ECONOMIC AND NON-ECOMOMIC DIMENSIONS OF THE

CONSUMFR INTEREST

A Thesis

Presented to
. the Facﬁlty of Graduate Studies

University of Manitoba -

" In Partisl Fulfillment |
of the Requirements for the Degres :

Master of Science

by
Alexahder John Walter Pursaga

November 1975

. . ; ¢
PR R T




"ECONOMIC AND NON-ECONOMIC DIMENSIONS OF THE
CONSUMER INTEREST"

by
ALEXANDER JOHN WALTER PURSAGA

A dissertation submitted to the Faculty of Graduate Studies of
the University of Manitoba in partial fulfillment of the requirements

of the degree of

MASTER OF SCIENCE

© 1976

Permission has been granted to the LIBRARY OF THE UNIVER- _
SITY OF MANITOBA to lend or sell copies of this dissertation, to
the NATIONAL LIBRARY OF CANADA to microfilm this
dissertation and to lend or sell copies of the film, and UNIVERSITY
MICROFILMS to publish an abstract of this dissertation.

The author reserves other publication rights, and neither the
dissertation nor extensive extracts from it may be printed or other-

wise reproduced without the author’s written permission.




ABSTRACT

The problems of the consumer have recently come to the forefront
of public debate. Although traditional economic theory has been built
upon the foundation of consumer sovereignty and policieé and programs
continue to be developed using this base, it is unclear as to what
the fundamental elements of consumer motivation are. Whether the
consumer is in fact éovéreign or not, recent events indicate that he
is no longer satlsfied with the gperations of the marketplace.

This thesis representa an effort to approach the problem of the
consumer by means of the role theory developed by James McNeil. The
.additivity of attitudes and knowledge was relaxed in this applicotion
and a set of components were subsected to a qoestionnaire sampling.

The survey was submitted to members of a low~income food cooperatlve
known as the Winnipeg Buyers Club, to members of the Consumers Association
of Canada, and to members of fhe Department of Agricultuial Economics
and Farm Management of the University of Manitoba in Aﬁgost , 1973.

Under the assumption that those who have chosen to mark themselves
off from the.rest of society as consumers will have developed their
attitudes towards consumption to a heightened level, the survey was
administered. In additioo a further narrowing of scope was achieved by
sampling consumer attitudes with respect to food alone, In this way
it was hoped that the most crystallized picture of the consumer role
could be achieved.

The components which were sampled were:

1, Price Level

2, Meaningful Choice

3, Price Stability

4, Competitive Environment

5., Product Availability
6, Production Efficiency
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7. Distribution Efficiency

8, Pricing Efficiency

9, Nutritive Value

10. Physical Safety

11, Information '

12, Ability to Voice Grievances
13. Quality

14, Representation

The . results of this questionnaire were submitted to a multidimensional
scaling analysis.

For each group the scalings were noticeably different. However, within
each group's scaling the psychological distances from the "ideal point"
were arranged in an identical order. It was therefore concluded that social
and economic pressures arising from disparities in disposable income had
a direct effect on the location of the consumer's attitudes and not upon
the priorities attached to those attitudes. In this sense the components
were shown to span the basic consumer role with respect to food.

Given that the sample groups were those individuals who had somehow
decided to label themselves as consumers, it was also concluded that a
consumer policy which could be enacted would have the following form:

- a policy of supervising the efficiency of the free market,

- enforcement of a strong set of competition guidelines,and

~ the generation of a consumer information and education pfogram
Howevee, any success in this area is dependent upon a social policy which

is effective in redistributing income in order to modify the social and

economic pressures which constrain the free performance of the consumer

role.
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CHAPTER I
INTRODUCTION

1. THE PROBLEM AND ITS IMPORTANCE ; "

If the economy is to be metaphorically described as a giant
wheel, then the consumer may be assumed to be its hub. Inasmuch as
the hub of the wheel directs the centrifulgal forces-of its own motion -
outwards along the spokes, so too does the consumer, through - the.expression -

of his demands, motivate the.utilization of labour, capital and raw

materials for the production of goods and services. Equally, inasmuch
as the centrifugal forces of circular motion must be bélanced by the
centripetal forces derived from the strength of the rim and spokes of the
wheel; the centripetal economic forces must also be in balance. These
centripetal forces must return to the consumer the goods and services
which he has demanded at a price which he is ﬁilling and able to pay.

In economic theory these centrifugal and centripetal forces have been
given the status of the Laws of Demand and Supply respectively. In the
absence of exogenous shocks and frictions, there is no reason why the .

gigantic wheel or the economy should ever come to rest once it. has been /

set in motion.

However, this latter rather naive proposition of perpetual motion

is not possible either for the wheel or the economy. In fact there are

many rough roads along which the economy may travel and it may“éﬁén be

directed into dead-end situations. However, it is possible that the
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economy may suffer from problems which are not exogenous but rather
emanate from the very hub of its activity. The consumer, unlike the
hub of the wheel, may well change the nature of its basic motion.
Equally, the consumer may refuse to accept the goods and services which
are produced in answer to demands. - In either of these cases the
hub may no longer wish to share in the continued motion of the entire
wheel. For hubs and consumers there are, however, forces which tend to
reduce the power of their control‘over the entire motion. This process
is known as inertia. Once set in motion the forées.which.guide the
wheel gain.momentum from the mass of the entire wheel; hub, séokes, and
rim. In the economic system, the consumer may be forced to go along

as well in the interests of continued progress derived from the momentum
of increased production, expanded employment opportunities, and other
vestiges of economic growth. Thus the consumer, although the central
element in all economic activity may be forced into a diminishing realﬁ

of importance as the economic system moves along.

However, consumers are human beings and as such retain the power
of thought and at least the proposition of self-determination. It is
this self—determination that has led to the generation of consumer
groups which have tended to move outside the economic system: to create
lobbies through which to interract with the political process, to create
their own co-operative distribution systems, or in somé cases t§ enter

the social realm and boycott stores or establish pickets.
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It is this phenomenon of consumer disaffection which has led
to the recent debate over the consumer interest or consumerism. Whatever
it may be called, it remains a modern phenomenon which has not been

previoulsy investigated.

It is the purpose of this thesis is to examine the nature of this
phenomenon and to uncover some of the basic components of this interest. It
?s also intended to investigate the relationships which exist amongst the
components of this phenomena, in the hope that they may lead to a better under-
standing and acéommodation of consumer desires within the ecoﬁomic system. The
danger of neglecting this task is purely hypothetical but may well lead to a
drastic weakening of the economic system and expose it to even greater dangers
from exogenous.shocks. It is the scope of this amalysis to concentrate on

food as food is perhaps the most basic of all consumer goods.

The very existence of consumer disaffection implies that the
factors involved in the illumination.of the components of the consumer.interest
are not pureiy economic in naturé. If they were, the resolution of
consumer disaffection within the economic system would be a simple case of
changing the types of goods and services which are being supplied. These
changes would be part of the ggneral process'of economic activity and there
would be natural neglect of xhé~products which were produced but not demanded.
This is the time hohored concept of consumer sovereignty, which basically
states that business.will only p;oduce‘what’it can sell and if it cannot

sell the product it will cease to produce it. Hence the natural tendency
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would be that the consumer would have choices only among those products

which he really wanted.

The basic assumption of tﬁis approach, however, is that the
consumer actually knows %hat he desires, that the market is organized so as
to permit these desires, and that they can be succinctly expreésed in
the marketplace. In a situation in which consumer goods are well-known
in terms of their specifications for potential use and performance
‘expectations, this assumption may Weli be upheld. However, in the modern
market we have experienced a retaili"revolution" in which the producté
among which we must choose have become more and more sophisticated, more
and more nuﬁerous, and have come through the hands of many individuals.

The sophisticated nature of the products requires a greater degrée of
expertise Wifh.which to judge them. The increasing number of products
requires that this expertise be developed in an increasing number of

‘areas. The expansion in the number of distributors has created a situation
in which even if the consumer possesses the knowledge to judge a product
to be deficient after purchase, he may not be able to find out to whom he

should complain.

This retail "revolution" has not been detrimental in all of its

aspects. No doubt the modern consumer is‘able to purchase products which
serve his or her every need. Never before has such a great choice been
available to the consumer. Similarly the consumer may consuﬁe products

which were produced in areas of which the consumer has only a vague knowledge,

and which may appeal to exotic tastes which could not otherwise be

L U
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satisfied. Consumer confusion and consumer oppulence may well cancel
each other out in:terms of their effects on consumer interest. However,
the basic direction of this development has been the lessening of consumer

knowledge and a concommitant reduction if not elimination of consumer

sovereignty.

In the abéence of consumer sovereignty, the basic economic
factors affecting the consumer interest must be substituted by, or appended
to, various non-economic factors ﬁhiéh are necessérily normative. These
non—economic dimensions may include elements of a basic faith that in
| the absence of knowledge possessed by the consumer someone else.will act
as his vanguard and ensure that he is not "wroﬁged" in the marketplace.
Therefore, price level and stability will remain necessary conditions
for an understanding of the processes of consumer behavior, but we may
no longer assume that they_ére sufficient conditions. .Other concepts

must be developed and explored before an understaﬁding.of consumer motivation

can be uncovered.

In the remaining sections of this introduction the nature of

the consumer interest will be developed and an approach to the problem
formulated. The literature, although sparse, will be reviewed and a basic
model proposed. The components will then be developed and a set of basic

hypotheses stated. Fiﬁally the methodology for testing these hypotheses

will be explained.

2, THE APPROACH TO THE PROBLEM

. THE PARADOXICAL NATURE.OF THE CONSUMER INTEREST

Before an attempt is made to specify the- components of the consumer

v e e e ey e gy i s e e ot e e - S n i S e e s 4 S Y R s g




?r description of the
phenomenon. This is'not an easy sfép"ﬁ? é;'tékeh,-however, due to tﬁe
fact that the consumer_intefest is plagugd by f&o basic paradoxes. The
first relates to thé fact that while everyone is a conéumer, no single
individual is only a coﬁsumer.'AThe second pa?a&px occurs at a more
aggregate level and relates to the fact that the political process will
most often pay greater heed to another intérest, for example, that of-a
producer than to a consumer interest on a contentious issue, although the

consumers of any given product will amost certainly outnumber its producers.

The firét paradox relates to the fact that everyone must be
involved in activities which operate so as to reduce the time and effort
which he may ﬂe able to spend on consumption. Usually a person must work
in order to earn an income in order to have the funds necessary to finance
consumption.  Even after working an individual cannot hope to perform only
as a consumer. Most individuals will be involved in social groups or
other avenues of personal entertaimment which also detract from.the
potential time and effort he is willing to spend on consuming.l/ This
paradox has been assessed by Mitchell [49:279], who argues that the consumer
is plagued with the "backwards art of spending mdney."',This "backwardness'
he identifies as the propensity of individuals to confront budgetary
problems by means of attempting to increase their incomes, rather than to

bachieve better value from their expenditures by means'of.mofe careful scrutiny

of the goods which they select.

The second paradox, while it may very well be an extension of the
first pafadox, was developéd independently by Anthony Downs [22:149]. . He

1/ It is argued here that even the so-called "welfare bums" will have

activities competing for their time even if that activity is merely
the avoidance of work. ’ )
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presents this observation but does not intefpolate or extrapolate

this statement with respect to consumers alone. Some illumination may be
cast upon this paradox if.we recognize that one of its corollaries is

that the common assertion that the consumer interest and the public

idterest ére one in the same thing is false. This arises from the fact that
the public interest is cqmposed not only of consumers, but also of
producers, distributors, retailers, and other economic actors. Although the
‘same person may operate iﬁ several of these functions, all interests with
the exception of the consumer's éaﬁ be monitored in terms of flows_of
_ﬁroducts which can be measured directly. Moreover, if it is £he public
interest to increase the welfare-of its citizéns, then it is essential that
the nature of economic activity be expanded. This cannot be done if
momentary intrusions are made on behalf of the consumer which could well
élow down the entire system.;/ Moreover, the increaséd~activity may generate
increased incomes and hence operate in the same fashion as the Mitchell

argument outlined above, although on a larger scale.

The implications of this second paradox in the political
process have resulted in the preparation of a large number of pieces of
legislation which have been designed to protect consumers in certain basic

product areas. These pieces of legislation are very technical and relate

to specific practices. In view of the fact that the British North America
Act (1867) effectively placed consumer protection in the hands of both the
federal and provincial govermments, the product approach has led to a

veritable maze of regulations which requires a battery of trained legal

1/

=/ This logic is no doubt also used in order to eliminate the objections
of environmentalists who dare to oppose certain industrial projects.
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personnel to interpret. Inasmuch as the average consumer complaint rarely
deals with a large dollar value of goods, it is unlikely that consumers
would be willing to or able to pay for this legal interpretafion.
[Neilson, (52:4—5)] Although we haye established departments of consumer
affairs at the federal level and in most of the ten provinces, the fact
remains that these consumer fepresentatives in the civil service must still
deal with the same product_approach_to consumer problems. It is probably
the case that even'tﬁese publiq advocates are overly burdened with seemingly

small considerations.

The dual paradoxes of the consumer interest tend to operate so as
to continually relegate the consumers' economic function to a less than
paramount status both at the individual level and in the political cum

public domain.

DESCRIPTION OF THE CONSUMER INTEREST

The duél paradoxes of the consumer interest indicate that while
consumption is necessary for survival it is often neglected in favour of
other activities. This paradox is not uncommon for a broad class of
activities which.are known as social roles. Examples of similar important
but oftenvneglectéd activities include citizenship, the family roles of
motherhood and fatherhood, and the basic roles of religious belief. Each
of these bears the common element that many people negiect their performance
of these roles until a pertinent crisis situation develops. The citizen
who only attends a town-hall meeting when he discovers that his house is
_about to be expropriated; the mother or father who only return to spend

time with their families when the children have been discovered using drugs,
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aﬁ&'the individual who only returns to his church, synagogue, or other
piace of religious devotion for baptisms, bar mitzvahs, weddings and
funerals all bear a great deal of resemblance to the consumer who only
accentuates his role when he cannot get warranty service for his new car.
It is not argued thatvwelshould all overreact to these roles and live
them to the exclusion of all oqﬁéé considerations. However, it is
argued"that these very importénﬁ,foles lead to a natural neglect.wﬁen
the choices are made betWeen them and other less taxing but more enjoyable

or rewarding activities.

R. S. Downie [21:133] has defined a social role as a "cluster

of rights and duties." 1If the above examples describe the concept of

social roles accurately, then the implication is that for this particular

set of roles it is the case that the duties are effectively discounted by

the individual. This discounting of duties is contingent upon the ability

of the individual to establish a set of priorities with»whiéh.he will

adjudicate pﬁtential role performance. It is argued that the priorities

are a function of the attitudes which the individual possesses-with'respectf-

to the perceived satisfaction which he may receive. As the attitudes of f
the individual become more entrenched they will establish the patterns

of behavior which typify the individual.

For the purboses of this thesis the consmmer interest will be
interpreted as the consumer role and the role will e assumed to be primarily

conditioned by the attitudes of the individual. Thiis. is not to say that the
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attitudes will mark the limits of all things thaf may be included in
the consumer role. Rather it states that the attitudes which an
individual holds allow or force him to act to achieve his objectives.
wi;hig_tyis domain by using behaviour. For example it is often
'q?gﬁed'that economic forces will constrain or free the individual
tqi;Qnsume as much aé he wants. However this approach describes only

fﬁé 56undaries of his activity. He may not know of the existence of
tﬁese economic forces, He may p&t even care. However, when he does
perceive a situatibn to exist, even if he is mistéken, he may very
well pursue his desires anyway. It is the attitude, rather than the
environment or boundary which forces activity to take place.lj The
precise relationship will be presented in terms of the specification of
the model. The literature will now be reviewed in order to assess the

assumptions and qualifications which are incumbent upon the interpretation

developed above.

REVIEW OF THE LITERATURE

OBJECTIVES

Traditional economic approaches to consumption behavior have
dealt with the proposition that the consumer is actively participating
in the market with the intention of maximizing his pleasure. This premise
automatically casts a great deal of importancern the success of his
venture measured in terms of ;he physical goods which he has accumulated
after his consumption activity.. Consequently, in the traditional micro-

“economic and macroeconomic analyses, quantifiable variables such as income,

Y Strong demand ‘for housing came through mortgage rates have risen
to historically high levels is an indication that the motivating
factor in this case is not the feasibility of owing a house (economic

boundary) but the desirability of owning a house (consumer attitude).
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price level, and units of consumption goods have stood as sufficient
indicators of the consumption activity. However, as George Katona,
Burkhard Strumpel and Ernst Zahn [40:9] have concluded, these assumptions
are not readily t:ansferable across national boundaries and may in .fact be

suspect with respect to certain groups of people even within the mass

consumption society of North America.

Moreover the concentration of efforts on measurable féatures of
consumption leads to the concentration on the equilibrium values of these
measurable factors. In essence, if the purpose of economic analysis is

to monitor consumption in order -to establish the nature of demands and

supplies, which are always described in terms of dollars and units

of product, then the science is a cbmplete body in itself. ﬁowever,

if the purpose of economic analysis " is to achieve an’understanding

of the consumer decision process, it would appeérmto have been side;
tracked. TFleming Hansen [34:8] has argued that ecoﬁomic modelling

always eliminates the intervening variables which may act as catalysts

in the formafion of consumption decisions. These variables are excluded
simply because of the fact that in quantifiable terms they will cén;el
each other out. . In terms of the qualitative judgments of the consumer
they may well achieve varying degrees of importance that may in fact alter

the entire decision process.

It has been'ailbng standing feature of consuﬁer analysis that
the nature of the decision process can be readily manipulated through latent
appeals to consumer emotions. Pleasantly decorated supermarkets which are
air conditioned and surround the cﬁstomer with soft recorded music are the

rule rather than the exception. Pleasantly decorated packages covered
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with suggestions as to what the purchaser may win, purchase at a reduced

price, or even obtain "free" are common in all stores. The entire entertain-

ment industry is supported by dollars spent by firms with the expressed

intention of altering consumer purchase decisions.

The purpose of these illustrations is to indicate that the practice
of economic activity has recognized the power of the non-economic nature of
consumer behaviour.  This recognition has been muted_in the theoretical
examination of the consumer, If it is in fact true that consumers only

purchase products because of economic necessity, then these appeals should

not work. However, they do work and in so doing revedl that there is a great

need for an investigation of which values consumers place upon these
non-economic variables. Indeed we may no longer assume that the "laws"
of economics can operate with impunity in the modern market. Inasmuch as
appeals to non-economic factors may spur the consumption processes it is
equally likely that they may hinder them as well. If such hindrance is
accumulated then the crises of faith.in the market may well lead to

socially disruptive phenomena.

This argument does not support the contention that consumérs'
need to be cajouled and guided through the marketplace by a paternalistic
public policy. On the other hand it does not support the contention that
consumers must be continually exposed to arbitrary processes. Between
these polar positioms it is argued that the consumer should be protected
from dangers which may arise'bdt should not be constrained. In essence the
"great wheel" of the economy, to return to the opening metaphor, must be

. kept oﬁ track. Before protection programs are initiated it is essential

that we know what it is which is to be protected.

o~
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At this stage it will prove useful to cystallize the argument
of ;his thesis with respect to the consumer interest. It hés been argued
that this interest is as diverse as the number of people who act as consumers.
It has aléo been argued that behavior, the demonstrated results of activity,
is also diverse although it may have certain common elements. The linkage
between these two concepts has been proposed as the consumer role: the
cluster of rights and duties, formed through knowledge and attitudes, and

demonstrated through patterns of consumer purchasing decisions. The key

therefore is to assess the consumer role as an entity in itself in
order that the kernel, or central combination of attitudes and

knowledge, may be understood.

MODELS

This thesis has lamented the traditiénal economic analysis of
the consumer which has tended to neglect an examinatioh'of consumers
as individually motivated economic actors. This lament should not be
taken so as to imply that academic investigation of the non-economic
factors of motivation have been totally neglected. However, these analysis
have largely been the concern of the psychologist and sociologist. From
this work it will prove useful to examine some of the models and illuminate

the basic directions which have evolved.

There are Easically two approaches to the analysis of a nebulous
concept such as thg consumer role. The first is to assume that there is
sufficient commonality in all of these processes so that similar actions
will result in similar situations. Therefore, all that is necessary is to

"slice" through these variables and specify a particular function which
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is most realistic in order to predict similar actions. This is a "slicing" :
operation, a separation of variableé, on the assumption that each is mutually
independent. This is a;so known as a unidimensional approach. The secona method
is much more conscious of the multiplicity of patterns which may be present =

in this type of activity. Rather than specifying a functional relationship

and cutting through the set of variables, the variables are measured and

>“interrglationships demonstrated. It is not possible to specify the

predictable outcome of a related situation under this approach. ‘Rather

it is suggested that in similar situations it may be possible to

determine the internal effect of these linkages and see which variables are
discounted and which are accentuated in any particular situation. This

is a more elastic approach and recognizes the multidimensionality of

the process. Multidimensional modelling is more useful for explanation

than prediction.

It will prove useful to investigate each of these approaches
and determine the most effective method of examining the components of

the consumer role for the task of this thesis.

Each of the unidimensional models attempts to determine the /
impact of attitudes on a net assessment of consumer satisfaction. W.

Edwards[23] has proposed a model in which an individual appraisal of

utility was contrasted against a net summation of general attitudes. The

net impact of certain attitudés is then interpreted in accordance with the
concept of satisfaction. Crespi[18] and Madsen[47] have developed models
which contrast personal assessments of satisfaction with income and

price level in the former case and net wealth, measured as purchases

of consumer durables and net savings, in the latter case. These models

have attempted to relate income and other economic concepts to prevailing
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attitudes. However, in no case have the type of attitudes been specified.
In 1958, D.D. Martineau[48] attempted to étipulate the nature of these
attitudes by means of store patronage, the use of information sources,

and social class attributes. Again these attitudes were contrasted with

a net appraisal of self-perceived satisfaction.

In each of these models-the choice of attitudes is not
specified according to any particular‘theory. Correlation coefficients:
aré used to establish prediction models and the results which are produced
tay or may not be valid. Moreover, they are particularly microeconomic in
context and relate to very specific enviromments. If it is the purpose
of this thesis, as stated, to develop a general understanding of the
consumer role, such a "slicing" operation would appear to be much too
refined. In addition it may be a useful approach to suggest methods of
motivating consumers but allows for no internal feedback within the

model and hence reduces the power of explanation.

A multidimensional approach is favored for the reasons listed
above, yét the literature in this area does not appear to have been
theoretically standardized. The basic concern with this form of modelling
is whefher or not a social norm can be specified. Such a norm has been
deemed essential in_ofder that the particular set of atéitudes chosen
can be used_fo typifx the consumer situatiog.' However, if one is to
reduce the dfive towards prediction in these models this concern becomes

less demanding.

Several ingeneous techniques have been proposed for the establish-

ment of these norms. J. F. Engel, D. T. Kollat, and R.D. Blackwell [24]
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have applied a set of cultural variables to standardize these attitudes.

Brody and Cunningham [7] have used a personality inventory to accomplish

this task. In each.of these cases the models propose to use the social

norm as a basic element with which to weigh -the responses of the part-

icipants. In each of these cases the set of responses which are JuStlfled

by other studies. appears to be the guide for weighing responses. This is

a dangerous approach for the objective scientist to take. It assumes

that the results of .an investigation achieve some form of "truth"

merely because they are replicated with similar results a great nnmber of
times. It further assumes that the assumptions used in the nrocedure

are vindicated by time and not through constant introspection and
revision. These types of models are inapplicable to this thesis as the
very spirit of this task is to explore the attitudes behind nonsumer
decisions and to understand the processes -involved. The pre-specification

of such a weighting pattern is contrary to this spirit.

To reject the pre-specification of a social norm is to invite
a great deal of frustration in the formulation of a model. However,
there appears to have been a general set of models in this area which
have been presented. The model developed by J. L. Janis [36] and M.
Rokeach [59] assumes that the existence of a social norm is less crucial
than the investigétion of the relationships anongst attitudes. In this
model it is assumed that whatever the attitude, its basic components
will have been well defined by the socialization of the respondents. In
this model it is no longer a concern as to whether information is weighed
less than concerns for safety in the motivation of consumer behavior.

Rather it is assumed that all respondents understand what is meant by

these comments in a relatively common fashion. Therefore the weights

e + et e <
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which may be appropriate wiil be rgvealed in the ;esponses fhemsélves.
This model closely parallels the social field model as developed by Kurt
Lewin [42]. 1In social field theory the target of any potential action,
its goal, is evaluated by each individual and he must determine a pattern
of activity which will reach tﬁat goal. At any point in time it is

to be expected that there will exist a number of goals which may require

action. These other goals may compete or reinforce each other. As
these goals interact tensions will be generated. The activity which
is chosen is assumed to reduce the greatest amount of temnsion at any
particular point in time., This approach is closely related to the
discussion of role theory already presented and also substantiates the

lack of urgency in the specification of a set of response weights.

- There are a number of problems associated with the application
of this type of model. The first is that there may at any point in time
be a vast multitude of goals and tensions which operate so as to influence
a person's actions. The model is not practical if all possible attitudes
are included; Secondly, there must bhe some method of synthesizing the
particular method by which the expected action is actually manipulated.
The action which is performed need not be the one which generated the
greatest amount of tension. It is possible that several attitudes may
generate an almost equivalent amount of temsion. If théy do then the
situation may develép, where, if other tensions can be made to reinforce
each other, they wili in fact dominate. It’is argued that in the
application of this type of model the attitudes be allowed to interact

totally.lj

1/

=!  Warren J. Bilkey [4:106] discovered that there was a considerable
degree of interaction in a survey of attitudinal impacts on basic
budgetary allocations.
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Therefore, for the purposes of this thesis the multidimensional
approach is favored, provided that‘fhere is a method for the permitted

interaction of the attitudinal variables.

3. THE MODEL

In the specification of the_model.to be investigated in tﬁis“ﬁv"
thesis the wreview of thg literature_has shown thét not all of ﬁhe B
contributions have been concerned with how the consumer actually formulates
decisions. In fact the prevailing iﬁﬁention has been to influence rather
than uﬁderstand the consumer. In this regard it is suggested that a
multidimensional approach is preferred. The review of the literature
did not investigate, any models which proposed the linkage property of
the role between interest and behavior. Tﬁere is one such model which -

has been proposed by James McNeil and will be dealt with below. [46:8-10]

This model in its algebraic form is as follows:

Br = f[ (Ar + Kr), Fsr, Rd, Rl ... Rn] veeveresaal.d
Where:

Br is fhe behavior revealed in the performance of role rj
"Ar is the attitude towards role r;

Kr is the knowledge of role rj

FSR is the social force acting upon role r;

Rd is the dominant role; and

Rl ... Rn is the constellation of other

potentially feasible roles.

In its basic form this model attributes behavioral activity as the result
of the interaction amongst various roles. It stipulates that roles are

the basic product of the interaction between attitudes and knowledge..
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In addition it recognizes the stipulation that social forces operate as a

fundamental constraint on activity;

However, there are certain features of this model which must be

examined. The first is the stipulatioh that the role, as a constellation
" of rights and duties, is the summation of attitudes and knowledge.

It is implied that this cluster can Be_manipulated merely through the
pfovision ‘ of new kpoﬁi;dge; ” However, this does not appear

to be readiiy“ogéérvable. If knowledge is to include experience, then

. this model includes an essential feedback mechanism. Experience is the
resurréction of beﬁavior which has returned to the role aé a result of
having performed the role in the past. In this regard if the role were
specified as a function of previous attitudes and knowledge the result
would be that expefiénce as a part of knowledge would be self-reinforcing.
In a similar fashion a strict multiple relationshiplwould not be realistic
either. 1If attitudes and knowledge were multiplical then we would not
expect to find behavior which persisted‘in spite of knowledge which Waé

known to the individual before the action was initiated. The mere existence

of bigotry is sufficient to discount this factor.

Moreover, there is.another objection to the specification of
this relationship. It separates attitudes and knowledge into components
of the role which may be an unwise partitioning. The position which is
advocated here is that the sum of the parts’of any whole may or may not
be equivalent to the perceptioﬁ'of the whole itself. In this regard a
picture hanging on a wall may present a totally different concept to two
different people. Moreover, we may all be able to ride bicycles but it is

unlikely if any of us is constantly aware of the necessary balance ratios
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involved in this activity. This process of blurring of attitudes and
kndwledge is known as the concept of gesﬁalten which is the basis for
sqcial field theory. [Lewin (42:8-10)]. No generality need be lost if
thg relationship between attitudes and knowledge is unspecified and in
fact if the two’components are replaced by the general, although

undefined, concept of attitudes alome.

i

Another objection which can bé réiéed_to this formulation is that
the particular effect of other roles may be quite variéble on any given
~activity. There are basically tWo claéées of these ancillary roles.
The first class includes those roles which are potentially useful in
" the performance of any given role. These roles include tho§e which are-
only for the moment deemed inappropriate. They are termedwlatent roles.
The second set of roles are those which are deemed totally irrelevant to
the performance of any given activity. These are the passive roles. In
the case of the consumer role it is unlikely, given the:ﬁattern of
advertising appeals to all of our emotive forces, that.any-roles-can be .:.
appropriately defined as either latent or passive. It is therefore
unrealistic to separate these roles unless they can be demonstrably and
unconditionally divorced from the process of consumer behavior. Moreover,
if these roles are constantly in a state of flux it is useful only to the
microeconomic process of prediction to specify the constituent parts of the

overall process.

Further, if it is assumed that the investigation of the consumer
role is the primary motivation for this study, then the consumer role will
be the dominant role. The model then refined is of the following form:

Br = (Ar’ Fsr)ctco.oo.oooocooo!cooom'.‘co‘.-.olOz
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It is therefore the purpose of this thesis to investigate the components

of Ar. In order to make this feasible it is necessary to eliminate the

effects of Fsr by attempting to survey only those consumers who have
a common concern with respect to the performance of the consumer role.

Such common concern will be taken either as a membership in a type of

consumer group as a co—operative or as a general association.

Therefore, the model will be analysed as an investigation
"of the components and their internal relationships as they influencg
the behaviour of the individual. It should be noted that what.is
attempted here is an aggregate assessment and therefore will be used to
develop a general appreciation of the manner in which consumer decisions -
are formed. In order to apply this model to a set of data a procedure
must be fouﬁd which will maintain the integrity of the‘individual
response. In this way the variation in responses will be closely
related to the type of variation actually present amongsﬁ'the respondents.
However, before the procedure is discussed it is necessary to develop

the unique positions of the attitudes which are to be investigated.

THE COMPONENTS OF THE CONSUMER ROLE

Theoretically there are an unlimited number of attitudes which
could effect the pe?formance of the consumer role. In the absence of any
universally acceptible theory as to the nature of these components it is
necessary to refer to a number of statemeﬁts of the components of the
consumer interest, role, or behavior., There is of course no guarantee

. 1
that the set of components chosen for this analysis are complete."/ Each

1/ There is no reason to suspect that the consumer role is composed of components
at all, However, if the application of role theory is correct it will be
possible to test the interdependence of these components. According to

whether or not they "hand together' according to what we expect. . If they
do "eluster" or accumulate in a definite fashion then all that can be said

is that they form a kernel or nucelus for the role.
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set which will be presented has a certain degree of bias .'depending upon .

the position in which the statement of components was made. Notwithstanding

these considerations, it is argued that whether these components are in
fact complete depends upon the nature of the responses derived. Never- i
theless, in the pages which follow an attempt will be made to compile a
list of these components and submit them for analysis in later chapters.

according to the procedure to be described shortly.

In 1962 United States President John F. Kennedy made the

following statement:

"Additional legislative and administrative action

is required, however, if the federal government

is to meet its responsibility to consumers in the

exercise of their rights. These rights include:

(1) the right to safety, (2) the right to be

informed, (3) the right to choose, and (4) the

right to be heard. [Buskirk and Rothe (9:62)]"
Implicit in this rights formulation is the political perspective. It
is assumed that safety, information, choice and representation are
the key to the elimination of consumer problems. The political process
can be used to establish these rights either directly or indirectly.
However, no mention is made of the characteristics of the products
themselves. The price level and its stability as well as the quality
of the goods and services are neglected. In addition the manner in which
the products are marketed is not considered. Those marketing techniques of
efficiency in production and distribution, the competitive nature of the

marketing environment, and the availability of products may well be

additional factors.

Another statement of the components of the ¢onsumer role can

be found in the Report of the Royal Commission on Consumef Problens

et g e e ot
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and Inflation, coﬁmonly referred to as the Batten Report:

", ..(the consumer interest) cannot be wholly
separated from his interests in the growth of
production and income.

Notwithstanding this there are distinct
consumer interests. They involve his right to
know, at least in general terms, how the markets
with which he must deal operate; they involve
his right to be assured that the technical
characteristics of the markets with which he
cannot be familiar do not go awry, especially
in areas involving safety; they involve his right
to be assured of honesty and fair dealing, and to
have recourse when these are not forthcoming; they
involve his right to fully understand the relevant
alternatives before him; they involve his right
to be heard on all issues. [ Batten Report (57:9)]"

This statement extends the rights of the consumer to areas which involve
fairness in the marketplace. Essentially this set of principles implies
that some supervision be placed on the marketing operations in order to
make these necessary assurances. Lt is doubtful that all consumers
would be interested in the highly sophisticated marketing techniques that
are used. Indeed much of this. information would be meaningless to many.
Rather it is implied that an overriding concept such as efficiency and.
the maintenaﬁce of competition and supply would be used in order to
placate consumer problems arising in this.area. In addition the Batten
Report édds the concept of the right to recourse either directly or
indirectly with respect to producers and retailers. This apbroach does

not consider price eléments or other product related attributes.

In 1972 a GCharter of Consumer Rights was developed by the Canadian

Consumer Council. This charter was organized in the form of a sequence
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of consumer functions. The following rights were deemed to be
"inseparable":

Before Purchasing

1, The right to purchase. Each consumer shall have
reasonable access to the lawful goods and
services of Canada.

2. The right .to information. Each consumer shall be
given an opportunity to obtain accurate facts that
enable him or her to make informed decisions.

Purchasing

3. The right to fair value. Each consumer shall have
the opportunity to buy desired goods and services
at just prices. v

4, The right to choose freely. No consumer may be
unfairly pressured or unlawfully disadvantaged when
buying goods and services.

After Purchasing

5. The right to safety. No goods and services may expose
the user to unexpected hazards.

6. The right to redress. Each consumer shall receive
prompt and full redress for any product or service that
does not perform as explicity or implicitly warranted.
[Canadian Consumer Council (11:57)]

In this sfatement of the éonsumer rights, rights at the point of
purchasing are added. These include the right to "fair value'" which
relates to the concepts of price and its stability. In addition the
ability to '"choose freely" implies that choices in the market place

should be made as meaningful as possible to all consumers.

There is a considerable degree of overlap in these statements
of the consumer interest. There are four basic elements which are
included in each‘list eitherAexplicitly or implicity which may sexrve
.to crystallize this overlap. They relate basically to the concepts of
price, conditions of supply, product attributes? and communications._

Each of these concepts includes several related questions which may well

LS
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stand as separable attitudinal positions.

With respect to price the consumef can be expected to be
‘concerned with the level at which they are set. This level of
prices will have a direct impact on the ability to budget expenditures.
Concommitant with the level at ﬁhich prices are set is the stability
of those prices through time. This would in turn deter@ine,the degree
of confidence which the consumer is able to place in the price of the
products which he ﬁurchases and his ability to rely on them as a
consistent budgetary item., It may also be assumed that‘the consumer is
concerned that prices be set as efficiently as possible so as to reflect

"fair value."

The éomplexity of the modern marketing system may well be
beyond the grasp of many consumers. However, while this technical
information may not be understood by all consumers, it is almosf obvious
_that they will have some attitﬁdes.towards some of the concepts. Among
those concepts which may be expected to generate consumer attitudes are
the meaningfulness of the choices presented to the consumer, the nature of
the competitive environment, the availability of tﬁé products for which a

preference is held, and the degree of efficiency with which these products

are produced and distributed.

The produétiattributes are those concepté with which the consumer
may have the greatest degree of_famiiiarityf The most basic considerations
in this regard are the quality of the product and the safety with which the
consumer may use the product. In addition the consumer will be concerned

with the nutritional value of a food product.
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A final element of which the consumer may be expected to
hold attitudes is the communication process. These include the value
and type of information which is presented to him, as well as his
ability tq gain redress by voicing grievances or to be represented

either directly or indirectly in a public forum.

The following fourteen components were assessed as being

attitude positons with respect to which most consumers might have a

order toﬁtest the role composition developed previodélj;: The fourteen componentS‘i'

are:

Price related attitudes:

1. Price level.
2. Price stability.
3. Pricing efficiency.

Supply related attitudes:

4. Meaningful choice.

5. Competitive environment.
6. Product availability.
7. Production efficiency.
8. Distribution efficiency.

Product related attitudes:

9. Quality.
10. Phjsical safety.
11. Nutritive value.

Communications related attitudes:

12, Informationm. »
13. Ability to voice grievances.

14. Representation.
In the remaining section of this introductory chapter the major hypotheses
with respect to the structure of this set of consumer role components will

.be described and the procedures used to assess these hypotheses will be

&y
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developed.

THE HYPOTHESES

—

The primary hypothesis of this thesis is that there exists
a pattern of attitudinally based judgments which constitute the kernel
of consumer role behavior. It is further hypothesized that this kernel

is highly similar if not identical for all consumers.

The fourteen components developed above are hypothesized- to be
relevant to these attitudes. Moreover, it is hypothesized that the
pattern of elements descriﬂed above is concerned withAlevels of attitudes
which relate to the biogenic, sociogenic, and public goals of each and
every consumer. The biogenic needs include those considerations which
are necessary for the maintenance of the physical life process. In
essence they constitute the private or individual domain of the consumption
role. The social wants inclu&e those consumption aétivities in Which;the
consumer engages with others in-order to maintain or better his socially
detefminedtconsumptionuposition,,;This constitutes the social domain of the
tole behavior. The public deménds include those activities which are
designed in order to improve'the genéral well being of the consumer in
general, not necessarily the inﬂividual consumer, and gonstitutes the
public domain. It is argued that the pattern of'role components cannot

be isolated without.the consideration of all three domains.

It is further hypothesized that social pressures operate on

each consumer so as to condition the set of feasible activities in which




.~ ""the greater will be the importance of the private realm. As this pressure

-is relaxed the social and public domains will become more and more

important and may even take precedence over the purely private needs.
In spite of this disparity among groups,bfgbghgﬁﬁérs it is hypothesized
that the internal stfﬁcture of these:aftitudiﬁal components with respect

 to-target positions or ideal points for qoﬁéuﬁbfion will be highly similar

jx‘if'not identical for all groups of consumers.'

PROCEDURE

In order to test these hypbtheses it was necessary to sample
the attitudes of consumers directly. A mail survey was designed and
disfributed as a stratified random sample to consumers in the Winnipeg
area in August, 1973. This survey requestedAthat consumers answer a

set of attitudinal questions which were related to each of the fourteen

components. In addition the respondents were asked to rate and rank
each of the components. A final section of the survey was concerned

with basic economic, demographic, and consumption characteristics of

the respondents.

The stratified sample was partitioned according to the degree

of involvement in consumer organizations. The first stratum was composed

of members of a food purchasing cooperative located in a low income area
of the city. The second stratum was composed of members of the Consumers
Association of Canada, which is primarily a clearing

"house for consumer information and from time to time presents a consumer
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";ﬁérSPeciiyehdn certain issues, The third stratum was composed of members
of the Department of Agricultural Eéonomics and Farm Management at the
Univeristy of Manitoba.. This third stratum served as a pretest for the e

_survey as well as a control group as no common jipyelwement in the consumer

- movement could be isolated for this group. All questions related to

consumption of food products.

The results were first assessed in terms of their validity

and reliability as a measure of consumer attitudes. The responses

were then assessed on a stratum by stratum basis in order to determine

the extent.of any differences in response patterns and the degree of
correlatipn between the component related attitudes and the combined rating
and ranking orderings. The data were then submitted to a technique of
 multidimensional scaling of individual differences in order to uncover

any global pattern of components and to test the major hypotheses.

This technique produced a'rotation of the attitude responses and also

produced a set of reference or ideal points for each group of consumers.

4. SUMMARY

In this introductory chapter the problems of consumers were
discussed in terms of their essential paradoxical nature. It was shown

that an approach to the problem would have to include considerations of

the private, social, and public domains of consumer activity.

In the discussion of the literature it was found that an attempt

to uncover the kernel or essential focal point of the consumer interest
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had not been attempted previously., It was also suggested that a multi-
dimensional approach which allowed for interaction to take place wouid be
desirable. Applying the principles of role theory it was shown that a

set of attitudinal positions could be used to uncover this kernel. The

distinct components of the consumer role were deduced from various
attempts to define the consumer interest. In order to make this approach

manageable it was deemed necessary to arrive at an. aggregate of consumer

roles and then attempt to uncover the kernel of behavior.

fiﬁglly it was decided that in the absence of any integrated

'vtheory of the nature of attitudinal 1nteract10n a survey of consumer

attltudes would be undertaken in order to test the basic hypotheses.

In the discussion which follows the prepafation'of the
questionnaire and its validity and reliability will'ﬁe discussed. The
 responses will then be analysed on a group by group basié. Finally the
intensity of the rating and ranking operationé of the fourteen components

will be scaled and the hypotheses tested. The final chapter will be

concerned with the implications of this study, suggestions for its

applicability, and the avenues along which further research may proceed.




CHAPTER II

PREPARATION AND ASSESSMENT
OF THE QUESTIONNAIRE
In this chapter the development and distribution of the e
questionnaire will be discussed. The appropriate tests for ité
validity ana reliability will be developed and applied. Finally
the group by group comparisons will be made in order to determine
any attitudinal pattern differences aﬁong the groups and the
attitudinal related questions will be compared to the intensity
ratiﬁgs on the set of fourteen components hypothesized in the

introductory chapter.

1. THE CONSTRUCTION OF THE QUESTIONNAIRE

Methods of Attitude Sampling

There are basiéally two methods of éampling attitudes. They
are direct and indirect questionning. The direct approach requires that
each question be structured so as to eliminate any biases in interpretation
or in the particular characteristics of tﬁe respondents. Stanley L. Payne
[54:228-37] provides a list of one hundred questions Whicﬁ should be taken
into account in order to verify the usefulness of each question asked. The
respohsibility of this screening falls on the hands of the interviewer
or a panel of experts. It is assumed that those who monitor the question
have sufficient insight in order to eliminate bias [Thurs;one (69)7. Thié
method is known as the direct magnitude techniqge. Although it is true
that everyone is a consumer and therefore shouldibe qualified to function

as an expert, it was argued earlier that no one person was only a consumer.
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Therefore, there is no reason to sﬁspect that an expert analysis

is to be preferred to a non~expert analysis.

While this metﬁod is perhaps the easiest to apply it has
certain underlying hazards and éan easily lead to superfluous conclusions.
Daniel B. Suits refers to this method as generating a set of responses |
which become "man-who statistics'" as in the colloquial expression: "I
know a man who ..." [Lansing and Morgan(4l:1)]. These statistics refer
to only partial charaqteristics of individuals and lead directly £o
the development of conclusions based on similar responses without respect
to the individuals who actaully made them. It is the purpose of this
thesis to assess attitudinal patterns of groups of individuals and
therefore it is deemed necessary to avoid this potential danager. There-

fore another method is chosen.

Another method of analysis is known as the technique of
proximity rating. Under this approach the respondents are asked to judge
the degree of similarity between two stated concepts such as "good" and
"bad" as they relate to a specific question. Once individuals have
completed the sorting task the responses are then analysed according to
the assumed underlying continuum used to generate these responses.

[Dawes (20:28—9)1 There are a vast number of possible comparisons
beﬁween concepts. As the number of questions expands the number of
comparisons expands as well. However, the number of comparisons expands
at a much greater rate due to the possibility of cross comparisons between

different quesﬁions.
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One method which has been devéloped to minimize the number of
direct‘and indirect comparisons within each question is to use a scalé
known as a semantic differential. The concepts to be compared are

mutually exclusive evaluative properties of the question

classifigd
suchlégjh}mpg ant" and "unimportant." The respondent then checks an
.aépropriéf§ $§§qg'to indicate :his attitude. The input of the interviewer
is inﬁthé?étrﬁgﬁﬁring of the question and in insuring that the two polar

positions_aré in fact totally opposite to each other.

There are several problems with this approach. The primary
prqblem relates to the interpretation of the polar positions. The
respondent ﬁay well uée a different value structure and therefore provide
-a response which would indicate an attitude in complete contradiction
to his position. More serious, however, is the problem that there is no
true zero point specified in the scale for a respondent who has no attitude |
towards the question. This response is as valid as any other and provides

information which cannot be neglected.

In order to escape the probhlem of finding a true zero point, Jarko
Cerha [16] developed a scale within which the boxes or spaces were each
assigned a value as if the question were actually measuring temperature.
This modification is known as an "interest ;hermometer;" The mid-point of
the scale is assigned the valué‘zero and categories to the right are given
positive weighings.‘ Categories to the left are given negative weighings

‘and all categories are spaced equally. This approach cannot be used alone,
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however. In the presence of a large number of questions, respondent
fatigue may lead to patterned checking such as checking every third

box or space. In a controlled survey, where constant supervision

is possible, this can be monitored and accounted for. In an uncontrolled
survey, where no supervision is possible, it is'essentiél that other
questions,to be answered by another technique, be fosed related to the
same general questidn; area in order to modify any rote or paftérn

checking which may be present.

The technique of proximity rating ié an indirect method.
Another indirect method which atteﬁpts to eliminate the possibility of
inconsistency is that of using interlocking questions. This approach is
most often applied to the construction of a Guttman scale (Dawes [20:44-7)].
This scale is constructed from a set of responses to a sequence of the-
logical possibilities for responses. The first questiohwwould have a
total set of logical responses. The second question would have one fewer.
This-sequenée of questions is then funnelled until only one answer is
logically consistent. The test of the viability of this procedure is
determined by the degree of adherence of the responses to the expécted
response structuré. This technique requires a great deal of interviewer
input and a large number of questions which must be answered in order.b
Again the order of response is only controllable on a‘fersonal interview

basis.

One final method of measuring attitudes will be presented. This

method is also indirect and is based on the unfolding of responses. This
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vtechhiqﬁé'requires the least amount of interviewer input and follows
thexyfollowing:stipulation'of Likert: |

JEach statement should be of such a nature that

persons with different points of view, so far

as a particular attitude is <¢oncerned, will
respond to it differently.' [43:44]

Thié'éépréach is very similgr to the proximity rating technidue.

The respondents ﬁerely check an appropriate space. Opposite evaluations
are pléced at each end of the scale. These opposites are generated from
‘_the addition of a mnegating prefix to the oppoéite position. The spaces

are assigned numbers in increasing or decreasing order which are usually
integers. The internal spaces are then assigned descriptive titles which
describe approximate concurrence with each of the polar positions. The
mid-point is assigned a non-committal descriptor. The pattern of responses
is then unfolded by means of first bending the scale at the point of the

original response and then unfolding it to its original positiomn.

This is demonstrated graphically-by means of Figure 1. Here the

number of possible responses to the question constitutes the horizontal

axis. These responses are assigned the integer values, for example 1 through

5. The responses for three individuals: A, B, and C are positioned along

this scale. The procedure is first to determine the ranking of the

horizontal scale for each respondent. Hence if the scale is folded around

the response of A the scale is ordered as follows: A2, A3=Al, A4, and AS.
 Similarly the folded axes for B and C are: B3, B2=B4, and BEB5 and C4,

'C3=C5, C2, Cl1. The next step is to unfold the response ratings according
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to the degree of rotation which was necessary. to fold them. This results
in a family of "J" curves: Al', A2', A3', A4', A5'; BI', B2', B3', B4},
B5'; and C1', C2', C3', C4', C5'. These "J" curves are always right

angled and centered at the response given by each individual. If the scale

values are in fact valid indicators of the attitudes sampled, the distribution

of responses will be clustered around the mid—point of the;étti?:d;ﬁéi
scale. The "J" curves will in fact be "U" shaped. Thefeforéfa test of the

‘validity of the responses is found in the symmetry of the reébonse distribution.

If the responses ére skewed left (indicating that a largé'number of respondents
concur with individual A) the implication would be thét a bétter scale

would have é lafger number of intervals between the mid-point and the left
position. If the distribution were skewed right the opposite restructuring

would be warranted.

As a result of the lower amount of interviewer input required,
the ease of assessment with respeét to validity, and the fact that in this
method each question can be interpreted independently and therefore does

not rely on correct squencing led to the adoption of this technique for the

largest part of the questionnaire.

STRUCTURE AND ADMINISTRATION OF THE QUESTIONNAIRE .

- &
A questionnaire was designed, composed of three parts. The
questionnaire and cover letter as each respondent received them are included

as Appendix A. The first part comprised ninety-seven questions,

¢
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FIGURE 1

GRAPHICAL REPRESENTATION OF THE TECHNIQUE
OF ATTITUDE UNFOLDING

—-A5 c1 T

subsets of Which were designed to sample attitudes with respect to
each of the fourteen components of the consumer role. The questons
‘in this section were all of the unfolding type and were based on a
five point scale With interviewer labels attached to each

space. The order of the scales in terms of increasing or decreasing
order were distributed randomly across all questions. The questions
relating to specific components were interspersed. It was hoped that

this method would eliminate a large part of the rote checking which

could have occurred.
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The second part of the questionnaire was designed to evaluate
the reactions of the respondents to‘the fourteen components. There were
two parts to this sectioﬁ. The first part was composed of a set of \
questions based on the interest thermometer design. In this taék the
thermometer was structured on the basis of the importance of each of
the components. The second task of this section required that the
respondents then rank the fourteen coﬁponents in terms of thevpriority
of each component in their own con;umption behaviour. It was expected
that the interest thermometer questions would have a certain degree of
rote checkiﬁg. The ranking sécton waslsuspected of being too laborious
for some respondents as well. Those whose responses wererall of the same
magnitude and those who did not answer the section on ranking would be
eliminated. Finally the inversion of the importance scale, so that high
assessments of importance would have low values and hence be conformable to
the ranking results, enabled the derivation of an intensity rating. This
intensity rating is the product of the two scales for each individual and

hence represents the importance and priority which were attached to each

component.

The third part of the questionnaire dealt with a set of character~
istics indicating the economic, demographic, and consumption habit factors .
for each individual. This section was structured according to a set of
scales. While this technique of sampling attributes such as income is
not as accurate as merely reporting the magnifude of income it was felt

that the harmony of question structure with the other parts of the
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questionnaire would result in a much greater degree of completionm.
Moreover, the interval scaling was suspected of further substantiating

the promise of anonimity.

Perhaps_the best method-of administering a questionnaire of
this type would be to conduct interviews in a controlled sétting. This
type of interview would ensure that the questions were answered in
the order of presentation, that the degree of attention paid to each
question by each respondent could be monitored, and that only'ope |
person answered the questions rather than a group of people. However,
this method of administration is exceedingly costly. In additiom,
because of the large number of respondents which would be necessary
to conduct a statistically valid sample, there is a téndency to
introduce interviewer biases directly. Alternatively, a mail survey
is less expensive to conduct, eliminates inte;viewer bias except in the
construction of .the questions, allows the informant to work at his own

pace, and as a whole can be more reliable. (Allt (2:195))

The order of question response is a serious consideration. In
a mail survey this cannot be guaranteed. However, with the use of the
unfolding techniqﬁe and the partitioning of the questionnaire into several
parts this problem can be minimized. 1In several of the questions an
introductory sentence or paragraph was used in ordef to break some of the

monotony which would arise from such a lengthy questionnaire.

The second major consideration was the identity of the respondent.
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In many surveys which attempt to establish.porrelations between
attitudes and individual characteristics this is an important area of
invalidity. With respect to the consumer role, however, it was felt that
even if more than one person answered the questions thisiwould represent
a cross-section of the family attitude structure. Only one questionnéife

was distributed to each family and as such even a composite effort would

be agceptible.

The appearance of the questionnaire was established so as té
look as unlike an income‘tax form as possible. It was also advocated
that the respondent answer the questions as quickly aé possible. This
instruction Was.considered to be applicable to the consumer role, as
many decisions are'centered in a supermarket where.displays are gearea.
towards instantaneous response by the‘consumer. One of the by-products
of the length of the questionnaire may well have been that the respondents
answered the questions quickly in order to complete the task as quickiy

as possible. [Allt (2:303-4) ]

2. ASSESSMENT OF THE RESULTS OF THE QUESTIONNAIRE

Validity and Reliability

A questionnaire will produce valid responses if it does in fact
measure the true attitudes of the respondengs. From the previous
discussion the following three conditions must be satisfied:

a) the possibilities for rote responses such as
checking the same value for each question
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must be eliminated or at least minimized;

b) there must be a true zero'position which
the non-committed respondent may choose
and -

S e) the interval spacings must corfespond to the
gradations of attitude: possessed by the
respondents.
The random ordering of questions and scalings will operate to nullify
the effects of rote responses. The choice of question method will
operate to reduce the possbility that a non-committed respondent will

neglect the question. The symmetry of the distribution of the responses

can be used to test the validity of the interval spacings.

However, it is also necessary that the questionnaire be
reliable to the extent that a further administration of the questionnaire
would produce similar resulfs. Because the mail surve& épproach can be
readily replicated it is generally considered to be more reliable. wa—
ever, the design of the sample will have a large impact on the statistical

reliability of the procedure.

For this survey, the technique of stratified random sampling
was used. The purpose of applying this methdd was to eliminate intra-
strata variation and contain as much variation as possible within the
separate groups. It was assumed that attitudes towards the consumer role
would be affected by the reactions of peers. The choice of sfrata 6n the
basis of group affiliation further imbedded this assertion. In order to
assess the reliability of this set of responses the sampling error of the
mean was constructed. The larger the sampling error of the mean the less

likely is the generation of a similar set of results from a re~administration
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of the survey. The effecf of the sampling erro; oe the overall
reliability is channelled through an assessment of the efficiency of:
the design. The design effect is computed as the ratio of the variance
of the mean under the technique chosen to the variance of the mean that
would have arisen from a simple random sample of equal size. The lower
the value of the design effect, for eamples which are approximately
normally distributed, the greater is the efficiency of the technique
chesen. [Lansing and Morgan (41:87)] The definitions and relation-
ships between the tests of symmetry, the*sampling errop,_and the

design effect are presented in Appendik B.

In order that the sample can be accepted as a realistic
assessment of the attitudes of the respondents, both conditions of

validity and reliability must be met.

The questions of reliabili;y and validity henge upon the degree
of compliance between the sample and the total populationf As it wae the
purpose of this thesis to invesﬁigate components of the consumer interest,
it was thought desirable to include within the sample scope who had somehow
marked themselves off from the rest of society as having a comsumer interest
of sorts. This can provide an indirect source of bias in developing general -
conclusions for those sampled have already declared themselves to be non-
‘normal by virtue of their membership in consumer groups. However, beeause
role theory assumes that the boundary of éhy role is not rigid but constantly
in a state of fiux, it is a direct assumption that the components will be
heightened amongst these groups. Consequently, it is assured that the role,
if it was to somehow be removed from these individuals would be found to be

best defined, and hence most applicable as a model.for the assessment of
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other individual roles, when they are given the éreatest degree of

attention by those other individuals.

Consequently the relationship between the consumer role
found here and the population, is based on the abnormality of these
individuals and presents a picture of how others may evaluate any given
situation. Further if the dual paradoxes described earlier are true,
then these relationships are likely to be noticeable only in the truly

serious case,

The Performance of the Questionnaire

The first stratum of the sampling design was the membership
of the Winnipeg Buyers Club. One hundred members from a total member-
ship of 2592 were chosen. Of these, 23 questionnaires were returned and
deemed useful for the purposes of this study. The éecond stratum was
composed of members of the Consumers Association of Canada. One hundred
members from the Manitoba registration of 3,000 were chosen. Of this
group 61 valid questionnaires were returned. The final sample was used
as a pretest for the survey and a control group. This stratum was
composed of students (graduate and undergraduate) and staff (academic
and secretarial) of the Department of Agricultural Economics and Férm
Management at thg_University of Manitoba. A total of é4 persons were
included in this stratum. 0f this group %§ questionnaires were dis-—

tributed to individuals chosen ‘at random.

The questionnaires were mailed to the Winnipeg Buyers Club
members and to the members of the Consumers Association of Canada.

The Pretest/Control sample received the questionnaires directly from




the principal researcher. In all cases the coverletter was included

and all questionnaires were identical,’

The Winﬁipeg Buyers Club provided a membership list from
.Which.thé sample was chosen according to a set of random numbers.

The same process was used in the selection of the respondents'for the
Prétest/Control sample. For the Consumers Association of Canada a

set of random numbers was sent to the Winnipeg orxganization which then
applied the set of ﬁumbers to their own membership. This latter

operation was ﬁecessary because of the policy of this organiéationvnot

to release its membership files. In all cases the completed questionnaires

were returned by mail in the enclosed stamped and self-addressed envelope.

The relevant statistics which were used in order to assess the
validity and reliability of:the questionnaire are presénted in Appendix C.
Appendix C.1 presents the number of valid responses, the mean, varianée,
skewness, sampling error of the mean, and the design effect on the mean
for each of the qugstions contained in the survey for all of the samples
combined;‘ The significance of the skewness coefficient is determined
by applying a theoretical distrihution to the observed statistics
according to Ehe fashion described by Snedocor and Cochiane. [65:552] The
number of valid fesponses, mean, mode, vériance, and skewness for each
question as responded to by members of the Winnipeg Buyers Club, the
Consumers Associatioﬁ'of Canada, and by the Pretest/Control groups aré

presented as Appendixes C.2, C.3, and C.4 respectively,

As a direct result of the method or scaling the attitudinal

questions of the first part of the questionnaire, each scale is a
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continuous gradient of attitudinal responses. With respect to the
second set of questions, each scale is continuous only in the average
for -the group. This is due to the fact that the rating scale is
continuous by construction but the ranking task necessarily requires
ghat the respondent utilize a set of priorities which are mutually
exclusive. Undef the assumption that the social pressures generate

a similar set of comstraints for each group the continuity property is

only valid in the average. The third part of the questionnaire is

composed of magnitude scales which are not continuous.

The design effect statistics indicate that the partitioning
of the sample into the three categories was efficient in capturing
the variation within the sample specific responses. The overall average
design effect was .0735 with a variance within this étatistic of ;0069.
In general this statistic revealed a low value and indicated an accep;ible

degree of efficiency in terms of the sample design. No theoretical dis-

tribution of this statistic has been developed through which to assess
statistical significance. However, the concommitantly low values for
the sampling error of the mean indicate that the partitioning did in
fact capture the variance within the sample responses and not between
groups. The average value of the sampling error was .0950 and in no
case was the sampling error greater than five percent of the mean. It
is therefore concluded that the sample was reliable and comparable

results would be obtained from a re-administration of the questionnaire.

The assessment of the validity of the questionnaire is based
on the skewness of the response distributions. In the discussion

which follows the validity of the response.'will be assesséd for all
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samples and the total sample on a section by section basis.

* For the total sample the first ninety-seven questions were
largely normally distributed. None of the responses distributions
were indicative of ninety-eight percent confidence that the distribution

was skewed. However, sixteen questions were skewed significantly at the

ninety percent level. (see Appendix C.1)

For the Winnipeg Buyers Club sample 32 questions were skewed

N

with 18 signifiﬁant at the 987 level and 14 skewed at the 907 level,

;2) The Consumers Aééﬁéiation sample had 49 significant

distributions with 32 at the 98% level and 17 at the 90% level, (see

Appendix C.3) At the 90Z and 98% level of confidence, the Pretest/

Control sample had 7 and 20 significantly skewed respomnse distributions

respectively. The total number of significant statistics for this

sample was the second lowest at 27, (See Appendix C.4) Inspite of the

rather large number of significant distributions the total sample was

not adversely affected.

0f those questions which had significant distributions at both
ievels of confidence there was a tendency for the number of negative
and positive coefficients to be approximately equal in magnitude for
the Consumers Associatioﬁ and the Pretest/Control groups. The tendency
for tﬁe Winnipeg Buyers Club was to have a preponderance of negative

skewness coefficients.

This would indicate that within samples the overall spanning

of the relevant attitudes was balanced. Moreover, the particular

questions which were significant in one group were significant to the




opposite extreme for another. In effec; the validity with respect to the
total sample was compensated by validity counter-effects within the

various samples.

eﬁobserved that the majority of the skewed

dlstrlbutlons Were found Wlth respect to price questions. There may well

have been an exogenous pressure causing respondents to overreact on price

attltudes as a result of the publlc debate over pr1c1ng which was

prevalent at the ‘time this survey was taken. On balance:

a) the fact that for the overall sample there
was no distribution significant at the 98%
level of confidence;

b) there appears to be a cross-sample compensation
for significant distributions; and

c) the presence of an exogenous 1nfluence which
may have generated a certain degree of over-
reaction

led to the conclusion that the sample was relatively valid in sampling

the attitudes of consumers .

With respect to the second section of the questionnaire; that

dealing with the rating and ranking task, the responses are almost all

skewed to some degree. Of the 28 questions in this section the number
of distributions significant at both levels of confidence were 25 16, 23,

and 10 in the order of the samples as presented in the various parts of

Appendix C. The danger that the rating scale would lead to rote responses

and hence tend to generate invalid dier1but1ons is substantiated by these

results. In general the pattern of, 31gn1f1cance indlcated that these

distributions were skewed towards the modal values which.for all
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samples except the Pretest/Control, were found -around the upper range of

the scale. As well, the relatively small variance for these questions

e

indicates that thé{fbte pattern was present. The ranking questions were

" skewed asAwell."Thésg were largely skewed in the positive direction.

In the-diécussiqn of the type offdéta_which.would be useful

;in an assessment of the parameters Qf théfC_ uﬁer role it was drgued
'_ that the importance ratings-éﬁdAthéipfiofityﬂéégkings alone would not
be‘sufficient. In view ofﬁthé.éppafént invaiidity of‘the responses,
"é.modified set of respondéﬁt.indicators was required. The inteﬁsity of
judgments as earlier proposed woﬁld require thét a composife of the
impoftance and priority scalings be constructed. This statistic was

constructed by 1nvert1ng the rating scale so as to make it conformable

. to the ranking scale and computlng the product between the two scales.

This new intensity scale would have 140 gradients as a possible domain.
However, because of the pattern of rote responses to thé“rating task

the new scale would be concentrated in the low values of the range. The
technlque requlfes that only complete questionnaires be used in order to
harmonize this scallng. Therefore the questionnaires wh1ch.prov1ded a
complete response set to both question tasks of the second part were used.
This resulted in a sample size of 84 with_ls, 55, and 24 representatives

from the respective samples.

In view of the apparent compensating trends in validity among
sampies it would appear to be appropriate to construcf such a scale
modification on a sample basis. However, if (a) the patterns of
attitudinal responses within samples are similar and (b) the correlation

coefficients between the attitudinal scales and the manufactured scale

=8
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for the total sample are also similar, then the use of a scale which
applies the aggregate rating and ranking products would be equally valid
as an assessment of the intensity ratings of each group. The conditions

of response patterns and correlation will be investigated in the following

section of this chapter.

The mean, variance, and skewness of the intensity scalings are
presented in Table I. It will be noted that none of these distributions

are skewed and hence all are valid with respect to the survey.

The questions contained in the third part of the survey were

related to various demographic, economic, and consumption characteristics

of the respondents. The skewness coefficients do provide some information
about the structure of the survey. These structural features relate to
the ability of the questions to provide an appropriate category for each

respondent.

With the exception of the Consumers Association sémple there
was a positive skewness for the quéstion relating to the age of the
respondent. The gradients on this scale were in decades. The significance
of this coefficient implies that a smaller gradient range would have been
appropriate. With respect to the number of family members earning an
income there was a positive skewness in the total sample and for the
Consumers Association which would indicate a smaller range of gradients
would have permitted the reporting of part time income éarners,.in effect
as a portion of a person. The questions relating to income level and.
especially to savings and investment were also skewed. 1In all cases an

expanded scale would have been more desirable. The education question

"'.;,‘
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TABLE I

DESCRIPTIVE STATISTICS OF THE- MODIFIED
INTENSITY SCALINGS

COMPONENT ' MEAN VARTANCE SKEWNESS

Price Level ’ 7.5688 12.3651 0.0460
Meaningful Choice 13.1376 12.1261 0.0113
Price Stability 20.9565 23.0936 -0.0847
Competitive Environment 23.339%4 26.3903 0.0508
Product Availability 11.9266 10.3965 0.1853
Production Efficiency 19.3945 17.9206 -0.0338
Distribution Efficiency 19.8624 16.4410 ~0.0084
Pricing Efficiency 13.8807 13.6821 ' 0.0644
Nutritive Value 9.1468 13.2160 -0.0646
Physical Safety 10.6514 12.8980 -0.0270
Information 16.9450 14.3481 -0.0038
Ability to Voice

Grievances ' 19.5138 21.3921 0.0707
Quality 4.5138 6.2429 -0.0779

Representation 24,4220 21.3790 0.0665
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might have also been reworked in order to allow for a more detailed set

of responses in any further administration of this type of survey.

ey
iy

These skewness conditions are the result of the attempt to

make the three sections of the questionnaire conformable. It was also

considered advisable to use a category arrangement in order to support

the promise of anonymity.

There were also significant distributions for several binary

- gﬁéstions such as those which related to car ownership. These.
‘questions would indicate that, on the basis of these responses, the SEﬁplesi
were not normal or typical. However, in the absence of any established

set of values which would generate a comparative norm, no modifying

assumptions can be made.

There was yet a fhird type of question in this section which,was
similar to the scalings used in the other sections of.the questionnaire.
In this question type the respondent was asked to check his compliance with
a question. It is interesting to note that all respondent groups indi?ated

that their assessment of income and cost of living changes would have been /’

better answered with a larger scale. 1In addition a scale which would
permit a greater degree of response between the labels of “gseldom" and

"hever" with the respect to the use of a budget would have been preferred.

In general the significant skewness of the responsés to the.
third section of the questionnaire present considerations which would be
valuable in an extension of this study. The value of the responses to

this section is to assess the nature of group differences. As such it is

- not affected by the skewness considerations.

J
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In this section the overall performance of the questionnaire
was found to be both reliable and valid. However, the assertion was

also made that certain ‘invalidities did occur in the rating and ranking

section. In order to remove these problems a modified scale of intensities

was constructed in order to obtain a valid scaling from which to unfold

the structure of the components of the consumer role. In the following

section the samples will be compared in terms of the pattern of
attitude responses from the first part of the questionnaire and their

correlation to the intensity scalings. These conditions being fulfilled

the intensity scalings will be analysed.

3. THE PATTERN OF ATTITUDINAL RESPONSES

In the design of the survey the attitudimal questions were set
so as to relate to specific components. The attitudinal questions Which
were deemed relevant to eaéh.component are presented in Table IT. It will
be noted that the component of price stability was not directiy related
to any particular question or‘series of questions. Rather the attitudes
with fespect to pricing were sampled in three subsets of questions
relating to present, future, and past price perceptions for the general
food category and twelved major product groups. The descriptive statisﬁics
with respect to the scaling of the average of these judgments through
time is presented for each sample and the total sample as Appendix D. It
will be noted that this scale is nefther inefficieat nor skewed and hence

is both :eliable and valid.

It should be noted that these scales refewr to the attitudes
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thch.the respondents revealed towards each particular situation. Hence
the correct interpretation of thevméans of these questions would be as
indicators of trends or tendencies. Consequently, if there is any reason
to believe that the attitudes towards a particular concept are the

product of a similar motivation, then the comparison of these tendencies

across related questions would indicate a pattern of judgment
inclinations on behalf of the individual or group of individuals. It
is the purpose of this section to investigate the inter—-sample differences

in this pattern.

In order to compare the differences in the pattern of responses
it was necessary to compute the rank order correlation coefficients

[Hokl (35:176) ]. This techniques was used because simple comparisons on

the basis of a t-test would in all cases indicate a significant statistic
dﬁe to the efficiency of the sample design in capturing variation within
samples. Moreover, the questions were designed‘to relate to the same
underlying attitﬁdinal continuum and heﬁce the ranking along this continuum
would indicate any discrepancies in the attitudes towards each of the
components. Cross comparisons are appropriate because all of the questions
were structured on a similar five-point gradient scale and all were shown

to be valid and reliable.

The attitudinal patterns will be dealt with in relation to the
general categories of components and not in the order in which they were

asked.
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Price Related Components

As described in the previous section the price related
components were assessed in terms of the attitudes towards general

price levels and the price levels of twelve hasic food groups. The

linear average of these attitudes was used in order to assess the
attitudes towards price stability. There was only one question which

related to pricing efficiency.

Price Level

The rank order correlation coefficients for the attitudes
relating to current price level are presented in Table IIL. The mean
values of the responses were arranged in diminishing magnitude. In all

cases the null hypothesis that the orderings were based on a different

set of attitudes was rejected at the 987 level of confidence. Within

this structure the general results indicated that all consumer groups

felt that meat products were the most "over-priced", while eggs and
milk were “under-priced." While all groups are highly correlated with
the total sample results, the Winnipeg Buyers Club sample is the least

correlated.

e A 1t e ]
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TABLE II

. QUESTION NUMBERS OF ATTITUDINAL RESPONSES
RELATED TO THE COMPONENTS OF THE CONSUMER

ROLE

COMPONENT

QUESTION NUMBERS OF RELATEDHATTITUDINAL
RESPONSES

Price Level

Meaningful Choice

_Price Stability*

Competitive Environ@eht
Product Availabilit§
Production Efficiency
Distribution Efficiency
Pricing Efficiency
Nutritive Vaiue
Physical Safety

Information

Ability to Voice Grievances

Quality

Representation

1,2.3,4,5,6,7,8,9,10,11,12,13
41,46,72,73,74,75,83

(1,14,27), (2,15,28), (3,16,29), (4,17,30),
(5,18,31), (6,19,32), (7,20,33), (8,21,34),
(9;22,35), (10,23,36), (11,24,37), (12,25,38),
(13,26,39)

76,77,78,84,85,86,87,88

40,42

79,81
80
82

43,45

44,66

47,48,49,50,51,52,53,54,55,56,57,58,59,60,
61,42,63,64,65

67,68,692,70,71
89,90,91

92,93,94,95,96,97

* Denotes linear average of Present, Future, and Past price judgments.

See Appendix D.
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TABLE IIL

RANK ORDER CORRELATION COEFFICIENTS FOR
ATTITUDES RELATED TO THE INTENSITY SCALING
OF PRICE LEVEL JUDGMENTS BY SAMPLE

WINNIPEG - CONSUMERS PRETEST/
SAMPLE BUYERS CLUB ASSOCIATION CONTROL TOTAL:
Winnipeg
Buyers )
Club , 1.00000 0.86538%%* 0.88186%* 0.92307%%
Consumers - : .o
Association 1.00000 0.87362%% 0.96703%%
Pretest/
Control . 1.00000 0.93406%%
Total | - 1.00000

Price Stability

The linear averages of presént, future, and past price judgments
developed in Appendix D were ranked according to the magnitude of the
difference between the mean value and the mid-point of tﬁe scale. It
was assumed that if the attitudes were indicative of stability, they
would yield a time based average very close to the mid—péint. The rank

order coefficients are presented in Tahle IV,
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TABLE IV

RANK ORDER CORRELATIONVCOEFFiCIENTS FOR
ATTITUDES RELATED TO THE INTENSITY SCALING
OF PRICE STABILITY JUDGMENTS BY SAMPLE

WINNIPEG CONSUMERS PRETEST/

SAMPLE BUYERS CLUB ASSOCIATION CONTROL TOTAL
Winnipeg

Buyers .

Club 1.00000 0.28571 0.71426%% 0.66620%%
Consumers

Association 1.00000 0.73077%% 0.84752%%
Pretest/ o
Control 1.00000 0.95467%%
Total 1.00000

With the exception of the coefficient between the Winnipeg: . -::

Buyers Club and the Consumers Association Sample, all coefficients reject

the hypothesis that the distributions were based on different criteria.
However, the coefficient betwéen these two samples and the total
_survey results were significant.- The Winnipeg Buyers Club sample
generally tended to intérpret a greater degree of instability in

prices than the other samples. This difference in response structure .

may have been due to the relatively disadvantaged position of the members
of this sample, who might be expected to overestimate the degree of
instability in prices'and thereby register their displeasure with
current market situations. However, the paEtern of responses is
significantly correlated with the pattern of responses from the total
sample and lends support to the use of the total sample intensity

scalings.




- 58 -

Pricing Efficiency

Only one question was asked with respect to this component.

In all samples the mean response was centered at the "adequate" to

"inefficient" response position. - With the exception of the Winnipeg

‘Buyers Club sample the modal value of the responses was at the Ginefficient"
position. Although only one question was asked, the similarity in thé
responses would lend'support to the conclusion that no appreciabie

differences in the pattern of attitudes was present for this component.

Supply Related Components

The components which were hypothesized as part of this~catego£y
were: Meaningful Choice, Competitive Enviromment, Product Availability,

Production Efficiency, and Distribhution Efficiency.

Meaningful Choice

' Seven questions were presented to the respondents in order to

determine their reactions to the choices which they were able to make in

the performance of the consumer role.

It was felt that the choices made would be meaningful if
the consumer was able to scrutinize and select the product in order

to assess its possible value (question 41). In the market a larger

number of products are being pre-packaged, and it was suspectéd that
selection and scrutiny were becoming less feasible. It is interesting
to note that the mean values of the responses for all groups indicated

that their attitudes towards this situation did not reflect any reaction

to the proliferation of packaging.
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Another question which was asked with respect to the prevalence
of packaging was the ease with which products could be compared in

order to determine the best or lowest price (question 83). With the

4”;'

w0

often confusing sizes of packages it was felt that the consumer would be

unable to compare products as easily as would be desirable. The mean

responses for all samples appears to reflect the opinion that this

process is slightly difficult.

The introductionvof‘hew products w;éhaisouconsidered to_be--
relevant to the meaningfulness ofichoiée. in%brdé? to assess this feature
of behaviour foﬁr questions reiaéing to the frequency of discovering
new products, the prevalen@e of experimental purchasing, the frequency
of these new ?roducts‘being new brands, aqd the frequency with Which they
were actually new products>were aské& (questions 72 - 75). It was
suspected that the responses would indicate that new products were

discovered quite frequently, that they would usually be purchased to
try them out, and that they would usually be new brands and not new

products. The responses, however, indicated that the frequency of

new product discovery was rare, that many did purchase them on an
experimental basis, and that they were more often entirely new

products rather than new brands. This pattern was fairly uniform

for all samples. It would appear that consumers derive some satisfaction ‘
from discovering'new articles, and to the extend that this survey is

realistic tend to support product innovations.

A final question with respect to the choice process was designed
to indicate the effect of a "bargain' on purchasing (question 46). The

responses to this question indicated that 'bargain" purchasing was very
_ g

oo e e et . o g e g e e e e e e s - g i e
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prevalent for all samples, as might be expected in periods of rising

prices.,

All of the questions in this section were scaled with high integer

values for infrequent behaviour. The questions were arranged in diminishing

order of the mean and the correlations computed as presented in Table V.

In all cases the correlations were highly signifcant and in

fact the Pretest/Control and Consumers Agsd&i&#ibn samples were perfectly

correlated. Again the Winnipeg Buyers CluB §¢ﬁé1e is the least correlated

group.

TABLE V

RANK ORDER CORRELATION COEFFICIENTS FOR

ATTITUDES RELATED TO THE INTENSITY SCALING

OF MEANINGFUL CHOICE JUDGMENTS BY SAMPLE

WINNIPEG CONSUMERS PRETEST/
SAMPLE. BUYERS CLUB ASSOCIATION CONTROL TOTAL
Winnipeg
Buyers ' .
Clzb 1.00000 0.80357#%% 0.80357%% 0.85714%%
Consumers : :
Association 1.00000 1.00000%%* 0.96428%%*
Pretest/ '
Control : 1.00000 0.96428%%

_— : . 1.00000
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Competitive Environment

Eight questions were posed in relation to this component.
The nature of the competitive environment was deeméd to be composed of
two factors. The degree to which the consumer was able to make use of
the supermarket system in terms of the number of stores at which he
shopped, the ease with which these stores could be compared, and the
ease of commuting to the differeﬁt stores was the first area -
(questions 76,77,78). 1In addition it was felt that the attitude towards
competition would be based on the impression held with respect to the

profits earned by retailers, wholesalers and distributors, manufacturers,

farmers, and credit agencies (questions 84 - 88).

It was felt that the consumer who was able to shop at a
number of stores and commute between them easily would be better able
to make comparisons among stores. This was borne out by this survey and
this tendency appeared to be the same for all samples. As long as the’
supermarket system of food distribution continues to display the tendency
to locate in suburban shopping centres, often very close to competitors,
it appears that consumers will be better able to acknowledge the degree

of competition present.

With respecﬁ to the level of profits earned b§ the various people
involved in the food system, it was felt that the public debate over
. v
agricultural marketing boards and other price support programs might create
the impression that farm profits were too high. This was not the case,
however, and the general responses indicated that consumers felt that farm

profits were only "low'" to "moderate." 1In all samples, the sector which was

"hlamed" for having high profits was the credit industry.
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This result is startling. It would be too much to assume that
this résult jndicates a belief on the part of consumers that credit
activity provides an impact on inflation and therefore influences food
prices. It may well be the case that the respondents were merely indicating
a general state of confusion as to whom to "pblame" for food prices. Seeing
the credit agency category in the su;véy may have led to a large response
merely because the relationship hetween this sector and food prices was

most obscure. There are of course a number of other possible explanations

but all lie beyond the scope of this thesis.

The perception of profits for retailers, wholesalers and distributors,
and manufacturers was in the "high" range for all samples although the Pretest/

Control sample indicated a more "moderate" perception.

In the preparation of these scales the direction was negative
to positive for all questioﬁs except the ease of commuting. Because of
the technique of comstruction, this scale was simply inverted to make

it conformable. The correlation coefficients are presented in Table VI.
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TABLE VI

RANK ORDER CORRELATION COEFFICIENTS FOR
ATTITUDES RELATED TO THE INTENSITY SCALING
OF COMPETITIVE ENVIRONMENT JUDGMENTS BY

SAMPLE

WINNIPEG CONSUMERS PRETEST/
SAMPLE BUYERS CLUB ASSOCIATION CONTROL TOTAL
'Wihnipeg
Buyers S ' : . .
Club 1.00000 0.95238%=* 0.87500%% 0.90476%%
Consumers O .
Association 1.00000 9.84542%% 0.97619%%
Pretest/
Control N 1.00000 0.97023%%
Total _ 1.00000

The pattern of judgments is highly correlated;in these questions.
The major dissimilarity is found in the coefficient between the Winnipeg
Buyers Club and the Pretest/Control samples. In general the Winnipeg
Buyers Club sample tended to attribute the profits at a higher level than
the other samples, while the Pretest/Control group revealed a lower

assessment.

Product Availability

Only two questions were asked in relation to the availability
of products: the consistency of the location of the same product in
the same place in the same store, (question 40), and the ability of the

~ consumer to 'get a product at another store if one store was out of
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stock (question 42). It was felt that the gtandardized arrangement of super-
market shelves would lead to a high-freqﬁency of consistent product
location. It was also felt that, inspite of this similarity in store po

organization, many consumers would not engage in going to another store

in order to get any particular product. It was felt that this effort
would be frustrating for many, as supermarket checkout lines are often

long and slow moving. The responses indicated that consumers were

aware of common arrangements of shelves and that they would in fact go

to another store to get any particular product. It would appear that
consumers are generally aware of the alternatives in sécuring any
particular product. All responses were highly similar for each group
and it is assumed that no differences existed in the manner in which

they were formed.

Production Efficiency

With respect to the efficiency of production two questions

were asked. These required the respondents to give their impression of the
efficiency of the farm community (question 79), and the manufacturers

(question 81). All samples reported that they thought both the farmer and

manufacturer were efficient operaters. In general the farm community was

perceived to be slightly more efficient than the manufacturers. Again there

were no apparent differences in the pattern of these responses among the

samples.

Distribution Efficiency

During the period of this survey there was a rising tendency

for shortages to occur in the marketplace. It was felt that consumers

would react to this situation and place the "blame" on either the
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producer or distributor activities. The question which wésiaéked’in

relation to this question was a simple assessment of théjo;erail
eff1c1ency of distribution (questlon 80).. In all samples'the‘nean
response indicated that the distribution system was only sllghtly
adequate and the Wlnnlpeg Buyers Club sample was the one group Whlch o
indicated the largest inefficiency rating. It would appear that
exogencus'influencés‘may have generated a s;milar response'structure

for all groups.'

Product Related Components

The three product_specific components were Nutritive Value,

Physical Safety, and Quality.

Nutritive Value

Two questions were asked with respect to the nutritive value of
food products; The general interest in nutrition (question 43) and the
general confidence in’food products in terms of safety and health
maintenance (question 45) were asked. It was felt that fhose consumers
who had a definite interest in nunrition would have either a strong
‘”positiVe or negative reactionito the general nature of food performance.
The results of the survey indicated that all samples revealed an interest
‘in nutrition and that in general there was a high.degree of confidence

in the standards of food products. “However, the Winnipeg Buyers Club
sample was not. as confident as the other groups in the performance of
the foods which they consumed. This may have been due to the fact that
lower income consumers may not have been able to consume as much of the
nore nutritious protein foods as they would have iiked. aThebpattern’of

responses is similar, however.
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Physical Safety -

Two questions were asked about the séfety of food consumption.
The first question related to the general assessment 6f the packages
and additives used for food products in terms of safety (question 44).
The second questidn dealt with the frequency of the discovery of potential
safety hazards in food products (question 66). It was felt thaf the
greater the degree of confidence in fhe safety standards the less

frequently the consumer would have discovered a safety hazard. The

responses indicate that there was a tendency for at least some confidence

that packaging and that food additives were well regulated. The general

responses to the discovery of safety hazards indicated that they were

relatively infrequent. The Winnipeg Buyers Club sample was the most
sceptical of the samples in terms of both confidence and the discovery
of safety hazards, although the pattern of response was the same for all

sanmples.

Quality

There are many parameters which can enter into an assessment of

quality. These range from the retaiiers-criteria, which must relate

to storability and ease of pricing, to the consumers criteria, which
relate to the performance of the particular food product in terms of a
wide number of reg%pes and preparations. In Canada most of the food
products sold are ;ubject to some grading ,system. It.was hypothesized
that the basic knowledge of gfades, their importance to the consumer,
and the prevalence of equating high price and high quality would be
appropriate attitudinal references for this component (questions 89-91).

It was hypothesized that the greater the degree of awareness of grading
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the less likely the consumer would be to equate price as a measure of
Quality. All respondent groups indicaﬁed that while they were able to |
discriminate products on the basis of grades "half of the time" and
Fhat, although, grades were of some importance to them, they were still
susceptible to ipterpret high pfice as a measure of high quality. This
may well be a respbnse to the retailing channels which placé a premium
on quality. There was no difference in the pattern of these responses

across samples.

Communications Related Components

The communications related components, as hypothesized earlier,

were Information, the Ability to Voice Grievances, and Representation.
Information

One of the major social deveopments of the post4war eéra has

been the increased efficiency and use of communications. In fact it may

be argued that communications have allowed for the development of the
expanded market. The information impact on the consumer role performance
can be categorized according to information influences arising from others,

and responses to information sources arising from the respondents themselves.
. <

The questions relating to information influences were structured
so0 as to indicate thé source of the major préssures towards consuming
certain goods. It was assumed that the purchase influence would come
from individuals within the family or social structure to which the
consumer "belonged." Consequently four questions were asked in order to
determine whether the major purchase influence wgé.from the spouse, children,

parents, or others (questions 47 - 50).
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In all samples the respondenfs indicated that the major inflﬁence
to purchase was from the spouse, with others and children less readily

heeded. For all of these questioﬁs, all of the samples indicated that

they were rarely influenced by their parents or friends.

The internal information response of the consumer was treated
as the manner in which the consumer responded to various information settings.
The questions were prepared in order to determine any differences in the

manner of obtaining information which resulted in purchases. The most

participatory of these are the conversatioﬁs with.friends.and comparison
shopping, which require that the consumer eipend some effort in order to
gather information. The non-participatory information settings which
require that the consumer merely react to the information presented is

found in point-of-sale displays and mass media advertising (questions 51-54).

The general results indicated that comparison shopping was most frequently

used although advertising accounted for another major information

influence.

Advertising is a prevalent factor in modern lifestyles. It

was also revealed to be important as a purchase response. In view of
these results it was considered important to assess the consumers
attitudes towards both the amount of advertising and the truth of those

‘advertisements. Therefore ten questions relating to amount and truth

of advertising were presented on the basis of advertising sources:

television, radio, newspapers, mail, and magazines (questions 55-64).

For all samples the amount of advertising on television and

through the mails was the most displeasing. For the Winnipeg Buyers

Club the amount of advertising on the radio was the most discomforting.

———
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In general the reaction was that there was an excessive amount of
advertising. With respect to the truth of the advertisements the general
response was very sceptical with the least truth value assigned to

television and the greatest truth value attached to néwspapers.'

One final question was asked in which tHevrespondents were
asked to guage the frequency Withxwhich‘they were fooled by advertising
claims (question 65). Theré was . a teﬁdency for all samples to admit that
thgy were fooled at*least -half of the time. Ihe;fank érder correlation

coeffiéiénts for this set of questions is presented in Table VII.

TABLE VII

RANK ORDER CORRELATION COEFFICIENTS FOR
ATTITUDES RELATED TO THE INTENSITY SCALING
OF INFORMATION JUDGMENTS BY SAMPLE

WINNIPEG CONSUMERS PRETEST/ |
SAMPLE BUYERS CLUB " ASSOCIATION CONTROL TOTAL .
Winnipeg . .
Buyers Club 1.00000 0.61184%% . 0.48684%% 0.70175%%
Consumers - ' |
Association : 1.00000 0.91315%% 0.98114%=*
Pretest/ :
Control . - 1.00000 0.90482%%

Total , : ' 1.00000

All correlation coefficients are significant indicating a
r

set of responses related to a common set of attitudes.

Ability to Voice Grievances

With respect to grievance procedures the frequency of complaint
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and the nature of restitution through existing systems either to the

retaller or the manufacturer were considered essential elements in this

attitudinal spectrum (questions 67-70). In addition a question was asked

about the attitudes of the employees with whom the aggrieved consumer

would interact. It was felt that an indignant attitude would generate

a more violent con§umer attitude (question 71).

The results of this survey indicate that consumers generally have

tended to complain to the retailer rather than the manufacturer and have -

generally received resitution. In addition all samples indicated -that

the attitude of the employees was. usually polite.

correlation coefficients for this set of questions is presented in Table VIIIL.

TABLE VIII

RANK ORDER CORRELATION COEFFICIENTS FOR
ATTITUDES RELATED TO THE INTENSITY SCALING
OF ABILITY TO VOICE GRIEVANCES JUDGMENTS

The rank order

BY SAMPLE

WINNIPEG CONSUMERS PRETEST/
SAMPLE BUYERS CLUB © ASSOCIATION CONTROL TOTAL
Winnipeg ' .
Buyers 1.00000 0.90000% 1.00000%% 1.00000#*
Consumers )
Association 1.00000 0.90000% 0.90000%*
Pretest/
Control 1.00000 1.00000%%
Total 1.00000

In this set of questions all correlations are significant

although three of the comparisons are only significant at the 920

of confidence.

% level

This subset of the attitudinal questions does not reveal

any differences in the pattern of responses.

TR
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Representation

With respect to the representation component six questions were

asked which were designed to assess the perceived degree of success

that the consumers felt they had had in representing their interests to g‘:

the national government, the provincial government, fetailers, distributors,
manufacturers, and farmers (questions 92-97). The general distribution

of responses indicates that respondents felt that the national government

and distributors were least mindful of consumer interests while farmers
and manufacturers were the most mindful. The coefficients of correlation

are presented in Table IX.

TABLE IX

RANK ORDER CORRELATION COEFFICIENTS FOR
ATTITUDES RELATED TO THE INTENSITY SCALING
OF REPRESENTATION JUDGMENTS BY SAMPLE

WINNIPEG CONSUMERS PRETEST/
SAMPLE BUYERS CLUB ASSOCIATION CONTROL . TOTAL
Winnipeg )
Buyers Club 1.00000 0.54285 0.17142 0.60000
Consumers '
Association 1.00000 0.51428 - 0.82857%
Pretest/ :
Control 1.00000 0.74285

Total ‘ 1.00000

In this set of questions there is only a significant correlation
between the Consumers Association and the overall sample. Both the
Winnipeg Buyers Club and\the Pretest/Control samples are not highly
correlated with fhe total sample. However, the correlations are very
close to significance and it is therefore assumed that the pattern of

responses for the total sample are valid with respect to each sample.
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Summary of attitude pattern comparisons

The foregoing analysis indicates that consumers from all

groups of respondents dispiayed a similar "attitude'" for qﬁestions
relating to each of the hypothesized role components. This result

may well have been expected. Indeed it may be one of the legacies of
mass communicatioqg_advertising that attitudes are in fact conditioned.

by the media.,‘To'enter into the disucssion of these contentions is

much beyond the écope of this thesis.

The results of this section lend support to the contention
' : ‘ . 1 .
that the consumer role is influenced by consumer attltudes.—/ In addition

the results indicate that any given consumer chosen at random would be

expected to order a set of alternatives in the same fashion and.reveal
the same mid-point as any othgr consumer chosen at random from any |
grouping. This result lends support to but does not confirm that the.
consumer role is in fact common to all consumers. in the same fashion.
The pattern is similar, but it is the effect or correlation of this <

pattern with the evaluation judgments on the hypothesized components -

which must be tested.

This latter point may be elaborated upon by means of an

P

) It is possible also to argue that consumer attitudes are influenced by
the consumer role, This is of course true and the discussion is similar
to whether or not supply determines demand or the other way around. This
result merely indicates that their is a relationship present which was
expected, Consumer role performance may well lead to attitude development,
but if it does it must do -so through the filters created by other roles

and of course the enviromment.
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which aré suspected as being related to a role componenﬁ X. Each question
is posed on a five point scale with the larger values indicating
satisfaction and the lower values revealing dissatisfaction. Two
consumers. then reveal their attitudes towards these questions. The
first consumer ranks as follows: A:5; B:3, and C:1. The second consumer
provides the folioWing ranking: A:4, B:3, and C:2. Each consumer has
revealed a ranking of A:B:C and each response set has a mean of 3.
However, the first éonsumer has a widely divergent set of attifudes:
while the second is more or less uncommitted to revealing eithér a
positive or negative reaction... This may affect the overall rahking
of component X. The first consﬁmer may give it a very low rating

‘because of his:widelyvfanging attitudes, while the second may rate X

very highly because he is basically unsure about it..

It is essential, therefore, to invesfigate the relationship
between these attitudes and the component rankings. If they are found
to be highly similar then it will have been shown that the consumers,
from all groups have an attitude structure which is:

(a) similar in pattern,
(b) centred around similar means, and
(¢) related in a similar fashion to the hypothesized

components.

This is the task of the following section.

4. - THE RELATIONSHIP BETWEEN THE INTENSITY SCALLINGS AND THE
ATTITUDINAL RESPONSES

In order to assess the relationships between the attitude
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questions and the component intensity scalings the simple correlation
coefficient was used., In this context the correlations were used
because it was only deemed necessary to indicate whether the respondents

responded in a similar fashion, that is whether the attitude responses w:

moved in accordance (positive correlation) or discordance (negative correlation)
with the ratings of the hypothesized components for the reasons developed
above, This task was a facilitating one, in order to meet the requirements

for analysis of the component rankings. Furhter examination of how these

‘questions interract in order to determine the rating is beyond the scope

of this thesis.

The correlation coefficients between attitudinal responses
and the intensity scale values are presented in Appendix E. The references g
for the price related components, the supply related components, the %
product related components, and the communications related components are

Appendixes E.l1, E.2, E.3, and E.4 respectively.

Price Level

Because of the manner in which the price questions were structured

a higher value would indicate that prices were too high. The intensity
scalings were ordered so that a low value would indicate a high degree of

importance and priority for the component. Therefore.a negative coefficient

indicates that the high price served to relate to a higher priority for

.the price level component.

For all sample groups with the exception of the Pretest/Control
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sample, the general price level qﬁestibn is highly correlated with
the cérresponding intensity scaling of the price level component.,
The sign of the coefficient is negative dindicating that the higher the
impression of the present price level, éhe greater the importance and
priority which was placed on the price level component. The prices of .
pork, butter, bread, flour, and breakfast cereals were all negatively
correlated with the intensity scaling for the Winnipeg Buyers Club
sample. This would indicate that ﬁhese froducts had a direct impact
on the scaling of the price ievel_component for the group. 'In all
other samples the correlation coefficients were positive indicating

that the relationship to the scaling value was not as direct.

Price Stability

As with the price level comporent the largest correlation
coefficient was not the same for all of the samples. However, the
general stability response was fairly large for all samples and was
negative. The intensity scaling, therefore, decreased in magnitude
and hence increased in importance as the average of present, future,
and past price evaluations increased. For all samples the beef component
was negatively correlated. For the Winnipeg Buyers Clgbvthe negative
correlation coefficients were for flour, breakfast cereals, fruit and
eggs. For the Consumers Association milk, bread and flour tended to

contribute towards a greater intensity of the price stability component.
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Cheese, breakfast cereals, and vegetahles had negative coefficients
within‘the Pretest/Control sample. Milk, butter, bread, floﬁr'and
fruit displayed a reinforcing tendency of the intensity scalings for the
total sample. In general the correlatién between attitudes and tﬁe
intensity scaling for the price stability component is indicative of a
direct relationship and one in which the greater the perceived degree
of instability, thé‘greater the intensity of ;the componentt to ...

the respondent.

Pricing Efficiency

The correlation between the single attitudinal question and the-

intensity scaling is relatively high for ali samples, The greatest

degree of correlation is found in the total sample and the lowest degree
in the Pretest/Control group. In all cases the coefficient is positive
indicating that the larger the value of the éttitudinél response the -
larger the intensity scaling and the lesser its overall importance.

This observation corresponds to the situation in which a higher opinidn
of the efficiency-of pricing would make that consideration of‘less

importance.

Meaningful Choice

No single correlation coefficient can be used as an indicator
of that nature of the relationship for the meaningful choice scaling.

The largest coefficient does not occur for the same question for all
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samples or even for a majority of them. For the Winnipeg Buyers

Club group the strongest relationship is between the frequency of
discovering a new proddctvand the intensity. The more infrequently the
discovery the more important the componént. For the Consumers
Association_the less frequent the opportunity to select the particular
product purchased the greater was the component scaling. For the
Pretest/Control and the total samples the largest correlations were
found for»experimental purchasing and the frequency ofbnew product
discovefy respectively. The correlation coefficients indicate that
this component became less crucial as the number of new products dis-
covered decreased, as the possibilities for selection increased, and
as thebfrequency of experimental purchasing decreased. All of those
factors appeaf to substantiate the position that as the choices became
less confused, more refined, and less adventuresome: the meaningfulness
qf the choices increased. This increase would have been revealed by
plaéing this component on a lower importance position and at a higher
valued priority position. Therefore, the intensity scaling would have
had to be larger. Although no causal relationship is present, the

attitudinal questions display this overall expected pattern of behavior.

Competitive Environment

The largest correlation coefficients within this set of questions
are found for the questions relating to the number of stores shopped and

the ease of store comparison and commuting. These coefficients are all
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positive and reflect the position.that the larger the number of stores

shoppéd, the greater the ease of comparison, and the easier the coﬁ@uting
to these stores: the less intense the scaling of this component. With
respect to the nature of the perceived ﬁrofits no consistent §;££ern of
signs can be found for all samples. However, for the total sample'all
of these questions had negative coefficients indicating that as the
assessment of profits increased the intensity of the judgment increased.
In this set of questions the expected pattern of behavior as discussed

above is demonstrated. » L

Product Availability

The two questions relating to the product availabilipy component
both revealed negative correlation coefficients for all samples. The
ﬁore frequent the consistent .location and the possibility of getting any
particular product at another store, the less intense theAscale valué

attached to this component for all samples.

Production Efficiency

With respect to the two questions pertaining to the component
of production efficiency, the expected patterﬁ of response is revealed.
The greater the degrée of perceived efficiency on the part of both
farmers and manufacturers, thé'less intense is’the scale value. For the

Winnipeg Buyers Club and Prétest/Control samples the relationship is
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strongest for the evaluation of manufacturers' efficiency. For
the Consumers Association it is farm efficiency which has the

strongest effect. For the total amplé{gﬁé;évaluations of both farm and

“

<

manufacturer efficiency are apptéiimatéiyvequal. In all cases there is

a strong correlation relationship. -~

' Distribution Efficiency

!

The goffelation céefficiénts between the‘single Question
rélating.to diétributioﬁ efficiency are all positive. Therefo;e the
greater the degree of perceived efficiency iﬁ the distribution of food
producfs the less important the overall scaling. The correlation -
coefficients are all fairly large with the strongest relationship found

within the Winnipeg Buyers Club sémple.

Nutritive Value

The correlation coefficients with respect to the component of -
nﬁtritive value'would.be expected to reveal contrasting relationships.
The greater the interest in nutrition the more important the intensity
lscaling would be expected to be; In contrast to this the greater the
degree of genetal confidence in food, the less intense would scaling
be expected to be. This contrast is revealed by the Signs of.the coefficients
for all samples. With the exception of the Consumers Association sample the

interest in nutrition question shows the strongest relationship. The
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Consumers Association sample reveals a general confidence correlation
which is almost as large. The expected pattern of relationships is
supported by the data.

Physical Safety -

The expected pattern of relationships fdr this set of questions
was that the degree of confidence in safety standards Woﬁld serve to
lower the intensity of this component while the more frequent the
discovery of safety hazards would tend to increase its intensi%y. This
pattern is supported by all samﬁles. The confidence in safety standards

reveals the strongest relationship for all samples.

Quality

The intensity of the scaling of the quality~ébmponent would be
expected to increase as the knowledge of grades and their importance to
the consumer decreased. All samples support this hypothesis. It would
alsoibe expected that the more frequently the consumer was willing to
equate price and quality, the greater‘would be the value of the iptensity
scaling. This relationship holds for the Pretest/Control sample and the
total survey but the Winnipeg Buyers Club and Consumers Association groups

are almost indifferent with respect to this relationship.

Information

The patterns of relationship for the information component are




not as well defined. ffﬁé generéL-pa££éfn éf responses indicates thaf
the intensity of the scalings increased as the perception of the amount
and lack of truth of advertising in most of the media increased. This
was as expected. However, the samples do not portray the same patterns
of relationships; as the Pretest/Control sample displays a set of
positive coefficients with respect tc the amount of advertisements in
all media. All samples display a reinforcing relationship for certain
media on the basis of.the perceptioﬁ of truth. In addition the expeéted
pattern that the‘moré freéuent the deception caused by advertisements
the greater would be the intensity of the scaling is only marginally
supported by the Consumers Association and Pretest/Control sampleé. In
general the information component scaling is not uniformly supported by

the data for all samples.

This situation may have arisen due to-a number of factors. One
possible explanation is that the questions did not cover a sufficient
range of attitudes relevant to consumer information. Thisbwould lead
to.a lack of correlation in responses. However, in the general sense
these questions related to iﬁformation responées and acceptance and did
take account of the majbr media involved in mass communicatioms. It may .
ﬁave been the case that the samples responded to different information
sources in such a fashion as to destroy any common ground for comparison.
One of the éésentialvelements in informatfon acceptance is the ability to
spend time and effort receiving.communiéaﬁions. Thus the lower income

groups would not have.as ready access to magazines as the other groups.

.In addition it is unlikely that much mail advertising would be directed

to lower income groups for luxury class goods. These factors may well

e e At IO
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have confounded the relaticdnships preéent.

The one redeeming consideration which arises from these
results is that the expected relationships between attitudes toward

e

the truth value and amount of advertising and the intensity scaling of

this component are present for the total sample. Therefore, this

relationship has'performed'as expected and serves to support, although

only in a crude sense, the attitudinal basis of these judgments.

Ability to Voice Grievances

The expected pattern of responses to this set of gttitudinal
Questiohs would bé that tﬁe grea;er the frequency of complaints either
to the retailer or the manufacturer the more intense Would be the scaling.
Contrasting this pattern, the more frequentiy that restitution was seen
td take place, the less intense would be the scaling. It was also felt
that‘the degree of indignation or rudeness displayed by employees would
serve to increase the intensity With.whiéh this component was evaluated.
The expected signs are positive for the complaint questions, negative for
the restitution questions, and negative for the attitude of employees
question. This pattern is supported by the data. The only exception
to be found is in the attitude of employees question wherein thg Winnipeg'

‘Buyers Club and Pretest/Control samples revealed positive coefficients.

Representation

With respect to the component relating to representation; the

expected pattern of responses would be that the less frequently the
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consumer felt that his interests.were being heeded the greater would
be the importance attached to the component. This relationship requires
that a negative correlation coefficient be present. All samples supporteq

the presence of this pattern.

Summary of Attitude - Intensity Relationships

The attitude relationships with respect to the intensity scalings
are generally highly correlated and tend to confirm expectations. This

holds for all components with the exception of the information judgment.

With respect to information at least a subset of the questions:
those relating to truth and amount of advertising, display an expected
pattern. While no causality is advocated, the interraction of these

attitudes indicate the presence of a general although crude relationship.

It is now possible to analyse the internal structure of the
components as it has now been demonstrated that the sample attitude
responses tend to be related to the rankings of the role components

in a similar fashion.

It remains to examine the survey in terms of the characteristics
of the population: its demographic description, consumption habits, and
economic activity in order to determine whether or not there exists any

' d

marked difference, other thaﬁ'disposable income as proposed by the sample

design, amongst the respondents.
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5. COMPARISON OF THE CHARACTERISTICS OF THE SAMPLES

In this section the characteristics of the samples will be
assessed in terms of the demographic descriptions, consumption habits,
and economic activities of the respondents as revealed by the third

section of the questionnaire.

Demographic Descriptions

The demographic concepts which were surveyed, With:question
numbersvin following brackets, were: the sex of the responden£ (126),
the age of the respondent (127); the number of family members (128),
the number qf income earmers (129), the ownership of a car (136), the .
use of public tramsport for commuting (137), and the level of education

(141).

The mean and modal values for these questions can be found

in Appendix C for each sample.

In all samples there were more female than male respondents.
This may have been due to the fact that traditional family roles often
present the female with the task of doing the family shopping. There

was no difference in this pattern across all samples.

With respect to the age of the réspondents there is Very little
difference in the mean scale value for the Winnipeg Buyers Club and
Consumers Association samples. The modal values would indicate an
age category of from 35 to 44 years. For the Pretest/Control sample
the age distribution was generally younger with a podal range .of 15-24

years., For the overall sample the modal value and the mean are in close

a
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harmony with the Winnipeg Buyers élub énd Consumers Association samp;e.
The implication of this age distribution is that the éonSumers were
largely younger individuals who would be involved in establishing or
maintaining their family units. As such they would likely be involved
in heightened consumption activity as they undertook mortgages and other
long term debts. This implication apfears to be supported by the number
of family members which for the older group was from 3 to 4 people and
the younger group from 2 td 3 members. In the typical family unit this

would represent a husband and wife and one to two children.

,This'impression is confirmed by the responses as to the number
of income earners. Thié is lower on average for the older samples than
for the younger sample. This would appear to describe a situation in
which at least one of the adults remained at home and was respdnsbile
for child supervision. These characteristics describe the nature §f the
traditional family unit and revgal no drastic differences among the

samples.

An attempt was made to guagevthe mobilipy of the consumers by
means of two specific questions. These quéstions related to the owner-
ship of a car and the use of bublic transportation.- The responses indicate
that the Winnipeg Buyers Club sample did not generally own a car and
therefore relied heavily on public transpoxt, Whereas'the other samples
revealed contrary behavior, it was assumed that the ownership of a car

would allow for a greater degree of mobility. However, as the Winnipeg
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Buyers Club sample was drawn from a low income area;uwﬁich is largely
categorized by many small “corner" grocery stores it ié:unlikely that
mobility for comparison shopping would be as crucial a factor in

consumption behavior for the sample because of thellarger number of stores.

Moreove;; certain studies have indicated that_céntral city "corner"
grocery stores do not charge average prices which are significantly
higher than suburban supermarkets i/ although this is a debatable point.
Hence it is assumed that the lack of mobility would not generate an&

. drastic hardships for the Winnipeg Buyers Club sample.

The attempt to measure the degree of educational achievement
was structured so as to assess the degree of iatent knowledge which might
be utilized by certain consumers in order to modify.their behavior. Imn
constructing the scale the assumption was made that as the individual
attained a higher degree of educational achievement a greater amount
of general knoﬁledge would be accumulated.v Consequenply the scale
increased in integer values as the grade school and then university
training were accomplished. The trade school gradient was assumed to

have a higher value in terms of generating knowledge potentially useful

to consumption behavior because of the applied nature of the skills

involved. The Winnipeg Buyers Club sample had the lowest modal and
average level of achievement concentrated at the high school level.

The other samples were characterized by university education with the

Pretest/Control saﬁple having the highest average education level.

1Sutton (62)1 Of course suburban supermarkets often run "special sales"
which are not available to immobile inner city dwellers. Hence while
"average' prices may not differ "actual' prices may be quite different at any
point in time. In this assumption it is long term average price differences
or economic hardships which are referred to. A recent study by the Food
Prices Review Board tends to contradict this .statement. Whether the price
difference exists or not 1t has been found to be rather small,
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While the generation of latent knowledge which would make a consumer
more informed would be skill specific, the types of skills would
consist of the ability to evaluate nutritional needs and performance,
the ability to compare package sizes, and the ability to evaluate
performance criteria. It was assumed that the lower level of educatiomal
‘achievement would probably not inhibit the development of these skills
to a very large extent and hence no fundamental differences among samples

were recognized on the basis of education.

-

The demographic factors do not appear to discriminate amongst-the

samples.,

Consumption Habits

The relevant qﬁesfions with respect to the consumption habits
of the respondents, with question numbers following, were: the numbef of
credit cards and accounts held (132), the use of that credit for food
purchases (135), the use of coupons (138), whether or not a formal budget
was kept (139), and the faithfulness with which that budget was followed

(140).

The only group which revealed a large number of credit cards
and accounts was the Consumer Association sample. The modal value for this
group was 9 which was the maximum gradient. For all other samfles the
modal value was zero. The total sample held an average of between threg
and four credit accounts, However, the entire survey indicated that
‘consumers rarely used their credit for food purchases. The only sample

which expressed some use of credit for food was the Winnipeg Buyers Club.
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The use of credit for food has been a traditional venue for
the development of store patronage by ﬁcorner" grocery stores. Recently;
however, a large number of food operations have begun to use fhe bank o
spdnsored credit card arrangements for large purchases such as in freezer
beef sales. There appears to be a trend towards greater use of credit
in the food industry although for this survey all samples were coincident

in the fact that they did not use credit for food.

The respondents in all samples indicatéd that they used coupons
to a great extent. The value of this typé of consumption behavior may
be suspect although the savings generated uéually appear to be worthwhile.
The coupons are usually used in order to promote certaiﬁ products. It may
well be the case that these products would ordinarily be neglected in
terms of a standard food basket. The use of coupons in an indiscriminate
fashion may well lead to poor budgeting. This factor would appear to be
relevant for this sample as the respondents did refeal a pénchant towards
experimental purchasing. It is not the purpose of this thesié to examine
the relative merits of these Qromotional devises, however, it is interesting
to note that all consumers appear to have been susceptible to coupon -

promotions.

In general a formal budget was not kept and therefore no budget

was followed by any of the sample groups.

With respect to the consumption habits of the respondents

there is no basis for .assuming that any major -differences existed among
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the samples.

Economic Activities

The questions which were deemed relevant to assessing the
nature of economic activities, with the numbers following; were: the
level of family income (130), the percentage of that income which was
saved or invested (lBl),_the impression of the change in income level
(132) and the cost of living (133) over the previous five years, the

employment status (142), and occupation (143).

The average grosé family income of the Consumers Association
sample was the h’i"ghest with a modal value of over '$18,000.00. The lowest
average income was found for the Winnipeg Buyers Club with a modal value
of $3,000.00 - $5,999.00. For the Pretest/Control sample and the total

sample the modal income position was $9,000.00 - $11,999.00.

The income of the household was modified by the amount of
savings and investment undertaken in order to estimate the disposable
income. The Winnipeg Buyers Club revealed the lowest modal value
of 0% - 5% for éavings. The other samples and the overall survey indicated
a modal value of 6% - 10%. The average indicates that the Pretest/Control
sample was the most fhrifty although they did not earn.the largest average

gross income.

-

The continuity of these scales allows for a measure of the
disposable income available to each consumer. The procedure used was to
- take the mid—poiht of the category selected for both income and savings

or investment and modify the gross income accordingly. The'average dis~
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posable income before taxes for the Winnipeg Buyers Club, Consumers
Association, and the Pretest/Control samples were: $4,955.26, $11,452.57, °
and $8,080.80 respectively. The average disposable income for the entire

sample was $9,307.91.

In theory taxetion is based on the principle that higher income
earners should pay more- taxes. This would be a fundamental tool for the
redistribution of incomes. However, it is arguedvthat many taxes are
direct taxes on consumer goods which are assessed regardless‘of the
income level. As a percentage of the income earned, these fixed taxes,
for the basic food basket, will be a larger percentage of the lower
incomes tha& fer the higher incomes. It is not the purpose of this
thesis to assess taxation pqlicies, but it appears tha# the tax effect
is approximately equally distributed across all income ranges. Therefore,
discretionary income, which can be used according to the whims of thei

individual, is assumed to increase as income rises.

The disposable income measure is the primary discriminating
factor among these samples as would have been expected from the basis

for the selection of these consumers groups. .

All samples indicated that incomes and costs of living had
risen over the previous five year period. No group revealed a tendency

to discount the changes in income or costs.

The occupational distributions indicated that the higher income

Consumers Association was characterized by the practising professional
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éategory which included doctors, lawyers, and teachers. The Winnipeg
Buyers Club was typified by housewife status on this scale. The
Pretest/Control sample.was typified by the:academic professional
category. In general the income levels reported can be seen as a

function of the nature of the occupation performed.

The employment status of the Winnipeg Buyers Club sample
indicated.the largest degree of unemployment. This would have further

compounded the income situation.

The results of this comparison of sample characteristics
indicate that income is the fundamental discriminating factor amongst
sampleé. It is suggested that if the major hypothesis of this thesis is
confirmed; that inspite of social pressures, there exists a-patterﬁ of
role compcnents which is highly similar if cot exactly the same for all
consumer groups, then income distribution must be a key towards ‘explaining -

and perhaps remedying the situation.

6. SUMMARY

In this chapter the survey was described in terms of its basic
construction. The manner in which it was distributed was also discussed._

It was found that the survey was both valid and reliable.

The patterns of responses and the structure of the correlations

between the attitudinal responses and the intensity of judgments was
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found to be similar for all of the samples.

It was found that the major characteristic which differred

among the samples was the level of disposable income.

The task which remains for the following chapter is to attempt

to uncover the components of the consumer role from the intensity

scalings and to test the major hypotheses.




CHAPTER III

MULTIDIMENSIONAL SCALING ANALYSIS OF THE PATTERN
OF CONSUMER ROLE COMPONENTS

the process of multi@imenéional scaling of individual differences as
developed hy J, Do&élasiCarrol and Jih-Jie Chang (14). The procedure
- will be discussed and the major hypotheses tested in the ensuing

sections,

1. THE PROCEDURE OF MULTIDIMENSIONAL SCALING

The purpose of multidimensional scaling is to unfold or
uncover the latent structure of a matrix which represents the degree of
coincidence or affinity between thé various positions of the matrix.
The‘goal of this approach is to accomplish this in the minimum number
of basic or elementary vectors which are required to span the space of

relationships included within the data. [Shepard (64:1)] At the same

time the restructured data are required to be as highly correlated with the

original input data as possible.

At first glance these two objectives would appear to be con-
tradictory. If all stimuli are perceived to be mutually exclusive and
hence independent for all individuals, then no method of reducing the

number of dimensions would be possible without reducing the degree of

correlation between the input and.scaled values.: However, it is unlikely

that such a situation would occur. As Clydé H. Coombs has remarked:

~ 93 -
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"In general inferences can only be drawn when the
variety of behavior which is observed is less than
the variety of behavior that was possible by the
“ method- of collecting the data. When things which
are permitted to happen do not happen, ''mature"
: has constrained the behavior and revealed itself;

-then significant inferences can be drawn. (17:143)"
Therefore it is concluded that if the true "nature" of the consumer
role has been revealed in this thesis through the responses of the
samples then a set of elementary vectors less than the total number

of stimuli, or hypothesized components, must be available. It is the

- purpose of applying this technique to find this set and to assess its

. meaning.

Alternatives to Multidimensional Scaling

In the preceding chapter it was argued that attitudinal
perspectives are the essential elements in the generétion of consumer
role behavior. It was also argued bj implication that each individual,
or group of individuals, will modify behavior according to an internai
reference point Which.is.generated through the interractions of various
roles and the internal tensions which are created. In compliance with
this discussion the two altermatives to multidimensional scaling; classical

factor analysis and principal components will be discussed.

Classical factor analysis proceeds from the assumption that the
basic dimensions of behavior are common to all individuals. " It is further
implied that this commonality will produce a set of vectors which can be

judged to be important only to the extent that they account for a large
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proportion of the variance in the input data. Thus while several
respoﬁses will have large explanatory power, others will Bé considered
to be irrelevant and hence neglected. Consequently this approach tends
té concentrate on the responses rather than the respondents. These

techniques also tend to yield a large number of basic dimensions.

[Shepard (64:2-3 )]

Principal components analysis generates even more restrictions
on the scaled values. The basic dimensions which are uncovefed account
for a decreasing amount of explained variance as the number of components
increases. This structure imposes a direction of importance on the
scalings. This situation has been compared to the analogy of travelling
in a city where the individual must proceed at right angles in order to
reach any given destination. Tﬁis "city-block" metric [Green and
Carmone (33:26-7)] imposes a response specific direction of motivation

on the data.

' Multidimensional scaling allows for a respondent specific rotation

of the internmal relationships which does not assume a common structure of
the stimuli responses and which does not impose a directional bias in the
results. The scélings produced from this approach can vary in intemnsity

along each dimension for each group or individual and the fir;t dimension
need not account for the largest amount of variation, It is of course

possible that the results of a multidimensional scaling will be highly

similar if not identical to the results gained from the principal components

or classical factor analysis. However, if this does occur it will be so,
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not because of tﬁe algoriﬁhm used to ménipulate'the data, but because
the data, when viewed in an approﬁriaté fashion, will be best fitted'
by that scaling. This is not guaranteed and it is thé function of
the properties of the resultant matrix which is the most appealing
feature_of multidimensional scaling. It was for these reasons that this

technique was chosen,

The Nature of the Data

o

The data must represent some degree of affinity of association

between and among the components to be scaled." This is necessary in
order that the scaled components can be interpreted as a set of
positions in‘psychological space. One of thevpioneér efforts in this
type of analysis waé the "points of view'" analysis of Tucker and Messick
[71]. This approach attempted to factor analyse a response matrix to a
set of opinion questions. The plotted response scaiings were non-—
integrable in that it was impossible to identify the particular
individual or group of individuals responsible for any rotation. This
study is an example of the response specific feature of the classical

factor analysis techniques.

The Carroll and Chang model accomplishes the task of allowing
for integrability by .scaling én individual weighting vector as well
as the input data. This resultant scaling corresponds to the ideal
point of the individual prefergnce space aifld hence also provides a
reference for the assessment of.individual positions within the rotation.
[Coombs 17:8-11)] The implication of this approach;is that the data
must be of a form which allows for reciprocal relations to be present

amongst the data before a scaling can be produced.
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There are four basic types of data which can be used as an input
to a multidimensional scaling analysis. They may be proximity, dominance,
profile, or conjoint measurement data. These data types‘do not differ
in terms of their method of measuring relationships, but rather in their
method of collectiop and construcfion. The staﬁdard method of ﬁeasuring
relationships is always based on a format wherein a strong positiﬁe value
indicates a direct relationship and a strong negative value indicates
an inverse influence. These data are usﬁally stén&érdi%ggnlhvorder |

that the maximum values in either positive or negative direction are

unity.

To envisage a matrix as.a proximity set is to conceive of it’
as measuring the degree to which a row value falls "élose" to a
corresponding column value. The entry, therefore,vreldtes'to the
distance between the row and column positions that Would occur if  the -

data were plotted in some common multidimensional space.

Dominance data are also assumed to lie within some cominon space,
but the entries represent the relative distances ffom some third-or "ideal
point in this common space. Thus one row would dominate the others in terms
of its closeness .to the norm or reference point. This type of data inter—
pretation requires that there exist an exogenous norm oY reference point

which is derived a priori to the conduct of the analysis.

The profile data require that the space spanned by either a row
or a column, but not both, in one multidimensional space must be ordered
according to some simple rule such as linear additivity. The entries

correspond to the degree of discrepancy between the actual value and

&
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the predicted value found by applying this rule to the actual data. This
approach requires the specification of the rules which govern behavior before

the analysis is conducted.

Conjoint measurement data, as the name implies, requires that the

data be scaled on separate unidimensional spaces. The task of the analysis

is then to develop a functional form which relates the two unidimensional
spaces. This approach requires the specification of the two unidimensional

spaces according to some basic rules outside the structure of the data.

With the exception of the proximity data the various.methddé
of data interpretétion require én a priori interpretation of the data
strﬁcture. [Shepard (64:32) 1 In certain experiments which attempt to.
determine environmental impacts on attitudes these preconditions can be
applied. For the sake of aséessing the consumer role,.however,‘no such
knowledge existed and hence the choice to interpret the»data as proximity

measures was made.

The criteria which a proximity matrix must fulfill are listed
by Shepard [64:24] as :
a) symmetry,
b) the largest elements must appear on the diagonal, and
c) the matrix must be transitive.
These properties are all fulfilled by the simple correlation coefficient.

In addition the correlation coefficient is reciprocal and hence is also

integrable.

The data which were submitted to the analysis comprised the
simple correlation coefficients for the intensity scalings of the fourteen

hypothesized components on a sample basis as well as for the total survey.
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The Methodology of Multidimensional Scaling as Applied to the Data

The methodology of the technique which was used is described in

Appendix F. This methodology was developed and programmed as INDSCAL
for the Bell Telephone Laboratories by Carroll and Chang. [15]. The

particular version which was used was adapted to IBM 360/65 hardware

by Vithala R. Rao and further modified by Arun K. Jain.

The basic input data may not be directly conformable to the
exact specifications required. In the absense of any testing of the
attitudinal reliability and validity of the responses it is often the
case that the data are normalized by means ofvan external weighting
pattern. This procedure is often used to normalize attitudes towards
perceived attributes such as colour, sound, or texture‘so that vérious
physical defects of the respondents can be compensated. In the case of
this analysis it might have been suggested that the daﬁa be modified
with a weighting pattern based on the fundamental sample discriminanﬁ
of disposable income. However, the partitioming of the samples into
sub;groups was based on the nature of involvement with the consumer role
and hence such a modification would appear to be based on an exogenous
causality theorem not described in this analysis. Moreover, this type
of normalization would not be appropriate as the attitudinal relations
with the intensity scalings did not differ across samples as shown in

the preceding chapter.

In the appendix the procedure of scaling is described to
continue until the X(L) and X(R) partitions of the stimulus matrix
converge. This convergence will occur sooner for data with less variance
than for data with a large amount of variénce. iﬁ-is unlikely thgt such

convergence will be achieved exactly with any set of attitudinal data.

P ) . . . - . ey o e N e S b R T G
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Therefore, a factor for convergence which denotes a critical level is
introduced by the programmer. This factor is arbitrary and according
to its magnitude may well terminate the iterative procedure prematurely,
In-practice the two matrixes are set equal to each other once this:

critical level is reached.

The equation of the two matrixes leads to the property that the
sum of the squared coordinates along each dimension will be unity. [Wish,
‘Deutsch, and Bener (72:294)] It follows then that the square.of the
Euclidean distancé from the origin_ to the subject's ideal point, the
point which is plotted according to the subject's weighting of each
dimension, will indicate the amount of variance attributable to that
subject. It follows also thét as the coordinates are.weighted by the
Weighting of each dimension for each subject, the sum of the square
of the modified .coordinates will be equal to the total variance along each
dimension for each subject.‘ Consequently the ratio of variance for each
dimension and for each stimulus across all dimensions can be computed to

indicate the percentage of explained variance in the rotation.

For analytic reasons this latter type of normalization is
preferred. It is~also realistic with respect to the consumer role as
the constant state of flux among roles will undoubtedly generate a
certain degree of inequality between the X(L) and X(R) matrixes even after

a large number of iterations.
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2. THE RESULTANT MULTIDIMENSIONAL SCALINGS

In this section the results of the multidimensional scaling of
the intensity rankings will be described, the basic dimensions will

be interpreted, and the group rotations described.

The General Nature of the Results

The coordinates of the rotated.space are presented in Table X.
This three dimensional space accounted for 88.437% of the.varigtion in the
original data. This was reached after fifty iterative steps and revealed
a correlation with the original dafa structure of .9404. When the data
were run in only two dimensions the amount of variance explained
was 68.31% while a four dimensional rotation accounted for 91.02%.
Successive iterations would have increased the power of the scaling
operation, but only in marginally diminishing increments. IShepard (63:129)]
It is suggested that the third dimension was a sufficient termination'point

as no further dimensions could have added significantly more informatiom.

This first general result supports the contention that the
fourteen components did successfully span the space of the consumer role.
If a component had bgen suggested which did not conform to the others in
specifying the basic nature of the consumer role, it would have been
expected to reduce the explanatory powér of the scaliﬁg as well as to
result in an obviously unrelafed scaling. The data are presented

graphiéally in Figure 2.
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TABLE X

Dimensional Coordinates of the Multidimensional Scaling of
the Intensity Judgments

Component

Dimension I Dimension II Dimension III

Price Level -0.20581 -0.50383 0.00945
Meaningful Choice -0.30925 -0.29108 - -0.05487
Price Stability -0.24871 -0.37583 -0.07364
Competitive Enviromment -0.28774 -0.08624 -0.20760
‘Product Availability -0.26395 -0.25331 -0.04342
Production Efficiency ~0.27940 0.09299 -0.44437
Distribution Efficiency =0.27979 0.12025 -0.46728
' Pricing Efficiency -0.23599 -0.01340 -0.43967
Nutritive Value -0.23017 0.36866 0.31942
Physical Safety ~0.26518 0.40681 0.24342
Information -0.29779 0.24089 0.01840
Ability to Voice , ' .
Grievances —0.30368' 0.24357 “=0.28100
Quality -0.19359 -0.07356 0.07875
Representation -0.30685 0.03346 -0.30098
Correlation 0.940363
R? 0.884282
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FIGURE 2

GRAPHICAL REPRESENTATION OF THE SCALED COORDINATES
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If a component were unrelated to the other components it
would be expeéted to be isolated from the other points. Such an unrelated"
component may take two forms. Should it be totally irrelevant to
the nature of the pattern created hy the other components it would be
found at a greater distance from the origin., If it were a totally
neutral factor it would be expected to be found at or near the origin.
In aséessing the relevance of these components it is necessary to |
determine whether the most extreme distance and the smallest_distance
components are essential to the performance of the consumer role. If
they are,then it is asserted that those components which lie within the

range of these components are also relevant to the consumer role.

The distances from the origin for the compOnénts graphed in
Figure 2 are presented in Table XI. The most distant component is
that of the level of prices while the component scaled most closely ta
the origin is that of quality. It would appear that both of these
components are aﬁpropriate to the consumer role and hence it appears
that the completeness of the scaling in coverage of the consumer role

is supported by these data.

This does not guarantee that these fourteen components are the
only components which might have been assessed. However, these results
suggest that these fourteen components are necessary elements of the

consumer role.

There would appear to be some overlap in the scaling of these

&
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TABLE XI

.Component Distance
Price Level .54433
Meaningful Choice .4é822
Price Stability- . .45665
Competitive Environmenf .36514
Product Availability 36815
Production Efficiency .53308
Distribution Efficiency .53287
Pricing Efficiency .49918
Nutritive Value .53937
Physical Safety .54320
Information .38347
Ability to Voice Grievances .48011
Quality .22156
Representation 43112
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components, For example the components'relating to efficiency of
production, distribution and pricing are approximately equidistant
from the origin. However, pricing efficiency is scaled negatively

on the second dimension while the efficiency of production and dist-

ribution is scaled positively. The latter two efficiency components
might have been better scaled if 6nly'a~ggnéta1?é£ficiency component

had been used. However, the distribution effiéiency scaling was scaled

with a greater magnitude on all three_diﬁénsidhs; although in the same

direction. This would indicate-thaﬁ some. degree of‘di]‘:’1’:'erentialtion»?f=""f"t

.Would exist between the two.concgpﬁs? Tﬁe same situation is revealed
for the product attribute questioﬁs of nutritive value and physical
safety which are highly similar in their scalings. Again the physical
safety component is given a stronger magnitude than nutritive value
and for the reasons discussed above appears to indicate some discrim-

ination between the two concepts. In general the other seemingly

similar concepts are scaled differently, usually in terms .of the sign

of the scaling on different dimensions.

This procedure also produces a set of dimensional weightings for

each individual subject. The scalings of these dimensions and the plot
of these ideal points are presented in Figure 3. The distances from the

origin are also included in the legend for this graphical presentation

4

of the group weightings.

This structure indicates that the Consumers Association and the
Pretest/Control samples are very closely positioned while the Winnipeg

Buyers Club sample is the farthest from the origin, Although all samples

reveal positive weights for all three dimensions the Winnipeg Buyers Club
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FIGURE 3
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Coordinates and Distances from the Origin

Sample Dimensions Distance
I. IT I1I

Winnipeg Buyers

Club 8.94083 0.94221 0.65294 9.014

Consumers - '

Association 3.40315 1.77982 2.41411 4.536

Pretest/Control 2.91921 2.87965 1.56372  4.388

Total 1.72848 1.73211 5.718

5.16888




- 108 -
sample is the sample with the largest weight on the first dimension..
For the second dimension the largesf weight is placed by the Pretest/
Control sample and for.the last dimension the Consumers Association
reveals the largest weighting. Thus the ideal points appear'to be positioned

according to different criteria by each sample.

Interpretation of the Axes

As is the case with any scaling:of déta the basic vectors or
dimensions which span the scaled space are mechanically derived and
hence do not relate to any specific feature of the data directly. It
is therefore necessary to interpret the data according to the type of
scaling revealed along these dimensions for the various components. It
will be remembered that the discussion of the consumer role centered on
a basic interpretation that there existed three realms or levels of role
performance which were the private, social, and public realms. The fact
the rotation was acceptibly efficient for a three dimensional scaling
lends some support to this discussion, However, it is also important to
evaluate the degree of interdependence of these axes, the relative
homogeneity of the variance along each axis as compared to the others,
and the nature of the ordering of components along the axes themselves,?
These considerations are essential in the interpretation of the axes asv

they may either confirm or confound the interpretation.

If the axes are highly correlated, as measured by the simple

correlation coefficient, then there will be a considerable overlap in
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the scalings of the data. The direct correlation of the axes would
. indicate that at least one of the axes was redundant and night suggest
that such an axis be eliminated or that a linear combination of the
axié and énother one he used in its place. If the axes were highly
correlated it would be expected that the introduction of such a
redundant axis would lessen the power of the fotation..‘This was not-
the case as explained in the preceding section. In addition the simplé
correlations between dimensions I and IT, I and III, and II and Ili
were: -,01216, ;04821,‘ind .01131 respectively. These are éufficiently
near zero to indicate that no direct corrélation between pairs of

axes existed in the rotation.

If the variances of the coordinates'along the axes are not
similar the situation would exist wherein the axis that revealed the
largest variance would also, by partitioning, covér thé_variance in tﬁe
other axes. If this were the case then there would be reason to suspect
that the scaling had accounted for an external or exogenous influence
on the rotation in one of the dimensions. In order to test this
possibility an F-test for the homogeneity of variances in the scaled
components was conducted. The critical value for this test at the five
percent level of confidence was 2.48. The calculated values of F for
the contrasts: dimensions I and II,'I and I1I, and II and III
were 1.013445, 1.020933, and 1.007389 respectively. This test indicates
that the variances of the scaled coordinates were not statistically

different.

The basic interpretive tool for the assessment of the axes is

-
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the ordering of the components along each axis. If the orderings

are similar along any pair of axes, but néither directly correlated

nor different in variance, this would imply that some functional
relationship between the dimensions was present. If such a relationship
is;present the interpretation of the data would have to be modified

and perhaps a profile measurement used. The rank order correlation
coefficients for the scalings were computed and the results are
Presented in Table XII. Noné of the paired dimensions are indicative

TABLE XII

Rank Order Correlation Coefficients Among All
Pairs of Dimensions

Dimension

I IT IIT
D
i .
m I : 1.00000 0.07252 0.15163
e .
n II : ' 1.00000 ~0.13414
s _ V .
i III - ‘ : 1.00000
o
n

Critical Values: 5% 0.456
' 1% 0.645

of similar rankings,
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The most striking characteristic of the scaling structure is
that the components are all scaled negatively on the first dimension.
The second dimension is split evenly between positive and negative co-
ordinates;' Along this dimension the negative range dominates the
positive scalings. The same dominance occurs along the third dimension
although there is a larger number of negative scalings than positive ones.
The structure of the signs indicates that there is a fairly well defined
division of components on tﬁe second and thira dimensions. This division

feature of the scalings will be used to assess their relative meanings.

The most negative of éﬁe components on the first dimension
weré those of meaningful choice, representation, and the ability to.
voice grievances. The least negative components were those of quality,
price level and nutritive vaiue. Although there is no-overriding
distinction in this pattern, the trend in the scalingé.seems to indicate
that the most obvious consumer role effectors which concern prices and

product characteristics were the least remote considerations.

This would imply that there was a tendency towards a more
basic or individual need satisfaction dominance along this dimension.

This set of components conforms to the private or biogenic needs.

On the second dimension the most negative scalings were for the
components of price level and stability whiie the most positive values
were for nutritive value and physical éafety. The division along this
axis implies a distinction betweep the price and supply component groups
and those of the product characteristics and communications. It would

appear that the positive values would indicate an area of cooperative

o ’ -

-
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consciousness on the part of consumer acting in combination. The
éommunicationé components are cleariy only of value to the consumer
according to his williqgnéss to contribute and receive information’ .

flows. 1In a similar féshion the sﬁpply conditions are only appraised -

.by means of the consumer's participation in the marketplace. These

positive weightings denote the more remote components of the consumer
role and this dimension is interpreted as the social domain.

4.

1

Nine of the components were.scaled . negatively on the third
dimension. The most negative of these components were those relating to

the efficiency of production, distribution and pricing. The positive

- components were largest for the nutritive value and physical safety

elements. In this structure the price level was positively Weighted
while the price stability component was negatively weighted. There
appears to have been a division within the.subclasses of the components
which provided positive weights for only certain aspects of these sub—
classes. This distinction implies that the dimension.evaluates components
which would~affect.consumer role behavior negatively such as the stability

of prices, and evaluates positively those attributes of consumption which are

subject to direct consumer influence, such as the level of prices., The

interpretation of this dimension is that it reflects the public consciousness

of the consumer role.

These interpretations are weak, as they must be. They must be
weak as they represent the positions of the consumer role net of all other

role interactions which generate the paradoxes of the consumer interest and

may also operate so as to modify these intensities. The position has Been

advanced that no functional relationship within the dimensional structure

-
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exists. However, this does not imply that such a functional form
may have had an indirect influence on this rotation, élthough it was

not possible to detect its presence.

It may well have been advisable to monitor the dimensional scalings
according to some set of questions which had been tested as indicators

of the private, social, and public inclinations of the sample. This was

not deemed to lie within the scope of this thesis, however, as this would

require extensive design evaluation sampling. The axes will be referred

to in the balance of this study by their ordinal designations and not by

the interpreted meanings.

The Sample Group Rotations

The fact that the dimensions were not highly correlated allows
the generation of the sample ﬁeightings and.the percent of variation -
explained by each component to be computed: The plot of the sample
rotations is presented as Figure 4. The percentage of variance explained

in the rotation for each sample is contained in Appendix G.

The coordinates of the subject space for each of the samples

is found in Appendix G.

The first transparency of Figure 4 describeé the subject space

of the Winnipeg Buyers Club Sample. The constellation of points for this
sample is concentrated in the cubical structure corresponding to the
negative dimensions of the scalings. The cluster is the most distant

from the origin and appears to be most dominated by the negative scalings
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on the first dimension. The second transﬁarency relates to the
rotation of the Consumers Association scalings. This rotation
indicates a cluster which is stretched along the third dimensional
~axis. The third transparency relates the cluster of points for the
Pretest/Control sample and this cluster stretched along the second
dimensional axis. The final cluster corresponds to the total sample

and by construction'appears to be an average of all of the influences.

This set of clusters indicates that the samples wetre influenced
by different dimensions in the generation of the rotatidns. The major
influence of the first dimensionireveals itself in ‘the positioning
‘of all clusters to the left of the third dimensional axis. Howevef,
the stretching of the clusters indicates the dominanée'of the other
dimensions for different samples. Such a set of results are only possible

under the technique of multidimensional scaling.

The calculated percentages in Appendix G indicate that the
percentages of explained variances along each dimension confirm this
pattern. The percentages are presented in summary form in Table XIII.

For tﬁe Winnipeg Buyers Club sample the dominance of the first dimension

is profound as it accounted for over ninety-eight percent of the explained
variance. The Consﬁmers Association sample was also highly influenced‘

by the first dimension although the third dimension aécounts for half the
variance explained along the primary axis. For the Pretest/Control sample
the variance on the second dimension is almost equal to the variance on the
first dimension.  The peculiar nature of the structures is therefore

explained by the percentage of variance included in the power of the
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rotation. For the overall sample‘theufirstldihénsidn again démiﬁates

" while the second and third are of approximatély edual importahce.”

In all cases the simple correlation coefficient between.the
‘scalings and the original sample specific data are greater than .70

with the largest value of the coefficient found for the total sample.

The computation of the percentage of variance explained along
each of the dimensions also enables the computation of the contributions

of each component to the explained variance across all dimensions.

TABLE XIII

Percentages of Explained Variance for each Dimension
by Sample Group

Sanmple Dimension

I II IITI
Winnipeg Buyers Club 98.382 1.090 0.525
Consumers Addociation 56.281 15.393 28.323
Pretest/Control 44,245 43.057 12.695
Total 81.691 9.133 9.173

The ranking of these components in terms of the percentage of variance
explained is presented in Table XIV and the rank order correlation

coefficients for this explanatory structure is presented in Table XV.

For all sample subsets the component accounting for the least
percentage of explained variance is that of quality.
component which was ranked similarly for all of the samples. The

component which accounted for the greatest explanation of variance for

This was the only

..
ER

et
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the Winnipeg Buyers Club was meaningful choice. For the Consumers
Association and the Pretest/Control Samples distribution efficiency
and price level were the dominant components respectively. For the
overall sample the ability to voice grievances held the largest

influence.

The r;nk order correlation coefficients of Table XV indicate
that there was a statistically similar ordering for the Winnipeg Buyers
Club and the Pretest/Control samples. This relationship was the
strongest of all of the relationships in the survey although it was only
significant at the five percent level of confidence. The other ordering
pair which was similar was between the Consumer Association and the
overall sample. This also was only significant at the five percent level

of confidence. All of the other comparisons were insignificant.

In view of the fact that the rotations do not have the same.
general shape for each of these contrasts which appear to have arisen
from a similar ordering, it would appear that the dimensional impacts

are sufficient so as to discount any similar pattern of responses. -

One of the other pieces of information which is unique to this
technique of multidimensional scaling is that the ideal point or
reference position for each sample is also scaled. If the concept of
distance is valid with respect to the entife space then the extent of

the psychological distance from the ideal point to the positions of the




Rankings of Components According to Percentage
of Variance Explained Across all

- 118 -~

TABLE XIV

Dimensions
Winnipeg Buyers Consumers Pretest/ Total
Club Association Control
Meaningful Choice Distribution Price Ability to
. Efficiency Level Grievances
Representation . Production Physical Meaningful .
] Efficiency Safety Choice
Ability to Voice Pricing Nutritive Represen-
Grievances _Efficiency Value tation
Information Ability to Price Distribution
Voice Stability Efficiency
Grievances
Competitive Physical Meaningful Production
Environment Safety Choice Efficiency
Distribution Nutritive Ability to Physical
Efficiency Value Voice Safety
Grievances
Production Representation Distribution Information
Efficiency Efficiency
Physical Safety Meaningful Information Competitive .
Choice Enviromment
" Product Price Production Nutritive
Availability Level Efficiency Value
Price Competitive Product Price
Stability Enviromment Availability Stability
Pricing Information Representation Pricing
Efficiency Efficiency
Nutritive Value Price Pricing Product
Stability Efficiency Availability
- Price Level Product Competitive Price
Availability Environment Level
Quality Quality Quality Quality
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TABLE XV

Rank Order Correlation Coefficients for Components
on the Basis of the Percentage of
Explained Variance

Sample Winnipeg Consumers Pretest/ Total
Buyers Association  Control
Club
Winnipeg
Buyers Club 1.00000 0.2263 - 0.6219% 0.1868
Consumers - ,
Association L 1.00000 0.1252 0.5033%
Pretest/ '
Control ’ 1.00000 0.2044
Total ‘ 1.00000

scaled components must represent the degree of affection or disaffection
for each of the groups with respect to each of the components. The
distances from the ideal points to the scaled positions for each sample

_ groups is presented in Table XVI,

In this téble the most striking feature is that the Winnipeg
Buyers Club sample reveals the minimum distance from the ideal point to
the components.of any of the samples. This would indicate that there
is less disaffection among this sample's members than among the other
members of the survey. The largest degree of dispersion is found for the

Consumers Association sample.

This phenomenon would indicate that either the Winnipeg Buyers

Club sample is more satisfied with their ability to operate as consumers
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TABLE XVI

Distances from Group Ideal Points of Components
by Sample Group “ ..

I
s

Componet Winnipeg Consumers Pretest/ Total
Buyers Association  Control
Club
Price Level 0.64677 2.39130 1.54894 1.71574
Meaningful Choice 0.68877 2.54657 1.64952 1.82715
Price Stability 0.70102 12.59188 1.67887 1.85966 77
Competitive
Environment 0.78849 -2,91528 1.88835 2.09169
Product '
Availability 0.68129 2.51893 1.63161 1.80732

Production

Efficiency 0.94309 3.48687 2,2585% 2,50181
Distribution '

Efficiency 0.95805 3.54217 C 0 2.29441 2.54149
Pricing

Efficiency 0.94002 3.47552 2.25124 - 2.49367
Nutritive Value 0.44438 1.64299 1.06423 1.17884
Physical Safety 0.49400 1.82647 1.18308 1.31048
Informa;ion 0.64093 2,36969 1.53495 1.70024
Ability to ' Lo
Voice Grievances 0.83642 3.02947 2.00312 2,21883 j#ff
Quality 0.60152 2.22400 1.44058 1.59571

Representation 0.84946 3.14071 2.03437 2,25344
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or that the social pressure acting upon their consumer role is so
binding as to force them to a more stable consumer position. The
former interpretation appears to be'unrealistic as the organization
from which this sample was drawn wés established in order to reduce F
the cost of food items. It would appear that the very reason for its
existence was the pressufe on family consumption caused by low incomes.
Disposable income was found to be the major discriminant among the
samples and it appears that this effect is revealed in the structure of

the psychological distances.

The computation of the rank order correlation coefficients for

these orderings with respect to the ideal pointgwing}gﬁgggJ;pggwthg

coefficients would be unity. This would reveal that all of the samples

adjudicate these components in the same fashion at least with reference

to their internal expectations. This ordering reveals that the efficiency

T et

conditions are the most remote while consideration with respect to product
characteristics are the most important. Contrary to what might have been
expected, price level and price stability are not the most important con-
siderations. Although information is a crucial factor, the other
communications compnents are considered remote., This remoteness also

applies to the supply components.

3., ASSESSMENT OF THE MAJOR HYPOTHESES

The major hypotheses proposed for this study were:

a) that the space of relevant components to the
kernel of consumer behavior, defined to be the
consumer role, is spanned by the set of fourteen
hypothesized components;:

b) that this space is defined by a set of three
realms. of consciousness which correspond to the
biogenic needs, social wants, and public demands
of consumers and this structure would be revealed
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in the elementary Véctors or dimensions of
the role space;

c) that social pressures operate so as to constrain
the perceived feasibility of the performance of
the consumer role and this structure of components
will reflect these differences so that as economic
pressures are relaxed the private realm of consumer
behavior is relaxed and other realms are emphasized;
and

d) that inspite of the fact that no common ordering of
components is likely to exist withour reference to
the particular characteristics of the consumers
themselves, that when these characteristics are-
taken into account and the analysis is centered
around the consumers own reference space or ideal
point a common ordering is to be found.

The first major hypothesis is supported by the explanatory power
of the multiple correlation coefficient for the multidimensional scaling
which accounts for 88.43% of the variation. The fact that all components
are included in the space traced by a radius between two elements which
are considered to be essential elements of the consumer role indicates
that all points are fundamentélly involved in this role. While it may
have been possible to include more refined components or to have collapsed
certain components for ease in interpretation, there is no reason to

’

suspect that such a procedure would have affected the model.

The rotation was best scaled by three elementary vectors or
dimensions which were not internally correlated, revealed homogeneous
variances, and would appear to have been derived ffom separate orderings.
However, the axes do not lend themselves to a strong interpretation as
the biogenic needs, social wants, and public demands as hypothesized.

This lack of identification is due to the fact that the axes do not

- appear to discriminate the components by means of signs into clearly
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defined groups. The first dimension is weighted negatively for all components.
The second and third dimensions do provide some discriminatiqn, but not
of éufficient strength to support a strong interpretation of the axes.

The third hypothesis follows from the second and as a result
of the lack of strength in the second is necessarily weaker than would
be expected. The pattern of relationships does hold for the Winnipeg

- Buyers Club as this sample was dominated by the first dimension. The

highest income g;pup’was also dominated by the first dimension’éltﬁough
it recorded the largest percentagé of explained variance for éll groups
on the;third dimension. For théfPretest/Control sample the second and
first dimension were weighted almést equally. It appearsvthat some
shifting is present according to the relaxing of the economic pressures,
but this shift is revealed 6nly as a shift away from the first dimension

and its destination is not clearly specifiable.

The final hypothesis is strongly confirmed by the computation
of the distances of the scaled components from the group ideal points,

The structure of these distances indicates that the Winnipeg Buyers Club

sample is closest to its ideal point of all of the samples, This is
interpreted to mean that they are more heavily constrained than the other

samples and therefore tend towards a greater degree of acceptance.

In the final chapter of this thesis the results of these tests
will be assessed in terms of their implications for public policy with

Yespect to consumers.

s g, e s S " et e wn
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CHAPTER IV : .

SUMMARY, CONCLUSIONS, AND SUGGESTIONS FOR FURTHER
RESEARCH '

1. SUMMARY
In the first chapter of this thesis the discussion of the

problems. of consumers was cast in the light of modern market development

/,

which it was advocated had tended tO'isolaté the consumer in a large

e,

market wherein he consumed increasingly_Sb’Hiéticated‘products. These

products were brought'to the.market by manyfindividuals in many places
who had produced, processed,Apackaged ana promoted the product. The
consumer is therefore left with the decision of whether to purchase

or not to pufchase the product. With respect to food the fact that food
is essential to existence relegates this choice tg a less meaningful
position. In essence the consumer must have faith in the market to

serve his interests.

This new dimension of faith was cast in terms of the paradoxical

nature of the consumer which leads to a natural neglect of this interest

both by consumers themselves and by the political process. It was therefore
concluded that the consumer interest is best viewed as a role, or a cluster
or rights and duties, which is constantly in conflict with other competing

roles.

The review of the literature indicated that very little research

had been conducted in terms of an examination of consumer role performance.
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In fact it Waéjﬁbﬁclﬁdﬁd that most of the attempts at the assessment
of the consumer role were concerned with influencing rather than

understanding the consumer.

Because of the complexity of the consumer role the case was
made for the use of a multidimensional approach rather than a unidimensional
method. -The basic model which was used was that of James NcNeil which

was modified by removing the restriction that consumer attitudes and

knowledge were additive. The resultant model accounted for only attitudes

and'So¢;al forces. The social forces were removed by structuring the

data so as to provide similar soéial influences for each sample.

From various statements about the consumer a set of fourteen
components were developed. These components were:

Price Level

Meaningful Choice

Price Stability
Competitive Environment
Product Availability
Production Efficiency
Distribution Efficiency
Pricing Efficiency
Nutritive Value

10. Physical Safety

11, Information

12, Ability to Voice Grievances
13, Quality

14. Representation

WCONONU W N R

In order to test this model a mail survey was designed which
was composed of three sections. The first dealt with basic attitudes
related to the components. The second dealt with the fashion in which

these components were evaluated by the respondents. The third section
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sampled characteristics of the sample with respect to demographic

features, consumption habits, and economic endowments.

" This survey was distributed to members of the Winnipeg Buyers
Club, the Consumers Association of Canada, and to members of the
Department of Agricultural Economics and Farm Management at the University

of Manitoba. The latter sample served both as a pretest and as.a control.

-

In general the results of3the_éﬁf$ey were both.vaiid and reliable.
The questions were structured as five §6int unfolding scales and hence
the validity of thé responses wésvteéted by means of the skewness
coefficient. The sample design Qas‘that of a stratified random sample.
and the results were generally indicative of a high degree of efficiency.
The expected rofe responses to the second part of the qﬁestionnaire were
present and the results were modified by the manufacturing of a new scale
measuring the product of the rating and ranking scalesnfor each component.
This new scale was labelled as the intensity of the Jjudgments. It was found
that there was no detectable difference in the samples on the basis of the
comparison of patterns of respomses to the attitudinal questions. This
relationship held for all of the components with the exception of the
representation jﬁdgments. It was found also that the intensity scalings
were correlated as expected with the attitudinal questions with the exception
of the information component where the pattern was not as weli defined. 1In
general the questionnaire was shown to be a reasonable sample of the

attitudes and priorities of the consumer sampled.

It was also found that among the characteristics of the samples
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the most important discriminant was that of disposable income.

In the third chapter the methodology of multidimensional

v”‘:‘

scaling was discussed and the simple correlation coefficients between =

the intensity scalings was defined as a measure of the association

between components.

The results indicated that the fourteen components were sufficient

-in order to span the spadé of the consumer role. It was also found that

the number of elementary jectors required to span the space was three

-although the interpretation of these axes was not readily apparent.

It was also found that with respéct to the ideal points the ordering of

components was the same for all samples.

2, CONCLUSIONS

As mentioned earlier in the assessment of the questionnaire the
sample was chosen so as to concentrate on those individuals who had indicated
that they held a strong consumer role, In addition there is also the problem
that these responses are concerned only with food, However to’the extent that
food is the most basié of all concerns, nothing will have beeﬁ lost, Because
of this, it is advisable that the following general conclusion must be
viewed with some alteration to bias. However, if the role theory has been
applied correctly in this thesis, the conclusions which follow will be built
upon the unversality of the role and not the representative nature of the
sample. Therefore the most crucial attitudes to the most important consumer
situation amongst those who choose to start out as concensus will have been

found,
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Moreover, the major findings of this-thesis indicate that
their is a priority amongst consumer attitudes which should be served
The servicing of these priorities reveal that there is in fact a route
-for the satisfaction of the agrieved consumer which can lead to
policy and program priorization,

SR

The prlmary conclusion Whlch follows from this analys1s'1s

- centered on the fact that the kernel of the consumer role as centered on
the group 1deal p01nts 1s the same for all of the samples., Tt is 1mp11ed
that differences 1n consumer role performance are a priority of the social

and economic constralnts operating on each respondent.

It is therefore implied that a basic consideration in the
development of an overall consumer policy should be concerned with
-eliminating differences in the environment of the consumer role, As the
prlmary discriminant among the samples was that of disposable income, it .is
suggested that policies des1gned to improve the equitable dlstrlbutlon of

income are a useful tool in this procedure,

Having achieved thig objective it is then necessary to develop

policies which would serve for the maintenance of consumer satisfaction,

The most distant, and hence least satlsfactory, components are those
of efficiency, The constant barrage of reports of profits accruing to
1ndustr1es at the tlme of Shortages, the en}stence of bottlenecks in
distribution channels as the result of strikes, lack of rolling stock for
transportation, and the existence of products which are stored until they
are no longer safe for consumpticn, has undoubtedly had some impact on this

set of attitudes. At the same time the practice of "double ticketing"
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of products in supermarkets cannot but ﬁelp to aécentuate this dis-
affection. It is suggested that -programs which are designed to eliminate

excessive profits, speed up the efficiency of transportation, and enforce

the pricing regulations of the existent Combines Investigation Act would

operate towards these ends.

Representation of consumer concerns to public officials and the

other market participants through organizations sponsored by consumers

does not appear to be perceived as effective, The structure of these

components indicates that more governmental responsiveness should be developed,

This trend has already developed through the formation of the Food Prices
Review Board. It would appear to be advisable that this type of activity be

continued and expanded.

The ability to voice grievances, the nature of the competitive
environment, and the stability of prices are the remaining elements
of the most distant components. It may be argued that if representation
is expanded the bPresentation of an alterﬁative channel for complaints
might remove some of the contentiousness of this component. It is also

argued that the regulation of efficiency might well operate so as to

assure consumers that competition was in fact taking place. In a similar
fashion the efficiency of pricing would possibly also serve to stabilize

prices.

The most imminent components are'fhose of meaningful choice,
product availability, price level, information, and the three product
specific components of quality, physical safety, and nutritive value. If

any program or policy is to be designed to service these components it is
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suggested that it be geared towards the education of consumers. Programs
which are defined so as to show consumers the ranges of products over ‘which
they may make their choice, the properties of the product in terms of its
expected performance, safety for use, and nutritional value would.be...
eﬁpeeted to aid the consumer in thevperformance of his role., It is also

suggested that lebelling laws be enforced so as to enable consumers to

compare produeti ses and uncover the actual unit prices. It is concluded

that'someAform’of consumer education must be presented in order to :form an
alternative to’'the major information source of advertising.

It has been concluded‘that a social policy designed to redistribute
incemes on a equitable basis wouid be a first step in the solution of
consumer problems. The present progressive taxation system has avowedly
been designed to accomplish this task. However, it wouid appear that we
still have a large proportion of our society either at or below the
"poverty level." We may in fact always have the poor with us. ‘Admiseion
of this fact would suggest that concentration of efforts be placed on the
most remote components first as we have listed them above. It would
appear that the necessary mechanisms to act in these directions are

already established. It remains therefore to use them effectively in the

service of consumers.

However, as these findings indicate it is also essential that
these programs be administered in the service of an overall social and

economic consumer policy.

3. SUGGESTIONS FOR FURTHER RESEARCH

This thesis has concerned itself with a' task which was primarily
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investigative in nature. Having uncovered some components of the consumer
role it is suggested that the data incorporated here can be cross referenced
by any one of the attitudinal or demographic scales. It would be possible to

partition the intensity matrixes on the basis of the impressions of prices =

in general or for specifid products in order to investigate the nature of

the components in such decisions. In a similar fashion it would be possible

to test various hypotheses with respect to educational impacts, family

size effects, and even age distributions. The data may in fact be

"sliced" in any number of ways and various features analysed.

As we reach an ever increasing degree of sophistication in the
techniques of computer simulation of economic activities, it may prove
useful to enter evaluative vectors such as are found in this study in

order to assess the impacts of various modules in the models.

Indeed, if this thesis has shown é new approach to economic
investigation, that approach of multidimensional scaling can readily
be applied to any of a number of economic problems. It may well prove
useful to investigate the parameters and dimensions of other market

roles such as those of the farmer, the processor, the distributor and the

"~

retailer. Such investigation may indicate various levels of conflict which
if duly noted may be avoided in the planning and administration of certain

government policies.

It is suggested, however, that before any or-all of these
applications be attempted, that the design of the sample be re-worked.
It is suggested that a smaller number of attitudinal questions are

warranted. The length of the questionnaire can be decreased and a larger

amount of usable samples could be recovered. It is suggested that the
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efficiency components could probably be lumped .into one component as
might the nutritive value and physical safety elements. It is also

suggested that the demographic section could be reduced in size.

This study has been concerned with an assessment of the
consumer interest as concentrated on food consumption. It may well be
the case that a more general investigation of the consumer interest
could be based on a wider range of products. A suggestion which might
be used in the generation of such a survey would be to ask the 'respondents
to indicate the proportion of ingpme spent on such commodities. This
would allow for the use of profile data or perhaps even conjoint
measurement data for the scaling operations. It is also suggested that
a set of proven attitudinal questions be included to act as a monitor

for the interpretation of the axes.

It is hoped that this thesis has uncovered some new information
in the assessment of the position of consumers in the modern market. It
is hoped as well that this information may be applied in policy formulation
and evaluation so that by proxy at least the interests of consumers may

be served.
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APPEFNDIX A

COVER LETTER AND QUESTIONNAIRE




e

UM

The University of Manitoba

Winnipeg, Canada
R3T 2N2

Department of Agricultural Economics
and Farm Management

L

Dear Sir or Madam:

I am currently a graduate student at the University of Manitoba and
I am conducting this survey as part of the research section of ny
thesis. This survey has been financed by the University of Manitoba
and the Canadian Consumer Council. Your help in filling out this
questionnaire would be greatly appreciated by all concerned.

I ask your cooperation in answering these questions as completely
and honestly as possible. Please do not pause for any length of
time on any one question., I% is important that you indicate the
first answer which comes into your mind.

A1l of these questions are concerned with food. Therefore T would
ask you to answer these questions with respect to the food products
which you usvally purchase for your family. Please do not consider
food products which you consume avay from your home at a restaurant
or at the home of a friend.

AE
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These questionnaires are numbered in order to compute statistical
tests on the aggregate responses. These questionnaires will be
treated as STRICTLY CONFIDENTIAL. Therefore I would ask that you
do not sign the questionnaire. At no time will any effort be made
to identify any respondent.

I would like to thank you for your cooperation in this matter. I
would hope above all else that the results of this research will
do well to further all of our interests as consumers.

Respectfully yours,

Alex Pursaga '

Graduate Assistant

-

AP/ww

Enclosure
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CONSUMER INTEREST SURVEY: FOOD

Part I

Please circle the number provided in the list following each question in order
to indicate the most appropriate answer. Please do not spend too much time in
answering any specific question as it is important that you report the first
answer which comes into your mind.

1.

In general, what is your opinion of the level of prices which you are now
paying for food products. Are they: :

too high high moderate low  too low
P 4 3 2 1

Some products may appear to you to be higher priced than others. Below
you will ind a list of major food categories and the most commonly pur—
chased elements of each category. DPlease indicate how you feel about the
price levels for each of these elements.

Meat Products: Beef':
too high high moderate low too low
> 4 3 2 1
Pork:
too high high moderate low too low
2 4 3 2 1
Poultry:
too high high moderate low too low
5 4 3 2 1
Dairy Productes Millk:
too high high moderate low too low

-

5 4 3 2 1
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6. Cheese:
too high high moderate low too low
) 4 3 2 1
7. Butter:
too high high =~ nmoderate low too low
2 4 3 2 1
8. Cereal Products: Bread:
too high high = moderate low too low
) 4 3 2 1
9. Flour:
too high high moderate low too low
5 4 3 2 1
10. Breakfast Cereals:
too high high moderate low too low
5 4 3 2 1
1l. Other Poods: Frujits:
too high high moderate low too low
5 4 3 2 1
12. Vegetables:
too high high moderate low too low
5 4 3 2 1
3. Eggs:
too high high moderate low too low
2 4 3 2 L
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15,

16.

17.

19o
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Prices for most food products change over time, sometimes within a month

or a year.

Compared to the prices which
how do you think food prices

However we are concerned with th

e general stability of prices.
you have most recently paid for food products,

will be in a year from now? Will they be:

much slightly about slightly much
higher higher the same lower lower
> 4 3 2 1

For the following specific product areas
next year at this time will compare to t

» indicate how you expect prices
he present.

Meat Products: Beef:
much slightly about slightly much
higher higher  the same lower lower
) 4 p) 2 1
Pork:
much slightly about slightly much
higher higher  the same lower lover
5 4 3 2 1
Poultry:
much slightly about slightly much
higher - higher the same lowexr lower
> 4 2 2 1
Dairy Products: Milk:
much slightly about slightly much
higher higher the same lower lower
5 4 % 2 1
much 3lightly ebout slightly much
higher higher the same lower lower
5 4 3 2 ]
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21.

22,

24,
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Butter:
much glightly about slightly much
higher higher the same lower lower
> 4 3 2 1
Cereal Products: Bread:
much élightly about slightly much
higher higher  the same  lower lower
> 4 b} 2 1
Flour:
nuch slightly about slightly much
higher higher  the same lower lower
5 4 3 2 1
Breakfast Cereals:
much slightly about slightly much
higher higher  the sane lower lower
2 4 3 2 1
Other Foods: Truits:
much slightly about slightly much
higher higher the same lower lower
5 4 3 2 1
YVegetables:
much slightly about slightly much
higher higher  the same lower lower
2 4 3 2 1
Eegs:
much slightly about slightly much
higher higher  the same lover lower
5 4 3 2 1
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28,

29.

30.

31

32,
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As closely as you can recall, indicate what the ﬁrice level for all of your

food purchases was a year ago in comparisonlto pregsent prices. They were:
much slightly about slightly much
higher higher  the same lower lower
2 4 3 2 1

For the following specific product areas, indicate how

compare to those of today.

last year's prices

Meat Products: Beef:
much slightly about slightly nuch
higher higher  the same  lower lower
> 4 3 2 1
Pork:
much slightly about slightly mnuch
higher higher the same lower lower
> 4 3 2 1
Poultry:
much slightly about slightly wmuch
higher higher the same lower lower
5 4 3 2 1
Dairy Products: Milks
much slightly about slightly nmuch
higher higher  the same  lower lower
2 4 P 2 1
Cheese:
much slightly about slightly much
higher higher  the same lower lowexr
5 4 3 2 1
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35,

36,

38,
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v Butter:
much slightly about slightly much
higher higher  the ssme lower lower
> 4 3 2 1
Cereal Products: Bread:
much slightly about slightly mnuch
higher higher  the same lower lower
2 4 3 2 1
Tlour:
much slightly about slightly much
higher higher the same lower lower
5 4 3 2 1
Breskfast Cereals:
much slightly about slightly wmuch
higher higher the same lower lower
5 4 3 2 1
Other Foods: Fruits:
much slightly about siightly much
higher higher the same lower lowex
5 4 3 1
Vegetables:
much slightly about slightly wmuch
higher higher  the same lower lower
> 4 3 2 1
Egas:
much slightly about slightly much
higher higher the same lower lover
5 4 3 2 1
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4-'1.

42,

I
N
)

44,
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When you go shopping, how often are you able to locate the same products
in the same places in the same stores:

never seldom half the often always
time

2 4 3 2 1

Once you have located the product, how often can you scrutinize and select
the actual products which you purchase:

never seldom half the often always
) time
5 4 3 2 1

If one store is short of stock in an item, how often are you able to obtain
the item which you want at another store:

never seldom half the often always
. time
2 4 3 2 1

When you purchase a food product, how interested are you in the nutritional
value of the product:

very interested doesn't little not at all
interested matter interested
5 4 % 2 ' i

It is possible that the packsges in which food products are sold or the
chemicals used to preserve food matter can present a safety hazmard to your
health or the health of others in your home. How much confidence do you
have that these hazards are minimized where you make Tood purchases:

a great some doesn't little none at
deal matter ail
5 4 3 2 1

, yP_"

Bt
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47.

49.

50.

- 143 -

In general do you believe that the food products which you purchase for
your family are safe for use in your home and conducive to the maintenance
of good health in your household:

definitely slightly don't slightly definitely
yes yes know not not

2 4 3 2 1

How often do you purchase a food item simply because it is known to be a
bargain: '

never seldom half the often always
time :
5 4 3 . 2 1

When you are shopping, how often are you influenced in making a purchase
by your: Spouse:

never -seldom half the often always
time

5 4 - 3 2 1

Children:

never seldom half the -often always
' time

4 2

N1
ro
(]

Parents:
never seldom half the often always
time :

2 4 3 2 ot

never seldon half the often always
time
5 4 3 2 1
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51. When you purchase a food item, how often do you do so as a result of:

Conversations held with friends:

never seldom half the often always

- time ES
5 4 3 2 1 e
52. Comparison shopping:
never seldon half the often always
time
5 4 - 3 2 1
53. Impulsive appeals from displsys:
never seldom half the often always
time
5 4 3 2 1
54. Advertisements:
never seldom half +the often always
Time
5 4 3 2 1

55. In general how do you feel about the amount of advertising on:

Television:

teo much much  adequate littie too little
5 4 5 2 1
56. Radio
too much  much  adequate 1ittle  too little
2 4 3 2 1
57. _ Newspapers:
too much  much adequate little too Little
5 -

5 4 3 2 i
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58. Mail:
too much much 'adequate clittle  too little
2 4 3 2 1
59. : Magazines:
too much much adequéte little  too little
5 4 3 2 1

60. In general how often do you feel that the claims made in advertisements

are truthful when the advertisement is presented on:
Television:
never seldon half the

time

2 4 3

often

T always

1

61. Radio:

never seldom half the
time

5 4 3

often

alwavs

1

62. _ Newspapers:

never seldom half the
time

5 4 3

often

always

f -
i

never seldom half the

2 4 b

often

2

always

ot

W cves rrt
64, Magarzines:
, L2 NES

never sel

O ~
often

2

always

i
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68.

69.

70.
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How often would jou estimate that you are fooled by advertising claims:

never éeldom ‘half the often always
time '
5 4 3 2 1

How often have you noticed somethlng which was a potential safety hazard
in a food product:

never seldom half the often always
) time
5 4 3 2 1

When this has happened, how often have you returned the food product to
the retailer:

never seldom half the often always
time
5 4 3 2 1

How often has the store either replaced the food product or refunded +the
purchase price:

never seldom half the often always
time ,
o) 4 3 2 1

How often have you complained erectly to the manufacturer:

never seldom half the often always
time
5 4 5 2 i

How often has the manufacturer either replaced the food product or refunded
the purchase price: ‘

never seldom haif the often alwa -
time
5 4 3 AN S
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4.
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What is the general attitude of the employees whom you face when you
encounter this type of problem? They are:

very annoyed tolerant polite polite
indignant and
helpful -

How often do you find new products on the shelves when you g0 shopping:

never seldom half the often always
time :

5 4 3 2 1

How often do you purchase these new products in order to try them out:

never seldom half the often always
tine
5 4 3 2 1

As Tar as you know, how often are these new products merely new brands of
older and more established products:

never seldonm half the often always
~tinme
5 4 3 2 1

How often are these new products entirely new items which you could not
recall prior to their introduction:

never seldom half the often always
time

5 4 3 2 1

In general, at how nany different stores or chains of stores are you able
to make your food purchases:

a great many several few very
many few
5 4 5 2 1
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How often are you able to pay a lower price for a product merely by going
to another store: ) o B '

never seldom half the often always
time '
5 4 3 2 1

How easy is it for you to commute between storés in order to comparison
shop: :

very easy moderate hard very
easy hard
5 4 3 2 1

How efficient do you believe the farm comnunity is in producing food

_products that satisfy your demands as a consumer:

very  efficient adequate inefficient very
efficient inefficient
p) 4 3 2 1

How efficient do you believe the distribution system is in delivering the
foods which you consume to the food retailers:

very efficient adequate inefficient very
efficient ' inefiicient
2 4 3 2

How efficient do you believe the manufacturers are in producing the food
products which you consume:

very efficient adequate dinefficient
efficient

5 4 3 2 i

How efficiently do you believe that prices are established:
P

W
i

. very . efficient  adequate  inefficicut . very -~
efficient o T e £1i
5 4 3 2




— 149 -

83. How easy is it for you to com

pare products in order for you to determine
the best or lowest price:

very slightly moderate slightly very
easy easy difficult difficult
5 4 3 2 1 :

84. How do you regard the profits that are

earned by the various people and
organizations involved in producing and

delivering food to the market:

Retail Stores:

~too high high moderate low  too low
2 4 3 2 1
85. Wholesalers and Diétribufors:
too high high moderate low too low
5 4 3 2 1
86. Processors and Manufacturers:
too high high moderate v low  too low
2) 4 3 2 1
87. Farmers:
too high - high moderate low  too low
5 4 3 2 1
&8, Credit Agencies:
too high high moderate low  too low
> ' 4 3 2 1

89, Many of our food products are graded acc
are established in order to standar
When you encounter a ar
exactly what the gr

ording to federal standards which
dize the quality of the products.

aded product, how oftsn are you able to determine
ade means in terms of product specifications:

never seldom half the often always
time
5 4 » 3 2 1
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93.

94,
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How often are grading standards important considerations in making food
purchases:

never seldom half the often always
- time
5 4 3 2 1

How often are you likely to equate high price with high quality:

never seldom half the often always
tine
> 4 3 2 1

Do you feel that your interests as a consumer are represented in the
formulation of national policies:

never seldom half the often always

time
5 4 3 2 1

Do you feel that your interests as a consumer are represented in the
formulation of provincial policies:

never seldom half the often always
time
5 4 3 2 , 1

Do you feel that the large food retailing companies are mindful of your
interests:

never seldom half the often always
time
2 4 3 2 1

Do you feel that food distributors are mindful of your interests:

never seldom half the often always
time
5 4 3 2 4
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97.

Part

98.

99.

100,

101,
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Do you feel that food manufacturers are mindful of your interests:

never seldom half the often always
time '
5 4 3 2 1

Do you feel that farmers are mindful of your interests:

never seldom half the often always
' time
2 4 bl 2 1

II

We would like you to think for a minute about the answers which you have
provided to the preceding questions., We would like you to try to remember
the way that you felt about the questions rather than the actual answers
which you gave. Below you will find a set of "interest thermometers"

on which you will be asked to indicate, by way of a check mark, the
importance of several factors which you have already answered questions -
about, We would like you to imagine how you would feel about these’
questions as if you were about to set out on a shopping trip. Please
check the level of interest or importance of these factors as they apply
to yourself, ' :

When I go shopping: the price level is

Unimportant ' Important
~-100 -75  -50 ~25 0 +25  +50 475 4100
1 2 3 4 5 6 7 8 9
the possibility that I can meke a real and meaningiul
choice among many different food products is
Unimportant Important
: ~100 75  ~50 =25 0 +25 450 +75 4100
1 2 3 4 5 6 7 8 9
the stability of prices is
Unimportant Important
~-100 ~75  -50 .25 0 +25 450 475 +100
1 2 3 4 5 6 7 8 9
whether or not we have a competitive environment for
foodstuffs is
Unimportant ' Important
~100 75  -50  ~25 0 +25 +50  +75 4100
4 5 6 8 9

1 2 3
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the availability of product is

Unimportant Important
=100 ~75 50 -25 0 +25 450 475 1100
1 2 3 4 5 - 6 7 8 9
efficiency in production is
103, Unimportant : Important
=100 -75 .50 25 0 +5 450 475 4100
2 3 4 5 & 7 g 9
efficiency in distribution is
104. Unimportant Important
-100 =75  ~50 -25 0 +25 450  +75 1100
1 2 3 4 5 6 7 8 9
efficiency in price setting is
105. Unimportant v Important
~100 -75 50 25 0 +25 450 475 {100
1 2 3 4 5 6 7 8 9
the nutritive value snd safety of the product are
106. Unimportant Important
~-100 ~75 .50 25 0 +25 450 75 000
1 2 3 4 5 6 7 8 9
the physical safety of thé product is
107. Unimportant Important
-100 75 .50 25 0 +25 450 +75 1100
1 2 3 4 5 6 7 8
information about the product is
j 108. Unimportant _ Important
: ~-100 -75 .50 25 0 +25 450 +75 1100
1 2 3 4 5 6 7 8 °
the ability to voice my grievances and to get quick
replacement of products which are tainted is
109, Unimportant , e Important
~100 -75 .50 35 0 +25 450 475 1100
1 e 5 4 5 6 7 8 ~ g
the quality of the product is
110.  Unimportant - — lTmportant
‘ -100  ~75 .50 -25 0 +25 450 475 {100
1 2 3 4 5 6 7 8 9
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the ability to have my demends reckoned with by large
corporations and governments is

Unimportant Important

-100 =75 <50 <25 0 125 180 T75 1100
1 2 3 4 5 & 7 8 9

Please indicate which of these areas is the most erucial to you,in'formulating
your shopping goals. Please rank these categories by placing the numbers
between 1 and 14 next to each of these areas, In case some of the arecas
appear to be of approximately equal importance please endeavour to pick

that one which is the most important and assign it the highest rank.

Beginning with the number 1 choose the mosi important area below:

. 112, Price Level

113. Meaningful Choice
114, Price Stability
115. Competitive
Environment -
116. Product Availability
117, Efficient
Production o
118, BEfficient
Distribution
119, Efficient Pricing
120, Nutritive Safety
121. Physical Safety .
122, Informstion
123. Ability to Voice
Grievances

124, Quality

125. Representation
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Part I1I

126.

127,

128,

129.

130,

131,

132,

The following informetion is required in order to make comparisons between
different groups of people. ALL INFORMATION WILL BE HELD IN THE STRICTEST
CONFIDENCE. Results will only be issued in aggregate form and then only
as part of the research for.my thesis.

Please indicate the sex of the person answering the questionnaire, If
several of you have worked.on this task, please indicate the sex of the
person who has spent the most time on this task, '

Male Female
1 2

Please indicate the age range into which the person answering this
questionnaire belongs: ‘ ’

0-14 15-24 2534 35=44 45-54 55-64 65 gnd over
1 2 3 4 5 6 7

How many people are a part of your household?

1 2 % 4 5 6 7 8 9 or more

0f the members of your household how many earn an income?

1 2 3 4 5 6 7 8 9 or more

How large is the combined income on an annual basis from all of the members
of your household?

805555 30005355 $6000-899G $9000-11999
1 2 3 4
§12000-14959 $15000~17999 Over $18000

Approximately what percentage of this income is saved or invested?

0-5%  6-10% 11-15% 16-207, 21-250  26-~30% 31-35% 36-40% over 40%
1 2 3 4 5 6 7 8 9

5

In the last five years how has your income level moved? Tt has:

Fallen _ - Remained the Same — Risen
1 A 2 ’ 3
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133, Over this Same -period how has the cost of living for your family moved?
It has: '

Fallen —  Remained the Same - Risen
1 ‘ : 2 3

134. How many credit cards do you hold?

135. How often do you use your credit accounts in financing food purchases?

Never Seldom Half the Time 0ften Always
5 4 3 2 1

136. Do you own a car? Yes No
1 2

137. Do you use public transportation to commute? Yes No
1 2

128. Do you save and use coupons from newspapers, mail brochures, catalogues, etc,?

Yes No
1 2
139. Do you follow a formal budget? Yes o I you do, how often
1 2
often are you able to keep it?
140. _ e —
Never Seldom Half the Time Of'ten Always Not
5 4 3 : 2 1 Applicable

0

; 141, Please indicate the level of education which the head of the household
: Or principle wage earner has attained:

1-6 79 10-12 University Trade School
1 2 3 4 5
142, Are you enployed? Yes ——. Do

1 2
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143. Please indicate your occupational grouping from the list below:
(1) Practising professional: doctor, lawyer, teacher, etc..

(2) Academic professional: scientist, university professor,
researcher, reporter, etc.

(3) Tradesmen: carpenter, plumber, mason, ete, ——

(4) Skilled or semi-skilled laborer: clerk, office TR
- employee, ete.

(5) Businessman: seifnemployed, manager, executive, etc. ' ;___“

(6) Housewife . —

(7) Student —

(8) None of the above
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APPENDIX B
DEFINITIONS OF STATISTICAL TESTS APPLIED TO THE QUESTIONNAIRE

RESULTS IN ORDER TO DETERMINE THE VALIDITY AND RELIABILITY
OF THE RESPONSES

Measuring Skewness b

The skewness of a distribution is found by taking the third
power of the difference between the observed value and its mean averaged

over the sample size. The coefficient of skewness is then computed by

dividing this cubed difference by the product of the variance and

standard deviation.l/ The sample estimate is:

gi = m3/ (m2 ﬁf)

Where:

gl is the sample coefficient of variance:

m3 =& (X~X)"/n is the cubed difference between the

observed value and the mean; and

r2 =33 (X-X)"/n is the variance, the square root

of which is the standard deviation.
If there are a sufficient number of values greater than the mean, the
coefficient will be positive and if compared to a theoretical distribution
may in fact be significant. A sufficient number of observations less

than the mean will result in a negative coefficient which can also be

compared to the theoretical distribution.

Measuring the Sampling Error of the Mean

The sampling error of the mean under the approach of stratified

random sampling is defined as:

<
S(¥ st) i///EEWhZSh“ (1-fh)
N

Where:

S{y st) is the sampling error of the mean:

i/ Snedocor and Cochrane (65:86)
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Wh = Nh where Nh is the number of y5]iq responses
N : '

in stratum h and N is the total number of wvalid
regponses; .
Sh~ is the variance of the mean of y in stratum h; and
f h = Nh where Np is the total number of possible

. Np
responses which implies that @h is the sampling
function.

The larger is the sampling error of the mean the less reliable is the

Survey.g/

Measuring the Design Effect on the Mean

3/

The design effect on the mean is defined as:™
_ 2
D=25cy
Ssrs y

Where:

D is_the design effect; :

Sc y= is the variance of the mean of y from the
stratifjed sample; and

S srs y° is the variance of the mean of v derived
from a simple random sample of equal size.

For samples which are distributed approximately normal the relationship
between the sampling error of the mean and the design effect on the

4/

mean is:—

2

D=1Se N
4 Var(y)
Where:

2 .
Se  is the sampling ervor of the mean of y; and
all other variables as above.

The smaller the value of the design effect D the more efficient the

sample design.

2/ Ibid., (65:522)

3/ ZLansing and Morgan (41:87)
4/ Ibid., (41:89)




HPPENDIX C

DESCRIPTIVE STATISTICS OF RESPONSES
Co1 TOTAL SAMPLE

EEEEE e e = R - — e R
Quastion (Number ) Number of Mean Variance Skewnoss Sampling Doagign Effect
Valid _ Brreor of on the Hean
Responsas _ o the Hean
General Current Price Level(l) 107 i 130 0,379 w( o327 s0387 21058
Current PricessBeef(2) 107 L, 664 0,282 «(,163 03733 L1051
Current PricessPork(3) 103 1,495 0,468 ~0,118 20028 L1010
Current PricestPoultry(4) 108 3,907 0,758 =0,162 00529 20995
Current PricessMilk(s 108 3,870 0,712 =0,033 20517 S1014
| Current Pricess:Cheese (6 W 108 3,704 0, 547 0,530 e Irs L0980
o Current PricessButter(? 104 4,173 0,533 w0277 NeTS) <1038
A Current mswommmwammmmmw - 108 L 3,824 0,726 0,20k 20516 +0950
_ Current Prices:Flour(9 04 3,519 0,582 w(,131 Olds ,0885
Current PricessBreakfast
Ceroals(10) 102 3,951 0,720 =0,200 051G . 1065
Current PricesiFruit(it) 109 3,651 0.563 0,100 oOlitit s0542
Current Prices:Vegetables(12) 109 3,450 0,677 0o 484% 20493 L096%
Current PricessFggs(13) . 168 b3589 0,516 «(,129 0L79 2107
General Future Price Level(1d) 102 187 0.853 =0, 12k 0624 <1166
Future mawomm”mmmwﬁpmw 108 3,861 1,018 w30 <0800 20953
Future Prices:Pork(1é 105 3,695 1,022 0,101 L0594 L0917
M Future PricessPoultry(17) 108 3,657 0.825 w0 7% +0556 W 10173
: Future Prices:Milk(18) 108 3,833 0.495 =0, HOL % $0L433 «1021
: Future Prices:Cheese(19) 109 3,789 0 64 =0, 066 L0402 20951

———




APPENDIX C.1 (Continued)

Question (Number ) Number of Mean Variance Skewness Sampling Deslign Effect
Valid Tervor of on ths Mean
Responses the Mean
Future PricessButter(20) 107 . 3,813 0,550 =0,108 #0356 0924
Future wwwomm”mw@mgﬂmww 109 3,954 0.507 =0,378 O35 20972
Future PricessFlour(22 107 3,860 0,461 = {3, 004 20395 0904
Future PricessPreakfast
Cereals(23) i02 3,716 0453 0,039 20l L4003
Future Prices:Fruit{2k) 109 3,606 0,519 0,149 JCl2L Y0931
Future Prices:Vegetatles(25) 109 3,450 0,528 0,355 0831 00957
_ Future Pricesshggs(26) 108 3,620 0.855 «{432 0536 20507
o Genersl Past Price Level(27) 104 2,000 1,767 0.129 0789 . 0016
© Past Prices:Beef(28) 107 2,037 26395 0,118 (922 09350
_ Past Prices:Pork(29) 105 2,029 2:163 0,120 00068 NaloaRis
Past PricestPoultry(30) 108 2,361 1.691 Oob7i® L0766 L0937
Past Prices:Milk{31) 108 2.407 1,970 0,451 % L0650 0955
Past mwwamm“owmmmmmumw 109 2,569 1.04h 0 hiobx W0B17 0995
Past PricessButter(33 105 2,400 i.127 06100 2063 L0928
Past wawommmmwmmamwgv 109 2,450 1:157 0,316 <0659 L1024
Past PricessFlour(35) 105 2,475 0,906 0o 506%# <0381 0379
Past Prices: Brezkfast
" Cereals(36) 109 2,621 0,865 0,318 00592 L 10kh
Past Prices:Fruit(37) 105 2,624 0,885 D Lio* 0555 L0948
Pagt Prices:Vegetables(38) 103 2.651 0,895 0,349 .0558 #0946
Past Prices:Fges(39) 109 2,000 1,869 0,114 S00073 20932

T e AT A vo s s 20 o 11 kS 3 s s 2o s . : oesan .
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APPENDIX C¢.1 (Continued)

Question(Number) Number of  Mean Variance Skewness Sampling Dowlgn Bifeci
_ Valid FEerer of cn the Hean
Responses : the Hean
Consistency of Product
Location(40) 108 1,935 0,528 0,112 0420 <0903
Selection{4i) 101 1,842 0,655 04364 L0455 0798
Other Store Availability(42) 109 263730 0,964 0,217 0579 L0948
Interest in Nutrition(43) 108 b,130 1,142 «0,118 0601 L0854
Confildence in Safety
Standards (44) 108 3,861 1,186 «0.103 0676 - 1039
1 General Confidence in Food(45) 108 4,176 0,931 «{,129 <0511 0758
- Bargain Purchasing(46) 109 3,324 1,090 0,372 0585 L0857
= Purchase InfluencesSpouse(47) 104 3,250 1.782 =0,045 L0803 #0941
{ Purchase InfluencesChildren(48) 97 L,268 1.011 «0,129 00613 -0990
Purchase Influence:Parents(49) 95 L, 500 0779 0,217 0503 0778
Purchase InfluencesCthers(50) 104 L,212 G,712 w0, 148 o OlbL 0787
Purchass Due to:lonversations
with Friends(51) 109 3,798 0,644 0,113 o OLi6 L0842
Purchase Due to:Comparison
Shopping(52) 107 2,757 1,318 0,372 o068k 0950
Purchase Due to:Displays(53) 108 4,058 0614 0,11 OB L0508
Purchase Due to:Ads{(54) 109 3,798 0,644 w0124 20463 L0306
Truth of Adss Television(55) 107 4,289 0,985 ={,120 +0559 LOB4G
Truth of Ads: Radio(56) 108 L, 037 1,288 w( o bl 3% <0630 ,0998

SRS R iy
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APPENDIX C,1 (Continued)

Question(Number) Mumber of Mean Variance Skewness Sampiing Design Bifsct
Valid Brror of on the Hean
Responses ithe Moan
Truth of AdssNewspapers(57) 109 3,771 1,067 =0,239 L0612 0955
Truth of AdssMail(58) 107 3,850 1s543 =0, 3G O740 Nylois
Truth of Ads:Magazines(59) 106 3.9% 1,224 =3, 217 00652 D919
Amount of Ads:Television(60) 106 3,491 0,650 w0020 o DG 0923
Amount of AdssRadio(61) 105 3,400 0.781 0,054 L0506 L0861
Amount of AdssNewspapers(62) 107 3,047 0932 G 34 S0 5 L0849
Amount of AdssMail(63) 107 30 374 0954 0,112 0559 2088
Amount of AdssMagazines(64) 107 3,299 6,872 0,142 «0536 L0881
Frequency of Deception
in Advertisements{é5) 109 3,716 0,724 =0,105 SOH52 D770
Frequency of Potential Safety
Hazard Discovery(66) 107 1,019 0,528 0,121 0385 0752
Complaint to Retailer(67) 105 30152 2,803 (205 o LONZ 21017
Restitution by Retailer (68) 99 2,131 2,748 0,101 L0985 L0875
Complaint to Manufacturer(69) 105 L 457 0,867 =(,198 20550 20015
Restitution by Manufacturer(70) 88 3,625 36302 0,235 21206 0999
Attitude of Employees(7i) 89 2,101 1,319 0.252 L0750 00543
Frequency of New Product .
Discovery(72) 109 2,807 0,858 0,064 20559
Experimentzl Purchasing(73) 109 3,670 0. 554 =0, 106 LOUSL




APPENDIX C,.1 (Continued)

Question(Numbzr )

Frequency of New Rrand({74)
Frequency of an Entirely

New Product(75)

Number of Stores Shopped{76)
‘Fase of Store Comparison(77)
Fase of Commuting in order to
Comparisen Shov(78)
Efficiency of Farmers(79)
Efficiency of Distribution(80)
Efficiency of Manufacture (81)
Efficiency of Pricing(82)
Ease of Price Comparison(83)
ProfitssRetailers(8s)
ProfitssWholesalers and
Distributors(8s)
Profits:Manufacturers(86)
ProfitssFarmers(87)
ProfitssCredit Agencies(83)
Knowledge of Grades(89)
Importance of Grades($0)
Price/Quality Equation(Si)
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e e T T b T e et bt e s e ey SiammEs
Nomber of Mean Skewness Sempll Design
Valid Rrror sn th
Responses the Hea
105 2,638 0.373 0591 D864
1065 3.362 =0, 341 o572 <0930
107 30206 =210 « 0697 $103
105 2,790 0,266 0825 L0977
105 3:276 =150 <068 0935
105 36495 0,328 o U498 0S84
1oL 3,240 =0,115 +0538 L0890
MOm ueﬁvwm = cmwm a@...w.m\v/\m oG@M\Q
104 2.442 0o 510% w0665 0957
MO.,V Naﬁmm OGNW\Q eOmM.\w Ty
106 3,840 00246 0422
106 4,057 =0,072 SO
107 L0355 =0, 316 +C585
107 2+533 06310 JO55L
107 24850 0,348 W65
107 20458 0255 + 0566
107 2,654 0,315 00587




Question(Number ) Number of Mean Variance Skewness Sampling Rffe
Valid , frror of Mean
Responses he Mean

Interest Responsiveness:
National Government(92) 106 3,538 0,822 =0, 498% 054
Interest Responsiveness: _
Provincial Government(93) 106 36 509 0,748 =0 U7 3% <0534
Interest Responsivenesss _
Retailers(o4) 108 3oyl 1,090 =0,223 0615
Intorest Responsiveness: )

, Distributors(95) i06 3. 585 0,912 w0, W3 0685

<« Interest Responsivenesss

o Manufacturers(96) i04 36317 1,151 «0,230 0663

: Interest Responsivenesss
Farmers(97) 105 3,133 1o 7 0.035 0721
Importance sPrice Level{98) 103 7709 2,130 =1,862%% o 09CH
Importance sHeaningful
Choice(99) 103 7o 505 3096 ol PELH + 1076
ImpoertancesPrice Stability(100) 103 7.485 3409 el 559%% 4125
Importance tCompotitive
Environment (101 ) 103 74379 3,630 ~1,218%% 1201
Importance::Product
Availability (102) 104 7,902 1,085 wl 035%% L0645
Importance :Production
Rfficiency (193) 104 7.683 2o 549 «1,873%% L0980

TS mcar o




APPENDIX C.1(Continued)

v T — e Pt Y T B A M F Y10 BT 01 P Y 598 ANV aprince eac- - . e P AL 0 e ey U o i

Question{Mumber ) Number of Mean Variance Skeuness Sempling  Desiegn Fffect
Valid EBrror of on the Hsan
Responsas the Mean

Inportance:Distribution

Efficiency (104) 104 7. 84 1,704 =1,265%% Rels 21018
Inportance sPricing .
Rfficiency(105) 104 8,087 1,730 =2,295% 0772 - L0896
Importance :Futritive Value(106) 104 80279 L IETES w2y POM R 0695 Y0869
Importance:Physical Safety(107) 10k 8,337 1,449 2,91 8%% « 069 0861
Inportance :Infornation(108) 104 7,981 153 w2, (3285% <0698 <0826
Importance sAbility to Voilce

Grievances(109) 104 8,038 2,523 -2, 2835 o 1000 21031
InportancesQuality(110) iok 8. 567 0481 wl Ly o LTS 09736
Importance sRepresentation(i111) 102 7,618 2.932 wl, S22 W% - 1076 1008
PrioritysPrice Level(1i2) 100 3,060 6,684 1,820%% <1713 ,1082
PrioritysMeaningful Choice(113) 97 60237 7o 70k 0,L23% .1768 1005
PrioritysPrice Stability(114) 97 56753 10,501 0.,860%% 20386 <1005
Priority:sCompetitive

Environment (115) 95 9,168 11,9350 « 0,043 02371 21117
Priority:Product

‘Avallability(116) 98 6,133 8,776 0,655 01889 0995
PrioritysProduction

FEfficiency(117) 95 9,295 6,487 =0, 531 % <1692 01048

T EEEE=—, = . e o s —— S
s T e s e e et o apse : o e e s Sratame s




APPENDIX C.1 (Continued)

@zmm&wonAzcaweﬁv Number of  Mean Variance Skewness Dam Deslgn Bffest
Valid . Brr on the Mean
Responses the
Priority:Distribution
Efficiency(118) 95 10,337 4,992 w( , BBR#% 0 14453 01005
Priority:Pricing v
Efficiency (119) 95 8,305 10,299 0,251 22101 ,1018
PrioritysNutritive Value(120) 93 4,918 10, 550 0,705%% 2185 ,1109
FrioritysPhysical Safety(i21)  og 6,408 14,512 0,358 02655 L1191
PrioritysInformation(122) 97 5,000 13,229 <0, 501 % ¢ CAL52 .1102
N Priority:Ability to Voice
© Crievances(123) 95 16,832 7227 0,92 3%% 01752 51008
9 Prioritys:Quality(124) 100 3,220 7:345 1. 483%% 16973 0975
. PrioritysRepresentation(125) ol 12,064 6,921 wdy 381 %% L1748 01037
mmxAMmmW 108 1,555 0,259 =0, 224 (305 s 1014
Age(127 108 3:630 1,637 0,883 0699 0805
Number of Family zmgwmwmﬂummw 109 3.193 2,842 0,755%% 0931 -0831
Number of Inevome Rarners(129 109 1,431 G488 G131 SORLE Relel it
Income (130) 107 b2 3.672 0.093 20979 20698
Savings/Investment(131) 98 2,939 4,553 1,482 21343 <0970
Assessment of Income Change(132)108 2,704 0,379 w901 %% 20318 L7001
Assessnment of Cost of
Living Change(133) 106 2,543 0,092 =5,602%% L0184 Nel=r

oo e 000wt 2 e A< 5 A O o A venc e vao orare: sty e rerreim 83325 e
ggfgg FeRiy oin ek e &t S s e eI Syt St isbond




APPENDIX C,1 (Continued)

.i S e e T e R e s . B
s o ; . RS PRPR 73T % v pe T oxd %, o
@z@mwwoaAzsad@wv Number of Hean Variaucs Skevmwzss Szmpling vesign Rffset
“ Tty oy Al « Ty, o
Valid rror of oa the Megwn
Responses the Faan

Number of Credit omwmmﬁmwaw 109 3,523 $.937 0,480 <1696 O789
3 Use of Credit for Food (135 109 b,752 G.61k bt Gl o053 L0012
Car Owmership(136) 107 1,187 0,153 15606%% 0149 L0522
Use of Public Tramsport for .
Commuting(137) 106 1,585 C.245 =0, 35 20275 0317
Use of Coupons(138) 106 1,283 0,205 096734 0270 20970
Kesping a Formal Budget(139) 106 1,642 0,232 =0, 590 %% Nerisys 21009
! Faithful Use of a Formal
~ Budgst (140) 109 0,967 2,017 1.,195%x -0881 + 1049
= Bducation(i41) 107 3,458 C. 741 @0, 850 % U465 <0781
1 Employment Status(isz) 106 1,711 0,214 0,81 5%x% JORT6 L0935
Occupation(143) 106 3,906 50248 0.135 01475 <1098




APPENDIX ¢

Question(Number )

Current Price Level(l)
PricessBeef(2)
PricessPork(3)
PricestPoultry (&)
Prices:Milk(s)
PricessCheess(8)
Prices:Butter(7)
PricessBread(8)

nt Prices:Flour(9)

"PricesiBreakfast Gereals(10)

PricessFruit(il)
'PricesiVegetables(i2)

PricesiFggs(13)

Future Price Level(14)
PricessBeef (15
Prices:Pork(1é
PricessPoultry(17)
e Prices:Milk(18)
re PricesiCheese(l9)
PricessButter (20)

~ 168 ~

DESCRIPTIVE STATISTICS RESPONSES

C.2 WINNIPEG BUYIRS CLUB SAMFLE
Number o Mean Mode Skowmess
Valid
Respons
22 4,818 5,000 0,155 w6 B0
22 4,864 5,000 0123 o2 q 320
22 &.,773 5,000 0,18% e FI R
22 4,136 4,00 0,660 «{,232
22 3:955 4,000 0,522 0,064
23 4,043 5,000 0,498 =3,057
21 4,285 5,000 0,614 =0, 53
23 4,170 4,000 0,518 =0,255
23 3,957 4,000 0407 0,050
2 4,000 4,000 0,326 0,00
23 3.826 3,000 0,605 0,303
23 3,696 3.00C 0.675 0,60k
23 4,609 5,000 047314 -1,306%%
21 L 78 5,000 0,625 wl,h23%H
22 3,900 5,000 1420 =0, 860
22 3. 864 5,000 1552 s 49
22 3,909 3000 0,848 =0,195
NN Nm\ec‘ﬁ\m .‘{QOQ@ Oc.ﬂw.w.m EMwD»nmmW,
23 L,13 4,000 0,482 w1, GO0
22 4o13 4,000 0.885 =l §7 5%
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APPENDIX G,2 (Continued)

o e e e T -
Question(Number) Number ¢f  Mean Mode Variznce Skewmess
: Valid
Responses
S—— = T e e A B A et — s -

Future PricessBread(21) 23 4,130 L, 000 0,846
Future PricessFlour(22) 23 4,087 &, 000 0,719
Future PricessBreskfast Cereals(23) 20 3,300 4,000 0,589 =y
Future PricessFruit(2h) 23 3,652 3,006 0,874 Gy
Puture PricessVegetables(25) . 23 3, 522 3,000 ¢.806 )
Future Prices:Rggs(26) 23 b, o3 5,000 0953 G687
General Past Price Level(27) 22 2,455 1.000 2,706 5,653
Past mwwamm“m@mmﬂmmw 22 2,591 1.000 3,887 0. 394
. Past PricesiPork(29 . 22 20591 1,000 36396 0,435
o Past PricessPoultry(30) 22 2,818 2,600 26557 06376
et Past Prices:Milk(31) 22 2,727 2,000 1.732 0.518
. Past PricessCheese(32) 23 2,783 2,000 1.6%2 0,818
Past PricessButter(33) 21 2,476 2,000 1,762 0,644
Past wwwo@mmwwmmmmmpw 23 2,696 2,000 1o 585 Oolt5h
Past PricesiFlour(35 23 26565 2,000 1,621 04,45
Past Prices:Breakfast Cereals(36) 23 2,810 2,600 L 1.262 ¢, 599
Past PricesiFruit(37) 21 2,826 2,000 10201 0,38
Past PricesiVegetables(38) 20 2,957 3,000 1:316 G270
Past Prices:Bggs(39) 23 2,791 1,000 2,885 0,617
Consistency of Product Location(L0) 22 2,045 2,000 1,188 1,264
Sslection(41) 21 20333 2,000 1:033 0. 466

.
B S o e b ovit a2 vt




APPENDIX €,2 {Continued)

S e e O . S -
Question(Number) Nuaber of  Hean Mode Variance . Skewness

Valid
Responsas

N e o e ey e e —— avan o e

et s iy P

Other Store Availability(42) 23 2,522 2,000 1,190 & 60
Interest in Nutrition(l43) 23 4,30k 5,000 1,223 o1, 2l
Confidence in Safety Standards (i) 22 306326 4,000 1,671 =0, 7E2%
General Confidence in Food (45) 23 3,609 5,000 10522 =0 B0
Bargsin Purchasing(46) 23 2.783 4,000 1451 =0, (52
Purchass InfluencesSpouss(47) 22 3455 5,000 2,069 v =0.251
Purchase Influence:Children(48) 21 4,093 5,000 16390 w iy 124
Purchase InfluencesParsnts(49) 21 b 125 5,600 1,357 =i, 8850
Purchase Influence:Others(50) 22 4,182 5,000 14359 ol ShE

! Purchse Due toiConversations

o with Friends(51) 23 3652 4,000 1.237 =, E8G9%

— Purchase Due to:Comparison Shopping(52) 22 2,636 1 2,000 1.8561 0,240

1 Purchase Due to:Displays(53) 22 by 550 5,000 04357 =0 ,48:
Purchase Due to:ads(5%) 23 3,913 L, 001 G,501 P
Truth of AdssTelevision(553) 23 h,217 5,000 1,723 w27
Truth of Ads:iRadio(56) 23 L, 304 5,000 1o49% =1 511
Truth of AdssNewspapars(57) 23 o130 5,000 1.573 w09
Truth of AdssMail(58) 22 3.727 5,000 1,932 w048
Truth of Ads:Magazinss(59) 22 3,727 5,000 1.827 (&7

i bttt e iv ot S — e o n P e T s s -
e e e A N T e b s o e rraied- e Al = - e ; o




APPENBIY C.2 (Continmued)

vt e

Question (Number ) Fumber of  Hean Hoda Veriance Skewnsas
. _ Valid
Responses
smEmT S S e e e e e S Skes st
Amount of AdssTelevision(60) 22 3,864 5,000 0,581 w(l, 327
Amount of Ads:Radio (61) 22 3,909 5,000 1.4 «(, 5l
Amount of Ads:Newspapers(62) 22 3.682 4,000 1.275 =g Bl
Amount of AdssMail (43) 22 L0090 b, 000 0,857 w737
Amount of Ads:Magazines(é4) 22 " 3.955 4,000 0,903 <06 592
Frequency of Deception in
Adverisenents(65) 23 3,261 4,000 1,565 =0, 364
Frequency of Potential Safety Hamard
: Discovery (66) . 22 3.682 4,000 1,185 8,481
< Complaint to Retailer(67) 22 3,818 L, 000 10590 =0, B85%
— Restitution by Retailer(58) 21 2.762 1,000 2,850 §.319
! Complaint to Manufacturer (69) 22 4,318 5:G00 1,180 w g 2 g%
Restitution by Manufacturer(70) 20 L, 660 5,000 2,211 wl CBhsR
Attitude of Hmployees(71) 19 2 47k 1,000 2,152 0,433
Frequency of New Product Discovery(72) 23 2.739 2,000 1e121 0,068
Experimental Purchasing(73) 23 3.870 4,00 0,684 w(3, 7535
Frequency of New Brand(74) 23 3,000 2,800 10300 8,622
Frequency of an Entirely New Product(75) 22 30350 4,00 1,100 w(, 518
Number of Stores mwe@@@mAﬂmW 22 2.955 3,000 1,379 0,089
Fase of Store Comparison(77 22 2818 2,000 1,299 0,185
Fase of Commuting in order to
Comparison Shop(78) 21 2,667 2,000 0933 6,025

§§, St et TR peh
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APPENDIX C,.2 (Continued)

Question (Number ) unber ¢f  Hean Mods Variaace Skewness
, ) Valid
R_{IJPONBCSY
STITmTEIT e e s e e e o e et e et e 3 rrvaryes S TP el St g Ve
Efficiency of Farmers(79) 21 3.238 3,000 0. 590 0.257
Efficlency of Distribution(80) 21 2,714 3.000 0,914 0,244
Efficlency of Manufacture(81) 232 3,045 30000 0,807 =0, 008
Efficiency of Pricing(82) 22 : 2,000 1,000 1429 1.028%
Fase of Price Comparison(83) 21 2,857 3,00 2:129 . 8,150
ProfitssRetailers(84) 21 4,190 4,000 0,542 w12
Profitssiholesalers and Distributors(83) 21 L2538 4,000 0,490 w0, W2
ProfitssManufacturers(86) 21 5,286 5,000 0,814 =i, 008%
! ProfitsiFarmers{87) 21 2,857 3,000 1e 520 0,276
o Profits:Credit Agencies(88) 20 Y550 5,000 0,566 wli, GR7 %
o~ Knowledge of Grades(89) 21 3,000 4,000 0.909 WD, HAG
f Importance of Grades(90) 21 24571 2,000 0.857 0,17k
Price/Quality Fquation(91i) 21 2.857 3,000 1,129 0,031
Interest Responsivemess:National .
Government (92 21 3,857 1,500 1,129 =0, 95k%
Interest Responsivensss:Provinciszl
Government{93) 20 3,700 4,000 1,063 @l 147w
Interest Responsiveness:Retailers(9h) 22 36727 4,000 1351 {3, Gh 2%
Interest Responsiveness:Distributors(9s) 21 3e667 4,000 1,233 =), 657
Intersst Responsivenessilanufacturers(96) 19 36368 4,000 1,579 =0, 557
Interest Reésponsiveness:Farmers(97) 20 2,800 2,000 1,326 0,137
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APPENDIX C.2 (Continued)

AT R0t PUUA O A X SISO

cntx rorstey s

Question (Number) Fumber of  Mean Mode Vaorianc

Yalid

Hesponsas
Importance sPrice Level(98) 19 8,316 9,000 0,573 w0855
Importance sMeaningful Cholce{99) 1 7737 9,000 3,760 w2, Y
Inportance:Price Stability(100) 19 8,000 G,000 1,778 w6 BG
Inportance tCompetitive Fnvironment(101) 1 7,421 4,000 2480 =g 542
Importance tProduct Availability(102) 19 8,000 8,000 0.778 w459
Importance sProduction Efficiency(103) 19 7 Al 9,000 4,485 1,729
Importance :Distribution Efficiency(104) 19 7,737 9,000 1,982 wl,11
Importance sPricing Bfficiency(105) 19 8,000 9,000 b, 222 w2 oh0
Importance slutritive qmwmmmwomw 19 836 G,000 3,458 =7, 52
Importance tPhysical Safety(107 19 eli21 9,000 2480 =3 5
Importance :information(108) 19 8.053 9,000 2,942 266
ImportancesAbility to Voice Grisvances(109) 19 8,105 9,000 3,588 w2, 6
Importance sQuality (110) 19 8.632 9,000 0. 579 wil b2
Importance sRepresentation(111) 19 8,000 9,000 3,889 =259
Priority:Price Level(112) 16 1.875 1,000 1.850 1.21
PrioritysMeaningful Choice(113) 15 7,033 6,000 6,781 0,678
Priority:Price Stability(1il) 16 i, 000 2,000 6,667 Lol2Buw
Priority:Competitive Fovironment(i1l5) 15 10,687 1,000 8867 0,113
PrioritysProduct Availability(iié) 5 7,600 8,000 7685 G, 387
PrioritysProduction Efficiency(117) 15 9.067 10,000 6,35 w0493
Priority:Distribution Efficiency(i18) i5 10,400 11,000 5,829 (ol 57
Priority:Pricing Efficiency(119) 15 7333 12,000 16,7381 0,036
Priority:Nutritive Value(120) 15 L,667 1,000 13.667 0,70
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APPENDIX €.2 (Continued)

Mooy At Verisnios Showunoos
mean HoLe VRLLALICE DREWNESE

Priority:Physical Safety(121) 15 4,600 3,000 6,257 0,728%
PrioritysInformation(i22) 15 3,200 13,000 11,600 @, ¥23
Priority:ability to Voice Grievances(123) 15 10,867 13,000 6,128 w(, 662
PrioritysQuality(124) 16 L3513 2,000 6,494 0,412
PriorityRepresentation(125) i5 12,067 14,000 6,924 =3,
Sex{126) 22 1e545 2,000 0,280 wliod
Age(127) 22 3,955 Relols 2,426 Oy
Number of Family Membsrs(128) 23 3o W8 2,000 5237 G
Numbar of Income Farners(129) 23 1,000 1,000 0,364 O,
Income (130) 22 2,318 2,000 1,656 Lo
_ ‘Savings/Investment (131) . 17 1,588 1000 G757 1ot
N Assessment of Income Change(132) 22 2.318 3.000 0,608 (g
— &ssessment of Cost of Living Change(133) 2% 3,000 3,000 0,000 0,001
i Rumber of Credit mmwmmﬁwmaw 23 0.739 0,000 10292 76
Use of Credit for Focd(135 2 b, 855 5,000 1439 R e Ex
Car Ownership(i3s) . 22 1o 805 2,000 0,250 =0, 18%
Use of Public Transport for Commuting(137) 22 1,136 1.000 0,123 2,119%%
Use of Coupons(138) 22 1,409 1,000 0,253 0,370
Keeping a Formal Budget(139) 21 Le571 2,000 0257 =0, 289
Falithful Use of a Formal Budget{140) 23 0,826 0000 1,696 Le2hzs
Fducation(i4l) 22 2,773 3,000 1,272 0,032
Employnent Status(142) 22 1,591 2,000 0,253 w{, 370
Occupation(143) 22 4,091 5,000 4,372 =0, 091
A D R O e T o s D e o o e A 32 S s ek




APPENDIX C

DESCRIPTIVE STATISTICS OF RESPONSES
Co3 CONSUMERS ASSOCTATION SANPLE
Question(Number ) Fumber of  Mean Mode Variance Skewness
Vaild
Rssponses
T T e et g o S o oy cemmemornan T birag
General Current Price Level (1) 60 NV 5,000 0,473 Wi, §28%
Current wwwomm"m@mﬁmmN 60 4,687 5,000 0,328 SRS
Current PricessPork({3) 58 L0873 5,000 0o 500 =i 2OL s
Current. PricesiPoul try (&) &1 3,93 L o000 0.7 vow0,176
Current Prices:Milk(5) 1 4,016 5,000 04 e, 327
Current wwwoam”owmmmemmN 61 3,672 2,000 Do 08075
: Current PricessButter{7) 60 L.117 4,000 0 =0 185
. Current Prices:Bread{8) 60 3,833 b, 000 O (407
N Current PricessFlouc(9) 58 s 517 3,800 s w392
| Current Prices:Breakfast omH@mHmchv 60 1,650 5.000 { cw(,251
Current PricessFruit(ii 61 30679 3,000 O, S
Current Prices:Vegstables(12) 61 30440 3,000 0. 0,685
Current PricessBges{13) 60 L5317 5,000 0 wly 38
Geneoral Fubure Price Level(1l) , 60 L,01 4,000 1 el o 0 59
Future Prices:Beef(i5) 61 3,721 4,00 0 )y 530%
Future Frices:Pork(1s) 60 3,517 b, 000 0, =0, 660%
‘Future Prices:Poultry(17) 61 3, 557 4,000 0 w(o555%
Future Prices:Milk(18) 61 3.738 4,000 & w(), 082
Future mwwommHQSm@mmmpmN 61 3,689 4,000 O 0,119
Future PricessButter(20) 61 3,705 4,000 O G54




APPENDIX €.3 (Continued)

3 % - . R -
Question(Number) : . Number of  Mean ode Varisonce Skewness
alid
Rezponses
z . o~ - '
Fature ?wom??mm@@@ 61 3,902 4,000 0,496 -l
Future PricessFlour(22) €0 3, 867 5,000 0. 85 u
3 3 SN g S 335
Future PricessBreakfast Cereals(23) 60 3,733 4,000 0. =0l o
Future PricessFruit(2h) 61 3,607 5,000 8.0 o
Future PricessVegetables(25) 51 3,426 3,000 482 o
Future Prices:Bggs(26) £0 513 i 000 5. 5] .
2 i ; 3e433 o UL 0758 =0, 1
General Past Price Level(27) 58 1,810 1,000 1,525 5 £
2 -~ 8w I La
Past PricesiBeef(28) 40 1,500 1,000 > m.ﬂ 1k
27 L@ dnds ] EAC
: Past Prices:Pork(29) 60 1,857 1,000 1,779 Mwﬁ
. Past Prices:Poultry(30) 3 2,213 2,000 1,500 1,7
aat 5 aPAS T T £ 3 . At - S s
~ memu wawomm,swwwAwwu , : 61 2,262 2,000 11730 1ol
o Past Pricess:Cheese(32) 41 2,525 2,000 1,05 . eng
Past PricessButier(33) 80 2. %7 2,000 0.55L 6 hag
§ o J W e SO
Past PricessBread(34) 61 2:393 2,000 1,2k 5. on s
Past Prices:Flour{3s) : 59 2.7390 2,000 Q&mmm 0,51 65
Past Prices:Breakfast Cereals(36) 61 2,617 2,000 0880 mwmme$
Past Prices:Fruit(37) : 60 2,672 2,000 0,824 0. 452
Past PricesiVegetables(38) 61 2.6%9 2,000 0.8 aiyrm
3t 4 2 Gl ’ ’ i b g L Y @ ftr
Past Prices:Bggs(39) 61 1,883 1,000 1,655 1,317 %
Consistency of Product Location{40) 61 1,902 2,00 0,523 6.5y
¥ 3 o v : 4\ ’ e
mm»mawwcbmkwv 57 1,684 2,600 0i30 0430




APPENDIX C.3 (Continued)

i
H

Question(Number ) Number ¢f Hean Mode Variancs Skevmness
Valid
Responses
Other Store Availability(42) 61 2,262 2,000 0,863
Interest in Nutrition(43) 61 Lo213 5,000 0.804
‘Confidence in Safety Standards(44) 61 3836 4,000 1.306
General Confidence in Wood(45) 61 Ly, s 4,000 0,530
Bargain Purchasing(46) 1 3o 541 L,000 - 0,552
Purchase Influence:Spouse(47) 59 3.2073 2,000 16510 .
Purchase InfluencesChildren(48) 55 4,182 5000 1,003 1
Purchase Influence:Parents(49) 53 L, 6l2 5,000 0427 w1995 ¥4
| Purchase InfluencesOthors{50) 58 4,293 1,000 0,385 w(,282
- Purchase Due tosCoversaticns
~ with Friends(51) - 61 3,852 4,000 0,428 wl, @
Purchase Due to:Comparison Shopping(52) 60 2,667 2,000 1,209 0,53
: Purchase Due to:Displays(53) 61 3,967 4,600 0o 532 =0 § GRY ¥
Purchase Due to:Ads(54) i 3,710 4,000 G513 -1, 009w
Truth of Ads:Television{s5) 5 b ligh 5,000 0,677 wl o 102 w%
Truth of AdssRadio(56) 61 4,016 5,000 1.283 =08
Truth of Ads:Newspapsrs(57) 61 3,705 3,000 1,011 =040
Truth of Ads:Mail(58) 60 3.950 5,001 1.370 =07
Truth of AdsiMagazines(39) 59 L,o3 5,000 1.033 I




APPENDIX C,.3 (Continued)

-

Question{Number ) 4 Homber of  Moan Hods Yerlance Skawmess

‘ Valid

Responues

EREEErmmEn ot = O T e e e =S T T = ST Tiges
Arount of AdssTelevision(60) 60 1507 4,000 0,625 (3,218
Amount of AdsiRadio(61) 59 3,288 3,000 C.622 w0428
Amount of Ads:Newspapers(62) 60 2,883 2,800 0,749 0,225
Amount of AdsiMail(63) 60 3:333 4,000 0,802 w0y132
Amount of AdssMagazines(é4) 60 3,150 3,000 00774 eewww
Freguency of Decepticn in 61 v
wgdeﬁ&wmmsmmwmmmmu 3.787 4,000 0437 wi} o 79 Fi%
Frequency of Potential Safety Hazard

_ Discovery(66) 61 L, 0h9 4,000 0,281 el

o Complaint to Retailer(67) 60 2:933 1,000 2,877 0

~ Restitution by Retaller(68) .53 1,782 1,000 2,474 ]

_ Cemplaint to Manufacturer(69) 59 L, iws 5,000 0,702 w
Restitution by Hanufacturer(70) 46 3.28% 3,000 3,807 )
Attitude of Pmployees(71) 50 2,000 1,000 1s184 0
Frequency of New Product Discovery(72) 1 2,803 2,000 0,861 ¢,
Experimental Purchasing(73) 61 3.656 ko000 0, 596 wd
Frequency of New Brand{74) 59 2475 2,000 0ol71 0
Frequency of an Entirely New Product(75) 60 34373 L4000 0.758 =%
Number of Stores mwowwmmﬂqmw 61 3.311 3,000 1,318 =0,

Fase of Store Comparilson(77 59 2,87 2,006 0. 564 O
Hase of Commuting in order to
Comparison Shep(78) 59 3o 542 L, 000 1.115 =, 334

s T T s e e
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Appendix G,3 (Continued)

o, s sttty er
s

s

Question(Number ) Nombar of  Mean Moda Varisncs Skamess
Responses
Efficiency of Farmers(79) 5% 3,182 3,000 O, Bl
Ffficlency of Distribution(80) 50 307322 3.000 =0,1732
Efficiency of Manufacture(81) 50 36525 3,000 0,036
Bfficiency of Pricing(82) 57 2,470 2,000 0, 500
Fase of Price Comparison(83) 61 2,502 2,000 0,182
Profits:Retallers(8l) 66 2,783 4,000 : 0,288
Profits:tihelesalers and Distributors(83) 66 £,083 L, 0G0 455 3,095
Profits:Manufacturers(86) 61 1,06 4,000 95 T w0,3%
ProfitsiFarmers(87) 61 2,508 2,000 54 0.05%
ProfitgsCredit Agencies(88) =8 by 2i 5,000 v
Knowledge of Grades(89) 61 2,705 2,000 11
Ihportance of Grades(90) 61 2,230 2,000 80
Price/Quality Fquation(91) 61 20544 2,000 52
Intersst Responsiveness:lational
. Government(92) 60 7 L 000 0,755
Interest ResponsivernesssProvinclal
Government (93) 1 3,475 4,000
Interest ResponsivenessiRetailers(oh) 61 3:3973 3,000
Interest Responsiveness:Distributors(95) 61 3557 4,000
Interest ResponsivenesssManufacturers(96) 60 3,300 3,800
Interest ResponsivenessiFarmers(97) 60 3117 3,000




APPENDIX G,3(Continued)

Question{Number ) : . Number 5%  Hsan ¥ode Variance
Valid
.wHw

i
¥
!
|
5

ImportancesPrice Level(98) 59 7, 508 9,000 iy -
Importance steaningful Chofce(99) 59 7 0 597 9,000 28 wi
InportancesPrice Stabllity(100) 59 7,661 9,000 156 -1
Importance sCompetitive Environment(101) 59 70 559 9,000 1y wl
Imporiance sProduct Availability(102) 60 8,033 8000 D50 wl,
ImportancesProduction Efficiency (103) 40 7 o857 8,000 389 ], o 8
Inportance :Distridution Bfficiency (104) 40 7.983 9,000 1.578 wi 6
ImportarcesPricing Rfficiency(105) 60 8,217 9.000 . 1.7

! ImportancesNutritive Value(106) 60 80350 9,000 (

3 Importance :Physical Safaty(107) 60 8,417 9,000

~ Inmportance s Information(108) T80 8,083 9,000 :

1 ImportancesAbility to Voice Grievances(109) 40 81867 $,000 516
Importance sQuality{110) 60 8,683 9,000 o2l
Importance sRepresentation(111) 58 7741 3,000 2037
Priority:Price Level (112) 60 3,317 2,000 7ER
Prioritysheaningful Choice(113) 58 50583 24,000 Nepte
PrioritysPrice Stability(iik) 57 5,772 2,000 10,001
PrioritysCompetitive Environment(115) 56 8,750 14,000 13,464
PrloritysProduct Availability(116) 59 5,593 b, 00 o 507
PrioritysProduction Efficlency(117) 55 8,982 9,000 491
Priority:Distribution Rfficiency(118) 58 10,232 10,000 2363
Priority:Pricing Bffilciency(119) 56 85393 114000 L8067
PrioritysNutritive Value(120) 59 L, 881 2,00 11,072
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sment of Cost
Number of Credit amH@mAMw@W
Use of Credit for Food(135
Car Owmership(136)

Use of Public Trnasport for Commuting(137)
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TATIST L] 3N
G4 GAJHMUH\ ONTROL SAMFLE
Question(Number) Number of  Hoean Yode Variancs Skawness
Valid
Responsos
Gensral Current Price w@<awfpv 25 4, 284 L 000 0,190 1216w
Current Prices:Besf(2) 23 4,480 L, 000 0,260 Ty
Current Prices:Pork(3) 23 ,wmw 5,000 0,55 w{ o453
Current PricessPoultry(l) 25 3,650 3,000 0823 0,088
Current Prices:Milk(3) . 25 3,440 3,000 o307 O, 565
! Current PricesiChesse(6) 28 3,458 3,500 04733 1,001 %%
N Gurrent PricessButter(7) 23 Lo 217 i, 000 0451 {0,262
~t Current I wowmwwe,@mba\ _ 25 3.480 3,000 0,597 0,626
! Current Prices:Flour(9) 23 3 3,000 0,528 D578
Current Prices:Breakfast Cereals(10) 22 3 4,000 0.719 =0, 198
Current PricessPruit(il) 25 3, 52 3,000 0,677 0,164
Current Prices:Vegetables(12) 25 3, 36 3,000 0,740 5
Current PricesiFges(i3) 25 b, 350 4,000 0 H07
General Future Price Level(14) 20 1,333 m 000 0,580
Future Prices:Beef(15) 25 4,160 1,000 0,807
Future Pricess:Pork(i6) 23 L, 000 b,cgo 5,909
Future Prices:Poultzry(17) 25 3680 L, 000 0,727
Future Prices:Milk(i8) 25 3, 88¢ @cho 0,193
Future mw.wmmm«oa@@c@ﬁﬁww 5 3,720 D00 0,377
Future PricessButter(20 24 1,792 pmooo 0o 35

iR T psescotan sor e T e et o ovr e
s s Sy = x o > y o grogera o
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APPENDIX C 4. (Continued)

Past Prices:Beef (28)

Past Prices:Pork(29)

Past Prices:Poultry(30)

Past Pricess¥Milk(31)

Past Prices:Cheese(32)

Past Prices:Butter(33)

Past Prices:Bread(34)

Past Prices:Flour(35)

Past Prices:Breakfasi Cereals(36)
Past Prices:Fruit(37)

Past Prices:Vegetables(38)

Past Prices:figgs(39)

Consistemcy of Product Location(k0)
Selection(41)

e —_—

T oS o o Vo Bt v 5 £ 5 3

25
23
25
25
25
2
25
2

25
23
22
25
25
23

2,05
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Question(Number ) Number of  Msan Hode Variance Skownszs
Valid
Responsss
Future wuwn@m%memmmmmw 25 3,920 Lo 0,243 w(, 209
Futurs Prices:¥Flour (22 24 3+625 8,00 0.7322 5,188
. Future Prices:;Breakfast Cereals(23) 22 3,591 o o257 wl) , AT0
Future PricessFruit(24) 25 30550 4,000 B3 ;
Future PricessVegetables(25) 2 3o b0 423
Future PricessBggs(26) 25 3680 LG
General Past Price Level(27) b 2,042 &
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APPENDIX C.% (Continued)

@smmwwosAngdmwv Nunber of  Mean tode Variancs Skewness
, Yalid
Responses

Other Store Availability(k2) 25 2,320 2,000 e 0,773
Interest in Nutrition(43) 2l 36750 5,000 1, <0, 800+
Confidence in Safety Standards(ii) 25 4,120 1,000 0.4 w0,120
General Confidence in Food (45) 2k 4,202 5,000 1,0 -1, 7855
Bargain Purchasing(46) 25 3,280 4,00 10873 w0y W2
Purchase Influence:Spouse(47) 23 2,174 5,000 26332 0,057
Purchase Influences:Children(48) 21 L, 667 5,000 0.5373
Purchase Influence:Parents(49) 22 L2297 5,000 16041

1 Purchase Influence:Others(50) 24 L, 042 L, 000 0,998

N Purchase Due to:Conversations

— with Friends(51) 25 3,800 4,000 =0, 5073

~ Purchase Dus to Comparison Shopping(52) 25 3,080 2,000 0,296
Purchase Due tosDisplays(53) 5 3,880 b, GO0 =1,361 %%
Purchase Due tosads(5%) 25 3,760 L,000 wl, 30w
Truth of AdssTelevision(55) 25 1,080 56000 0.993 ~0,676
Truth of AdssRadio(56) 2l 3,833 3,000 1,101 -0, 124
Truth of AdssNewspapers(57) 25 3,600 3,000 0,687 0,375
Truth of AdssMail(s8) 25 3,720 5,000 1.710 =0, 380
Truth of Ads:Magazines(59) 25 3,880 3,000 1,193 <0, 543




APPENDIX C.4(Continued)

s s vy ey mary

Question(Number ) Number of Hode Variance Skewness
Vaiid
Regsponses

Amount of Ads:Television(60) 25 36360 G.t 0,150
Amount of AdsiRadic(61) 24 3,208 0,507 0,193
Ancunt of Ads:Newspapers(62) 25 2,880 0,693 0,66%
Anount of Ads:iail(63) 25 2920 6,827 0,157
Amount of Ads:Megazines(6h) 25 2,080 0,660 0,332
Frequsncy of Deception in : , N
- Mvertisements(65) 25 30560 L,000 0457 =0, 7873 -
| Freguency of Potential Safety Hagard
- Discovery(66) 24 L, 250 4,000
S Complaint to Retailer(67) 23 3,037 5,600
Restitution by Retailer(48) 23 2,391 1,000
! Complaint to Hanufactursr(69) 2k 4,583 5,000
Restitution by Manufacturer (70) 22 4,000 5,000
Attitude of Fmployees{71) 20 2,000 2,000
Frequency of New Product Discovery({72) 25 2,880 2.000
Experimental Purchasing(73) 25 o 526 L o000 1
Fraquency of New Brand(74) 25 2,720 2,000 "
Frequency of an Fntirely New Product(75) 23 3,174 000 wj
Number of Stores mwowmmgmqmw 2 3,167 3,000 wl
Fase of Store Comparison(7? 24 2,625 2,000 ¥
Fase of Commuting in orxder to
Comparison Shop(78) 25 3,160 1,000 1,057 =, 089

A St s e i s i Gt iyt i




APPENDIX C.% (Continued)
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Question (Number ) _ : Nawber 3f  Mean Fode Variance
Valid
Responses

Ffficiency of Farmers(79) 25 3720 4,000 0,793

REfficiency of Distribution(80) 2h 34 530 L OO0 )0 870

Ffficiency of Menufacture(81) 24 3. 583 3y 0,428

Efficiency of Pricing(82) 25 2,760 240 0.773

Fase of Price Comparison(83) 25 2,540 2,000 1,423

ProfitsiRetailers(8l) 25 3,680 3,00 04 B0

Prefitssiholesalers and Distributors(83) 25 3,840 L0 0573 3
! ProfitsiManufacturers(85) 25 3,840 3.0 0,610 G
o ProfitssFarmers(87) 25 20326 3,0 0,643 135
~ ProfitsiCredit Agencies(88) 25 3,566 L, 600 0,523 CEG
I Krowledgs of Grades(89) . 25 3,080 2,000 1,327 197

Importance of Grades(90) 25 2,926 2,060 1243 O, 527

Price/Quality Fouation(9i) 25 2,760 4,000 1,107 «0, 165

Interest ResponsivenesssNational

Government (32} 25 2. 550 b, 000 0,873 -0, 1425

Interest BosponsivensssiProvincial

Government(93) , 25 3540 4,000 0, 590

Intersst ResponsivenessiRetailers(oh) 25 3,320 4,500 1,227

Interest Responsiveness:Distributors(9s) 24 3,583 0,852

Interest Responsiveness:Manufacturers(96) 25 3, 32¢ 3,000 1.1

Interest Responsiveness:iFarmers(97) 25 5,840 3,000 1,257




APPENDIX C.4 (Continued).

race e sy

Question(Number.) Number of  Mean Mode Varisnce
Valid
Responaas

ImportancesPrice Level(98) 25 Vo ED T O00

Importance iMeaningful Choice(99) 25 7,120 8,000

Importance sPrice Stability(100) 25 6,685 7000

Importance:Competitive Environment(101) 25 €+920 6,000

InporiancesProduct Availability(102) 25 7,880 8,000 )

Importance sProduction Efficlency(103) 25 7 400 8,600 ! 1

Importance sDistribution Bfficiency (104) 25 70530 8.0 L5873 wal
i Importance:Pricing Efficiency(105) 25 7 o SIL 8,0 0807 w (3
S Importance sNutritive <m~gaﬁwamw 25 §,050 5000 0,957 w0y
= ImportancesPhysical Safety(107 25 8,080 2,000 0,993 w0
: Importance sInformation{108) 25 7680 7000 1,057 w0

Importance:Abllity to Voice Crievances(109) 25 7680 75000 1.227 3

Importance :Quality (110) 25 8o 200 8,000 ey wf}

stowﬁmaom”m@@H@mmm&mmMommwwmV 25 7,080 7000 L 7 w{

PrioritysPrice Level(112) 2h 3,208 1,000 RIS i

PrioritysMeaningful Cholee(113) 24 5.792 4,500 8.259 o

PrioritysPrice Stability(1i4) 2k 6,875 8,000 11,679 0

PriorityiCompetitive Fnvironment (115) 24 $,208 G000 SRS

PrioritysProduct Avallability (116) 24 56792 4,000 11,77

Priority:Production Efficiency(117) 2l 10,167 10,000 6,058

PrioritysDistribution FfTiclency(118) 24 10,542 13,600 6,206

PrioritysPrieing Rfficiency(119) 2L 8,708 8,000 7868

5,167 5

NS

PrioritysNutritive Value(120) 2l 54000 8,14

-

e e e A A S P <l AR A LA et R et




APPENDIX C,4 {Continued)

Question (Number ) Maan Mods Varlance Showness
Pricrity:Physical Safety(121) 24 6,292 6,00 10
Prioritysinformation(122) 2k 8e375 12,000 13
PrioritysAbility to Voice CGrievances(123) 24 10,252 13,000 10,
PrioritysQuality(i24) - 2h 36583 1,000 18,
Priority sRepresentation (125) 24 12,7375 14,000 8,2 .
Sex{126) : 25 1,600 0.2
age(127) _ 25 2,686 0,81
Number of Family Members(128) 25 2,320 1,727 ”

\ Homber of Income Earners(129) 25 1600 0.33% 0o

o Income (130) 2 3,875 3,332 0,

© Savings/Investment (131) . 22 5,682 7. 5461 0,5

; Assessment of Income Lhangs(132) 25 2,650 3,000 o430 al.é
Assessment of Cost of Living Change(133) 25 2,680 3,000 0,197 3.6
Number of Credit Cards(i3s) 25 20840 8,000 G807 0,47
Use of Credit for Food(135) 25 L, 520 5,000 G077 3,
Car Ownership(136) | 25 1,240 £,00 0,190 1,218+
Use of Public Transport for Commuting(137) 235 1,680 2,000 0,287 w{,792%
Use of Coupons(138) 2h 1e250 1,000 0. 1o455%
Kesping a Formal Budget(139) 25 1,680 2,000 0, wl, 7P
Faithful Use of a Formal Budget(140) 25 0,920 0,000 1) L1z
Fducaticn{isi) 25 3540 b 000 o =y 535
Employment Status (142) 24 1.083 1,000 G 3,01 \;n
Occupation(i43) 24 2,917 . 2,000 1a 0,153
= T I T TR ey == = St S s =z v T . s




APPENDIX D

DESCRIPTIVE STATISTICS OF MANUFACTURED
. PRICH STABILITY Nmmmmmgmw
DLl TOTAL SAMPLE *
Product Group Mean Variance Skesmess wmmuwb on
the Mean
Gensral Price Level 30539 0.537 0,053 06,0079
Beef 36 521 0.668 =(,0335 0,10¢8

1 HbOH.Mm uav.am Oawvwxm anmﬂm chmuﬁ\dm

o Poultry: 3.308 0665 {3, 267G 0,009473

% .

I Milk : 3,370 051 Goliif
Cheese e 354 0,726 0,0761
Butter . 3,462 0.835 0,1098
Bread 3,409 0,912 0,2227 0. 0087
Flour : 3,285 0,199 3.1657 G,0118
Breakfast Cereals T G.417 0,538 0,186 0.,6320
Friait 3,208 C.h56 04321 G.1001
Vegetables 3:187 G, 5 G, 2009 0,091
Pags : 3336 0,554 «0,3865 0.0867

Sources Linear average of price jud ementsiPressnt, uwture, and Past
ag ge

% Number c%.ooawwwwm records 98,
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APPENDIX D

DESCRIPTIVE STATISTICS OF MANUFACTURED -
PRICE STABILITY RESPONSES
D.2 WINNIPRG BUYERS CLUB SAMPLE *

e e oM a3 e > 56s o
bttt

Product Group Mean Variance Skewness
Ceneral Price Level 3917 0,501 0,0198
Beef 39 788 O ] 114'5 “"O 00080
Pork 3. 743 0,601 0.0332
Poui‘hiﬁ'y 39621 09087 “’091008
Milk 3,576 0.765 0.1110
Chease 3.652 0455 0.1000
Butter 3:633 0441 00,0098
Bread 3.667 0,339 0.1017
Tlour 36536 0442 0.0922
Breakfeast Cereals 36537 0,129 C.0874
Fruit 3,435 0,530 0.0580
Vagetables 3392 0 MG 0,0919
Fggs 3,681 0.801 0.,1098

Sources Linesr average of price JudgementsePresent Future, and Past

# Numbor of complete recordss20
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APPENDIX D

DESCRIPTIVE STATISTICS OF MANUFACTURED
PRICE STABILITY RESPONSES
Do3 CONSUMERS ASSOCIATION SAMPLE #

1 e R D PN 3 TR AT L s o e R A M 2 S A 439 Sy D) AT AN D 2t A s LD 0D LR ARV Y e
L s e o A e AL LA L AT A L m =t s B S T T e A b i e WARA L oA i A A S i o Sees)

Product Group Mean Variance Skewuness

AT VAV Ky WA e g e g O B S A et £ T A T D TSR Ny T e 1 AT e
R R S S AT S s - s ST A e b e e A i S Rt e A - S e SR b o5 A o b PN D e i s

General Price lLevel L 3398 0,906 03459

Beef 3,429 1,007 =0,2219
Pork 3,289 0,901 0,2309
Poultry 3.235 0, %2 «0,1987

Milk 3@ 339 Qmé?i 090637
Chense 3.296 0,622 0.0885
Butter 3. 396 0.006 0.0765

Pread 36376 0,099 0.1356
Flovr 3,258 0,145 G113
Breakfast Cereals 3 lel7 06322 o Caavdy
Fruit 3305 0,789 (.2220
Vegetables 3.158 G.901 00283
Fzgs 3,211 0,529 C=0,3009

Sources Linsar average of price JudgementsiPressent, Future and Past

3

% Tumber of complets recorda:ss
3 W,
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APPENDIX D

DESCRIPTIVE STATISTICS OF MANUFACTURED

PRICE STABILITY RESPONSES

D4 PRETEST/CONTROL SAMPLE *

R e U B e e Y
Product Group Mean Variance Skewness
e m_=m_mmm%m
General Price Level 3.538 0,981 00,0415

mef 30501 00&‘56 "0.1192

Pork 34391 0.359 ~0,1007

Poultry 34213 0.778 0,0996

Milk 34267 0.961 0.1007

Cheese 3.219 0.054 0,0099

Butter 3475 0.599 0.0110

Bread 34253 0.679 0.0053

Flour 3.107 0,599 @,1411
Braakfast Cereals 3.394 0.882 0.0999

Fruit 3.133 0,861 042197
Vegetalbles 3,067 0,666 01156

Eggs 36322 0,531 ~0,1209

TR I e e “’WWW:
Sources: Linear average of price judgementss?resent, Future, snd Past

* Nunmber of complete recordss:20
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CORRFLATION CORFFICIRNTS BRTYE
AXD RELATED ATTITUDINAL
Eel PRICE RELATED COMPONTNTS:URY

APPENDIX ®

PRICIFG FFFICIENCY

M
o

S OF COMPONFHTS

AND

2o e rrracse

Question (Number) Hinnipeg Consumers Pretest/ Total
Buyers Ciub Assoeliation Control

Price Level

General Current Price Level (i) =0, 79562 =0, 51304 =0.81102
Current Prices:Feef(2) &,70098 0. 58450 0.677597
Current PricessPork(3) 0.61489 0,19321 0, 48228
Current Prices:Poultry(4) k8312 0.473825 047565
Current Prices:Milk(s) 0.,34877 0.45422 0.35182
Current Prices:Cheesa(6) 0,24033 0,18673 0, 24861
Current PricessButter(7) =0,01793 0.30157 s 25571 0,25377
Current mﬁuommwmammmmmw 0 04450 0,43119 0.51128 0,42501
Current PricessFlour(9 =0.03359 0, 57699 0.00804 055959
Current PricesiBreakfast Cereals(10) -0,19805 0.15038 Uo14560 0.11619
Current PricesiFruit(11) C,17508 0,22829 0,218 0.,23373
Current Prices:Vegetables(12) 0.08333 0,26907 042670 0,28859
Current Prices:Ezgs(13) 0.42802 G,51385 G.27581 Q47772
Price Stability

General Price Stability(1,14,17) =(,83121 -3, 76091 =0,61815

rics -StabilitysBsef (2,15, 28 0, 79824 ~0.61250 =0, 747327

Price StabilitysPork(3,16,29) 0,697388. 0,18203 0.0736
Price. Stability:Poultry (4,17,30) 0,70715 0.23821 0.,75131
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APPENDIX F,1 (Continued)

Question (Number ) Winnipeg fonsumers wx_;mga,m. \

Buyers (4 Associatio
rice Stability:Milk(5,18,31) 0,33503 =0,10575 RIS <3629
Price StabilitysChee mwAmmeuwwW 0452760 cgcvgg 0,42 16491
Price Stability:Butter(7,20,33 0,50305 007717 0,71 71770
Price Stability:Bread(8,21,34) 0,46762 w{ e 104730 Ge24% s 12580
Price m&mdww ity ¥ konuﬁm 22,35) =0,04066 w3, 10274 0.21 05386
Price S i1ity sBx m%mc&
omwmmwmAwowwbawmv ~0, 37007 ) Qupga w0y iR
Price StabilitysFruit(ii, 2, 37) =0, 35200 0,0680 0,04 8
Price Stability: <ommﬁmww@m9m 25,38)  0,7348 oawqﬁ\mw =0,32 3
Price Stability:Eges(13,26,39) ~0,02087 0,39662 0.3 3
Pricing Efficiency
Efficiency of Pricing(82) 0.80147 0.79396 02,6155
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APPFNDIX B
CORRELATION CORFFICIENTS BEI COMPONEN
AND RELATED ATTITUDIN!
¥,2 SUPFLY RFLATED COMPONENTS: MIANINGFUL CHOICE, COMPETITIVE
FNVIRONMENT, PRODUCT AVATLABILITY, PRODUCTION EFFICIENCY AND
DISTRIBUTION EFFICIENCY
@m@mwwoshz¢EWQwv Winnipeg {onsuners Pretest/ Total
Buyers Club Association Control

T — R — e

Meaningful Cholce

aQemwwNM

Ssloction{li)

Bargain Purchasing (46)
Fraqusncy of Few Product
Discovery{(72)

Fxperimental Purchasing(73)
Frequency of New Brand(74)
Frequency of an Fntirely New
Product(75)

Tase of Price Comparison(83) 0,09952

Compotitive Environmentd

0,.40921
Fase of Store Comparison(77 0.51325
Fase of Commuting in ordsr to

Comparison Shop(78)

Numbsr of Stores mwowwm@Aﬁmw

0,62152

0.30125
O eﬂ\vm\mrw.bm

<
&
[N,
O
et
[
Ll

TReTa T4
E. G e “U&\.‘WQO

LT
0,084829
o~ ~7

ewdfy UO(\\J

(o

~0,1035%

N p s
WO RO
LV \.gm.nvwz“,

3 ON




- 196 -

APPENDIX E.2(Continued)

H

b

Focrtmbemibian

Question (Number )

it $ovd e inbet

Profits:Retailers(84)
ProfitssWholesslers and
Distribu ﬁcsmﬁmmv

Profitst¥anufaciurers(86)
dﬂowwﬁa mﬁgmwo/mﬂv
Profits:Credit Agencies(88)

Product Avallability

Consistency of Product Location(40)
Other Store Availability(42)

Production Ffficiency

Efficiency of Farmers(79)
Efficiency of Manufacture(81)
Distribution Efficiency
Bfficiency of Distribution(80)

-0,28397
luw & Nﬂmg

o)
Y

§

¢
o
[un I o Bl

@

&

@

ON Co O3
Qo © W
3

Q o mmmmﬁ\

weansonams empne: n ums

pemsnteme Aremait — e

O~ Q0

Ny
[SR AW
ONON
N

o)

N
O




APPENDIX B

CORRELATION "BNSITY SCALIHNGS OF ¢
D NSES BY SAMPLAE

B,3 PRODUCT RITIVE VALUR, PHYSICAL A3

AND QU \ﬂ&rﬁh

Question(Mumber) Winnipeg Constmers Protost/ Total
. Buyers Club Associaticn ooﬁcwow

Nutritive Value

Interest in Nutrition(43) ~0,10943 w0 5 537300 «0,26155 ~0,29805
General Confidence in Food (45) 0.09070 L 048662 0.02180 0,05707
% Physical Safety
[e))
H* Confidence in Safety Standards(44) J.6L125 0,60100 0 403 O L7ily
_ Freguency of Potential Safety
Hazard Discovery(66) -0,06638 -0,08203 =0,21271 =0,17278
Quality
Kuowledge of Grades(89) . «0,11647 ~0,22186 =0,15205
Importance of Grades(90) -~0,13284 fagyuxk> =0, 850438
Price/Quality Equation(91) 0.00386 0,04885 -0,32213




CORRELATION COEFFICIENTS B TIENSITY SCALINGS OF
B@ ‘Eﬁﬁbkgﬂﬁﬁ

o
L

.k ATION. ABILITY
Question (Number ) Winnipeg - Consuners Protost/ Total
Buvers ‘m,rw Assoclation Control

Information
Purchase Infliuence:Spouse(47) -0,07177 «{,00895 -0, 1320

] Purchase Influence:Children(48) =0 423500 «0,25951 0.,09335

© Purchase InfluencesParents{49) -0,185%% 0,07867 0,11282

= Purchase Hmwwcmsam,owsmﬁmﬁmoV -0, 17097 0,11729 =0, 12579

! Purchase Due to:Conversations o
with Friends(51) «0,25302 0,03598 w0y 30432 0,015
Purchase Due tosComparison
Shopping(52) -0, 38152 0, 044790 0,17305 {,12565
Purchase Due to:Displays(53) ~0,13725 w$) 05627 0,730281 =0, 14629
Purchase Due to:ids(54) 0, 35702 =0, 00853 0,07760 ¢L,084076
Truth of Ads:Television(55) 0,10198 -0, 0464 w3, GOBLT w0 ,06222
Truth of Ads:Radio (56) 006419 0, 0k581 0 87 {1, 130248
Truth of »@wvfoamwma srs{57) 0,07719 007459 0. 2755% w4 15850
Truth of AdssMall(58) ~0,05677 w0, 15352 () 22579 =0,19728
Truth of wmm,zwoeupmmmAmmv 0,01654 0,00820 0.0L&563 w0 OHD 2T
Arount of AdssTelevision(60) «0,25268 «0,13962 0 52 (3, 256731
Amount of AdsiRadio(61) w0, 28114 -0 ,05002 0 89 «0,22795




APPENDTX B.L4(Continued)

Question{¥umbar)

wre

Mm »L.HWN\
Buyers Club

Amount of Adss¥ewspspers(62) 0, 30757 0, 05083 0613097

Amount of AdssMail(63) =0,10174 {1, 05021 0e25130

Amount of Adss Megazines(64) ), L6624 w3, 03982 000801

Frequency of Dscepticn in

Advertisenents(65) 0.037453 w0, 01435 w{5 09273 0,08896

»@M ity t¢ Voice Crievances

{

2 Complaint to Retailer(67) 0,04885 G213

— Restitution by Re cpwkawmomv -, 10661 Y

' Complaint to Manufacturer(69) 0.19183 3,078
Restitution by Manufacturer (70) ~0,01092 w0, 15995
Attitude of Fmployees Aﬂwv 0,22026 G, OLG00
Ropresentation
Interest Responsivenesss National
Coverament (92) -0,08061 w(,00193 «3,10188 «0, 12579
Interest ResponsivenesssProviaci
Government (93) <0, 28637 0.11788 =, 18288
Intorest ResponsivencsseRetal wcﬁmfwyv 0,16152 -0, 187732 ~0,03515




APPENDIX F.4(Continued)

Question (Number ) Yinnipeg Consumers Pretest/ Tobal
Buyers Club Asscelation Control

Interest Responsivenesss . : _
Distributors{95) «0,25151 ~0,14832 =0, 23988 «(,20018
Interest Responsivenesss
Manufacturers(96) -0, 27048 ={(,29383 =0, 1180 <0, 18351
Interest Responsiveness:Farmers(97) «0,01830 «0,21322 -0,33208 =0,25724

R L ALTR AN (!tﬁ ot -
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APPENDIX F

DESCRIPTION OF THE METHODOLOGY OF
MULTIDIMENSIONAL SCALING ANALYSIS
AS APPLIED TO THL SURVEY DATA

I

Assumptions and Objectives

The model assumes that the judgments of m respondents to n stimuli

are related in a simple and direct fashion to the psychological distances
between pairs of points in a space spanned by r elementary vectors.,

The object of the procedure is to maintain the relationship between

the observed data and the scale values of that data, while reducing
the number of vectors necessary to span the space. The distance

relationship dis:

i r 2 1/2
aC I)=(Z w X - X ) ) i
jk t=1 it jt kt
Where:
i .
d{ ) is the distance between stimulus j and stimulus
jk

k for subject i; j, k: 1...n and i: 1...m,

w  is the weight placed by subject i on dimension t:
it

l...r, and

X and X are the positions of stimuli j and &k on
jt kt
dimension t respectively.

This function differs from the normal Fuclidean distance function only

by the inclusion of the weighting factor. The objective of the procedure
is then to reoduce the vaviance in the nunber of dimensions and account for

it in the weights placed on the remaining dimensions.
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Procedure

The value of the weighting factors can be plotted in a new space

.which is defined as:

i 1/2
y( ) =w X ii
jt it jt
Where:
i
yv{ ) is the ordinate of the new space of stimulus
jt

j on dimension t for individual 1i.

In this new space the weighting variable will be a vector which length
is determined by the magnitude of the weight. In order to determine the
degree of consistency in the weighting pattern across all dimensions,

it is necessary to compute a scalar product vector for all pairs of
stimuli across all dimensions for each individual., This scalar product

vector is defined to be:

i r. i i
bC ) = 2 y( )y ( ) iidi
jk t=1 jt kt
Substitution of ii inte iii yields:
i
b( ) = X iv
jk jt kt

The unfolding of the data is accomplished by means of the

cannonical decomposition of this scalar preduct vector. The method uses
dterative least squares to solve for the clements of the welghting pattern

4

and the final rotated positions of the scaled stimuli.




The model

In matrix
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beconmes:
r L R
-
z =2_ w X X v
ijk - =i it jt kt
Where:
z  is a three dimensional matrix containing all scalar
ijk

products between all comparisons of the n stimuli for
all m respondents. The surperscripts L amnd R are
used to discriminate between the left and right
elements of the original matrix in order to maintain
an assessment of the degree of adherence.

notation this becomes:
Z = W X(ﬁ) XZ(R) vi
Where: -
Z is anm x n X n matrix,

W is an m x r matrix, and
X({) and X(R) are both n X r matrixes.

it is now possible to use the technique of least squares to solve for the

elements of these
slicing through the

dimensions:

matrixes.

The cannonical decomposition proceeds by

composite matrix in order to allow only one of the

i,j, and k to vary.

To %folve for the weights the following definitions are used:

s = n{j ~ 1) + k vii(a)
Lo R
g =X . X g vii{bh)
st it kt
and
A % = A
is iik vii{c)
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2
The variable s varies from 1 to n . The variable g abstracts the
st :

multiplicative effects of the original data positions on the scalar

products. The variable z * 1is the transformation of the matrix z o
is : ijk

in which only i is allowed to vary as j and k are held constant.

The estimation egquation becomes:

r
z % = :S w g viii
; is t=1 it st
In matrix notation this becomes:
7k = W G ' ‘ ix

Where:

. 2 ,
Z% is an m x n matrix,
Wis anm x v matrix,
G' is an r x n matrix as G' is the transpose of
2 s
the n° x ¥ matrix G.
In the first iteration the matrix W is to be estimated. The least
squares estimation is given by:

W = 2% G (G'G)“l x

1/

which is found by postmultiplying Z* by the right pseudo inverse of G'.=

The next step in the iterative procedure is to estimate both

X(L} and X(R) holding the other two variables constant as the one is

1/ If a matrix has full row rank then it will have a right pseudo inverse.
ull column rank then the watrix will have a left pseudo
inverse. A pseudo inverse is an inverse which partitiens a data matrix
into composite matyixes and then manipulates the products of these
matrixes in order to generate a normal inverse. In the model described
above G' bas full row ravk and hence has a right pseudo inverse. (Albert (1);

by 3

=




- 205 -

allowed to vary. The matrix W is held at its modified level.

In each step the residual sum of squares is reduced. The procéss.ﬁ
is continued until the X (L) and X(R) matrixzes are equal or at least form

the relationship:

X(L) = C X(R xi(a)
and

-i
X(R) =C X() xi(b)
Where:

C is a diagonal matrix composed of all positive
elements.

In practice the two matrixes are set equal to each other.



EPPENDIX G

DIMENSIONAL COORDINATES AND T
EXFLAINED VARTANCE OF SCALFD QO
G.1 TOTAL SANPLE

Component Dimension X Dlmension II Dimension 117

Coordinate Fercant Cocrdinagts Percent Coording Percent
Price Level ~1,06% ] -0 mq¢ 2:3L9 5 5.,
Meaningful Cholce ~1,598 72813 ao 503 G770 5 2.515
Price Stability ~1,285 5,053 m\c 1,298 3 5,597

1 Competitive Environment 1,487 6,76k ac 14 0,068 50 VIR

2 Product Availability =-1.362 5.676 =0 243 0,586 5 5

N Production Wfficiency =104l 64377 ,m¢ 0,079 % ;

I Distribution Efficiency =1 U6 5,395 mAwmx 0,132 9 Be
Pricing Efficiency 1,220 4, 550 =0,0273 0.002 z &,
Nutritive Value -1,190 1,328 0,637 1.242 3 Ge
Physical Safety -1,371 5745 0705 1.512 2 7
Information ~1,539 7 o 2L 0. 416 0o5%0 2 v
Ability to <dwo® Grievances ~1,570 7o 53 0,421 G, 542 &,
Quality -1,001 3,062 =127 CL.0L7 @nﬁ Gy
Representation , -1,585 7690 0,058 0,010 oomuw 8e
Total Percent 81,661 G.,133 meww

Correlation with input data: - 0.827054




L

TV
I.P.rb. 7

APPE

DIMFNSIONAL COORDINATES AVD PFRCENTACE OF
BXFLATHED VARIANCE o: mmm'u-u
G.2 WINNIPRG BUYEAS CLUB 34

Component Dimemsion I Dimension IX T
Coosrdinats Percent Coordinate Psrcent ?
Price Level _ «1,840 by 167 0 0,006 Ly,
m Heaningful Choice «2,765 9:409 0, «C.0736 9
: Price Stability 2,224 6,085 0 0,048 &
M 1 Competitive Environment =26573 8,146 o, w04 1735 8
: ~ Product Availability «2.357 6,836 0,235 0,070 -0,028 8
& Production Efficlency -2,498 7.580 0.088 0,009 =0, 230 v
1 Distribution Wfficiency -2 502 7.702 Us133 0,016 «0,305 7
M Pricing Rfficiency -2,110 5479 ~0.013 R (. 287 3
Nutritive Value ~2,058 5,212 Ca307 0,148 0.209 5,
, Physical Szfety . 2,371 6,918 0,383 0,181 0,159 7
Information . 2,662 8,724 0,227 0,063 0.012 8,
Abllity to Volce Grievances -2,715 9.073 0.229 0.054 «0.183 g,
Quality «1,731 3,687 =005 0.005 0,081 3
Representation 2,743 §,263 0,072 0.001 0,197 2,

Total Percent . 98,382 1,090 0,525 95,557

i

Correlation with input datas 0.726178




DIFENSTONAL

=R R

4 =

G.3 CONSUMERS ASSOC

Component . Dimension I Dimension IX
Cocrdinate DPercent Courdinats  Percont
Price Leval 0,700 2,384 -G, 887 3 G023 &
Meaningful Choice -1,052 5,383 -0, 518 1.5 {3,132 &
Price Stability -0, 8L6 3,481 =0,669 2,174 w0171 5,8
Competitive Favironment ~-0,979 4,659 ~0.153 0,114 (g 50 5, G5Bk
Product Avallability () ,897 3:911 w2 3,988 w3, 1075 e
! Production Bfficiency =0,951 L, 394 0,166 0e133 wd 07 1O LE0
3 Distribution Rfficlency ~0,952 4,106 0,214 0,223 wl o 12 £, 18k 10,815
o Pricing Efficiency ~0,803 NS =0,024 0,007 wd o061 5,478 8.612
! Nutritive Value 0,783 2,982 0,655 2092 Q770 2,889 79573
Physical Safety ~0,902 3958 0.728 2. 543 0,588 1,578 8,184
Information -1,013 4,990 0,429 0,693 G, 08 0,010 5593
Ability to Voice Grievances -1.033 5,191 O.hi2hy 0,913 ~0.678 2.27% 8, 0
Quality ~0,659 2,109 0,131 0,083 0,190 0,176 24368
Representation w1044 5,299 0,060 0017 (72 20556 TL.BER
Total Percent 88,281 15,3573
Correlation with input datas 0,803505




IHESSIONSL ;oo,nuﬁ%ﬁnm
q%?ﬁzwu VARTANCE o
G4 PRETEST/C

...»

Component Dimension I : Dimension IIT
Coordinate Percent Coordinate Percent

Price Lave =0,601 1,874 wi 451 10,930 0,015
Meaningful Choice «0,9073 4,232 {3,838 3,648 (1,086
Price Stability -0, 726 2.737 -1,082 £.082 -0,115
Competitive Favironment -0,840 3,663 (o 148 0,320 0,325
Product Availability -0,769 3.074 ~0.72% 2.763 =0, 088

1 Production FEfficiency -0,816 - 305 0,268 0,372 -0,A55

o Distribution Ffficiency «0,817 ER 0,344 0623 w073

& Pricing Efficiency ~0,689 2,464 -0,039 0,003 -0.638

i Nutritive Value ~0,672 2,344 1,062 5,852 0,499 .
Physical Safety -0 774 3.111 1,171 7o 126 0.381 0 i
Information -G, 889 3,524 0,694 2. 498 3.029 G,
Ability to Voice Grievances -0.887 4,080 0,701 2. 55 0,439 1
Quality ~0,565 1.658 ~0,21% 0,233 0,123 o
Representation -0,896 Pgumm C.09¢é 0,048 =0 471 1
Total Percent Ll 2ks 53,057 12,655

Correlatisn with input datas - 0. 746974
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