei; four products will be sgleﬁte& for analysis. In |
chapteé Vx:_a‘ligt 5} 2L olectrical household appliances was
doveloped.  From this list, four products will be selected
fox analysis- In order to éelact thoee pruducﬁs; it ia"
necassary to élnssity all the appliance; in termn‘df their
status imparﬁing qualigias andg in torne uf‘their»shopping‘

behaviour attributes.

Thé status clgssisication in accomplished in teorms of
Figure VII,1 in chapter VII where products and branéds are
'ciaasiﬁiéd ;n terns of tﬁeir status imparting qﬁalitiesa
In other words, appliances ¢an be classified as product +

brand +; product - brand +; product + brand =; product -

brand « products. Figure X.1 is an hypothetical clossification

of the 24 appliances in terms of status attributes. In the

case 6f refrigerators, and air conditionors however, research
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conducted in the USA has indicated that air conditieners are

product + and brand - products, while refrigerators are

produet - brand s productsai

In terms of Qhé?ping behaviour attributes, the appiiange§~ara
hypothetically categorizged into convenience, shopping or

specialty goode. Tigure X,1 is a matrix of this classification.

In order to select four products with divergent attribuies,
4t §5 necesmary to combine Figure X.1 and Tablie Xei so that
a compomite picture of appﬁiéncaa can be obtained. Pigura

X:2 iy tho combined nmatriz.

All appliances in Figure X.2 are 1listed in the matrig, Their
clagsification is hyﬁothetical and relative j.e. products are
¢laasified in relation to each other. The criteria used for

eclaceification wvas described in dotail in chaptere VII and VIII.

By definition n product with no brand or prsduct sﬁatus‘canuat
be a shopping goaé.or‘a specialty item. These two cells are

therefore bBlonked out.

Dy ﬁgfinition a convenience gobd,cannot provide product atatus,
imparting guanlities. These tvo cells have therefore boeen

bianked outs
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By definition a specialty good cannot include products that
have no product status imparting qualities. This cell is

therafore blanked out,:

From the h&pctheiical clasgification in Figure X.2 it is
saen that mﬁﬁt.applianee$ h&ve product but no brand statusy
and that most appliﬂncés‘areWeitber shopping or Bﬁéﬁi&lﬁ?'
geods. N&ne‘@f‘tha 24 products appear to fall iﬁ%@ the
taiegary specialty goods with both brand and product stétﬁé

imparting gualities.

The following four products have been selected from this
matrix for further empirical study.
Refrigeragor
Washing machine
. Toaster

Coffec Percolator

Bach of these products fall into a different cell of the
matrixe. With the exception of product -~ brand + convenience
and shopping goods, the four products represent all of theé

difforent colls in the matrix.
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" Furtheimore each of the appliances have a wide varioty of
attributes, some the same, some similar and some uniquo.
Iri torms of the South African environment, thesé products

are hyputhesisea t6 have the following attributese

(A) Refrigerators:

A réfrigeratar*is & high cost item owned by practically all

family unitse Market satﬁration‘is therofore hﬁgh but not

yet completes  Furthermore for many families refrigerator
ownership is ralatively new, and its innovativeness te the

family unit is étiix high. A raefrigerator hog Eiﬁﬁ viéi&

bility viseh-vis ﬁast othér‘appliaﬁeea. It is 1likely to ba '
noticed and commented upon by friends. These fattors make

& refrigerator a high status producdt.

’nranding amongst refrigorators is strong. The ﬁ@rd fripidaire
han become a generic word amongst large sogments of the population.
14 is also hybothesiseé that brand knowledge for this jtom will

be sffbnger than for most other houschold applisnces. For these
reagons then a rbfrigerntar is egpeétad fe have bfénd status

as vell as product status, -

Refrigerators are selectively distributed én wost appliance,

furniture, department and discount ztoras. They are not vot



intensively distributed through outlets othor thén»the:&béﬁ@o
At a casual glance most refrigerators appear to Look similar,
Corigumers however, through tﬁeir shopping efforts, are aoble
to determing the ﬂ}fferent product ibatu?esfof refrigerators
‘andyeonﬁaguenizy, in ghc eyes af the consumer, aQailaﬁxe

céﬁpatiﬁg brénds’are~aot humégéneoﬁs.

{B) ﬂéahinv'ﬁaehinei

4 washing wachine is a high.coﬁt item not yet owned by all
family unite. HMarket maiuraiion is not complete, As with
a réfrigeraicr, but to ank§ven greater‘exﬁent, thaeé famil fen
that own washing wmachines are géneruliy~mare innovaetive than
families without wagshing machinesav ‘The fact that'a washing
machine is considered a non esseﬁtial item by many families
pives even greater status to owners of this product,. Vhile
the vigibility of 2 washihg machine is not as great as the
visibility of a refrigerator = weshing machines are freguently
kept in a iaundronf behind a curtain in the bathroom ~
neverthalésé the limited ovnerghip of this product makes £t
distinetive. Purchase of this product is likely to be

comtunicated to friend and neighbours more rapidly than the
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purchase of many other appliances., All these factors make
a washing machine a high status product in the eyes 6f the

consumatts -

In spite of limitedlbwnership ﬁf'wmahing:machinaa; and their
re!aéi&e newness to the consunmer, it is nypbthésiaé& tﬁét
ﬁrﬁﬂé knﬁwtéﬁﬁe anéldisériminationvwill be high, Furthornors
the high product status of thie product will foster and iampart
brand status, For thesé reasons it is hypothesised that
*washiné wachines éiil have high product status and a lewor

brand status.

Like refrigerators, washing machines are selectively distributed
in epplionce dopartments and discount stores. Distribution

is however likely to be less intense fbr'washing~ma§h£neﬁ than
for refyigerators. Furthermare»éhére,aéa fQWé?'brﬁﬁdﬁ and
varieties on the market, and to many families, partieularly

the husband, washing machines are more homogeneous than

refrigerators.
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(€} Zoasterst

Toasters are a relatively low cost appliance with extensive
ownarﬁhiy and highvmatket saturation. They are more sxtens
sively distributed than most other appliances. They are
found in appliance, discount, department, grocery, furniture and
supermarkét stores. Consegquently toasters fall into the
catagory of convenience goods. In gpite ef their vieibility
it is difficult to discriminate one from another. They are
frequently sold in outlets that carry a wide range of other
products ©.ge supermarkets, and hence have lost some of their
appeal as appliances. Their electricﬁl simplicity further
reduces their product status. These factors reduce the

status of the toaszter in the eyves of the consunar.

1t is hypothesized that consumers are not partiecularly brand
conscious nor are they particularly cognisant of the numerous
brands available, or the advantages of the various brandss

The distinctiveness of a toaster is limited; in fact the brand

may not even be vigible.

For these reascons a toaster ie classified as having no

product or brand status.
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(B)“‘ggffeg»ngéolatgfz

aAFEﬂff§e~pE?epiatorfis a low cont item,«¢amparéa 0 a -
refrigerator Or washing machine. - In qgitewof‘ihis@ OUNETs
ahip ir iimited and the market ig far from being saturateﬁe

it cani& bo. reasonad that this ts unasual %aking into accaunt

" the amount of caffee dfuﬂk by the market. it is‘hawéver hypo=
thes;ssﬂ that consumers are not as familiar with this product
as they are with thn threa ather\appliances and furthermors
their expectation of the utility dorived from this product

in low, ‘tﬁis means that in terms of utility this $8 o high
‘pricod product to the consumer.  Ownership of thig product
will %herefbreAimpatt status. Theo prﬁdﬁét itself is most
vigible in that 1t may be used when tﬁe iﬁmiiy‘i$<eﬂtetﬁa;ning
guests, it thereforesserves a social funetion and will result
'in aomment baing made by frieﬁdsg Ownership of the product
inéicatéS‘imaﬁ?ati¢eness‘anﬂ&oﬁihion<iéﬁ&e?ﬁhip f&rthef factors

connoting status. .

The nownesge of the product and the fact that it has not boan
on the market as long as the three other appliances under
consideration wiil limit the amount of brand awareness on the

part of the consumer, The distinctiveness and vieibility of
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the brand iz low, and ownership of one brand as ¢pposed to
another will not impart much status to the owners, For
thepe reasons a coffee percolator will have high product

status and low bDraond ztatus.

In spite.uf the fnct that a coffee percula%of is = shoppiﬂg,\;;
good, it is lesslintensively distributed than a refrigerator,
washing machine or toaster. This is Iafgezy due te tha'new—.
néés of the pro&uct, to the limited number of brands available
and te thevreiativaiy low demand and lov perceived uiility of

the products:

In order to gein an even clearer understanding of the nature
of the four products,; the following findings by American

writers are uscful.

Aaeording to Dichter, appliances ﬁave 8 definite masculineg
cénéﬁtaiiangg' In medieval ﬂayslmuah of the heavy work in
the hausévwaa done by the man. In many cases theo man 4id
the heavy scrubbing and washing and was gonerally expectoed

to help the woman with heavy houschold ch@féﬁgs

Modern home appliances are really a substitute for the

man vho used te do the heavy wcfk“,& The man in today's



society has relinquished his jobs to the machines "Therefore
the washing machine, the freezer or the dishwasher is a

representative of the nan who pays for thamﬂs

Woman generally éxpect appliances to be as fully aulomatic

ag possible, and they tend to ssek appliances that have ag

maﬂy»gadgets.as'pﬁséibie;in order to redice thei?vhﬁnaiing-v-

of any part of the chore.

Vomen algo resent the fact that appliances tend to break
downn £rom time to time. In vrder to compensate for thiam,
housewives sometimes minimize the use and importance bf the

appliance.

Mhen buying electriecal appliances peoplo actually ask to
nake sure that they are getting the latest in ingenuitys
This boeeomes a very important aspect in highlighting the

importance 5f a given brand.

Washing machines and other eleéectrical applisnces follow &
social hierarchy; there ate Cadillecs among elecirical

appliances as well as everyday pedestrian machineﬁgﬂﬁ

Appliance also enables the housewife to zatisfy her desire

of being effecient, clean, and family conscisus. They allow
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her to satisdy this need by doing more jobs move rapidly and

effeciontiy.

Whether Dichter's findings that appliances are a substitute
for the man?ﬁ-hoﬂéeﬁaid role is valid in Seuth Africa i#-,
guestionable, '!t could Ee‘aigéeﬂ that far the majﬁriiy.
bf[ﬁhiteg in South Africa, the man has never been associated
with housechold chofes due to the availability of cheap none
white domestie help. From an anthfogélagiéai point of view
however, the Whites in South Africa are descended from the
Judos Christian éuituré and as such caﬁﬂét be distinguiﬁkéﬁ

f‘z‘:"@m the avérage Buropeasn oOr American.

263



FIGURE X.1
| CLASSIFICATION OF APPLIANCE IN TERMS OF STATUS.
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TABLE X.1
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CLASSIFICATION OF APPLIANCES IN TERME OF SHOPPING DEHAVIOUR.
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Product Categorization by Shopping Behaviour and Status
Differentiation of Household Appliances.
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CHAPTER XI.

TESTING THE MODELt~ THE SAMPLE, THE QUESTIONNAIRE AND THE
INTERVIEWING METHOD.

A. INTRODUCTION:
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The major objective of the study is to determine whether the function

SB = (K, x PxDx H) +%Kix(.l;s+BS)
given Pt>0 and 13 A7 0
does in fact determine the amount of time T consumers spend

on shopping behaviour éB.

In 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 tompletely achieved, it is possible

to limit the effect of factors outside the model to a minimum,

In tormzs of the model, it is hypothesised that the six frame~
work factors described in chapter IX are the ones most likely

to influence the outcome of the gtudya .

These factors namely income, occupation, social class; familism,
culture and education, are therefore the factorsz that need to

be controlied in order to test the model.
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It can be argued that these factors have such a wide and .
pervasive influence on consumer behaviour that thay ean
never be effectivély contrelled or held constants While
this cannot be refuted, it is nevertheless possible to limit
the effect of the fromework factors on thé“functiﬁn

S8 = (K, x P x D z H) « % K, * (Ps + BS)

givén Pt>0 and 12 A>0 | i
Thié can be atcomplished by the careful selection of an
homogenaous sample Qhere regpondents are selected by virtue

of the fact that they have a similar background. A sample of

this nature then is not and should not be random.

The use of a controlled and relafivély homogeneous sample
does not negate the purpose of this study, for if the re-
spondents are all of the same background then it could be
hypothesised that their hehaviour or ihe amount of time T
spent on shopping behaviour SB would also be constant and

homogencous.

Thie may very well be the case, but this in no way affects
the véiidity of the study. <The model &evelbped in this
study seeks to determine the amount of time T consumers
apend shopping for products and not the effeet of their

cul ture or income on their shopping behaviour §B, This
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does not mean that the framework factors do not influence
shopping behaviour, for they undoubtedly do, it means however
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 amount . of- time
ig in terms of the model directly related to the variables of

the model.

A homogeneous model will therefore indicate the reliationship
betweenfthe amount of time consumerg spond chopping and the
nature of the product. This relationshiyp tﬁen is diractiy
related to the nature of the product in terms of éts price,

distribution, homogeneity, product status and brand status.

For example, the results of the sﬁudy‘mighf indicate that the
sample viewes a refrigerator as having higher brand and pro=
duct status than a washing machine, and furthermore a refrige-
rator may be viewed as being more expensive, less intensively
distributed and more hetrogencous than a washing machine, 1In
terns of the nodel, then_canSUmers should spend more time T

on shopping for & refrigerator than for a washing machine,

Furthermore once the results of the study are analysed, thay
can then be related to the six framework factors, and the

effect of these factors on the findings.

270



2%/

B. THEZ POPULATION:

The population from which the samplévwill be éeiéctéﬂ is the
Jewish population of Cape Town. bwTher@ ara;nuﬁéroug ronsons
for the seloction of this population not the least of which

is @hefintimate knawledge the writer has afithis‘ponulation,

ite origine, background, culture, location and behaviour.

& further factor in the selection of this population iz the
rolatively detniled and savailable sntatietics on the popula=
tion. Ho other sogment of the counntry’s papulatian.is s
well dafined ar the Jewish population. fartheypore tho
identity of this population is strong and cohesive‘with’

concentrations in limited and defined aroas.

The fact that the Jews are a minority group with a well de-
veloped religious belief immediptely sets them apart as a
distinet sub-cul turc. Assimilation and inter-mariage have

et appreciably diluted the choaracter of the Jeés;

In terms of thoe broadest framework factor culture the Jows
are probebly the most homogeneous of all White subecultures

in South Africs.

Py
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Avaiiab;e‘statistics on the Jewigh population, its location,
and ite affiliation to Synagogues are available. fndication
of income levéls. education, occupation an& size of family
have been derived from various sources. - Assistance by
Naiiénai and locel Jewish organizations has enabled the writer
to delebp’a rolatively homogeneous samples

The 1960 census 1ists 114,501 Jewish souls in South Afrieagl

This figure had, it is estimated, risen to 118,000 by 1968, %
Of the total mumber of Jews in South Afriea in 1960, 73,054
wers in the Transvaal, 32,104 in the Cape, 6,189 in Naotal and

3,157 in the Orange Pree States

"Roughly half of South African Jews live in Johannesburg

(57,707 ) then the figures for the East Rand (6,110),

West Rand (2,510); Protoria (3,576) and Vereeniging «

Vanderbyl Parl - Nigel (861) are addgd,'ﬁﬂ% of South Afriéa's
Jews tive in the Ranﬂls Pretoria complex. Cape Town and the
Peninsula (23,866) account for another 20%. The remaining

80% is spread over the fest of the country, from sﬁbstantial
Jewish communities in Durban (5,231), Port Elizabeth - Uitenhage
{2,811), Bloemfontoin and districts (1,347) fo smailer commungs
ties ranging from a fow hundred Jews to a handful of Jewish

families in the rural towns"?



The present European population of Cape Town and its suburbs is
estimated to be 335,000, 0f this total European population,
7% or approximately 26,000 are Jewish. The total number

of Jewish families in Cape Town is only 5,000;& The two
masor concentrat%ons of Jewish families afe in the Sea Point

area and the Southern Suburbs particularly Ronidebosch, Clare-

mont, Wynberg, Kenilworth, Newlands, dbserVatory and Mowbray.

It is estimated that over 90% of all Jewish families belong

to on¢ of the 11 major synagogues in Caope Town.s The sample
used in thie study will be drawh from ths Southern Suburbs

in which there are the four following Synagogues:

Claremont Hebrew Congregation - hoo mémbersa
Observatory and Mowbray Hebrew Congregation 60 members
Wynberg Hebrew Congregation 240 membors

Cape Town Jewish Reform Congrepation 700 members7

In total there are an estimated 1,400 families that belong
to Synagogues in the Southern Suburbs. This represgents 31s1%
of the total number of families affiliated to a Synagogue

in Cape Town.
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In order to develop a homogenpous sample, it is netessary
to determine whether the Jews belonging 2o the four major

Synagagues are in fact similare

The Claremont, Yynberg end Observatory, ﬁ@wbréy Congragations
are all Orthodos, whilo the Cape‘fﬁwn Jewith Reform Congregas
tion’{ﬁynbevg Branch)} is a Reform Congrogotion.. uithout
anslysing in dotail the differonces between ﬁrthedﬁx‘aﬁa
flefore it can be said that there are significant ¢ifforences
betveen thess two forms of Judaion and henco the two groups
are culturally different. for this reason thoe Refornm Céﬁ*
gregation i= not used as part of the population fram~ﬁhich

the ganple is drswn.

Of the three othor Congregations there are differences but
these relate primarily to the age ond occupation of the

congregants,g

From the above three congregations, a poyulatﬁbn,nf'257 was
derived. This population includes infbrmatiﬂﬁ=aﬁ the age,
income, oceupation, educetion and nunber of childraufof Ehé
various congregants. Sut of thiﬁ'popﬂlation,ia hémogenegua
sample of 72 was selected. In order to establish the homo-

geneity of the sample, each of the framevork factors was

=
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analyseds ~ The broadest framework factor. namely culture was

examined €irst.

€. CATEGORIZATION OF POPULATIONI

The present South African generation of Jews are the grand
children and greategrandchildren of immigrants that pfigif
nated largely from Eastern Europe and primarily from Lithuatiia,
Thes@,immigrantg_hecame both in numbers and in charactoer the

damimaht‘eiepént in South African Jewtyog

The Jews of South Africa therefore share not only a religious
'héfitage Extending>back over 2,000 years, but also share an
Eastern European Ghetto culture. Furthermore the Zeonist
movement ig strong ih South Africa and further binds the Jows

into a tight subwcultures

In addition to being a distinct sub-sulture in South Africs,
the Jews have hecome an inﬁagral part of the broader South
African enviranmenﬁ. Jewish children gé to secitlar schools,
they learn English and Afrikaans and as adults they are able
to communicate and interact with all population groups.

Jewish doctors for example treat patients of both language

73
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Q?ﬁuyg vhile Jewish 1auyﬂfs p1ead clients cameés in the langs
uage most -appropriate to the otcasion., The Jews~ﬁfe largely
concentrated in large urban centresfaﬁﬂ'are rapiély boconing
Bilingual. S '

In terms of tﬁe cnltural framevork faﬁtﬁrvthen,tbe4sewa~aro

a relatively homogencous group in South Africa by they attanhaﬁ.

to the Claremont Congrepation or the Wynberg Congregation.

%ﬁe:athef tive framevork fa&tors'namaly\saeial clngs, vducne
tion, occupation, income mud famiiy will Be anplysed in teras

of the population from which the sample is to be drawne

in order to ﬁe?eiap‘tha.b&c&graunﬂ of the population ench
Tamily was analysed by the writer tﬂgﬁtﬁﬁr'with orﬁiciaia of
the caﬂgragaﬁ%ﬁn. Tﬁe fiead of ecach family wan anaiyaeﬂ'&n
terms of hie ostimated fncome, afe, occupation, and nomber
of chilﬁren. Frem this analyeis avhﬁmbganeaﬁs Oroup was
selected. Table XI.1 is a list of tho population. No
nomes érg mentioned, and tﬁe‘nrﬂering.ofrthe numhera.ia an a

random basis.

The most liniting fhctar'in;the solection of the sanple was
considered 6 be incomes The range in income for the popu=

lation was from R2,500 to over R100,000. In ovder to
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maintain homogeneity and develop the largest pocsible sample
the income ranﬁe;of R2,500 to N3,000 was used. This rango
included tha‘greatest'number«ﬁf families and it was found

that the heads of families in this income bracket éare genaw
rally under QD years of age with between one and four children

1iving at home.

Selection of the income range of R2,500 to R5,000 it was falt
would alsp provide a more rigorous test of the model as fhese
families are no so rich as to be able to affarﬁ iosi products
witﬁout evaluating alternatives, nor so podor as to limit their

abiliity to conmider the purchase of most of the appliancess

Several methoéé §£ classifying heads of families by occupation
were considered, The DBureau of Statisties in ite 1966 statiss
tical Year ﬁookic classify ocecupations intovnine majaf groupss
These groups are! V

&} Profeasional Technical and related worker

b) Administrative, executive and manageriai vorkers

¢) Clerienl worker

d) Sales worker

¢) Farmer, Fisherman, lumberman and related worker

£) Miner Quarryman and related worker

g) Worker in transport and communication



275

) Craftsman, production worker and labourer

R
i} Bervice sportis and recreation worker

The Bure&u’a~c1aasiiication was fell to be too broad and to
contain groups which are minisslly reprosentsd in the popt-
lation under conaideration. in order to develop a clasgi-
ficption sysiem more pertinent to the study, several of the
groups classified by the Bureau have been'émitted and onhe

additional group hos been added.

The finel classification is broken d@wn.into;thexfolléwing
groupss
a) Professional technical éﬁﬁ related worker
b)) Adminiztrative éxecutivg‘and maﬁagérinl and
sgies worker

&) Ovner or significant sharcholder of businese

The bresk down of popviation by cducation is bascd on the

following groupings:

a) Junior School
) High School
¢} Matriculation

4} University



Tho methos used for classifying thevpopnlatioﬁ«into fonmily
typos is baszd upon one of the mothods described in Chape
ter V. In this chapter Meyarti suggoste that the family
cvecle can be broken ints four parts,. The first cyole is
young adultheod from age 20 to 335, The sevcond cycle iz the
middle yoars 315 -~ 50, The third cycle i= tho Ifreoc veara

8¢ to 6% The finnl cycle is senior citizenship 65 onwards.

In analysing the population in this study, it was found that
almost all familios with household heads under 45 yeors of

apo had young children at home, and for this reason.vthe‘tVb
cycles of young adulthood end the middle years were combined

to derive the final saople.

In order finally to classify the population in terws of social
class, the research and theory desgribed in Chapter IV is
ugseds In this chapter it was shown that the three most
important critoria for the formation of & socinl class

are oducation, income and occupation.ig " In asnalysing the
population under consideration, a sample with & relatively
homogenaecus education, imcome, occupation, agoe, culture end
fnmil§ size i melected, In other words o =ample with &

relatively homogeneous social clasa.
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e FINAL SAHPLE:

After analyeing the population in Table XI,1, a relatively
homogeneous sanple of 72‘fa§iiies was geletted for this atudys

The najor characteristice of this sample of households aret

a) Eaeh household hoad is botween 25 and 45 yoars of age.

b} fach household head hap aither a high school or
univeraity education. ' |

©) Bach household has a combined atnual income of
between R2,500 and R5,000.

d) Bach houschold head is éither & professionnl

| , technical or related worker, an administrative,
managerial executive or.sales work, an owner or

oajor shareholder of a boginoss.

These fsctors combinod with the fact that the sampie has a
relatively howogeneous ault&ré and background and that esch
household in the aaméle is of a similar social class residing -
inn the Southern Suburbs wmakes this sampi&'bomagﬁnnauz encugh

to tont the modsl. The final sampla is found in Table XIo2s.

The address of ench household iz kanown, and ea#h-heusehnld in

the sample will be interviewad. : o .



E. THE QUESTIONNAIRE:

The questionnaire, Appendix C, was tested twice, initially
with fourteen housewives and finally with nine housewives.
After the second pilot test ne changes were reguired in

the guestionnaire.

The questionnaire includes no questions on the respondents
personal background. This was not necessary due to the

careful selection and known nature of the sample.

The questionnaire was-dasigneé to test the validity of the
model .

SBa(KixPxDxH)eb%K x (PS + BS)

1
given Pt>0 and 12 A70

All questions relate specifically to the effect of price,

distribution, homogeneity of competing products, product sta~

tus and brand status on the amount of time T censumers spend

on ghopping behaviour SB.

Each questionnaire was coded according to the name and address

of the respondent. This system provided anonymity to the

respondent wvhile at the same time enabling the vriter to

check results through additional call backs or telephone calls.
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F.  INTERVIEWING METHOD:

An initial pilot sampie of fourieon housewives wore interviewsd
in ordor to test the gqueztioonaire.  Several oinor corrections
were made to the gquestionnaire as a'réauzt ot the pilet inter-
views. - Afte& the necessary changes in tho Qnéstionnaiﬁe were'
uade, a further ¢ housowives were interviewed to iin@ily'cheek
the questiomnaire. No changes wers reqﬁireﬁ after the second

set of pilot interviews.

The approximte doration of time for each intorviow was found
to bo 26 minutes. This is not excessive for a gquestionnaire
of this nature. No casc was oboerved in which the respondents

tired of the questiopnaires.

The interviewing of the final zample was donp by threg

profeseional intorviewers employed by HMorkot Research Africn (piy)

Ltde The foct that the writer was known %o a significant pore
tion of the sample ruled out the possibility of his doing the

nciual interviewving.

The interviewers were instructed to call on the 72 respondents.
any timo between the hours of 9330 acta anﬁ,ﬁsjé‘pam. Lach
interviewver was with the bousowife in the housshoeld. In sowme

caser, other mepbers of the family were present during the
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intorview, Their presence was not found to Lias the house

wives responses.

Interviﬂwers«wergyiﬁstructéd to tall back in the event of the
housewife not beiﬁg‘in; Threo call bocks were regquired for

al} respondents. Familios that vere on vocation for an extﬁﬁa -
ded pariod, ﬁ%ra‘&roppaﬁ‘zrom«@ﬁe‘aampiﬁg Twenty houmo-

vives wore unavailable for interviaws for the following roasonge

a} Vemily on vacatien 5
%) Fomily noved out of area &
c}? Iliness ‘ . | -
4} Hougewife not in after thirad cﬁll hack 3

&} Refusal

E b

Totalt

The final sample therefore was 52.



=&

17

1.

TABLE XI.

N = 257,

CATEGORIZATYON OF POPULATION

4

1 .

CODE

o

COong

PTR

PTR

LI

UN

Osh
AEM
AEM

LI

1

LT

MT

UN A U1

26
a7
28
29
30
31

0SB
0SB

LI
LI

MT

ur

HS

MT

o

PTR
08B
08B

PTR

MI

DsB
058
PTR
058

MI

HS

n

(1) 4

MT

MY

MT

15

TS

M1

UN

2
0]

Ui

UN

LI

UH

PTR

LI

UN

MT

32

o
3

PTR

U1

"

LI

33

4 ux PTR

uN
HS

10
11
12
13

PR

LI

MT

34

Ose
Os8s
088
(SB

Ul

AEM

PTR

LI

J8

Un

35
36
37

M Cx

HS

5

Ut

LI

HS

osB
0SB
AEM
0SB
PIR
0SB

U1

UN

Ul

MT

14

vI

PTR 1

Li

LI

MT

39

QBB

MI

MT

16
17
18
19
20
21

Ul

HS

40
41
52
53
Lb

PTR
0SB

PTR

M1

UN

Ul

UN

LI

MT

Ul

HE

3

M1

UGN

oS8

MI

MT

0SB
1032 :]
AEM
AEM

4D
MX

MT

Hs

MT

0SB
AEM

LI

ux

MT

22
23

LI

UN

46

MI

MT
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{continued}

1.

TABLE XI.

I

L]

1

CODE

iy

1

cone

PIR 2

MI

U

76
77
78
79
8o

osn

Li

MT

L7
he
f1-9

LY

UN

2]

M

PTR

Ry
13

LY

MT

0SB
PTR
PTR
OTR
0588

L)

MT
UM

3

UX

UN

Ui

M

PTR

LI

UN

L1

3
0
3

H 351 PTR

Un

51

MI

E

UN

81

PIR

MI

UN

52
53

HS ur

82

PTR

Ul

BN

OSB 83 UN
08D

M U1

MT

5k

PTR

MI

UN

an

Ux

JSs

55

0SB

ul

HS

85

HS M u1 058

56

L1

HS

86

PTR

UN U1
PTR

87

osp
0SB

U1

UN

58

3

M LI

UN

88
89

Ul

UN

59
60

osB
ALM
058

MIX
Mi

UN

0SB
0sB

PIR

M1

Hs

un

90

MI

UN

61

Ur

MT

91

o

Ul

UN

62

o8B
0SB

ux
ur

M1

22
93

ol

0SB
Q5B
0SB

MI

UN

63

MT

LI

HS

6L

AEM

ur

MT

LI

HS

65

HS

o5
96
97
98

UN M MI PIR 3

66

PTR 2

U1

UN
HS

PTR

Ul

UN

67
68

asB
Q58

ux

PTR
PTR

vx

UI

MT
HSE

U1

UK

6%

0SB
0S8

LI
MI

99
100

0sB
0sB
osh

Ul

UN

70

o

HS

UI

MT

71

2

PIR

M1

101

MI

MT

72

0SB
08B

Uk

HE

103
103

0SB

PTR

MI

MT

73

LI

HS

1

U1

UN

74

MT U1 AEM

104

MT

75
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1.

TABLE XI.

1

CODE

1

CODE

OSE
0SB
0S8y

MI

Hs

133

OSh
AEM
0SB
osB
0S8
03B
AEM
AEM
0O5B

LI

MT

105
106

ux

13%

151

MT

Ut

HS

135

ul

HS

107
108

AEM
03B
AEM
ARM

L1

Hs

136
137
138

2

Ul

HS

MI

UN

MI

UN
MT

109

M1

Hs

M1

110
111
112
113
114
115
116
117

MY

HS

139

MI

HS

AEM

PIR

M1

HS

140

141

LY

HS

2

M1

L]

Be

058

uI

HS

142
143

AEM
OSH

LI

HS

ux

Js

LI

HS

PTR
osp
oSB
GS3B
0SB
0SB

PTR

M1

UN

144

PTR
0SB
AEM

M1

M

UN

vI

Hs

145
146
k7

ux

HS

Uz

UN

LI

HS

118
119

MI

I3
UM

osp
058
0SB
0SB
0sB
osg

MI

MT

L1

14,8
149

M1

120
121

UI

J5

Ul

HS

3

M1

150 UN

Ul

Js

122
123

08B

U1

Js

151

LI

s

PIR &

M1

URN

152
153

[(3}

ux

J8

124

PIR

Ul

UnN

AEM
0sB
0SB
058
osp

LI

HS

125
126
127
128

LI

J3

154
155
156
157
158
159
160

MI

HS

AEM
O8D

ux

UN

M1

HE

Ul

HS

LT

HS

PTR ©O

uIx

UN

o

MI

HS

129
130

058
OSB
0sB

Ul

HB

08B

U1

J5

uI

LI

HS

131

ni

Js

Ux ODR

HS

132
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{continuad)

TABLE XI. 1.

1,

CODE

1

CODE

PTR

PTR

ux

UnN

188
189

08B
0SB
0SB
058
058
0SB

LI

Js

161

3

MI

M

Uz

J8

162

AEM

MI

I8
Js

190

i)

Hs

163

ut

191

MI

HS

164

DsB
Q5B

uz

E
M

192

MI

JS

165

Uz

HS

193

MI

HS

166

PTR

PTR

M1

194
195
196

LI

JSs

167

2

MI

M

MI

Js

168

058

Ul

HS

PTR 1

Vi

169

PIR 3

MI

E

197
198
199

ATM
0sB
05B
5B
0SB
AEM

0SB

LI

Js

170
171
172

0SB

ut

HS

(134

HS

ux
MI

H3

MI

UN

AEM
AEM

HS

200
201
202
203

vI

HS

173

MI

HS

U1

HS

174

AEM
0SB

MI
MY

HS

€3

U1

HS

175

Js

MI

UN M

176

oS8
0SB

FTR

Ul

204
205
206
207
208

209

L
2

AEM

LI

UN

177
- 478

Ul

PTR

MIX

uN

3
3

ui
MI

E

O3B
osB
GsSe

uz

HS

179
180
181

PTR

UN

vz

UN
HS

0SB
0SB

U1

Ul

MI

Js
UN

1

PTR

U1

182
183

LB PTR 2

M

210
211
212
213
216

osB
0sB
058

PTR

LY

JE
H&

PTR
PIR
058
osB

LI

uI

184

ux

UN
Hs

LI

HS

185
186
187

LI
MI

3

MI

UN
HS

HS

0SB

M1
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TABLE XI.

vy

CODE

5

h

CODE

058
0SB

U1

Js

236
237

AEM

MI

HS

215
216
217
218
219
220
221
222
223
224
225
226
as7
228
229

LI

J8

PTR

PTR

LI

Un

PTR
03B

ur

UN

238

3

Ul

E

LI

H8

239
240
241

0SB
AEM
osp
0SB

v1

MT

058

LI
U1

HS

MI

HS

0s5B
0SB
08D
08B

UN

Hs

ux

=

UN

MI

242
243

Ut

U1

HS

AEM
osB

ux

UN

LI

HS

244
245
246
247

v1

UN

AEM

LI

HS

PTR
O58B

PIR

L1

UN

058
088
0SB

Ui
ul

HS

uz

MT

3

M1

UN

Ui
MI

HS

2.8
249

08B
OsD
0SB
AEM
0sB
PTR
08B
QS8B
058

UL

UN

o8B
AEM

HS
HE
HS

ux

MT

LI

250
251
252
253
254
25%
256
257

MI

UN

AEM
08B
asp
03B

M1

MX

HE

230
231

L1

JS

M1

L)

H3
UN

U1

UN

a3z
233
234
235

Ux

ux

HS

01:3:]
0SB
0SB

LI

Js
UN

LI

J8

Ur

LI

Js

MI

HS
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T&BLE ®1. 4. {(Cantinued}

CATEGORIZATION OF POPULATION N & 257

Random numbering of population

Categorization in tormg of educationt

L]

University degroe; professional degree including CA
and Pharmacy diploma ’

M1 ~ Matriculation gqualification

HS

~ Attendnd high school but 4id not matriculate
48 = Attended junior or primary school f.es Bot more than
6 years schooling
2+ Catbgorization in terms of age

b4 - 25 to 35 yenrs
.| ~ 36 to 45 years
E = 46 to 55 yoars
0 = 56 and over

Categorization in terme of incomo
LY = B2,500 « R$,000

MI - R5,001 = R7,000

ux- ~u‘R7,091 » Bnd over

RET
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L4, Categorization in terms of Occupation

PTR = Profezsional technical and related worker
0SB = Owner or Major shareholder of business
ATM « Adminisgtrative, Managerial executive and

aales worker

5. Categorization in terms of number of children in family
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2

TABLE XI.

HOMOGEREQUS SAMPLE N = 72

- R2,500 = RS,000

INCOME

.

CODE

5

]

CODE

o

AEM
08B
AEM

LX

HS

22
23
24

PTR
0sn
038D
Gs8
OosB

M LI

UN

LI

LI

MT
MT

o]

LI

HS

LY

AEM

LI

UN

2

il

PTR
08B

PIR

LI

LI

HS

12

L1

Hs

27
28
29

30

M LI PTR 1

UN

2

LI

UN

0SB

LI

MT

-PTR 2

LI

UN

05D
AEM
PTR

LI

H8

03

0sB

LI

HS

LI

MT

Hs

31

LI

MT

10
11

PTR
0S8R
08B

UN LI

32

AEM

osB

LI

MT

LI

HS

33
34
35
36

LX

MT

12
13
14
15
16
17
18
19
20
21

LI

UN
HS

AEM

PTR

LI

UN

2

LI

0SB
QS8

L1

MT

058
0SB
PTR

LI

HS

LI

UN

37
38

LI

HS

oS58
0SB

LI

HS
UN

LI

[

LI

39
40
by

AEM
AEM
¢sB

LI

HB

PTR
DSBH

LI

un

«w

LT

H8

LI

UN

Lr

Hs

PTR

LI

ux

%)

AEM

LI

Hs
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2. (continued)

TABLE XI.

Iy

1

CODE
58

1

CODE

0sB
PTR

LI

MT

PTR
Qsh
PTR
0SB
AEM
0SB
08B

LI

43

b

LY

UN

59

LI

HS

A

PTR
PTR

LI

60

LI
LI

,* 5
L6
L7

LI

UN

61

MT

0SB
PTR

19 8

UN

62

LI

MT

LI

UN

63

LI

PTR
PTR

LI

64
65
66
67
68

LY

MT

49

LI

UN

0sB
os8

LI

50

PTR
PIR
. AEM

LI

Li

UN

51

LI

UN

PTR

LI

F
in

LI

Hs

PTR

LI

UN

53
5k

AEM
088
AEM
0SB

iX

HS

69

AEM
PTR
0SB
PTR

LY

UN
UN

LI

UN
Hs

70
71

LI

53

Li

LI

56
57

LI

72

LI

UN
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CHAPTER XII.

THE HATURE OF APPLIANCE OWNERSHIP AND THE VARYABLE
SHOPPING DEHAVIOUR - SB. '

The mejor ohjective of this study iz to determiane whetﬁer,
tha»moéel |
' sB=(K xPxDxH iR x (PS5 BS)

given P20 and 1) AD 0
holds true. In other words ié‘the:amoﬁnt of time T spent on
shopping behaviour rg&éteﬂ to priee:‘diairihutian, homogoneity

of competing products anapproéuct-anﬂ beand status,.

Ehe'sa interviews conducted have yrovided sufficient data to
tost the basic validity of the model for the four appliances

under tonsiferstions It must be stated howevor that the

model is being tosted gniy”fér the four applionces, and furthore

more, as stated previously, the exact relationship botween
ench variable of the model will b@vﬁonceptunlly as opposed

to mathematically analysed.

Before analysing each af‘the'variablés in the modol, it im
nscessary to examine the nature afﬂanplﬁnn¢a<dwn¢rahip; and
the nature of shopping behaviour 5B as perceived by tho

population used in this study.
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A. NATURE OF APPLIANCE OWNERSHIP.

From table Q@ 1 it is seen that every respondent, 52 out of 52
owns a refrigerator, The next most owned appliance is a
toaster followed'by a wasﬁing maéhine atid finally a percolator.
In terms of percentage appliance ownership, 100% own a
refrigerator, 96.2% a toaster, 90.4% a washing machine and

only 44% a'percolator.

This table elearly demonsirates the relative importance and
utility respondents attached to the various appliances.

A refrigerator is considered an essential and is owned by

the total populatién; while a percolator is far‘from being
a‘neceasity and 18 only owned by 44% of the population. The
relative importancevrespondents attach to the appliances is
further demonstrated in table Q 2 where it is seen that while
56% of all respondents received a percolator as a gift, only
36% receivedAaktoastef, 21% 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 casec of

percolators, see table Q 3, 30% have owned their percolators

298"



3. Q54

for between 1 and 3 years, 26% for between 3 and & years

(and 39% for more than 6 years. 16% of the respondents

have owned their toasters for less than one year, 26% for
between 1 and 3 vears, 12% for between 3 and 6 years and

L3% for more than 6 vears. In the case of washing machines,

72% have been owned for more than 3 years. -

Of those respond;nts that act&allf bought their appliances,
L1% ecould not repall ;he price they had paid for their

refrigerator, 30% could not recall the price paid for their
percolator, LO% for their toaster and 19% for their washing

machine. (see table Qk).

In the case of brand knowledge, most respondents knew the
brand name of théir refrigerators and washing machines; but
not many knew the names of their toasters or percolators.
From table Q 5, brand name knowledge is as follows,
refrigerator 98%, percolator 52%, Toaster 62%, washing
machine 98%. It is iﬁteresting to note that in the case
of the two high p;iced items, hrand knowledge was almost
complete, while in the case of the two low priced items

brand knowledge was far from total.



5
bs <7

The most commonly owned brand of refrigerator was a Frigidaire,
of a percolator a General [lectric, of a toaster a Morphy

Richards and of a washing machine a Hoover,

The most.frequently uéed outlet for the purchasé of all
appliances was a wholesalé house. The'ﬂecond most used
outlet wae an apploanee>3tore foiIOWed byia furniture store.
Not one apprliance was purchased in a supermarket. The only
appliatice purchased at a bazanr was one refrigerator:and at

a department store one washing machine. {(See table Q.6).

The results in table Q 7 indicate that‘the most popular atrea
for appliance shopping was the city. Over 70% of all
appliances were purchased in the city. The only other area
in which appliances were bought was Claremont. It is likely
that in the future a far greater numbef of appliances will be
" bought in Claremont as it developea into a mejor regional

shopping centire, .

In order to have pome idea of how respondents felt abdut
shopping in general, they were asked to indicate those things
that they most enjoyed about shopping and thome things they
disliked about shopping. The majér comments on likes and

dislikes are listed in tabies Q 13 and Q 1h. A wide variety



S.

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 invelvad.
Three disliked standing in queues, four disliked parking,
one disliked driving, three disliked not being able to

find things and one disliked the crush.

The 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 vwords the whole subject
of this study, including the model is directly related to the
one thing that consumers like least about shopping. Any
conclusions that relate to the time involved in shepping
behaviour must therefore be of vital interest to the marketing

practitioner.
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6. 29

A. SHOPPING BEHAVIOUR SB.

Table Q 24 shows the distribution in terms of the expected
amount of time that respﬁndents felt they would spend shopping
for each of the four appliances if they were to go out and

buy them at the present time.  Respondents gréded the amount
of time they would spend on g time thermometer with a scale
Of 0.0 to 1.0 where 0.0 was very little time and 1.0 a great

;-

deal of times

The distribution has no clear pattern other than ﬁhat the
greatest amount of shopping time would be devoted to the.
four pppliances in the following order:

Refrigerator

Washing Machine

Percolator

Toaster

Ry multiplyingvthe nupber of respondénts by the value in

time they indicated they would devote to shopping, values for
each of the four appliances vere derived, The mean was taken
for each appliance, and the results from table Q 24 are as

followss



, 3co
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Refrigerator X = 0.609
Parcolator % = 0,198
Toaster ‘ % = 0.176
Yashing maéhiﬁe ; = 0.60

The maximum'va;ué or time possible is 1.0 and the minimum
value or time possible is 0.0..
In other wbrds,’respondents indicated'they‘woﬁid‘spenﬁ, for
exemple, Jo 04 times ae much time ahopp:ng for a washing
machine as they would for a percolator. or 3 46 times as

“much time shéppxng for a refrigaratbr as they would fbr a

‘toaster,

The disﬁribution a1so dembnstratQS'thaf for a percolator and
toastef ovar 9&%.bf a;l res?ondents;ihdi§ated that ghey would
épend 1§ss than .6 time (oﬁ a ‘scale 0.0 to 1.,0) shbppingf
\In:the case of-thé»refrigerétﬁr aﬁﬁ washing machine howvever the
distributioﬁ‘was,mbre evenly spreﬁda Over 36% indicated that'
they would spend less than .6~time‘shopping~fﬁr a féfrigerat@r
and 38% less than .6 time shopping for a washing machine.

L

The relationship between the shopping behaviour for the four



applisnces in diagrammatfeally represented on the continuum below

Relationship between the 88 for the four appilanceon.

| .
o Gaél . ’

0.5 1
‘. _ ) Wash/. ~
Toaster  Percolator Machine . Refrigeraetor
0,476 04198 0.6 0. 609

0.0 140

@he~ﬂi£f¢é&ﬁea'hetwaan thé anount of timé rospondents felt

. they wiuld spond shopping is even more vividly domonatrated
in %&§19 §'2&a. 'In'£hia.tnﬁie. each appliones was raokod - 
either firat, éeaond} éhird,-@r fourth in terms 6f the

amount of time respondents folt %h%vaauiﬁ‘spéﬂé‘ﬁh@ppﬁng for ite

zﬂ‘thia-ﬁahxa, awfigﬁt ﬁlaﬁé;f&ﬂkiﬁg wag givﬁﬁ:a»vmiae,af Geliy @
second place ranking a.vg1UQ;af'ﬁ.§, a &hirﬁ‘ﬁlaca ranking a

value of 0.2 and a fourth place ranéing & value of 0.4. . Thoso
values were thon converted to & scale of 0.0 to 10 to make thens

wors comparable with the. §?9V£6ﬂﬂ %aﬁie.

AS the ranking was ﬂerivea from the aistrﬁautian in teble Q 2hby
it was bvpothesiseﬁ that th@ ranked waighta assigned to ench
uategory‘wére conmittent {n terms of sn. in athﬂf~wnfds tho
AVOrage azfect of Table ¢ 2% oliminated tha @nayihilﬁﬁw 6# an

'un@qual pragrensian of waightes for each categ&rya

30/
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The mean values for the converted ranking table were as

follows: !
Refrigerator x = 0.932
Percolator X = 0.557
Toaster X = 0.522
Washing machine x = 0.912

While the mean values derived from table Q@ 24a are considerably
higher than the values from table Q 24, the relationship between
the four appliances remains the same. This relationship is

demonstrated on the continuum below

Relationship between the ranking of SB for the four appliances.

] i
0.0 o Q.5 ' 0.9, ! 1.0
| | Y
/‘:7 ) "\\ ,/ ’ )
Toaster Percolator Washing Refrigerator
0,522 0.557 Machine 0.932

0.912
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in opder to take cognimanco of both oothods of ranking the

four appiiancas, the valués from both wethods hevo Besn gﬁﬁ@ﬂ
tegother and theyméan valuo ﬁakan. Thie combined renking ine
cludes Both tho abmolute amount °f'*iﬁévﬁésp¢n&antg folt thoy
would ﬁ?éﬁdkahﬂppiag anad ﬁhﬁ‘f&iétiVéTHﬁbﬂﬂﬁ of time they fﬁlt
they would spend shopping, The finnl results are aét‘ﬁuﬁfﬁaiégg
Réfriﬁéx‘gtot“ 0,609 » 0,992 & 1.541 ,

Yashing nachine 0*6‘ 2 0,012 & 1,512 ¥

Perestator 0.198 « 0,557 & 0,758 %

Toaster 04176 + 0,522 = 0,698 X =

In chapter X it was hypothosiced that o pottern similar

to the ﬁnevﬂescribeﬁ‘ab@ve<w@uid'gxiﬁt forbthﬁ four appliancese
It wes not envisaged howover that the rolationship batween the
porcsiator and toaster would be uite zo ¢closa, Aﬂhagtaég

2T and KIII‘wiik be devoted to testing the hypotheses that
the renson for this rolationship is due to the effect of thé

variables doscribad in the acdel.

Before analyuing some of tha other variables it fs nocessary
to relate the expected chopping behaviour for the four oppliances
to the actual behaviour that respondentsz exhibited when mahing

thair purchnoe.
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Table Q 8 is a distribution of the number of stores respon=
dents actually went to in order to compare appliances before
making the actual purchase. It is interesting to note that
wvhile the majority of respondents indicated that they would
spend more than three times as much time shopping for a
refrigerator and washing machine than fer a toaster or
percolator {table Q24), in actual fact when making the
purchase, the number of stores visited did not differ that

substantially for the four appliances.

Most of the respondents bought all their appliances in the
firgt store that they went to. In the ctase of the percolator
first store purchase was 100%. For a refrigerator first
store purchase was 78%, for a toaster 93% and for a washing
machine 85%, {(zee table Q8), While the difference is not .
as great therefore for the four appliantes, there was never-
theless a definite tendancy to spend more time comparing the

higher priced appliances than the lower priced appliances.

The hypothesis that more time is spent shopping for refrige-~
rators and washing machines is further demenstrated in

table Q 10,
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in this table respondents indicated the length of time in
months from the desire io purchase the appliance to its
actual purchase. Of the total number of respondents vho
remembered buying a percolator nine out of nine 100%
bought it in the First month, the same percéntage applied
to the toaster. Over 23%'hoﬁever spent moreée than one
month deciding on the refrigerafor 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 teoaster is contained in table Q 11.
This table vividly illustrate the tendenty for joint husband
wife shopping for the two higher priced appliances and also
for the leszs owned percolator. Over 68B% bf all reffigerator
purchase decisions, over 58% of all washing machine purchase
decisions and 70% of all percolator purchase decisions were
made by the husband and wife together, In the case of the

toaster the percentage drops to 43%.

The high percentage of joint purchase decisions for the

percolator is possgibly due to the relative newness of the

product and the fact that it is not an essential and therefore

305
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requires discussion before purchage. The fact that 57# of
the tﬁaﬁtéf'ﬂecisi@nﬁ were made singly &5 a falr indlcation
of the relatively low risk involved in the purchasce of this

“While a lakge ?&@ﬁéﬁt&gg of ggagan&eﬂts iﬂéieatﬁ that thoy
would sapend less ﬁi@a shopping for the ;5w~pk§eéﬂ appliances
than for the high prﬁﬁad ﬁpplinﬁt@s? almost a;l réap@nﬂéﬁﬁa
bought the four applisnces in th@‘ﬁiﬁf and hot in Cloremont

or Wynbergs (see Table Q7).

Grig pomssible oxplanation for the fast %aat'mﬁet éﬁ@ﬂﬁﬁuﬁa'
trnvelled to the city even for the purchase of o toantar is

- that there ig 4 greater solection in the Eitys Thia hovever
does not appontr valid particularly whenr it ig seen thot apst
consuners want to only one storo to compasre tho toaster. |
(oee Toble @ B),. P@ssiaiy the most reasonable éplanation

- vf why coneumors bought tonsters and percolators in the city
is thot thoy were bought durfng s shopping trip in which ethor
pfoduetg wore alpo purchasdeda It is alzo pomﬂible\iha%mmaﬂy
of the conaumers that b@ugﬁt wholesale were forced to do so dn
the city. |

(A further validation of thé hyﬁathesas that consumere vould
apgﬁ@:!ﬁé& tima shopping for the loweor nrite&-apﬁiianééﬁ thén

tho highor priced appliances is soen in Table @ 14,
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In this table respondents were asked their opinions of the
best way of getting a dependable appliance at a reasonable
price. Thirteen out of 52 of the respondents indicated they
would go to the nearest and most convenieni-store for the
purchase of a perbolator,'while the figure for the toaster
was 17 ocut of 52, Not a single respondent mentioned convew~
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 réason wag for actually purchasing
their appliance at a.particﬁlar store. Not one respondent
bought a percolator at a store because of its conveniences
The same applies to a refrigerator. Only 3 out of 32 said
they bought their toaster at a particular store because it
was convenient.d in the case of the washing machine 1 out
of 41 mentioned that convenience of the store was the main

reason for purchase there.

Three possible explanations may account for the conflict
between what respondents actually did, and what they said

they would do in the future. In the first instance,
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rospondents may not have been near a conveniont store and
thereforo other factora in table Q@ 9 assumed g?ﬁﬁﬁef-iﬁpﬂfﬁﬁﬁéﬁy
it ﬁsﬂalaﬁwpbsgibia that whiie ?espandaﬁté‘i@#icata roasong
bthéf than convenience for the purchase at a particular stores
convenienés wan a joint reason with faraéﬁaﬁvia tow price or
good credait fecilities: The third and possibly mejor reason
for ﬁnévmanfzict-is that peerpls dontt ézways‘aé whai thay

say they will do,  Chapters I, III and IV illustrete the
point that peﬁple»nfe not always rational. Preguently thoy
way be omoitanal or appavanéiy'ﬁrratiénai. FPurthermore
consumars find ﬁ£ &ﬁémmﬁalyiéixfieuit t0 project thoir future

behaﬁiaur,

In sumnayy,; there ia:aufﬁiéiant‘évidenﬁa‘%@ Justify the
ﬁ%é@ement %héﬁ the aviount o6f time consumers gpend on shgppiﬁg
for various products ond in this case four eppliances, Sifferss
According to the data.gathére&.framlthe guestionnairs consunses
did spend and would spend more time shopping for o rofrigerator
than a washing machigé and more time on a washing mathine than
on n ﬁ&reaiﬂﬁo? @nd more time on a percelator then on a éaaﬂﬁ&fs
The relationship in time ae measured on a scalo af<0s9}%6 2.0

whare 0.0 is very 1ittle time and 1.0 o groat denl of time is



as follows:

Nafrigerator
Washing Machine
Percolator

Toaster

16.

wut  MiE owi

“i

0.770

0.706

0.378

0,349
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CHAPTER XIII.
\

ANALYSIS OF THE FIRST THREE VARIABLES P=xbDx Hs

Having establiéhed in Chapter XII that consumersvﬁo_spend a
different amount of time shopping for vafious products, it isf
now ﬁecessary to analyse vhether the variables in the model

SB = (K1 X P,X.D4x ﬁ) % % Ki‘x {PS + BS)

given Pt >0 and 1 3A30
are the main factors that influence the amount of time consumers

spend shopping.

In this chapter the first three variables of the model wiil be
analysed « P x D x H « Price, distribution and homogeneity

of available competing products.

A. THE VARIABLE PRICE:

The price of a product is possibly the most readily identifiable
feature of the product at the time of its purchase. Price is
tangible and can be used in order to compare one product with
another. In this study the four appliances used can be
categorized in relation to each other into two major price

groups, The first group includes the ‘two high priced appliances,
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the refrigerator and the washing machine, The zecund group
contains the two lower priced products, the percolator and

'the toaster.

With out yuestion the prices of the products in the firet
group are higher than the prices of the appliéﬁCes in the
second group. The price distinction between the appliance

in the two groups is however not sao pronounced.

In terms of the model it was hypothesised that the higher the
price of a prodﬁct the greater would be the amountAof time

spent shopping for it. In order to develop some ecriteria

of measurement of price, respondents were ached te indicate

§he price utility of the products to them, The combination

of the absolute price of ihe four appliances, pius the per-
coived price utility of the products will give a good indication

of the ranking of the appliances én terms of price.

Tabie Q22 is a ﬁistkibutinn of the perceived price utility

of the four appliancesn. Respondent graded their perception
of p;ice utility on a thermometer with a scale of D.O to 1.0
vhere 0.0 wae very little or no price utility and 1.0 was a

great deal of price utility.

Y74
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There is no clear distribution pattern in table Q22 other than
that the greatest price utility was assigned to the four
appliances in the following orders
. ‘Refrigerator.
Toaster
Washing machine
Percolator

By multipiyzng the number of respondents by the value on the

+

scale of utllmty, a totai valus. for each appliance wag derivede

The mean was taken for each appliance and the resuits from

[

table Q22 are as f0110ws¢

"Reiragerator % = 0,626
Toaster ‘% = 04582
Washing Machine % = 0.559 )
Pereolator % = 0.415

The maximum value for price utility is 1.0 and the mznzmum

value for pr lee utzlity in 0.0.

In addition to &etermi&ing the mean price utility of the four.
appliances in terme of the distribution, a ranking of the
‘appliances has also been used to determine price utility.

. In Table Q22a cach appliance was ranked either first, seéond;
>third.or fourth in terms of the respondents perception of its

price utilitys - In some caseés, respondents felt that a refrigerator
had the greatest price utility in some casés the washing machine

in some tases the toaster and in somé cases the percolator,



38

in this tabieiaiéalﬁeVof‘ﬁgﬁ #as assigned to iﬁévfifst plapé;

0.2 to the secohd, 0,2 to the third and 0.1 to the fourthe

The abeve veighting is iogicai‘bééauﬂe'ne clear distributicn
patiern was aviderits The number of respondents in ench
cat@gary,aid‘nét vary gréatiy, These values were theﬁraonverﬁed
to a scale 6f 0,0 t6 1.0 in order to make them more comparable |

with the previcus table.

The mean valuies in terms of ranked price utility were as followse

Réfrigerégor - = 0,750 .

Toaster §i=>6;705
Washing Machine § &=016§?

"

Percolator e 0.665

The'reiaiianship'bétween thé'ﬁEchived price utility is much
the same regardless of the method of ﬂeté%mining thé mean
values. It iz also necessary to note that the relative
differences betwoen thé values in the twa'tabl@s is‘mindr,
The table below shows the reiatiée differen¢e'bétweén the

two methods of determining price utility.
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Price Utiiity in Terms : Ranking of Appliance In

of Distribution Difference Terms of Price Utility Difference
Refrigerator % = h

0,626 Refrigerator % = 0.75 o
:>>0.044 ;>6,045

Teanter x = 0.582 A Toaster % = 0. 705

_ ::>0a023 A «068
Washing Machine % = 0.559\\\ Washing Machine x = 0.63

) 0. 14k ) _P.032
Percolator x = 0.415 Porcolator £ =~ 0,605

Only in one caso is the difference between the two methods greater
thah D.4. This is in the case of the washing machine and the

percolator vhere the difference is 0Q.14h ~ 0.032 = 0,112,

The relationship between price utility of the four appliances is
diangrammatically represented below. In order to make the relation-
ship as rational as possible, the mean values of both methods of

determining price utility have been added, and the mean value thon

determined.
Refri‘g'erﬁt*or 00626 + 0,75 = 1'376 p.g’ ;C = 00688
Toaster 0.582 + 0.705 = 1.287 .". x = 0.644

3

Washing Machine 0.559 + 0.63?. 1.196 .°. % = 0.598

Percolator 0.415 + 0.605 & 1,020 .°. X = 0,510

B
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PRICE UTILITY OF THE FOUR APPLIANCES.

=

2.0 ' ‘ " G f; ‘
Porcolator, - -7 . " Refrigerator
0,51 o AN G.688 -
HWashinhg Machine Eéastar

»

In relation to~abs¢iu£e‘piicas, it &= ﬁurpriéing that the
toaster gcored higher than‘the waghing machine iﬁfterms’df
price utility. V_Thérm ake»a variaty of possible explénatibﬁs‘
for thisz phenomenodna The faet that almost eveary mermber of -
the yapulatian @uag%ioneﬁ probably kad a wmaid, and thot itvwne.
the pmaid andé ng% the respondent whe used the waﬁh&ég ﬁaﬁhin&
may have reduced ﬁ&e~pri¢eéut£i£ty~ef the wﬁmhing'm#chiné-._
*Farﬁhé?m@rthhe,yashing:maeﬁingwmay Eezvigwea ae'a.leﬁé
‘necessary‘éppiiancn becauss thé hounehold washing eaui&‘be
.dﬁne by the maid ev§n if o washing machiné:wés not ovneds
In'a&dition.thg waghing machine is both 1ess-eaﬁspi¢u§ua and
lesa uzed then tho toazster, and for this reason the toaster is

percnived as hoaving a higher prico utility.
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A refrigerator isvpr@babiy the most escential of 211 aﬁplianées
and thu;‘with the greatest price utiii&y.' A garealatéxHis
only o$ned'&y k@% of tha‘pﬁpﬂlatiﬁﬁ;‘it ie less usged than any
of the sthor epp;iaﬁcea, éné toc some extﬁﬁt X prgbabl? viewed
as a luzury, .Thia therefbra,amcnunts for thé’faét,fha% the
percolator was viewaé ne having tha,iawest ﬁerceiveﬁ'priﬁe- |

utilitys

In addition to the p@f@aivad:prica uﬁi1£ty of the appliances,
it ia apﬁaraﬁt from table Q 4 that ab#mlﬁtely the piost gxpeﬁsiva
appliance je¢ o refriggrotor followsd By o yashing machine and
then a percolator and finally‘altﬂastar‘ Tﬁﬂ importance of
the price of the oppliances to tﬁe.Qespanﬁénts can alago be
gauged ffém thie table. fﬁe‘lﬁwer tﬁé_absglnté»ﬁricc; the
lose precise the~meﬁﬁry of the price paid. Over LH0% of the
respendﬁntﬁ cu#lﬂ not recéli the'pri&e«théy(ha&’ﬁaié for t&agr
- toaster,this percmptaga érons ta~30%_f0£'ﬁhe percolator,

2@% for the rﬁfrigefatar»anﬂ’iﬁﬁ for the ﬁaﬂhing machine.

- The reason for the fact éhat mo?egf@spandenta rememberéd~§he
‘pricae thoy ﬁad‘pmiﬂ for their washing,mnchine'is prabab1yv 
accounted for in table Q 3 whero it i2 secen that for most |

of the rgspunﬂents a washing machine was a more roecoent

acquigition than avrefrigefaﬁnr.
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From table Q 9 it is seen that one of the major reasong for
buying an appliance at a particular store was the low pfice
at that store. There is however no apparent relationship.
between the pbsolute prics or the perceived price'utility
of the product and the low price charged by the store.

bvér 30% of the pdpu.’létion indicated that‘th‘ey bought their
rercolator at a particular store because of its low pricee.
This figure drops to 26% for the refrigerator and 22% for
both the toaster and washing machine. The egﬁlanatipn for
thig is probably quite simpié and that is that there are a widg
variety of other factors tﬂaﬁ cause‘people to patronise a
‘particuiar outlet, This caﬁ be seon hy some of the other

responses in table Q 9.

As mentioned in Chapter XIi, the higher the absolute price of

the appliance, the greater the degree of joint husband-wife
purchase decisio;s. ovér 68% of all réfrigerator purchase
decisions, overrgsﬁ of ail whsﬂihg machine purchase decisions

and 70% of all pércdlato; purchase decisions woere made jointly
by husband and wﬁfe. Jﬁint decision making was only L3% for the
toaster. The high percentage of joint perc¢olator purchase

decisions was explained in Chapter XII,
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The number of stores usod to compara appliances, and the

time period over which the purchase decizion was mwade also

relates to the absolute price of the sppliance. . The higher

the price, the groater the number of stores visited, and the
iargor the period af-dﬁﬁisiﬁn»making, This phenomena was

discussed in Chaptor XII and relates to tables @ & and © 10.

The relationship batween the price of éhe aﬁpliancéﬁ ant the
aaount of tine that respondent fblt thay_wﬁuiﬁ gp@m& s&cpping
for them is illusirﬁtv@ﬂ in table Q 2% m@' table vs,vmy |
illustyrates that rempanﬁentw folt thoy would apend mora tine
shcpring arcund for the twe high priced appl;anceﬁ than they

-

would foy the two iQW‘praceﬁ,appliances‘ ‘In answar to the

guestion "what is the best way te get a ﬁépéhéable appliance at

a reasonable price”, 67% indicated that shopping around and
comparing producis was the best way io get 2 washing machine.
Thir percentage drops to 63% for refrigerators, and to oniy

40% for both a toaster and e percolator.

It iz interssting to nate ﬁhat the choaper the app!ipﬂce, Lhe

greater would ba the tendenry o buy whnlesaia or in a ﬂi#?ndni

store &s@a table 9 18.)

375
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From table Q 18 is it meen that the pcrﬁeﬁtage.of»rﬁﬂponégnts
that would voe a éxscnus+ atore or buy shaieeale for a re rrige~
rator is 59%, for & waghing machine 61%, for a toaster 67% .

and for a'poraolator‘ﬁﬁ%.

it appaars'iﬂcensi&téﬁt that o larger bﬂ:@@ﬁtagé»p? the
population would buy the'chegy@r'rather than the expensive
appliances at the cheaper oatietsa ~Hawevé?~aﬂrvice is more
important for » rofrigorutaA an& washing marhfrv than for #
toaster or percolators and therefnre fmctors ather than pridce
Carg vitally imb&rtaatAin iﬁe gﬂ%eh&sa of the more expensive

and mwore tomplex appiifances.

The final aspect of 1nportan¢e 1n considering the warzahie price
is the belicof that thore ars price differsnces betwaen the
vavious brands of the same a?piiﬁnce; In table § 2?; B4L%
indicated thai {hera»wara.siéniiitgnt prive diiference between
the various brnndé of waﬂhinﬂ machines and 78% indicated prico
differences bet*een the varicnm brands af rafrigerators. |

- This percentage drops te ?ﬁ%ffar‘a toaster and G65% for a

pereolator.

The moin conclusion to Lo diawn from this finﬂiﬁq is thaﬁ,&ue

o the greater variety of perceived prices for the higher prﬁcc&
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brands of appliances, consumers are virtually forced to
spéend more time shopping for these appliances than for lowver
priced appliances. This conclusion ig further justified by

the findings in table Q 14 which were discussed aboves

In summary, the empirical déta shows a definite tendency for
conguners to sPQnd.mofe time shopping for higher pfiéed appiiances
than for lower priced appliances., ﬁumermus other factors however
also appear to. influence thé time spent shoppinge. These factors
will be considered as they r@iaté £o0 the othef variabiéq in the

model.

The final price values selectéd for use in the model were
devoloped eariy in the chapter. These mean valués appear
somévwhat conservative in light of the other ﬁfice factors
discussed in this gection. = From the absolute price differences
between the appliances one wouid have expected the perceived
price differences to vary more significantly. It is preferable
to.err‘onrthe.loﬁ side, and therefore the values that wili be

uged in the model are as followst

Refrigerator X = 0.688

Percolator X € 0,510
" Toaster x = 0.644

Washing Machine % =
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. THE VARIAULT DISTRIBUTION D.

The second variabie in the wmodel reia&?ﬁttﬁ éistfiiutioﬁmn‘/
and the major hypothegis is tﬂat the wider or mﬂrufiﬂimnae
tha distribuﬁionvtha ioss will hé thﬁkfime spent bnvshapping
behaviour. Unlike the variable price, it is nn€ a9veasY to
makeeeataéoric‘aﬁaﬁementa about distribniion, While ﬁn@
could posums that‘a‘iggst&r is'tha‘most intensively Aistributed
of the four appliances, it is Qiffiﬁulé fo-make assumptions
with regard to the intonsivencses of %hevdiﬁtribﬁtiahff¢r
refrigarators, percolatoers or washing macﬁinés.’ It seem#
&agieai>ta say howgver, that cogt sﬁores that carery refrigea‘
rotors also carfy vashiag fachines, and that percolators
while stil! somevhat innovative inun&iure@ are carried by
more stores thnn‘ygfrigera$0r5’and wéahing‘maehines due to
their low price and thé‘£h¢t that they are sought eztensively

at gifts.

The gotual degree of distribution, of the four appliances ig.
hovever not critical. Tho eritieal factor is the @apulaticﬂa
perception of the intensiveness of the distribution of the

four appliances.
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Table Q 22 is a distribution of fhe perceived intensity of .
distribution éi the four appliances. Respondents graded

thelr perception 0f the degree of dimtribution on a thermometer
with an scale ¢f 0.0 stores to 1000 astores where 0.0 was very
narrow distribution or exc;usive distribution and 1000 vas wide,
or intensive, distribution. ~in order to make the thermometer
clearly understandab;e? the scale used was from O stores to
1000Vstorea¢ In table Q 23 howaver, the scale has beeﬁ
reduced to O,Q to 1,0 in prder to make it comparable yith the

other scales used in this study.

In developing the model, it was hypothesised that products
with exclusive or marrovw dietribution would require mors
shopping time than products with intensive distribution,

In order therefqre to reflect thigher va?ue for exclusive
distribﬁtion than‘for intensive d?stribut?cn. the values in
table Q 23 hafe been reversed, apd 0.0 now represent intensive

distribution and 1.0 exclusive distribution.

By multiplying the number of respondents by the value on
the scale of digtribution a total value for each appliance
was derived. The mean was taken for each appliance and

the results from table Q 23 are as follows:
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0.607

Washing)Hachine~ X =
Refrigerator % = 0,60
Percolator x a 0457
Toaster x = 0,365

The maximum value for exclﬁsive distribution is 1.0 and the

minimum value for intenmive disiribution is 8.0.

Table ¢ 23a is a ranking of the four appliances in torms

of thoeir distribution. Each appliance has boen ranked either
first, second, third or fourth. The value assigned to a
first place ranking is 0.1, a second place ranking 0.2,

a third place ranking 0.3 and a fourth place ranking O.k.

| The reason for assigning the velues in this order was to
reflect a higher value for exclusively distributed products
than for‘intensively distributed products. These values

were then converted to a scale of 0.0 to 1.0 in order to

make them more comparable with the previous table.

The mean values in terms of ranked distribution were as followa?

Washing Machine E 2‘0.?15
Refrigerator % = 0,677
Percolator X = 0,417
Toaster X = 0,267
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The relationship between the two methode of determining

intensiveness of distribution is consistent,.

In the first

case, the relationship between the refrigerator and washing

machine was so close as to make the difference insignificani.

The tableo below shows the relative differences between the

two methods of determining intensiveness of distribution.

Intensiveness of Appliance

Ranking of Intensiveness of

Distribution. Differonce Appliance Distribution. Differonce

Washing Machine x = 0,607
) ;::>0.007
Refrigerator x = 0.6 .
. f:j>0.143
Pergolator x = 0.457< ; .
) _ ;::>0.112
Toaster x = 0,365

Washing Machine x

Refrigerator

Percolator

Toaster

i

0.715
;:::>ﬁ.038

GAG?? \\0
0 260
0,&1?<f///

\\ N
©.150
0.267’///

T RETY
iy 4]

Wt
in

In order to rationalise the two methods of determining inton-

siveness of distribution, the mean values of both methods have

been added and the final mean value then determined.

Washing Machine 0.607 +
Refrigerator 0.6 +
Percolator 0457 +
Toaster 0.365 +

0.715
0,677
0.b17

0.267

= 19322
= 1.277
= 90874

= 0.632

i e 04661
; = 0-622
§,=‘G-§§Z

;E = Qs 216



The final raiationahip betweon the-perceiveﬂ inteheiveness
of dzstrihutian of the four appliances is dingrammaticaily
represented on the aontinuLn below “

»

INTENSIVENESS OF DISTRIOUTION OF THE FOUR APPLIANCES.

9.0 o 0.5 © || 1.0
Toaster ™ 7~ N {f.<;%%~“ﬁashing Machine
0316 Percolator Refrigerator - 0.661,
Q437 0.639

The reiationship dgscribed abovm'is-furtﬁer justifieﬁ‘hy
adaitional empirical evidence. In table Q 8, it is interes-
'ting to note that the less inteﬁsively disiributeﬁ appliénnes
are more sxpensive and regquire more shapping time than those
products that are @heaper~and.more,intensively‘éistributed. 
In the case of the perc&iatar évery member of the population
went to only one store to compare and buy th; appliance.

for a réfrsgﬁratofg5£irst store purchage was 78%, for a

tonster 93% and for & washing machine 85,

328"
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From table Q 9 it is seen that only the cheaper and more
intensively distributed products wers purchased at a particular
store because of iLts convenience. Algo for the higher priced,
selectivoly distributed, products credit facilities were meﬁtionea

as bheing important.

The importance of intensive distribution for a percolator and
toaster is highliighted in table Q 14. In this table respon-
dents indicated th;t they were less prepared to shop around
and compara percolators and toasters than they were to compare

refrigeratore and washing machines.

One of the reasons for having a wider dietribut{on for the

two lower priced appliances than the two higher priced appliances
is found ia tables Q26 and Q27. In tabie Q26 84% of ihe
population indicated that they believed there was significant
product differences between the various brands 6f washing machines.
This percentage drops to 7%% for tﬁe refrigerator, 66% for

the percolator and 62% for the toaster. in table Q27 67% of

the population indicated that they believed there were

significant price differences betﬁeen the variocus brands of
washing machines, This percentage drops to 63% for the

refrigerator and only 40% for both the toaster and percolators



18,

The fact that greater price and product differences vore
porceived for the higher priced brands of appliances than
for the lowver priced brands of appliances. And that more
stores wareo used to compare the higher than the lower priced
appliancos means that it is not as vital for companies to
distribute their washing machines and refrigerators as

intensively ag thnir percolators and toasters.

In summary, the members of the population believed that the
four appliances were distributed in varying degrees of
intonsity. In torms of the model, the final measure of

diptribution intensity is

¥Vashing machine x = 0.661
Rofrigerator x = 0.63%
Percolator x = 0,437
Toastor x = 0.316

32>
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C. THE VARIABLE HOMOGENEITY OF &VAILABLE COMPREING PRODUCT H.

In analysing the variables priéegahﬁ distfihutign‘it wan
‘agparent that the four appliancos were all ﬁaﬁﬁfbctureé
undor a variety of brand names, and that the pupulgtion had
definite pereeptions regarding tho haﬁégeﬁaity of the coﬁpetiﬁg
breands.s In terms bf‘the'modezg it wns hypetﬁesised that the
gréater tﬁﬁva?éeived homogeneity ﬁf‘availﬂhlercompoting
pfaﬂuetsraf braﬁds; the less would be the time Speﬂt shopping

for them.

In order to dovelop a 1list of the total number of brand
names for ea@hknppliaﬂﬁe~ﬁéﬁtiﬂﬂﬁ& by the population,
table= Q 5, Q 17, and Q 30 have been analysed. The total

nitmber of brands mentioned for each appliance waz as followst

Refrigerater _,25
‘-Washing Maéﬁin@ - 18 '

Toaster . 13

Percalateﬁ_ | 1é

An emamination of table @ 5 indicates that far fewer brands
vere in fact owned by the populdtion. Brand ownership for

the four appliances was ag followss



327

Refrigeratox 13
Washing Machine 13
Toaster : 10

Percolator . 8

The fact that fewer brands are owned by the population than
known by the population, is an indication that for this
population the smaller number of brands owned is probably a

better indication of their perception of product homogeneity.

Ona Qﬁﬁld‘assume‘that‘the‘greater the brand heterogeneity of an
appliance £he'greater would be the consumers knowledge of the
brand owned. It has already been shown that the respondents
in the population felt that thers vere greater price and
product differences between the high priced as opposed to the
low priced appliances. It has also been.éhbwﬁ that more
brands of high priced appliances are known to the population
than brands of low priced appliances. It is thegefore logical
that the results in table Q 5 show that a greater percentage
inf the population knew the brand names of their refrigerators

and washing machines than their percolators and toasteras

The reason for aésuming that the more heterogenceous the

available competing applianées are the greater would be the



cunsumérﬂ‘knawleﬁge of the brand cwned is~as'fﬁllous;

If the conguner is subject to & wide choice of a partienlar
appiiance, and i{f the brands have~signiflcantvpriCe<anﬂ
product differences than the consumers is forced to shop
around ang comparo. The more time the consumer spends
shopping, the greater will be the impression made by the
brand eventuclly chosen, As a vesult of this, the consumer

ig likely to remember the name of the brand purchascd.

Table ¢ 15 is a distridution of potential sources of advice

for the;ﬁurchase of varjous appliances. It is reasgonable to
assume that the more complex the product, and the greater the
variety of available competing brands the more likely are
conzumars to meok advice, and pnrticularly expert adviée.

From table Q15 it is sewen that 81% of all respondents #oﬁlh
seelk advice in the purchasec of a washing machine and a |
refrigerator. This figure drops to 77% for the percolator

and 66% for vthe toanter, As far as éxpar‘t advice is concerned,
30% of all respondents indicated they would go to an engineer
or salesman for advice in the pur¢hase of a‘?efrigergtcr‘and

a washing maghineu' This petﬁeﬂtnga‘drcps to 25% for a toasgér
‘and 23% for a peréolatorm This again justifies the theory
that the greatar the‘va?iety'the more necessary it is to obtain

expert advice.

330



One final method of gauging pr&dUct homogeneity of the four
appliantes can be derifved from table Q32 in which the four
appliances are ranked in terms of the population's perceﬁtiou

of their status.

In this table respondents were asked to renk the four appliaﬂcés
firat, éeconﬂ; third or fourth in terms of wﬁat they pércéiVed
to be the status hierarchy. A value of 0.4 was amsigned to

a first piaee-rankiug, 0s3 to mecond, .2 to third and Q:1 to
fourth, The taotal number of respondents in eéchvcnfeéory

was then pultiplied by the value for that category and a total
score was then derived. The mean of this iotal waadthen»takan,
and a ranking in terms of meénwvalues wgsiﬁ@velﬁped for the
four appliances. Tﬁese maan values were theﬁ cﬂnvgrted to a
scale of 0.0 to 1.0 in order to @ake them comparsble to the
other scales used in this study. Tﬁé value 0.6 represents
very low status anﬁ the #alue 1.0 rEpreéenis very, high status.

In terms of this procedure the following‘ranking*ﬁas~estabiished-

ﬁashing Machine x = 0.B07
Refrigarator ‘E = 0.70

?ercbiator X = 0-552‘
Toaster x = C.h32

33/
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The assumption can now be made thatvtha‘highar the status

;of'a pro&uét, théwmare éistingﬁishahie it must be from other

similar products or brands. This means therefore that thec

products that have a high atatus are likely to belong %o a

category of goods in vwhich the various brands ere relatively e

. hetrogencoun.  In this case the high status of the washing

machine and refrigerator iz entirely coneistent with the
evidence that available compéting brands for these twe products

are more hetrogéneons than thé‘kfandsjfor the two lower priced

lower status products. .

In order to test the validity of the model, it is nocessary

to dSevelop a seriesfafﬂ§aiues wﬁich;refiéct the relative
hamogeneiﬁy of the fdur‘appiiahceg; En‘ﬁrder tO do this, the
following procedure has been adopted. A scale has beon
developed Yor the yerceivcﬁ product differencoes bétween
appliances and mnother‘sﬁaie for the perceived pri@e differonces
between épplianeesﬁ_ Thevvaluas froﬁ these two sRQiesbhave then
been added, and the mean value has"b@en’ﬁeiected aé thé measures

ment of the félaﬁiv&'homngen@ity~@r hetrogeﬂeity‘éf‘ﬁhe four

-~ appliances.

The two scales have beanedgv@lope& in the felloving manner.
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Initially a s¢ale of 0.0 to 52 was used to grade respondents positive
belief that there é:e product and price differences between appliances,
This s¢ale carreséonds to the total number of réSpendén£9 and
therefore allows for measurement'in terms of percentage.positive

-and percentage negaiive responses. A value of‘OuO represents

ne product or price differences, and a value of 52 roepresents

extreme price and product differences. From table Q 26 ;hé
following scale represents the percéeived product differences or

. the relative product heterogeneity between ‘the various brands

of the four appliances.

‘Washing machine A :
Refrigerator 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 brands of the four appliances.

Washing Machine Ll
Refrigerator Lo
Toaster - 38
Percolator 28

In order to convert these values to a scale of 0.0 to 1,0
a conversion factor of 0.019233 has been used. The new values

for product heterogeneity are as followst
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Washing Machine 0.846

Refrigerator D730

Tga,sfer 0.515
Fercolator 0.538

The same conversion factor of 0.019233 has been used to
establish new values for price hetrogeneity. These vaiueﬁ‘are

as followst

Washing Machine O.Bh6
Refrigerator ~  0.769
Toaster ' 63.73‘0 ‘

Parcolator , '0;538

The twe sete of values for profduct and price ketrogeneity
are nov added together te give a mean velue for the homo-

geneity of available competing proﬁucts;

Washing Machine 0.864 + 0864 = 3.728 %=0.86%

Refrigerator 0.769 + 0.730 = 1.499 x=0.749

Toaster = 0.615 « 0,730 = 1.3h5 %=0.672
Percolator 0.538 + 0.538 = 1.076 x=0.538

These final values for the varisble homogeneity of available

- compatiing products ﬂ:appanr:entifeiy‘hoﬂéistént with the
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other empirical data, and will be used in the final test of
the model. These values are disgrammatically represented on

the continuum below.

' &,?' <
Percolatsr i~ . '“R\; Washing machine
0,538 _1 ) L 0.864
Toaster Refrigerater
0.672  0.749
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CHAPTER XIV.

ANALYSIS OF THE LAST TWO VARIABLES (PS + BS)

The last two variableé in the modei are product status and
brand status. In developing the model, it was hypofhesised
that the status of a prbduct or brand is a function of that
product or brande visibility and distinetiveness. In other

words, . \

8STO = ixi,x (PV x PD) + (BV x BD)

It was further suggestéd that the greater the total status
of a product or brand, the greater would be the time speﬁt
shopping for it or th; greater the stgtus of the total

offering STO the greatér would be the time spent shopping

for i t)c

In this chapter the last two variables of the model will be
analysed, and finél values for both product status and brand

status will be established.

336
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A« - PRODUCT STATUS PS = (PY x PDJ).

1} PRODUCT VISIBILITY PV,

The mt‘é:eﬁ uaed to determine the visii"nﬂitst :B“f the Qoﬁg‘ ‘
applianeces m to ’ask cach resgondent éh,eﬂ:har she knew

‘which of ‘t‘lm; four ép*p‘l ianéés were ovtied ﬁythe t!ifﬁé fomilios
ciuéest to ﬁm- both geaémphiédily and in éemsl ﬁx affcﬁtiﬁﬁ;
Those throo fanilies 'wéi—e {a} hor closest ﬂﬁigﬂb@r

{b} her closest. ffi«ané and {(c) her closest family wonber. .
Table ¢ 28 v a éiat’rlbutiim of thoe responsen to ﬁm gquestion |
| . | "do ymx know which af‘ the followinq appliancon mre owred by
your clnswt n@ighﬁour. friend, tamily menbor”, Table xm.a
at the em! af the cha;;vter inﬁicates the knmm pméuet TATTLCT =
ghip fur the four appi jances for each catafmry. Thin toble

hao been derived from table Q 23. :

V 1 Fronm Quma Xiv.1 it i imwiate’fl? apmmmﬁ that the largesat
pm‘cantaga of lanown: appl ium:e wnership ia for the retrigermtma
t.hen the wuahing machine iollawad by the toaster and ﬂnul,‘ly
the percolator. In vrder te darive o m;riizg of smi-aea for
product visibility the positive ;’;eﬁcﬁntngcs have boeen odded

togother for wach category and ther the meon value hins boen -
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astam,iashm; So for the refriperator tho wesn valuo is

. 93.6%
= 85.9%
e Bl
& 43.5%

it

B2.7 + 98.1 + 100 = 280.8

ME

Toaster 63.6 + 9%.2 + 100,0 = 857.6
Washing Machine 65.h4 + 92.3 + 86.6 = 2443

#“y W

Percolater L850 4 53.9 + 5.0 = 130.9

In order to make thege values compareble with the other values
in the wodel, they have been canverted Lo & stale of 0.0 €&
1».?:) where Q40 is very low product visimmty and 1.0 veory

high product ‘#risibii ity. The final values therofore are

Refrigarator 0.936
Tonater C 0.859
Yashing e’n&ehiﬁe | 058:.'&
Parcolator @#35

R}

These values are #aﬁsis'tmi with earifer ,fi‘nd‘ings i.n this ‘_
‘study. It wae shown in ehapter X11 that product -meﬁaﬁiﬁ

- of the four appliances for this fmlatién wae in the
folloving ordor. First refrigerator, socond tmntﬁrg third
washing machine and last pérwiawé; it is logical to sagune
~ that produet ownership by the pn‘pﬂatiaﬁ'g tlosest neighbours,
friends ond funily members would be similar to that of the

population {taolf.
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Thin asaumpﬁﬁn is further vnziiﬂaé.eﬂ by tables Q 19, € 19a,
Q20 and Q 20a in which the j;mpniatim was asked to indicate
| the type of work done by the fiusbands of their two closest
friends, and by the husbands of their two clossst noighbours.
In the case of the two -c‘!xméﬁ;t’ friends every one mentioned
with the sxeadptioh of one student elither a professional,
techitical or related worker or an owner or major ﬂha?éhﬁlﬁﬁ?
of a businens or on administrative oxecutive or sales worker.
In other words the population’s friends have the same
accupntional background as ithe popula%i‘uﬁ itzolf, n i;he‘v £ane
of ﬂm two closest neighbours, B4%E of them have the some .

oceapational background as th:e-populatmin itself.

It is alse reasonable tb assune from table § 21 thnt the

. population probably has a good idea of the ..ﬁppiianee; OWHors

ship of their closest friend, family and neighdour. JIn tadle 421
it is seen that over 86% of fthe popﬂl.atm‘ entertains at home

at lanst 3 times o maﬁt’h, and that 77% mﬁmrtg‘iﬁ at feant

once a week. This being the case, one sust assume i:hat the
population ftself is entortained a ’s’i‘miiizr“ nunber of times

by friends and family and thercofore that the population las

& :fa-;iﬁ iden of applisnce :t‘imez"‘ship by neighbours, ﬁrian&g

and fonilye
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Some Qwai comments on product visibility are now
necessary 0 further the mﬂe!.:' Each appliance will be
discussad in turn, starting with the most visible product
the refrigerator and finishing with the lenst visible

product the percolater.

nefrigeéator“om&shig} for this s,avpulatimi is %‘Qﬁ," and is
probably 100% for friends, family and neighiﬁurm In Aethav':
words the market g;a%uééi:iag‘ 'bf the prdﬁuei;.nhkcﬂ iﬁvnrigh‘ly :
Aviaim@. in addition “j ig 2 large mp;}i{ianm that cannot
help ba:xt be seen ﬁia‘ﬁfy&ner‘g@ing into the kitchen or a

friend oy family ;ue'mbvur‘. -

Ovey 96% of ﬁ;@ ;;;aputkaﬁignﬁﬁnd he;;;g; ﬁaé friexxﬁa-; wghboum
and family nembers of the population own o toaster. Harket
saturation tﬁﬁféibre gsau’rés vigibility. ;Ehrthwmﬁn& while
a t@aﬁmr is nﬁ% as largs émva rofrigorater it is ne@arthaia‘ﬁn
kept in the kitchen, generally on 2 counter neatr an tmﬂo‘st; ‘

and hence is highly vimible, but mot ar visibie am a refriqmmt,

. Over 90% of the pupulation 'V'ané hance the friends, neighbours
and fanily mbars of the population own a uéxshiug machiﬁ,é.
Iu splite of near narket saturation of this product, the fact

that it is gencrally used by the maid, and freguently kept fn
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a washroom reduces the visibility of the product. It is

1ogieal therofore that pméuct vi&ibﬁ;ity of a w&aﬁi}nﬁ machine

is lower than product visibility of a refrigerator or toastor.

oniy 4b% of the population own o percolator, and ngain this
probably epproxivetes product ownership by friends, fanily

menbers and nsighbours. The smaller percentage ownership

. of the spplinnce definitely :?edunas its wisibility., It ousg

be noted however, that in cases where households 6o own a
percoliator it is pwbébly high!y visible as i1 is used whon
entertaining. This W@ﬁﬁe“ﬁéu probably accounts for the
clogse relationship botween parcoiatcr dwnarg;}aip 549 and

percoiator vinibility 43.9%.

In summery the values that will be used to represent product

visibility of the four appliances are as follows:

Refrigerator - 0936
Toanter : 0.85¢
/ .

¥ashing mechine  0.814 .

Percolator ' é. 436

3¢/
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8, PRODUCT DISTINCTIVENESS « PD.

The relationshin between product gdistinvtivenesms and profuct
vizibility was discuseed in chapter IX.. In this chapter
1t woo stated that f_ﬂ?&i]le a product might be vigibln, i‘bbcnn

ducts in

only be distinctive if it iz different to other pr

the sane category.

In camw tb d@ﬁelop a ,@lﬁﬁries‘ of éaiuas for- the degree of
product distim:twenﬂem 6f the foupr appiiances the following

» gmanudum Ma bem adogted. & gories of values have been
developed haaed on tab!e Q 29 in wvhich rospondont :imizmtaﬁ
the fre;gafmy of ncm@l sight of the four agmi;inﬁees a:t tzhﬁir_ '
closost friend, -’néigh’bcur nnd fﬁmny HenbeT. The uﬁmmptién ’
Lbere is thnt the sore distinctive the appl ieme tho ﬁmre
likely iﬁ the reapmdent to !m\m seon it aﬂé remmbﬁmaé sening
iﬁs Table XIV.2 at the rmﬁ of this chaptar shmm the
percentage of raspon&ents wtw mé actually seon the vurionz

appliances at ‘tlmir frimas‘ neighbcura and Taoily wenborse

The category nover seen hae Been amﬁ;igﬁad‘ n valug of 0.0y
the catepory ﬂc:éaaiéualiy seen o value of 0.1 and the cotegory

frequently soch a value of 0.2. The total numbor of ruﬁﬁeﬂﬁentﬁ
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in cach category hasv&heﬁ haenﬂmuiﬁipliaa,By %ﬁﬁ‘ﬁalﬁﬁ”éﬁ
that éatﬂnﬁryuand a total value for the refrigernﬁa;;
percolator, %ﬂaﬁtef‘énd washing machine has been deriveﬁm

A mean value ﬁms‘then'been‘t@keﬁ, and thie mean has boon
ébﬂv&ﬁt@d ta‘a¢sﬁa1e; 6{'6wQ tﬁ 1.0 in ﬁrﬁﬁf'tﬂWmaknvtﬁﬁ
values comparable with thé‘bih@r senlen nmed in‘thia siudye
The final mean Vaineé for tﬁev£dur appliances in torns of

how frequently they have been seen are as followss

= DTS
= O S&O

& 0.350

Wy

Refrigerator

i

¥ashing machine

W

Toastor

i

Percolator

¥hile the above values refloct f?aqaancyv@f wight, tﬁey do
not yvet ?@pfuéeﬁé Linal valnéﬁ‘!@m‘gr@&uﬁt-ﬂiaiiﬁc%ivahﬁss_
in ovder for a pr@éuet'tnkbe distinctive, maﬁfﬁaiy pust iﬁm
frequenty of sight be assured, but ita‘impurtancm:ﬁa wﬁﬁiuz

muant aleo be established.

Table Q 32 ranke €the four appliances inuﬁarma*of the populations
percoption of thair BtatMﬁ; In cﬁagtervxix it was established

that the higher the status of & product, the more distinguishable

it must be from other similar products or brands. This moans
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therofore that products that are frequently seen and that
_also have high status must have a high value for product

distinctivensss. V

The procodure used for determining product statur was discussed
in chapter XIf, and the finnl valvos derived for product status

are s fol l,tma:

W

Ynahing Wachine = 0,807

¥
#

Rai’rig&ratﬁf-‘ ' = 0470

e

Porcolator e 0.552

Toaster & = 0,432

1In order to derive n final value for use in the model of
product distinctiveness, the values for frequenecy oif 'gight
and product status have beoen added, and the woan valas taken.

- Refrigeratyd 075 < 0.7

n

= 1.45 = 05725

Vashing Hoehine 0.545 + 0.807 = 1.352
| = 0,488

oMb NE

Toastor 054« 0.032 = 0.972

percolator D.35 + 0,552 = 0,902 X = 0.451
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The final ranking of the four appliances in terms of product
distinctiveness appears entirely conmistent with earlier

evidence in this study, and with other empirical datn.

For exanple one x#u1a assume that the greater the hetrogonoeity
of an appliance category the greater would be its product
distinctivenens. The ranking for hetrogeneity, in chapter
X111 i= @imilﬁrvto the ranking for proddctl&iztinctiveness'
vith the exception that in the former case, the washing

machine ranked slightly ahead of the refrigerator.

In addition the fact that over 65% of the population belicved
tﬁaﬁ certain appliances ﬂé have mora status than other
appliances fie furtber indication that there is or must be a

ranking of appliances in torms of their distinctivenaas,

Further'evidence‘thﬂg the two higher‘priceﬂKéppiﬁanees are
more disgiﬁctive«than tﬁe';nﬁer priced npplignces is fbuﬁ&m
<in tnbles @ 8§ and @ l&n.  in these‘two‘table#,ﬂresﬁondn&tﬁﬁ.
indicatea,ihai they 59@&2,moré‘timalshoﬁgiﬁg-fbr the high |
priced sppliances than the 1ow pri¢ea¢ Row if @l #sffiges
rators were similar and=§ne rafrigeratar‘éaﬂié ﬂnt bo dis-
tinguished from another thon it is unlikaly that‘cbnﬁume?s‘

would spend time comparing ané shopping for them.



In table @ 15 81% of all respondents indicated that they
would seek nome form of advice in the purchase of a washing
machine and a refrigerator. This figure drops to 77% for

a percolator and 66% for a toaster. These figures are

again relatively consistent with the values for product
distinctiveneas, Che would assume that the more distiﬁetive
a category of gﬁodg is, the wmore necessary it would be to

seck advice vhen making a purchase.

The final aspect of the cmpirical data that justifies the
ranking of the appliances in termé of pépduct distinctiveness
is found in table Q 18. In.thiswtablc'respondentg indicated
the expected store type for the future purchase of the four
applisgncos. It‘cén be hypotﬁeaiécd that the greatar the
dogroe of prﬁduct.éistiﬁctiveﬁesm, tha‘greaﬁer-wili be ;he
consumers desire to shopy in storegkwyeré-affe?‘&ulea sarvice
is goneral practice. In table Q@ 18 38% of the population
indicated that they would buy a refrigerator in a store genew ,
rally associated with Aftér saler service, namely an appliance
stcra, a furniture stors or the City Council, This percen-
tage drops ;0‘36% for the wnshing?machine, 30% for the toastey

anéd 28% for the percolator®

* It is interesting to note that not & single member of the population
would buy sny of the four applionces at o departament ature or a
supernarket, and only one respondent indieated that she would buy
her appliance at & Bamaar. '
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In summary the two high priced appl iahecos are more ﬂistinctive
than the two 2.‘6& priced applioncee, and the final ranking and
values that will be used for the four appliances in the model

are as follows?

Refrigerator ‘ 0.72%
¥ashing wachine - 0.676
Tonster “ “ T D486

Percolator A 0.451
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Be BRANG STATE?S» B = (Vv x BNY S
1) BRAND VISIBXLITY

In the previous section product visibility was discussed.

It is now nﬁcesaéry tof&avalppin serieg of values for brand
vigibility. In chapter IX it was pointed out that a groduct
€nn he~?iﬁib1ﬁ'iﬂ«tW0 wajs;‘ Tﬁa product itself can be
visible c.ge @ refrigératafigah& the Eranﬁtof;that/prgﬂuct
can also Be vigible e.e fﬁv‘G‘E; refrigerator. In Cases

| where the brand is not prominently dispiayéa or where one -
bran& ioaks vory guch like another, the&vgluerfor'brqﬁﬁ

vieibility will be low.

In order to ddveidp a ﬁeriesfof-valueﬂ'£¢r7btand-visibility,
tho resulta from table Q@ 30 have beeon usod. in this table

respondents were asked to name the specific brand awned by

their closest neighbour, friend and family membor. Table XIV.3
at the end of ihis chapter shows the degree to which respondents

did know the brand nases of the four appliances owmed by their

friendn, neighbours and fanilies. The fiﬂnreﬁ in table'xxv.g

are in the form of percentages.

3< 8
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In order to derive a Valuavfor~brand vigibility, the positive
percentapes in each category have been added together, and V
the mean value takens Ta other words the mean value for

the refrigerator was derived in the following weyt

Refrigerator:  Neighbour 23
' Friend ‘ Lh
Family ‘ 79

156

The mean of 146 waS'thah takén,‘and.t&is:csme to LB,7.

The four means were then converted to a seaie~af‘0s0‘t¢ 1.0
in order ta,m;ka then moré~cﬁmparnhie_uith,thé other scalen
used in thi#~s£udy@ A &nlue ofma.o'régraéentﬁ véry iow
brand visibility and a value of 1.0 represente vory high

brand visibility.

The finsl ranking of the four sppliances in terms of‘&rsﬁd

" wigibility &8s as follows:

Refrigerstor E = 0.487
¥ashing Machine X = 0.476 |
Toaster X = 0,186
Percolator X =
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The assumptions underlying the uase @f thesé volues for brand
vigibility are as follows. It has alrcady been shomn that
the reospondents do a considerable amount of ﬁntertaiaingf'
and that they in turn are onteriained. This being the
case, 6n¢ nust assune tbét thay ¢o have the opporiunity of
seeing their friemnds, nsighbours 5nd fﬁmizies‘applianees.
This in fact hasg already been demonstrated in iable € 29.
The conclusion to be drawn from this iz that 1f they do know
tbe‘branﬁ«némes of the apﬁliances owmed by theif frionds,

: neighhaurs»#né family menbers then these ﬁraﬁdswéuat be

visible, aﬁé?they oust be vigible in varying degrees.

This conclusion is further validated by table @ 26 in which
respondents indicated that the appliances with the greatest
product differences were the washing wachine and the

rofrigerator, followed by the tosster and the percolators

From table § 30 it‘can~befscén that pnot only are the four
appliasces vieible in varyiﬁ@ degrees, but that the most
vwned acd thorofore the mnst‘#i@ible of tﬁe-rufrigoratar
bronds are the Prigidaire and the General Ulectric. In:
the case of the washing machine the ﬁast vvned and honce

most visible brand is tha>ﬂodver. For ithe toastow the
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most owned and visible ﬁrand-is the=ﬂorphy‘&icharﬁs, whiln

for the percolator no particular brand‘stﬁnda‘eut.“

In gumpary brand visibility ﬂiftérs~£ram appliance to applisnce.
In this study the two«ﬁigher7priceﬂ»a§pliance were found to
he more visible then the two lower priged'eppiianeee; The

final renking in terms of visibilityiis‘as foliowas

»Rafrigargtor‘ - 0. 487

Viashing Eachine 0.9?6

Tbés%er . 0.186 |
Percolator | G.O%f : A"' ‘ : o
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2} BRAND DISTINCTIVENESS.

In order for a brand to be diatinctive it must be possible
for consumers te tell one brand from another. In table Q 30,
consumers were asked to ﬁamé~the brand of appliaﬂcg.éwnéd

by their closest friéné, neighbour and family member.

The greater tha:ﬁumber of hraﬁ&sAhamedAfbrVanr ﬂne;apéiianee,

the greater the Lrand distinetivenesa of that applionce.

Table XIV.h at the end bf‘ﬁhis(chaptef, showe the total
nupber of brands owned in each appliance category for the
closest aeighbour, friond and fawily member. The wmean

number of brands owned is of the following ordeis

Refrigerator x = 10
¥aahing machine X = 9.7
Toaster X =h
Percolator % = 2.3

In order for these mean valuies to mean anything, it is
necessary to have a benche-mark againat‘which tcgmeasurg or
compare them. Thé most logieal beﬁchéﬁark to use iz the
total siucther of appiiances owned by the population. 'Inrather

words the total number of appiiaﬁces,awneﬂ probably serves as
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a reference point from vhich the population evaluates brand

digtinctivenessd.

From cha;)-t‘ef X1i, and also from tliable Q5 it caﬁbe seon
that thé total number of brands awned ﬁ? the pﬂpulat&on fof

each appl iam:a is as follews:? '

Refrigerator 13
Wiaghing Machine 13
Toaster : | 0
Percolator : ' 9

Using these values as ﬁ‘enchf-marlcs, the felleﬁng' p‘mure .
has been followed in ﬁeterrﬂin\iﬁg a series of vailu:en’ rci’- .
brand distinctivaness for each appliatice. rné mean'fawe

of the brands owned by the populations closest noighbours,
friends and family members has boen erp‘msséd yem“ a QE‘fcen.i‘saMI
of the total number of brands dwnéd by the paﬁuiati&m.

These percentage values have then been converted to a sc:z?lé
0f Q.0 to 1.0 whers G.G ﬁepreseﬁts vvery Iow brand éistinativéﬁ
ness and 1.4 very high br;md distincﬁivez;eaéi 'rﬁe‘fi'ﬂal

values for Brand distinctiveness are as follows:

Refrigorstor , 0.77
Washing machine Ou7h
Toastor , O‘g %40

Percolator 0.25

353
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The above ranking &é‘furthér su@tifieﬁ by the rosult from
taBle‘Q 5 in which over 95% of all rospondonts knew the
brand names of their own retrigerniors and washing mochines,
but less than 62% knew the names of their”toastérs and less

than 50% knew the nanes of the porcolator.

Enrlier~ftﬁﬂings iﬂ>chdptera‘xii'and‘KIII‘aiso Justify the
above ranlcing. More stores weée ased to compare the higher
priced appiidnces than’the lower gri#ed appliances. The
same thing applies té‘the lengtﬁunf time during which the

decision tarﬁurchase~$as hctﬂnlzy oedes

'It.cnn aiso be h?pqtﬁesisadfthat]th@‘greatéfithe brand ﬂisiinctive«
mess,'the mere,compicx}anﬁ #ari&ﬂ'ﬁwu1d~ba‘the reasons given

foxr chopping at a particular storo. Taﬁie Q 9 indicates

that the rensons for usisg a partieularja$oro ares varieé |

‘ anﬂ‘comyleg when the purchase of a higher priced apﬁlianca iaV
.contenmplated. in thé'CQSé‘Of'the‘two lowef priced,gpplianCcsv
such things as low price, convenience‘ana ® I always buy there®
predominated. In the tase of'tne;tva hiigher priceﬁ‘appiiances
the above three factors were alsgo repfeaem%ea bat mo w@rﬁi 
aervice,vﬁepgﬁéahility of brﬁdgcts, cfedit facilitiésvan&

friends recommendation.
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it in alsé-logieni.ta assuse that the mors distinetivg ihe
ﬁfnnﬂ of a product the more difficult it will be to ﬁvéluute )
the fﬁatureé,ﬁf the various‘hrénés., This being the case,

it iarh?pothesiacﬁ tﬂat for apélianceﬁ witﬁ high‘brand dige
tinctiveness, n large numher:of,pufchageAdncision will be
joinf‘huebaﬁﬁ wife docisionm. This aesuﬁptign iz borne out
by tho rosults im table Q 11 and alse by the discussion in

Chaptor XIX.

?nbialq 14 furtﬁet validates the'rnﬁking of the fgur appliances -

in terms of brand distinctiveness. - In this table a larger
percentage of resyondents indicated that they would shop
around comparing brends of refrigerators and washing sachines

than brande of percolators or toastors.

It ean also be hypothesised that for the ﬁu?chasé of distinctive
brands of appiiances respondents would ﬁéek«advice émd partién-
lariy expert advice. . Table Q 15 demonatrates that more
respondents would in fact seek advice in the ﬁuvchaae‘gr a
pefrigerator ﬁn& waéhiﬁg.machinelthahain the purch@aa of -1

toaster or percolator.

in suamary, the population is cognisant of more bronds of

refrigerators and washing machines than tonsters and pereolatovs.

3837
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In addition, the population views the various brands

of the two highgr ﬁfited appliances as heing mors varied and
distinctive than the vaﬂome bronds of the two lower priced |
appliances. ’nm tinal taﬂking’ of the four appliances in

terme of brand distinctiveness is as follows:

Refrigerator 0.77
Washing Machine 0.7%

Percolator { 25



AR

¥

C. STATUS OF THE TOTAL OFFERING - STO

it is apparent from the sections on pxoduct-viaibility aﬁﬂl
product aiétinativeﬁess'and.brana visibility nhd‘%?ﬁﬁd
distinc%ivgness ihat the:pépulatioﬁ nged in thié stady
view.é eét:h ©of the :im_zf' appliances in Aa sé#ewhat different

tight. .

No‘att@ﬁftvwill be ﬁaﬁeyat this stage to calculato the

vgine ﬁur‘STO; ?hié wiil be done in the next chnpiar in
which the total model will be discussed. This soction is
rather a sunneary Qf‘iﬁe‘finéings~nn product and brand atatué‘

and on exanination of other Factors relating te statas,

Initailly it was observed in tablasQ 31 that 65§:§§‘tbé
population believed tn&t~¢érﬂain‘nppliance§ have more statuse
than oﬁher=appllanceé. In table Q@ 33 it vas observed that
75% of the population‘balie&eﬁ that ¢e££ain brands of
appliances have more ataﬂﬁa thah other brands. These two
flnﬁings_immeﬁiatéty‘veliﬁ&ted the hypotheeis that the total
status of applianée'may differ from the total siatuscof'anather

applionce.
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In addition, it was shown t!};ﬁf the two most owned ‘éf the
four f,am';l iem:esi hqth .by the pcpulaticﬁ and its :frienés, |
neighbodm ami i’am iy weré the refrigemtaf and vashing
machine, and that ‘t‘hje two most ffr‘efqueﬁtly" secn of the four

appliances vere also the refrigerator and washing achine, |

F,iﬁauy in table § 22 the p:apﬁiations ranked the four applisnces
in terms of s»i:étum and again the two highér pricod appliancas

were ranked above the two lower priced appliances.

Table ¢ 34 i‘é also of relevance to this stuﬂf‘,y aven though it
does not relate directly to visibility or distinctiveness.

This table show= the ;mpui‘-atimm ranking of apﬁl jance brand
names in tems ;of status., Respondents were asked to rank

the three appliances they tolieved to hqwe‘ the highest status.
Tho brand asme Frigidaire was ranked as the brand with the
highost état_ugz. It wos followed by General Elcctric, Fuchsware

 Hoover ané Bondix.

It is intornsﬁngs to noteo that all of the az;frove five companies
mnnnfactufe a wide varieizy_’o#‘ different types ;-oi‘ as‘pp&iaﬁéeu
under the some brand name. Nevqrtheless; it 'is‘ ;:mbably fair
to gay that threo of the above five brandsg are genéraliyi

associated with a particular type of appl iaﬁee.

Clyd
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tor example Frigidaire is generally associagted with a
refrigerator. In fact the name i'rigidaire has become almoxt
synonymous with the word refrigerator, and is largely =«

generic term.

The name lloover is most generally associated with vacuus

cleaners and with washing machines. This i3 borne out by
the fact that when respondents were leooking for a word teg
express a amall washing machine, they used the phras RIERS

iloover"”.

The name lendix is also closely asszociated with washing
machines and together with Hoover was viewed as being the

highest status brand for a washing machine,

The other two high status brands - G.!'. and Tuchsware - are
generally associated with a wide variety of products. ‘loth
these brands were mentioned for all the four categories of

appliances,.

The final twno tables that relate to the status of the four
appliances are tables ¢ 16 and Q 17. In these two tables,
respondents were asked to indicate which of the four appliances

and specifically which brand of the four appliances were owned



by a White doctor, ar Bantu businessman, a Coloured school=~

teacher and a White truck driver,..

The results from these two tables can be viewed in a variety
of ways. The two major methods of analysing these results

are 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 also viewed by the

population as being the highest status peuvple, ot

(b) 1It could be assumed that the four categories of people
are ranked by the population as having different status,
and thercefore that their appliance ownership should be

related to their status.

The White doctor was perceived as owning practically all the

appliances, and also the highest status brands. The results

AL

360



T

from the other three categories however are not}nearly'aé

eiear ﬁﬁt.~l Eﬁf éﬁamplé the;Célouréd school {eaehér“ééored l
aheaavof the Whi te truek'driverAin,evérylcatéééry*ﬁf appliance
owned.  In addition, the Bantu bﬁsinéséman was not far behind
the Hﬁ;te tguck’drivef in therpéréeiQed ownership‘of a
refrigerator, Péfc&iqiﬁn and washing ma¢hihe,

It is'difficult to Ekplaiﬂ these,resuits‘_ . Posgibly the oﬁly
explanatian iévthatrthe ﬁbpulation doesg ;Bf necesgearily view
the non=white as being unable to afford. or uniable to appreciate

the advantages of electrzcal household applnances..

The ﬁniy‘ciear'cut résulf fromjtheée tables is that a White
doctor is probably viewed as‘-jﬁn'e of the ~£;‘fghest status
members of ocur community and«aé suchvwsﬁid be expected to
own ﬁfﬁctiﬁaliy ail of the éppiianCes‘ ‘“I; addition the
‘perceived braﬁﬂfoWnerShié‘of_appIianées byithe White déctér
conforms closely to the fankihé of éﬁpiiaﬁces in‘térmg'of |

status in table Q 3ka.
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TABLE

XiV.1.

KNOWN APPLIANCE OWNERSHIP BY NEIGHBOUR, FRIEWND,

FAMTLY MEMBER -

Neighbour own

Neighbour not own

Keighbour don’t know

100%

N

Friend own

?r;en& not own
Friend don‘t know
- 100%

N

Family own

Famiiy not own

Family don't kuow

100%

.

EXPRESSED AS A PERCENTAGE.

3¢z

Refrigerator Porcolator Toaster Washing Machine

v o el s

¢

82.7
1.9

100

50

) ¥

}

T
§

-l

25.0

15.4
60.0

100
52

B

63.4

4.9

34.6
100

52

P

DR L VUCARNUR PN

98.1

0.0

1.9
100

s2

e

LR IR

53.9
25.0
21.1

100

52

oh.2

0.0
5.8

100

52

< opet i W i oin o ome rnte e

St th 4 % S

B

: 508

100

52

100.0
0.0
0‘. 0 ‘

100

52

52.0

30.7

17.3

100

- 100.0

G )

e

86.6

946

100

E
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FREQUENCY OF ACTUAL SIGHT OF APPLIAKCES AT NEIGHROURS,
FRIEND, FAMILY - EXPRESEED AS A PERCENTAGE *

28.

TABLE XIVe2s

Refrigerator Percolator Toaster

Vashing

Machine

Neighbour < Never

Neighbour « Qccasionally

Neighbour « Freguently

100%

R

Friond
Friend
Friend
100%

N

Family

Family

Family

. 100%

N

Scealet

Moans

'35

100
52

83
12
B
100
52

59
2%
12

100
52 -

.
a7
15
100
52

o

= Never
- Occasionally
- Freguently

6
27
67

100

52

19
35
100
52

29
37

ETS

100

52 A‘V .

iﬁ
A
o
100
52

- Hever
- Geecasionnally
- Freguently

o
13
87

100
52

46
15
39

400
52

13

.. 27
60
100

s2

V0 to 0.2
Refrigerator
Parcolator
Toaster
VYashing Hachine

W Wi e Wi

'* All figures have beon rounded off

= Q.15

= 0.069
= 0.108
= {}, 409
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Convorted to scale 0.0 to

Meant

ﬂefrigerator
Percolator
Toaster

¥Washing Machine

10

T ]
1]

wi

. HE

i

it

0.35
0.54

3 44"



Neighbour
Neighﬁaur
100%
‘N
Friend
Friend

100%

Family
Family
100%

Bcale:

Meant

30.

TABLE XivV.3.

KNOWLEDGE OF BRANDS OWNED BY NBIGHBOUR, FRIEND,

FAMILY MEMBER

«  EXPRESSED AS A PERCENTAGE.

: ¥Washing
Rofrigerator Peorcolator  Toaster Machine
= D6 know 23 L8 2 a5
- Do not kuow il 100 98 75
| 100 - 100 100 100
52 52 58 52
- Po know B " 15 50
; Do not know 66 $6 a5 50
100 100 100 100
52 52 52 s2_
- Do know 79 10 19 68
« Do not know 21 90 61 32
| 100 100 100 100
52 52 52 Ea‘
0.0 to 1.0
Réf?igerator’ X = 0.487
Percolator X = 0.0L7
Toastar »; = 0.186

Washing Machine

EYA
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TARLE XIV. 4.

TOTAL NUMBER OF BRANDS OWRED BY REIGHBOUR
: FRI‘END, FAMILY MEMBER.

. Washing
Refrigerator  Percolator  Toaster Mach-ing

Neighbour

e
b3

10

N
8

Friend

TR WY

Family 1S 5 -1

- Meant

we
L

Refrigerator 10

2.3

)
#

Percolator

Tonster

"
3
s

¥ashing Machine

"H‘&
i

Qa7



CHAPTER XV.

TESTING THE MODEL AND FINAL CONCLUSIONS.

In chapters VII, VIIYI and XIV the variablea in the model

SB = (KixPxDxH) +%K1 (P$ + BS)

given Pt» O and 12 A> O

were discussed, and a series of values were estahliahed for
each variable and for each of fhe four appliances. In this

chapter the values for each variable will be fed inﬁo 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 =ets

of variables will be analysed.
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A. THE EXOGENUOUS VARIADLES = (P x D x H)

The three exogenuous varisbles - price P, distribution D,
and homogeneity of available competing products H should
as a group act as a& predictor of the amount of time T

consumers spend on shopping behaviour SB,

In chapter X111 a mseries of values wvas developed for each
of the throe variables and for each of the four appliances.

The following values were deoveloped for the variable price.

Refrigerator 0.688
Toaster 0.644
Yashing Machine 0.598

Percolator 0.510

The following values wore developed for the variabloe

distribution

Washing Machine 0,661
Refrigerator 0.6139
Percolator 0.437

Toaster 0.316
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The following valuos were developed for the variable

homogeneity of avallable competing products.

Vashing Machine 0.846

Refrigerator 0.749

Toaster 0.672
Percolator 0.5308

In order to develop an integrated value for the three variablos,
it is necessary to multiply them out. For the soke of clarity

the variables have been entered into table XV.1 bealow,

TABLE XV.,1.

MATRIX OF VALUES FOR P x D x H.

Price - P Distribution - D Homogenejity ~ H

Refrigerator 0.688 0.639 | 0.749
Washing Machine 0.598 0.661 0.846
Toaster 0.644 0.316 0.672
Percolator 0.51 0.437 | 0.538

These values have been multiplied out in the folloving way; wherec

Refrigerator a R
Washing Machine s ¥
Toaster a T
Percolator = P



Refrigerator - SB(R) = K
SB(R) = K

SB{R) = K

Washing Machine -~ SB(W) =K

‘SB(W)

]
A

SB(W) = K

Toaster -~ 8B(T) = K
- 8B(T) = K

SB(T) = K

Percolator - SB(P) = K
8B(P) = K

SB(P) = K

The final ranking and values of

of the amount of time consumers

x PxDxH
x 0.688 x 0.639 x 0.749

x 0.329

x PxDxH
x 0.598 x 0.661 x 0,846

x 0.33L

xPxDxH
x 0.644 x 0.316 x 0.672

x 0.136

x PxDxH

x 0.119

the four appliances in terms

would spend shopping for

them taking into account only the three exogenous variables

is as follows?

Washing Machine 0.334
Refrigerator 0.329
Toaster 0.136
Percolator 0.119

370
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- It is apparent from the above that consumers in this
population would spend more time shopping for the two
higher priced appliances than for the two lower priced ap=

pliances. This finding iz consistent with earlier hypothesis

made in thisg study.

This ranking is’not, however, entirély ebnaistéﬁtiwﬁﬁh the
ranking developed in chapter XT¥ where o series of values
was~establisheﬁ based upon respondents estimatioﬁ of the
amount of time they would spend shopping if they were to

buy the four appliances in the future.

In chapter XXI the two higher priced appliances did rank
above the two lover priced appliances but the ﬁfﬂeﬁ“Waﬁ‘ -
reversed, The refrigerator ranked above the washing machinég
and the éernolator renked above the toasters . The‘&ifferénﬁﬁ
hetwman‘the~twb~rankings is however not signifi&agtg 3 waaﬁ
not originally intended that the values henexpfeésed‘to the
third decimal point. If they were expressed ﬁ;fﬂﬁlf'@ﬂﬁ
decimal point, then the twa’higher priced appliaﬁae9~wauiﬁf
have the same value f&r 88 ag wbpld the iwu lover priced

appl iancess

The next stage in the testing of the model is to eatablish
a series of values for the endogenous variables product

atatus PS gnd rand status BS or the status of the total

affering ST0.

37,
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B. THE ENDOGENOUS VARIABLES =~ {(PV x FD) s (BV x BD)

The four exogenous variabloes product visibility PV, product
distribvution PR, brand vigibility BV and brand distinctiveness BD

will as a group cstablish the status of the total offering ST0.

" The s’tja,i:tis of thev total offering should by itself act as a

predictor of the amount of time T consumors spend on shopping

behaviour SB.

In chapter XIV a series of values was developed for cach of
- the endogenous variables and for each of the fonf appliances,

" These values are summarised in table XV.2 below.

TABLE _XV.2.

HATRIX OF VALUES ror (PV x Pﬁ) + BV x BD) s

v PD BV pp

Refrigerator 0.936  0.725 Cab87  0.77

' !é‘ashing Hachitie - De 814 0;676 0-!&76 L6 ?lk

Toaster = 0.859  0.486 0. 186 0ok

Percolator - 0.436  0.451 0.047 0.25



These values have been muitiplisd out in the following way where

Refrige

Washing

Taaster

Percola

Refrigerator
Washing Machine
Toaster

Percolator

rator -

=

SB(R)

SB(R)

SB(R)

SB(R)

Machine -

sB(W)

sB{wW)

sB(W)

sB(wW)

~ SB(T)

5B(T)

8B(T)

SB(T)

tor -

sB(P)

SB(P)

‘SB(P)

SB(P)

R .

L

n

ft

i

1

#

(PV x PD) + (BY
{0.936 x 0.725)
0.678 + 0.375
1.053

(PY x PD) «+ (BV.

{0 81k x 0,676)
0.55 + 0.352

0.902

(PV x FD) + (BV

(0.859 x 0.486)

. 0.417 + 0,074

0,491

(PV = PD) + (BV

(0.436 x 0.451)

¢ O 197 + 0,012

0.209

BD)

(0-’587 X 0077)

BD)

. (0,476 x 0.74)

BD)

(0; 186 k-4 Onl!)

BD)

(0,047 x 0.25)
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The final ranking and vaiues o% the four appliances'ih
terma of thé étatué of the total offering STQ or the
ﬁmaunt of time cphEUmers would spend shopping for them
taking into account only“the four endogenous varinbles is

as follows:

Refrigerafor . . 1.053
Washing Machine 0.902 , R . .
Toaster 0.491
Percolator , 0.209

In chapter VIII it was stated that in order to make the two
parts of the model comparable it was necessary to divide the
status of the total offering by 2.  In other words the model

for the endogencus variables is

ST0 = 3K (PV x PD) + (BV x BD)

This means that the values from the above ranking must
be halved. The final values therefore are:
Refrigerator 0.526
Washing Machine 0.L51
Toaster - 0.245

Percolator ~0.i0&



375
Ga.

it is apparent from the abaVeraﬁking, pa5eﬁ-an the endogenouns
varinbles, that consumers would spend more time shoppi’:‘ig for
the twe higher 'pticgﬁ appliances than fbrf the two lower

priced appliancess

This : if’in:aﬁf.nué’is #@ﬁsistent with efi,ﬂ. ier hypathésis fiade in
this study. The ranking is ni.so partiﬁli:{ consistent with
the ranking developed in chapter XIl. where a féerieﬁa‘bf values
was estabiisﬁed ba'sé& on the pe.;mlati@né sstimation of the
am&uni ‘of time they would spend shopping if théy wers to buay

the four appliances in the futures

In chapter Xil the two higher pri-i:ed‘ appliances dida rank
above ﬂm two lower ';sricéd app«tiaacns; and furthermore the
order wos the same with the exception of the percolator and

toaster which were reversed,

'i‘he.'ﬁnmi stage in the testing of the medel involves the

integration of the endogenous and the sxogenous variables,
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C. TESTING THE TOTAL MODLL.

The testing of the total model

SB s (K, x P x D x H) + % Ki‘x (PS + BS)

given Pt 70 and 1 7A 50
is now a simple operation. All thgtlneed‘be done is to add
the two parts of the model together. It must be borne in
mind at this stage that the variables predisposition to buy
(Pt) and Awareness of available brahds {A) were previously
actcepted as being positive and hence require no anal&sis.
In other words (Pt) is accepted as being greater than O

and {A) is accepted as approaching 1.
The final velues for the variable shopping bhehaviour 5B
are therefore as follows:
Refrigerator - sB(R) = K_x (PxDxH) +« } K_x (PS + BS)
sB{R) = K, x 0.329 + K, x 0.526
SB(R) = K, x 0.855

B

Washing Machine =« ss(wle(xi x PxDxH) « ¢ xi x (PS + BS)

sa(w)s K1 % 0.334 + Ki x 0.451

sB(W)= K, x 0.785



Tonster ~ 8B(T) = (K1 x P xDxH +« 3% Kl x (P5 + BS)
SB(T) = K, x 0.136 + K, x 0.2L5
sB(T) = K1 0.381
Percolator - 5B(P) (K, x P x D x H) + § K x (PS + BS)
SB(P) = K, x 0,119 + K x 0,104k
SB(P) = K, 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 followst

Refrigerator 0.855
Washing machine ©.785
Toaster c.381
Percolator C.223

These values however are based on a scale of 0.0 to 2.0.

In other words the maximum value that could have been
possible was 2.0, In order to convert these valuss to a
scale of 0,0 to 1.0 it is necesesary to halve them, In other

words the total model must be divided by 2.
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5B = ¢ {(Kix'PxDxH) +&K1x(PS+BS)}

The final and concluding ranking and values of the four

appliances in the model therefore is as follows:

Refrigerator 0,427
Wasghing Machine 0.392
Toaster 0.19

Percolator 0.111



379

D. FINAL CONCLUSIONS OF THE STUDY.

_ In Part One and Part Two of this study oﬁ‘intéésive litorature
survey ofvthe riélé b: consumer behaviour was ﬁnﬂertakene

This sﬁrvey served three functinns. Férstlf it enabled

the writer to e:ﬁmine‘thOSE areas of the«fieid that had

V been extensivetf researched and those areas that had not

heen oxtensively researched. Secondly i£ enab1eﬂ.the

writer to seiect an area of research that had not been
extensively researched, and which aﬂpeéred'to be of major
impcriance to-én uﬂderstaﬁding‘of consumer behaviour.

Thirdl? the 1iteraturé survey acted as a ﬁoint.nf'réferencé 

for the research conducted in this study.

In;?art Three of thie'study, a model uf‘cansumer shcpping’
behaviour wag developed. This,madél attempts'to explain
viiy the amount of time consumers spend shopping varies from
product to product, Four appliances were selected to

empiricalily test the‘vaxidity'or the model,

In Part Four of this study a questionnaire was designed and
o homogeneous population selected for testing the model.

Fifty-two interviews were conducted and the data was ana;yseaaV'
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The final results of this data are contained in the last

three chapters of the study.

It is nov necessary 1o re-examine the resulis of the data
collected and to establish s series of conclusioms baseé;on
these results, The conclusions are sei out below in point

forn. V

1) Majer Hypothesis.

The major Rypothesis of the study was validated by the
resultsa Consumers do spend more timekéhépping‘fbé<same'
products than for other productss ?In tﬁis study,'fhe
model used wae able to distinguish between thé«%mdun;“of
time congumers spend shopping for refrigeratnrs, wa§hiqg
oachines, toasters and percolators. It seems reasonabié
to conclude that the model used in this study, would épyiy
to any group of related prbducts; Whether the model could
be effectively used to determine the amount of time conpumers
would spend on shopping behaviour for an nnrelateﬂ group of
products ic not knownf A There would appear ﬁn be no reason
hovever to believe that the model doos mot have general

applicability.
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The Popuiation{

The population used to test the,modéx was homogencous
in terms of culture, social ciaés, édﬁc&tﬁﬁn,‘age,
income and accupation; ?hé uae of an hnmogeneﬁus
sample‘pfeéluﬂedehe‘effect of factors outside the N
model influencing the results. The fact that the
population was homdgeneous meoant tﬁat it was not

really a esample, but rather a population.

The use of the<homogeneoné populatiaﬁ ﬁiﬂ 1imit thé»
effect of faetois ouisiﬁe‘the model fram~inf1uancing
the resulﬁé. 'Theie is no reason to Beliéve hvwéver |
that the model would not apply to any sample of people

or in fact to tha'tatai-popﬁlntion.“

Rdnking of Appliancesa

In Part Three it was hypothesised that consumers ﬁnu&d
gpend nmore time‘sﬁopping for a refrigeratér.and washing
machine than for a toaster and percolator. *Theﬂmédel’
stipﬁla&eﬁ that the higher the price, the more exclusive

the distribution, the greater the homogeneity of competing
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products and the higher the product and'bran& astatus of
‘a product the greater would be the ameunt of‘timé
cansnmers wou1d aspend shopping for it. Iu~tefms of
‘these factors, the results of the stuay‘are relatively

aceurates

Scveral minor inconsistencies are however evident. When
asked to rank the four appliances in terms of iﬁe anount
of time that respondents feolt they would spend for them,

the srder and the values rounded off were ay followss

Fefrigerator - C.77
 Waghing Machine 0.7
Percolator -~ 0.38

Toaster 0.35

The results of the empirical research however show a

slightly different order namely?

Refrigerator - 0.43
¥ashing Machine 040
Toaster - .20

Percolator ' 011

The actunl differences bhetween these $wo sats of values

Ais-oi uno consequence, but what is a major importance i#



The ranking and the relationship between the valuésvof the
four appliances. The only inéonsistency in ranking is
between the toaster and the percolator. Several factors
could account for this inconsistency. Firstly when one
examines table @ 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 fhan a toaster. In other words
what they said they woitld do and what they actually did

are the exact opposite.

Furthermore, the same number 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. In 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
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owned by only 44% of the population. - Sixty~six perceant
have never bought a percolator, and therofore have no
roal experience of how ﬁheyVWould behave when shopping for

" QHEe

hsrfar‘ﬁs‘the‘rélatiohehip b@tweénkthekiﬁur appliances in
coneerned, again the major inconsistency oeturs between
the pereolator and the toastef. The feiationﬁhip,betwaen
tho ?errigerétor and the washing machiﬁ@iis entirely
eonsistent. The results from the moedel in&icatefthat
the population would gpend almost ﬁhé‘ﬂame<amountbﬁf'tim®v
shopping For these two products. The =zame re&ﬁﬁéa~are
evident fron %hglpﬁpulatinﬁa‘ own égéimate~0t‘thé-améﬁﬁ{x

of time it would spend shopping for the twe appliances.

The relationship betwveen the refrigerator ang the £;aster'
iz also virtuaily'idéntiCain In terms of the moﬂel;ithe 
population wauld,spend 2.2 times as much time shopping for
& refrigeratar‘as.t&ay would for a toaster. ,'Thé iﬂéﬁiieai
“ratio applies to the populations own ﬂstimata,gt’the~ameunt
of time it would ﬁpenﬁ‘shaﬁping‘ The relationship between
thoe washing machine and the teaster is also ccﬁ§i9tea£m

Thé‘uniy inconsistency is between the percolator and toaster



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 woll.

L) Practical Value of the Model.

The 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 studf, is of practical
value to the.business man and particularly to the
marketing practitioner. In addition the model is
of further valué in that it throws 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.

35S
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a)

b)

¢)

d)

It indicates that for certain products the absolute
price ia of less importance than the perceived price
utility of the product, For emample in thiz study

the perceived price ntility of s toaster was grester

than the perceived price utility of a percolator even though

the absolute prices are similar. This meanz that in

spite of the manufactured cost of a percolator, a

bhugzinessman cannot expéct’the same margins on n pereolator

ag he can on a toaster if he desires market saturation
for the percolator. Consumers just don't believe that

& percolator is worth the money~

For higher priced more complex profucts the consumer

expacts to‘ahaﬁ‘areuﬂd and therefore intgns&va'diﬁtribu-

tion ia not neceszsary.

In order to ensure that consumers do shop around and
do compare products it is mecessary to have one product

distinguishable from another.

The three variables taken together will enable a
buginessman to determine how much time he can expect
consumers to spend shopping for his product. This

information will effect his entire marketing strategy.
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Does he stress convenience, does he stresgs speed of service,

does he stress intemsive distribution etc. ave all guestions

.

that can partially be answered by an analysis of the first

three variables.

The last four variables of the model (PV x PD} o (BV x BD)

ean aesist businessmen in the following wayst

a)

b)

el

They enab;e decision making with regard o whet aspect
of the product to promote, noes ane promote the
product jtself ot the branﬁ,\' Does one promote the
visibility of the brand or the distinctiveness of the

hrande

The four variables together indicate the relative status
6f’éné product as opp&seﬂ to another product. Eha‘faat

that,Frigiﬁeire ranke&<as ihe applianece with the highest
staﬁﬁg could for'examplg asaist manégemeﬁt in a degision

of whethér'&o-push the brand name on all its applianheag

One ndditional decisién makingﬂatiribute of'£he abaﬁe
iOur'variables:is thatvfhey enable management to esta«
biigh priorieies”in the prbmetian ef a particalar pmuﬁﬁct
or Lrand. If £he‘5?and name iz well accepted anﬂ»hnsA

-
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'higﬁ status then management can na@uralxy«décide to
allocate its efforts in another direction,
The practical values of the total model are numerous.
Some have already been coverad, and only one major value

will be mentioned here.

The total model is of major value in deciding where to
locate a new store for example. I tho goods carried
have a low value on the scale of time spent on shopping
behaviour then management muigt 1océte iﬁ a convenient
areéss Parking must be available, and goods must bo
displayed in such & way that consumers do not have to

ppend timo mearching for then.

Py the same logic, the model will enable management to
decide on the location and layout of the ators. Bhould
it be self sesvice or not, Is the salesmants functieon
important or are consumers in too much of a hurry to

fisten %o a sales pitch.
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5} Theorotical Value of the Models

The wmodel throwve new light ou'the7shoppingAbchaviour of
consumers and it also points the way to future aroas of

research and study,

¥Yhat for oxample s the relationship botween unraiated

| preducts and the amount of time consumers spend shopping

for them? Is the.model applicable to inﬂuéttial goods?

In status important to industrial buyers? Is the relation-
ship between the amount of time one group of consumers
spends shopping for products the same as the relafibnahig
between tho amount of time other groups spend sheopping

for the same products?

The writer believes that the model devoloped in this
study can answer the above questions. Poasibly somp
modificaticns would be necessary, but thiz would raguire

further research not within the scope of this study.

One final aspect of the model that requires comment is
its dynamic nature. The model can be used to gauge
changes in consumer attitudes towards time spent shoppinge.

Bow nmetheds of retailing have altered consumer attitudes

3%
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tovards shopping. . The model can test and evalunte thase
thanges over 'ti:rne. . It is z;reaiﬁfted ‘i';mt if the same |

population was used ‘tb test this model five years aéﬂ

the reosults would lﬁpro'babiy have been dif’fefeﬁi;a In the
same way the :moﬁéiy '-;;oula. ‘and should be used ‘m evaluate

futurs changes in the shopping bBehaviour &f the population.
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;/ : APPENDIX A,

§ TABLES AND RESULTS

FROM THE QUESTIONNAIRE, - _

The @ Tables are all related to the queationnaire.
The'numbering is directly related to the specific
number in the questionnaire from which the table

was derived e.9. Table Q@ 7 is derived from quesiian ?.
In some cases tables may be numbered by a2 @ a aumber
and a letter e.g. Q7a. These tables are further.

‘expansions of the gquestion.

3%/



Refrigerator
Percolator
Toaster

Washing Machiné

TABLE

Q 1.

APPLIANCE OWNERSHIP

52
OWN NOT OWN N
52 o 52
23 29 52
50 2 52
47 5 52
i '

272



Refrigerator
Percolator
Toaster

Washifig machine

TABLE

Q 2.

APPLIANCE ACQUISITION

REY SECOND HAND GIPFT M
39 2 11 52
10 0 13 23
32 0 18 o 1¢)
3 7 6 47

393



Refrigerator
Percolator

Toeaster

TABLE

Q 3.

LBNGTH OF APPLIANCE OWKERSHIP IN YCUARS
0-%  %-1 1-3 36 6+ DK KN
3 2 14 [ 29 52
0 0 7 6 9 1 23
3 '3 13 [ 22 50
4} 1 12 19 15 by

Washing machine

35y
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Price

50
150-199
200-240
260-300
350-385
4L00-420
500
600~-650
Ront know
Gifte

N

Refrigerator

;W =) B W S

17
11

o2

TABLE

Qli-

PRICE PAID FOR APPLIANCES 1IN RAND,

Price
6
10
15
2k
Donf own
Dont know
Gift

]

Percolator Price - Taastef
3 2-5 7
2 6-10 9
1 1h-18 2
1 16-20 1
29 Pont own 2
3 Dont know 13
13 Gift 18
52 N - 52

Frice

10-30
70-90
100~ 160
190-220
250-320
Dont own
Dont know
Gift

N

Yashing

Maching

2
3
10
8

10

52




TABLE

Q .5,

BRAND OWNERSHIP OF APPLIANCES

Frigidaire
Hoover Kevoatic
General Electric
Bwan

Morphy Richards
Hotpoint
Rowensesn

Tee

fBariow Washeramsa.

Horcury
Bendix
Kelvinator
Hational
Phil¢o
Speed Queoen
Gibson

. Admiral
Electrolux
Indesit
Sterling
RBugssel Hobb
Pinewvare
Engl ish Electric
Matsushiti
Liberator
flectro Haster
Dafy
¥eostpoint
Fides
Bonusai
bavaoy
Horge
Berda
Phillips
Kempark
Fudis
Capital
Easy

Don't own
Don'tt know

3]

Washing
Refrigerator Percolator Toaster Mathine
1h
0
11
Y
0
/3

2OCCO00VOMAONOuMIOINOODOO VMOS0 DO

DOJOOOMwOMOQCOO0mOIMPOOCOVLOoONOOIOOmODDWOD

N OO OO0 000000 DOOMONCOOORONOIRNOuoOBONoD

mWNQWQQQQQm@QmauapoaawocéwaoawQuamwaaﬁga

i
Bd

7
N

i
24

b
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KNOWLEDGE OF BRAND OF APPLIANCE OWNED,.

Refrigerator
Percolator
Toaster

Washing Machine

TABLE @ . 5g.

R R T

KNOWN NOT KNOWN N
50 2 52 f
12 11 23 }
46 1 L7 |
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TYPE OF STORE WHERE APPLIANCE VAS PURCHASED.

6 § B A5 PS SE W F DK O N
Refrigerator 14 0 1 19 0O 1 15 5 0 1 Sz
Percolator 13. 0 o ©. 0 6 1 1 o
Toaster 8 0 o 6 o o0 .16 &L 6 0 50
VWashing Machine 6 0 ©0. 13 1. & 1 6. 0 3 kY
Codue Gift G -
' Supermarket 8
Diseount Store D
Bazaar B
Appliance Store AS
Department Store D5
Sacond Hand 58
'&’halésale 14
Turniture Store W
Dont!t Hemembor DR
Gther 0

TABLE

Q 6.

“

39¢
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TABLE Q 7.

LOCATION OF STORE WHERE APPLIANCE WAS PURCHASED.

GIFT CITY WYNBERG CLAREMONT DK _ OTHER N

. {
Refrigerator ) 11 i 26 f o ‘ 2 ( 1 : 12 f 52 :
Percolator 13 | 7 o ; 1 | o i 2 I 23 |
Toaster 18 21 f 0 i 3 I 3 g 5 ; 50 ?
. i o | 1 1 1 ' 15 | 47

Washing Machine |, 6 ! 24
i




NUMBER OF STORES USED TO COMPARE APPLIANCES.

TABLE

Q 8.

SO0

1 3 A 5 6 7 8 Gift s DK N
Refrigerator 27 5 &1+ 0 2 1 O i1 e 5 52
Parcolator 9 0 0 O o .0 o 13 0 | 23
Toaster | 26 t 0 0 0o o o 18 o L 50
Washing Machine ;-30 O 2 9 T O O 6 3 3 L7




REASON FOR BUYING APPLIANCE AT PARTICULAR STORE,

TABLE & 9.

a . b c d g h . 3§ k1 N
Refrigerator 44 1 10 5 o 2 11 5 2 5%
Percolator 3 0 0° 1 o o 13 2 0 23
Toaster 2 0 5 3 3 o 18 5 & 50
Washing Machine 9 &4 7 2 1 2 6 7 4 47

Coder

low Price

Servieoa of Staff
Dependable products
Carried desired brand
Advertining

Friends recommendation
Canvendence -~ near home
Good croedit facilities
Always buy there

Gift ,
Store personnel are friende
Gther

W Lo O mD O T B

240/,



LENGTH OF TIME IN MONTHS FROM DESIRE TO PURCHASE

TABLE

G 10,

TO ACTUAL PURCHASE OF APPLIANCE, :

Refrigerator
Percolatoer
Toaster

Washing Machine

t

i 2 3 48 -8B+ Gift DK - N
ﬁ‘ r,  : er— . o
30,44, 3 1 14 ' 2 52
_éie‘-_o",ogn 13 123
. 28 . 0 o o lo 18 & 50
25 2 S5 4 | 3 6 2 7

<02



WHO IN FAMILY DECIDED ON PURCHASE OF APPLIANCE,

Refrigerator
Percolator
Toaster

Washing Machine

TABLE Q 11.

HUSBAND WIFE  HUSDAND/WIFE  GIFT N
— E A )
6 7 i 28 11 52
0 3 Vi 13 23
5 13 g 14 18 50
3 1h 2l 6 L7

KO3



TABLE Q 12 and 13.

MAJOR COMMENTE ON LIKES AND DISLIKES OF
LIKES:

Spending money

Getting thingse

Improving my home

Browsing

Looking at new things and seeing the fashions
Seeing everything displayed

 Setting avway from household chores

Getting bargaing

Not seeing anyone I know

DISLIKES:

Spend;ng money

‘Bot being able to afford vwhat I want
The time javolved

Standing in gueues -

Trying on clothes

Hate the zales ladies :
Not being able to find things
Making decisions

Parking

The erush

Taking the kids

Briving

Bad service

Poor choide

Going out in bad wepther

SHOPPIKG .

i
B AT e e W A

b 13 Y B B ek ET DY LW O B WD D AR

4tz;'



TABLE qQ 14.

BEST WAY 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 that store gives
good after sales service

Go to City Council

Go to friend for advice
Ask husband for advice
Go to nearest store
Alvays buy same brand
Go to discount store
Never buy one

Check advertisements

For easiest one to
operate

Vashing

Refrigerator Percolator Toagter HMachine
23 14 16 25
10 7 5 10
6 12 10 7
1 1 1 2
2 0 0 2
9 1 1 L
1 o) v} 2
0 13 17 o
o 2 ) O
0 1 2 L]
0 1 o) o
0 0 0 0
0 Q 0 1

S5




SOURCES

Refrigerator
Porcolaotor
Toaster

Washing Machine

TADBLE Q 15.

OF ADVICE FOR PURCHASE OI' APPLIANCE

a b ¢ a

FRIEND SALESMAN GNG INEBR NO-ONE B
26 11 5 10 52
18 12 0 12 S2
16 13 0 23 52
26 13 3 10 52

Jor



TABLE Q 16.

PERCEIVED OVWRERSHIP OF APPLIARCES

N = 52 FOR EACH CATEGORY

L05

COLOURED . WHITE
WHITE DOCTOR BANTU BUSINESSMAN SCHOOL TEACHER TRUCK DRIVER
Y DK P_X DK P Y DK P Y DKk P
Refrigerator 52 o o 42 6 b 51 o 1 43 L
Percolator &2 2 B! 3 49 Q 7 40 5 5 & 3
Toaster 5t 1 o% 22 23 7 32 13 73 17 5
Washing Machine52 0 O 13 32 7 28 17 715 28 9
Code?
Yes does own Y
Bon't know or ne does not own DK

Probably does own P



TABLE

Q 17.

PERCEIVED BRAND OWNERSHIP OF APPLIANCES

Hotpoint
National
Phillips
Gibson
Hoover Matic
Bendix
Fridgedaire
Whirlpool
Murphy Richards
Capital
Kelvinator
Defy

G.E.C.
Fuchsware
indeset
Easy
Electrolux
DK

N

BY WHITE DOCTOR.
7 Vashing
Refrigerator Percolator Toaster HMachine

0 2] 1 0
0 ; 2 i i a
1 ! o ! _ ¢ 0
0 ’ 0 i 0 17
0 ] ‘ Q. S
11 0 o 0
1 0 0 4]
0 1 16 o
0 0 1 O
7 0 o o
1 0 0 4]
4 5 5 3
5 0 0 0
0 c 0 1
0 4] o 1
1 O 0 L8]
20 Ll 28 15
52 52 52 52




TABLE qQ 17. (Continued)

PERCEIVED DBRAND OWNERSHIP OF APPLIANCES BY
COLOURED SCHOOL TEACHERS.

Yashing

Refrigerator Percolator Toaster Machine

Swan
Whirlpool
Norge
National i
Fuchsware
Fridgedaire i

Murphy Richards

NO D W m O
QO D 0 0 o O O

Cheap make

Smail Hoover .
G.E.C.
Easy
Fides \
Electrolux
Sterling
Vestpoint
Defy
Kelvinator
Phillips
DK

w O O e om Q9 0 WO w0 0N D O w
, s
o T = BT SRR « T T« B VO & R

1o T S R = I N W = RV
S ooocococooconmoooo0oo o0 o0

08
o
w
A=
W
¥

N
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PERCEIVED DRAND OWNERSHIP OF APPLIANCES BRY

Hoover Big
Nationnl
Kelvinator
Fuchsware
Hoover small
Fridgadaire
Rinegold
Defy

GeEala
Whiripool
Smail cheap make
Norge

Easy
Phillips
Sterling
Electrolux
DK

N

TABLE Q 17. (Continued)

WHITE TRUCK DRIVER

) _ Yashing

Refrigarator  Percolater  Teaster  Machine
¢ O 6] 1
0 Q /3 0
2 0 D L4
% 0 ¢ g
O o 4] 8

2 G o o
1 0 ¢ g
1 0 0 -0
5 2 2 4}
1 0 o 0
2 o 0 1
b 0 0 O
0 0 o 4
o &) 1 O
0 0 ; { o

1 o ] G
29 50 Ll 38
52 52 52 52

<D



Bwan

Easy

Norge
Whiripool
G.E.C.
Fuchsware
Hoover
Kiinpark
Indecit
Cheap make
Fridgedaire
Fides
Hotpaint
Phillips
Vestpoint
National
Electrolux
DR

TABLE Q 17. (Continued)

PERCEIVED BRAND OWNERSHIP OF APPLIANCES BY
‘ BANTU BUSINESSHEN.

' Washing
Refrigerator  Percolator Toaster  HMachine
? o 1 1 o
% 0 o 0 1
f 2 o Q o
! 1 o o o
! 1 1 1 0
' 4 0 D 0
| ¢ 0 0 7
‘ o 0 1 0
‘ 1 0 o s}
2 o 2 0
: 1 o o o
1 0 0 0
0 Q 4] 2
0 0 1 0
I 0 o 1
0 0 1 0
1 0 Q 0
37 50 45 Ly
52 52 52 52
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EXPECTED STORE TYPE FOR FUTURE PURCHASE OF APPLIANCE.

Refrigerator
Percolator
Toaster

Washing Machine

CODE:

TABLE @ 18.

SU D B AS DS SH W Fs N
0 11 1 15 0 0 20 2 52
0 14 1 12 4] ) 22 2 52
015 1]12{ o | olz2 | 3 52
0 11 1 13 0 0 21 e 52

Supermarket sU.

Discount Store D

Bazaar B

Applianice Store AS

Department Store DS

Second Hand 5H

Wholesale .

Furniture Store Fs

Other O

472



TABLE

WORK DONE BY HUSBANDS

Q 19.

OF TWC CLOSEST FRIENDS.

FRIEND ORE » FPRIEND TWO
Ffactory Owner 7 f Architect 2
Accountant 5 ‘ Acconntant 7
Minister of Religion 2 | Salesman 3
Director of Companies 8 % Director of Companies )
Doctor/Dentist 8 | Lawyer 3
Insurance Agont 3 | Dector 13
Chemist 7 ! Factory Owner 7
Salesman 2 i Wholesaler 2
Shop Owner 32 | Chemist 3
Lawyer 3 | Shop Pitter 1
Manager 2 ! Student 1
Imnorter 1 i fstate Agent 1
Pho tographer 1 | Electrician 1
N 52 Shop Owner 1
© Manager _1
N 52

L/ 3
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TABLE  q 19a.

CAIEGORIZATION OF WORK DONE BY HUSBANDS OF TWO CLOSEST
FRIENDS IN TERMS OF METHOD USED TO SELECT ORIGINAL POPULATION.

FRIEND ONE FRIEND TWO

Professional Technical and Related

Worker 18 25
Owvner or Major Shareheolder of
Business 27 21
Administrative, Executive and _
Saleswvorker 7 5
52 51¢

* One member of population is a student,



WORK DONE BY HUSBANDS OF TWO CLOSEST NEIGHBOURS.

NEIGHBOUR ONE

TABLE Q 20.

NEIGHBOUR TWO

Factory Owner
Accountant
Minister of Religion
Teacher
Professor
Architect
Engineer
Lawyer
Manager
Salesman
Agent

Bank Manager
Blectrician
Bcononist
Carpenteér
Retired
Wholesaler
Civil Servant

Doctoyx

' D s W W o owoR DN RO W WM W N N R R

Jt
n

§ e e - e -

Architect
Doctor/Dentist
Printer

Accountant

Shop Owner

Chemist

Estate Agent
Salesman

Lecturer

Retired

Minister of Religion
Director of Companies
Agent

Lawyer

Mechanic

Blectrician

Factory Owner ‘

Don't know

Vi s e & BSOSy s o o e 0 U WY

52

<5



TABLE  Q 20a

CATEGORIZATION OF WORK DONE BY HUSBANDS OF TwWO CLOSEST
NEIGHDBOURS IN TERMS OF METHOD USED TO SELECT ORIGINAL

POPULATION.

G L

NEIGHBCUR NEIGHBOUR
ONE TWO
Professional Technical and Related
Worker : ' : 29 17
Owner or Major Shareholder of Business . 8 17
Administrative Executive Management
and Sales Worker : 16 7
4? » 1*1 LK

* Three membors of population are retired.
One member of population is a civil Servant.

One member of population is a carpenter.

** Four members of population are retired,

Five members of population did not know what their
neighbours did.

One member of the population is an eiectriciah.
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TABLE q 21.

FREQUENCY OF HOME ENTERTAINING A DMONTH.

P

W
P
|
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TABLE @ 22,

PERCEIVEDR PRICE UTILITY OF APPLIANCE.

Washing
Refrigerator Percolator Toaster Machine
10 9 4 1 3
9 4 1 6 7
8 9 5 11 7
7 3 /S 5 3
é6 2 7 5 3
5 12 5 9 12
L L 1 5 6
3 L 5 L 8
2 2 10 4 2
1 3 3 1 1
0 o 7 1 0
N 52 52 52 52
SCALE: 0.0 to 1.0
Hean
Refrigerator X = 0.626
Percolator X = 0.415
Toaster x = 0.582
Washing Machine X = 0.559



Q 22a.

PERCEIVED RANKING OF APPLIANCES IN TERMS OF FRICE UTILITY.

Washing
Refrigerator Percolator Toaster Machine
b First 23 12 18 ) 10
3 Second 11 14 ‘ 1h 17
2 Third 13 10 13 17
4 Fourth 5 16 ) 7 R
N 52 52 52 52
SCALE 0.0 to U.k
Mean
Refrigerator T = 0.3
Percolator X = 0,243
Toaster X = 0.282
Washing Machine % = 0.255
Converted to Scale 0.0 to 1.0
Mean
Refrigerator % = 0.75
Percolator x = 0,605
Toaster x = 0.705
Washing machine =

0.637

P



7g1s
TABLE Q ~33¢'
PERCEIVED INTENSITY OF APPLIANCE DISTRIBUTION®

Washing .

Eefrigerai@f Percalaté# ‘Toaster Machine
f ) . | .
o 2 3 2 2
1 } o 3 8 1
- 2 1 6 7 i
3 5 4 5 2
& 3 8 12 3
5 7 9 11 )
6 9 g 2 8
7 13 3 2 13
8 & 5 3 7
3 5 1 o 5
10 1 S 0 1
N - 52 52 52 52

* Values in thig table have heen reversed in order to roflect
intenzively distributed products with a lover score than
seloctively or exclusively distributed products.

SCALES 0.0 to 1.0

Hean Refrigerator s
Parcolator x e 0.457
Teaster ¥ = 0,365
Washing Machine % = 0.607



PERCEIVED RANKING OF APPLIANCES IN TERMS OF DISTRIBUTION.

TABLE Q 233;

Vashing
Refrigerator Percolator Toaster Machine
First 1 | 5 33 © 50 A
Second 2 : 9 : 10 ? o 5 |
Third 3 | 34 ! 2 ! 2 37 !
Fourth & % | 7 i o 6
! v 1
N 52 52 52 52
SCALE 0.0 to 0.4
Mean Refrigerator X = 0.271
Percolator X = 0.107
Toaster » X = 0.167
Washing Machine x = 0.286
chverted to Scale 0.0 to 1.0
Mean -
Refrigerator x = 0.677
Percolator X = 0.267
Toaster % = 0,417
Washing Machine X = 0.715

421
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TABLE Q 2h.

ESTIMATED TIME THAT WOULD BE SPENT IN THE
PURCHASE OF APPLIANCES.

Refrigerator .Percolator Toaster Washing Machine
10 9 2 1 7
9 5 0 0 5 :
8 7 o o 8 |
7 8 o 0 6 )
6 4 g o 0 6 &
5 5 . 2 2 7 1
A "2 i 2 [ 3 o ;
3 2 ; 3 . | 10 & ;
H 2
2 2 d 9 } 8 i‘ 3 i
S 3 12 1k ; 2 Z
o 5 i 12 ¢ 1b % A '
! ! :
N - s2 52 52 52
SCALE: 0.0 to 1.0
Mean
Refrigerator x = D.609
Percolator X = 0.198
Toaster X = 0.176
Washing Machine X = 0.6



T

TABLE Q 2ba.

RANKING OF APPLIANCES IN TERMS OF ESTIMATED TIME

THAT WOULD BE SPENT 1IN PURCHASE.

: Washing
Refrigerator Percelator Taaster Machine

. . . ‘ o
rirst & 40 1 7 ! 38 l
Second 3 11 I i 3 12 ;
Third 2 0 i 37 i 33 1+ I
Fourth 1 1 1 : 0 | 2
N 52 52 52 52
‘SCALEQ B.0 to 1.0
Mean Refrigerator X = 0.373

Percolator X = 0.223

Toeaster % = 0.209

Washing Machine X = 0.365
Converted to Secale:t 0.0 to i.O
Mean - :

Refrigerator x = 0.932

Percolator X & 0.557

Toaster x = 0522

¥Washing Machine % = 0.912



PERCEIVED PRODUCT DIFFERENCES BETWEEN APPLIANCES.

Refrigerator
Percolator
Toaster

Washing Machine

TABLIE

Q 26.

YES NO DK N
|

38 § 13 ; 1 52

28 | 1 ' 10 52

32 : 19 1 52

8 ' o 5

424



PERCEIVED

Refr igerato‘r
Percolator
Toaster

Washing Machine

TABLE

PRICE

DIFFERENCES BETWEEN APPLIANCES.

Q 27a_

YES NO DK N
T R B
Y L T 1 52
i,zB ; 15 } 9 3 52
LI L I 52§
s 8 | o | sz

<25~

»



TABLE

28,

PRODUCT OWNERSHIP OF APPLIANCES BY NEIGHBOUR, FRIEND, FAMILY.

Ketghbour
Keighbour
Neighbour
Friend
Friend
Friend
Family
Family
Family

CONE:

N = 52 IN BEACH CATEGORY.

L2

Refrigerator Percolator Toaster Washing Machine
Do 43 13 33 34
NG 1 8 1 5
DK 8 21 18 13
no 51 28 9 4§
NG 13 0 1
DR 1 11 3. 3
po 52 27 52 5
RO o 16 0 S
BK .0 9 0 2

Does own appliance

Poes not own appliance

Don't know

Do
NO

DK




TABLE Q 29.

FREQUENCY OF ACTUAL SIGHT OF APPLIANCE AT NEIGHBOUR,
FRIEND, FAMILY. '

Neighbour
Reighbour
Keighbour

Friend
Feiend
Friend
Family
Family
Family

CODe s

N = 52 IN EACH CATEGORY.

422

Refrigerator Percolator Toangter ¥ashing HMachine

N 18 L3 31 30
o 13 & 15 14
F 21 3 6 8
N 3 2% 15 2
a 1L 10 19 23
F . 35 . 18;, 18 21
N o 2L 1 7
o 7 8 16 p 13
F 4s 20 35 31
Hever N

Occasionally o

Frequently F
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TABLE Q 30,
ACTUAL BRAND OWNERSHIP OF APPLIANCES RY REIGHBOUR.

A ¥ashing
Refrigerator  Percolator Toaster Machine

o

General Electric O
Bendix
Fuchsware
Murphy Richards
Kelvinptor
Hoover
fioovermat
Hotpoint
Frigidaire
Gibsen

Daty

National

514

'@ﬂNuHODMOﬂ‘GN
[ « T T« R e O R - I

20 0 0 6 & 0 0 o 0 o
w00 D 00 00N o0

[
Q
LY
o
e
3
(%)
<

=
w
]
W
f
u
fh 3
W
&
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TABLE Q 30.

(Continued)

ACTUAL BRARD OUNERSHIFP OF APPLIANCE BY FRIEND.

Vashing
Refrigerator Percolator Toaster Hathine
General flectric : 10 ‘ 0 : G 2
Indesit ‘ 0 f 0 fooo roo2
¥hirlpool i 0 ; o ;0 -
Barlow Washerama § | 1 5 0 t e : 1
Basy ' 0 : 0 -0 A |
Gibson ; 3 z ¢ E o i o
National f o f 0 {3 { o
Hotpoint ; \ 2 ‘ o 1 o ; 3
Murphy Picharde ] 0 i 0 i 4 ! o
Hoover ; 0 o f ¢ ; 13
Frigidnire j 7 ; o ; 6 [ o
Fuchsware ! k i 0 < i 1
Sunbeeamn ' 0 ‘ o i 1 { o
Bendix ; 0 % 0 o 1
Cataline ! 1 ; 0 i ] i o
Liberator o ; 0 I R |
Westpoint , 1 : o C 0 oy
Kempar o : 1 ) o
Phillipsa O 1 Q 2]
DK 23 50 dy 26
H 52 52 52 e



&3
TABLE Q 30. {(Continued)
ACTUAL DRRARD OUWNERSHIP OF APPLIANCE BY FAMILY.

Waghing
Refrigerator Percolator Toaster Machine

1

é‘

Wostpoint

Phiillips

Liberator

Frigidaire

LCrossliey

Hotpeint

RCA

Swan

Hoover

G.E.Cs

Bendix

Gibeon

Murphy Richards
Fuchavare

Russel Hobbg

Indecit

Kelvinator )
National )
Washeramna
International
Thor

Horge

Philco

Dafy

Westing House
Capital

Easy

Kenwood
Kenspark
Kempar
Bpeedgueen
Edblo

[ £7. G

s

R OO0 0CO0OR MWD OOARADONOOOOON &= NOO W

W e saes N e ke A e o

AT e Pl A e e 1 e i Vo Skt S 2

i

N OO ROOMTSODOOOOWADOORNDOOLOROSOOOD WS

P P

CORPuODODODDVOOVCIOOmOmODODO0RRIO0w

~3
(]

d
 NORCOONOOROOmMQuOOMONOOVMNAOONMOO=0O0

A

vl
5]
Ut
b
vt
N
W
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TABLE Q 31.

BELIEF THAT CERTAIN APPLIANCES HAVE MORE STATUS THAN
OTHER APPLIANCES.

YES : . NO | N

35 B | 17 f 52

-7



RANKING OF APPLIANCES

TABLE Q 32.

432

I TERMS OF STATUS.

Refrigerator Percolator Toaster “Washing Machine
b Firat 20 8 1k
3 Second 6 8 3 ' 25
2 Third L 11 25 :
{1 Fourth 12 15 14 . 1
42 4o Lz Lo

SCALE: 0.0 to 1.0
Mean

Refrigerator z = 0.20

Percolator % o 0.221

Tonster X = 0,173

Washing Machine x = 0.323
Converted to Scale: 0.0 to 1.0
Mean -

Refrigerator x = 0,7

Percolator X = 0.552

Toaster % = 0,412

Washing Machine x = 0.807



TABLE  Q 33.

BELIEF THAT CERTAIN BRANDS OF APPLIANCES HAVE MORE
STATUS THAN OTHER BRANDS.

YES NO S
39 ‘ 13 52

423



TABLE Q 3L.

RANKING OF APPLIANCE DRANDS 1IN TERMS OF STATUS.

FIRST SRCOND THIRD
Ge.E.Cs 5 6 7
Indocit o -1 o
Frigidaire 13 b LA
Fuchsware 3 6 3
Defy 1 1 4
Morphy Richards 2 3 2
Westinghouse 0 2 0
Keivinator 1 1 2
Bendix 5 2 1
Philco 1 1 0
Gurnsey (Canada) 0 1 ']
Epeedqueen (o) O 1
Hoover 2 5 6
Gibson 3 QO o)
Yesitpoint 0 1 O
Whirlpool RCA o 1 o)
Hotpoint 2 O G
Enplish Eleectric 3 0 i
Eazny 0 O i
Electrolux 0 0 1
DK 11 17 21
N 52 52 52

¢34



RANKING OF APPLIANCE BRANDS IN TERMS OF STATUS BY SCORING
3 FOR FIRST, 2 FOR SHCOND, AND 3 TOR THIRD.

Frigidaire
General Elsctrie
Fuchsware
Hoover

dendix

Morphy Richerds
Englieh Electric
Defy

Kelvinater
Gibson

Hotpoint

Philece
¥estinghousa
Indesnit

Gurneey
Westpoint -
Whirlipool

Easy

Electrolux

Speedgueon

TABLE  Q 3ka.

SCORE RANKIKG
51 1
3k 2
24 3
22 A
20 5
1 &
10 7

7 8
7 B
6 10
6 10
5 12
A 13
2 1h
2 ik
2 1h
2 14
;) 18
1 18
1 18

GIS"
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APPENDIX B.

THE QUESTIONNAIRE.

¥
"
e -
-
-
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DOCTORAL RESEARCH

UNIVERSITY OF CAPEZ TOWN

INTRODUCTION : Good morning/afternoon/evening, my neme iS ccocecsccococsce
I am from Mérket Research Africa, a company that specializes in doing
éurveys on various problems, subjécts and productsov

(SHOW IDENTITY CARD). At »resent we are doing & survey on peéple's
atfitudes toward,appliances,‘and we would greatly anpreciate your
"views on the subject. The survey is nart of a University of Cane

Tovn Research nroject and your views will be kent strictly confidential,

DETAILS OF CALL

Call No.| Date (Interviever's|No.| Time Time People Present Call back
Signature Started|Taken {Husband Children Otherg Rezson

Call 1

Call 2

Call 3

REASOMNS FOR NO INTERVITEY wcoosasocococcccsscccscocossooccasanonososooacooooooonooanao

© 0000O0CODO0COCOCOO0OQQO0OOOQ0GS6O0ECODOOOG6GO OO CO00O0GCOC0O0CO0O0O0aOOCaqQOQE6Eaoco oco60aoao0adoo00o060C0O0000000OCOCOCOoD0

CODE NUMBE CHANGE OF ADDRIISS

COMMENTS QUESTIONS: ccocococococecccoceccocosnssasosssocoscesceocaoosacnscooaoanoooocoao
© 00 000O0C©O©0 000000000 OCDODO0O0COO0O0E©EOAO 00005 OCO0OO0CO0COECO6Ee6 0% o O0O0O6O6O0O0D0DO0O0CO0O0O0CO0OC0OCOO0OCO0OO0OOOCO0PO°O0CO0O0CDOCQRO0
COMMENTS INTERVIEW: occcoccococccoccocnoocccsnsecososcccoocoaasoonoaocanonoo0o00a0ocodo

U DO0OO0OO0OOOO0O060ODC0OOCOCO0O0O0O0D0O0O0DOBOCOONCOOOQOO0GO0GOG 00O OCODONOONOGOOO0O0OO0O0O0O0O0O0O0O0O000000DOCO0O0O0O0S8 @



jae]

Do you own any of the following appliances

Refrigerator:

Electric Coffee
Percolator

Toaster

Washing machine

‘yes,

yes
yes

yes

no

no

no

no

CODE NO.

438

Did jou buy these appliances new, second hand or as a ¢gift

Refrigerator
Percolator
Toaster

Washing machine

new

new

new

new

second hand

second hand

second hand

second hand

Approximately how long ago did you acquire your

Refrigerator
Percolator 0-6
Toaster o 0~6

Washing machine 0-6

Approximately how much did you pay for your appliance including discounts

and H.P.

Refrigerator
Percolator

Toaster

Washing machine Rewcsoeoavacan

0-6 mo, 6-~12 mo,
mo, 6-12 mo,
mo, 6-12 mo,

mo, 6-12 mo,

R..O..l...-.'
Ro-.rvdocc-..

R-n-.é---o-..

V What make or brand is your

gift
gift
gift
gift

1-3 yrs, 3-6 yrs, 6 yrs +,

1-3 yrs, 3-6 yrs,
1-3 yrs,

1-3 yrs,

Gift
Gift
Gift
Gift

Refrigerator n.---.c--.n.;n-.-...--..

Percolator e eocwEsCENEPICEREEECEESEREO D=

Toaster ...lu;.n’.'..04..0.-'.....IQI

Washing machine e s e Be L asesenssE RS

Key: Specify if respondent does not know off hand what the brand is by
the following designation:

Allow responaent to check physically on brand names if necessary.

D.K.

LI N )

D.K.
D.K.
D.K.
D.K.

3-6 yrs,

s m e ama

6 yrs +,

3-6 yrs, 6 yrs =+,

6 yrs +,

D-Ku o8 cesesas s oo @

DKo «o>

D.Ko #9290 e8 s a9 eapn0

DnK. »e p s o sas N

D.X.
-D.Ka.
D.Xe.
D.K.



6.

Where did you buy your

Regrigerator: G,.S, D, B,
Percolator G, 5, D, B,
Toaster G, 5, D, B,
' Washing machine G, S, D, B

Key: Gift

Supermarket

.Bazaar e.g. O.K. Bazaar

Appliance Store
Department Store
Second hand
Wholesale .
Furniture Store
Don't remember
Other - specify

SHOW CARD

B
AS
Ds
SH
W
F
DK
7]

SH,
SH,
SH,
SH,

v,
v,
v,

s
W,

-

= oMo

DK,
DK,
DK,
DK,

o O O ©

CODE NO.

&39

2 cocce0g00Dceadonn
a0 BOd>GOSOSEBLODDUOY
6o o®P00PSe PO OO0 00 B0 0D

00 @0 saesceC ocesssas

Yhere was the store at which you bought your appliance located

Refrigerator G, C, W,
Percolator G, C, W,
Toaster G, C, VW,
Washing machine G, C, W,

Key: Gift
City
Wynberg
Claremont
Don't remembef

Other

SHOW CARD

cL,
CcL,
cL,
cL,

DK,
DK,
DK,

W
CL
DK

o o O O

® s e @ asdomO0 00D QS SO DGSLDES D6 3B DA
G--.-..DODQ....OCCOUBB.DIODDQD‘O.V
" a9 0 e W0 WD Ne AE O A8 00 00 AaS0 PO e RO DO

® B 669 e ODODBPOLBCSD BBND OB ENEAS O8ABOCD D



8. Can you remember how many stores you went to, to compare

9.

10.

L.

applfances before you decided on the one you bought,

Refrigerator
Percolator
Toaster

Washing machine

Why did you buy the

Refrigerator
Percolator
Toaster

Wasﬁing machine

Key: Low price

Service af

1, 2,
1, 2,
1, 2,
1, 2,

a! b!
a, b,
a, b,
a, b,
staff

3,
3,
3,
3,

c,
C,
C,

c,

Dependable products

Carried desired brand

Advertising

Friends recommendation

Convenience near home

Good credit facilities

Always buy
Gift

there

54
5,
5,
5,

€,
e,
€y

e,

appliance at that

k]
k)

f
f,
f
f

k]

Store personnel are friends

Other - spe

SHOW CARD

cify

7, 3+, Gift, DK
7, 8+, Gift, DK
7, 8+, Gift, DK
7, 8+, Gift, DK

g, h, i, j, k,
g, hy, i, i, k,
g, h, i, Jj, i,

g, h, i, i, k,

n o

= T @ 0.

L

l .
1
1

particular store

CODE NO.

460

S0 ceensposcebooos

oe ®e08 208 ODDAaDOD RS

v aocw 00C 0ADSE 9 &

How much time elapsed from the time you first got the idea to

buy your present appliance to the actual purchase

‘Refrigerator

Percolator

Toaster

- Washing machine

Gift,
Gift,
Gift,
Gift,

1

1
1
1

mo,
mo,
mo ,

mo ,

jae]

| oI Ao BV

mo,
mo,
mo,

mo ,

3 mo, 4~8 mo, 8+bmo,

3 mo, 4~8 mo,

'3 mo, 4-8 mo,

3 mo, 4-8 mo,

8+
8+
8+

mo ,
mo,

mo,

‘DK

DK

DK
DK



11.

12.

13,

1k,

5. CODE NO,

Who in the family actually decide on the purchase

441

Refrigerator Husband,-ss. Wife€e.... Husband/Wifeescae Giftesooos
Percolator Husband..... Wifeco.a- Husband/wifenoufo Giftoconooa
Toaster Husband..-a. wife.ao-- Husband/Wife.cc-o Giftunaaﬂ

Washing machine Husband..... Wife.o.... Husband/Wifeaooes Giftoooaa

What do you enjoy most about going shopping

Spending MOINIEY cowcosoecnreaosesnevsnsdononssadncuoeeseacssanannoo00oco0e6oco

Getting things s Um0 P eEsEeaEseRs0 PP S O EE0N BEOAEECAS BODOCDSSORTOCAO0 T O

A Going with friends .u.--l--lo-l..coll.u'-.lnan--..ul-ocenbliuaﬂlalBB

Improving your home cococeosoneoeceeasnensaneanacacececnassencascoaascns
Other - specifyAuney-n..-clc;--u-u-nactiuinO.ﬂ.uo--abooudblnnancu-q

38300 es 80 sealetse0acnS0s0aea0an ha@ 8080083V $AD GO0 &0

What do you enjoy least about going shopping

Spending MONEY coococnoesosevencasacsreasmannnsaccsscossunsdacansenss
Not being able to afford what you waht ceesecoccoseacasescsscescscscon
The time involved ccosccecccccoencncancacsosacoanccooscaancaaacscance
Other - specify n..na....;..,,....,..a.........uaou..aaga....u.....

O D& 0O ® *P0 e cCEaEReDEOEd) LSS E0E s DeeBsOOEBOdDESIDOATNPTECE SO

If you want to buy a dependable appliance at a reasonable price

how would you go about doing this

Refrigerator ticcceecocccessosesssesoscsacosaecancosanconsosoranesscs
ee 85 ecMsecmosseteasneeste Ao st e cdo0ee000te0oe Eeoaan O
Percolator D NDeEcemsseesaEtAases AN s alRsa0 EABOOR 0G0 0A0ODee OG0 e 8O
n.a--ecnn--o---o.-.--o-.t.n.o---nanbvoa.oﬂaaﬂnqn..o-..o
Toaster c oM eeccoasee s etsata0assce s et O e neanade 8T PEOCOD as SR D0 DD
Gooec Ao MesmewscSsacetssacesesesnaaunavascs 8086000 O
Washing machine vcseecescecscaacssanccscssosnacscsssenasasasaneseonnesas

GO0 S0 ETO e 00 e 0PN PETESON PEeOO NN SS FOOOOE0NA SO0 FOS DD



CODE NO.

44 2

15. If you needed advice on what brand or type of appliance to buy

17

‘ White Doctor

which of the following people would you go to for advice

Refrigerator a, b, ¢, d
.Percolator a, b, ¢, d
Toaster ' a, b, ¢, d
Washing machine a, b, ¢, d
Key: Friend secccoecssseesse 2a

Shop Salesman .cseesas b

Engineer ccocococsecssns C

NO"'One ebpeaBegoesnaEse S

Which of the following appliances do

people awn

Refrigerator

you think the following

Washing
Percolator Toaster machine

Yhite Doctor

Bantu Businessman

Coloured School Teacher

White Truck driver

Key: Don't know or no answer with DK

Probably with a P

What brand of appliance do you think

Refrigerator

the following people own

Washing
Percolator Toaster machine

Bantu Businessman

Coloured School Teachér

White Truck driver

Key: Don't know or no answer with a

bK



‘ : 443

- CODE NO.

18, If you were going to buy one of the following appliances this

19.

20.

21.

month, what kind of store would

Refrigerator

you go to

Percolator Toaster Washing machine

Supermarket

Discount Store

Bazaar

Appliance Store

Department Store

Second hand

WVholesale

Furniture Store

Other

SHOW CARD

Yhat kind of work do the husbands of your two closest friends

do ( DETAILS )

Friend one eaoc.aanu-a-c--n-.--ououncvs--oqo'n.nonroaocnaconovaaaunu'oa

Friend two @0 b 00 e 8 DE SR S A SE S EER ADS R AR Ss S AR 9S00 CEN SAD OO0 ADOSGEOCO0 80D

What kind of work do the hu=bands of your two closest neighbours ,

do. (DETAILS)

Neighbour one oaoi.oon.-..-.nnvo-ctue.---..--augunoooo;ngo'tu.nnenean-

Neighbour tWO 00 DD OO S P ES AEANAEECPLDrABNaNaN S0P EEBCBDOBRIDNS 0D COBODDOBEG BGY

How many times a month do you entertain friends or family at

your home
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8. CODE NG.

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 price,

Compare on this thermometer the four appliances in terms of how
you see their price, Refrigerator, Percolator, Toaster,
Washing machine.
INTERVIEWER DEMONSTRATE by using a vacuum cleaner, polisher and
hair drier..
EXAMPLE
/"\ /’q-\
£ &
10 Very High Price ‘ 10 Very High Price
9 9
8 8
7 7
6 6
5 5
L L
3 3
2 2
1 1
O Very Low Price » 0O Very Low Price




23.

CODE NO.

4458

I would now like you to compare the four appliances -

Refrigerator, Percolator, Toaster, Washing machine in terms

of how many stores you think carry 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.

using vacuum cleaner, polisher and hair-drier.

EXAMPLE

T

1,000

900

800

700

600

500

400

300

200

100

0O

Very many
Stores

Very few
Stores

1,000
200
800
700

600
500

t00

INTERVIEVER DEMONSTRATE

Very many
Stores

300

200

100

o

Very few
Stores
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10. CODE NO.

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 then. Below is a thermometer in which 0 means very little

time shopping and 10 means a great deal of time shoppings.

10 A great deal of time

[«))]

LY

2

1

O Very little Time




25.

?8‘

11.

‘CODE NO.

A&

What brand names of the following products are you familiar with

onnuuo.n--..-.u-.-uoan---e.uaon.kaaueo'cctoon.c-oc
00 0% B s b ® QU B POOOP IO NGO CRECEONSDORPYAPOOCOSOROOD AT

2D 68 @8O P Oece 0P o N EeasstssoOoR NS CEDEGNDSON0 CEB RS PSP

Washing machine ea..o..Jceulucc-oo-ooul;aq--coean&oouuancc;o.eﬁa

brand of appliance and another brand of appliance

no

o

no

no

DK
DK
DK

DK

Do you think that there are sgignificant price differences

Réfrigerator

Percolator

Toaster

Refrigerator yes
Percolator yes
Toaster’ yes
Washing machine yes
between the various brands of
Refrigerator yes
Percolator yes
Toaster yes
Washing machine yYes

no

no

no

no

DK
DK
DK
DK

ADo you think that there are significant differences between one

Which of the following appliance does your closest neighbour,

friend, family own

Neighbour Friend
Refrigerator DO, NO, DK DO, NO,
Percolator DO, NO, DK DO, NO,
Toaster DO, NO, DK DO, NO,
Washing machine bo, NO, DK ‘ DO, NO,
Key: Does own - DO

Does not own NO

Don't Kknovw DK

DK
DK
DK
DK

Do,
Do,
DO,
Do,

Family

NO,

NO,
NO,
NO,

DK
DK
DK
DK



29,

30,

31.

12. ) - CODE NO,

o 8

How often have you seen these appliances at YOur closest

neighbour, friend, family's home

Neighbour . Friend Family

Refrigerator N, 0, F. N, O, F. N, O, F,
Percolator N, O, F. N, 0, F. N, 0, F,
Toaster o N, 0, F. N, 0, F. "N, 0, F.
Washing machine N, O, F. N, 0, F. N, O, F.
Key* Never N

Occasionally 0

Frequently F

What brand or make of the following appliance does your closest

friend, neighbour, family own

Neighbour Friend Family
Refrigerator
Percolator
Toaster ;,____
Washing machine

Key: Don't know =~ DK

Do you believe that certain appliances have more status than

other appliances

YES cesecnanevonsocoe

no om0 Ce SocAROENDO SO

INTERVIEWER: DEMONSTRATE USING AUTOMOBILES



27

3k,

2%

13. CODE NO.,

R

Rank the following appliances in terms of how you see their status

Refrigerator ©e80escnecersvssesenns e
Percolator ©0608e0cCcOoseDCcPee OO S8 O
Toaster C0ececesocceesevesce s

‘{ashing machine ©0 SO0 D OGC G TESSEBEOBOSELIENOSS

INTERVIEWER: DEMONSTRATE USING ROLLS ROYCE, VOLKSWAGEN AND BUICK.

Do you believe that certain brands of appliances have more status

than other brands

YES eececooceeceoooccecsocosaes

no 0 08 OOCDOOO SO DO SOO00ES SO

Please list the names of the three brands of appliances that you

believe have the most status

@6 0080068008330 6000CO0H6SGS 06 @CCDSDO e
0O P SOBGGOCO0 00000000000 SE SEDE SO SEE

©C0C0O0ROO00OB0S 008 SDOO SO ONS SBSA SR S
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;. 7%

2

3.

be

5.

Te
8.

e

10

11.‘

12

3.3 -

‘Baldorston E. Froederick & Austin €, Hloggatt,

b ‘EEQKS i

Aidas'm e et aly Planning & Prablem Solvi
Homewsod 111, Richard D. Irwin Inc. 196hL.

Alderson W. and R. Cox, Theory in Marketing, rove ed.

. Homewood IIT, Richard D Irwin Inc. 1950.

Alderson W, Market 1ng Behaviour and Uxecutive Action
ﬂememnd, In. Richard ﬂ. Trwin Inc, ﬁﬁs‘h )

Allporte Ha. Gardou, Perscma&ity and Sacinl. &nuounter,
Boston, Beacon Press, 1960.

Allport W. Gordon, Pattern & Growth i Pe'rmnalit M
New York, Holt, Rinchert & ¥inston 1961.

mdreﬂseﬂ, filaw Hegoardh in ﬁarkatmg" Institute of
Bupiness & Economic Research, University of Californing
Yiorkiay, 1965.

Argyris Chris, Pemonauw & Qrganisatmn, ew Yorlk,
Harper & Tipw 1957,

Atkinson W. John, An An_Introfuetion io Hoﬁivg}ioa,

Princeton, N.J.D. Yan Nostraud Inc, 1964,

Simulation
of Markot Procopses, Derkeley Calif. Institute of PDusiness
& Beonomi¢ Research, University of Csalifornia 31962.

Bartels Robert, The Development of Marketing Thought

. ﬂmewa& i1, Richard D. Irwin, Inc. 1962.

Does Frank M. et al. {(eds) Applications of the Sciencos in
Harkoting Mana 'ament, John ia’ile.y £ Sons Inc. Now Yorlk,
1968, '

Bass M. Frank, et al. Mathemntical Models & Hethods in
Haricoting, ﬂcmmaﬂ, I1¥, Richard D. Irwin Inc. 1961
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