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SUMMARY

This thesis is a study of intra-urban consumer spatial 
behaviour in Greater Swansea. A review was undertaken 
of previous geographical and marketing approaches to 
the subject, highlighting certain deficiences and identifying 
an approach whereby advances in the overall understanding 
of consumer spatial behaviour could occur. The spatial 
behaviour of selected consumer groups was investigated 
via a sample design which permitted the precise determinants 
of behaviour to be identified. An areal sampling framework 
was developed from census material and the local retail 
hierarchy, to select areas of known social composition 
with access to a similar shopping environment. This 
enabled the research to control for the fundamental 
influence of social and spatial differentiation.
Initially, the general characteristics of shopper behaviour 
were analysed before identifying a nomenclature of 
convenience shopping goods. Three product types were 
identified for further consideration: grocery, meat and 
bread. The characteristics of grocery purchases were 
described prior to the patterns of overt spatial behaviour. 
Centre choice for grocery purchases was disaggregated for 
the influence of social and spatial differentiation 
and simultaneously, for the effect of a number of consumer 
sub-groups. These were defined in terms of personal mobility, 
demographic variables, household characteristics and time 
availability. Centre choice for supplementary grocery, 
major meat and major bread purchases was subsequently 
disaggregated by the major influences identified. The 
integration of a cognitive approach encompassed two methods. 
The major characteristics of trip motivation and 
the relationship with overt spatial behaviour were 
identified. Consumer attitudes to shop types, city centre 
shopping, and economic, geographical and social attributes 
were analysed and the relationship between attitude and 
behaviour demonstrated. The discussion returned to an 
empirical analysis of durable goods behaviour and the 
relationship with convenience behaviour. Finally, the 
contribution of the overall approach was evaluated and 
the implications for future study developed.
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INTRODUCTION

Retailing constitutes a vital ingredient of our day to day 
life, and is consequently both a major activity of the urban system 
and a foci for studies of urban geography (Dawson and Kirby, 1980). 
After people and houses, the shop is one of the most common forms 
of unit found in towns and cities. In Great Britain, for example, 
there is approximately one shop to every one hundred people, or one 
to every forty households (Thorpe, 1978). 12% of the British
labour force is employed in shops (Thorpe, 1978) and Scott (1970, 
p.11) has observed that when measured in terms of employment, 
retailing "is the largest single industry in many British towns". 
Furthermore retail sales alone accounted for over 55% of total 
family expenditure in 1978. On a similar theme, Davies (1976) 
noted that in 1971 retailing in Britain generated sales of £15,000 
million and, in providing 2.5 million jobs, made itself the third 
greatest contributor to national output after the manufacturing and 
office service sectors. Shops and markets therefore constitute a 
very significant component of the physical fabric of the built 
environment. Shopping is a necessary part of life for all 
households, providing for fundamental human needs and is virtually 
a daily activity for much of the population. In principle, 
shopping involves a spatial decision each time it occurs and 
logically, shopping facilities could be viewed as constituting a 
focal reference point for human awareness and the organisation of 
space (Potter, 1982).

Any approach to the subject is of potential relevance to a 
broad range of social science disciplines, amongst which can 
certainly be listed economics, history, sociology, marketing, 
geography, planning; as well as psychology, architecture, 
operational research, regional science and politics 
(Potter, 1982, p.l). Retailing is therefore an important and 
worthy topic for study and it is not surprising that the subject 
has been the focus of enquiry for a geographical approach.
Thorpe (1978, p.84), in considering the importance of retail 
activities clearly states; "without careful thought this ubiquity 
can all too readily lead research into detailed studies of the
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obvious. As in some other fields of geography some uncertainty has 
existed as to whether the overall objective of the geographer's 
study of retailing should be a fuller definition of the processes 
which lead to uniformities between areas or whether processes are 
to be examined in order to account for differences that exist 
between places". It is clearly evident, despite a certain 
confusion in objectives that both the supply aspects of the 
structural distribution of shops and the demand function of the 
patterns of consumer behaviour are of potential significance to any 
study. The emphasis adopted in this present thesis is primarily a 
geographical (or spatial) one. Such an approach is imperative in 
contemporary retail studies (Potter, 1982) and particularly 
relevant to the urban scale of enquiry. As Herbert and Thomas 
(1982, p.197) state; "the physical expansion and increasing 
functional complexity of urban life in Western cities in the 
twentieth century has resulted in a proliferation of the quantity 
and variety of services needed by the urban population". These 
services are, as they identify, dominated in number by those 
associated with shopping activities. It is however, the 
interaction between the system of shopping'services and the spatial 
patterns of utilisation behaviour of the urban population that is 
of direct interest to this work. Retail services are important in 
ensuring access to the necessities of life and many consumers 
expect adequate access to shops regardless of the considerations of 
commercial viability (Thorpe, 1978). It is this fact which has led 
one author (Harvey, 1973) to classify retailing as a semi public 
good. The issues raised by such an important activity are numerous 
and varied and the contributions that geographers can make (and in 
fact have made) are considerable. The organisation of space and 
its diversity is central to many of these issues, however, there is 
undoubtedly a continual need to understand more fully the processes 
behind this diversity.

The attempts to study retail geography have provided an array 
of general texts. Good examples of these texts are provided in 
Berry (1967), Scott (1970), Davies (1976) and particularly a recent 
collection of essays by Dawson (1980). This latter text provided a 
structured review of the material relevant to the study of retail 
geography.



It provided four component areas of the subject, which all 
obviously interact but do warrant separate study. Retail location 
studies, retail organisation, and the influence of public policy on 
retailing (retail planning) accompany the initial area of urban 
consumer behaviour. This subject concentrates on the demand for 
shopping services and consequently the 'spatial processes which 
have been isolated as influencing shopping behaviour'
(Dawson, 1980). The main feature of studies of consumer behaviour 
has been the way in which individual consumers react to "trade 
offs" in selecting a service fcentre (Herbert and Thomas, 1982).

The main focus of this thesis is a detailed study of urban 
consumer spatial behaviour. The initial chapter reviews the recent 
academic literature relevant to the analysis of spatial patterns 
and processes associated with urban consumer shopping behaviour. 
From this literature review notable deficiences in previous studies 
are isolated and combined into a single approach. The precise 
research objectives are thus identified in order to increase our 
overall understanding .of consumer behaviour and ultimately advance 
the development of theory. Chapter two proposes a research design 
and methodology whereby these objectives can be attained. The 
subsequent analysis embodies five chapters prior to concluding the 
research.
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CHAPTER 1:

APPROACHES TO THE STUDY OF CONSUMER BEHAVIOUR



Introduction

Chapter one initially focuses attention on the recent academic 
literature relevant to the detailed analysis of the geographical 
patterns and processes associated with urban consumer shopping 
behaviour. From this broad literature review, a methodology for 
research, whereby advances in the understanding of many of the 
aspects highlighted, will be proposed. This approach will isolate 
the research aims of this thesis. The relevant literature is 
exhaustive. Overall reviews of such a literature have been 
attempted and the work of Shepherd and Thomas (1980) provides a 
clear and concise attempt to produce such an exercise. Their 
review covers the majority of the recent literature relevant to the 
subject and futhermore was produced and structured in such a way 
that definite conclusions for further research and improvements in 
the understanding of urban consumer behaviour are possible. The 
review did in fact form the initial presentation of a wider 
discussion on the nature and scope of geography and retailing, 
under the sponsorship of the Social Science Research Council during 
1978 and 1979 (reported in Dawson, 1980). Consequently this work 
provided considerable guidance to the following discussion. Given 
the extent and variety of the relevant literature the review 
presented will overview certain areas that are more than adequately 
covered elsewhere. Alternative attempts to comprehensively review 
the literature on consumer behaviour have been made, notably by 
Thomas (1976), Davies (1976) and a recent text by Potter (1982). 
Other authors have not attempted such a comprehensive coverage 
(e.g. Dawson and Kirby, 1980) although such contributions are 
obviously of importance. She following review describes and 
evaluates the range of approaches adopted and suggests 
inter-relationships between these studies. Attention is made to 
the gaps in the current levels of knowledge although again, the 
work of Shepherd and Thomas covers such aspects.

Primarily, the review emphasises geographical source material 
although the interdisciplinary nature of the subject is recognised 
and appropriate references are made to the marketing literature 
(which manifests many of the economic, psychological and
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sociological concepts and methods relevant to the subject).
Broadly, the review tends towards an empirical analysis. From this 
source material, certain areas of research are identified which can 
conveniently be grouped into a single study to enable an increased 
understanding of many of the processes of urban consumer 
behaviour. Such a methodology should alleviate the lack of 
integration identified by Thomas (1976) and substantially influence 
his recent statement that "a refined theory of consumer spatial 
behaviour does not at present exist" (Shepherd and Thomas,
1980 p.19).

The research aims are clear. Undoubtedly, the approach seeks 
to improve our knowledge and understanding of the multi-faceted 
dimensions of urban consumer behaviour.
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Part One A Review of the Previous Approaches to the Study of
Consumer Behaviour

1. Introduction

Early studies of retail geography, of which the pioneering work 
by Proudfoot (1937) is a good example, rarely considered consumer 
behaviour specifically. The emphasis of these early studies was 
concerned with the empirical recognition and explanation of 
regularities in the geography of shopping centres. The work of 
Berry and Garrison (1958) and Berry et al (1963) are good examples 
of the explanation of commercial structure, albeit via central 
place theory. Such systems were assumed to be in a state of 
adjustment with consumer demand. In normal circumstances a 
consumer was assumed (rather than demonstrated) to shop at the 
nearest centre offering the goods or services required. Thus, as 
Shepherd and Thomas (1980, p.18) point out; "from a knowledge of 
the distribution of consumer demand and the spatial structure of 
the shopping system, the vast majority of behavioural interaction 
might be predicted with ease". Clearly this will not explain the 
situation prevailing in modern Western cities today. Developments 
in the organisation and control of retailing have resulted in 
changes in the geographical patterns of retailing which do not 
reflect consumer pressure. (Dawson and Kirby, 1980). As a result 
of the inadequacies of these early studies, much interest has grown 
in the study of consumer spatial behaviour and a great variety of 
approaches and methods of analysis now exist. Thomas (1976) and 
Shepherd and Thomas (1980) provide an exhaustive review of these 
approaches and methods and clearly state; (p.19) "the resulting 
corpus of literature is not well integrated .... Nevertheless, it 
might be suggested that a unifying theme can be recognised in this 
work in that the aim of much of the research is to explain 
behavioural patterns and their variations and ultimately, to 
predict future relationships". Both reviews are broadly structured 
in a similar way. Figure 1.1, reproduced from Thomas (1976), 
summarises the structure of these essays. A basic distinction is 
made between the normative spatial models and behavioural 
approaches and these are further subdivided into additional 
categories. As most of the literature falls into these categories
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for the purpose of preliminary discussion, the structure of the 
proposed review in this chapter will not detract considerably from 
this basis. Certain contemporary studies fall into a number of 
categories and additional areas of work have emerged over the last 
ten years. Consequently Figure 1.2 provides the basis for the 
following discussion. As a structure it does not indicate the 
inter-relationships that undoubtedly exist between the categories. 
Notably the approaches classified under the marketing domain 
encompass both spatial and aspatial elements. Appropriate 
excursions into the literature from this area will be made 
throughout the ensuing discussion. The literature on consumer 
behaviour can therefore be viewed from a spatial approach or the 
wider, aspatial issues of the marketing approaches. Geographical 
studies encompass both urban modelling, including normative spatial 
models, and behavioural approaches (Thomas, 1976).

Urban modelling approaches to the subject are seen to include a 
group of spatial models representative of an aggregate approach to 
the study of consumer behaviour. In particular these are 
associated with central place theory, spatial interaction theory 
and gravity models, entropy modifications and alternative models 
which include, for example, those originating from a minimisation 
of effort formulation (Bacon, 1971; Evans, 1972) or the recent 
research into aggregate statistical models derived from studies of 
repeat buyer behaviour in marketing (Ehrenberg, 1972; Wrigley, 
1980). Three categories of behavioural approach are identified. 
These originated from the limitations of normative spatial models 
and encompass the categories of theoretical, empirical and 
cognitive behaviour. Theoretical behaviour seeks to develop an 
alternative theory of consumer behaviour; the empirical approach 
concentrates specifically on the clarification of certain aspects 
of information; whilst the cognitive behavioural approach 
concentrates on the perceptual dimension of consumer decision 
making. All these areas have concentrated on the spatial problem 
of consumer behaviour. The marketing approach assumes geographical 
patterns and processes and investigates a multitude of wider 
(aspatial) issues. The marketing approaches are viewed as 
complementary to the geographer's study of consumer behaviour.
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2. Urban Modelling

The field of urban modelling has generated an expansive (and 
growing) body of literature involved in the development of highly 
sophisticated mathematical and statistical models. Aspects of this 
work, as exemplified by Wilson (1970, 1974), Batty (1976, 1978) and 
Openshaw (1975, 1976), are undoubtedly of relevance to the study of 
consumer spatial behaviour. This review, taking the advice of 
Shepherd and Thomas (1980), sees such research as outside the 
essential scope of this study. Certain aspects are covered by a 
number of authors in Dawson (1980). Nevertheless, aspects of the 
normative spatial models and alternative approaches require 
attention. Groups of people are considered to behave in accordance 
with postulated assumptions or norms which are seen as resulting in 
optimal patterns of spatial behaviour. Central place theory and 
spatial interaction theory are cited by Shepherd and Thomas (1980) 
as of relevance in a comparable discussion.

Central Place Theory originated with the work of Christaller 
(1933) and has since produced a considerable amount of literature. 
Comprehensive reviews of the subject are readily available 
(Beavon, 1977; also covered in Potter, 1982) and do not need 
reiteration here. Concern with consumer behaviour in this field 
has been largely inferred, and assumed to conform to the concepts 
of economic man. The theory assumes that every consumer will 
undertake an economically rational journey to consume. Given 
assumptions on suppliers' decisions, the consumer is expected to 
travel to the nearest centre supplying the goods or service 
required. It is this nearest centre hypothesis that has promoted 
interest in the basic behavioural rule of central place theory. 
Shepherd and Thomas (1980) again summarise the relevance of central 
place theory and provide details of the relevant information on the 
subject. The work of Pred (1967), Clark (1968), Day (1973) and 
Ambrose (1967), all demonstrate the limitations of central place 
theory in the Western urban context. Constant changes in shopping 
opportunities and consumer characteristics such as increased 
mobility and awareness, seek to further reduce the explanatory 
value of central place theory. Recent research by Fingleton (1975)
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confirmed its lack of applicability in the intra-urban context. In 
the Netherlands, the recent work of Saey and Lietaer (1980) and 
commentaries from Buursink (1981) have led to further debates on 
the subject.

A research review by Warnes and Daniels (1978) tended to 
reasses the value of central place theory. They suggested; (p.7) 
"... to a very large extent the residents of British towns do use 
the nearest shopping centre offering a given type, quality and 
combination of goods and services". Whilst this is generally 
correct, it is highly debatable and promotes the question as to the 
'given type, quality and combination of goods and services'. 
Invariably these will differ between particular shopping trips and 
individual consumers. As Thomas (1979, p.7) states; "... thus, 
it appears at the moment that, at best central place theory 
provides only a partial explanation for shopping behaviour in the 
intra-urban situations ... further investigation of consumer 
spatial behaviour is likely to progress through either a modified 
or an alternative research framework".

Spatial Interaction Theory offers this alternative, and again 
Shepherd and Thomas (1980) review the subject, but a brief 
statement of the main considerations will be made here. Discarding 
the nearest centre hypothesis, behaviour is assumed to be 
determined by a complex trade off of the advantage of centre size 
(attraction) against the disadvantage or disincentive of distance 
of shoppers from the centre. It is reasonable to assume with 
varying degrees of probability (Huff/1963) that in urban areas more 
than one centre will be used by residents of one particular area. 
Developed from the 'law of retail gravitation' (Reilly, 1931), the 
behavioural assumptions of spatial interaction theory were 
incorporated into a 'probabilistic reformulation of the gravity 
model' by Lakshmanan and Hansen (1965). The model formulation 
(refer to the original article; Shepherd and Thomas, 1980 or 
Thomas, 1976 for details) was designed to estimate the shopping 
expenditure flows between a residential area and a shopping 
system. A considerably flexible model, it can be disaggregated 
with variations in the behavioural dynamics of shopping analysis,
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established from empirical results (Thomas, 1976). Spatial 
interaction models have been used in various applications. 
Lakshmanan and Hansens 1 formulation was applied in metropolitan 
Baltimore and found to give a reasonable description of behaviour. 
Bucklin (1971) and Mottershaw (1968) both provide ensuing evidence 
evaluating spatial interaction models. Numerous variants of the 
basic model have been applied by planning authorities in Britain, 
usually at the sub regional scale of analysis. Examples are 
provided in Shepherd and Thomas (1980) and include the widely 
referred Haydock study (Kantorowich,1966). Developments and 
modifications have been introduced to the model and these again are 
well detailed with additional writers providing technical 
commentaries (Openshaw, 1975 and Jensen - Butler, 1972, for 
example). Littler (1976) in an application in South Wales 
concluded that refinement in the model formulation was necessary to 
improve its predictive capabilities.

Despite the considerable problems associated both with the 
principles and practical operations of the probabilistic 
reformulation of the gravity model at the intra-urban scale of 
investigation, spatial interaction theory still provides potential 
practical value. Shepherd and Thomas (1980) find it surprising 
that little research effort has gone into attempts to refine the 
original formulation in the context of retail planning with IA 
cities. Thorpe (1978) notably, has called for increased attention 
to be applied to the model, with special reference to behavioural 
modifications. Similarly, as Thomas (1976) notes, it does appear 
logical that the attraction of centres, the disincentive of 
distance and the competitive influence of alternate centres all 
appear to exert an influence on behaviour.

Empirical evidence has been provided from studies by Pacione 
(1974) in Tayside and Lieber (1977) in Buffalo that substantiate 
centre size or attractiveness and distance travelled as important 
determinants of behaviour. Recent developments have been minimal, 
and, despite Olsson's (1975) comprehensive review, contemporary 
research still tends to avoid the validation of the probablistic 
formulation of the gravity model. Modifications to the basic
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gravity formula have been suggested in the development of 
comprehensive models of urban system associated with the Entropy 
Maximising Approach. This approach to urban modelling is 
exemplified in the work of Wilson (1970, 1971, 1974) and related to 
consumer spatial behaviour by Batty (1976) and Openshaw (1978). 
Littler (1976) provides a commentary of such modifications and a 
comprehensive review of entropy and gravity models can be found in
NEDO (1970). Turner and Cole (1980) provide a comparison of a
range of urban shopping models including central place theory, the 
gravity model and an entropy model. For each of the model
variants, parameters are estimated for four towns in the U.K. The
models were then used to forecast changes in local shopping 
environments. In a series of conclusions all the models performed 
better for large shopping centres than for small sized centres and 
through using a variety of estimation procedures, found that 
different models gave comparable fits. The study does, however, 
highlight the fact that the performance of all of these models 
depends upon the physical structure of the shopping environment and 
the demographic characteristics of the population. Turner and Cole 
proceed to state that "a decompositon of shopping study in social 
as well as spatial terms is desirable". This closely resembles the 
conclusions of Shepherd and Thomas referred to previously.

Alternative Modelling approaches include the revealed preference 
approach to an alternative theory of consumer behaviour. This 
method is classified by Shepherd and Thomas (1980) and Thomas 
(1976) as a theoretical behavioural approach and consequently will 
be discussed in a later section. Others include the minimisation 
of effort models and stationary purchasing behaviour models, often 
referred to as the NBD/LSD (Negative Binomial/Logarithmic Series 
Distribution) model developed by Chatfield, Ehrenberg and Goodhardt 
(1966).

The minimisation of effort models assume that a consumer' *S
choice of shopping centre may be modelled from a basis of objective

binformation about shoppers themselves and the opportunities 
available to them. Such models can be formulated from aspects of 
actual shopping behaviour and, as such, closely relate to the
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forthcoming discussion of behavioural approaches to the study of 
consumer behaviour. Minimisation of effort models have been 
researched by Bacon (1971) and Evans (1972). Bacon (1971) proposed 
that a shopper would buy various categories of retail goods at 
varying frequencies and does in fact attempt to organise a sequence 
of shopping trips which together will minimise the total costs 
incurred in travel over a period of time (effort minimisation). 
Evans (1972) provides a linear program to model this function as a 
statement of shopping behaviour. Little research has been 
undertaken into such a formulation and no published reports or 
empirical tests of the model have been produced. The data 
requirements of such a model are fairly severe as it cannot be 
tested against simplistic information about 'main' shopping trips 
for types of retail goods; the method requires detailed information 
from a diary or consumer panel type survey. It is worth noting 
that one researcher, Guy (1981), has taken up this methodology.

The stationary purchasing behaviour model is another approach 
relying on consumer panel or diary survey data. Originally, the 
NBD/LSD model was the work of Chatfield, Ehrenberg and Goodhardt 
(1966), with Ehrenberg (1968, 1969, 1972) in particular, 
empirically testing the model formulation. Such work lies 
fundamentally in the domain of the marketing approach to consumer 
behaviour. Notably, Wrigley (1980) has developed the model and 
ideas in a geographical context. A detailed discussion on such 
aspects will be included under the marketing approach to consumer 
behaviour with reference to the original work of Ehrenberg and 
Wrigley's application. Furthermore a series of cognitive models 
(Cadwallader, 1975, 1981; Timmermans, 1982; Hudson, 1974, 1976) 
which constitute a further approach are discussed in a separate 
section on cognitive behaviour.

3. The Behavioural Approaches

The limitations of the aggregate assumptions of normative 
spatial models have been seen to strongly indicate the need for 
research which contributes to the development of a theory of 
consumer behaviour from information derived at the individual scale 
of inquiry (Thomast1976). The various inter-relationships between
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these behavioural approaches can be discussed with reference to 
Huff's (1960) conceptualisation of the consumer decision making 
process (Figure 1.3). Huff suggests that behaviour results from 
the interaction of three compound elements each of which have a 
partly objective and partly perceptual facet. The first comprises 
the effects of geographical location and social differentiation, 
the second, the nature of the available service facilities and the 
third, the influence of personal mobility.

The three categories of the behavioural approach to the study 
of consumer behaviour (Figure 1.2) are theoretical, empirical and 
cognitive. The theoretical approach attempts to develop an 
alternative theory of consumer behaviour subsuming the factors 
suggested by Huff and is, therefore, analogous to the normative 
spatial models. The empirical behavioural approach clarifies the 
effects of specific factors such as residential location and social 
differentiation. The cognitive approach has similar foci of 
attention, but concentrates on the perceptual dimension of consumer 
decision making (Thomas,1976).

(i) The Theoretical Behavioural approach originates from the work 
of Rushton, Gollege and Clarke (1967) in rural Iowa, and Rushton
(1969), and comprises an attempt to develop an alternative theory 
of consumer behaviour. A comprehensive review of the original 
methodology and subsequent developments is provided in Pirie (1976) 
and the reviews previously cited. In essence the approach, known 
as 'revealed space preference', was claimed to provide sufficient 
insight to enable researchers to develop "logically consistent 
rules of spatial behaviour" (Pirie, 1976). Rushton's method 
(op.cit) viewed spatial behaviour as the outcome of a search among 
alternative spatial opportunities and reckoned that preferences for 
certain alternatives accounted for observed spatial behaviour. The 
methodology was believed to avoid the limitations of earlier 
behavioural studies which tended towards description. Clark and 
Rushton (1970) applied the methodology to the intra-urban 
situation. The method has achieved little success as an 
alternative theory of consumer behaviour. Numerous criticism or 
doubts have been expressed by many writers (Eyles, 1971; Pirie,
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1976) noting that the concept of revealed preference is incomplete/ 
for if an individual does not have the choice or opportunity to 
behave in a certain way then his preference cannot be revealed. 
Furthermore, man is a 'social animal' (Eyles, 1971) and shopping 
patterns cannot be isolated from other aspects of behaviour. 
Shepherd and Thomas (1980, p.32) state that; "... the approach 
tends to be far too normative and insufficiently related to 
behavioural processes". The overall value of revealed space 
preference is summarised by Pirie (1976) in that it "merely 
approximates patterns of consistent choice behaviour in space 
rather than unveiling preference based laws of spatial behaviour".

Nevertheless, many people have researched the theory (Girt, 
1976; Pipkin, 1977; Letnek et al, 1975) and the debate still 
continues in this area today (Hubbard and Thompson, 1981; 
Timmermans, 1979; MacLennan and Williams, 1979; Timmermans and 
Rushton, 1979). It is interesting to briefly note the work of 
Letnek et al (1975) in a study of inter-urban shopping behaviour. 
Amongst a comparison of revealed preference they found that food 
shopping behaviour conformed to a "dual assignment rule" whereby 
consumers living close to a limited range of shopping opportunities 
exhibit a high probability of visiting the nearest centre; whereas 
shoppers living some distance from the nearest opportunity prefer 
shopping in larger places at greater distance. It appears that 
once a shopper is forced to travel a long distance, they may be 
tempted to continue the journey past available shopping 
opportunities, to a more preferential centre where there is likely 
to be a greater choice of shopping opportunities. Analogous 
behaviour has been noted in the convenience shopping behaviour of 
high and low status residents in Leeds (Davies, 1969) and Swansea 
(Thomas, 1974).

(ii) The Empirical Behavioural approach as classified by Thomas 
(1976) and Shepherd and Thomas (1980) subsumes a diffuse range of 
studies that provide information relevant to the evaluation and 
improvement of existing theories of consumer behaviour. These 
approaches reflect a lack of integrated objectives, although the 
all encompassing term 'empirical' includes a variety of subheadings
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(Shepherd and Thomas, 1980 and Figure 1.2). These headings
considerably overlap but include a number of distinct foci for

toresearch. The reviews referred^previously, provide considerable 
information on these areas and, to avoid unnecessary repetition, 
will be given only cursory attention in this discussion.

Trade Area Analysis is concerned with the functioning of 
service centres and uses information obtained from interviewing 
shoppers both within shopping centres and at the household level. 
Shepherd and Thomas (p.34-36) provide a critique of the relative 
advantages of both types of data collection. Many studies have 
been produced in this area, including the work of Applebaum (1965, 
1968) in the USA, Thorpe et al (1972) in Britain, Thorpe and Kivell 
(1971), Pacione (1979), Shepherd and Newby (1978) and the marketing 
literature of Mason and Moore (1970). The result of much of this 
work has been the emergence of a number of behavioural 
generalisations. There is a tendency, due to the friction of 
distance, for shopping centres of all hierarchical levels to draw 
the largest proportion of their customers from nearby areas. The 
higher the hierarchical status of any given centre then the wider 
this area and accordingly a tendency for trade areas to overlap 
occurs. These generalisations are, as Shepherd and Thomas (1980, 
p.34) state "consistent with the intra-urban version of the gravity 
model". Trade area studies are still popular (Hallsworth, 1981) 
and, given the advice of Shepherd and Thomas (1980) regarding the 
collection of household survey information, can still provide 
important information on many principles of consumer spatial 
behaviour. A systematic approach to trade area analysis may result 
in some systematic and refined results.

The second subheading of Aggregate Consumer Behaviour Studies 
tends to emphasise the descriptive aspects of consumer behaviour 
and to illustrate both the broad patterns and possible determinants 
of behaviour. Shepherd and Thomas (p.37) note in some detail that 
any attempts to analyse the specific determinants of particular 
shopping trips are less well developed in such studies, on account 
of the fact that the randomly distributed sample of respondent 
consumers creates problems. In Western cities, variability is the
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prime feature of both the characteristics of the population and of 
the spatial patterns of shopping opportunities/ available to them. 
Overt behaviour may be related to variations in socio-economic 
characteristics/ variations in shopping opportunities^or a complex 
combination of both. Research discussed under a forthcoming 
heading of the empirical approach will comment further on such 
influences of consumer spatial behaviour. Nevertheless, Shepherd 
and Thomas are quite definite in their discussion of aggregate 
behaviour studies (p.37); "it is usually only possible to describe 
and to explain tentatively the behaviour variations which occur.
It is not possible to isolate the independent effect of specific 
factors as determinants of shopping behaviour". This area is 
consequently an obvious gap in the knowledge of consumer spatial 
behaviour and as such could be seen as a priority both for future 
research and as a way of integrating many of the studies outlined.

Notwithstanding this, many studies conducting broad household 
surveys of urban area, have provided a rich source of information 
on consumer spatial behaviour. A number of important British 
studies along these lines have been undertaken by Davies (1973), 
Daws and Bruce (1971), Daws and McCulloch (1974) and Williams 
(1975, 1979). The details of the studies by Davies (1973) in 
Coventry and Daws et al in Watford have' been extensively reported 
and summarised elsewhere (Shepherd and Thomas, 1980; Thomas, 1976; 
Davies, 1976; Potter, 1982; and the specific studies themselves) 
and therefore it is unnecessary to repeat the details in this 
discussion. The main results to emerge however are important. 
Davies' results confirmed the importance of a strong residential 
location effect upon behaviour and a considerable orderliness in 
the journey to shop. "Consumers shop either within their immediate 
surroundings or alternatively go to the nearest largest centre to 
them" (ibid). Furthermore, these results led Davies to support the 
modified behavioural postulates of central place theory. In 
addition, socio-economic variations in behaviour resulted. Again 
this highlights the limitations of an aggregate approach to the 
problem and supports the contentions of Thomas (1976) and Shepherd 
and Thomas (1980) detailed earlier. The work by Daws and his team 
at the Building Research Establishment in Watford, provided some
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interesting findings on the type and destinations of shopping 
trips, and of the importance of frequent top up convenience trips 
to nearby centres as a complement to bulk provision or specialised 
shopping trips. All the results presented by Daws and Bruce (1971) 
are disaggregated by various consumer sub-groups. Williams (1975, 
1979) in a study of South West Birmingham defined 'shopper trip 
types' by a combination of behavioural variables (mode of travel, 
trip frequency and centre size) and found these significantly 
related to socio-economic variables and psychological or cognitive 
aspects. The work of Williams goes someway to bridging the 
categories of the various approaches. Despite analytical 
limitations (Shepherd and Thomas, 1980) aggregate studies of 
consumer behaviour have provided a considerable amount of 
descriptive information. Additional research is necessary and 
should be developed to explain further the results of these 
previous studies. Shepherd and Thomas (1980) call for such work to 
be repeated periodically to identify new behavioural trends. The 
work of Williams (1975, 1979) attempted to clarify the lack of 
refinement of 'shopper trip types' identified previously by 
Mottershaw (1968). Again, as a reflection of the true realities of 
behaviour such considerations should not be overlooked. Other 
areas criticised by Shepherd and Thomas include the concentration 
of much geographical work upon single purpose trips. A 'holistic' 
view to consumption has been suggested by Shepherd (1979) and 
Shepherd and Thomas (1980) as an additional area for future 
consideration. The three suggestions of multi-purpose shopping, 
combined purpose trips and activity management command much 
attention in the reviews by these authors. Substantiated by the 
results from Yeates and Garner (1976) on both multi-purpose 
shopping and combined purpose trips and the results from the 
Watford Studies (Daws et al, 1974 and Bentley et al, 1977), such 
considerations are seen as essential to increasing our 
understanding of consumer spatial behaviour. Combined or 
multi-purpose trips are clearly an important consideration for 
future research. Similarly, the concept of activity management, 
popularly treated as a time-budgeting problem, also requires 
consideration. The work of Cullen et al (1972) is clearly relevant 
to consumer studies in urban areas. Further studies drawing on the 
geographical work of Hagerstrand (1970) and illustrated by



Thrift (1977, 1977) can similarly aid the study of consumer 
behaviour. Shepherd and Thomas (1980) again provide detailed 
coverage on these topics and relate shopping activities to all 
other activities in a unified fashion. They draw attention to the 
constraints characteristic of shopping behaviour and view this 
subject as a short term priority to be analysed fully if the ideas 
of space-time budgets are to contribute to the overall 
understanding of consumer behaviour.

The factors influencing shopping behaviour and the constraints 
imposed upon shopping behaviour assume similar dimensions. The 
influence of time budgets, discussed above, can in fact be viewed 
as a constraint upon consumption. These approaches to the study 
have been developed primarily to overcome the analytical 
limitations of the group of aggregate studies. Emphasis is 
concentrated upon the clarification of the influence of specific 
factors on behaviour and the constraints on behaviour imposed by 
particular socio-economic characteristics. Such work provides an 
additional insight into the study of consumer behaviour. In 
accordance with a wider geographical theme, behavioural research is 
seen to be influenced by a number of cultural, demographic, 
economic and geographical phenomena. Recent empirical research has 
successfully illustrated the influence of certain variables on 
consumer behaviour. From a geographical basis the early research 
of Davies (1968, 1969), Nader (1969), Potter (1977), Ray (1967), 
Raybould (1973), Thomas (1974), Hanson (1977), Lloyd and Jennings 
(1978) and Williams (1975, 1979) have shown the influence of such 
variables as income, age, sex, occupation, and geographical 
location upon observed patterns of shopping behaviour. The results 
of these studies are well documented (Thomas, 1976 and Davies, 1976

iprovide good examples of such texts). Similarly in the marketing 
literature from North America, the influence of these and other 
variables, such as life cycle and ethnic affiliation, on shopping 
behaviour are well documented (Rich and Jain, 1968; Katona, 1960; 
Lansing and Kish, 1957; Martineau, 1958; Wells and Gubar, 1966; 
Goldman, 1978). In Britain the marketing work of Foxall (1975) and 
Chisnall (1975) indicate such influences.
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A detailed discussion, both on past studies and the future 
potential of such influences, is found in Shepherd (1979), Shepherd 
and Thomas (1980), and in the marketing literature of Foxall (1975) 
and Chisnall (1975). The marketing literature does, in fact, 
include a wide range of the traditional and alternate influences on 
consumer behaviour as a step towards market segmentation and 
stratification. Whilst not directly concerned with spatial 
behaviour, such influences provide an important background to the 
understanding of the subject. The concept of personality and its 
influence on behaviour has promoted discussion in the marketing 
literature. Kassarjian (1971) and Foxall (op.cit) have researched /
the influence of personality on behaviour. From a geographical 
perspective the views of Irving (1975, 1978), whilst not directly 
related to consumer behaviour, have been developed.

Shepherd (1979), reproduced in Shepherd and Thomas
(1980, p.44), in drawing attention to the relative success of these
traditional concepts, states? "despite the attractiveness of these
results, geographers must face up to the fact that these
traditional variables may not be the only ones in operation? that
there may well be other intervening variables which have yet to be
identified ...". Similarly, Pahl (1970) in discussing the
traditional concept of occupational influences, calls for a further
disaggregation to discover the limits of consumer choice, and, as
such, places greater emphasis on the constraints of spending.
Eyles (1971) also considered that greater attention should be paid
to constrained groups in order that planners can account more fully
for the future needs of such consumers. This resulted in a series exa-ruses
of research^of which the general perspective was that the shopping
behaviour of particular sub-groups of the community (such as the

*
lowest social classes, ethnic and minority groups) is restricted on 
account of income, mobility, race or a combination of these and 
other factors. Shepherd and Thomas (1980) cover this aspect in 
much detail. They identify two basic constrained groups? those 
related to environmental inadequacies like shop location and those 
based on consumer attributes like mobility. Together these 
constraints are viewed to effect the frequency of shopping and 
reduce the choice of visiting various centres. Many issues are
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currently being researched in this field. Particular attention has
been paid to the problems of accessibility (Mitchell and Town,
1977; Hillman et al, 1973), where, for example, the ownership of a
car has a direct impact on both the number of shopping trips
undertaken and also on the distance travelled. The magnitude of
this constraint varies geographically; in urban areas, for example,private
approximately 45% of the population are deprived of ̂transport
(Mitchell and Town, 1977). Eyles (1971) also indicates a further
inter-relationship over time with consumer awareness and
perception. Hillman and associates (Hillman et al 1976, 1977,

exercises
1978) have produced a series of research/^into this problem. 
Traditionally, car ownership is used to measure mobility but, 
according to Hillman and Whalley (1977), even this obscures the 
extremities of potential mobility. Hie results of such studies, 
plus the specific work of Banister (1977) and Guy (1977), have 
contributed to a number of conclusions. Notably, future 
behavioural studies must take far more cognisance of the effect of 
variation in potential mobility rather than apply a crude surrogate 
such as car ownership. The policy implications of such work for 
shopping, concern local, small scale shopping facilities. Such 
matters are outside this current review, however the vast and 
growing literature on the subject should not be ignored (see 
Dawson, 1977; Dawson and Kirby, 1980).

The importance of mobility constraints on behaviour is often 
inter-related with other social and economic variables. Social 
class and low income are relevant here, as is the emphasis on women 
and a gender constraint on activity patterns. Tivers (1977) 
explored in detail the spatial activity patterns of women with 
young children within the context of this "gender role" 
constraint. Such influences on consumer behaviour have been 
previously recognised by Thomas (1974) in Swansea and Potter (1977) 
in Stockport. Both authors suggest the constraining influence of 
pre-school children on shopping behaviour. Similarly, low levels 
of personal mobility (and the inter-relationship with low income) 
have a link with the restricted patterns of shopping behaviour 
demonstrated by ethnic minority groups. Shepherd and Thomas (1980) 
and Davies (1973) refer to this aspect, which has generated
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considerable study both in the USA and recently in Britain. 
Caplovitz (1967) in a study of New York provides empirical evidence 
on the behaviour patterns of the Black population as does Davies' 
study (1973) of Coventry. Generally such research is still in the 
embryonic stages in Britain and further work would seem appropriate 
(Dawson, 1980). The widely ranging series of principles and 
approaches found in the welfare approach to geography (Gray, 1975) 
would clearly seem to be relevant in this context.

The influences of a number of variables on behaviour are 
unquestionable. These influences may manifest themselves more as a 
constraint upon behaviour, rather than allowing pure choice? 
nevertheless, they undoubtedly command increased attention. The 
analysis of both the traditional influences (like social class, age 
etc), plus the reappraisal of influences (from the marketing 
literature ) such as family life cycle in a geographical context, 
the effect of mobility and gender constraints plus alternative 
variables, require consideration. There does appear to be a need 
for research to appreciate more fully the relationship between the 
detailed socio-economic characteristics of consumers and 
characteristics of the spatial opportunity set of retail 
facilities. This must occur within a research framework that will 
allow the clear identification of the determinants of consumer 
spatial behaviour. The interim conclusion of Thomas (1976) and 
Shepherd and Thomas (1980, p.55) therefore seems to apply;
"advances in the understanding of intra-urban consumer behaviour 
are likely to require the disaggregation of behaviour patterns with 
respect to socio-spatial differentiation in the city".

These remarks can be applied to the recent views of 
Brooker-Gross (1981). She, in recognition of Garner's contention
(1970) that the required new behavioural approach to consumer 
spatial behaviour should emphasise both social and psychological 
dimensions, contends that recent research has pursued the 
psychological approach at the expense of social mechanisms. 
Brooker-Gross (op.cit) states; "socio-economic groups have, of 
course, been recognized but such categorisations are too broad to 
account for the impact of family and friends or for the interactive
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processes that occur in face-to-face transaction". In essence, a 
reappraisal of both traditional influences, plus recognising 
additional correlates of behaviour, is a requirement for future 
research.

It would appear fruitful from these general conclusions to 
concentrate research effort into an empirical study that focuses on 
particular consumer segments within the population. Certain 
influences have been identified, and it would appear that the 
future development of shopping behaviour could require specific, 
detailed empirical studies of these influences. Contextual factors 
are highly important in the study of consumer behaviour; it is 
apparent that socio-economic status differences should be examined 
more closely and that there is a relationship between residential 
differentiation and service provision (Herbert and Thomas, 1982).

The subheading of microspatial aspects of the empirical 
behavioural approach is concerned with the detailed spatial 
patterns of behaviour exhibited whilst shopping, and the 
attribution of these patterns to microspatial aspects of the 
shopping destination. Shepherd and Thomas (1980, p.55 - 61) 
allocate a considerable discussion to the array of work in this 
field and the associated applications for three areas of research; 
notably, geographical issues, methodological issues and planning 
issues. Recent interest has been generated in the investigation of 
consumer behaviour within shopping centres (Bennison and Davies, 
1977; Davies and Bennison, 1978) in an attempt to identify the 
determinants of recurrent patterns of behaviour, consumer attitudes 
and develop principles for further shopping centre schemes. A 
range of studies from the early work of Nelson (1958), the study of 
spatial affinities by Getis and Getis (1968), and Davies (1973), to 
the recent comprehensive example provided by Bennison and Davies 
(op.cit) in Newcastle upon Tyne are relevant here. Further 
examples are provided in the work of Bishop (1975) in Portsmouth, 
Schiller (1972), and Taylor (1974) from the marketing literature.
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The major dimensions of this area of study are rather oblique 
in their link to the main theme of the research presented, 
intra-urban shopping behaviour. Apart from methodological issues 
the geographical considerations of approach are at the micro level 
of scale (considerationslike pedestrian flows and shopping paths 
for example). The methodology only really links to the 
determinants of intra-urban spatial behaviour in the area of 
cognitive behaviour and the consumer's perception or image of 
geographical issues of microspatial behaviour. The findings from 
studies under this heading could therefore be viewed as a refined 
contribution to areas of study concerned with consumer perception 
of shopping centres. Clearly such considerations are associated 
with the cognitive approach to studies of consumer behaviour.

(iii) The Cognitive Behavioural Approach concentrates upon the 
perceptual elements of consumer decision-making which derive from 
Isard's concept (1956) of individual space preference. The essence 
of the approach is that a consumer's perception of the available 
shopping alternatives determines the decision to shop. Thus, as 
Huff (1960) argued, "an understanding of the perceptual basis of 
the decision-making process is considered essential to an 
understanding of consumer shopping behaviour".

Since 1970 a variety of cognitive approaches to spatial choice 
have occured. An inherent difficulty, noted by an early study 
(Downs, 1970), is the distinction between whether an individual's 
perception of alternative shopping opportunities determines 
behaviour or is the result of spatial behaviour caused partly by 
intervening stimuli. Shepherd and Thomas (1980) view the 
relationship as interactive and see this as the consequence for 
recent research only attempting to provide information illustrating 
the relationship between image and the environment. As Figure 1.2 
illustrates a number of research areas have been developed under 
this heading. The cognitive behavioural approach is closely allied 
to many of the marketing approaches to consumer behaviour. The 
marketing approaches defined, tend generally to be concerned with 
aspatial matters of behaviour, although many studies have a strong 
geographical element.
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Search learning processes are the geographers conceptual 
framework of consumer decision making based on "the learning cycle" 
developed by economists in the 1960's. Shepherd and Thomas (1980) 
detail the development of this behavioural cycle with reference to 
the work of Katona (1963, 1964). They detail a number of 
circumstances whereby genuine decision making regarding product 
choice occurs. These are sufficently clear to enable geographical 
testing. . Contempory work in the marketing literature has led to 
several other conceptualisations. These will be discussed in the 
next section although the remarks of Shepherd and Thomas (1980, 
p.63) are specific; "there are several other such
conceptualisations in the marketing literature, but they say little 
that is of direct interest to the geographer".

The geographer's conceptual framework of search learning and 
the market decision process is exemplified by the work of Golledge 
(1967, 1969) and with Brown (1967). They considered that the 
market decision process can be likened to a learning procedure 
whereby a newly arrived consumer searches before ultimately 
developing habitual behaviour. Explanations of consumer behaviour 
should subsume a range, - from an initial search stage through to 
habitual response. Research is still at the exploratory stage and 
the development of alternative mathematical models still 
continuing. The time dimensions involved are precise. Research by 
Smith (1976) in Hamilton, Ontario, and Hudson (1975) in Bristol 
have both produced spatial evidence relating to these notions. 
Hudson (1975) suggested two factors inhibiting spatial search; 
firstly, the cost of distance, and secondly, the varying attraction 
of different locations. Smith (1976), on the other hand, 
acknowledged the occurrence of search learning for as long as five 
years after residence, before saturation occurs. Such a 
conclusion, if substantiated elsewhere, should have far reaching 
implications for improvements in the understanding of intra-urban 
consumer behaviour. Further examples and discussion are provided 
by Shepherd and Thomas, although they conclude that the learning 
cycle continues to be neglected despite many interesting 
geographical ramifications. More important, however, they state 
(p.66); "there is, as yet, little indication of the relative
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importance of this line of investigation to the development of a 
comprehensive understanding of shopper behaviour".

Spatial information studies are, in the main, concerned with
the measurement of the range of shopping opportunities known to
consumers. The essential hypothesis to this work relates to the
consistency of the relationship between the spatial information
field and centres used. Drawing on the work of Horton and Reynolds
(1969, 1971; discussed in detail by Shepherd and Thomas,, 1980), a

*ronumber of consumer behaviour studies have sought^the relationship 
between the areal extent of the information field, overt behaviour 
and socio-economic correlates. Good examples of this work are 
found in the series of articles on Stockport by Potter (1976, 1977,
1979) and recently in Swansea (Potter, 1982), Parker in Dublin 
(1976), Hanson in Sweden (1977) and Smith in Ontario (1976). The 
results of these studies are relatively consistent; information 
fields are found to be sectoral in shape and biased towards city 
centres. Socio-economic status influences the dimensions of these 
fields and information levels relate to location and not 
characteristics of stores (Hanson, 1977). The work by Potter 
(op.cit) is interesting in that he has tested his approach (and 
previous conclusions) in a different British city. The analysis 
presented indicated a general replication of his previous results. 
Potter (1982, p.198) viewed this as implicit; "that the marked 
variations that characterise the usage and information fields of 
consumers are not merely a reflection of the method of response 
elicitation employed by these earlier studies". Furthermore, he 
concludes (ibid); "that the strong social contrasts identified in 
the overall scale and complexity of such fields appear to be 
genuine in the sense that the effects of the differential 
residential placement of consumers in relation to urban retailing 
structure were negated in this research as were the effects of 
consumer status". This supports the consistency of previous 
results and is interesting in that the research design adopted 
followed similar objectives to that of Davies (1969) and Thomas
(1974) and sought a spatial juxtaposition of contrasting social 
status groups to control the effect of geographical influence.
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Notwithstanding, the consistency of the results of these 
studies Shepherd and Thomas (1980) in particular, maintain the view 
that no attempt has been made to decide whether behaviour is 
determined by space perception or whether the reverse is true. 
Nevertheless, such considerations are important to the overall 
understanding of consumer behaviour. Perception studies of 
consumer spatial behaviour relate to the consumer's image of the 
characteristics of a shopping centre as a determinant of subsequent 
behaviour. Shoppers perception of the attraction of a specific 
shopping centre has been comprehensively studied by Downs (1970). 
This work is discussed in detail elsewhere (Thomas, 1976; Shepherd 
and Thomas, 1980? and Downs op.cit) and provides an important 
insight into shopper's images and hence, the role of the relative 
attractions of shopping opportunities as a determinant of 
behaviour. Such work is considered an essential prerequisite for 
model or theory building. An earlier study conducted by Kunkel and 
Berry (1968) using a slightly different methodology, similarly 
suggested the appropriateness of a number of elements of retail 
imagery. A number of studies have been generated since this work 
(for example; Wagner, 1975; Pacione, 1975; Parker, 1976; Potter, 
1979; Wood, 1979; Meyer, 1977) and again these are comprehensively 
presented elsewhere (Shepherd and Thomas, 1980).

In the main these studies have a strong explicitly perceptual 
orientation to their approach. A small number of reseachers have 
combined elements of perception with wider empirical studies of 
consumer behaviour. Davies (1973) for example termed the approach 
'trip motivations' and viewed it as one which might provide 
additional insight into the determinants of shopping behaviour. 
Similar approaches (e.g. Thomas, 1978) have applied these ideas and 
a number of significant factors have tended to emerge. For 
example, accessibility, in association with competitive or 
qualitative service attributes of alternative shopping centres, 
appears to be an important determinant of behaviour. Such results 
are equally supported by the explicit perceptual studies of Pacione
(1975) and Parker (1976). Nevertheless, the study of trip 
motivations could appear to be a fruitful area for additional 
research. The determinants identified may not be the only ones in
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operation. Certainly, over time, for varying socio-economic groups 
these determinants may change. In times of economic uncertainty 
and high unemployment, for example, different factors may apply.

This area of consumer perception and imagery is one 
considerably well documented in the marketing literature. Mackay 
and Olshavsky (1975) in North America provide results similar to 
those detailed above. Other work emphasising store image is 
especially well developed, but as Shepherd and Thomas (1980) point 
out, it is well known in the marketing field that consumers 
invariably build complex images around non-geographical 
attributes. Nevertheless, these approaches appear to offer 
considerable potential for further research. A debatable issue, 
however, involves the precise research methodology to be adopted. 
Geographers have applied a range of techniques from the 
psychological literature to such problems (see Pocock, 1976; Downs, 
1970; Williams, 1975; Davies, 1973). In the view of Hoinville
(1971) however, the specific use of attitude research techniques 
are required. These techniques are well developed in the marketing 
literature (Trier et al, 1960; Stone, 1954; Fisk, 1962) and have 
been applied in many geographical studies of consumer spatial 
behaviour. The aggregate approach of Daws et al (op.cit), and the 
study by Williams (1975, 1979, 1981) pay considerable attention to 
such issues. Williams' study (op.cit), in particular, uses the 
large body of research from the marketing literature to relate 
attitudes and consumer spatial behaviour. He clearly states; 
"information about a consumer's attitudes and goals gives some 
indication of his likely shopping centre preferences". This 
implies that the relationship between attitude and behaviour is 
oneway, which is somewhat controversial given previous researches 
by both geographers (Downs, 1970) and psychologists (Gross and 
Niman, 1975). Unfortunately, Williams' study (op.cit) is 
characterised by the wider problems of the aggregate approach (see 
the previous discussion), and also adopted a rather crude technique 
for measuring attitudes. Nevertheless, considerable information is 
provided and similar to the work of other researchers (Madge, 1969; 
Lieber, 1977) has gone some way to clarifying the determinants 
associated with spatial choice. Shepherd and Thomas (1980, p.71)
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are again quite explicit in their conclusions; "... research 
methodologies vary considerably, as do the strength of their 
conclusions ... consequently, more work is necessary."

Cognitive models have been developed by geographers, despite 
the characteristic of many previous cognitive behavioural 
approaches to clarify partial aspects of decision making. The work 
of Cadwallader (1975, 1981) has been notable in this respect and is 
reviewed in some detail by Shepherd and Thomas (1980). Cadwallader 
proposed a cognitive formulation of the gravity model as a useful 
means of predicting consumer spatial behaviour. The evidence from 
his latter paper (1981) identified the mass (or centre 
attractiveness) component as far more important than the distance 
component as a determinant of behaviour. Cadwallader (op.cit) 
calls for further research on this aspect. Shepherd and Thomas, in 
reviewing Cadwallader's earlier work, agree the potential 
usefulness of the approach but are critical of its predictive 
capacity. They recognise the possibilities for such predictions 
but categorise the model of Cadwallader as 'descriptive*. 
Conceptually, a similar experimental approach has been proposed by 
Hudson (1974, 1976). Again, the consumer's mental models of the 
retail environment formed the input into a model of behaviour. 
Hudson viewed his study as exploratory and acknowledged the 
descriptive component of his results. Timmermans et al (1982), in 
a similar exploratory analysis, concluded that any attempt to model 
consumer spatial behaviour must rely on identifying the cognitive 
representation of the retail environment. They additionally 
proceed to restate other advantages of a repertory grid methodology 
(used by Hudson, op.cit; but questioned by Shepherd and Thomas) and 
more importantly support the need for disaggregated spatial choice 
models to account for the variability in consumer shopping 
patterns. The cognitive behavioural approach to the modelling of 
shopping behaviour is still in its embryonic stages; research will 
continue and be viewed by certain researchers as a possible 
priority area.

In general terms, the cognitive behavioural approach has 
clarified many aspects of consumer decision making despite the
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exploratory nature of many studies. It is an approach, as Shepherd 
and Thomas (1980, p.74) point out, which appears "quite capable of 
being integrated with some of the alternative approaches to the 
study of spatial behaviour".

4. The Marketing Approach

This approach to the study of consumer behaviour identified in 
Figure 1.2 demands a separate recognition from other areas of study 
on the basis of its wider applicability. The distinction between 
the majority of work classified under this heading and that 
previously detailed relates to the geographical aspects of 
behaviour. Naturally, certain studies are specifically spatial 
while others have highly important implications for geographical 
analysis. Consequently, these studies have been tentatively 
referred to throughout the discussion. There is, however, a field 
of consumer behaviour in the marketing literature which is 
considerably wider than these studies suggest. Attempts to 
classify these approaches into a geographical framework are few. 
Shepherd and Thomas (1980) attempt to discuss the marketing 
approach to the study of consumer behaviour in a similar separate 
category. Other researchers refer to the relevant studies in a 
less structured fashion (for example; Davies, 1976 and Dawson,
1980). The range of material available under this heading is 
vast. A considerable number of books reviewing the field of 
consumer behaviour in marketing are available from both North 
America and Britain (for example; Engel, Kollat and Blackwell,
1973/ Ward and Robertson, 1973; Walters and Paul, 1970; Foxall, 
1977 and Chisnall, 1975), although the former of these two 
countries has produced the majority of this work. The approaches 
and methodologies of the marketing literature derive from a 
combination of psychology, sociology and economics and therefore, 
much of the work is fundamentally different to that previously 
discussed. The marketing literature predominantly focuses on the 
determinants of buyer behaviour and on the influence upon the 
choice of product as opposed to specific behaviour in space. 
Shepherd and Thomas (1980, p.74) quite categorically state; "the 
geographical aspects of consumer behaviour are barely mentioned
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explicitly in these books". Neverthless, recurring themes are 
discernible which have important connections to many of the 
geographical approaches reviewed. The subtitles of cognitive 
influences, decision making, learning theory, information levels of 
consumers, group behaviour*and^forecasting models all have their 
relevance to the array of studies presented. It is therefore 
important to recognise the existence of such approaches, and, 
whilst a number of themes are of secondary importance to the study 
of consumer spatial behaviour, the general principles and methods 
applied demand careful consideration. Typical examples of such 
work can be seen in the marketing literature related to the 
influences on behaviour. The classical work of Rich and Jain 
(1968) has already been referred to, but numerous other studies are 
important. For example; Bartos (1977) on the influences of female 
employment; Kassarjian (1971, 1973) on personality; Lansing and 
Kish (1957) on life cycle; Martineau (1958) on social class and 
Goldman (1978) on income, all demand attention. Cognitive 
structures are similarly well developed and the role of perception 
and research into the attitudes and motivations of buyer behaviour 
considerably well established (Fisk, 1962; Lunn, 1968; Mackay and 
Olshavsky, 1975; Kunkel and Berry, 1968; Myers and Alpert, 1968; 
Wells and Tigert, 1971 and Trier et al, 1960).

One particular section of the marketing literature seeks to 
build comprehensive models of consumer decision making based on a 
mixture of ecological, behavioural and cognitive theories.
Shepherd and Thomas (1980, p.74) aptly summarise this section of 
the marketing literature; "the literature is replete with such 
models of consumer decision making usually developed by business 
academics for expository on pedagogical purposes". This discussion 
cannot provide a detailed description and critique of the many 
models available (the marketing literature exemplified by Engel et 
al, 1973 or Chisnall, 1975 provides this). The review of Shepherd 
and Thomas (1980) summarises nine common characteristics of these 
models, and questions their relevance to geographical approaches to 
consumer spatial decision making. The notable exeption to this 
statement is based upon the work of Ehrenberg (1968, 1969, 1971, 
1972) and the theory and application of repeat purchase behaviour.



This approach has been developed for geographical research by 
Wrigley (1980) and, although briefly mentioned in a former section 
on alternative modelling approaches to consumer behaviour, requires 
some discussion here. The approach suggested, aims not to explain 
why consumers behave as they do but merely to model' (in a simple 
and precise way) how in fact they do behave, in other words, as 
Wrigley (1980) states; "to model the major regularities in 
purchasing behaviour". Ehrenberg modelled such behaviour on large 
quantities of consumer panel data gathered by market researchers. 
Typically, such information does not include details of shop 
location and hence is of limited potential (Wrigley op.cit). 
Nevertheless, potential does exist to extend such considerations. 
Ehrenberg*s model is in fact an aggregate statistical model based 
upon considerable verifiable data. Wrigley (1980) provides a 
highly detailed discussion of both the form and utility of the 
model, often referred to as the NBD/LSD (Negative 
Binomial/Logrithmic Series Distribution) model. He outlines the 
potential of such models in geographical studies of consumer 
shopping behaviour by moving from brand choice to store choice.
The essence of the approach is thus to develop statistical models 
of aggregate behaviour. —* Wrigley
(1980, p.83) is highly favourable towards such an approach and 
suggests that the adoption of the stationary purchasing behavioural 
model is an area of considerable potential^.

Footnote 1: Since the formation of this review, Wrigley has
undertaken an extensive research project in Cardiff 
extending such principles. The work is currently 
being produced (See Guy et al 1983, and Wrigley and 
Dunn 1984 a,b,c,d) and the initial results appear 
promising.
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This work highlights the interrelationship between those 
approaches classified as marketing and the array of approaches 
adopted by geographers. Notably, the generral approach of 
marketing, the empirical aspects of the subject and the 
methodological and technical aspects of thei work, have a relevance 
to the geographical investigation of consumier spatial behaviour. 
Shepherd and Thomas (1980) recognise that ait least the marketing 
approach might stimulate further ideas for geographical study, as 
is exemplified by the work of Wrigley.

5. Concluding Remarks

The previous discussion has illustratedl that studies of 
consumer behaviour are extremely varied andl that a large amount of 
information on the subject has been generatied. The 
interrelationship between some sections of the literature are 
tenuous and as Thomas (1976, p.58) states; "a refined theory 
capable of either describing the present relationship or of 
predicting a future situation does not exisit". Distinct foci are 
apparent and provide areas .of potential stuidy to clarify the 
current level of knowledge on the subject. Interlinkages are
increasing and the findings from the marketing approach have an 
important role in future studies. Consumer behaviour research 
needs to be integrated; the focus of researcch demands a more 
complete coverage and a rigorous research firamework. The 
contention of Thomas (1976, p.59) which is ccovered in Shepherd and 
Thomas (1980) still applies, notably that ".... approaches to the 
study of intra-urban consumer behaviour pay insufficent attention 
to the undoubted importance of the influence of socio-spatial 
differentiation in the city. It might be suiggested that future 
behavioural analysis should be disaggregateod with respect to both 
social and spatial segregation, if future research effort is to be 
maximized and the development of theory advanced".
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Part Two Towards an Integrated Approach to The Study of
Consumer Behaviour

There is a general consensus of opinion regarding the current 
state of research into consumer behaviour. Dawson (1980) presents 
a selection of essays which encompass both past studies and 
proposals for the future. The previous disicussion has briefly 
reviewed the current level of knowledge on the subject. A wide 
range of material was presented in a structured format closely 
resembling that of Shepherd and Thomas (1980). Many implications 
for each category of study are apparent. These can be briefly 
detailed as a prerequisite towards an integrated approach to the 
study of consumer behaviour.

(i) Research has indicated that consumer behaviour is closely 
related to the influence of centre attractiveness, the disincentive 
of travel and the competitive influence of other centres in the 
system.

(ii) Research needs to recognise that behaviour is not determined 
solely by preference and choice - it is neeessary to account for 
the constraints upon consumption.

(iii) Research has shown that variation in the social
characteristics of consumers significantly influences many aspects
of their spatial behaviour. Past studies have tended to
concentrate on the influence of variations in such factors as
income, socio-economic status, age, personal mobility, life cycle
and ethnic affiliation providing some reasonable results.
Nevertheless, refinement of the techniques applied would enhance*
this area of research especially in con junction with proposals to 
identify and consider other intervening variables. There is a need 
to appreciate more fully the relationship between these detailed 
socio-economic characteristics of consumers and the characteristics 
of the spatial opportunity set available.

(iv) Research has shown that the development of a comprehensive 
theory of consumer behaviour is still at a very early stage.
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Consequently, potential exists for studies to clarify previous 
findings and improve our understanding of b>ehaviour.

(v) Research has shown that studies of shcopping behaviour should 
not be investigated in isolation from other: aspects of spatial 
behaviour (the 'divided man' syndrome of Eyries, 1971).

(vi) Research has demonstrated that the methods and approaches of 
a descriptive nature, illustrative of pattern and its possible 
determinants, should be disaggregated and Looked at in terms of 
specific trip types reflecting the realities of behaviour.

(vii) Research has shown that micro-spatiail facets of the shopping 
environment do exert a significant influence upon centre choice.

(viii) Research has illustrated that the individual's image of the 
shopping environment, which does not adequately resemble the actual 
opportunity set, is an important influence upon overt shopping 
behaviour. Furthermore, a number of principal determinants or 
motivations are associated with the choice of shopping centre and 
these factors vary between different consumer groups. More 
research is needed to identify consumers' attitudes to the 
available facilities.

(ix) Consumers do not have a perfect knowledge of the shopping 
opportunities, since the areas to which the; consumers are confined 
constrain their decision making. Irrespective of cause or effect, 
there is a strong relationship between behaviour and spatial 
information fields.

(x) The market decision process can be likened to a learning 
procedure, whereby initial research ultimately develops into 
habitual or routine behaviour.

These ten areas represent the considerations required to 
further our knowledge and close a number of the deficiencies 
identified both in the previous discussion and by a number of 
authors (Thomas, 1976; Shepherd and Thomas, 1980 and Dawson, 1980).
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The integration of many of these characteristics into a single 
study is an approach requiring attention. By concentrating 
research into the shopping behaviour of selected consumer groups 
many of the behavioural aspects of the existing theoretical and 
conceptual discrepancies can be clarified. Disaggregation of 
behavioural patterns can be analysed and account made for the 
influence of a variety of independent variables which all seek to 
determine behaviour. Clear consequences excist here for the 
development of both descriptive and predictive models of consumer 
behaviour. Aspects of consumer perception and imagery can be 
included and the primary determinants or motivations influencing 
shopper behaviour identified. Attitudinal research can be 
developed as a sophisticated mechanism to collect such 
information. The constraints upon consumption will be evident in 
such a study. The scale of analysis for suich an approach can be 
identified with reference to Figure 1.4. Based on Shepherd (1979), 
recognition is made of the variety of levels to the study of 
consumer behaviour. The time scales involvred identify intra-urban 
behaviour as a task for the present day. Alt the intra-urban level, 
in fact, many of the dimensions of consumer: demand are manifest in 
the form of consumer transactions. Equally^ important, considerable 
variability occurs, both in terms of shopping behaviour and in the 
available shopping opportunities.

Contemporaneous thought by retail geographers supports such an 
approach. The call for a disaggregated behiavioural approach by 
Thomas (1976) has been detailed. A recent report outlining 
research priorities in retail geography (Da:wson 1980) specifically 
calls for research on the shopping behaviouir of specifically 
defined consumer segments. As one of eight: areas for research, the 
considerations detailed in Dawson are worth: repeating? "research 
effort ... on consumer behaviour .. . had become stuck in a 
behaviouralist mire. A narrowing down of tbe objectives of 
behavioural studies was suggested as a way forward first by 
limiting studies, in the first instance, frcm consumer behaviour to 
shopping behaviour and secondly focussing empirical studies on 
particular consumer segments. These could be defined by life 
cycle, social class, race, mobility, residential location or by any 
of a number of established segmentation procedures" (p.7).
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Figure 1.4: Recognition of the Various Levels 

and Areas to the Study of Consumer Behaviour

Spatial Resolution Behaviour Goods Time
/Services
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The message is therefore clear? research into the spatial 
patterns of the shopping behaviour of rigorously defined consumer 
groups is required. An integrated approach to this subject, given 
the findings of the literature review, forms a natural basis for 
this research.

Garner in 1970 (p.182) wrote that the mew behavioural approach 
to consumer spatial behaviour should emphasise, "social and 
psychological mechanisms which have explicit spatial correlates 
and/or spatial structural implications". It would appear that such 
advice was not generally accepted in many previous approaches. 
Potter (1982, p. 167) is clear in his view that, "few studies have 
examined simultaneously, aspects of consumer behaviour and 
cognition". An integrated research design is essential. Other 
authors advocate a similar approach. Timmermans (1982), in a 
recent paper calling for research devoted to the nature of the 
decision making process and the perception of subsets of consumers, 
also maintained that such information must identify the personal 
and environmental factors constraining consumer spatial behaviour.

Given that variablility is a prime feature of both the social 
and retail geography of cities, any approach extending this 
multitude of influences on behaviour must isolate the independent 
effect of specific factors as determinants of behaviour. Failure 
to follow such procedings can result in behavioural variations 
which might be related to variations in socio-economic 
characteristics of the consumer, to variations in the shopping 
opportunity set or to a combination of bothi. Shoppers cannot be 
regarded as a uniform and undifferentiated mass . A small number of 
studies, however, have attempted to overcome this problem. Davies 
(1969) and Thomas (1974), in particular, and to a lesser extent, 
Potter (1982), adopted a research design whereby survey areas were 
designated which had access to similar shopping opportunities and, 
as far as was possible, only differed with respect to the factors 
being investigated. Thomas (1976) has extended the applicability 
of this view into wider studies of urban sexvices in general (for 
an example of such work see Phillips, 1978, 1979).
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In accepting such principles for a research design the question 
arises as to the most important aspects of segmentation that 
require control. The previous empirical investigation of factors 
influencing shopping behaviour indicate the importance of 
socio-economic variation between consumers to the development of an 
explanation of behaviour. Furthermore, the nature of the shopping 
opportunity set has been demonstrated as a highly important 
determinant of spatial behaviour. It would thus seem applicable to 
constrain behaviour in accordance with a combination of 
socio-economic and spatial correlates of behaviour. A survey 
design similar to that adopted by Thomas (1974) and Phillips (1978, 
1979) does realistically overcome such consideration. To study the 
behaviour of social groups within city areas a physical 
juxtaposition of contrasting social consumer segments, with a 
comparable physical access to a standardised service (or shopping) 
environment, is a necessity. This current research proposes to 
study the intra-urban shopping behaviour of selected consumer 
groups. Further details of the design approach adopted follow in a 
subsequent chapter. The discussion now proceeds to detail the 
precise aims of the research.

Research Aims

Warnes and Daniels (1980, p.6) have expressed the view that 
"more effort be devoted to the description and comparison of 
intra-urban shopping travel distribution, for apriori it is 
believed that there are other repeated characteristics to be 
observed, some of which may be strikingly obvious once they are 
adequately described".

This statement, in conjunction with the other views presented 
and the deficiences identified in the review of previous 
approaches, subscribe to the fundamental aim of this present 
research. Notably, that the study of specific consumer groups will 
lead to an improvement in the understanding of intra-urban consumer 
behaviour. The approach proposed will clarify many of the 
behavioural aspects of the existing theoretical and conceptual 
approaches. A rigid adherence to a refined research methodology is
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seen as a method to accomplish this. The study therefore will be 
concerned with the disaggregate anaylsis of intra-urban behavioural 
patterns by a variety of independent influences. These variables 
will include the classic socio-economic correlates, the group 
influences from the marketing literature, the constraints upon 
consumption plus aspects of perception, imagery and the primary 
motivational and attitudinal determinants of behaviour.' Initially, 
shopping behaviour will be constrained in terms of its 
variability. This will reflect the need to narrow down the 
objectives of consumer behaviour studies to 'shopping behaviour' 
(Dawson, 1980) and the realities of behaviour and the precise 
relationship between convenience, durable and specialist goods 
behaviour indentified. Similarly the 'holistic' view to 
consumption behaviour will form an integral part of the study. 
Details of convenience shopping behaviour will be clarified further 
in an attempt towards a precise nomenclature of convenience goods 
shopping. Given such precision in behaviour, the resultant 
variability will be subjected to a total disaggregation with regard 
to profiles of that behaviour. For example spatial variability in 
behaviour, once identified with respect to the designated influence 
reflected in the survey design (socio-economic status and 
geographical opportunities), will be analysed with respect to the 
characteristics of that behaviour. Hypotheses, such as the 
influence of travel mode on behaviour, will be tested. Further 
disaggregation will then occur with respect to the influence of 
consumer groups on behaviour. The fundamental influences of 
geographical location and socio-economic status, once clarified, 
will subsequently be held in control and the partial influence of 
other groups analysed. Notable classifications in this respect 
include the influence of the range of social, demographic and 
economic indices detailed in Table 1.1. The precise nature of 
these classifications is referred to in the subsequent chapter on 
research design and methodology. These influences account for all 
the range identified by previous geographical and marketing 
approaches to the study of consumer behaviour. Furthermore, the 
findings of Letnek et al (1975) relating to a "dual assignment 
role" can be tested fully in a intra-urban context.
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Table 1.1: IDENTIFICATION OF CONSUMER SUB GROUPS

Consumers can be grouped on the basis of:

1. Geographical location
2. Designated social status; group
3. Social class of the sample
4. Family life cycle
5. Age group of respondent
6. Household composition
7. Household type
8. Household size
9. Number of children residlent in the household
10. Number of children resident in the household

less than 5 years of age:
11. Work status of the respondent
12. Type of work undertaken lay the respondent.
13. Number of cars owned
14. Driving ability of the respondent
15. An index of personal mobility
16. Freezer ownership
17. Length of residence

The psychological or cognitive dimension to consumer behaviour 
commands equal attention in such an integrated approach. Cognition 
is analysed through the application of an array of motivational and 
attitudinal research techniques. Consumer motives, viewed as 
possible determinants of behaviour are identified from a review of 
previous studies plus additional observations. Initially these are 
analysed in their own right as characteristics of behaviour. The 
research consequently aims to disaggregate -these motivations in 
accordance with the previously defined consumer groups and the 
patterns of overt spatial behaviour identified. Ultimately this 
will result in spatial patterns of behaviouar by geographical and 
social consumer groups being related to motivational determinants 
of that behaviour. The relationship between the cognitive and 
empirical approaches to consumer behaviour is therefore 
illustrated. Additionally, the research aims to corroborate the
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previous cognitive findings by a more refined research technique. 
The aims are broadly similar albeit with the nature of shopper 
attitudes being closely defined. Information about a consumer's 
attitude will give some indication of likely shopping centre 
preference and details of the nature and origins of this 
preference. Again the research aims to relate shopper attitudes to 
overt spatial behaviour with respect to each geographical and 
social consumer sub-group identified. In respect of the aim 
towards the inclusion of 'holistic' consumption, the analysis of 
durable good shopping behaviour forms a separate component to the 
original constraints on convenience behaviour. In essence, the 
approach to durable goods behaviour is the same. A number of 
product groups will be analysed to identify a nomenclature of 
durable shopping trip types. The overt spatial behaviour will be 
disaggregated by consumer sub-group and subsequently in 
relationship to the patterns of convenience goods behaviour. This 
latter analysis will extend the knowledge on combined or 
multi-purpose shopping trip behaviour.

It is therefore clearly apparent that the analysis of specific 
consumer groups favours the integrated approach, currently sought, 
to the analysis of consumer spatial behaviour.

Figure 1.5 provides a simple framework for the research. A 
similar structure can be found in the marketing literature (Walters 
and Paul, 1970). The basic determinants of behaviour are 
identified as needs, goals, motives, attitudes, and hence 
perception. Given these individual determinants on behaviour, 
environmental influences modify these actions. Family, social, 
economic, business, cultural influences are all applicable in this 
respect. Counteracting these two spheres are constraints, such as 
financial, physical, authorative, managerial and time. Constraints 
influence the decision making choice. Together these three areas 
interrelate and influence the overall decision making process which 
manifests in action or consumer shopping behaviour. This behaviour 
has both a geographical and an aspatial aspect. Ultimately 
satisfaction or dissatisfaction with behaviour will feed back 
through the system.
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As a framework for research, Figure 1.5 encompasses the aim of 
the study; which is ultimately to improve the existing level of 
understanding of intra-urban patterns of consumer behaviour.

The research objectives, therefore, reflect a number of aspects 
identified in the review of the literature presented earlier in 
this first chapter. Before proceeding to the detailed analysis of 
the spatial behaviour for convenience goods shopping, the 
discussion will identify a series of general shopping behaviour 
characteristics, moving towards a nomenclature of convenience goods 
shopping and the resultant behaviour characteristics from this 
(chapter three).

The influence of an array of socio-economic, geographical, 
demographic and activity (or time) variables on the overt patterns 
of spatial behaviour for convenience goods will be analysed in 
chapter four. The information presented in chapter four forms the 
focus for all subsequent analysis and is fundamental to the 
research.

From these overt patterns a transition towards the relationship 
with cognitive aspects of behaviour will be explained. Chapter 
five considers the aspects of convenience shopping trip motivations 
or determinants. The characteristics of these motivations are 
identified prior to examining the relationship with overt spatial 
behaviour. Chapter six directly relates to the cognitive 
behavioural approach by analysing shopper attitudes. The 
characteristics of attitudes are initially sought, subsequent to 
the interrelationship with shopping behaviour.

The final empirical section, chapter seven, examines further 
durable goods shopping behaviour. A cognisance of the previous 
approach is presented, initially identifying a product nomenclature 
prior to examining overt spatial behaviour and the relationship 
between durable and convenience goods shopping behaviour. Chapter 
seven extends the knowledge on 'holistic' consumption with respect 
to combined or multi-purpose shopping.
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A number of considerations arise from the proposal to 
investigate such topics. Differences in behaviour and, in 
particular, consumer motivations and attitudes, may be influenced 
by numerous factors operating at various scales, not all of which 
may be successfully controlled by the research design. It is very 
difficult, and arguably impossible, to escape completely from such 
problems in an empirical behavioural investigation. Therefore the 
underlying aim of the research must be to contribute to and 
increase our understanding of consumer behaviour for shopping 
goods. These problems are compounded by the constraints imposed on 
an individual research worker with respect to time, and limited 
resources (personal and financial). The research design was 
adopted in the belief that wider inferences could be developed from 
the analysis of overt spatial behaviour, its influences and 
cognitive determinants. The research design provides information 
which could contribute to the further development of a model or 
theory of consumer spatial behaviour. This aim to enhance the 
present levels of knowledge provides the fundamental objective of 
this research project.
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CHAPTER 2: RESEARCH DESIGN AND METHODOLOGY



Introduction

Chapter two will focus on the research design and methodology 
followed in this thesis. A research design has been described as; "the 
arrangement of conditions for the collection and analysis of data in such 
a way that they are relevant to the research purpose, as free as possible 
from bias, and as economic as possible to obtain” (Jahoda, 1967, p.140 in 
Halloran). This aptly summarises the purpose and scope of chapter two, 
in that a research design simply helps to obtain clear answers to the 
problems identified. The design and methodology should be a link between 
the ideas, concepts, and hence, research aims and the results that 
follow. Consequently, there cannot be a single 'best' research design, 
rather, a variety of possible designs are appropriate for varying 
purposes and the solution must relate to the research objectives, check 
against bias and be workable with a total regard for economy of effort. 
Finally, the research design must take account for the methods of data 
collection, influence the selection and estimation procedures and affect 
the methods of analysis. As O'Murcheartaigh (1977, p.2) points out; "in 
an ideal situation, the choice of methods of analysis should be made as 
an intrinsic part of the survey design". Jahoda (op.cit, p.149) 
similarly emphasises this point; "from the very inception of a study the 
investigator must keep in mind this crowning step of the research process 
which leads directly into the formulation of results and conclusions.
The preceeding decisions on the research questions, the choice of design 
and the methods of data collection already determine to a large extent 
the nature of the analysis". These principles for a research project 
have been scrupulously followed; at all stages the specified aims of the 
research link with the methods adopted and decisions made.

Chapter two commences with a brief description of the geography of 
the study area. Both physical and social issues are outlined before a 
detailed description of the retail geography of the area is presented. 
This discussion is followed by an introduction to sample selection; the 
theoretical aspects of sampling are discussed, followed by a description 
of the use of urban sub-area analysis (area sampling), the choice of 
techniques adopted and the data sources applied. The results of the 
sample selected are described with reference to the analysis of both 
principal components (varimax solution) analysis and cluster analysis
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techniques, as a means of classifying residential differentiation in the 
study area of Greater Swansea. The collection of data from the sample 
selected is accordingly identified, the use of a questionnaire based 
approach justified and the principles of questionnaire design 
emphasised. Finally, chapter two concludes with a detailed presentation 
of the survey characteristics, the survey, response and the classification 
of consumers from the survey results.

The research design and methodology therefore embodies the three 
groups of problems facing social survey research. Notably:

- from whom to collect the information,
- what methods to use to collect the information,
- how to process, analyse and interpret the information.

None of these three areas are mutually exclusive. The first two are 
covered in detail in the forthcoming discussion on sample selection and 
data collection. The final statement is, as many authors point out, 
partly conditioned by the results of the first two whilst simultaneously 
influencing the form of these (0'Murcheartaigh, op.cit; Dixon and Leach, 
1978; Kish, 1965). A rigorous research design is, therefore, of 
overwhelming importance to any research project. The advice of Oppenheim 
(1966, p.3) is ' for the "survey literature abounds with
portentous conclusions based on faulty inferences from insufficient 
evidence wrongly assembled and misguidedly collected".

The process of research design and methodology as a whole, must be 
aimed at precision, logic, economy and efficency.
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1. The Study Area: A Social and Retail Geography of Greater Swansea and
West Glamorgan.

The chosen geographical area for research into the intra-urban 
shopping patterns of selected consumer groups is the City region of 
Swansea.

Swansea (the population was over 167,000 in 1981) is the major city 
of the County of West Glamorgan. The County of West Glamorgan (201,779 
acres in area) extends from Gower, Loughor and Pontarddulais in the west, 
to Kenfig and Abergwynfi in the east. Northwards from Swansea it 
includes most of the Neath, Dulais, Afan and Swansea Valleys and the 
surrounding uplands. Although a compact area, its geography divides the 
County into distinct communities which focus on Neath, Port Talbot and, 
of course, Swansea. (Figure 2.1) In terms of physical geography the 
Swansea Bay area geologically occupies the south western corner of the 
South Wales coalfield. Balchin (1971) provides a series of essays which 
comprehensively outline the physical characteristics of the area. The 
majority of this information does not demand repetition in this 
discussion. Local relief however has been an important influence in the 
human landscape of the area. A basic physical arrangement originally 
existed all around Swansea Bay. Lining the bay behind the high tide 
level was a line of sand dunes, which originally extended virtually 
unbroken, except at the river mouths from Oystermonth in the west, to 
Porthcawl in the south east. Behind this lay a low-lying, ill drained, 
marshy area underlain by alluvium or glacial clay. The lower slopes of 
the hills rise up from this ill-drained area, bordered in turn by the 
steep slopes of a former cliff line cut into the rocks by higher sea 
levels in the geological past. On top of the steep slopes the land was 
flat and plateau like or gently undulating. Each of these zones varies 
in width and importance in various places around Swansea Bay, but the 
arrangement is always the same. Other important physical features 
include a ridge, highest in the west, extending from Penclawdd in North 
Gower, through Townhill and Kilvey Hill to Briton Ferry in the east. 
Between this ridge and the steep edge of the coalfield plateau to the 
north is an area of generally lower land with gentler slopes. 
Consequently the human landscape has, throughout a significant
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period of economic and industrial development since the seventeenth 
century, been influenced by this physical geography. This continuous 
development in the area is well referenced (an excellent account of the 
historical detail appears in "Swansea and its Region'*, Balchin, 1971; 
also Humphrys, 1972) and has produced the present day settlement 
geography of the region that will now be discussed in some detail. 
Swansea, as the principal service centre (Davies, 1972) for the County of 
West Glamorgan, provides the main commercial, industrial and 
administrative function of what is a loosely integrated region. The 
County is administratively divided (since 1974) into four constituent 
districts; Afan, Lliw Valley, Neath and Swansea. Swansea District, in 
the reorganisation of 1974, was extended to include the previously rural 
district of Gower. Figure 2.2 outlines the post and pre—1974 local 
authority districts of the county. The pre-1974 boundary of Swansea C.B. 
is important as subsequent analysis is based upon this defined area.

The population geography of the area has fluctuated over the period 
since 1951. Swansea has always been the dominant centre by population, 
and an examination of the recent trends between 1971 and 1981 (Table 2.1) 
shows a decline in both the population of the County and of the Swansea 
district over the period. This can be credited to a combination of 
reduced birth rate and outward migration from the County.

Table 2.1: Population 1971 - 1981 West Glamorgan

Districts 1971 1981 Percentage

Afan 59,368 54,404 - 8.4%
Lliw Valley 57,443 59,663 + 3.9%
Neath 67,801 66,068 - 2.6%
Swansea 185,989 183,484 - 1.3%
W. Glamorgan 370,607 363,619 - 1.9%

Source: W.G.C.C.
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Figure 2.2:WEST GLAMORGAN

Pre-1974 Local Authorities*.'.
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Swansea is clearly the main area of population in the County. The 
function and potential catchment area of the city is much wider than 
these administrative boundaries and for many activities, including high 
order durable shopping, it is a main centre for South West Wales. Davies 
(1972) applied the concept of a city region (see Herbert and Thomas, 1982 
for a discussion on the typology of urban regions) to define Swansea, 
based upon an investigation of high order shopper trips. Data was 
gathered from a survey of trips and a particularly significant map was 
produced, showing the percentage of interviewees who travelled to either 
Swansea or Cardiff to shop in the month prior to the survey date. Davies 
considered the 33% line as the breakpoint of demarcation between the \

hinterlands of Cardiff and Swansea. The resultant map is reproduced in 
Figure 2.3 and clearly illustrates the potential catchment area of the 
city.

The urban social geography of Swansea is relatively typical of many 
provincial cities in Britain. Figure 2.4 illustrates the built up area 
of Swansea in 1978. Internally the city can be divided into a relatively 
high status residential area in the south and west, mainly concentrated 
along the coast, but also extending onto the Gower Peninsula. Much of 
the remainder of Swansea is composed of lower status residential 
districts. Concentrations of small nineteenth century terraced houses 
are located east of the River Tawe, near to the docks, and are associated 
with the early industrial suburbs of the lower Swansea valley (see 
Bromley and Humphrys, 1979) notably; Hafod, Landore and Morriston. To 
the northwest of the town are located exten^iVe* a!reas of local authority 
houses built since 1919 (see Figure 2.5 and Davies, 1982). The remaining 
settlements of the County of West Glamorgan are near the coast and 
largely industrial in character, and range in size from the smaller 
centres of Pontarddulais and Gorseinon in the extreme west, to the larger 
centres of Neath and the major concentration of heavy industry at 
Aberafan. The latter two settlements have small enclaves of higher 
status private housing to the north east at Cimla and to the north west 
at Baglan. Settlement in the coalfield area consists largely of small 
nineteenth century terraced housing clustered near to coal mining and 
metallurgical industries and extending in characteristic linear patterns 
along the valley floors. These have been areas of population decline for 
some years. The development of these patterns of settlement, with a belt
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Figure 2.3:The City Region of Greater Swansea- 

showing generalized consumer behaviour and 

trade area boundary (reproduced from Davies,1972)
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Figure 2.4:Greater Swansea-Built Up Area
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Figure 2.5:The Location of Council Estates in 
Greater Swansea
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of coastal industry, has led one author to favour the term 'Swansea Bay 
City' (Humphrys, 1972) although Davies (1972) views the area as a 
conurbation and a city region (Figure 2.3). The forthcoming research 
concentrates on the main urban area (termed Greater Swansea) as can be 
delimited by the pre-1974 Local Authority boundary. This area broadly 
encompasses the continuous urban area and permits a convenient alignment 
with published statistics for the area.

The transportation geography of the County has similarly influenced 
the urban development. Following improvements in road communications 
during the 1950's the urban area of Greater Swansea became more 
physically and functionally integrated. The current pattern of road 
transport both within the County of West Glamorgan and the urban area of 
Greater Swansea is illustrated in Figures 2.6A and 2.6B. The main 
corridor of movement in the County is along the coastal plain. In 
addition, secondary corridors radiate along the main valleys and to the 
west. The national road network comprises the M4/A48 to Cardiff and 
London, the A48 to West Wales, and the A465 to the Midlands via the Neath 
Valley. Road transport in the Swansea urban area has been influenced by 
the hilly topography which has resulted in a rudimentary distribution 
network of roads, with only a few alternative routes and an inadequate 
connection between the radial roads. A single orbital route (Cockett 
Road) runs from the South West to the North Western part of Swansea. 
Consequently, traffic congestion, and the associated problems of parking 
and pedestrian and vehicle conflict, are characteristic of the area.
Many shopping facilities are located alongside these routes or at nodal 
intersections of this network and consequently, patterns of consumer 
behaviour are influenced by the network of road communications in the 
area.

Swansea clearly can be viewed as an important sub regional centre for 
South West Wales. The urban social geography of the city is typical of 
many British provincial cities with recognisable high and low status 
residential areas.

The detailed retail geography of the area can be illustrated with 
reference to the wider approaches of the subject, in respect of retail 
location, retail organisation and public planning policy. The study of
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these aspects is covered in considerable detail by Dawson (1980) and this 
discussion does not so much attempt to review the literature, but to 
apply the inherent principles to the Swansea area.

South Wales, and in particular the County of West Glamorgan and the 
City area of Greater Swansea, exhibit examples of all the national 
changes in shopping facilities that have occured since the 1960's in 
Britain. The significance of these changes is, as Thomas (1978) notes, 
clearly apparent if viewed in the context of the hierarchy of shopping 
centres in the region. A problem facing geographers and planners alike 
in discussing a retail hierarchy is the availability of recently 
collected and statistically refined data*. _ Previously, such 
studies relied on a National Census of Distribution and other Services 
(1971 for example) but clearly in the absence of such a census an 
alternative source is required. Information on the size of retail 
centres in West Glamorgan is based upon a survey conducted by the County 
Planning Authority in 1976/77 (Shops and Office Floorspace Survey, West 
Glamorgan County Council, 1977/78). This survey provided detailed 
information and allowed an authorative picture of the retail hierarchy of 
West Glamorgan to be developed. The shops and office floorspace survey 
recorded information on the location of all retail outlets in the 
County. All outlets were categorised by a land use coding that can be 
aggregated into convenience and durable shopping categories. Shops 
selling convenience type goods were defined in terms of the Standard 
Industrial Classification (S.I.C.) 1968, as Minimum List Headings 820/1 
(grocers and provisions dealers); 820/2 (other food retailers); and 821/1 
(confectioners, newsagents and tobacconists). Durable goods shops can be 
defined by S.I.C. Minimum List Headings 821/2 (clothing and footwear 
shops); 821/3 (household.goods shops); 821/4 (other non-food retailers) 
and 821/5 (general stores). General stores include 'large mixed retail 
businesses' like department stores and variety stores, selling 
predominantly durable goods but often containing an element of 
convenience goods, plus superstore type developments. This latter group 
sell appreciable numbers of both convenience and durable goods.

The forthcoming discussion of the retail hierarchy in West Glamorgan 
relates to total sales areas in order to overcome any such ambiguity and 
restrictions in the confidentiality of the data utilised. To understand
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fully the situation within the County area of West Glamorgan, and 
especially the urban area of Greater Swansea, the regional context of 
shopping centres in industrial South Wales needs to be broadly outlined. 
Thomas (1978) provides a detiled discussion of the hierarchy of shopping 
centres in industrial South Wales based largely upon the 1971 Census of 
Distribution. Figure 2.7 outlines the hierarchy as presented by Thomas, 
and is a useful indication of the situation in 1978. Four main 
categories of shopping centre can be identified. At the highest level, 
the regional centre of Cardiff includes over 1 million square feet of 
retail floorspace in 1971, whilst the centres of Swansea and Newport at 
766,000 and 536,000 square feet net sales area respectively, achieve a 
sub regional importance in their respective areas. As Thomas points out, 
Cardiff achieves a much higher degree of specialisation than either 
Newport or Swansea. The third category identified by Thomas is that of 
small town centres. These have a restricted significance and are found 
in the smaller towns like Bridgend, Pontypridd, Merthyr Tydfil and 
Neath. Table 2.2 taken from Thomas (op.cit) details the respective 
retail floorspace statistics for these centres. Below this level are the 
major district centres. Much smaller than small town centres, Thomas 
(op.cit) credits the great majority of major district centes in South 
Wales with less than 100,000 square feet of net retail floorspace.

Complementing this broad hierarchy within South Wales are a number of 
superstore and hypermarket type developments. Thomas (op.cit, p.17) 
provides a general working definition of superstores and hypermarkets, 
and this will not be repeated in detail here. Suffice to state that 
superstores in South Wales are generally free standing, single storey 
buildings of between 25 and 50,000 square feet gross area, whilst 
hypermarkets are greater than 50,000 square feet gross area. Figure 2.8 
taken from Thomas (op.cit, p.21) details both the location of trading 
superstores and hypermarkets with those that were the subject of the 
planning authorities in 1978.

The consideration of this current research is 
intra-urban The structure of retailing in both the County of
West Glamorgan and furthermore the city area of Greater Swansea require a 
detailed examination to provide the basis for the analysis of intra-urban 
shopping behaviour. Planning policies in the County are not extensively
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Table 2.2: The Hierarchy of Shopping Centres in Industrial South Wales

Regional, Sub-regional and Small Town Centres 1978.

Population
1971

Retail Floorspace 
(Sales/net. 1971) 
( *000 sq. ft.)

Turnover 1971

£( ’000)

Cardiff
Swansea
Newport
Cwmbran

278,221 
172,566 
112,048 
31,614 

(50,000 Est. 1975)

1,038
766
536

45.511
35.057
24.911

?
330 (Est. 1975)

Llanelli 26,320
Pontypridd 34,465
Neath 28,568
Merthyr Tydfil 55,215
Aberafan 50,658
(Port Talbot)
Bridgend 14,531

252
240
223
177
169

11.314
8.925
9.683
6.572
6.259

Comparable status to Pontypridd 
(Raybould, 1973)

Source: Census of Distribution and Other Services,
Wales Area Tables 1971.
(Reproduced from Thomas, 1978)
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discussed in this essay. The relevant planning documents (W.G.C.C.,
1977) and the work previously referred to, covers such considerations.
The discussion has centred upon a straightforward approach to the concept 
of a retail hierarchy. Both this, and the more detailed forthcoming 
discussion, primarily relate to the context of a complete urban retail 
structure drawing on the work of Berry (1967) and Garner (1966). The 
scheme presented by these authors and the notion of a hierarchy was 
adapted and applied by Davies (1972) into a structural model of retailing 
facilities in large urban areas. Hence, the Central Business District 
became a microcosm of the whole city. Nucleated, ribbon and special area 
characteristics were identified, with the nucleations being structured in 
belts of diminishing threshold value, giving an outward continuum of shop 
types from the city centre to peripheral neigbourhood shopping centres. 
Kivell and Shaw (1978), also reproduced in Dawson (1980), provide an 
extensive discussion of such considerations and a detailed examination of 
these concepts need not be provided within this , cJrs<kf fa&T,
Nevertheless, the basic conceptual framework outlined by such authors are 
followed in the discussion of retailing in the area of Greater Swansea.

Retail facilities within the County vary considerably in accordance 
with the distribution of population. Shopping centres of any significant 
dimensions are highly dispersed throughout much of the County, and only 
within the area of Greater Swansea are the detailed aspects of a retail 
hierarchy illustrated. The forthcoming discussion seeks to examine and 
describe the patterns of retail facilities within the area. Figure 2.9 
provides an illustration of the major shopping centres in West Glamorgan 
in 1978 using information from the Shops and Office Floorspace Survey of 
1977/78 previously detailed. Six components to the shopping hierarchy of 
the County are provided in Figure 2.9. These are differentiated by the 
total size of floorspace sales area for the centres identified 
(Table 2.3). Only the defined grade IV type centres include reference to 
the configuration of shops within each centre. Grade W  centres are 
defined as either nucleations, ribbons, dispersed centres or free 
standing superstore developments. Grade V centres are the smallest 
retail centres identified. These are defined in terms of floorspace 
statistics of less than 4,000 square feet total sales area. 42 centres 
are found in this group and can be termed Local Shopping Centres. The 
majority of these centres are found within the defined area of Swansea C.B.
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Table 2.3: Shopping Centres in West Glamorgan 1978

Floorspace (Ft 2)
District Shopping Centre Total Sales Area

Newton 1500
West Cross A 1530
West Cross B 790
West Cross C 2420
Oystermouth 32420
Sketty Park 2835
Killay 11830
Sketty 24000
Tycoch 3700
Uplands 27520
Swansea U.C. 1750
Rhondda St. 5130
Bernard St. 4940
Hanover St. 2760
Glanmor Rd. 1185
King Edward Rd. 6160
St. Helens Rd. 4170
Western St. 6690
Hafod 5360
Cwmbwrla 7000
Mayhill Rd. 1 2620
Townhill Rd. 1270
St. Thomas 2470
Cwmrhydyceirw 2480
Ynysforgan 1100
Pen-y-Graig Rd. 3900
Graiglwyd Centre 1080
Gors Avenue 1895
Birchgrove 1160
Llansamlet 340
Waunarlwydd 1580
Bryn-y-Mor Rd. 13675
Gendros 12565
Penlan 1920
Rheidol Avenue 7105
Llangyfelach Rd. 7085
Portmead 4020
Brynhyfryd Sq. 4250
Eaton Rd. 3480
Morriston 96970
Pt. Tennant 940
Dan-y-Graig 8760
Bonymaen 1320
Winch Wen 6405
Trallwn 2970
Pentrechwyth 955
Plasmarl 5510
Swansea City Centre 1,418,995
Conway Rd. 3955

Centre
Typology

V
V
V
V
III A
V
III B 
III A
V
III A
V
IV 
IV
V
V
IV (D) 
IV (R) 
IV CD* 
IV 
IV
V
V
V
V
V
V
V
V
V
V
V
III B
III B
V
IV
IV (R)
IV
IV
V 
II
V 
IV
V 
IV
V
V 
IV 
I
V
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Floorspace (Ft 2) Centre
District Shopping Centre Total Sales Area Typology
Swansea Ravenhill Rd. 5610 IV

Manselton 7875 IV (D)
Middle Rd. Upper 1585 V
Middle Rd. Lower 2725 V
Tesco at Fforestfach 8800 IV (S)
Bishopston 2490 V
Kittle 4025 IV
Penclawdd 4820 IV
Port Eynon 2380 V
Julians at Garngoch (Estimated 6500) IV (S)

Afan Blaengwynfi 5650 IV
Cwmavon 1230 V
Fairwood Dr. 3270 V
Glyncorrwg 2510 V
Tollgate Rd. 2325 V
Mar gam Rd. 1680 V
Mayberry Rd. 775 V
Pt. Talbot Town Centre 164980 II
Sandfields 10750 III B
Sandown Rd. 3295 V
Taibach 16100 III B
Victoria Rd. 6210 IV
Ysguthan Rd/Water St. 1800 V

Lliw Clydach 21840 III A
Cwmllynfell 3810 V
Gorseinon 50,525 III A
Gowerton 10,250 III B
Gwaun Caer Gurwen 5900 IV
Pontardawe 34660 III A
Pontarddulais 24520 III A
Ystalyfera 13585 III B

Neath Briton Ferry 17720 IIIB
Crynant 4200 IV
Dyffryn Cellwen 2560 V
Glynneath 15530 III B
Melincryddan 7150 IV
Neath Town Centre 195,700 II
Resolven 10,400 III B
Seven Sisters 2920 V
Skewen 29010 III A

Table 2.3 details the breakdown of all the shopping centres in West 
Glamorgan by local authority district. A total of 89 different locations 
are detailed and shown on Figure 2.9.

(D) Dispersed Centre
(S) Superstore type development
(R) Ribbon development
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Grade IV centres include a mixture of retail configurations that are 
between 4,000 and 10,000 square feet total sales area. They have been 
labelled Neighbourhood Centres and include a number of free standing 
developments of a 'superstore' nature. 25 centres of this type are found 
in West Glamorgan. Grade III centres can be differentiated into two 
types. Termed District Centres, IIIB centres are between 10,000 and 
20,000 square feet total sales area and IIIA centres, 20-90,000 square 
feet total sales area. Ten examples of type IIIB district centres and 
eight of type IIIA district centres are found in West Glamorgan. Grade 
II centres are termed Small Town Centres and the three examples found in 
West Glamorgan range from 96,000 square feet total sales to 195,000 
square feet. Finally, the Swansea city centre or C.B.D. dominates the 
hierarchy and accounts for over 1.4 million square feet of floorspace.

The discussion will initially consider the retail hierarchy of the 
County area before proceeding to detail the intra-urban hierarchy of 
Greater Swansea. In 1971, retail turnover for the County of West 
Glamorgan was recorded at £102.2 million. Approximately 59% of this 
figure (£60.3 million) was accounted for by Swansea shopping centres, 
with the city centre area (Grade I centre) accounting for £35.1 million. 
Clearly, retail centres outside Greater Swansea are of secondary status 
to the city centre, and the Grade II or small town shopping centres of 
Neath and Aberafan/Port Talbot provide a strong convenience and secondary 
durable function for their local populations. These centres initially 
developed as a result of the local economic history of the area, whereby 
largely independent industrial centres served an immediate hinterland 
with goods and services. Improvements in communications thoughout the 
area since the mid 1950's have integrated these towns within Greater 
Swansea. As a result, it would appear that shopping trips, in particular 
for higher order goods, occur across the County (Thomas, 1974). A 
similar small town centre, not detailed, is Llanelli, approximately 10 
miles west of Swansea, outside of the County boundary. District centres 
in West Glamorgan, outside Greater Swansea, provide a similar convenience 
shopping function for their local populations and are found along the 
valley floors (for example Clydach, Pontardawe in the Swansea Valley; 
Pontarddulais in the Loughor valley to the west of the County and 
Glynneath and Resolven in the Neath Valley). Small district centres are
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also found in the populated areas along the coastal belt towards Neath 
and Aberafan (Skewen, Sandfields and Taibach). Neighbourhood and local 
shopping centres support this hierarchy throughout the County and are 
generally found in the smaller communities. These centres can range from 
a few small shops in an isolated community to a shopping centre of 7,000 
square feet selling area.

The intra-urban shopping hierarchy of Greater Swansea is illustrated 
in Figures 2.10A and 2.10B. The city centre dominates the area. The 
second largest centre, and classified here as the equivalent of a small 
town centre, is Morriston which is located in the north of the city. 
Morriston is far larger than any other suburban shopping centre and 
provides a variety of outlets selling convenience, durable and specialist 
products. The development of Morriston has again resulted from the 
economic history of the area, originating as an industrial centre 
approximately four or five miles inland from the coast, with a relatively 
distinct and separate community.

Table 2.3 details six district centres of between 10 - 90,000 square 
feet total selling area within.Greater Swansea. Serving a strong 
complimentary function to Swansea city centre, these district centres 
offer a strong convenience but also a secondary durable goods shopping 
function. Three of the centres are larger than the others. Uplands and 
Sketty are to the west of the city, whilst Oystermouth in the south west 
also provides a certain minor specialist shopping function as a centre 
for tourism in the area. The smaller district centres are at Killay and 
Gendros/Fforestfach in the west and Bryn-y-Mor Road to the south west of 
the city centre.

Below this level, centres, classified as neighbourhood facilities, 
function predominantly for short distance convenience goods shopping and 
isolated durable purchases. A variety of retail facilities of this type 
are found in Greater Swansea, ranging from nucleated facilites (for 
example Dan-y-Graig in east Swansea), a number of dispersed outlets 
within 50-100 metres of each other (for example Manselton to the north of 
the city centre), ribbon facilities along major arterials (for example St 
Helens Road, west of the city centre) and small free standing superstore 
developments. Two examples of the latter are found to the north west of
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Figure 2.10A: Major Shopping Centres in

Greater Swansea 1978
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Figure 2.10B: Names of the Major Shopping Centres

in Greater Swansea 1978
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Swansea; Tesco at Fforestfach and Julians at Garngoch (a retail 
warehouse). These examples are named on Figure 2.10B.

Local shopping facilities provide the lowest level in the retail 
hierarchy, and primarily function for secondary or complementary 
convenience shopping. A variety of centres are found throughout the 
built-up area of Swansea. Also illustrated on Figures 2.10A and 2.10B 
are a number of retail centres outside the defined area that could be 
considered possible outlets for intra-urban consumer behaviour. District 
centres are found in the communities of Gowerton, Gorseinon, Pontardawe, 
Clydach, Skewen and Pontarddulais.

The retail hierarchy of the study area is quite varied. Six 
components of the hierarchy have been presented. A high density of 
retail establishments in the inner city zone, especially along main roads 
from the city centre is noticeable. Suburban shopping centres generally 
occur at the intersections of road networks, whilst smaller centres are 
scattered in the intervening areas. A number of centralised shopping 
facilities are illustrated in Plates 1 to 6.

The retail hierarchy, therefore, provides a basis for the research 
objectives as detailed. Intra-urban patterns of shopping behaviour can 
be disaggregated by retail opportunity on the basis of the hierarchy of 
facilities presented.

*
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MAJOR SHOPPING CENTRES IN GREATER SWANSEA

P L A T E l : SWANSEA CITY CENTRE

PLATE 2:  SWANSEA CITY CENTRE
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PLATE 3: MORRISTON SMALL TOWN CENTRE

PLATE 4:  UPLANDS DISTRICT CENTRE
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PLATE 5: SKETTY CROSS DISTRICT CENTRE

PLATE 6 :  KILLAY DISTRICT CENTRE
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2. Sample Selection

2.1 The Theory of Sample Selection

The theory of sampling provides the social researcher with an 
extensive array of rules and guidelines which enhances the understanding 
of this integral part of research design. Many authors have written on 
this subject (Kish, 1965; Moser and Kalton, 1971; Dixon and Leach, 1978; 
O'Muirchaetaigh and Payne, 1977) and the variety of different methods, 
expertly covered within these texts, will not be extensively discussed 
here. Instead, this section will provide an overview of the theory of 
sample selection; it will cover the relevant rules for a sample and 
develop a sample frame for the research project.

When properly designed, a sample survey can be a most efficient 
research tool. There is no one ’best1 sample, only a series of 
principles to follow. As Kish (1965, p.25) profoundly states; "there is 
no unique definition that exists for a good, desirable sample". A sample 
design has two aspects; the selection procedure, where elements are 
chosen for inclusion in the sample, and the estimation process, which is 
the method or operation used to computate sample statistics. Commonly 
accepted as a respectable method of social inquiry, the purpose of 
sampling is simply to select and observe, and from this basis make wider 
inferences. The advantages of sampling are considerable in terms of 
time, cost and potential for accuracy and control. To obtain these 
advantages, however, the sampling procedure chosen must be optimally 
suited to the research aims. As Kish (1965) emphasises the survey 
objectives should determine the sample design. The costs of using a 
sampling method are a combination of the financial cost of collecting the 
measurements and developing the sampling frame and the time spent in the *
field, and beforehand in designing and obtaining the frame and drawing 
the sample. It is these costs and time limits, plus the constraints at 
the analysis stage, which inevitably determine the final characteristics 
of sample selection; sample size. Social research needs to select a 
method in which subjective choice is removed and hence ensure that each 
sample, each possible combination of events, has exactly the same chance 
of selection. Sampling theory enables this ’chance' to be estimated and
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the likelihood of the sample being a good representation of the wider 
population (providing certain rules have been adhered to) to be measured.

There are innumerable classificatory types of sample.
O'Muirchaetaigh and Payne (op.cit) identify two; —  model sampling
as used by Kish (defined as the selection procedures which are based on 
broad assumptions, usually not explicit, about the population) and 
probability sampling (selected by the use of a probability mechanism, 
commonly referred to as random samples). They propose a taxonomy of 
sample selection methods, the fundamental difference between their 
classifications of sample types relating to the probability and 
non-probability of sample selection. Model sampling, due to the nature 
of the selection procedures involved, does not generally define the 
broader population to which inferences can be properly made, unless the 
untestable, implicit assumptions can be justified. A probability sample 
is selected by the use of a probability mechanism. The term random 
sample is often used synonymously here and as Herbert and Evans (1974) 
point out; "for most surveys randomness is essential in the selection of 
a sample". A random sample selection can be defined as "one which gives 
each of the units in the population to be covered a calculable (and non 
zero) probability of being selected" (Moser and Kalton, 1971, p.80).
These techniques therefore are designed to be easily related to a wide 
range of statistical tests. The components of probability sampling may 
be combined with one another, and many sample designs will incorporate 
more than one of these components.

A good sample design needs to balance a number of criteria. Kish 
(op.cit) states 4 main criteria; 'goal orientation' (related to the 
research aims), 'measurability' (allowing estimates to be derived), 
'practicality' (simplicity, clarity, completion) and finally 'economy' 
(the fulfillment of objectives with the minimum of costs, effort and 
efficiency in non statistical terms). Moser and Kalton (op.cit, p.79) 
summarise this by stating that "the major principle underlying all sample 
design is the desire to avoid bias in the selection process and to 
achieve the maximum precision for a given outlay of resources". In view 
of this statement, the principle of randomness in the selection process 
cannot be over emphasised; it forms an essential part of the protection
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against sample bias. The manifestation of sample design is inevitably 
through a sampling frame. The first stage in sample selection is to 
establish a frame which contains all the elements in the target 
population. Given restrictions on time or resources, a readily 
obtainable sample frame is sometimes used. This enables a researcher to 
rapidly apply sampling procedures (for a discussion on the varying 
availability of sample frames see Moser and Kalton, op.cit? Dixon and 
Leach, op.cit). The format of the sampling frame will, to a large 
extent, determine the possible sampling methods. Inevitably, a suitable 
frame will not always be readily available and the social researcher will 
need to construct one.

In this current study of consumer behaviour, the importance of the 
research objectives required the development of a sample frame. The 
primary significance of variations, in both the social characteristics of 
the urban population of Swansea and the spatial pattern of the available 
shopping opportunities available to residents througout the city, 
necessitated a specific sample frame. Existing sample frames used in a 
variety of other social scientific analyses do not explicitly account for 
the detailed peculiarities of the geographical considerations of this 
study. The research aim, to disaggregate behaviour for the influence of 
social and geographical differentiation, subsumes a degree of control in 
these variables. Consequently, the study required a sample frame whereby 
both the retail opportunities and the social characteristics of the 
population are controlled. This demanded the use of a sample frame 
whereby contrasting social status groups, which are geographically 
juxtaposed, were identified, so that for any single sample area a stable 
shopping environment is maintained. This research frame would allow, as 
far as was possible, only one significant factor to vary and, therefore, 
facilitate the explanation of the determinants of shopping behaviour.

A similar approach has previously been applied in studies of consumer 
behaviour by Davies (1969), Thomas (1974) and Potter (1982). The 
research aims clearly condition the sampling frame, and assume that the 
criteria for subdividing the population before selecting a final sample 
should be geographically based. The use of urban sub-area sampling is 
the obvious method to achieve these objectives. Similarly, the sample
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design can be subjected to caution, rigour of method and thoroughness. 
On account of this integral element of control, the research overcomes 
any doubts regarding the validity of the data base collected.

2.2 Urban Sub-Area Analysis and Sample Selection

The design of a method whereby suitable sample survey areas could be 
selected is of paramount importance to this study. The time spent at 
this design stage would prove to be invaluable in the quality of data and 
resultant analysis. Consequently, a series of decisions were made which 
resulted in the application of a 'multi-staged' sampling approach to the 
selection of sub-areas for detailed survey. Inevitably the method 
described draws upon stratification procedures before selecting a purely 
random sample. As a procedural step, stratification does not imply any 
departure from the underlying principle of randomness. All the method 
seeks to accomplish is the simple division of a population into a series 
of operational stratum before the final selection of a random sample. In 
research on shopping behaviour, stratification has the distinct advantage 
of allowing the representation of sub-groups within a population. This 
distinctly relates to the research aims for a total analysis. A decision 
over sample size within each defined stratum is crucial and must be 
resolved with reference to the overall research objectives, with due 
regard for the techniques of analysis and the relative homogeneity of the 
sub-group population. Further decisions were required in the use of 
either a uniform sampling fraction and the selection of a 'proportionate 
stratified sample', or a variable fraction and a 'disproportionate 
sample'. The current research objectives related the problem of sample 
size to the proposed method of analysis, and hence selected on the basis 
of a proportionate stratified sample at the final stage of selection. 
Often the basis for stratification can involve a major decision in the 
design stages. A number of authors (Herbert and Evans, 1974; Johnston, 
1976, 1979; Walker, 1975 and Phillips, 1978) have concentrated on the 
applicability of area sampling and stratification; however, as has been 
suggested, the aims of this research can be obviously accomplished by 
applying such methods. Stratification within area sampling can be based 
on the selection of different types of area, assuming the relative 
homogeneity of residential neighbourhoods. This approach encompasses the
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study of social areas within a city (Shevky and Bell, 1955).
Consequently, a method is required which will unravel the complexities of 
the differences, both between and within, residential districts. In this 
particular application, the need for a standard service environment adds 
a further selection criterion. The identification of the retail hierarchy 
in Greater Swansea is thus crucial to the selection of sample areas.

■ This methodology has a highly subjective element. Despite the use of 
seemingly objective methods for analysis, the reliance of the approach on 
census generated material, subjects the research to external decisions. 
Since the research problem concerns areal characteristics (and thus, the 
amalgamation of individuals), the patterns of such areas, their size and 
shape all affect such investigations. Consequently, Johnston's, 
statements (1968) of caution are well noted.

2.3 The Choice of Technique, Data Source and Selection of Input Variables

The decision as to the most appropriate data source to use and the 
statistical technique of analysis to apply is covered in much detail by 
Herbert and Evans (1974), Johnston (1976) and Walker (1975). This 
section will not extensively duplicate this debate, it is sufficient to 
refer to these discussions and to state that a decision was taken to make 
use of (at the time) the most recent U.K. national population census 
(1971) and computerised multivariate analyses techniques, as an initial 
base; for classifying small areas of the city of Swansea.

The principles of social area investigation are followed through the 
manipulation of factor analysis based studies. This area has received 
much attention over recent years and the use of such techniques in models 
of ecological structures ('factorial ecology' as defined by Sweetser, 
1965, p.219) is well documented (Johnston, 1976? Berry, 1971? Rees, 1972 
and Evans, 1973). Areal classifications of the city of Swansea, via the 
use of these statistical techniques, in conjunction with a knowledge of 
the retail -Ŝ S.fe.vyvj will enable the fundamental aims of the research to 
be met. The method of identifying social areas of the city will guide 
the selection of sample sites to the requirement for a spatial and social 
juxtaposition of groups with access to a standard service environment.
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The final selection of survey sites will effectively become a stratified 
areal framework for the selection of type areas for detail^study. 1971
census data 8n*to be used as the primary data source for the analysis. 
This decision is very much in line with previous studies and is viewed as 
providing the basis for an excellent classificatory procedure. Subjected 
to the computer based multivariate techniques of principal components 
analysis and cluster analysis, an objective statistical method, albeit 
within the confines of subjective decisions (Johnston, 1968), will be 
followed. The areal unit to be analysed is the enumeration district 
(E.D.). Defined in census terms on the basis of the area that a sample 
enumerator could conveniently cover, it is sufficiently small (typically 
no more than 150 households) to be regarded as relatively homogenous. 
Reference to the Small Area Statistics (Ward library) provides for each 
E.D. an extensive range of census variables. Given a large number of 
selected variables for each E.D., the use of principal components or 
cluster analysis techniques, will handle the data and produce a 
relatively straightforward classificatory procedure. As Herbert and 
Evans state (1974, p.175);

"This allows E.D.'s to be classified in terms of 'social space' and 
'geographic space', both of which have applications in sampling 
procedures".

The research commanded the use of an analysis of this type, rather 
than the reliance upon existing sampling frame classifications of social 
areas (Phillips, 1978 and Webber, 1976), on account of the vulnerability 
of such procedures to the variables selected. The techniques of principal 
components and cluster analysis will only provide a classification 
reflecting the choice of input variables; consequently, they cannot 
provide definite answers to the social differentiation of cities.

Twenty seven variables were selected from the Small Area Statistics 
(Ward library) for the 322 enumeration districts of the 15 wards 
constituting the city borough of Swansea (Figure 2.11). These variables 
(see Table 2.4) were selected with caution and generally provide a well 
balanced array covering the major socio-economic and demographic 
characteristics of the urban mosaic. Furthermore, the variables cover 
the range of the major influences upon shopping behaviour identified in 
the literature. These influences encompass a range of the cultural,
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Table 2.4: Input Variables for the Principal Components Analysis

1. % population present in private households aged 0 - 4  years.
2. % population present in private households aged 5 - 1 4  years.
3. % population present in private households (males) aged 65+ years.
4. % population present in private households (females) aged 60+ years.
5. % population (resident) born outside U.K.
6. % households with no children.
7. % dwellings owner occupied.
8. % dwellings rented from local authority.
9. % dwellings rented and unfurnished.

10. % dwellings rented and furnished.
11. % households in shared dwellings.
12. % single person households.
13. % households with exclusive use of all amenities.
14. % households sharing/lacking a fixed bath.
15. % households lacking an inside w.c.
16. % households with persons living at a density over 1.5 per room.
17. % dwellings with 1 - 3  rooms.
18.. % dwellings with 7+ rooms.
19. % households with 6 or 7 persons present.
20. % economically active females aged 15+ years.
21. % economically active males aged 15+ years.
22. % economically active females (married) in private households.
23. % of total population moved into the L.A. during past 12 months.
24. % of total population moved into the L.A. during past 5 years.
25. % economically active and retired heads of households in

socio-economic groups 1, 2, 3, 4 and 13.
26. % economically active and retired heads of household in

socio-economic groups 7, 10, 11 and 15.
27. % households with no car.
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Figure 2.11:Ward and Enumeration Districts in

Swansea C.B. 1971
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demographic and economic milieu identified by Huff (1960) plus the 
successful results of empirical research which has identified the 
association of income, sex, age, occupation, ethnic affiliation and 
geographical location with overt behaviour (Shepherd and Thomas, 1980). 
Specific studies have indicated the influence of alternative variables 
like life cycle, car ownership and personal mobility, social class, the 
gender constraints of young children and the work status of women on 
differences in observed patterns of shopping behaviour (Foxall, 1977; 
Thomas, 1974? Hillman et al, 1972; Davies, 1969; Tivers, 1977 and Potter, 
1977). The influence of search learning is accounted for by the 
inclusion of residential mobility indicators.

Five generic types of variables were selected from the Small Area 
Statistics (Ward library) reflecting?

i) the social and demographic structure of the population
ii) housing tenure
iii) household size and condition
iv) economic activity rates and socio-economic status
v ) migration rates.

The time spent selecting such variables is justifiable, given Evan's 
statement (1973, p.89); "a careful selection of variables will 
considerably improve the chances of useful results being obtained". 
Similarly Johnston (1976, p.230) in his conclusion offers? "perhaps more 
concern should be expressed about the nature of the material fed into 
factorial ecologies than with the method itself".

2.4 The Principal Components Analysis

Principal components analysis is a widely accepted method used in 
studies of intra-urban residential differentiation. It is a technique 
which at the descriptive level provides (within the constraints of the 
variables and areas) suggestions and maps of the basic patterns of 
residential differentiation. A number of methodologies of potential 
power exist, and the analyst must choose from these basic techniques and 
select an appropriate path through the procedure. The interpretation of
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the output, notably the 'meaning' of the components/factors which is 
basic to the whole procedure, also involves personal assessments.

This section of chapter 2 will consider the results of the analysis 
of the solution to a varimax rotation (for a detailed discussion of 
principal components analysis techniques and the debate on varimax 
rotation see Child, 1970; Davies, 1971? Mather, 1976 and Johnston,
1976). It is assumed that the reader is familiar with the basic 
principles of the technique as no detailed discussion will be made within 
the structure of this thesis. Figure 2.12 illustrates a flow diagram 
(taken from Johnston op.cit, p.204) of the procedures involved in the 
factorial ecology method, and is intended as a summary guide to the 
methodology.

A varimax solution is a commonly used form of rotation technique 
applied to a principal componentsanalysis. The procedure has been 
developed to enhance the purpose of precise interpretation by relating 
components more closely to specific clusters of inter-correlated 
variables. Varimax rotates the primary components orthogonally with the 
aim of relating the extracted components more closely to specific 
clusters of related variables (Child, 1970). This is accomplished by 
redistributing the variance of a selected number of components from the 
primary solution, so that the number of very high and very low component 
loadings are increased at the expense of the moderate loadings. This 
results in a solution which summarises a similar amount of the original 
variance, but enables the components to be interpreted as rather more 
precise dimensions of variation. Component loadings allow the leading 
components to be identified and a label attached. The number of 
components selected is based on an interpretative decision as to the 
specification of the eigenvalue, and hence, the point of cut off for the 
computer Debate has occurred as to determining this eigenvalue
and the ultimate decision is based on the researcher's judgement. 
Typically the principle of extracting components with eigenvalues greater 
than unity is widely accepted.

The analysis proceeds through certain of the steps outlined in figure 
2.12. No extensive discussion of the primary component solution is 
provided. Tables 2.5A and 2.5B identify the number of components
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Figure 2.12:Flov Diagram of the Procedures Involved in the Factorial 
Ecology Method (Redrawn from Johnston,1978,p204.)
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Table 2.5A: Percentage of Explained Variance: PRIMARY SOLUTION

Component Percentage Cumulative Percentage
I

II
III
IV
V
VI

27.5 
17.9
11.6 
10.2
6 .6 
4.0

45.4
57.0
67.2
73.8
77.8

Table 2.5B Percentage of Explained Variance; VARIMAX SOLUTION

Component Percentage Cumulative Percentage
I

II
III
IV
V
VI

19.2
17.6
14.4
15.0
7.3
4.3

36.8
51.2
66.2 
73.5
77.8

produced with eigenvalues greater than unity for both the primary 
solution and varimax rotation. The primary solution is provided for 
comparative purpose and also to permit an assessment of the stability of 
the solution utilised. Six primary components, accounting for 77.8% of 
the total variance, were subjected to a varimax rotation. The component 
loadings matrix (Table 2.6) allows the leading components to be 
identified and labelled accordingly. Only the varimax solution is 
presented. Component I suggests a demographic variable of age structure, 
with those variables with high positive loadings being measures of 
younger age groups, whilst variables of the opposite character have 
negative loadings. Component II is equally as straightforward and is 
clearly related to a social status dimension. High positive loadings 
measure owner occupancy and professional socio-economic groups, whilst 
variables of no household car ownership, local authority housing, low 
socio-economic groups and overcrowding are negatively related. Component 
III is a more complex component, being highly and positively related to 
variables of rented furnished dwellings, small numbers of rooms per 
dwelling, overseas population and shared dwellings. There are no high 
negative values. Thus Component III can be described as one of housing 
subdivision.
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Table 2.6: Varimax Rotated Component Solution

Variable I II

1 0.80 0.08
2 0.72 -0.18
3 -0.83 0.05
4 -0.89 0.04
5 -0.09 0.16
6 -0.89 -0.03
7 -0.03 0.80
8 0.17 -0.74
9 -0.25 0.09

10 -0.23 0.10
11 -0.24 0.03
12 -0.64 -0.13
13 0.14 0.14
14 -0 .14 -0.10
15 -0.08 -0.14
16 0.28 -0.50
17 -0.15 -0 .24
18 -0.27 0.53
19 0.41 -0.62
20 0 .29 -0.28
21 0.71 -0.15
22 0.09 0.01
23 0.13 0.47
24 0.21 0.60
25 -0.11 0.74
26 0.08 -0.73
27 -0.25 -0.83

Eigen
values 7.44 4.83

III IV V

-0.03 0.05 -0.12
-0.25 -0.23 -0.08
-0.04 0.19 -0.21
0.05 0.20 -0.15
0.72 0.16 0.11
0.25 0.20 0.02

-0.20 0.32 -0.22
-0.11 -0.56 0.09
0.24 0.71 0 .22
0.85 0.10 0.08
0.69 0.14 0 .06
0.56 0.23 -0 .07

-0.12 -0 .94 0.06
0.22 0.91 -0.02

-0.16 0.93 -0.09
0.40 0.05 -0.30
0.81 -0.03 -0.03
0.38 0.11 -0.12

CNo•01 -0.17 -0.05
0.01 -0.06 0.83

-0.21 0.05 0.23
0.12 0.02 0.91
0.51 -0.10 -0.05
0.44 -0.16 -0.19
0.14 -0 .23 -0.06

-0.10 0.18 -0.02
0.12 0.33 0.03

3.13 2.75 1.79

VI Communality

0.35 .78
0.34 .79
0.01 .77
0.08 .88
0.14 .61
0.06 .91
0.11 .85
0.02 .91
0.22 .73
0.03 .81
0.13 .57
0.25 .87
0.07 .95
0.07 .91
■0.06 .93
0.07 .59
•0.31 .83
0.51 . .78
0.50 .83
0.10 .87
•0.10 .64
0-10 .87
0.18 .54
0.06 .66
0.23 .69
0.04 .58
0.01 .88

1.08
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Component IV is clearly characteristic of housing conditions, with 
variables of substandard or lack of basic facilities having high positive 
loadings, whilst the variable representative of an exclusive use of all 
amenities has a high negative loading. Components V and VI account for 
less variance. Component V is a specific component relating to the 
economic activity rates of women. Both variables with high loadings 
refer to the economic activity rates of the female population. Component 
VI loads on variables of large households and dwellings.

Once 'labelled', the component scores allow the patterns to be 
identified in geographic space. Figures 2.13 - 2.18 illustrate the 
cartographic representation of component scores which were subsequently 
used as a basis for the selection of type sample areas. The forthcoming 
section 2.3.6 refers to this exercise in detail. Figures 2.13 - 2.18 
illustrate a variety of geographical patterns. Component I - age 
structure shows a varying pattern throughout the city area .Ttoe Elderly 
population is concentrated in the western half of the city, the areas of 
Mumbles/Oystermouth and Uplands - Sketty, highly representing this 
component. In contrast, the areas of younger population are notable in 
the newer housing estates of west Swansea (Killay - Dunvant) and the 
local authority housing areas of the east valley (Bonymaen area). 
Component II - social status identifies the higher status areas of the 
west of the city (notably Mumbles/Oystermouth, West Cross, Newton and 
Langland areas) and smaller enclaves throughout the north and eastern 
sectors, with the large local authority housing estates of Townhill and 
Penlan at the opposite end of the scale. Component III - housing 
subdivision identifies the 'bedsitter' type lands of the Brynmill area of 
the city. The substandard component IV highlights the older terraced 
housing of the Tawe Valley, St. Thomas and Pt. Tennant. Component V 
loads specifically upon the economic activity rates of women and produces 
an interesting pattern of dispersion throughout the city. There is a 
reasonable association between the geographic areas of high negative 
scores on Component IV (lower economic activity rates) and high positive 
scores on Component I (younger age structure). Similarly Component VI 
loads specifically on household size. A varied pattern is again visible,
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Figure 2 .13: Varimax Component I: 'A g e  Structure
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Figure 2.14: Varimax Component I I : ‘ Socio-economic
Status*
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Figure 2 .15 :  Varim ax Component l l l:vHousing

Subdivision'
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Figure 2.16:  Varimax Component IV : 'S ubs tandardness*
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Figure 2.17: Varimax Component V: "Economic

Activity Rates of Women"
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H g u re  2 .18:  Varimax Component VI: "Household S iz e '
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although areas of high negative scores and smaller households are 
concentrated in the west of the city at Killay, with larger households 
found in the high status areas of Derwen Fawr.

2.5 The Cluster Analysis: Patterns of Residential Differentiation in
Greater Swansea

Whereas the principal components analysis has provided a means of 
identifying areas of the city according to a set of important but 
different dimensions, it has not indicated the relative homogeneity of 
small areas in terms of the dimensions identified simultaneously.
Cluster analysis is a technique which will categorise each unit of study 
in terms of the major components identified. Cluster analysis can also 
be used to enable the researcher to produce a single map of geographical 
space which illustrates the patterns of residential differentiation 
throughout the city. Clearly this, if considered alongside the retail 
structure of the study area, can be used as a basis for further decisions 
regarding the selection of sample areas. Accordingly, the research 
objectives for a spatial juxtaposition of contrasting social groups (with 
access to a standard shopping opportunity set) can be maintained as a 
basis for the analysis of overt behaviour.

Cluster analysis is a classification procedure and hence, is highly 
subjective to individual interpretation (Johnston, 1968). It is a 
procedure of innumerable methods which share the common aim for a 
technique which seeks to separate data into constituent groups 
(Everitt, 1974). A cluster is an ill defined term; there is no single 
universal agreement of what constitutes a cluster but nevertheless a 
variety of techniques do share a common aim; to produce a classification 
or grouping of objects or of their characteristics (Mather, 1976). 
Consequently, a variety of clustering techniques exist, many of which 
only exist to serve the various goals of their users, but all seek to 
separate a set of data into groups or clusters.

Everitt (op.cit) provides an excellent review of the field of cluster 
analysis and offers an explanation of the differing techniques.
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The demands of this particular survey design necessitated a 
procedure whereby 322 enumeration districts are successively fused, 
theoretically culminating at the stage when all the individual 
observations are in one group. This agglomerative procedure 
permits the identification of an "optimal level" of classification, 
whereby a number of cluster groups remain. The application used 
Ward's Error Sum of Squares (1963) method of grouping on the basis 
of the availability of the relevant computer software (Wishart, 
1970). Reference should be made to Everitt (op.cit) for a full 
discussion on the method. Basically, however, Ward proposed that 
at any stage of an analysis the loss of information which results 
from the grouping of individuals into clusters can be measured by 
the total sum of squared deviations from the mean of the cluster to 
which it belongs. At each step in the analysis the union of every 
possible pair of clusters is considered and the two clusters, whose 
fusion results in the minimum increase in the error sum of squares, 
are grouped. The input of the 1971 census data for Swansea, for 
the cluster analysis, was the scores of the six leading components 
from the previous analysis. E.D's were categorised into clusters 
on the basis of their similarity in this multi dimensional space. 
The dendrogram output would, if provided, illustrate the individual 
steps in the clustering procedure, however it is sufficient to 
state here that the 317th stage of grouping produced an 'optimal' 
solution of five cluster groups for the city of Swansea. The 
percentage loss of detail at this stage was 19.55%.

Figure 2.19 illustrates the graphic breakdown of the loss of 
detail experienced at each stage. The resultant solution can be 
mapped to illustrate the spatial grouping of each of the clusters 
identified. Figure 2.20 illustrates five spatial clusters 
identified on the basis of their similarity. The general 
characteristics of these clusters will be briefly discussed, the 
categories being numbered as in Figure 2.20.

Cluster 1: this category identifies extensive areas of local
authority housing estates with the associated high provision of 
basic facilities. The age structure of^these areas varied from 
middle aged to young but with a variable size of household unit. 
Notable areas in this category include Blaen-y-Maes, Townhill - 
Mayhill, Penlan, Clase, Sketty Park Estate and areas east of the
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Figure 2.20: Spatial Groupings from the Cluster

Analysis
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WARD & E D BOUNDARIES



River Tawe. Cluster 2: this cluster group comprises areas of a mixed
demographic component, low socio-economic status and a mixture of 
household size. Notable areas included in this group are the older 
communities of the lower valley region and the St. Thomas/Port Tennant 
area east of the River Tawe. Housing stock is predominantly of an older, 
terraced type in these areas. Cluster 3; this group tends towards the 
middle social class areas but does include some of the highest status 
private residential areas of the city. Characteristic of this category 
is a mobile population, generally mid aged to young in age structure, 
resident in private dwellings. Notable areas include much of the western 
side of the city (Mumbles, West Cross, Derwen Fawr, Tycoch and Killay - 
Dunvant) but also north Swansea around Morriston and selected enumeration 
districts of private housing in the eastern side of the valley. Cluster 
4: comprises areas of specific elderly population which are found in the
south west of the city in parts of Mumbles and in the Uplands area to the 
west of the city centre. Cluster 5? this category consists of a smaller 
area of sub-divided households between the University and the city 
centre. Characteristically, this area is the "bedsitter" area of 
Brynmill and Mount Pleasant.

Cluster analysis has served to provide a series of classifications of 
enumeration districts on the basis of the input of census variables. A 
comprehensive representation of the main elements of the socio-geographic 
structure of Swansea has been accomplished and thus provides a basic 
framework for the further decisions on area sampling. A considerable 
degree of objectivity has been introduced into what is a subjective 
categorisation of areas of known social composition. For many types of 
study, this stage is a sufficient basis for the selection of type areas, 
however the influence of the research objectives in this project require 
a further aspect of stratification. It is to a consideration of this 
topic that the chapter now turns.

In a wider perspective this type of research design, whereby 
behaviour of social groups at various locations can be contrasted, is 
becoming increasingly used in social geographical research. The method 
successfully enables a standardised service environment to be maintained 
for spatially juxtaposed but socially different groups of consumers of 
services (Davies, 1969; Thomas, 1974; Phillips, 1978 and Potter, 1982).
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2.6 The Selection of Sample Areas and Respondent Households

The research design needed to account for a spatial juxtaposition of 
contrasting social status areas but with a comparable retail service 
environment. The selection of sample areas therefore necessitated a 
further categorisation to account for differential aspects of
the retail hierarchy of the city of Greater Swansea. A number of 
important considerations prevailed at this stage of decision making. 
Firstly, the problem of using census data collected in 1971 needed to be 
considered. Secondly, the time and cost constraints of the data 
collection exercise demanded attention. A decision had already been 
taken to make use of a single questionnaire schedule and interview to 
collect the data (see section 2.4 for a detailed discussion on the 
justification for this decision). The problem of using 1971 census data 
for a classification of social areas within the city of Greater Swansea, 
and then selecting type areas for detailed analysis, was relatively 
straightforward. Many previous studies using a similar research design 
(Phillips, op.cit and Evans, op.cit) had decided upon the use of the E.D. 
as the input for detailed social survey investigation. This present 
study sought a broader perspective and used the E.D. as a sample choice 
determined only in its 'widest sense'; field validation would override 
the selection of type areas. Furthermore, the population structure of 
the city of Greater Swansea is relatively stable; the study area is not 
an area of excessive in-migration and the majority of new residential 
development is outside the city boundary and hence, the study area.

The second problem, relating to the data collection exercise was 
constrained by practicality. As mentioned earlier, the research design 
specifically called for a juxtaposition of survey sites having access to 
the same shopping opportunities. The basic comparisons were to be 
between two sites designated in what can be termed one 'survey area'.
The sites selected would enable the fundamental hypotheses of social and 
geographical variations in consumer behaviour to be empirically tested.
In the selection of areas the aim for a detailed study necessitated the 
practicabilities of following a segmentation approach to the sample 
survey. Segmentation, as it relates to this research, draws upon the 
identification of 'social areas' (in the broadest sense) within the city 
and their relationship to the retail structure. Figure 2.21 illustrates 
a theoretical model of this segmentation approach.
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Figure 2.21: A Theoretical Segmentation Approach
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The classification of the city into areas of social and residential 
differentiation superimposed on the retail hierarchy of the city region, 
enables the selection of a 'segment' of the city for detailed analysis.
By selecting a segment of known social and spatial compositions (and 
areas of internal consistency), conclusions representative of other areas 
can be developed. The ultimate consideration here is for the depth of 
study and analysis that can be achieved at the expense of brevity 
throughout a wide number of areas. The ultimate selection of sample 
areas was made with due consideration to the methods of analysis. Three 
pairs of survey areas were selected, this would enable the survey to 
cover a wide area of the city and also provide a sufficently high number 
of respondents for analysis. The survey aimed to select approximately 
150 respondents from each of the three areas, which, basing the 
residential neighbourhood around the E.D., would result in approximately 
a 20% sample. The selection procedure for the three areas can be 
discussed with reference to Figures 2.13-2.18 and 2.20 and Figure 2.22. 
Figure 2.23 illustrates the relevant E.D.'s selected for final validation 
and detailed survey.

In the broadest sense the six sites selected for field validation 
were chosen on the basis that they belonged to the same two clusters. 
These can be identified as cluster 1; local authority housing areas and 
cluster 3; the middle/high social status private residential areas. 
Reference was also made to the precise knowledge of the demographic 
structure and socio-economic composition of E.D.'s resulting from the 
principal component solution on rotated components, I (age structure; 
Figure 2.13) and component II (socio-economic status; Figure 2.14)

The areas selected extend across single E.D.'s, as can be seen in 
Figure 2.23. The sample sites can be designated as relatively high and 
low status respectively, and subsequent reference is made to the sites in 
these terms. The survey areas are located at Trallwn in east Swansea, 
Treboeth in north Swansea and Tycoch in west Swansea. The Trallwn high 
status boundary extends across two E.D.'s which originate from the same 
cluster analysis category 3. On component II, 'socio-economic status 
(Figure 2.14) this area encompasses two categories of component score 
(from +0.01 to +2.0). The Trallwn low status site also extends across 
two E.D.'s which similarly both fall into cluster category 1. On
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Figure 2.22: Residential Differentiation 

and Shopping Centres in Greater Swansea
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Figure 2.23: E.D.'s Selected for Field Validation
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component II this site encompasses the component scores -0.01 to -2.0.
All the E.D.'s concerned are included in the same component score 
category on rotated component I (age structure). At Treboeth, the high 
status site encompasses two E.D.'s of cluster group 3 and on component 
II, 'socio-economic status', the component score categories +0.01 to 
+2.0. The Treboeth low status site extends across four E.D.'s all in 
cluster category 1. Component scores on component II, 'socio-economic 
status', are all contained in the values -0.01 to -2.0. The component 
scores of age structure for both areas are contained within +0.01 to 
+2.0. The final area of Tycoch extends across two E.D.'s for both the 
low status and high status sites. The Tycoch high status site falls into 
cluster category 3. On component II, 'socio-economic status', both 
E.D.'s have a component score between +1.01 and +2.0. The Tycoch low 
status site is contained in cluster category 4. Scores on component II 
for Tycoch low status are between -0.01 to -2.0. All the E.D.'s 
concerned are within the same component score category on component I 
(age structure), that is, +0.01 to +1.0.

Each of these survey areas have comparable access, with their 
opposite status group, to a similar shopping environment. Furthermore, 
all three areas have a similar level of retail opportunity available to 
them, in that they all have immediate access to neighbourhood or local 
shopping facilities. Trallwn and Treboeth are approximately the same 
straight line distance from the small town centre of Morriston whilst 
Tycoch is nearer to the city centre of Swansea. A detailed comparison of 
the six sites selected, in terms of some of the census variables which 
helped shape the original components, is provided in Figures 2.24 A, B 
and C. These summary histograms avoid the need to include a large amount 
of descriptive detail concerning the characteristics of the selected 
E.D.'s. However, as an essential background to the research findings 
both the shopping opportunities and the general characteristics of the 
areas will be discussed.

Prior to this it is necessary to detail the procedure of field 
validation in the selection of these areas. The previous discussion 
outlines the method by which a basis for detailed sample selection was 
developed. The precise boundaries of the final areas chosen, far from 
being a cold statistical exercise, were made with substantial field 
observations.
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Figure 2.24: Selected Census Statistics 

for the Six Sample Sites
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A number of alternative sample locations were comprehensively 
dismissed during this exercise and the areas selected were extended 
slightly to account for new residential development. Similarly, extreme 
caution was taken in the local authority estates to constrain the target 
population to 'single storey' dwellings, and although high rise blocks of 
rented accommodation are inevitably a separate E .D ., caution was 
necessary.

Each pair of survey sites will be considered under the three areal 
headings of Trallwn, Treboeth and Tycoch. The discussion will present 
information on the shopping opportunities, the general characteristics of 
the survey site and the boundary of the survey sites after field 
validation (Table 2.7).

Trallwn (Figure 2.23, 2.25, Plates 7, 8, 9)

This area is located east of the Swansea Valley, approximately 4 
miles from the city centre of Swansea. The two sites selected lie across 
a local access road (Trallwn Road) alongside which is situated a small 
parade of shops (plate 9) constituting a local shopping centre (2,970 
square feet total sales area). The low status area is split by the 
designated higher status sector, the smaller section of low status 
dwellings having been constructed during the early 1970's. These 
dwellings are similar to a number of those in the designated high status 
area and were in fact part of a local government purchase during this 
period.

The Trallwn low status site consists of a mixture of local authority 
semi-detached dwellings, terraced and flatlet houses. The higher status 
is similarly a mixture of recently constructed semi-detached homes and 
mixed, detached and semi-detached bungalows. Figures 2.24A - 2.24C 
illustrate some differences in age structure of the wider E.D. boundaries 
although the major variations occur in housing tenure, car ownership and 
socio-economic groups. Migration statistics from the 1971 census 
indicates a low proportion of migration into the survey area. The 
boundaries of the sample sites included 430 households in the high status 
sector and 407 households in the low status sector (Table 2.7).
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Table 2.7: The Six Survey Sites

Site Original E.D.'s 1971 E.D.'s E.D.'s Covered Number of
Name Selected Number of by Sample after Households in

(1971) Households Field Validation Sample Area
1.

TRALLWN 
HIGH STATUS

Llansamlet Ward 
A19, A20

466
A19 (Part A20)

) 430 
)

TRALLWN 

LOW STATUS

Llansamlet Ward 

A16, A17
323

A16f A17 

(part A18)
)
) 407 
)

TREBOETH 

HIGH STATUS

Penderry Ward 

A6, A7
452

A6

(Part A7)

)
) 421 
)

TREBOETH 
LOW STATUS

Penderry Ward 
A2 / A3, A4, A5

793
A21 A4, 
A5

)
) 428

TYCOCH 

HIGH STATUS

Sketty Ward 

A8 / A9
481

A8, A9 

(part Al)

)
) 438
)

TYCOCH 

LOW STATUS

Sketty Ward 

A21/ A22
416

A21/ A22 

(Part A23)

)
) 434 
)

1. Source: Electoral Register

Note: The sites are referred to in the text as high and low status
respectively. A number of tables however abbreviate this to HS
and LS to facilitate production.
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Figure 2.25: Tral lwn Survey Site (East Swansea)
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PLATE 7: TRALLWN HIGH STATUS PRIVATE HOUSING

PLATE 8 :  TRALLWN LOW STATUS LOCAL AUTHORITY HOUSING
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PLATE 9: TRALLWN LOCAL CENTRE

PLATE 10: CLASE NEIGHBOURHOOD CENTRE (RHEIDOL AVENUE)
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The retail opportunity set available to Trallwn residents (Figures 
2.10A and 2.10B) includes the local shopping centre of Trallwn, a variety 
of alternative local or neighbourhood centres in the east Swansea valley 
communities, the Morriston small town centre (2.5 miles west of the site; 
96,970 square feet total sales area) and Swansea city centre. An 
alternative small town centre is located at Neath, 6.5 miles east of 
Trallwn (195,700 square feet total sales area). The free standing small 
superstore facilities of Tesco, Fforestfach or Julians at Garngoch are a 
considerable distance west of Trallwn; an indirect motorway route, 
however, connects from Trallwn to these centres. Consumers resident in 
the Trallwn area thus have a variety of centres at their disposal. The 
shopping centres of Morriston and Swansea city centre are connected by 
direct local public transport to the Trallwn survey area.

Treboeth (Figures 2.23, 2.26; Plates 13, 14)

This survey area is located in north Swansea, approximately 2.75 
miles from the city centre. The two contrasting social status sites are 
separated by a minor access road (Mynydd Garn Llwyd Road). The 
designated low status area consists of 428 dwellings of a mixture of 
semi-detached, terraced and flatlet houses predominantly rented from the 
local authority. The broader E.D. based statistics indicate the low 
status of the area, with only approximately 45% of households owning a 
car or vehicle. Socio-economic groupings of economically active or 
retired heads of households are similarly low status. Migration rates
into the area are low (approximately 2%). In contrast to this, the
designated higher status area consists of modern privately owned 
semi-detached and detached houses and bungalows. Figures 2.24A - 2.24C 
illustrate the difference between this site and the adjacent low status 
site. A total of 421 dwellings are contained within the boundaries of
the Treboeth high status sample site.

The available shopping opportunities in the area include a ribbon 
type development o-f a neighbourhood centre status on Llangyfelach
Road, (plate 12) and a nucleated neighbourhood type centre on Rheidol 
Avenue and Solva Road (plates 10 and 11). '
This latter centre consists of a number of convenience outlets totalling 
7,000 square feet sales area, including a small Cooperative supermarket.
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Figure 2.26: Treboeth  Survey Site (North Swansea)
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.--r \  M y n y i j ] | l  
/ ' V  U -B a c M O R R I S T O N  

ITREFOR RIS)
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PLATE 11: CLASE NEIGHBOURHOOD CENTRE (COOP SUPERMARKET, SOLVA ROAD)

PLATE 12: LLANGYFELACH ROAD (RIBBON DEVELOPMENT OF SMALL SHOPS)
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PLATE 13: TREBOETH HIGH STATUS PRIVATE HOUSING

PLATE 14: TREBOETH LOW STATUS LOCAL AUTHORITY HOUSING
(CLASE)
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Physical access to all these shops is similar for both sites, although 
certain households from the Treboeth low status area are located 
virtually adjacent to the opportunities on Solva Road.

Further shopping opportunities are located at the Morriston small 
town centre (1.8 miles east of the survey area), the Swansea city centre 
(2.75 miles) and also the small free standing superstores (3.1 miles west 
of Treboeth). An alternative neighbourhood facility is available at 
Brynhyfryd Square, approximately 1 mile south of the area along the main 
Swansea city centre access road. Direct public transport facilities link 
the Treboeth survey area to both the city centre and Morriston.

Tycoch (Figures 2.23, 2.27? Plates 15, 16, 17)

The survey area of Tycoch is located in west Swansea, approximately 2 
miles from the city centre. The two contrasting social status sites are 
physically separated by a distance of approximately 1/4 mile, but perhaps 
more significantly, by a main arterial route into Swansea from the Gower 
Peninsula (A4118; Gower Road). The high status site consists of 438 
households of a mixture of private, semi-detached and modern detached 
housing. Figures 2.24A - 2.24C illustrate the different socio-economic 
and demographic characteristics of the relevant E.D.'s between this high 
status site and the lower status site. Fundamentally, car ownership, 
socio-economic group of household heads and housing tenure distinguish 
the two sectors. Demographically, the E.D.'s comprising the Tycoch low 
status site include a higher proportion of elderly population and 
correspondingly few children under 4 years of age. The low status site 
consisted of 434 households in the revised boundary which were a mixture 
of semi-detached, terraced and flatlet local authority housing.

The available shopping opportunities for both of these groups are
Nvirtually identical. Local centres are situated within both sites 

(Tycoch Square local centre comprises 3,700 square feet total sales and 
Sketty Park 2,835 square feet total sales and include a similar mix of 
individual shops; plates 18, 19). Alternative opportunities are 
available at varying distances from both of these sites. District 
centres at Killay (0.7 miles west of Tycoch; 11,830 square feet total 
sales area) and Sketty Cross (0.5 of a mile east of Tycoch, 24,000 square
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Figure 2.27: Tycoch Survey Site (W es t  Swansea)
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PLATE 15: TYCOCH HIGH STATUS PRIVATE HOUSING

PLATE 16: TYCOCH HIGH STATUS PRIVATE HOUSING
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PLATE 17:  TYCOCH LOW STATUS LOCAL AUTHORITY HOUSING 

(SKETTY PARK ESTATE)

PLATE 18:  SKETTY PARK ESTATE LOCAL SHOPPING AREA
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1*1I

PLATE 19: TYCOCH SQUARE LOCAL SHOPPPING CENTRE
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feet total sales area) are nearby and Swansea city centre is only 3 miles 
away. The free standing superstores are approximatly 2.5 - 3 miles from 
the Tycoch site, but an essential difference between this area and the 
previous two study areas is the lack of a nearby small town shopping 
centre. A direct public transport route connects both the high and low 
status sites with Swansea city centre.

This completes the introduction to the survey areas. The centralised 
shopping opportunities discussed are illustrated in the series of plates 
1 - 6  presented earlier. The discussion now proceeds to the third stage 
in the sampling procedure, the selection of the individual households for 
detailed study.

The three areas chosen from this detailed stratified areal framework 
are the defined units for further survey. Each area now becomes the 
statistical unit for areal sampling on a random basis. The next 
objective was to select individual respondent households. A number of 
procedures were employed which illustrate several general principles. 
These procedures are well documented (Herbert and Evans, op.cit?
Phillips, op.cit) and need only be summarised here. The requirement for 
a range of detailed street maps and town plans was supplemented with 
reference to the electoral register, to produce a current list of 
household numbers for detailed selection.

The combination of both sources of information enabled the total 
number of dwellings for each area to be calculated and hence, the 
universe for sampling to be defined.

From this list a random selection of households was taken for 
sampling. An important decision at this stage concerned the size of 
sample to select from each of the designated areas. Jahoda 
(op.cit, p.143) points out the importance of selection when she states; 
"perhaps the most obvious source of potential bias lies in the selection 
of respondents". Consequently this aspect and the number of respondents 
selected was crucial. This decision was again made with respect to the 
research objectives and likely methods of analysis. Dixon and Leach 
(1978, p.7) point out that "the larger our sample, the more confident we 
can be in our predictions, or the narrower the range in which the
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predicted value lies". Furthermore/ the precise sample size will 
be affected by the variability of the population under study. The 
research design adopted reduced this possible variability by the 
selection of sub-areas of homogenous population. In general, as 
Dixon and Leach (op.cit) indicate, a sample of 30 is the smallest 
that can be expected. However, the larger the sample, the more 
accurate will be the statements made about the population. Further 
considerations of sample size also make it necessary to consider 
the minimum numbers needed in particular sub groups of the 
population to be compared. Again, the research aims for a 
disaggregated analysis of intra-urban shopping behaviour are highly 
applicable to this case. Dixon and Leach (op.cit, p.10) conclude 
by stating; "in practice ... sample size is usually determined by 
time and resources". A further consideration concerns the proposed 
methods of analysis. This research demanded the use of cross 
tabulation procedures on categorised data whereby minimum observed 
frequencies for individual cells needed to be considered. Overt 
patterns of spatial behaviour would be classified by the six levels 
of the retail hierarchy identified (section 2.2) subdivided into 
nearest centre or alternative centre. The final decision over 
sample size was taken with regard to all these considerations. A 
period of five months was allocated to collect information from a 
personal field survey. The research design adopted had precisely 
identified sub-areas of the city for detailed investigation. 
Populations under study are relatively homogenous for each site, 
and consequently the survey aimed to obtain 75 completed responses 
from each of the six sub-areas. This figure was considered 
sufficient for cross tabulation purposes and feasible, given the 
time and resources available. The research expected a certain 
level of non-response, and to counter this a list of approximately 
120 randomly selected households was drawn from the target 
population for each of the six sites. This random selection was 
accomplished by assigning a numeric series l....n to each of the 
dwellings, and drawing random numbers to reach the required sample 
size. The success of the sample selection procedure, in relation 
to the adopted method of data collection and overall response, is 
discussed in the forthcoming sections 2.4 and 2.5.
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The selection of sample respondents for detailed analysis has been 
achieved through a number of stages in research design. This approach is 
termed 'multi-stage' sampling (Moser and Kalton, 1971, p.107-8). The 
defined urban area of Swansea accords to the 'Primary Sampling Unit' from 
which urban sub-areas of certain characteristics are chosen as the second 
level sampling unit. The third stage involved the selection of 
households from within the selected areas.
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3. Data Collection

The selection of a sample for detailed analyis usually draws upon
certain established theories and, generally, the researcher can make the
process of sampling as precise and rigorous as the available resources
permit. The resultant sample requires a method for the collection of
information. This process is less .well developed and mainly less
systematic. There does exist a well experienced and vast literature, but
generally only a few coherent sets of principles. Moser and Kalton
(1971) provide a thorough treatment of this area and this present
discussion will not resort to non essential repetition of such work.
Furthermore, the assumption is made that the reader is conversant witht-esearcA
the basic texts of social sur veyfor example Oppenheim, 1966? Dixon and 
Leach, 1978? Crimp, 1981 and Chisnall, 1973). This stage of data 
collection often produces compromise, as technical knowledge must be 
matched by a certain creativity and 'flair' for the exercise in 
question. Jahoda (1967, p.145) aptly summarises this? " the translation 
of a research question into a method of data collection is a complex and 
challenging task". A number of different conceptual levels exist, and a 
multitude of methods for collecting data are apparent. All relate to one 
prerequisite? that of translating the concepts and objectives of the 
research project into solid and dependable instances. Only then can 
these be readily accepted as a relevant illustration of the research 
aims. Moser and Kalton (1971) classify methods of obtaining data about a 
group of people into four types:

i) based upon simple documentation
ii) based upon the 'classical' method of observation
iii) based upon mail questionnaires
iv) based upon interviewing techniques.

None of these types are wholly singularly important. More often or- not 
combining one or two of the methods and making use of their different 
strengths, is appropriate. (Gray, 1957, for example, combined a sample 
survey with both a postal and interview stage). Consequently, a wide 
body of literature has developed in each of these areas, with numerous 
specialised papers dwelling on individual aspects of each (for example? 
Oppenheim, 1966? Morgan, 1974? Walker, 1976? Dixon and Leach, 1978?
Scott, 1961 and Atkinson, 1967). This current discussion will only 
detail aspects of a single method of data collection, that of the
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personal interview technique. Such a decision cannot be made in 
isolation from the previous decisions on sample design. Inevitably the 
choice of approach used is made with respect for the research objectives 
and with reference to the totality of the project. Alternative 
procedures were researched. The possibilities of collecting dat^> using a 
form of mail questionnaires, or a variation based upon a 'drop and 
collect' technique (for a detailed discussion on this see Walker, 1976) 
with the associated difficulties of non-response (Morgan, 1974? Scott, 
1961 and Gray, 1957) were considered. Similarly, the possibilities of 
using a diary or panel survey method (Dixon and Leach, 1978) were 
considered. The use of diaries to collect data has occurred frequently 
in studies of consumer behaviour (Davies' 1973 study in Coventry was 
based on a sample of city wide consumers conducted in 1969? similarly 
Daws and associates in 1971 and 1974 combined both a single personal 
interview and a later diary survey) and whilst being a highly appropriate 
technique, the problems associated with diary panel surveys and the 
overall scope of this research rendered such a method impractical. In 
using diary techniques to collect data, certain problems arise in 
persuading respondents to co-operate and maintain records. On many 
occasions, financial inducements to ensure completion are paid.
Similarly, a respondent, knowing that s h e / h e  has a diary to complete, may 
modify her/his behaviour or act more concisely than is usual.
Furthermore, the design and analysis of the diary form can be 
problematic. Such considerations, combined with the restrictions on 
financial, labour and time resources favoured the use of a single 
questionnaire interview with each household respondent. This is 
acceptable given the advice of Dixon and Leach (1978, p.10)? "the methods 
finally adopted are likely to be those most successful in obtaining a 
good response and a sufficient quantity of analysable data".

3.1 Interviewing and Questionnaire Design: The Need for Rigour and
Caution

The most widely and frequently adopted (and unfortunately 
occasionally abused) method of data collection is that of the interview 
and associated questionnaire schedule. This approach embodies a series 
of decisions and technical tasks. These apply both to the format of the 
questionnaire schedule and to the interview itself, which is an
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exceedingly problematic area. Both aspects can introduce bias and hence, 
invalidate the results. Nevetheless, a wide variety of aspects have been 
studied via a questionnaire interview approach. The two technical 
considerations - the tasks of interviewing and questionnaire design will 
be discussed separately, although there is an inevitable degree of 
interaction between the two areas.

Personal interviewing is a widely used method of collecting 
information. A survey interview is a possible area of error and bias as 
it is simply a conversation between an interviewer and a respondent with 
the purpose of eliciting certain information from the respondent. Such 
an interaction appears straightforward but the attainment of a successful 
interview is much more complicated than this might suggest. An interview 
is a social process involving an interaction between two individuals and 
hence, cannot be simply regarded as merely a means of extracting or 
recording information. Interviewers can all too readily affect the 
response. Nevertheless, interviews may be flexible. It is possible for 
an interviewer to build up and maintain a sufficient degree of rapport (a 
motivating force) to keep the respondent interested and hence, ensure a 
complete response to the end of the interview. Correct questionnaire 
design cannot be separated from such an intention. As Oppenheim 
(1966, p.31) states; "the interview situation is fraught with 
possibilities of bias. The interviewer may give an inkling of her own 
opinion or expectations by her tone of voice, the way in which she reads 
the questions, or simply by her appearance, dress and accent. She may 
unwittingly influence the respondent by pausing expectantly on certain 
points, by probing with leading questions and by agreeing with the 
respondent in an effort to maintain rapport. Her own expectations and 
her selective understanding and recording of the answer may produce bias".

Despite these comments the interview can be a carefully controlled 
outcome. Design and preparation at all stages enhances the final 
information collected, and a standard code of practice will ensure a 
consistency between each interview. The length of the interview is 
important. Dixon and Leach (op.cit, p.17) suggest a maximum duration of 
20 - 45 minutes in the home. Given all the relevant considerations, the 
interviewer must be aware of the need for training. Dixon and Leach are 
of the opinion that it is hard for a researcher to interview on his own
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survey, as new ideas which develop during the interview may become 
incorporated or redefined. While accepting this comment, the 
practicalities of this present study necessitated that the survey be 
conducted primarily by the author (although two additional individuals 
assisted with 20% of the response^). Stages of training and 
preparation for the interview are necessary in order to be thoroughly 
acquainted both with the questionnaire , and with the technique of
gaining rapport. Considerable reference was made to Atkinson's 
guidelines (1971) at this stage of the research design. Overall, 
personal interviewing of respondent households is an acceptable technique 
for the collection of information in relation to shopping behaviour. A 
thoroughness of approach is essential and was recognised during the 
interviewing stages of the research design adopted.

The second crucial decision in the collection of data is the design
of the questionnaire schedule. A questionnaire has been defined by
Oppenheim (1966, p.2) as;

"essentially a scientific instrument for measuring and for the 
collection of particular kinds of data. Like all such instruments, 
it has to be specifically designed according to a particular 
specification and with specific aims in mind. The data it yields are 
subject to error".

beeA pofe/isAfirf
A prodigious amount of material has^ about the procedures to

adopt in designing a questionnaire schedule (for example Moser and 
Kalton, 1971; Oppenheim, 1966; Dixon and Leach, 1978; and Jahoda, 1967) 
and certain rules to follow are appropriate. There is a fundamental 
requirement at this stage for caution and total rigour of method. The 
questionnaire is simply an instrument, but one which the approach depends 
upon. Moser and Kalton 1971, p.308 state conclusively that "no survey 
can be better than its questionnaire". Furthermore, irrespective of the 
efficiency of previous decisions on sample design or expected 
sophistication in the methods of analysis followed, ambiguous questions 
will produce non comparable answers. Similarly, leading questions will 
produce a biased response and vague questions only vague answers. There 
is no general principle or conceptual guideline to questionnaire design.

1. A selection of cross tabulations subsequently showed no evidence of 
bias between different interviewers. All interviewers were thoroughly 
trained within the given resources available.
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For every conceivable question asked there are a number of possibilities 
and theoretically acceptable forms. The choice between them is a 
combination of a knowledge of your target population and subject area, 
experience/ common sense and thorough testing or 'pilot' work.

The researcher needs to make a number of decisions before commencing 
any questionnaire design. Oppenheim (1966, p.24) discusses these 
decisions in some detail. Simply they can be summarised below as:

(i) A decision on the method of data collection
(ii) A decision on the method of approach to the sample respondents

(iii) A decision on the sequence and ordering of questions and other
techniques within the framework 

(iv) A decision for each main variable on the order of questions, the 
"funelling" of questions 

(v) A decision on the use of pre-coded or free response questions
(vi) The need for well ordered pilot work

The questionnaire designed for this particular project (reproduced in 
appendix 1) resulted from following these principles of design. The 
decision was taken to conduct a personal interview with the randomly 
selected respondent households. Each household would be approached by . 
the interviewer on up to three occasions to elicit a contact and make 
arrangements for an interview. The decision on the sequence and ordering 
of questions, and the main variable dimensions of the questionnaire, 
related to the objectives of the research. Logically, the ordering 
concentrated on aspects of food shopping, then food motivations, durable 
goods behaviour, and finally the specialist area of attitudes. The 
decision to use pre-coded questions was made in relation to the ease of 
data preparation and final analysis. The original questionnaire design 
was subjected to a separate pilot survey in a comparable survey site 
(conforming to the aim for a social and spatial juxtaposition of survey 
sites). Thus, the respondents sought for the pilot survey were as 
similar as possible to those of the main survey, and the sub-group 
differences that are appropriate in the main sample were represented in 
the pilot. The pilot survey identified a number of small problem areas 
with the questionnaire. Aspects of wording, length and overall format 
were modified accordingly. Additionally, two particular areas of the 
proposed questionnaire that of consumer motivation and
attitudinal research, survived the pilot exercise exceptionally well.
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From the beginning of this project it was apparent that the questionnaire 
needed to contain both the factual details of behaviour and information 
on consumer opinions and motivations. These specific areas warrant 
special attention in the process of questionnaire design. The factual 
sections on behaviour naturally were subjected to all the rules of 
wording, length and ambiguity that the texts cited cover so efficiently. 
The section on motivation and attitude questions involved additional 
decisions.

3.2 Questionnaire Design; The Special Case of Consumer Motivation and
Attitude Research

The study of motivation and opinion (attitude) is basically much more 
problematic than that of fact. Opinions are a highly subjective matter 
and a respondent's attitude can be latent or virtually many-sided. Moser 
and Kalton (op.cit, p.316 - 318) in discussing such a subject matter go 
on to categorically state? "in short, there probably is no one correct 
answer to the survey question" (author's emphasis). Hence, the use of 
specific concepts and techniques. The discussion will cover in some 
detail these two areas, but does not enter into the debate found in the 
social psychological literature on the precise relationship between 
attitude and overt behaviour.

This is widely covered and will be referred to in the forthcoming 
analysis. The discussion in this section simply considers the variety of 
possible techniques and the decision to use a particular method. For 
ease, the two areas will be treated separately.

(i) Motivation Research
The importance of studies of consumer trip motivation to the overall 

knowledge of consumer behaviour has been highlighted in Chapter 1.
Motives can be classified as either biogenic (physiological needs) or 
socio-genic (affective and actualisation needs) and consequently research 
into consumer motives must account for both aspects. Previous approaches 
to this problem (Davies, 1973; Downs, 1970 and Williams, 1975 for 
example) have made use of a variety of methods to identify the perceptual 
determinants of shopper behaviour. This research identified, from the 
previous literature, the major dimensions of response by shoppers
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(summarised in Table 2.8) and combined these results with a rating 
scale. Basically, three categories of consumer motivation are apparent. 
Firstly? factors pertaining to both the physical and perceived geography 
of the shopping centre/place of residence interface. Secondly; factors 
pertaining to the retail composition of the shopping centre. Finally? 
factors pertaining to the individual product sought during the shopping 
trip.

The final list of seventeen motivational statements is shown in Table 
2.9. This table reflects the findings of the literature review plus 
additional hypothesised factors. The research design allows these 
dimensions to be considered by the respondent and 'rated' on a numeric 
scale of 1 to 5, indicating the relative strength of importance assigned 
to each dimension. A rating scale allows a numeric value to be allocated 
to some form of judgement (Oppenheim, 1966). Rating scales demand 
caution? they can easily result in possible error but, nevertheless, do 
have the considerable advantage of simplicity. The technique is 
straightforward, easy to understand and quick to administer? all of which 
are important considerations in this present study. A problem arises in 
that respondents can tend to avoid the two extremes of the scale and 
hence conform to the centre or middle viewpoint. Moser and Kalton (1971) 
term this "the error of central tendency". Despite being a single item 
scale, a rating has the distinct advantage over a straight Yes or No 
choice of answers. Furthermore, rating scales are acceptable in 
straightforward survey topics. Food shopping behaviour can be viewed in 
such terms.

The use of such a method proved to be successful during the pilot 
survey and the reservations over the approach were strongly considered in 
administering the technique. Each respondent had the method 
comprehensively explained to them during the interview.

(ii) Attitude Research

Attitude research has been identified as an area of research priority 
for the study of consumer behaviour. The complexities of attitude 
warrant a specific design within the construction of the questionnaire 
schedule. Asking attitude questions complicates the overall design of 
the schedule, adding a whole array of particular problems and
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Table 2.9: List of Motivation Statements Administered in the
Questionnaire Survey

1. Actual distance between shops and home.
2. Ease of access to the shops by car.
3. Ease of access to the shops by bus.

_ 4. Ease of access to the shops by foot.
5. Convenience of car parking.
6. Convenience of bus facilities.
7. Variety of shops in the centre.
8. Reputation of shops in the centre.
9. Availability of a supermarket.

10. Choice of products sold by the shops.
11. Quality of goods sold by the shops.
12. Price of goods sold by the shops.
13. Service received from store staff.
14. Ability to combine shopping and another activity.
15. Availability of specialist food shops.
16. Routine/habit - always shop there.
17. Familiarity with the shopping centre.
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considerations to one section of the interview. An attitude has been
defined by Allport (1935) as:

"a mental or neutral state of readiness, organised through 
experience, exerting a directive or dynamic influence upon the 
individuals response to all objects and situations to which it is 
related". (reproduced in Thomas, 1971, p.19).

As such, attitudes are reinforced by beliefs (cognition) and often 
attract strong feelings (emotion) which may result in particular forms of 
behaviour (action). It is, however, this relationship between attitude 
and overt behaviour that is a somewhat vexatious issue (Gross and Niman, 
1975). Tittle and Hill (1967) reported, however, that when the attitude 
formed a multiple item and the behaviour consisted of patterns occuring 
under usual circumstances, then the relationship between attitude and 
behaviour would be most consistent. It is sufficient to state that, 
despite such reservations, the act (or ritual) of shopping is an 
which occurs with sufficient repetition in the overall behavioural 
activity patterns of individuals. The discussion will return to this 
debate in the appropriate chapters.

Attitudes are of an elusive nature and cannot be observed. They must 
be inferred or more appropriately measured somehow. Handyside (1960) 
notes the use of attitudes as hypothetical entities to describe 
consistencies in behaviour and furthermore, goes on to state their non 
suitability as explanatory principles.

Attitudes are accessible via research techniques and although skill 
is needed to obtain such measures, a well developed body of literature on 
methods of measuring attitude exists (McKennel, 1977). Consequently, 
researchers who are not specialist psychologists can apply either 
directly or in a modified form, methods of attitudinal measurement within 
the confines of a questionnaire schedule. Attempts to measure attitude 
concentrate on trying to place a person onto a continuum in such a way 
that the person can then be described. If this continuum is scaled, a 
person can then be assigned a numerical score to indicate his/her 
relative position on that particular dimension of interest. Such 
'attitude scaling*, as it is termed, takes the form of a number of basic 
types, each of varying degrees of sophistication. The characteristics of 
attitude scales and the various types are exceedingly well documented.
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Moser and Kalton (op.cit), Oppenheim (op.cit), Phillips (1977) and 
McKennel (1977) all provide a basic outline of the respective 
techniques. For a discussion on the relative merits of Likert, Guttman 
and Thurstone scales or Osgood's semantic differential, reference should 
be made to these texts.

In the geographical literature, Thomas and Williams (1976) and 
Phillips (1978) specifically employed a Likert type analysis. Downs 
(1970) in an investigation of shopping centres favoured a semantic 
differential approach. Williams (1975) in a study of spatial choice 
behaviour in Birmingham applied a simple rating scale, but interestingly, 
concluded with a call for a more refined measurement and scaling 
technique.

Irrespective of the method followed, all attitude scaling procedures 
consist of assembling a set of statements (items) from which the final 
scale is selected. Since so much depends on the way in which the issue 
is worded, a single question or item is often unreliable and as it may 
only approach an attitude from one particular direction, can result in a 
biased response. Consequently, a large number of statements are 
originally assembled from which the attitude scale is selected.

The rules of questionnaire design previously outlined need to be 
reinforced when constructing attitude statements. Each needs to be 
meaningful, interesting and, perhaps, exciting to the respondent.

An attitude scale requires considerable preparation, preliminary work 
and especially piloting. In certain specific studies a large battery of 
items would be piloted and analysed to produce a single scale for the 
main survey (McKennel, 1977). Attitude scales are, however, relatively 
crude measurement techniques; their primary aim is to divide individuals 
'roughly' into a broad number of groups, with regard to a particular 
attitude. They are techniques for placing people on a continuum

in relative terms. The form of the attitudinal statements is 
influenced by the choice of scaling technique. The final decision on the 
precise composition of the statements is made on the basis of both the 
pilot study and judgement. This current study decided to follow the use 
of a Likert scaling technique. Not the most sophisticated of scales,
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respondents are asked to choose between general response categories/ 
indicating .varying strengths of agreement and disagreement. The 
categories are then assigned scores and the respondents attitude measured 
by his total score. Moser and Kalton (op.cit) refer to this as a 
'summated rating scale'.

The essence of the approach is that the sum of the item ratings gives 
an overall score which is more reliable than any single item rating/ 
since it is less vulnerable to wording biases in any one item or to 
random errors. The precise choice of scoring depends on the actual 
statement. If a decision is made to score a favourable statement 
positively (say from one to five) then an unfavourable attitude statement 
would be scored in the reverse order (negatively/ from five to one).
When using Likert scales it is advantageous to include an equal number of 
positive and negative statements to force the respondent to consider each 
carefully. Finally/ it is essential that all the items measure the same 
thing? Oppenheim (1966) refers to this as unidimensionality. 
Methodologically/ a Likert scale requires a large pool of items to be 
constructed for piloting and further judgement before presentation to the 
main survey. This particular research project reduced an item pool down 
to 32 statements for the final survey. The original pool of items was 
developed from previous studies in the literature (Williams, 1975; Daws 
and Bruce, 1971 and Madge, 1969 for example) discussions with individual 
shoppers, hypothetical factors and the pilot survey.

Table 2.10 details the final list of 32 statements. All the 
statements measure attitude to aspects of shopping behaviour and 
encompass five apriori sub-groups and are numbered as they appeared on 
the final questionnaire schedule.

A number of positive and negative statements are included. Statement 
number 1 is obviously positive; "I think that food shopping is generally 
an enjoyable activity", and a low score would indicate a strong agreement 
with the statement. Number 3, on the other hand, is negative? "Food 
shopping is very much a chore as far as I am concerned", and a strong 
agreement with the statement would be assigned a high score of 5.
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Table 2.10: Attitude Statements in the Order Appearing on the
Questionnaire

1. I think that food shopping is generally an enjoyable activity.
2. I do not find food shopping particularly tiring.
3. Food shopping is very much a chore as far as I an concerned.
4. I just like to go shopping, anywhere, to.make a break from the 

housework.
5. When I get home after shopping for food, I feel a sense of 

relief.
6. I like to make a shopping list for food, planning what I am 

going to buy and where I am going to buy it from.
7. Food shopping has to be done irrespective of the time and effort

it takes.
8. I think that supermarkets are the ideal place to get my food 

shopping.
9. I would still rather buy my food at the traditional smaller type

of shop.
10. I like to be able to get all my food items in one place.
11. I always like to be able to use a car when getting my bulk food

shopping.
12. I would not like to shop for food at the nearest shop to my home.
13. I think that buying food and travelling by bus present no

problems.
14. I am willing to travel as far as is necessary to get to a better

shopping area, where I can get all the food that I need.
15. I think that I prefer to do my bulk food shopping alone.
16. I like to buy my food shopping from the city centre.
17. I think what the shops are like is more important than how far

they are away from my home.
18. I rarely like to compare prices between a number of shops before

buying food.
19. I like to look for special offers and bargains when buying food.
20. I like to buy the best quality of food goods, irrespective of

the price.
21. I like to look for nice fresh items of perishable type foods.
22. I always like to buy the cheapest make of food goods I want.
23. I think that getting value for money is the most important thing

about food shopping.
24. I think that my local/nearest shops are as good as could

possibly be expected.
25. I think that Swansea city centre provides quite a well balanced

choice of shops: something for everyone.
26. I often like to have a day out in the city centre just looking,

not specifically to buy anything.
27. I usually like to go shopping in the city centre on my own.
28. I look on city centre shopping trips more as a social outing.
29. I like to go into the city centre just to shop in the market for

fresh produce.
30. I think that I would be willing to travel further to a shopping

area by car, if a large, convenient car park was available.
31. I like to use my local/nearest shops for the occasional 'odds

and ends' when and if I need them.
32. I think that the small, specialist food shop (like a butcher,

greengrocer etc) still offers a lot to the careful shopper.
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The use of Likert scaling provides a reliable method of 
attitude scaling. It does not possess the problems of construction 
that are characteristic of alternative techniques (Guttman scales 
for example are very complex) and, whilst Likert scales are poor in 
producability, they are less laborious and more popular than the 
alternatives. As Oppenheim (1966, p.141) states; "Likert scales 
tend to perform very well when it comes to a reliable, rough 
ordering of people with regard to a particular attitude".

3.3 The Questionnaire Employed

The result of the investigation into the principles of data 
collection was to administer, via a personal interview with the 
household respondent selected (defined as the main shopper from 
each household), a questionnaire schedule embodying many areas of 
information.

The questionnaire was thoroughly designed; it closely resembled 
the principles of social survey design and hence reflected the 
research aim for thoroughness.

The questionnaire was extensively piloted to a sample of 25 
respondents in an additional area of West Swansea. This sample 
area closely resembled those areas chosen for the main survey, and 
the exercise proved particularly fruitful. Certain aspects of the 
wording of questions and the layout of the schedule were adjusted; 
attitudinal statements were developed and finally, as it resulted, 
the removal of a 'repertory grid' section. The pilot survey 
respondents found this last section very difficult to answer and 
many expressed a concern over the length of the questionnaire with 
such a technique included.

The resultant questionnaire (presented in appendix 1) can be 
divided into a number of sections. The interviewer introduced 
himself and proceeded to describe the nature of the research 
project. Each respondent was requested for an interview, either at 
that contact moment or by arranging a more convenient time. Each 
respondent from a household was asked a filtering question as to
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their relative status in the shopping responsibilities for the 
household, as interviews were only completed with the principal 
shopper of the household. To begin with, the questionnaire 
identified the sociological and economic characteristics of the 
household group. Unlike the majority of recommendations (Dixon and 
Leach, 1978), this section was critical to the research, and 
required treatment in the first instance. A lack of such 
information was seen as detrimental to the research aims. The 
ordering of such a section proved to be problem free in the pilot 
survey. General aspects of wider shopping behaviour for food 
products (defined for the shopper) by the respondent wens then 
elicited. Frequency of all shopping trips, timing of shopping 
trips and the respondents assessment of the characteristics of 
their behaviour was identified. The questionnaire then moved onto 
obtaining behavioural information of the use of shopping locations 
for a variety of commodity groups. The selection and inclusion of 
these product groups resulted from the literature and the pilot 
survey. The piloting did in fact eliminate the product group of 
"fruit and vegetables”. In addition to locational information, 
respondents were asked to provide details of such behaviour, as 
travel characteristics, frequency of purchase and alternative 
locations visited.

Question.18 was included as a qualifying question used to check 
response. Question 19 sought to identify aspects of 'holistic' 
consumption; whilst question 20 sought information of the 
respondents' stability of behaviour and any possible changes. The 
next section sought to identify food trip motivations. Seventeen 
statements were delivered to each respondent, with an open ended 
question enabling the respondent to qualify any of the previous 
statements. Questions 22 through to 24 concerned a section devoted 
to the shopping behaviour for types of durable and specialist 
goods. A review of previous studies, and a knowledge of retailing, 
identified three product areas for definition. Personal clothing 
goods, household hardware and household electrical products were 
used as surrogate groups to identify such characteristics of 
behaviour. Respondents were requested to assess the frequency with 
which they combined durable or specialist goods shopping with food
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shopping to extend the holistic view of convenience goods 
behaviour. The next section, encompassing questions 25 through to 
30, concerned the use of Swansea city centre as a destination for 
both food and general shopping. A rating scale was included in 
this section to force respondents to consider the city centre as a 
location for shopping trips. Question 31 required the respondents 
to consider 32 attitudinal statements on shopping.

Towards the end of the questionnaire , the respondents
were questioned on their personal mobility levels. The simple car 
owning question was included in addition to questions relating to a 
composite index of personal mobility. Finally, ownership details 
of refri gerators and deep freeze appliances were sought.

All respondents were generously thanked, assured of the 
confidential nature of the survey and given the opportunity to ask 
questions at the termination of the interview.
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4. The Questionnaire Survey in Greater Swansea

4.1 Details of Survey

Having designed a sample frame, selected respondent households, 
and designed a questionnaire interview schedule, the research 
proceeded to the stage of data collection. The process of 
collecting the information commenced in June 1980 and was completed 
within a period of 5 months, by November of that year? a total of 
455 respondents succesfully completed the questionnaire. This 
represented an overall response rate of 62.5% (Table 2.11). Three 
visits were made to each household in an attempt to gain a contact 
before rejecting that selection. 15% of those selected could not 
be contacted. A further 2.5% of households were vacant and 20% 
refused. Overall, the survey was a success and provides an average 
sample ratio of 17.6%. These figures remain constant for each of 
the six sample sites. The lowest overall response rate was 
experienced on the Treboeth low status site and the best at the 
Trallwn low status site* Refusal rates ranged from 26% of the 
Treboeth low status to 15% at the Trallwn high status site.
Clearly the sample is devoid of any particular bias towards one 
survey site.

The data, therefore,tW£- of a high quality and the research 
objectives can be met with confidence.

4.2 The Random Sample of Consumers: The Classification of Consumer
Sub-Groups

The questionnaire survey provided a vast array of information 
of a behavioural nature, on consumer perception and on the social, 
economic and demographic structure of each respondent household. 
Prior to the discussion of the results on the former two areas, it 
is necessary to describe the characteristics of households selected.
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This study, by which the behaviour of sub-groups of consumers can be 
analysed, draws fundamentally on geographical and social status 
influences on behaviour. Within these categories a number of additional 
variations are appropriate. This information strongly relates to the 
empirical approach to studies of consumer spatial behaviour and the 
factors influencing behaviour. As previously stated, a number of authors 
(Thomas, 1977; Shepherd and Thomas, 1980; Dawson, 1980 and Potter, 1982) 
have drawn attention to the need for research on the shopping behaviour 
of specifically defined consumer segments. This present discussion will 
therefore describe a number of methods of defining (and classifying) 
selected consumer sub-groups.

In accordance with the research aims, certain of the indices will be 
differentiated both geographically and socio-economically.

(i) Social Class Classification

Classification of a sample population by socio-economic status or 
social class categories can be a problem. The surrogate measures of this 
classification are ill defined. A variety of scales have been used for 
research purposes (for a discussion see Goldthorpe, 1980; Hall and Jones, 
1950; Bechofer, 1969 and Watson and Susser, 1971) and it is fair to state 
that no conclusive solution has been developed. The majority of studies 
rely on an official Governmental based scale (DoE, 1972; OPCS, 1970) 
whilst typically in market research a classification, based on the 
results of the National Readership Survey (JICNARS, 1979), is used. For 
a detailed discussion on the typical social class groupings used in 
market research, see Crimp (1981).

The majority of these scales are based upon the classification of
social class measured from the occupational status of the head of the
household. . This present study classifies social class of L f 2
households from the OPCS (1970) classification. This classification aims 
to bring together groups of "people whose social, cultural and 
recreational activities are similar" (OPCS, 1970, Page X). Such a 
classification is, as Goldthorpe and Hope (1974) point out, "... one of 
obvious prima facie attractiveness and utility". It is important to note 
the significance of sample size and the relative research aims of the
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project. A wider socio-economic scale (for example the OPCS 
Socio-Economic Group, 17 point scale; or the Hope-Goldthorpe, 36 category 
scale) would result in problems for the analysis with respect to observed 
cell-frequencies.

Tables 2.12 A & B illustrate the social class classification from 
OPCS applied to the sample respondents.

The sub-groups within each of the survey areas are significantly 
different, and can be termed high status and low status respectively. 
Nevertheless, some detailed variation between the designated high status 
for each site is noticeable. The high status groups range along a 
continuum that is lowest at Trallwn and highest at Tycoch. The reverse 
trend is apparent within the low status groups, albeit with less 
variability (36.3% of the Trallwn low status are in social classes IV 
and V compared to 27.9% of Treboeth low status and 24.3% of the Tycoch 
low status site). The Trallwn survey area illustrates these differences

FOOTNOTE (previous page)

1. Definition of Head of Household

The head of the household must be a member of that household. He/She
is the person, or the husband of that person, who:

a) owns the household accomodation, or
b) is legally responsible for the rent of the accomodation, or
c) has the household accomodation as an emolument or requisite, or
d) has the household accomdation by virtue of some relationship to 

the owner who is not a member of the household.
When two members of different sex have equal claim, the male is taken

as the head of household. When two members of the same sex have equal
claim, the elder is taken as head of household.

(Family Expenditure Survey, 1978, Appendix 4, Definition p.143. Dept, 
of Employment).

2. Definition of Household

A household comprises one person living alone or a group of people 
living at the same address having meals prepared together and with common 
housekeeping. The members of the household are not necessarily related 
by blood or marriage.

(Family Expenditure Survey, 1978, Appendix 4, Definition p.143. Dept 
of Employment).
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Table 2.12A: Social Class Definition from 1970 OPCS Classification of
Occupation. P.VII/ PX.

I Professional, etc. occupations
II Intermediate occupations 
H I M  Skilled occupations - Manual 
IIIN Skilled occupations - Non Manual
IV Partly skilled occupations
V Unskilled occupations

* U/C Inadequately described armed forces personnel and unclassified 
occupations

* Authors category

Table 2.12B: Sample Social Class (% Respondents)

Household Social Class
I II IIIM IIINM IV V U/C

Trallwn High Status 10.4 14.3 48.1 15.6 9.1 2.6 -

Trallwn Low Status - 8.8 33.8 6.3 26.3 10.0 15.0
All Trallwn 5.1 11.5 40.8 10.8 17.8 6.4 7.6

Treboeth High Status 5.1 29.1 34.2 22.8 6.3 - 2.5
Treboeth Low Status - 2.5 39.2 5.1 25.3 7.6 20.3
All Treboeth 2.5 15.8 36.7 13.9 15.8 3.8 11.4

Tycoch High Status 24.3 38.6 15.7 14.3 1.4 1.4 4.3
Tycoch Low Status - 7.1 41.4 10.0 14.3 10.0 17.1
All Tycoch 12.1 22.9 28.6 12.1 7.9 5.7 10.7
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with 24.7% of high status households falling into a social class category 
of I and II compared to only 9% of the designated low status group. Only
11.7% of the Trallwn high status group are either semi or unskilled 
manual workers (social classes IV and V) compared to over 36% of the 
designated low status group. At Treboeth 34% of the high status sample 
respondents are in social class groups I and II compared to only 2.5% of 
the low status group. Almost 33% of the Treboeth low status group are in 
classes IV and V. Finally, these results are reproduced at the Tycoch 
survey area with 63% of the high status sample falling into classes I and 
II compared to only 7% of the low status group.

The figures in Table 2.11B comprehensively highlight a basic social 
status difference within each of the survey areas.

(ii) Personal Mobility

Personal mobility of the consumer can be measured in a number of 
ways. Traditionally, many studies (e.g. Thomas, 1974) have made use of 
simple surrogate measures of car ownership or car availability rates. A 
refined index of personal mobility encompassing 'lift availability' as 
well as car ownership and useage is proposed as a more sophisicated 
departure in classifying such an influence on consumer behaviour.

Household car ownership rates vary significantly between the 
designated groups. Car ownership forms a simple classification of 
consumer sub-groups and is based on straightforward availability or 
ownership, with no detail of usage or availablity for consumption related 
behaviour. The definition of household car ownership used covers both 
household ownership and vehicle availability (a car may be owned by a 
company for example) of cars and vans.

Table 2.13 illustrates the details of the sample group of respondents.

The high status groups range from ownership rates of 92.8% through to 
94% and the low status groups from 51.9% through to 62.9%. The ownership 
of two cars is much greater for the high status groups. 17% of the 
Trallwn high status sample own two cars compared to 13% of the low status 
group. Similarly, at Treboeth 24% of the high status group own two cars
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Table 2.13: Household Car Ownership (% Respondents)

Cars Owned 

Non Owners Owners

Trallwn High Status 6.5 93.5
Trallwn Low Status 46.3 53.7
All Trallwn 26.8 73.2

Treboeth High Status 6.3 94.0
Treboeth Low Status 48.1 51.9
All Treboeth 27.2 72.8

Tycoch High Status 7.2 92.8
Tycoch Low Status 37.1 62.9
All Tycoch 22.1 77.9

Number of Cars Owned by the High Status Groups

1 Car 2 Car 0 Cars
Trallwn High Status 76.6 16.9 6.5
Treboeth High Status 69.6 24.1 6.3
Tycoch High Status 47.1 45.7 7.2

Table 2.14: Index of Personal Mobility (% Respondents)

Immobile Partly Totally
Mobile Mobile

Trallwn High Status 5.2 27.3 67.5
Trallwn Low Status 30.0 48.8 21.2
All Trallwn 17.8 38.2 44.0

Treboeth High Status 2.5 41.7 55.8
Treboeth Low Status 38.0 31.7 29.9 (1.3 )a
All Treboeth 20.3 36.7 42.4 (0.6)a

Tycoch High Status 11.4 25.7 62.9
Tycoch Low Status 31.4 54.3 14.3
All Tycoch 21.4 41.0 38.5

Missing data value 1 raw observation.
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(compared to only 8% of the low status group) and Tycoch, where almost 
46% of those high status respondents interviewed own two cars (only 13% 
of Tycoch low status respondents own two cars). Car ownership levels 
therefore provide a means of classifying groups of consumers.

This research seeks to extend the traditional measurements of 
personal mobility (car ownership/availabilty) and reflect fully the 
importance of car borne shopping. The Index of Personal Mobility 
presented, therefore, is based upon a number of questions from the 
interview, revealing information on the useage of a car for food shopping 
trips. The result is a three fold index. Figure 2.28 presents a flow 
chart of the steps towards such a composite index of mobility. Immobile 
respondents are those who cannot drive a vehicle and rarely receive a 
lift (from either within or outside the household group), those who can 
drive but have only restricted access to a vehicle and again rarely 
receive a lift; and finally respondents in households without a vehicle 
(drivers and non drivers) who rarely receive a lift. Partly mobile 
respondents are those who cannot drive (again they may or may not be in 
car owning households) but sometimes, or often, receive a lift, those who 
technically are capable of driving but have restrictions on vehicle 
access and sometimes or often receive a lift; and finally respondents who 
drive, who have access, but never make use of such a facility for food 
shopping, but sometimes or often receive a lift. Totally mobile 
respondents are those who drive without restriction and always use the 
vehicle and those who always (without fail) receive a lift.

Table 2.14 illustrates the characteristics of the sample respondents 
with respect to this index. Only 5.2% of the Trallwn high status group 
do not enjoy some degree of mobility. This contrasts to a figure of 
almost one third of the low status respondents. Futhermore, 67.5% of the 
high status group enjoy total mobility. At the Treboeth site only 2.5% 
of the high status, compared to 38% of the low status, do not enjoy some 
degree of mobility. Again over 55% of the high status group enjoy total 
mobility. Similarly at the Tycoch site, only 11.4% of the high status 
group are immobile compared to 31.4% of the low status group. A further 
62.8% of the Tycoch high status sample experienced total mobility. Such 
an index of mobility, provides a satisfactory distinction between the 
consumer sub-groups. In the ensuing analysis, this index of mobility
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Figure 2.28: Towards an Index of Mobility

Does the Respondent hold a FULL Driving Licence?

YES

I
NO

Does the Respondent have 
access to a Vehicle?

RESTRICTED _______

UNRESTRICTED

I
Does the Respondent Use this 
Vehicle Alone?

NO/RARELY

w j  How Often does the
^ A  Respondent get a Lift?

/
/
/
/
(

r

NEVER/
RARELY

SOMETIMES/ALWAYS
OFTENSOMETIMES

ALWAYS • TOTAL PARTIAL
MOBILITY MOBILITY

IMMOBILITY

153



will not be differentiated between each of the designated social status 
groups in order to avoid the inherent problem of observed cell 
frequencies. When especially interesting results are apparent between 
each of the status groups at a sample area, such factors will be 
discussed.

This characteristic of the research is experienced particuarly in the 
classification of consumer groups by non economically based indices. In 
such instances, although the sample is described with reference to the 
designated status groups, the detailed cross tabulations with shopping 
behaviour will not be presented.

The attractions of this index of mobility are considerable. Simple 
car ownership is supplemented by car availability for shopping trips and 
hence, the mobility levels of consumers is fully identified.

(iii) Demographic Influences

Demographic influences upon spatial shopping behaviour have been 
highlighted by studies of imbalances in age structure, plus the 
associated relationship with life cycle and pre-school dependents 
(Raybould, 1973; Thomas, 1974; Potter, 1977 and Rich and Jain, 1968, for 
example).

This research views the influence of age structure as important and,
consequently, seeks a classification of consumer sub-groups by such a
dimension. This influence was given an important weighting in the design
and selection of sample areas. The results of the urban sub-area

a s a co**pc ne*4r
analysis did identify age structur^J and the survey sites selected 
generally avoided concentrations of the elderly population. Table 2.15 
indicates that variations in age between respondents are apparent in the 
current study, which will necessitate a thorough consideration as an 
intervening influence on behaviour.

The survey area of Tycoch illustrates the highest concentration of 
elderly respondents (66 years and above) with an average 13.6% of those 
interviewed falling into this category. At Trallwn only 3.2% and 
Treboeth only 5.1% of respondents are aged over 66 years. The 46 - 65
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Table 2.15: Age Structure (% Respondents)

Age of Respondent (years)
Less
35

3 6 - 45 46 - 65 66 +

Trallwn High Status 59.7 26.0 13.0 1.3
Trallwn Low Status 38.8 21.3 35.0 5.0
All Trallwn 49.0 23.6 24.2 3.2

Treboeth High Status 32.9 34.2 30.4 2.5
Treboeth Low Status 24.1 17.7 50.6 7.6
All Treboeth 28.5 25.9 40.5 5.1

Tycoch High Status 31.4 34.3 21.4 12.9
Tycoch Low Status 7.1 22.9 55.7 14.3
All Tycoch 19.3 28.6 38.6 13.6

Table 2.16: Family Life Cycle (% Households)

Household Family ILife Cycle
Young Middle-Aged Elderly Others
Couple Couple Couple

Trallwn High Status 50.6
Trallwn Low Status 30.0
All Trallwn 40.1

Treboeth High Status 25.3
Treboeth Low Status 15.2
All Treboeth 20.3

Tycoch High Status 24.3
Tycoch Low Status 4.3
All Tycoch 14.3

36.4 7.8 5.2
35.0 25.0 10.0
35.7 16.6 7.7

57.0 7.6 10.1
25.3 38.0 21.5
41.1 22.8 15.8

51.4 14.3 10.0
32.9 44.3 18.6
42.1 29.3 14.3
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year category adds a further 24% at Trallwn, 40•5% at Treboeth and 38.6% 
at Tycoch to the age distribution of the sample. Significantly, this age 
distribution varies between the designated social status groups within 
each site. At Trallwn, the high status group is generally younger (59.7% 
of the Trallwn high status group are less than 35 years compared to 38.8% 
of the low status respondents). At Treboeth, the major differences are 
within the 36 - 45 year and 46 - 65 year categories, whilst at Tycoch
31.4 % of the high status respondents are less than 35 years of age 
(compared to only 7.1% of the low status group).

Family life cycle has been identified as a major influence on 
patterns of shopping behaviour (chapter 1). Consequently, this study 
sought a method of classifying households by 'family life cycle'. 
Intuitively, such a classification would encompass many factors of 
household type, composition and demographic variables. Practically, such 
a classification is manyfold, and inevitably results in problems of the 
number of observations apparent in any one cell. This research project 
was, unfortunately, not above such difficulties. The search for an ideal 
classification proved difficult. Many authors (Rosser and Harris, 1965; 
Lansing and Kish, 1957; Loomis, 1936 and Watson and Susser, 1971) have 
attempted a classification of family life cycle and certain dimensions 
are common throughout each. Foxall (1977) and Chisnall (1975) both 
summarise the concept. Chisnall (p;143) goes on to state; "a life cycle 
analysis should be sophisticated and allow for variables of age group, 
marital status, number and ages of children, social class, source of 
income etc". Such a statement as an aim for classification is admirable, 
but the practical problem of application, given a spatially disaggregated 
overall sample size of less than 500 respondents, is immense.

The lack of any clear concensus towards a typology has led the 
current study to develop a classification. This conforms with the view 
of Stacey (1969) that the classification of family life cycle should 
depend upon the subject and aspect under examination, bearing in mind the 
need for a simple and operational scheme. Consequently, a classification 
based on adults living together, age and the presence of children 
embodied a number of previously identified influences on shopping 
behaviour (Raybould op.cit, Tivers 1977) and the relative distribution of 
the sample selected. This extended classification provides a useful
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description of the characteristics of the sample respondents. However, 
the possibilities of subjecting such a classification to a categorical
analysis are frought with problems. The research design took the
decision to aggregate categories, to the exclusion of the influence of 
children. Such intervening influences on shopping behaviour are to be 
treated separately.

Appendix 2 illustrates the differences between the sample sites in 
terms of young and middle aged couples with at least one child. These 
vary between the status groups at Trallwn, Treboeth and Tycoch.

Table 2.16 indicates the aggregated categories of the family life 
cycle groupings. At Trallwn, 40% of all respondents are young couples,
35.7% middle aged and 16.6%, elderly. At Treboeth, these figures are
respectively 20.3%, 41.1% and 22.8%. At Tycoch, 14.3% of the sample are 
young couples, 42.1% middle aged and 29.3 elderly. Elderly couples are 
defined in this categorisation as over the age of 55 years. Previous 
tables have identified the details of the age structure of the 
respondents. Clearly, an interdependence exists between respondent's 
age, family life cycle and the presence of children in the household.

The classification of consumer groups on the basis of children 
present within the household supplies an additional element to the 
research design. Previous studies have identified the role of gender 
constraints upon consumer behaviour (Tivers, op.cit and Thomas op.cit) 
and a detailed consideration is applicable here. Furthermore, separation 
of this influence from other classifications (for example family life 
cycle) will identify the intervening influence that children within the 
household may have on behaviour. Two classifications are applicable. 
Firstly, the total number of children present and secondly, offspring 
less than 5 years of age are presented. Children or offspring in this 
classification are defined in terms of economic dependency and normally 
would be less than 16 years of age. A number of households contained 
offspring older than this still economically dependent upon the household 
and involved in full time education. Stacey (1969) provides a number of 
important guidelines on such a classification.
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Table 2.17 illustrates the sample characteristics of the total number 
of children present in household. At Trallwn, an average of 20.3% of 
sample households do not include dependent children. 19.1% contained 
three or more dependents and this varied from 26.3% of low status 
households to 11.7% of high status households. The Treboeth survey site 
illustrated a broadly similar pattern with 25.9% of households containing 
two dependent children and 12.7% containing three or more. Tycoch 
provides a slightly different picture, with 55.7% of the low status 
sample containing no dependent children. Only 28.6% of the Tycoch high 
status sample fall into this category. Consequently, the Tycoch sample 
differs between the status groups and as such this intervening effect 
will be carefully analysed.

A further classification based upon pre-school dependents is 
important. Such a classification embodies a 'constraint' upon behaviour 
(Tivers, op.cit). The definition applied in this case includes children 
below the age of 5 years. Table 2.18 shows the breakdown of the sample 
by pre-school dependents. 37.7% of the Trallwn high status sample and 
22.5% of the low status group included at least one young child. At 
Treboeth, the figures are respectively 20.3% and 10.1% for the high and 
low status sites. Finally, of the Tycoch sample, 21.4% of the high 
status group include at least one young child compared to only 2.9% of 
the low status group.

The intervening influence of these "demographic variables' will be 
included in the forthcoming analysis. The research design did not (and 
furthermore could not) account for all of these influences in detail 
during the sample selection. Age criteria were, however, loosely applied 
to the selection of urban sub-areas.

(iv) Time Availability

In the majority of cases (in excess of 98%, with only Trallwn low 
status falling to 92%) the principal shopper of each household (the 
definition of the respondent) was female. An important influence on 
shopping behaviour can be summarised by the available time the shopper 
has within their day to day activity patterns. A readily available 
surrogate measure of such a dimension can be found in the work status of
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Table 2.17: Number of Children Present in the Household (% Households)

Number of Children in Household
Nil One Two Three*

Trallwn High Status 
Trallwn Low Status 
All Trallwn

28.6
30.0
29.3

24.7
17.5
21.0

35.1
26.3
30.6

11.7
26.3
19.1

Treboeth High Status 
Treboeth Low Status 
All Treboeth

24.1
27.8
25.9

21.5
29.1
25.3

41.8
30.4
36.1

12.7
12.7
12.7

Tycoch High Status 
Tycoch Low Status 
All Tycoch

28.6
55.7
42.1

14.3
17.1
15.7

34.3
15.7
25.0

22.9
11.4
17.1

Table 2.18: Pre-School Dependents <% Households)

Households with Presence of Pre-School Dependents
Nil One*

Trallwn High Status 
Trallwn Low Status 
All Trallwn

62.3
77.5
70.1

37.7
22.5
29.9

Treboeth High Status 
Treboeth Low Status 
All Treboeth

79.7 
89.9
84.8

20.3
10.1
15.2

Tycoch High Status 
Tycoch Low Status 
All Tycoch

78.6
97.1
87.9

21.4
2.9

12.1
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the respondent. A simple classification is to divide each respondent 
into full time workers, part time workers and others. Part time work is 
defined as normally occupying 30 hours a week or less, including overtime 
regularly worked (Family Expenditure Survey 1978, p.144, Department of 
Employment). The category of others include respondents involved in full 
time education, housewifes and the unemployed. Table 2.19 illustrates 
the sample information. More of the designaited high status respondents 
work than their low status counterparts. Thiis differentiation is 
apparent in the category of full time employment, where, at Trallwn,
28.6% of high status and 7.5% of low status respondents work full time; 
at Treboeth 30.4% and 13.9% respectively and! at Tycoch, 22.9% and 14.3% 
respectively.

(v) Household Size

A further classification of the househol.d as a purchasing unit can be 
made with reference to the size of the houseihold concerned. The Family 
Expenditure Survey characterises households from one to nine or more 
persons. The classification used here reflects the proposed analysis and 
concludes with a five or more person household group.

Table 2.20 illustrates the results of thie survey. Very little 
variation is found between all the 6 sites, there is a low representation 
of single person households (reflecting the :sample design) and a higher
than national (10.8%) representation of the larger households.
Nevertheless, the distribution of the sample; between the three survey
areas is relatively consistent. Within the 'Tycoch survey area a slight
variation occurs with 47.1% of the low status group comprising of 2 
persons compared to only 22.9% of the high s~tatus group.

Such a classification will, under a care:ful examination, identify 
further the possible intervening influence o:f such sociological variables 
on behaviour, given the fundamental influence of social and geographical 
differentiation.

(vi) Length of Residence

The previous classification of consumer sub-groups are all 
hypothesised to influence overt spatial beha-viour. A further variable of
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Table 2.19: Respondent Work Status (% Respondents)

Trallwn High Status

Full Time 

28.6

Part Time 
(30 hours) 
24.7

Other

46.7-

All
Workers
53.3

Trallwn Low Status 7.5 35.0 57.5 42.5
All Trallwn 17.8 29.9 52.3 47.7

Treboeth High Status 30.4 29.1 40.5 59.5
Treboeth Low Status 13.9 27.8 58.3 41.7
All Treboeth 22.2 28.5 49.3 50.7

Tycoch High Status 22.9 24.3 52.8 47.2
Tycoch Low Status 14.3 28.6 57.1 42.9
All Tycoch 18.6 26.4 55.0 45.0

Table 2.20: Household Size (% Households)

Size of 
Household 
(No. persons)

1 2 3 4

Trallwn High Status 2.6 26.0 24.7 32.5
Trallwn Low Status 3.8 27.5 17.5 25.0
All Trallwn 3.2 26.8 21.0 28.7

Treboeth High Status 6.3 13.9 25.3 41.8
Treboeth Low Status 6.3 25.3 27.8 27.8
All Treboeth 6.3 19.6 26.6 34.8

Tycoch High Status 5.7 22.9 12.9 34.3
Tycoch Low Status 11.4 47.1 15.7 11.4
All Tycoch 8.6 35.0 14.3 22.9

5

14.3
26.3
20.4

12.7
12.7
12.7

24.3
14.3
19.3
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explanatory significance can be classified as 'length of residence' of 
individual respondents. The explanatory value of this measure has 
previously been illustrated in the approaches classified as 'search 
learning' (chapter 1) whereby newly arrived consumers to any area 
'search' before ultimately developing habitual behaviour.

Table 2.21 illustrates the length of residence of respondents for 
each of the designated survey sites.

Table 2.21: Length of Residence (% Respondents)

Less 1 - 2 2 - 3 3 +
12 months years years years

Trallwn High Status 5.2 13.0 3.9 77.9
Trallwn Low Status 3.8 8.8 10.0 77.5
All Trallwn 4.5 10.8 7.0 77.7

Treboeth High Status 3.8 5.1 7.6 83.5
Treboeth Low Status 3.8 3.8 3.8 88.6
All Treboeth 3.8 4.4 5.7 86.1

Tycoch High Status 2.9 14.3 1.4 81.4
Tycoch Low Status - - 1.4 98.6
All Tycoch 1.4 7.1 1.4 90.0

A slight variation is apparent, but overall, in excess of 77.5% of 
all respondent groups have been resident in the household for over three 
years. This figure rises to a maximum of 98.6% for the Tycoch low status 
group. The survey site with the greatest proportion of new migrants 
(less than 12 months residence) is Trallwn high status where 5.2% of 
respondents had 'recently' moved into the area.
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This discussion has described the socLal characteristics of the 
randomly selected sample of consumer households. The research design was 
based upon the need to select a social and! spatial juxtaposition of 
survey sites for detailed analysis. Such an aim was successfully 
accomplished by the research. A vast array of behavioural information 
was collected# and can be differentiated by the characteristics of 
consumer sub-groups identified in this section. The sites are 
sufficiently different in- terms of social status to be termed 'High and 
Low Status' accordingly. Tables 2.r2.0 „ _ substantiates this .

—  -■=— Concurrently, a number of sociological and demographic
classifications are provided. These variations within the social status 
groups at different locations will be care:fully analysed for any 
intervening influence on behaviour.

Further social characteristics of respondent households are provided 
in appendix 2,3 and 4. These classifications do not acceptably 
distinguish between consumers, and their inclusion is intended for 
information purposes only. Ownership of a deep-freeze, a definition of 
household composition and an extended classification of family life cylce 
are included.

Footnote

Throughout the text certain terms and phrases are used 
as a form of short-hand expression; principally these are:

1. 'High-status' and 'low-status' where the full reference
should be to 'high-status groups' and 'low-status groups' 
usually meaning the population resident in the different 
types of sample area.

2. Terms such as grocery behaviour, meat behaviour and bread 
behaviour should more correctly be read as grocery shopping 
behaviour, meat shopping behaviour and bread shopping 
behaviour. They refer to consumer shopping behaviour
in relation to each of these products.
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CHAPTER 3: PROFILES OF CONVENIENCE GOODS SHOPPING BEHAVIOUR



Introduction

The research now proceeds to investigate the basic profiles of 
shopper behaviour for convenience goods as a broad overview of the overt 
behaviour of the group of consumers interviewed. The information 
provided is deliberately descriptive. Shopper behaviour is viewed in 
terms of the general characteristics of behaviour such as overall trip 
frequency, aspects of multi-purpose shopping behaviour, stability of 
shopping behaviour and the involvement of additional people in the 
shopping trip. This information is provided to 'set the scene' before 
the total analysis of spatial behaviour. Following this description of 
general behavioural traits, the chapter moves on to describe the 
components of convenience goods shopping. A nomenclature of convenience 
product types is defined by an index of similar locations visited for six 
product groups. Grocery products are assumed to be the major items 
sought and the interaction between purchases and centre choice for meat, 
fish, bread, cakes and frozen foods is analysed. Consequently, the 
research objective to explore totally convenience goods shopping 
behaviour is closely followed. Having decided the nomenclature of 
product types for further spatial analysis, additional characteristics of 
grocery spatial behaviour are presented as an introduction to Chapter 4. 
This information is viewed as a basic introduction to the detailed 
analysis of spatial behaviour.

Chapter 3, therefore, could be viewed as an elaborate introduction to 
the forthcoming discussion on spatial behaviour. The response to a 
variety of questions is both described and analysed to logically guide 
the discussion through a continuum of general shopper behaviour, a 
nomenclature of convenience product types,^the characteristics of the 
dominant product identified, before proceeding to the fundamental detail 
of spatial behaviour.
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1. General Traits of Shopper Behaviour

A number of indices can be used to describe the general nature of 
shopping behaviour. In the following discussion four main dimensions are 
presented. These aspects introduce the general profiles of shopper trip 
behaviour before identifying three specific characteristics relating to 
individual involvement in the shopping trip, a holistic view to 
convenience behaviour and the stability of behaviour. These two latter 
areas specifically relate to the literature and the need to comment on 
multi or combined purpose shopping trips, plus the desire for a stable 
group of shoppers with repeat characteristics of behaviour.

(i) Profiles of General Shopper Trip Behaviour attempt to identify
the frequency of all convenience shopping trips, characteristics of 
shopping habits plus the days and times normally favoured for these 
excursions. The information is presented with respect to the fundamental 
influences on spatial behaviour - geographical location plus social 
status.

The frequency of convenience shopping trips (Table 3.1) is based on 
information collected from each respondent relating to any type of 
shopping trip, irrespective of dimension and product sought. All groups 
within the sample shopped at least once a week. However, this varied 
between location and class. At the Trallwn site, whilst well over 90% of 
both groups shopped at least once a week, the low status group made twice 
as many daily visits to the shops than their high status counterparts. 
Similarly at Treboeth, the majority of the sample respondents reported on 
making a minimum of weekly trips; however this varied considerably 
between the designated status groups - only 5% of Treboeth high status 
respondents reported daily visits, compared to 36% of the low status 
group. At Tycoch, again, both status groups favoured at least one trip a 
week. The incidence of daily visits was more pronounced for the Jou2- 
status group (31%) compared to the status group (20%). Overall it 
appears that convenience shopping trips are undertaken at frequent 
intervals. There does appear to be a variation between different social 
status groups in frequent (daily) shopping trips.
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Table 3.1: Frequency of All Convenience Goods Shopping Trips
(% Respondents)

Trallwn High Status 
Trallwn Low Status 
(All Trallwn)

Daily

10
20
15

Several Weekly 
Times/Week

25
29
27

60
44
52

Every 
2 Weeks

5 
7
6

N

77
80

157

Treboeth High Status 5
Treboeth Low Status 38
(All Treboeth) 21.5

39
28
33 .5

47
27
37

9
8
8.5

79
79
158

Tycoch High Status 20
Tycoch Low Status 31
(All Tycoch) 25.5

27
41
34

46
23
34.5

7
4
5.5

70
70

140

Table 3.2: Characteristics of Shopping Habits (% Respondents)

Trallwn High Status 
Trallwn Low Status 
(All Trallwn)

One Trip

38
26
(32)

One Main Min 2 No Main
& Subsid Main Trips All Subsid

55
59
(57)

2.5
5
(4)

4.5
10
(8 )

Treboeth High Status 
Treboeth Low Status 
(All Treboeth)

5
38
(22)

39
28
(34)

47
27
(37)

9
8
(8 )

Tycoch High Status 
Tycoch Low Status 
(All Tycoch)

20
31
(26)

27
41
(34)

46
23
(34)

7
4
(6 )
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The characteristics of indivdual shopping habits are obtained from a 
direct question, where respondents were provided with a pre-coded list 
and requested to indicate the characteristic which most accurately 
described their particular behaviour (Table 3.2). Overall, one main 
shopping trip plus the 'occasional' subsidiary excursion, when and as 
necessary, characterised many of the respondents. At the Trallwn survey 
area this trait predominated, with minimal variation between the social 
groups, although 'one main trip for all foodstuffs' was important for the 
Trallwn high status sample. At Treboeth, one main shopping trip, plus a 
subsidiary, account for 34% of all shopping habits with a variation 
between the social status groups. Equally of importance were two main 
shopping trips (37% of all Treboeth respondents), especially for the 
Treboeth high status respondents. One trip for all goods was a far 
greater characteristic of the Treboeth low status group (38% of all 
trips) than their high status counterparts. The results from the Tycoch 
sample show overall that the two characteristics, 'one main plus a 
subsidiary trip' and 'two main trips' are of equal importance. Social 
status variations alter this pattern with the high status group favouring 
two major trips, and the low status 'one main plus a subsidiary'. 
Additional information was sought on both the normal day and usual time 
of major food shopping trips.

Table 3.3 illustrates the predominance of major convenience goods 
trips towards the weekend period, albeit with variation. 46% of all the 
Trallwn group favour a Friday or Saturday, which varies between 40% of 
the high status and 51% of the low status groups. The results are similar 
for the Tycoch sample, although the Treboeth respondents favoured a 
Wednesday or Thursday for major trips. Social status variability within 
all of the three areas highlights the preference for the higher status 
groups to shop on a Wednesday or Thursday. It is difficult to account 
for these differences at this stage. Precise details of the 
socio-economic composition may be important, as may the role of time 
availability or choice of shopping destination (related to different 
opening hours).
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Table 3.3: Major Day Used For Convenience Shopping Trips
(% Respondents)

Mon/Tue
Trallwn High Status 3
Trallwn Low Status 10
(All Trallwn) (6)

Treboeth High Status 4
Treboeth Low Status 8
(All Treboeth) (6)

Tycoch High Status 10
Tycoch Low Status 3
(All Tycoch) (6)

Wed/Thurs Fri/Sat Any
48 40 9
29 51 10
(38) (46) (10)

54 29 13
51 35 6
(53) (32) (9)

40 37 13
29 51 17
(34) (44) (15)

Table 3.4: Time of Day Used For
(% Respondents)

A.M.
Trallwn High Status 33
Trallwn Low Status 48
(All Trallwn) (40)

Treboeth High Status 39
Treboeth Low Status 53
(All Treboeth) (46)

Tycoch High Status 51
Tycoch Low Status 44
(All Tycoch) (48)

Convenience Shopping Trips

12 - 2pm 2 - 5pm 7 - 5pm Varies
5 16 29 18
8 16 10 19
(6) (16) (19) (18)

4 15 20 22
4 22 8 14
(4) (18) (14) (18)

11 13 9 16
11 23 10 11
(11) (18) (9) (14)
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The time of day favoured by respondents when purchasing major 
convenience goods is illustrated in Table 3). 4. The details of the 
Trallwn sample indicate that 40% of all triips are morning trips (before
12.00 noon) with a further 19% after 5.00 p>m. A number of respondents 
(18%) were unable to answer definitely, whiilst a total of 22% shopped 
during mid-day and the afternoon period, i&t Trallwn, the influence of 
social status is important. Trallwn high sstatus shoppers make use of the 
evening for 29% of their main convenience shopping trips compared to only 
10% of the lower status group. The same chiaracteristics are found 
amongst the Treboeth sample; 46% of all thes Trebeoth sample are morning 
shoppers with an additional 14% of all trips being undertaken in the 
evening. The high status Treboeth group do have a greater preference 
towards the evening period than their lower? status counterparts, 
although, despite this, the morning period is overall still favoured. At 
Tycoch, almost half of all the respondents shopped in the morning, and 
the evening period accounted for fewer shopping trips. The only notable 
social group difference at Tycoch is found when the lower status tend to 
favour the afternoon period. Overall, therre is a slight social group 
difference in 'time of day' for bulk shopping and a slight geographical 
based variation between the high status groups (Trallwn and Treboeth high 
status groups show a higher proportion of ervening trips compared to 
Tycoch).

These four areas contribute to a generail profile of shopper trip 
behaviour. Variations are apparent betweem frequency of shopping trip, 
the characteristics of the trip and when thiis trip is undertaken.

(ii) The Number of Persons Involved in the Shopping Trip is
concerned with a specific aspect of shoppinig behaviour. By definition, 
the respondents interviewed should be that individual undertaking the 
majority (over 50%) of the convenience shopiping of the household unit.
In recognition that this main shopper may receive a degree of assistance, 
the survey evaluated information on aspects: of shopping behaviour 
involving other individual members of the hiousehold. Each respondent was 
questioned on the number of individuals concerned with the shopping 
trip. All the information collected relateis to the respondent and the 
results are presented in Table 3.5.
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Table 3.5: Number of Shoppers Involved (% Households)

Trallwn High Status 
Trallwn Low Status 
(All Trallwn)

One Only

33
34 
(33)

One plus At least
limited help Two shoppers

25
21
(23)

43
45
(44)

Treboeth High Status 47
Treboeth Low Status 42
(All Treboeth) (44)

16
22
(19)

37
37
(37)

Tycoch High Status 
Tycoch Low Status 
(All Tycoch)

56
44
(50)

29
27
(28)

16
29
(22)

Table 3.6: Type of Assistance Received (% Respondents)

General Choice of Transport/ Nil

Trallwn High Status 
Trallwn Low Status 
(All Trallwn)

Help
44 
46
45

Product
3

Carriage
33
13
22

14
28
21

Not
Applicable

7
14
10

Treboeth High Status 47
Treboeth Low Status 25
(All Treboeth) 36

18
23
20

20
30
25

11
20
16

Tycoch High Status 
Tycoch Low Status 
(All Tycoch)

39
39
39

21
17
19

30
26
28

10
17
14

170



The Trallwn sample group illustrates some variability in the number 
of respondents shopping alone (33%), with sonne help (23%), or as a group 
(44%). These figures did not vary appreciably between the two designated 
social status sub-groups. At Treboeth the proportions vary; 44% of all 
respondents shop alone, 19% receive limited hielp and 37% of all 
respondents shop as a group. Minor social status variation is apparent, 
with slightly more high status respondents shiopping alone (47% compared 
to 42%). Tycoch respondents show slightly different results; overall 
more respondents shop alone (50%), or with omly limited help (28%), but 
again variation between the designated social sub-groups is apparent.
More low status respondents receive assistance at Tycoch.

These findings could again be related to a multitude of phenomena. 
Further information, aimed at evaluating the type of assistance received 
by each respondent, is presented in Table 3.S.

Any assistance given to the respondents ait Trallwn is in the form of 
'general help or assistance'; 45% of those questioned stated this as the 
involvement from the household group, and 22% as assistance in 
transportation and carriage. Similarly, any assistance to the Treboeth 
sample is primarily of a general nature and also in terms of 
transportation and carriage; 36% of the sample received general help, a 
further 20% received assistance in transportation and 28% received no 
assistance in convenience goods shopping. Thie Tycoch sample again 
illustrates similar findings; 39% of all respondents received general 
help, 19% received assistance in transportation and carriage and 28% 
received no assistance in convenience goods shopping.

Very few persons are involved in each shopping trip and any 
assistance received is likely to be of a general nature, although, for 
some groups, transport and carriage is of importance. This latter 
finding adds support to the use of an explanatory variable of mobility 
that accounts for more than simply car ownership. As previously 
discussed this research will analyse the influence of an index of 
mobility on patterns of spatial choice behaviour. The precise importance 
of each respondent's role is supported by Table 3.7.
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Table 3.7: Proportion of Shopping Undertaken by the Respondent
(% Respondents)

30% - 
50%

Trallwn High Status 
Trallwn Low Status 4
(All Trallwn) 2

Treboeth High Status 3
Treboeth Low Status 3
(All Treboeth) 3

Tycoch High Status 1
Tycoch Low Status 6
(All Tycoch) 4

56% - 71% - 91% +
70% 90%
19 17 65
21 7 67
20 12 66

21 13 63
14 10 73
17 11 68

9 4 86
7 10 77
9 8 81

The majority of respondents (66%) at Trallwn indicated responsibility 
for over 91% of all the convenience goods shopping. There is only a 
minimal variation between the two social groups; more of the lower status 
respondents have less responsibility for convenience shopping. 23% of 
the low status group buy less than 70% of all the goods compared to 19% 
of the high status group. Similarly, the Treboeth sample show a majority 
(68%) taking responsibility for nearly all the convenience goods 
shopping. Social group variation is again slight, with the Treboeth high 
status group receiving more assistance. More of the Tycoch sample 
indicated higher levels of responsibility? over 80% of respondents stated 
that they were responsible for 91% plus of the convenience goods 
shopping. Again social group variation was^minimal.

The sample respondents therefore are well equiped to provide detailed 
information on shopping behaviour. The majority of those questioned are 
fully responsible for convenience goods shopping; some do receive help 
but this appears to be only of a limited nature in terms of decision 
making.
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(iii) Holistic Aspects of Convenience Shopping Behaviour 
relate to the desire of future research to account for wider aspects of 
behaviour (Shepherd and Thomas, 1980). Many considerations have been 
suggested as being important in consumer decision making and the 
behavioural interactions with other activities. Chapter 1 details these 
areas and this research sought to identify such characteristics of 
behaviour as they occurred. A number of direct questions were asked of 
the respondents concerning the dimensions of the frequency, number and 
type of multi or combined purpose shopping trips.

Respondents were asked a simple question - "How often do you combine 
any food shopping with some other form of activity?". This provided much 
information which allows a comment on holistic consumption within this 
discussion.

As Table 3.8 illustrates, the Trallwn sample varied in the numbers 
indicating a multi-purpose shopping trip. On average 24% 'very often or 
always' combine food shopping with some other form of activity. Only 40% 
'very rarely or never' combine behavioural activities. A similar result 
is apparent at Treboeth. 23% of the total Treboeth sample 'very often or 
always' undertake multi-purpose trips, with 45% 'never or rarely' doing 
so. Again social status variation is apparent, with a tendency for more 
high status shoppers to combine food shopping and other activities. The 
general findings are repeated within the Tycoch sample.

It does appear that multi-purpose shopping trips are important for a 
small group of the shoppers sampled. The majority of respondents did not 
combine activities, and those doing so wete orientated towards the higher 
status sample sites. Further information on the dimensions of 
multi-purpose activities are provided in Table 3.9. The number and type 
of multi-purpose trips undertaken were obtained from direct questioning 
of the respondent. Slight rounding errors are contained within Table 
3.9, for example the proportion of respondents not undertaking any 
multi-purpose trips should equate with the figure in Table 3.8 for those 
'never or rarely' combining activities. Nevertheless, some interesting 
findings are apparent which might bear closer examination in future 
studies.
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Table 3.8: Frequency of Multi Purpose Trips (% Respondents)

Never Rarely Sometimes Often Very Often Always
Trallwn High Status 18 12 22 21 10 17
Trallwn Low Status 34 16 21 9 11 9
(All Trallwn) (26) (14) (22)) (15) (11) (13)

Treboeth High Status 34 8 11 18 19 10
Treboeth Low Status 35 13 22 14 10 6
(All Treboeth) (35) (10) (16)) (16) (15) (8)

Tycoch High Status 27 7 30 11 13 11
Tycoch Low Status 44 6 17 19 10 6
(All Tycoch) (36) (6) (24)) (15) (11) (8)

Table 3.9: Number and Type of Multi Purpose Trip (% Respondents)

Nil One Two Leisure// Work/ Other Variety/
+ Social Business Shopping Combination

Trallwn HS 25 69 7 26 22 16 10
Trallwn LS 49 48 4 14 19 10 9
(All Trallwn) (37) (58) (5) (20) (20) (13) (10)

Treboeth HS 41 44 15 7.5 22 7.5 23
Treboeth LS 43 44 13 12 17 14 16
(All Treboeth) (42) (44) (14) (9) (19) (11) (19)

Tycoch HS 33 60 7 6 9 39 14
Tycoch LS 44 47 9 11 17 17 9
(All Tycoch) (39) (54) (8) (9) (14) (28) (11)
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Of the Trallwn sample, 58% of respondents combined food shopping with 
a single activity and only 5% combined food shopping with more than one 
activity. A number of activities are combined with food shopping by the 
Trallwn sample; 20% of all respondents made leisure/social and food 
combinations; 20% made work/business and food combinations and 13% 
combined food and durable goods shopping. 37% of Trallwn respondents 
indicated that they did not combine food shopping with another activity. 
This did vary between the sub-groups, with the Trallwn high status group 
having a greater incidence of combining food shopping with leisure/social 
activities as opposed to the low status group who, primarily, combine 
food shopping with work or business. The Treboeth sample group make more 
multiple combinations of trips. On average, 14% of all respondents 
combine food shopping with at least two forms of activity. The type of 
activity combined with food shopping is in 19% of cases work or business 
combinations and a further 19% mixed. The differentiation between the 
sub-groups is minimal, albeit that more of the low status group combine 
leisure/social or other forms of shopping with food purchases. At 
Tycoch, more single combinations are apparent (54% of all respondents) 
and these are primarily undertaken by the high status group. The 
majority of Tycoch respondents combining activities do so with other 
forms of shopping. In particular, the high status group appears to 
combine food and other forms of shopping.

The results do identify a certain proportion of respondents who 
combine convenience goods shopping with alternative activities. The 
information collected for this current study suggests a possible minority 
interaction between the different behavioural types. The study did not 
exclusively seek to identify 'holistic' aspects of behaviour, but the 
information does suggest an influence which might be considered in more 
detail by further research. The precise role of holistic behaviour would 
need to be identified, and the interaction with shopping behaviour 
examined, to elicit the relative status of alternative activities with 
food shopping.

(iv) The Stability of Shopping Behaviour recognises the role of
learning theory and the changing nature of consumer behaviour. Food 
shopping behaviour, however, does occur with particular regularity and 
has promoted the study of repeat purchase in the marketing literature 
(for example, Ehrenberg, 1972).
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Table 3.10: Stability of Convenience Goods Behaviour (% Respondents)

Trallwn High Status 
Trallwn Low Status 
(All Trallwn)

Definitely
Stable

68
55
(61)

Reasonably
Stable

27
36
(32)

Variable

5
9
(7)

Treboeth High Status 75
Treboeth Low Status 66
(All Treboeth) (70)

19
28
(23)

6
7
(6)

Tycoch High Status 
Tycoch Low Status 
(All Tycoch)

77
80
(79)

20
20
(20) (1)

Nevertheless, as an overall check on the quality of the information 
obtained, the respondents were asked a series of questions relating to 
the stability of their shopping habits. The particular questions 
emphasised the location of shopping trips as opposed to specific product 
purchases. Each respondent was asked 'their view' of their patterns of 
shopping behaviour. Three main response categories are illustrated in 
Table 3.10.

At Trallwn only 7% of the overall sample indicated variability in the 
locations visited for main food purchases. 61% expressed definite
patterns of behaviour and 32% were 'reasonably' confident in their 
activities. These results varied slightly between the two designated 
social status groups at Trallwn, with 5% of the high status group and 9% 
of the low status group expressing variability in their behavioural 
patterns.

At Treboeth, the findings were broadly similar, with 70% expressing 
that their behaviour remains 'definitely stable*. This again varied 
slightly between the two social groups, with more of the high status 
group (75%) expressing that their behaviour remained 'definitely 
stable'. The Tycoch sample illustrates even stronger results, with more

176



respondents indicating the definite stability of their behaviour. There 
is no discernible social status sub-group differentiation at Tycoch.

As a further indication to the stability of their shopping behaviour, 
an additional question was asked, which requiested respondents to consider 
their convenience shopping behaviour from a specified date (January 
1980). This provided some conclusive findings, for there had been no new 
retail developments of any great hierarchical status opened between 
January 1980 and the time of the survey. Oif the Trallwn sample, only 18% 
of the high status and 19% of the low status indicated having changed 
their behaviour between these dates. When prompted for details of this 
change 13%, (of a maximum 18%) of the high status and 16% (of a maximum 
19%) of the low status, considered these changes as macro changes in 
locations visited. Further questioning identified no definite reason for 
changes in behaviour amongst the high status group, and only 5% (of a 
maximum 16%) of the low status group indicated 'price conciousness' as a 
reason for change. At Treboeth, the analysis identified 13% of the high 
status and 20% of the low status group as having changed their behaviour 
between the dates concerned. Detailed prompting for information of these 
changes revealed that 8%. (of a maximum 13%) of the high status group and 
14% (of a maximum 20%) of the low status group considered these changes 
as macro changes in location. Further analysis does not reveal any 
reason behind these changes for the Treboetlh sample. Of the Tycoch group 
only 10% of the high status and 13% of the low status group indicated 
changes in their behaviour between the specified dates. Of these 
changes, 6% (of a maximum 10%) of the high status group and 4% (of a 
maximum 13%) of the low status group considered these changes as major 
locational changes.

The above discussion conclusively reveals the stability of the 
convenience shopping behaviour of the sample group of respondents. The 
majority consider their behaviour as being definitely stable, and very 
few indicated having changed their behaviour over the 6 - 9  months prior 
to the survey. None of the respondents consider their behaviour as 
erratic and, hence, all the conclusions can be viewed with confidence.
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2. Towards a Nomenclature of Convenience Goods Shopping

The research aimed to narrow down the study of consumer behaviour 
into the specifics of convenience shopping behaviour. To accomplish 
this, the survey extracted a v&riCh^ of information on the shopping 
behaviour of the six product groups of general grocery, meat, fish, 
bread, cakes and frozen foods. Information on centre choice for each of 
these products was supplemented by full details of the characteristics of 
that behaviour. Initially, the analysis will identify any variation 
between major centre visited for these product groups. The conclusions 
will identify a nomenclature of convenience goods shopping for detailed 
spatial analysis. Given the pre-eminence of a single product type, 
additional products can be analysed to both corroborate and detract from 
the detailed analysis of the dominant product.

Initially, the research hypothesised a difference between the 
locations visited by each respondent for different products (a hypothesis 
which negates the notion of a single shopping trip for a multitude of 
goods). The analysis shows the interrelationships between centre choice 
which, in accordance with the research aims, is disaggregated to account 
for the geographical and social consumer groups. The tendency for the 
sample selected to purchase multiple product groups from the same 
shopping centre will be thoroughly analysed by this approach.

The similarity index simply identifies, on the basis of the primary 
importance of grocery trips, the interaction of centre choice of grocery 
and other product groups. Table 3.11 presents the percentage index of 
similarity between the different product groups. Certain products were 
subject to fluctuations in frequency of purchases (e.g. fish and cakes) 
and consequently, all figures relate to the similarity of goods purchased 
regularly.

A number of interesting results can be seen in Table 3.11 and the 
associate graph, Figure 3.1.

The average across all sample areas illustrates that 55.2% of all 
major meat purchases are bought from the same shopping centre as major 
groceries. Fish, when purchased, is mainly bought separately (45.4%
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Table 3.11: Percentage Index of the Similarity Between Major Centres
Used for Product Types

Trallwn High Status 
Trallwn Low Status 
(All Trallwn)

Grocery with:
Meat Fish Bread

55.3
67.4 
(60.4)

55.3
51.2
(53.3)

35.2
35.6
(35.4)

Cakes

79.6
73.8
(76.7)

Frozen
Foods
64.4
72.9
(68.7)

Treboeth High Status 48.2 37.4 41.5 55.6 56.8
Treboeth Low Status 71.0 50.0 62.4 60.0 67.6
(All Treboeth) (59.6) (43.7) (52.0) (57.8) (62.2)

Tycoch High Status 40.0 45.9 64.6 64.0 68.5
Tycoch Low Status 51.4 32.6 50.7 57.0 55.4
(All Tycoch) (45.7) (39.3) (57.7) (60.5) (62.0)

All Respondents 55.2 45.4 48.3 65.0 64.3
(Standard (11.8) (8.7) (13.0) (9.7) (6.9)
Deviation)
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similarity)/ as is bread. Cakes and frozen foods were bought, on 
average, 65.0% - 64.3% of the time from the same shopping centre as 
groceries. Within this overall average are a number of important 
variations. Standard deviation values indicate the variability around 
the mean, and the detail breakdown by both geographical and social status 
group is different.

Controlling for the influence of social status identifies that major 
grocery and meat trips are to the same location; 60% of all trips 
Trallwn and Treboeth but only 46% of all tripsfrejnTycoch. Grocery and 
fish interactions also vary slightly between geographical survey areas.
At Trallwn, 54% of all grocery and fish purchases are from the same 
centre; at Treboeth, this figure is 44% and at Tycoch, only 39%.
Similarly with bread, the interaction of major purchases from the same 
location is different for each area. The results for cakes and frozen 
foods are generally higher and can be considered sufficiently similar to 
major grocery centre trips to be excluded from any subsequent analysis. 
Figure 3.1 graphically illustrates this variability.

Further variation however, can be seen with the additional influence 
of designated social groups. The Trallwn high status group combine major 
grocery shopping with major frozen food purchases, major cake purchases 
and to a certain extent major meat purchases. Major fish purchases are 
similarly bought from the same location as groceries by 55.3% of Trallwn 
high status respondents. Bread, however, is bought from different 
centres to groceries by Trallwn high status respondents. Trallwn low 
status respondents similarly combine purchases from the same centre for 
grocery, cakes and frozen foods, but also for meat (67.4% similarity) and 
fish (51.2%). Bread is also bought from a different centre than 
groceries by the Trallwn low status group. At Treboeth, the results are 
different. Many more low status respondents combine meat and grocery 
locations than their high status counterparts. Furthermore, this trend 
can be seen with all the other product interactions for the Treboeth 
sample. A social status variation is evident amongst the Treboeth group 
of respondents. The Tycoch sample similarly illustrates variations that 
are accountable by designated social status. The low status group 
combines more grocery and meat purchases from the same major centre, less 
grocery and fish, and less grocery and bread purchases. It is 
interesting to note that 64.6% of the Tycoch high status group visit the 
same shopping centre for major grocery and bread purchases.
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Despite minor variations there does appear a tendency for making 
multiple product shopping trips to a single centre for certain consumer 
groups. Prior to identifying a category of convenience shopping goods, 
the analysis of the actual number of centres/ visited as major locations 
for purchases of both four product groups (grocery, meat, bread and fish) 
and the full six products, adds to the discussion. (Table 3.12)

Table 3.12 Number of Different Centres Visited for Four Product Types 
(Main Trips) (% Respondents)

One Two Three Four Mean (Mean 6 Products) 
Trallwn HS 18 42 31 9 2.31 (2.44)
Trallwn LS 20 55 22.5 2.5 2.08 (2.13)

Treboeth HS 15.2 41.8 31.6 11.4 2.39 (2.59)
Treboeth LS 31.6 54.4 13.9 - 1.82 (2.03)

Tycoch HS 20 50 27 3 2.13 (2.24)
Tycoch LS 24 54 19 3 2.00 (2.20)

Throughout all the survey areas, on average, over two main centres 
are visited for the four product categories. This varies from 1.82 at 
Treboeth low status to 2.39 at the Treboeth high status group (an early 
indication in itself of differences in spatial choice behaviour between 
consumer groups). The figures for the full six product category are 
provided for comparison purposes, but illustrate further the reliance of 
consumers on a small number of centres for major purchases of different 
products. The proportional breakdown of the number of centres visited 
substantiates further these findings.

182



The previous discussion has highlighteed -- two important 
observations in the data collected from tlhe Swansea sample. Firstly/ 
that major grocery purchases are bought frrom the same shopping centre as 
major purchases for a number of other procducts. Frozen food purchases, 
cakes and, for many respondents, meat and fish are notable in this 
respect. Bread as a product group appears distinct, and main purchases 
tend to originate from different centres. The second important 
observation from this analysis is that variability in centres visited, in 
accordance with both geographical and sociial phenomena, is apparent. 
Further analysis is essential to explore ffully this characteristic of 
overt spatial behaviour.

The analysis of similarity between majjor locations visited for 
different products identifies a continuum of 'key' product types, which 
could possibly be analysed in detail to both corroborate and detract from 
the fundamental analyses of grocery behaviLour. Bread as a product type 
could generally be expected to detract from the main results of a grocery 
analysis, whilst shopping behaviour for moat products could support the 
findings of grocery behaviour. Chapter 4 will, therefore, be concerned, 
with the detailed analysis of overt behaviLour for grocery products, plus 
the consideration of both bread and meat ^purchases.

3. The Characteristics of Grocery Shoppimg Behaviour

As a preliminary to the detailed spatiial analysis of grocery 
behaviour in Chapter 4, the main behaviouiral characteristics of grocery 
shopping can be conveniently outlined withiin the structure of this 
discussion.

Grocery purchases have been shown to Ibe related, in terms of centre 
choice, to the purchase of alternative product types. Consequently, 
grocery shopping behaviour provides the fuindamental information to which 
the subsequent analyses are related. In order to discuss fully the 
spatial characteristics of grocery behaviour this section will outline 
three behavioural characteristics of grocery purchases. The number of 
centres visited for grocery purchases, the allegiance of respondents to a 
single main centre and the frequency of viisits to the main centre 
indicated will be presented.
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The total number of different centres which respondents indicated 
visiting for grocery purchases is illustrated in Table 3.13. Almost 15% 
of all the Trallwn sample indicated the use of one centre for grocery 
purchases, 53% the use of two centres and almost 27% the use of three 
centres. These figures vary slightly between the designated social 
status groups, with the Trallwn high status sample tending to visit more 
locations for grocery purchases. Nevertheless, only 5.8 - 6.5% of both 
groups visit four different centres. At Treboeth, the results differ.
On average 9% of the sample visit a single centre, 58% favour two centres 
and a further 28% three centres. Variation between the designated social 
groups at Treboeth results in the low status respondents visiting a 
greater number of centres for grocery purchases. The Tycoch sample group 
illustrate a slightly different pattern. 18%, on average, visit a single 
centre, 53% two centres, and 26% visit three locations for grocery 
purchases. Social status variation is apparent with the designated high 
status group favouring slightly more locations.

There is, therefore, a difference in the number of centres visited 
for grocery purchases, both between the sample areas and the social 
status sites within them. Geographical and social variations in 
behaviour are apparent in this brief analysis.

Having identified that respondents visit a number of centres for 
grocery purchases, the allegiance to the major grocery centre is an 
important characteristic of that particular behaviour (Table 3.14). 
Respondents were asked to provide information on the proportion of all 
their total grocery shopping bought from the particular centre identified.

Of the Trallwn sample, 50% of both the designated high and low status 
purchase over 90% of their grocery products from one centre. Only 16% of 
both groups purchase less than 70% of their goods at one centre. At 
Treboeth, 43% of the high status group buy over 90% of their groceries in 
one centre, compared to only 26% of the low status group. Similarly, the 
Treboeth designated low status group illustrate lower allegiance, with 
25% of the group purchasing less than 70% of all their groceries from a 
single centre. The Tycoch sample show further variability in allegiance; 
43% of the designated high status group purchase 90% of their goods from
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Table 3.13: Number of Different Centres Visited for Grocery Purchases
(% Respondents)

One
Trallwn High Status 16.9
Trallwn Low Status 12.5
(All Trallwn) (14.6)

Treboeth High Status 11.4
Treboeth Low Status 7.6
(All Treboeth) (9.4)

Tycoch High Status 15.7
Tycoch Low Status 20.0
(All Tycoch) (17.9)

Two Three Four +
46.8 29.9 6.5
58.7 23.7 5.8
(52.9) (26.8) (5.7)

63.3 24.1 1.3
51.9 31.6 8.9
(57.6) (27.8) (5.1)

47.1 32.9 4.3
58.6 20.0 1.4
(52.9) (26.4) (2.8)

Table 3.14: Allegiance to Major Grocery Centre (% Respondents)

Less 70%
Trallwn High Status 16.6
Trallwn Low Status 16.2

Treboeth High Status 19.0
Treboeth Low Status 25.3

Tycoch High Status 30.0
Tycoch Low Status 22.9

71 - 80% 81 - 90% 91% +
11.7 23.4 49.4
11.2 22.5 50.0

25.3 12.7 43.0
27.8 20.3 26.6

12.9 14.3 42.9
8.6 10.0 58.6
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a single centre compared to 59% of the low status group. The low levels
fow ndof allegiance (less than 70% of all products)^at Tycoch are 

cJkarcvcVe^iShC the designated high status group.

This variation in grocery centre allegiance can be for a multitude of 
reasons. Interestingly, five of the six sample sub-groups show a 
relatively large proportion (55%) purchasing over 80% of their grocery 
products from a single centre. The Treboeth low status group is unusual 
in this respect. The levels of allegiance demonstrate the ’loyalty' 
respondents have to a single location and hence qualify the previous 
discussion.

The frequency of visits to the main grocery centre identified 
produced a variety of response, which is again discussed in terms of the 
sample sites selected (Table 3.15).

Table 3.15: Frequency of Visits to Location Identified for Major
Grocery Purchases (% Respondents)

Daily Several Times 
a Week

Weekly 2 Weeks 
plus

N/i

Trallwn High Status 2.6 6.5 79.2 11.7 -
Trallwn Low Status 5.0 8.7 78.7 3.7 -

(3.9) (7.5) (79.0) (9.6) -

Treboeth High Status 1.3 12.7 69.6 16.5 -

Treboeth Low Status 17.7 24.1 49.4 8.9 -

* (9.5) (18.4) (59.5) (12.0) -

Tycoch High Status 7.1 14.3 60.0 18.6 -
Tycoch Low Status 22.9 8.6 54.3 11.4 2

(15.0) (16.5) (57.7) (15.0) -
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On average, 79% of the Trallwn sample visit their major grocery 
location once a week, with an additional 11% making more than one visit 
per week. These figures are relatively constant between the two 
designated Trallwn social status groups. The Treboeth sample shop at 
slightly more frequent intervals, only 60% shop weekly and an additional 
28% shop more than once a week. There is a difference between the 
designated social status groups. The high status group shop at less 
frequent intervals (70% once a week), with nearly 77% making fortnightly 
visits. 58% of the Tycoch sample, on average, make a weekly visit to 
their major location for grocery purchases. A social group variation is 
apparent, with 23% of the low status group shopping daily as opposed to 
only 7% of the high status sample. By contrast, 19% of the high status 
sample make fortnightly plus visits.

Variability again characterises the frequency of visits to the major 
grocery location. The main differences are seen between the low status 
sample sites where the characteristics of the Trallwn low status group 
are more similar to their high status counterparts. Low status 
respondents at Treboeth and Tycoch tend to make daily shopping trips.

Again, the results illustrate the influence of geographical and 
social status characteristics on overt spatial behaviour. Chapter 4 will 
consider these and additional intervening influences on grocery spatial 
behaviour in detail. The characteristics of grocery shopping behaviour 
have been described and the differences between the fundamental 
influences of the survey design highlighted.
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4. Summary

The initial analysis of.the general profiles of convenience goods 
shopping behaviour produced a variety of interesting results. Three 
aspects of overt behaviour were presented. Initially, the discussion 
centred around four general traits of shopper behaviour, then proceeded 
to identify a nomenclature of convenience goods shopping, of which the 
dominant product characteristics were discussed.

The general traits of shopper behaviour included a discussion of a 
broad shopper profile for all convenience shopping in terms of trip 
frequency, trip characteristics and time and day favoured for shopping. 
Variability characterised this profile. Shopping trips generally 
occurred at least once a week albeit with variations between different 
groups of shoppers. The sample design, controlling for designated social 
status in particular, took account of these variations in trip 
frequency. Trip characteristics were simply the response to a direct 
question. Overall, the main trip characteristic expressed by shoppers 
was for one major shopping trip plus the 'occasional' subsidiary 
excursion. Notably, certain consumer groups preferred either a single 
trip for all food purchases, or two main trips. These shopping trips 
were mainly orientated towards the weekend period although, again, 
consumer sub-group variation was apparent. The timing of major 
convenience goods shopping trips similarly varied for different groups, 
with the morning period dominant for many shoppers.

A specific aspect of shopping behaviour concerning the number of 
persons involved was explicitly examined within the section on general 
characteristics. By definition, the respondent interviewed was 
responsible for the majority of convenience shopping for the household. 
Many respondents, however, receive assistance. This varied both in the 
number of persons involved in the shopping trip and the type of 
assistance received. A certain proportion (33 - 56%) of respondents 
shopped alone, some received limited help and in other households 
shopping was a shared responsibility. The details of each varied between 
the social status groups sampled. The type of assistance received by 
shoppers was of a general nature, although, for certain respondents, help 
in transport and carriage featured strongly.
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The third element, contributing to the general characteristics of 
shopper behaviour, examined briefly the role of holistic behaviour. This 
aspect embodies the view that shopping behaviour increasingly interacts 
with a variety of other behavioural activities. The discussion presented 
information collected on the frequency, number and type of multi-purpose 
trips. Again a slight variation is apparent between certain consumer 
groups in certain geographical areas, and the research did indicate a 
possible minority interaction between behavioural types. However, the 
limited aspects studied in this research did not identify holistic 
aspects of behaviour fully. The precise relationship between shopping 
and alternative forms of behaviour needs to be identified and is a 
possible area for future study.

The final element in the initial section specifically concerned the 
stability of shopping behaviour. The majority of the respondents 
interviewed considered their behaviour stable in terms of locations 
visited, and very few indicated having changed their behaviour in the 6 - 
9 months preceding the survey. The shopping behaviour of the sample of 
respondents surveyed was sufficiently stable to produce a high quality of 
information for additional analysis.

The analysis of the information collected from the survey required a 
narrower emphasis towards a nomenclature of convenience goods shopping. 
Information collected on centre choice, for a variety of products, was 
subjected to a simple analysis indicating the similarity between centre 
choice for each product. The results identified a continuum of product 
types which were both similar and different in terms of major centre 
choice. Grocery products feature strongly in the analysis, and the 
results concluded that two additional product groups could provide both 
corroborative and detractive evidence of behaviour. Grocery shopping 
behaviour was the major product group identified. Patterns of overt 
behaviour for meat purchases would (from the analysis of similarity) 
corroborate the grocery analysis, and patterns of overt behaviour for 
bread would generally be expected to detract from the main results. 
Consequently, Chapter 3 proceeded to examine in detail the 
characteristics of shopping behaviour towards grocery products. The 
number of centres visited for grocery purchases, plus information on 
customer allegiance to that centre and frequency of purchase, all
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contributed to this section. The information presented is intended as a 
preliminary to Chapter 4 and provided some interesting findings. The 
results illustrated a difference in the number of centres visited for 
grocery purchases, both between the geographical sample areas and, within 
them, between the designated social status groups. A large number of 
respondents only visited two centres for all their grocery purchases; 
certain proportions visited three or more, whilst a varying minority 
relied on a single centre for grocery purchases. Customer allegiance to 
the major centre for grocery purchases produced, for five of the six 
sample areas, a relatively large proportion (55% plus) of shoppers 
purchasing over 80% of their grocery products from a single centre. Many 
respondents, therefore, demonstrate a 'loyalty' to one location for 
grocery purchases.

The analysis of frequency of visit to the major grocery centre 
identified produced a variety of responses. The information presented 
deliberately did not relate frequency to centre choice at this stage, but 
described the results by each of the sample groups of consumers. 
Variability was apparent. The major differences were between the low 
status sites, where low status respondents located in Trallwn shopped for 
groceries at intervals comparable to those of their high status 
counterparts. Social and spatial differences in the frequency of grocery 
purchases were apparent in the results presented.

The characteristics of grocery shopping behaviour were thus 
described, and provided an introduction for the subsequent detailed 
analysis of grocery spatial behaviour. Chapter 3, therefore, guides the 
research through the formative analytical stages. A logical discussion 
is developed, initially on broad aspects of shopper behaviour, including 
certain specific characteristics, and proceeding towards a nomenclature 
of convenience goods shopping identifying three product types for further 
analysis. The final section presented the behavioural characteristics of 
the dominant product group of groceries. The discussion proceeds to the 
details of overt spatial behaviour and the fundamental objectives of the 
research.
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CHAPTER 4: SPATIAL PATTERNS OP CONVENIENCE GOODS SHOPPING
BEHAVIOUR



Introduction

The research now proceeds to investigate the patterns of overt 
spatial behaviour for convenience goods, as proposed in the research 
objectives in chapter one. This forms the fundamental information to 
which all other aspects of overt behaviour, attitudes and motivations are 
related. Previous approaches to the subject by retail geographers have 
considered amongst many aspects, number of trips, trip destination and a 
multiple classification of trip types. This discussion is concerned 
primarily with the type of shopping centre destination visited by 
consumers for the convenience product groups identified in chapter 
three. In accordance with the research objectives, the analysis will 
proceed by investigating the variations between the three sample areas, 
and within each area between the designated social status sub-groups of 
consumers. Further disaggregation of the behavioural variations will 
follow in an attempt to undertake a detailed analysis of the 
information. This is viewed as a development towards an increased 
understanding of consumer spatial behaviour. The type of shopping centre 
visited has been classified in accordance with the retail hierarchy of 
the urban area of Greater Swansea (Figure 2.lOA)and all the subsequent 
tables relate to the available shopping opportunity' set. Consequently, 
the analysis does not specifically present distance to shopping centre 
characteristics, as these traits are inherently expressed in differential 
patterns of behaviour. The classification of shopping centre visited 
does, as a result of the patterns of behaviour, combine a number of 
centre types of different hierarchical status. For example, 
neighbourhood and local shopping centres nearest to the sample place of 
residence are grouped under a single heading of nearest neighbourhood or 
local centre. This characteristic is a direct test of the nearest centre 
hypothesis. When applicable, small town shopping centres are thus 
divided into nearest and other available. The free standing outlets are 
grouped under a single heading and not differentiated into nearest or 
other available, on account of the geographical similarities in location 
between the two examples in the Swansea hierarchy. Additionally, all 
district centres are combined (to overcome the problem of observed cell 
frequency) and a final all encompassing heading of "other" centres, 
provided.
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The disaggregated analysis of varying consumer sub-groups is not, 
unfortunately, always controlled for the six sample sites selected. The 
influence of social, economic and demographic factors are always 
controlled by geographical area - and, where the number of observations 
permits, simultaneously for the influence of designated social status. 
This characteristic of the information reflects the scale of the exercise 
but does not compromise the research aims, as the fundamental influences 
of geographical and designated social status are always tested. When 
possible, additional tables of the breakdown by further social, economic 
and demographic consumer sub-groups are provided. The discussion will, 
via this disaggregation of consumer sub-group influences, seek to explain 
the differences in behaviour from the norm as represented by the sample 
site patterns of behaviour (section 1 of this chapter).

The cross tabulations presented where possible, include the results 
of a statistical significance test. Chi square values and statistical 
significance are given where the information presented satisfies the 
requirements of the test. Appendix 5 discusses the technique of chi 
square.

Chapter four commences with the analysis of major grocery centre 
choice, then proceeds to supplementary grocery centre choice before 
corroborating or detracting from the results with the analysis of 
behaviour for meat and bread respectively. The conclusion to chapter 
four attempts to 1 gauge' the relative importance of the influence of each 
consumer sub-group on consumer spatial behaviour.

1. Spatial Patterns of Grocery Behaviour

The variety of approaches to the study of consumer spatial behaviour 
derive considerably from three fundamental concepts. Firstly, the 
nearest centre hypothesis of central place theory (Christaller, 1933). 
Secondly, the trade off of the advantages of centre attraction against 
the disincentive of distance from the 'laws of retail gravitation' 
(Reilly, 1931). Finally, from the development of individual information 
processes as illustrated by conceptualisation of consumer decision making 
(Huff, 1963).
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The questionnaire survey undertaken for this research study provided 
a considerable amount of information that enabled comments on these three 
concepts. Respondents were asked to provide details of the major centre 
visited for grocery purchases, the characteristics of those purchases and 
alternative centres visited for supplementary requirements. The research 
design adopted allowed this information to be disaggregated for the 
influence of a variety of socio-economic, geographical and demographic 
variables. The discussion proceeds to analyse overt patterns of grocery 
behaviour towards the major centre chosen. The fundamental influence of 
socio-spatial differences on behaviour are analysed, in conjunction with 
the influence of personal mobility, an array of demographic variables, 
'time' availability, and the influence of household characteristics. 
Interim conclusions are then provided prior to discussing the overt 
spatial behaviour of shopping for meat and bread.

1.1 Major Centre Choice

In the Swansea sample, the research design enabled a comparison to be 
made between spatially and socially different consumer groups. Broadly, 
the three areas had a similar physical access to the sub regional city 
centre, two of the three areas enjoyed access to a small town centre and 
all three had neighbourhood or local shopping centres at their disposal. 
The detailed retail structure and the sample characteristics are 
extensively discussed in chapter two. Major centre choice for grocery 
products relates to the response to the question; "Where do you buy most 
of your grocery products?" (grocery products were defined prior to this 
question during the introduction to the interview). The analysis 
presented in the previous chapter details the relative allegiance of 
respondents and the trip characteristics to the major centre identified 
(e.g. frequency of visit and number of centres used). Overall, customer 
allegiance to the major centre for grocery purchases produced a high 
porportion of respondents demonstrating a strong loyalty to a single 
centre for grocery purchases. Consequently, the information collected on 
major choice is of a sufficently high quality level to enable both a 
detailed analysis and wider conclusions on the nature of consumer spatial 
behaviour to be developed.
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(i) The Influence of Socio-Spatial Differentiation

The influence of socio-spatial differentiation on shopping behaviour 
has been presented by many authors, notably Thomas (1974, 1976). Simply 
the results of Thomas' early study have shown that, for grocery shopping 
trips, high status consumers tend to travel further to generally higher 
order shopping centres. These variations are closely associated with 
levels of personal mobility. Clearly social class and levels of mobility 
are related. Corroborative evidence of the influence of social class on 
behaviour can also be seen in the work of Davies (1969), Nader (1969), 
Potter (1977, 1982), Rich and Jain (1968) and Foxall (1977). As Foxall 
(1977, p.137) states; "the pervasiveness of class related phenomena in 
any society extends to consumer behaviour".

The results from the Swansea survey illustrate a variety of locations 
visited. Table 4.1 illustrates centre choice for major grocery purchases 
by the geographical sample areas. Almost 50% of the Trallwn sample visit 
their nearest small town shopping centre for major grocery trips. A 
further 9% are prepared to travel to an alternate small town centre, 
whilst 22% visit the sub regional city centre of Swansea. Only 8% make 
use of the nearest neighbourhood or local centre for main grocery 
purchases. Overall, 80% of the Trallwn respondents travel to a high 
order centre (sub regional or small town) for main grocery trips. This 
figure contrasts with the second sample area of Treboeth, where a total 
of 52.5% of trips are to a high order centre. In detail, 39.3% of 
Treboeth respondents travel to their nearest small town centre, 13.3% to 
the city centre and over 30% to the nearest neighbourhood/local facility 
available. Decentralised, free standing outlets account for almost 14% 
of Treboeth trips. The Tycoch sample illustrate a different pattern, 
37.9% of all trips are to the city centre, 32.1% to the nearest 
local/neighbourhood centre, with an increased proportion (19.1%) to the 
free standing outlets.

These results identify a geographical influence on consumer choice. 
Given no small town centre to visit, Tycoch respondents increasingly 
favour the city centre and free standing outlets. The nearest local or 
neighbourhood facilities account for a larger proportion of Treboeth and
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Table 4.1: Centre Choice for Major Grocery Purchases by Geographical
Sample Area (% Respondents)

Sub
Regional
City
Centre

Small Town 
Centre 
Near Other

Neighbour
hood/Local
Centre
Nearest

District
Centre

Free
Standing Other 
Outlets

No.
of
Cases

Trallwn 21.7 49.7 8.9 8.3 3.1 5.1 3.1 157
Treboeth 13.3 39.2 30.4 0.7 13.9 2.5 158
Tycoch 37.9 1.4 32.1 9.3 19.1 1.4 140

Chi Square 140.37, 10 d.f Significant at 0.0001

Table 4.2: Centre choice for Major Grocery Purchases by Geographical
and Social Sample Site (% Respondents)

Trallwn HS 18.2 48.1 15.6 7.8 1.3 5.2 3.9 77
Trallwn LS 25.0 51.3 2.5 8.8 5.0 5.0 2.5 80

Treboeth HS 16.5 44.3 12.7 1.3 22.8 2.5 79
Treboeth LS 10.1 34.2 48.1 - 5.1 2.5 79

Tycoch HS 34.3 2.9 24.3 7.1 28.6 2.9 70
Tycoch LS 44.4 - 40.0 11.4 7.1 - 70

Author's Note:

In the forthcoming discussion, a number of tables of the locations 
visited for Grocery purchases abbreviate centre types. This is to 
facilitate the production of the work. The terms are consistent and 
reproduced below:

Similarly:

SCC
STC
N
0
NNBH/LC
DC
FSO
Other
No. of Cases
HS
LS

Sub Regional City Centre 
Small Town Centre 
Nearest 
Other
Nearest Neighbourhood or Local Centre
District Centre
Free Standing Outlets
Other Centres
Number of Cases
High Status
Low Status
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Tycoch based trips. The geographical distribution of shopping centres 
appears to be an influence on consumer choice. Decreased distance to the 
free standing outlets for Treboeth and Tycoch residents results in 
increased usage of this location. The local geography of Tycoch supplies 
a number of district type centres within a relatively short distance of 
the survey site. Few trips are orientated towards these district 
centres. Accounting for social status within this framework clarifies 
the results (Table 4.2).

At Trallwn the influence of designated social status alters the 
patterns slightly. Fewer high status respondents visit the nearest small 
town centre, and the city centre area. As an alternative, they prefer to 
journey to another small town shopping centre. This factor is obviously 
related to the social status differences and the implications of such a 
categorisation in mobility terms. Easy access to the nearest small town 
centres (presumably with some respondents using public transport 
facilities) appears important for the Trallwn low status group. The
Treboeth site illustrates the significance of the social status
differences further. The low status Treboeth shoppers are highly local 
in their patterns of behaviour, almost half those interviewed made use of 
the nearest neighbourhood/local shopping centre for major grocery 
purchases. This contrasts totally with the high status group, more of 
whom travel further to small town centres and free standing superstores. 
Again at Tycoch, this factor is apparent. Social status differentiation 
is significant, both groups still make heavy use of the Swansea City 
Centre, however, 29% of all high status trips are towards a free standing 
superstore compared to only 7% for the low status group.

The results do not categorically support the results of Thomas (1974)
as not all high status shoppers tend to travel to higher levels of the
retail hierarchy. The findings are mixed, the importance of the shopping 
opportunity set appears to be determining behaviour. The high status 
groups travel to a wider variety of outlets, but at certain locations 
(Tycoch) the nearest local/neighbourhood centre is of importance. The 
geographical factor can be isolated by comparing the behaviour of the 
social status groups separately. Within the high status sample, the 
Trallwn respondents appear to preclude the use of free standing stores on

196



the grounds of excess distance. As an alternative, trips are made to 
small town centres. In contrast to this, Tycoch high status respondents 
do not travel the distance to a small town centre given the choice of a 
nearer free standing outlet. The high status sample groups appear to 
overcome greater distances, to journey to a centre of sufficient 
hierarchical status. The city centre area is still important for many 
respondents (especially for the Tycoch high status group), with its 
significance varying according to alternate centre choices available. 
There is an interesting tendency for the Tycoch high status group to make 
a greater use of their nearest local/neighbourhood centre. This tends to 
imply that additional influences may be important for this group. 
Geographical location, and its relationship to the available retail 
opportunities, does appear to be influencing behaviour. The same overall 
principles apply to the low status respondents. Free standing outlets 
receive a minimum of use, however, the proportion of trips directed 
towards the city centre does vary. The slightly easier access to the 
city centre for the Tycoch sample and the lack of major alternatives 
(directly connected by public transport) constrains the behaviour of the 
Tycoch low status group. Use of district centres by this sample group is 
still relatively low (only 11.4%) given the available choice 
geographically near the site. The low status groups at Treboeth and 
Trallwn both favour the nearest small town centre for grocery shopping. 
Both sites are directly connected by public transport to this small town 
centre and any constraints on mobility may have been overcome. The 
nearest local/neighbourhood centre is still important for the Tycoch low 
status group.

It has become increasingly apparent that the geography of a city isoc-unrof importance in determining main grocery shopping trips. Variations{in 
accordance with differences in the social status of respondents. These 
patterns are illustrated in Figures 4.1 and 4.2.

The socio-economic characteristics of each sample site were 
sufficiently different to be termed high and low status (chapter two).
It is possible however, to investigate the social class influence 
further, by classifying all respondents in each of the three survey
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areas into a sample social class category. The classification of sample 
social class used is described in chapter two.

Table 4.3 illustrates the influence of sample social class upon the 
centres visited for main grocery purchases. Social Classes I and II; 
Professional, and Semi-Professional are grouped together to facilitate 
analysis. This also applies to Social Classes IV and V; Semi Skilled and 
Unskilled Classes.

Within the Trallwn data, the use of a classification by sample social 
class illustrates certain aspects of variability in the usage of shopping 
centres. The nearest small town centre is used increasingly by the lower 
social class groups (35% of all Class I & II trips compared to 58% of all 
Class IV & V trips), other small town centres by high social class groups 
and interestingly, also nearest neighbourhood/local facility by higher 
social classes. The use of free standing outlets is again predominantly 
by the higher social classes (Classes I, II and III non-manual in 
particular).

At Treboeth, higher social class groups tend to make a greater 
proportional use of the city centre (this centre accounts for only 3.2% 
of Class IV & V trips). The lower class groups prefer the nearest 
neighbourhood/local centre (45.2% of all Class IV & V trips), however, 
characterising much of the behaviour of the Treboeth site (and relatively 
constant throughout each class) is the use of the nearest small town 
centre facility.

The Tycoch sample illustrates similar patterns. The sub-regional 
city centre predominates throughout each social class, with the 
variability being expressed in the use of the nearest neighbourhood/local 
shopping centre. The lower social classes do make increasing use of such 
facilities. The use of the district centre is interesting, as this is 
dominated by social class III non-manual. Finally, the class differences 
are very apparent in the use of the free standing outlets. Social 
Classes I & II make considerable use of this outlet (42.9% of all Class I 
& II trips are to a free standing outlet).
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Table 4.3: The Influence of Sample Social Class on Centre Choice
(% Respondents)

see STC STC NBH/LC DC FSO Other No.
N 0 N Case

Trallwn
I & II 15.4 34.6 11.5 15.4 3.8 15.4 3.8 26
III M 23.4 53.2 10.9 6.3 1.6 3.1 1.6 64
III NM 23.5 41.2 5.9 11.8 - 11.8 5.9 17
IV & V 21.1 57.9 7.9 5.3 5.3 - 5.3 38
U/C 25.0 50.0 - 8.3 16.7 - - 12

Treboeth
I & II 19.4 45.2 - 9.7 3.2 12.9 3.2 29
III M 15.5 46.6 - 24.1 - 13.8 - 58
III NM 13.6 40.9 - 18.2 - 22.7 4.5 22
IV & V 3.2 32.3 - 45.2 - 12.9 6.5 31
U/C 11.1 11.1 - 72.2 - 5.6 - 18

Tycoch
I & II 32.7 4.-1 - 16.3 4.1 42.9 - 49
III M 37.5 - - 40.0 10.0 12.5 - 40
III NM 47.1 - - 23.5 23.6 5.9 - 17
IV & V 47.4 - - 47.4 5.3 - - 19
U/C 33.3 - - 53.3 13.3 - - 15
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Throughout the discussion the retail structure is influencing a 
certain proportion of overt behaviour differences between the survey 
areas. The influence of sample social class upon the remaining patterns 
of spatial choice is apparent, with the higher social classes visiting 
different centres compared to their lower class counterparts. Clearly, 
social status and geographical differences are apparent in the choice of 
major shopping centres for grocery purchases. Variation in centre choice 
does occur? this variation is seemingly related to alternative 
variables. The following sections of this chapter account for these 
variables and thus, move ■< towards a wider explanation of the behavioural 
patterns described. In chapter one, emphasis was placed on the need to 
examine both traditional and alternative influences on shopping and to 
accordingly disaggregate spatial choice behaviour. A number of 
influences were identified; personal mobility, demographic influences 
like family life cycle, age structure and the constraints of young 
children, time availability plus household characteristics. The 
discussion consequently moves onto explain behaviour in relation to these 
factors within the design of the sample selected.

(ii) The Influence of Personal Mobility

Thomas (1974) offered evidence of the influence of personal mobility 
on shopping behaviour. He lends support to the notion that, for grocery 
shopping the mobile groups tend to travel further and consequently have a 
greater choice of shopping opportunity. Evidence was also presented on 
the close relationship between mobility and social class, although a 
greater importance was attached to the explanation of between group 
variations in shopping behaviour to the role of social class. 
Nevertheless, mobility was apparent in explaining inter-group 
variability. Many other authors (e.g. Banister, 1977; Guy, 1977? Dawson, 
1977 and Davies, 1973) have demonstrated the importance of personal 
mobility and overt behaviour. Similarly, Hillman and Whalley (1977,
1978) in a wider discussion of the location of services, have identified 
a variety of issues. In particular, they are critical of the use of car 
ownership availability rates as an index of personal mobility. This is
an index often used in empirical studies of shopping behaviour and
obscures variations in mobility. Chapter two described the 
classification of consumer sub-groups both in line with the traditional
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method of car ownership/availability rates and with an index of 
mobility. Information is therefore available to compare the results of 
this research with past studies of mobility and shopping behaviour, and 
also more significantly, to attempt to explain fully the patterns of 
spatial choice behaviour observed. The discussion will commence with the 
influence of simple car ownership/availability rates on centre choice 
before proceeding to the index of personal mobility.

Table 4.4 illustrates the influence of car ownership/availability on 
centre choice for main grocery purchases. All the designated high status 
sites have minimal levels of non ownership (approximately 6% of those 
interviewed) and are excluded from this discussion.

The impact of car ownership on the patterns of grocery behaviour at 
Trallwn is important. For the designated low status group, car ownership 
influences the behavioural patterns towards free standing outlets. Apart 
from this, the geographical influence of the retail structure remains 
constant. There is still a minor social status difference in the 
patterns of behaviour of low status and high- status car owners. The 
situation at Treboeth produces some interesting results. Car ownership 
amongst the low status group results in a slight increase in visits to 
the city centre, a large increase in the use of small town-centres with a 
reduction in trips to the nearest local/neighbourhood centre.
Furthermore, the use of free standing outlets is slightly increased. 
Consequently, the two low status groups exhibit quite different patterns 
of spatial behaviour compared to the high status sample. At the Tycoch 
site the ownership of a car by the low status group produces only a minor 
variation in the patterns of behaviour observed previously. Non owners 
make slightly more visits to the city centre at the expense of not 
travelling to a free standing outlet. There is still a significant 
difference in the patterns of overt behaviour between the car owning high 
and low status Tycoch sample. Interestingly, disaggregation of the high 
status owners into one and two car ownership groups shows a different 
pattern, with the two car owners making a much greater use (50% of all 
trips) of the free standing outlets; these trips are made primarily in 
place of visits to the nearest local/neighbourhood centres.
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Table 4.4: The Influence of Car Ownership on Centre Choice
(% Respondents)

see N
STC

0
STC

N
NBH/LC

DC FSO Other No. of 
Cases

Trallwn Low Status 
Non Owners 24.3 

Owners 25.6
62.2
41.9 4.7

8.1
9.3

5.4
4.7 9.3 4.7

37
43

Trallwn High Status 
Owners 18.1 45.8 16.7 8.3 1.4 5.6 6.9 72

Treboeth Low Status 
Non Owners 7.9 

Owners 12.2
18.4
48.4

68.4
29.3 - 9.8

5.3 38
41

Treboeth High Status
Owners 16.2 44.6 10.8 1.4 24.3 2.7 74

Tycoch Low Status 
Non Owners 46.1 

Owners 38.6
- 42.3

38.6
11.5
11.4 11.4

- 26
44

Tycoch High Status 
Owners 35.4 3.1 20.0 7.7 33.8 - 65

(Tycoch High Status 
(1 Car 39.4 
(2 Cars 31.3

Owners) 
6.1 27.3

12.5
9.1
6.3

18.2
50.0

)
)
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Car ownership, as a measure of mobility, produces some results that 
clarify slightly the difference in behaviour between the social groups 
within each of the sample areas. The ownership of a car for the low 
status groups increases the variablity of centres used, in particular, 
visits to the free standing outlets. Nevertheless, behavioural 
differences between the social status groups at each survey area still 
exists, as does the variation between geographical area. Social status 
and geographical location still appear to be more important than car 
ownership. This is a result that supports the findings of Thomas (1974).

The influence of an index of personal mobility that subsumes the 
factors of the respondents driving ability, vehicle availability and the 
possibility of receiving a 'lift' is presented in Table 4.5A. Overall, 
the type of centre visited for main grocery purchases, by the surrogate 
groups described, varies.

At Trallwn, the influence of personal mobility results in a decline 
in the use of the sub-regional city centre, nearest small town centre and 
nearest neighbourhood/local facility by the totally mobile group. 
Correspondingly, increases in visits to other small town centres (15% of 
all trips) and to free standing outlets arise (10.1%). Holding social 
status variations constant is problematic because of sample size, but 
nevertheless, it is interesting to note that the decline in city centre 
trips by the totally mobile group is from the designated high status 
group (Table 4.5B). Overt behaviour patterns of the partially mobile 
sub-group show an increase usage of the nearest small town centre 
(especially by the higher status partially mobile). Other variations are 
relatively minor. The Trallwn immobile group increasingly visit the 
nearest small town centre (53.6% of all immobile respondent trips), 
sub-regional city centre and nearest neighbourhood/local centre. The 
index of mobility illustrates different patterns of overt spatial 
behaviour at Trallwn; the extreme groups of the mobility index visit 
different centres. Immobile Trallwn respondents rely on the nearest 
neighbourhood/local centre and nearest small town centre. As has been 
noted previously, the nearest small town centre to Trallwn is on a direct 
bus route (a finding comparable to that of Davies, 1969). The results of 
the second geographical survey area, Treboeth, conclusively illustrate 
the influence of personal mobility.
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Table 4.5A: The Influence of A Personal Mobility Index on Centre Choice
(% Respondents)

see N 0 
STC STC

N
NBH/LC

DC FSO Other No.
Case

Trallwn
Immobile 28.6 53.6 14.3 3.6 - 28
Partial Mobility 21.3 55.7 4.9 8.2 6.6 1.6 60
Total Mobility 18.8 42.0 15.9 5.8 - 10.1 69

Treboeth
Immobile 6.3 15.6 78.0 - - 32
Partial Mobility 20.7 34.5 25.9 - 17.2 1.7 58
Total Mobility 10.4 55.2 10 .4 1.5 17.9 4.5 67

Tycoch
Immobile 26.7 - 56.7 16.7 - 30
Partial Mobility 48.2 3.6 30.4 7.1 10.7 56
Total Mobility 33.3 * 20.4 7.4 38.9 54
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Table 4.5B: Selected Statistics for the Influence of Personal Mobility
on Centre Choice by Designated Social Status Groups 
(% Respondents)

SCC N N FSO
STC NBH/LC

Trallwn High Status
Partial Mobility 61.9
Total Mobility 17.3 42.3

Trallwn Low Status
Partial Mobility 53.8
Total Mobility 25.0 43.8

all STC
Treboeth High Status
Partial Mobility 42.3 14.2
Total Mobility 52.3 20.5

Treboeth L o W  Status
Partial Mobility 32.0 32.0
Total Mobility 60.9 13.0

Tycoch High Status
Partial Mobility 50.0 16.7
Total Mobility 31.9 16.0

Tycoch Low Status
Partial Mobility 47.3 36.9
Total Mobility 40.0 40.0

Selected statistics reflecting the main findings of Table 4.5A 
disaggregated for Social Status
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The totally mobile respondents at Treboeth increase the proportion of 
trips made to the nearest small town centre and free standing outlets# at 
the expense of visits to the city centre and nearest neighbourhood/local 
facility. Controlling this variation for designated social status 
influences the results, with a notable increase in the use of the nearest 
small town centre by both the low and high status totally mobile groups. 
The influence on the low status group, is such that

60.9% :.of the totally mobile low status groupvistfthis 
particular type of shopping destination. The increased use of the free 
standing outlets similarly changes within the low status group.
Partially mobile Treboeth respondents are increasingly likely to visit 
the city centre at the expense of trips to the nearest neighbourhood/ 
local facility. The decline in visits to the nearest centre is again a 
greater characteristic of the low status partially mobile respondents. 
Immobile Treboeth shoppers increasingly visit the nearest neighbourhood/ 
local centre - 70% of all immobile trips are to this destination.

Comparable results are found at Tycoch, where increased mobility 
results in less visits to the nearest neighbourhood/local centre and 
increased visits to the free standing outlets. The partially mobile 
Tycoch group, interestingly, increase their use of the city centre 
(particularly the high status) at the expense of the nearest 
neighbourhood/local centre. Immobile shoppers similarly increase their 
reliance on the nearest neighbourhood/local facility and on the district 
centres.

The influence of an index of personal mobility on the spatial 
shopping behaviour of the sample group produces a number of interesting 
results. Mobility reduces the reliance on the nearest centre for the 
majority of groups (only the Tycoch low status partially mobile group 
does not reduce the proportion of visits made to the nearest centre). 
Geographical influences are clear, with the increased use of other small 
town centres by Trallwn respondents. The partially mobile groups 
increase their number of visits to the city centre except at Trallwn 
where they visit the nearest small town centre. Immobile respondents are 
constrained to using the nearest centre available to them. Further 
interesting observations can be developed from the associated influence 
of designated social status. Social status, independent of mobility,
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can still be seen to produce different patterns of overt spatial 
behaviour. The influence of an index of personal mobility results in an 
overall variable pattern of spatial behaviour. The resultant changes in 
behaviour differ appreciably between geographical areas and within an

fr/t'Ol'Vltj
area^slightly between the designated social status groups. Personal 
mobility is a highly important influence on the patterns of overt spatial 
behaviour.

Many of these aspects are further emphasised in the travel 
characteristics of respondents to the major centre for grocery 
purchases. Respondents were asked a number of questions on their mode 
and time of travel to the major location indentified.

Table 4.6 illustrates the characteristics of mode of travel to the 
main grocery centre visited. Car borne trips predominated throughout the 
sample, followed by foot or bus mode. Social and geographical variation 
was apparent, with the high status respondents predominantly favouring 
car transport for their major trips, and the low status group divided 
between car, bus and foot. Geographical differences are quite apparent 
between the low status groups of Trallwn, Treboeth and Tycoch. The 
manifestation of travel mode into journey time and ultimately in relation 
to overt behaviour is provided in Table 4.7 and 4.8.

The majority of trips for groceries are completed within a travel 
time of 20 minutes. Furthermore, many trips (52.3 - 72.2%) are completed 
within 10 minutes. Geographical variations are clear, with minor 
differences between the social groups at each sample site. All the three 
sample sites have centres of a high hierarchical status within a 10 
minute car drive time. The disadvantage of non access to a car appears 
to be overcome by certain low status respondents, who are prepared to 
travel over 20 minutes to the grocery destination of their choice.

The inter-relationship between travel characteristics, in particular 
travel mode, and overt spatial behaviour, produces a number of 
interesting observations. Notwithstanding the reservations on the number 
of values within each catergory, Table 4.8 summaries the main dimensions 
of this relationship.
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Table 4.6: Mode of Travel to Major Grocery Location (% Respondents)

CAR

Trallwn High Status 84.4
Trallwn Low Status 43.7
(All Trallwn) (63.7)

Treboeth High Status 87.3
Treboeth Low Status 38.0
(All Treboeth) (55.6)

Tycoch High Status 75.7
Tycoch Low Status 32.9
(All Tycoch) (54.3)

BUS FOOT OTHER

6.5 6.5 2.6
42.5 8.7 5.0
(24.8) (7.7) (3.4)

1.3 6.3 5.0
13.9 46.8 1.3
(6.7) (23.6) (3.2)

7.1 11.4 5.7
27.1 35.7 4.3
(17.1) (23.6) (5.0)

Table 4.7: Travel Time to Major Grocery Location (% Respondents)

LESS 10 - 20 20 MINS OTHER
10 MINS MINS +

Trallwn HS 
Trallwn LS 
(All Trallwn)

59.7
43.7 
(52.3)

31.2
36.2 
(34.2)

3.9
20.0
(12.0)

5.2

Treboeth HS 
Treboeth LS 
(All Treboeth)

73.4
70.9
(72.2)

15.2
15.2 
(15.2)

5.1
12.7
(8 .8 )

5.1
1.3

Tycoch HS 
Tycoch LS 
(All Tycoch)

72.9
51.4
(62.2)

15.7
31.4
(23.6)

5.7
14.3
(10.0)

5.7
2.9

N.B. 'Other' includes non response, unclassified information or as a 
result of 'SPLIT' journeys or varying times.
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Table 4.8: Travel Mode by Major Grocery Location (% Centre Choice)

see STC
N

STC
0

NBH/LC
N

DC FSO Other

Trallwn High Status 
Car 
Bus 
Walk

79
14
7

87
8
5

100

No. of Cases 14 37 12 6 1 4 3

Trallwn Low Status 
Car 
Bus 
Walk

30
65
5

54
42
2

No. of Cases 20 41 2 7 4 4 2

Treboeth High Status 
Car 
Bus 
Walk

69
8
15

97 50

50

100

No. of Cases 13 35 10 18 2
Treboeth Low Status 

Car 
Bus 
Walk

50
50

67
26
• 3.5

5

95

No. of Cases 8 27 38 4 2
Tycoch High Status 

Car 
Bus 
Walk

79
13
8

41
12
47

100

No. of Cases 24 2 17 5 22

Tycoch Low Status 
Car 
Bus 
Walk

41
55

10

85

No. of Cases 29 28 8 5

Table 4.8 only highlights the main characteristics. As a result of 
small cell frequencies certain categories are excluded and hence, the 
figures may not total one hundred percent.
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At Trallwn, similar proportions of respondents travel to the sub
regional city centre by car and bus transport. This however varies 
considerably between the two status groups; of the 14 high status 
respondents travelling to the sub-regional city centre, 11(79%) make use 
of a car, the remainder use a bus or walk. Of the 19 low status 
respondents travelling to the city centre, six (30%) use a car and twelve 
travel by bus (65%). Use of the nearest small town centre by Trallwn 
respondents (almost 50% of all Trallwn trips) is predominantly car 
orientated. Of the 78 respondents making a trip to this centre, 54 (69%) 
are by car. Accounting for designated social status alters this 
considerably. High status respondents travelling to the nearest small 
town centre make considerable use of a car (87% of all trips) whilst the 
low status group travel by bus in 42% of cases. At Treboeth the figures 
again highlight this social group difference. Of those Treboeth high 
status respondents travelling to the sub regional city centre, 69% do so 
by car (compared to 50% of the low status group). Journeys by the 
Treboeth sample to the small town centres differ by social group (97% of 
all high status respondents travel by car compared to only 67% for the 
low status group). Travel to the nearest neighbourhood/local centre by 
Treboeth low status respondents is predominantly on foot (95% of trips). 
Tycoch respondents mainly visit one of three centres. Of the trips to 
the sub-regional city centre, 79% of the high status group travel by car, 
compared to 41% of the low status group. Trips to the nearest 
neighbourhood/local centre by Tycoch respondents are predominantly on 
foot, although almost double the number of walk trips are made by the low 
status group (85% of all Tycoch low status trips to the nearest 
neighbourhood/local centre are on foot compared to 47% for the high 
status group).

The inter-relationship between overt spatial grocery behaviour and 
travel mode highlights further the status of geographical and social 
influences on behaviour. Behaviour is different between the fundamental 
sub-groups, however, the above results do tend to support the influence 
of personal mobility on grocery spatial behaviour for trips outside of a 
certain number of main locations, as specified previously. The influence 
of the geography of the city, manifested through the retail structure, is 
still apparent.
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In summary, this section has emphasised the influence of differing 
personal mobility between the social status groups, in particular, 
showing the effect on overt spatial behaviour and the relationship 
between travel characteristics and centre choice. The simple index of 
car ownership illustrated that for the low status group especially, 
owning a vehicle increased the variability of centres used.
Nevertheless, behavioural differences between geographical areas, and 
within each area between the social groups was still important. The 
increasingly sophisticated index of personal mobility produced an array 
of differences in centre choice. The significance of this variation 
fluctuated geographically, and to a lesser extent, socially. Overall, 
the general tendency was for mobile respondents to travel further afield, 
however, at Tycoch especially, mobile low status shoppers still relied on 
the nearest centre available. Additionally, the information showed how 
public transport (at Trallwn in particular) substituted for private 
transport and allowed immobile respondents to travel to a high order 
centre. The influence of personal mobility on behaviour is strong and 
has been shown to vary between different geographical and social groups. 
Increased personal mobility appears not to overwhelmingly diffuse the 
geographical variations in spatial choice behaviour as much as the social 
variations. Both influences are still apparent, with the former of 
greater significance. The discussion now proceeds to examine the 
simultaneous influence of a range of demographic based variables.

(iii)The Influence of 'Demographic Variables'

A number of authors have written on the influence of demographic 
based variables upon overt patterns of consumer spatial behaviour. The 
effects of variations in age structure on shopping behaviour has produced 
a series of evidence that is 'sparse and inconclusive' (Shepherd and 
Thomas, 1980). Raybould (1973) found that concentrations of both old 
persons and very young children tended to constrain shopping behaviour 
patterns. Similarly, Thomas (1974) suggested that an imbalance of 
families of pre-school age might be partly responsible for an 
unexpectedly high use of local shopping facilities in Swansea. Potter 
(1977) also showed the constraining influence of pre-school children and 
suggested a similar mobility constraint for those over 60 years of age. 
Additional research has occurred (e.g. Tivers, 1977) on this aspect of 
the 'gender role' constraint and on specific studies of the elderly.
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In respect of age structure, Peace (1977), in a study of the elderly in 
an urban environment, suggested that old age is a leveller of spatial 
mobility and that intervening factors influencing mobility, important in 
earlier life, may cease to be as meaningful. Imbalances in age 
structure, both in terms of old age and the constraint of young children, 
have been identified as an influence op consumer behaviour. A related 
aspect, widely used as an explanatory variable in studies of consumer 
behaviour in the marketing literature, is stage of family life cycle 
(e.g. Rich and Jain, 1968). In reality, life cycle is a compound of a 
multiple of these variables. Chisnall (1975) points out that it is often 
difficult to disentangle other variables, especially social class, from a 
life cycle segmentation. Shepherd and Thomas (1980) further suggest 
grounds for reappraising its relevance in geographical studies. 
Nevertheless, consumers needs, and the ability to satisfy them, do vary 
from stage to stage of the family life cycle. An inherent difficulty in 
the classification of life cycle has been extensively discussed in 
chapter two. Notwithstanding these aspects, the research sought to 
examine a number of hypotheses that would identify the influence of 
respondent age structure, family life cycle, the number of pre-school 
children and finally the total number of children on shopping behaviour.
A difficulty with this objective concerned the format of a number of 
tabulations. Owing to the small numbers which would have been involved 
in some cells on the contingency tables, certain response categories were 
combined. The discussion commences with the detailed influence of 
respondent age structure. Behavioural differences, between each of the 
classificatory groups proposed, are discussed in relation to the social 
and spatial differences in overt behaviour previously identified.

The detailed breakdown of the influence of age structure l patterns 
of main grocery behaviour is illustrated in Tables 4.9A and B.

At Trallwn the influence of respondent age on the patterns of 
behaviour for all shoppers is minimal, the only apparent variability lies 
in the marginal increase of the 36 - 45 year respondents to visit the 
free standing outlets. The original finding of the research; the 
predominance of Trallwn based trips to two locations, prevails.
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Table 4.9A: Shopping Centres Visited by Age of Respondent
(% Respondents)

SCC STC STC NBH/LC DC FSO OTHER NO. OF
N O N  CASES

Trallwn 
Less than
35 years
36 - 45 
46 - 65 
66 +

22.1
18.9
23.7
20.0

45.5 9.1 
54.1 8.1
50.0 10.5
80.0

10.4 
2.7

10.5

3.9
2.7
2.6

5.2
8.1
2.6

3.8 77 
5.4 37 

38 
5

Treboeth 
Less than
35 years
36 - 45 
46 - 65 
66 +

11.1
22.0
10.9

40.0
34.1
42.2 
37.5

20.0
22.0
40.0
50.0

2.4
28.9
14.6
4.7

45
41
64
8

Tycoch 
Less Than
35 years
36 - 45 
46 - 65 
66 +

40.7 
35.0 .
40.7 
31.6

7.4 25.9 
22.5 
33.3
57.9

7.4
15.0
5.6

10.5

18.5
27.5 
20.4

27
40
54
19

Table 4.9B:

Selected Cells of Centre Visited by Age of Respondents controlling for
Designated Social Status (% Respondents)

Treboeth Low Status 
Less than
35 years 10.5 36.8 42.1 10.5 26
Treboeth High Status 
Less than
35 years 11.5 42.3 3.8 42.3 19

Tycoch Low 
66 +

Status
30.3 - 50.0 20.0 - 10

Tycoch High 
66 +

Status
33.3 - 66.7 - - 9

Tycoch Low 
36-45

Status
31.3 - 50.0 18.8 - 16

Tycoch High 
36-45

Status
37.5 4.2 12.5 45.8 24
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At Treboeth differences in the age structure of respondents result in 
variations in the patterns of overt spatial behaviour. Increased age 
results in declining use of the city centre and a large increase in 
shopping trips to the nearest neighbourhood or local centre. Younger 
respondents at Treboeth increasingly favour the free standing outlets for 
grocery shopping. At Tycoch, the eldest category of respondents make 
less use of the city centre, with a corresponding increase in visits to 
the nearest neighbourhood/local centre. Furthermore, no elderly 
respondents visit the free standing outlets. Clearly, in the latter two 
survey areas the elderly group are increasingly reliant on the nearest 
shopping centre for major grocery purchases. Old age does appear to be a 
leveller of spatial mobility and therefore, constrains the behaviour of 
certain shoppers to their nearest centre.

Extending the analysis further, by controlling for the influence of 
designated social status, reveals (albeit within the reservations of 
sample sizes) a number of interesting results (Table 4.9B). At Trallwn 
no further variation is apparent, however, in the Treboeth sample 
controlling for social status illustrates the significance of social 
variation in the proportion of young respondents (less than 35 years) 
travelling to a free standing outlet. Of the Treboeth low status, the 
'young' group only slightly vary their patterns of overt behaviour to the 
behavioural characteristics of the total sample site (Table 4.2). The 
designated high status group less than 35 years of age, increasingly 
visit the free standing outlets at the expense of local shopping.
Further variation can clearly be seen in the Tycoch figures. Of the 66 
years plus group of respondents it is interesting to note the tendency 
for the high status 'elderly' to increasingly visit the nearest 
neighbourhood/local centre. Furthermore, of the 36 - 45 year age group 
of respondents, the influence of social status is again visible in the 
appreciable decline in the high status use of the nearest 
neighbourhood/local centre and the associated increase in trips to free 
standing outlets. Additionally, the low status respondents aged 36 - 45 
years are more likely to shop at the nearest neighbourhood/local centre 
and district centre in place of the city centre and free standing 
outlets. Given this variation however, the influence of the geographical 
distribution of retail opportunities is clearly important.
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The influence of respondents age has been demonstrated within the sample 
framework outlined. Old age does appear from the limited evidence 
available to be a leveller of spatial mobility across geographical and 
social boundaries.

The influence of a classification by family life cycle is illustrated 
in Table 4.10. Across the three sample areas the influence is slight.
At Trallwn the classification of consumers results in a slight increase 
in the use of near and other small town centres and the nearest 
neighbourhood/local centre by the groups of elderly couples, single 
person households and unclassified respondents. At Treboeth this elderly 
group decrease their use of the sub regional city centre, small town 
centres and free standing outlets in favour of a considerable reliance on 
the nearest neighbourhood/local centre. (54% of all trips are to this 
location). The classification of 'young couple' at Treboeth increases 
the number of visits to the small town centre and free standing outlets 
at the expense of local shopping. A similar trend, with the additional 
use of the city centre, is apparent by the middle aged Treboeth couples. 
Finally at Tycoch, the elderly group increasingly use the nearest 
neighbourhood/local facility or sub-regional city centre at the expense 
of journeys to free standing locations. The remaining two groups, in 
direct contrast to this, make fewer local visits and more trips to the 
free standing outlets. Swansea city centre, however, still accounts for 
the majority of Tycoch grocery shopping trips. The influence of family 
life cycle is insignificant. Differences in behaviour occur at Treboeth 
and Tycoch and variations in accordance with definitions followed are 
apparent. The previous finding with respect to elderly respondents is 
corroborated. In two of the three areas certain elderly couples 
(together with single person households and unclassified households) are 
more likely to shop at their nearest centre at the expense of travelling 
distances. The retail opportunity set, however, still dominates 
behaviour at all the survey areas. Family life cycle as an explanatory 
variable is fraught with one of the inherent problems of sample survey; 
sample size. By definition, stage in family life cycle subsumes a 
multivariate situation, and in the present study the research design 
could not adequately cater for such a variable. Nevertheless, the 
results of the classification followed proved interesting and supported 
the previous evidence regarding the influence of old age on consumer
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Table 4.10: Shopping Centres Visited by Family Life Cycle Groups
(% Respondents)

see STC STC 
N 0

NBH/LC
N

DC FSO OTHER NO. i
c a s:

Trallwn
Young Couple 22.2 46.0 9.5 9.5 1.6 6.4 - 63
Middle Aged Couple 21.4 51.8 7.1 5.4 3.6 7.2 - 56
Elderly Couple 
Others

21.0 52.6 10.5 10.6 5.3 38

Treboeth
Young Couple 12.5 46.9 12.5 - 28.1 - 32
Middle Aged Couple 18.5 43.1 16.9 1.5 15.4 - 64
Elderly Couple 
Others

8.2 31.1 54.1 4.9 61

Tycoch
Young Couple 40.0 10.0 25.0 4.8 20.0 - 20
Middle Aged Couple 32.2 - 27.1 11.9 28.8 - 59
Elderly Couple 42.6 - 39.3 8.2 9.8 - 61
Others
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spatial behaviour. Within the confines of the geographical influence of 
the retail opportunity set, there does appear to be an influence of old 
age on spatial behaviour. At the Treboeth and Tycoch sites, in 
particular, a larger than average proportion of shopping trips by elderly 
consumers are to the nearest centre available. It would appear that the 
nearest centre hypothesis is applicable to the spatially immobile, 
elderly group of consumers.

The influence of pre-school children on spatial behaviour is 
initially viewed as a 'gender role' constraint upon spatial choice. This 
classification is a logical progression from respondent age and family 
life cycle in that it specifically identifies a certain group of 
consumers. Furthermore, it has previously been suggested (Potter, 1977) 
that the influence of pre-school children is comparable to that of old 
age. Accepting that the sample did not directly seek to stratify 
respondents on this basis, and hence the observed cell frequencies may be 
small, the results do show some interesting aspects (Table 4.11). All 
Trallwn respondents with pre-school children use different centres for 
major grocery purchases. The 'gender constraint' results in a slight 
decrease in the use of the city centre, nearest small town centre, which
is compensate y slightly increased visits to the nearest neighbourhood/ 
local centre, free standing outlets arid 'other' centres. The results 
however are not especially conclusive, and do not support the notion that
a gender constraint results in nearest centre behaviour. At Treboeth the
difference between the groups is startling. Respondents with a 
pre-school child foresake visits to the city centre, small town centre 
and nearest neighbourhood/local centre for journeys to the free standing 
outlets. Presumably this behaviour is closely associated with mobility 
and social status. At Tycoch comparable findings to those at Treboeth 
result with the same inferences carrying equal, if not more, weight.
The survey results suggest that the influence of pre-school children on 
behaviour results in an increased tendency for 'one stop shopping' at a 
free standing outlet. At Trallwn this factor does not apply and
behavioural patterns are slightly modified in line with a 'gender
constraint'. The sample respondents within the classification however 
are heavily orientated towards the predominantly high status, mobile 
respondents. Nevertheless, the results are interesting; there is some 
support for the motion of a "dual ’assignment role" for certain consumer
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Table 4.11A: Shopping Centres Visited by Presence or Absence of Pre-
School Children (% Respondents)

SCC STC STC NBH/LC DC FSO OTHER NO.OF 
N O N CASES

Trallwn Nil 23.6 51.8 10.0 6.4 2.7 3.6 - 110
Trallwn One + 17.0 44.7 6.4 12.8 4.3 8.5 - 47

Treboeth Nil 14.2 41.0 31.3 0.7 10.4 - 134
Treboeth One + 8.3 29.2 25.0 - 33.3 - 24

Tycoch Nil 37.4 - 35.8 8.9 16.3 - 123
Tycoch One + 41.2 - 5.9 11.8 41.2 - 17

Table 4.11B: The Influence of Pre-School Children on Centre Choice by
Designated Soical Status (% Respondents)

SCC STC NBH/LC DC FSO OTHER NO.OF
N CASES

Trallwn High Status
Nil 20.8 70.8 2.1 2.1 2.1 2.1 48
One 13.8 51.7 17.2 - 10.3 6.9 29

Trallwn Low Status
Nil 25.8 54.8 9.7 3.2 4.8 1.6 62
One 22.2 50.0 5.6 11.1 5.6 5.6 18

Treboeth High Status
Nil 17.5 46.0 14.3 1.6 17.5 3.2 63
One 12.5 37.5 6.3 - 43.8 - 16

Treboeth Low Status
Nil 11.3 36.6 46.5 - 4.2 1.4 71
One - 12.5 62.5 - 12.5 12.5 8

Tycoch High Status *
Nil 34.5 3.6 29.1 5.5 23.6 3.6 55
One 33.3 ' - 6.7 13.3 46.7 - 15

Tycoch Low Status
Nil 39.7 - 41.2 11.8 7.4 - 68
One 100.0 - - - - - 2
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groups, but overall, the influence of spatial differences are 
particularly evident. Further control for the associated influence of 
designated social status is illustrated in Table 4.11b. At the Trallwn 
site, the influence of pre-school children on centre choice for high 
status respondents is to increase the proportion of visits to the nearest 
centre and to the free standing outlets. Despite this trait trips to 
small town centres still predominate. The Trallwn low status group with 
pre-school children only slightly modify their behaviour with more visits 
to district centres. Differences in overt spatial behaviour are still 
very clear between the designated social status groups. At Treboeth the 
trend observed for the total sample is broadly mirrored by both social 
groups. A decline in the use of the city centre, small town centres and 
increased visits to the free standing outlets characterised respondents 
with pre-school children irrespective of social status. The magnitude of 
these changes however, does vary, with the high status group in 
particular increasing visits to the free standing outlets. A difference 
between the contrasting social groups concerns visits to the nearest 
centre. High status Treboeth respondents with pre-school children make 
fewer visits to the nearest centre. This latter finding is important, 
for a social status influence on behaviour is significant within the 
effect of a 'gender constraint' on behaviour. The high status 
respondents at Treboeth with pre-school children make use of their 
increased mobility to travel to a free standing outlet. This result is 
corroborated by the evidence at Tycoch where high status shoppers with 
pre-school dependents increasingly visit the free standing outlet.

As observed previously, the influence of pre-school children on 
spatial shopping behaviour is clearly apparent. The effect however 
varies socially between the groups and furthermore spatially. This 
latter observation can clearly be seen at Trallwn.

The total number of children present in the household produced 
further evidence of the influence of consumer sub-groups on spatial 
patterns of shopping behaviour. As Table 4.12A shows, there is a 
differential impact between the three sample areas regarding the 
influence of the total number of children resident in the household. At 
Trallwn the effect is slight with two interesting tendencies.
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Table 4.12A: The Influence of Number of Children Present in the Household
in Centre Choice (% Households)

SCC STC STC 
N 0

NBH/LC
N

DC FSO NO. OF 
CASES

Trallwn
No Child 21.7 58.7 6.5 8.7 2.2 2.2 46
1 33.3 33.0 6.4 15.2 3.0 3.0 33
2 10.4 56.0 12.8 6.3 2.1 4.2 48
3 26.7 43.3 10.0 3.3 3.3 13.3 30

Treboeth
No Child 7.3 46.3 34.1 - 7.3 41
1 17.5 32.5 35.0 - 12.5 40
2 14.0 42.1 24.6 - 19.3 57
3 15.0 30.0 30.0 5.0 15.0 20

Tycoch
No Child 42.4 3.4 37.3 8.5 8.5 59
1 40.9 - 27.3 9.0 22.7 22
2 34.3 - 25.7 11.5 28.6 35
3 29.2 33.3 8.3 29.1 24

Table 4.12B: Selected Statistics of Centre Visited by Number of Children
Present in the Household by Designated Social Status
(% Households)

SCC STC STC NBH/LC DC FSO OTHER
N 0 N

Trallwn HS Nil 27.3 63.6 4.5 4.5 -

3 Child - 66.7 11.1 11.1 11.1
Trallwn LS Nil 16.7 66.7 12.5 4.2 -

3 Child 38.1 47.6 - - 14.3

Treboeth HS Nil 15.8 42.1 15.8 — 15.8
2 Child 12.1 51.5 9.1 - 27.3
3 10.0 30.0 30.0 10.0 20.0

Treboeth LS Nil - 50.0 50.0 - -
2 Child 16.7 29.2 45.8 - 8.3
3 20.0 30.0 30.0 - 10.0

Tycoch HS Nil 40.0 10.0 40.0 — 10.0
3 Child 31.3 - 12.5 12.5 31.3

Tycoch LS Nil 43.6 - 35.9 12.8 7.7
3 Child 25.0 - 75.0 - -

10.5

10.0

12.5

NO. OF 
CASES
22
9
24
21
19 
33 
10 
22 
24 
10

20 
16 
39
8
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Those households devoid of children increasingly visit the nearest small 
town shopping centre for major grocery purchases (58.7% of all trips by 
this group are to this type of centre). In contrast, households with at 
least three children present make fewer visits to the nearest small town 
centre at the expense of travelling to the city centre and free standing 
outlets. This latter location implies an aspect of 'bulk buying' from 
the free standing outlets. At Treboeth the impact of children on 
behaviour is more apparent. Childless households make fewer trips to the 
city centre and free standing outlets, balanced by increased shopping 
from small town centres and the nearest neighbourbood/local facility. 
Again, more households with large numbers of children visit the free 
standing outlets (19.3% of all two child household trips and 15.0% of 
three child household trips). Further evidence of this characteristic is 
clearly seen at Tycoch, where greater numbers of children present in the 
household increased the importance of the free standing outlets as a 
major grocery location. Additionally, trips to the city centre vary 
within the Tycoch group, with 42.4% of childless, and contrasting this 
29.2% of three child household respondents visiting the city centre. 
Furthermore, the use of the nearest neighbourhood/local centre increases 
for childless groups.

Overall, the results are interesting. Obviously, with regard to the 
childless household groups an intervening element of the 'old age' 
constraint upon behaviour is apparent and the results are generally in 
line with those previously presented. More significantly is the trend 
for the orientation of main grocery trips towards free standing outlets 
by households with more children. This suggests an element of bulk 
buying and contrasts with the findings of at least one author (Potter, 
1977) who demonstrated that size of family was effective in restricting 
the spatial behaviour of large groups. This latter characteristic will 
be explicitly presented in a further hypothesis, where the influence of 
family/household size on shopping behaviour is tested.

The influence of the total number of children present in the 
household produces further variability in the patterns of overt spatial 
behaviour of the Swansea sample. The impact fluctuates between the three 
survey areas and accordingly, (as the impact is most directly manifested
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through the use of free standing outlets) simultaneous geographical 
differentiation is important. Further analysis controlling for the 
additional influence of designated social status is illustrated in Table 
4.12B. At Trallwn, the tendency for households devoid of children to 
increasingly visit the nearest small town centre for major grocery 
purchases is a low status trait. Similarly, the tendency for households 
with at least three children to travel to the city centre .is a low status 
characteristic. The high status Trallwn group, with over three children 
present, increasingly travel to district centres and free standing 
outlets. This latter centre also accounts for more visits by three plus 
children households in the low status group. The influence of the total 
number of children present on spatial behaviour is apparent in the 
Trallwn sample. The influence, however, differs between the high and low 
status groups. Despite this, a small number of centres still dominate 
the patterns of behaviour.

At the Treboeth site the tendency for childless households to make 
fewer city centre trips is a low status characteristic, but both social 
groups reduce the proportion of trips to free standing outlets. The 
proportional increase in trips to small town centres by Treboeth 
childless shoppers, is also a* characteristic of the low status group.
The remaining characteristics illustrated in Table 4.12B indicate a 
varying influence of the number of children upon the patterns of overt 
behaviour by the two social groups at Treboeth. This can be interpreted 
with a view to alternative influences. The results at Tycoch illustrate 
the social status influence on the changing patterns of behaviour for 
households with a large number of children. Similarly, the childless 
high status also rely less on the free standing outlets for major grocery 
shopping.

The results provide further evidence of the importance of both 
geographical and social status differences in shopping behaviour. 
Controlling for the influence of total number of children present in the 
household provides only a partial explanation of what appears to be quite 
variable patterns of behaviour.

The series of demographic based variables, which have been used to 
classify consumer groups resulted in a variety of interesting patterns of 
overt spatial behaviour. The influence of respondent age, in particular
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old age, did appear to restrict spatial mobility across the geographical 
and social sample boundaries. The classification by family life cycle 
both supported these facts, and provided further evidence of the 
influence of geographical location on behaviour.

The influence of pre-school children upon spatial choice provided 
evidence that varied socially and spatially between the groups. The 
behaviour of high status respondents was not characteristic of a 
constraint upon spatial mobility. The total number of children present 
in the household however, did not substantially add to the array of 
previous findings. Clearly, variation was apparent, and the 
classification of consumers now moves towards additional characteristics 
of the household.

(iv) The Influence of Household Characteristics

A further influence on consumer choice behaviour can be identified 
with reference to the characteristics of the household shopping unit. A 
variety of indices could be formulated, and certain of those already 
presented from a demographic base (family life cycle and pre-school 
children) are clearly related to this discussion. Of importance however, 
is the consideration of household and family size. Primarily viewed from 
a demand viewpoint, the definitions of 'family' and household are not 
debated in this discussion. Chapter two has defined these terms and 
presented the sample characterised in relation to household size. Potter 
(1977) in a study of Stockport illustrated the effectiveness of family 
size on shopping behaviour, with spatially restricted moves being made by 
consumers with large families. Similarly it is interesting to note that 
the Family Expenditure Survey (1980) provides a breakdown by the 
influence of size characteristics of households. The discussion presents 
the influence of household size on centre choice. As Table 4.13A 
illustrates, the overall effect of household size varies between the 
three sample areas. At Trallwn there is a regular pattern, although the 
behaviour of respondents shopping for large household units (5 persons 
plus) is notably spatially unrestricted. The geographical influence is 
dominant throughout with respect to centre choice, however, the increased 
use of free standing outlets, and other small town centres by Trallwn 
'five person household' respondents, is indicative of spatial choice
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Table 4.13A: The Influence of Household Size on Centre Choice
(% Respondents)

SCC STC STC NBH/LC DC FSO OTHER NO .1
N 0 N ca s:

Trallwn
■̂ 2 persons 21.2 57.4 4.3 12.8 2.1 2.1 - 47
3 30.3 41.6 9.9 6.1 3.0 3.0 - 33
4 15.6 53.3 11.1 8.9 2.2 4.4 - 45
5 + " 21.9 40.6 12.5 3.1 6.3 12.5 - 32

Treboeth
'S 2 persons 7.3 43.9 39.0 2.4 7.3 - 41
3 21.4 33.3 31.0 - 9.5 - 42
4 12.7 40.0 23.6 - 23.6 - 55
5 10.0 40.0 30.0 5.0 10.0 5.0 20

Tycoch
•̂2 persons 41.0 3.3 36.1 8.2 11.5 - 61
3 40.0 - 30.0 15.0 15.0 - 20
4 31.3 - 28.1 9.4 31.3 - 32
5 + " 37.3 - 29.6 7.4 18.5 - 27

Table 4.13B: Selected Statistics from Table 4 .13A (% Respondents

Trallwn
HS 5 person - 63.6 9.1 9.1 9.1 9.1 11
LS 5 person 33.3 47.6 - 4.8 14.3 - 21

Treboeth
HS 4 person 9.1 48.5 9.1 - 33.3 - 33
LS 4 18.2 27.3 45.5 - 9.1 - 22
HS 2 18.8 37.5 18.8 - 18.8 6.3 16
LS 2 - 48.0 52.0 - - - 25

Tycoch
HS 4 person 29.2 - 20.8 8.3 41.7 - 24
LS 4 37.5 - 50.0 12.5 - - 8
HS 5 35.3 - 11.8 11.8 29.4 11.8 17
LS 5 40.0 — 60.0 — _ _ 10
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in behaviour. Further analysis of the behaviour of large household 
respondents, controlling for the influence of social status, clarifies 
this picture. Large high status Trallwn households do not visit the city 
centre, but use small town centres and increase the proportion of visits 
to the nearest centre and free standing outlets. The low status 
consumers from large Trallwn households differ appreciably from this 
behaviour and also from the average for the low status group. Increased 
visits are made to the city centre and free standing outlets at the 
expense of local shopping and visits to the small town centres. At 
Trallwn, social status variation in the behaviour of large household 
consumers is apparent.

At Treboeth the most noticeable characteristic is the proportion 
(23.6%) of visits to the free standing outlets by four person households, 
in place of small town and neighbourhood/local shopping centres. 
Similarly, the two person household respondents increasingly favour small 
town and nearest neighbourhood/local centres. In addition to these 
characteristics, the use of locations is mixed, giving an indication of 
possible intervening influences on behaviour. Further controls for 
designated social status (Table 4.13B) illustrate that these trends are 
not consistent across the two social groups. Four person high status 
households increasingly visit free standing outlets (33% of all four 
person high status trips) at the expense of the city centre and nearest 
centre, whilst the low status group increase their use of the city centre 
(and free standing outlets). With respect to two person households the 
influence of this variable is constant for both social status groups.
The results from Treboeth thus provide further variable evidence of the 
influence of household size on centre choice. Geographical variations in 
the retail opportunity set still remain significant with the combination 
of social status and household size producing further variability.

The Tycoch sample illustrate a similar pattern to the Treboeth 
respondents, in that the larger households tend to visit the free 
standing outlets with the two person household respondents shopping 
nearer home. The additional disaggregation, with respect to designated 
social status, clearly shows (within the reservations of cell size) the 
use of free standing outlets by the high status larger household 
respondents.
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In summary therefore, the influence of household size on patterns of 
spatial choice behaviour tends to produce an increased use of free 
standing outlets by respondents from larger households and more 
constrained behaviour by those from small households. Within the 
dominance of the geography of the available opportunities, this fact is 
consistent for all three sites. An important social status 
interdependence is, however, discernible; the impact of free standing 
outlets is greater for the high status large household respondents.
These findings tend to detract from those of Potter (1977) previously 
detailed. Many consumers from larger households do appear to travel 
further to more distant shopping centres. Their behaviour is far from 
restricted, but is closely related to status and mobility.

Further evidence has thus been provided of the influence of socio- 
spatial differences on the use of various shopping centres. Geographical 
and social status variables still determine behaviour albeit with a minor 
degree of variance for the intervening influence of additional variables.

(v) The Influence of "Time Availability"

The restrictions upon behaviour as a result of limitation in time 
budgets have been extensively documented in many geographical studies 
(for example, Cullen and Godson, 1977). The importance of space-time 
budgets to the study of consumer behaviour is the ability to relate 
shopping activities to all other activities in an unified fashion.
Warnes and Daniels (1980) quote statistics derived from a study of time 
budgets in Reading (from Bullock et al, 1974) whereby time spent on 
shopping activities varied between working and non working housewives. 
This distinction can be extended into a wider study of overt spatial 
behaviour and act as an ideal surrogate measure of time availability.
Daws and Bruce (1971), in their study of 'Shopping in Watford1, 
disaggregated a variety of behavioural characteristics by respondent work 
status. Their classification of non working, part-time and full-time 
working respondents did not prove to effect the average distance to 
source of food stuffs, but had a large influence on the time of day at 
which they shopped. Furthermore, the authors, in concluding that marked 
variations in shopper behaviour and attitude were related to housewives 
circumstances, identified the "sizeable contribution" that the working
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status of housewives made to this variation. It is interesting to note 
further, that both age and location were of comparable importance but all 
less so than mobility, affluence (social status) and family cycle.

This study views the working status of the principal shopper in a 
household as a time constraint upon behavioural choice. Accordingly, a 
classification of respondents by such a measure (described in chapter 
two) is viewed as an additional possible influence on behaviour. The 
discussion will centre around the differences in overt spatial choice 
behaviour between working and non working respondents within the 
geographical sample frame. The restriction of sample size prohibits any 
sophisticated analysis to simultaneously negate the influence of social 
status on behaviour. Table 4.14A details the influence of respondent 
work status on the centre visited for major grocery purchases.

At Trallwn the influence of work status of the respondent is seen in 
the increased use, by all working respondents, of the city centre and, to 
a lesser extent, the free standing outlets at the expense of the nearest 
neighbourhood/local shopping centre. This trend is clarified by further 
sub-division into full and part-time workers. The full time working 
respondents at Trallwn increasingly visit the city centre area for 
grocery purchases and correspondingly, reduce their reliance on visits to 
the nearest sma-11 town centre. Part-time working respondents at Trallwn 
increasingly favour the sub regional city centre for grocery shopping. 
Variation is therefore quite evident between the behaviour of working and 
non working respondents at Trallwn. Table 4.14B controls for the 
additional influence of designated social status on these patterns.
Working respondents from both groups increasingly use the sub-regional 
city centre at the expense of the nearest neighbourhood/local shopping 
centre. There does not appear to be a differential effect of respondent 
work status on centre choice between contrasting social groups at Trallwn.

The Treboeth respondents illustrate further variation in trip 
destinations between working and non working respondents. Again, all 
working respondents proportionally increase the number of trips to the 
city centre. This increase is greater for those respondents in full-time 
employment. The variation is generated at the expense of visits to the
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Table 4.14A: Shopping Centres Visited by Work Status of Respondent

Trallwn
Full-Time
Part-Time
Others

(All Workers

(% Respondent

SCC STC 
N

32.1 39.3
21.3 55.2
19.0 50.4

25.3 47.5

STC NBH/LC 
O N

10.7 7.1
8.6 2.1
7.6 12.7

9.3 4.0

DC FSO

3.6 7.1
2.1 6.4
3.8 3.8

2.7 6.7

OTHER NO.OF 
CASES

28
4.3 47
3.7 82

2.7 75)

Treboeth
Full-Time 28.6 45.7 5.7 2.9 14.3 2.9 35
Part-Time 8.9 33.3 37.8 - 17.8 2.2 45
Others 9.0 39.7 37.2 - 11.5 2.6 78

(All Workers 17.5 38.8 23.8 1.3 16.3 2.5 80

['ycoch
Full-Time 53.8 7.7 7.7 3.8 26.9 - 26
Part-Time 24.3 - 40.5 13.5 21.6 - 37
Others 39.0 - 36.4 9.1 15.6 - 77

(All Workers 36.5 3.2 27.0 9.5 23.8 _ 63
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Table 4.14B: Selected Statistics from Table 4.14A (% Respondents)

Trallwn
High Status Workers 

Others

Trallwn
Low Status Workers 

Others

Treboeth
High Status Workers 

Others

Treboeth
Low Status Workers 

Others

Tycoch
High Status Workers 

Others

Tycoch
Low Status Workers 

Others

SCO STC STC
N 0

22.0 63.4
21.7 54.3

29.4 52.9
13.9 63.9

17.0 40.4
15.6 50.0

18.2 36.4
4.3 32.6

39.4 6.1
29.7

33.3
47.5

NBH/LC DC 
N

2.4 2.4
10.9 6.5

5.9 2.9
13.9

14.9 2.1
9.4

36.4
56.5

9.1 9.1
37.8 5.4

46.7 10.0
•35.0 12.5

FSO OTHER NO.OF
CASES

7.3 2.4 41
4.3 2.2 36

5.9 2.9 34
2.8 5.6 46

23.4 2.1 47
21.9 3.1 32

6.1 3.0 33
4.3 2.2 46

30.3 6.1 33
27.0 - 37

10.0 - 30
5.0 - 40
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nearest neighbourhood/local facility. Furthermore, increased use is made 
of the free standing outlets by all working respondents. Non workers 
increasingly rely on the nearest centre for major grocery shopping. 
Notwithstanding these patterns, small town centres are still important in 
the patterns of centre choice for Treboeth respondents. The sub-division 
controlling for designated social status at Treboeth illustrates further 
variation. For the high status group the influence of respondent work 
status is not important, whilst the low status (and hence, accounting for 
the findings above) working respondents increasingly visit the city 
centre at the expense of shopping in the nearest neighbourhood/local 
facility. Respondents work status induces variability into the shopping 
behaviour of Treboeth low status respondents only. At the Tycoch sample 
site this influence is seen in the considerable use made of the city 
centre by full time working respondents (over half of all trips made by 
this group). Furthermore, work status results in the additional use of 
the free standing outlets at the expense of nearest centre shopping. 
Part-time working respondents interestingly differ slightly with 
increased visits to the nearest centre.

Additional control for the influence of social status highlights a 
number of characteristics. The work status of respondents in the Tycoch 
high status group results in the increased use of the city centre instead 
of the nearest centre, which contrasts to the low status, who slightly 
favour the nearest neighbourhood/local centre at the expense of the sub 
regional city centre.

Throughout all three sample sites working respondents illustrate 
different behavioural patterns to their non working counterparts. These 
variations differ between full and part-time workers but more 
significantly, both geographically between the three areas, and within 
each between the social groups. In general, respondents at work tend to 
favour a centre of considerable hierarchical status (the city centre, 
small town centres or free standing outlets) although the Tycoch 
residents do tend to contradict this statement. Interestingly, these 
results could be in that respondent work status is providing
an economic function which enhances consumer choice rather than solely 
impinging on time budgets. Further detailed research is needed to 
clarify the influence of respondent work status on consumer spatial
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behaviour and should occur within a geographical and social sample frame 
equivalent to that outlined in this study.

The discussion so far has investigated the influence of a number of 
alternative classifications of consumer sub-groups on patterns of spatial 
choice. The analysis has occurred within a geographical framework and 
where possible within a simultaneous social status framework. A number 
of results have been identified. These will be detailed in a forthcoming 
section, which will present an interim conclusion into consumer■spatial 
behaviour. Prior to that commentary, the discussion considers the 
aspects of supplementary choice behaviour for groceries and tests 
further, certain of the influences identified.

1.2 Supplementary Centre Choice

The previous section has extensively discussed the variability in 
major centre choice by the sample of consumers selected. Different sub
groups of respondents visited different major centres. Geographical and 
a variety of social and economic phenomena differentiated these overt 
behavioural patterns. The discussion, therefore, proceeds to examine the 
supplementary locations visited by respondents for grocery purchases. 
Consequently, the analysis will be subjected to the same principles as 
the previous section. Behavioural comparisons were made between 
spatially and socially different consumer groups. Only those influences 
which have provided significant differences in behaviour will be 
presented in this discussion. This section therefore aims to extend the 
previous conclusions by investigating the extent to which the same types 
of locations are being visited. The subsequent results add to the value 
of the main analysis with respect to the implication for the development 
of predictive models. Each respondent was requested to provide 
information on 'where else they visited for supplementary grocery 
purchases?'. A variety of information was collected and as chapter 
three, (Table 3.13) has demonstrated, the majority of respondents visited 
two centres for grocery shopping, albeit with some variation between the 
six sample groups. Perhaps more significantly, however, allegiance to 
the major centre was strong (Table 3.14). The type of first 
supplementary centre visited is discussed with reference to the same 
retail typology previously presented.
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(i) The First Choice Supplementary Centre Visited

The types of locations visited for supplementary grocery shopping are 
illustrated in Tables 4.15 and 4.16 which respectively detail the 
influence of geographical area and geographical and social status site.

Almost 36% of all the Trallwn respondents visit their nearest
neighbourhood/local centre for supplementary grocery purchases. A
further 24.2% visit the city centre and only 15.3% visit the nearest
small town centre; 3.2% make use of a free standing outlet for
supplementary grocery purchases. Essentially, these results are quite
different from the findings of major centre choice at Trallwn. Similar
types of centres are visited, but for supplementary purposes the nearest
centre and city centre are the most important. A similar trend occurs at
Treboeth where the nearest centre again dominates supplementary purchases
(41.8% of all Treboeth shoppers) along with the city centre and small•fcka ptQJUIOOS M L to t fotown centres. Compared to^major centre choice the reliance on small town 
centres has moved towards the nearest facility. Supplementary purchases 
from the free standing outlets similarly decline. At the Tycoch sample 
area the free standing outlets again do not account for supplementary 
purchases and a greater proportion of trips are made to the district 
centres.

Disaggregation for the influence of designated social status 
clarifies the results and enables a more accurate comparison with the 
analysis of major centre choice. As can be seen in Table 4.16 social 
status does distinguish these patterns. The Trallwn high status make 
appreciably less use of the nearest neighbourbood/local centre than their 
low status counterparts and instead travel to the city centre and nearest 
small town centre for supplementary grocery purchases. The essential 
difference between high status supplementary behaviour and major centre 
choice is in the increased use of the city centre and nearest centre in 
place of the small town centres. The reliance of Trallwn low status 
respondents on the nearest centre, distinguishes Table 4.16 from major 
centre choice. Supplementary centre choice is different for the two 
social status sub-groups at Trallwn, with low status shoppers making many 
more short distance trips to the nearest centre. This observation is 
equally applicable to the Treboeth low status sample, where almost 51% of
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Table 4.15: Centre Choice for Supplementary Grocery Purchases by
Geographical Sample Area (% Respondents)

SCC STC 
N

STC
0

NBH/LC
N

DC FSO OTHER *
NO. OF 
CASES

Trallwn 24.2 15.3 5.1 35.7 1.3 3.2 15.3 157
Treboeth 20.9 19. 0 41.8 3.2 5.7 9.5 158
Tycoch 30.7 1.4 32.9 13.6 2.9 18.6 140

Chi Square 56 .36, 10 d.f. significant at. 0.0001.

♦Includes non users of supplementary■ locations : 24 or 15% at
Trallwn; 15 or 10% at Treboeth and 25 or 19% at Tycoch.

Table 4.16: Centre Choice for Supplementary Grocery Purchases by
Geographical and Social Status Group» (% Respondents)

see STC STC NBH/LC DC FSO OTHER NO. OF
N 0 N * CASES

Trallwn HS 28.6 19.5 7.8 23.4 1.3 2.6 16.9 77
Trallwn LS 20.0 11.3 2.5 47.5 1.3 3.8 13.8 80

Treboeth HS 27.8 19.0 32.9 5.1 3.8 11.4 79
Treboeth LS 13.9 19.0 50.6 1.3 7.6 7.6 79

Tycoch HS 30.0 2.9 31.4 14.3 4.3 17.1 70
Tycoch LS 31.4 - 34.3 12.9 . 1.4 20.0 70

♦Includes non users of supplementary locations:
13 or 17% Trallwn high status and 11 or 14% at low status.
9 or 11% Treboeth high status and 6 or 8% at low status.

11 or 16% @ Tycoch high status and 14 or 20% at low status.



respondents travel to the nearest neighbourhood/local centre for 
supplementary grocery purchases. Equally as important, however, is the 
decline in visits to small town centres for supplementary purchases by 
the low status group. The city centre accounted for almost 14% of all 
supplementary grocery destinations. These results contrast slightly with 
the behaviour of the Treboeth high status, where the city centre accounts 
for 27.8% of all trips and the nearest ceritre^almost 33% of all trips. 
Again, compared to major centre choice, the small town centres are less 
attractive for supplementary grocery purchases. Differences do occur 
between the Treboeth social groups but interestingly, for each respective 
group there is less difference between Treboeth and the geographical area 
of Trallwn. From this early analysis it would appear that there is less 
geographical variation in supplementary centre choice than in major 
grocery centre behaviour. The results at Tycoch are relatively similar 
for the two status groups. The nearest neighbourhood/ local centre and 
the city centre account for the majority of supplementary purchases, 
although there is an increased proportion of visits to the district 
centres by high status consumers. Throughout the whole sample, free 
standing outlets do not attract many respondents when supplementing 
grocery purchases. This factor does corroborate the disaggregated 
analysis of major centre choice, where larger households and respondents 
with pre-school children together with the mobile groups, illustrated 
behaviour characteristic of bulk buying from the free standing outlets. 
Respondents do not appear willing to travel the greater distances 
involved to a free standing centre for minor purchases.

Overall, the results presented illustrate the increased importance of 
nearest centre shopping trips for supplementary grocery purchases, 
together with movements towards the city centre. The small town centres 
lose their importance as locations for supplementary grocery shopping. 
Within this overview there does exist a social status and geographical 
variation, albeit of lesser overall significance than previously 
identified. The pre-eminence of nearest centre shopping for 
supplementary purchases would appear to reduce the variation between 
alternative groups of consumers. These results are illustrated in 
Figures 4.3 and 4.4. Nevertheless, some variation is apparent, and the 
discussion moves on to investigate the influence of selected consumer 
groups on supplementary grocery locations. Three alternative groupings
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of consumers are presented? the influence of personal mobility, the 
'gender' constraint of pre-school children and the role of time 
availability through the work status of the respondent. These factors 
influence overt spatial behaviour towards major grocery centre choice, 
and the previous reservations regarding the structure of each table still 
remain.

The influence of an index of personal mobility is illustrated in 
Table 4.17. At Trallwn the totally mobile group increasingly visit the 
small town centres and free standing outlets for supplementary grocery 
purchases in place of the nearest centre. Despite this, the nearest 
neighbourhood/local centre still remains an important destination for 
these trips. The immobile respondents at Trallwn conversely increase 
their reliance on visits to the nearest centre. Mobility does influence 
the use of the sub regional city centre for supplementary grocery 
purchases by Trallwn respondents. Similarly, this finding is 
characteristic of Treboeth shoppers, where the influence of personal 
mobility reduces the use of small town centres in favour of nearest 
centre and, to a small degree, district centres. For all classifications 
of mobility at Treboeth the nearest centre is the most important for 
supplementary grocery shopping. The results at Tycoch illustrate further 
variation. Increasing mobility results in an increased usage of the city 
centre in particular. District centres are more important for 
supplementary purchases by the immobile Tycoch shoppers. Despite this 
latter result the influence of personal mobility on supplementary grocery 
shopping is less significant than previously identified. There is on the 
whole, only minor variation between the mobility groups, and furthermore 
only a minor difference geographically. The proximity of Trallwn and 
Treboeth to a small town centre secures a number of visits to that 
centre, whilst Tycoch shoppers increasingly favour district centres. 
Overriding these patterns is the use of the nearest centre for 
supplementary grocery purchases.

The influence of pre-school children (Table 4.18) on supplementary 
centre choice differs between the geographical areas. At Trallwn 
'constrained' consumers increasingly visit the nearest centre (and to a 
lesser extent the free standing outlets) at the expense of the city 
centre. This is a finding consistent with the analysis of major centre
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Table 4.17: The Influence of a Personal Mobility Index on Supplementary
Centre Choice (% Respondents)

see STC NBH/LC 
N

DC FSO OTHER NO.OF 
CASES

Trallwn
Immobile 25.0 17.9 39.3 - - 17.9 28
Partial Mobility 26.7 16.7 43.3 1.7 - 11.7 60
Total Mobility 21.7 24.6 27.5 1.4 7.2 17.4 69

Treboeth
Immobile 21.9 25.0 46.9 - - 6.3 32
Partial Mobility 20.7 25.9 32.8 1.7 8.6 10.3 58
Total Mobility 20.9 10.4 47.8 6.0 6.0 9.0 67

Tycoch
Immobile 16 *7 . . . . . . 33.3 20.0 3.3 26.7 30
Partial Mobility 30.4 - 35.7 12.5 - 21.4 56
Total Mobility 38.9 3.7 29.6 11.1 5.6 11.1 54
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choice. At Treboeth, the contrasting view is apparent, with consumers 
constrained by the presence of a pre-school child increasingly visiting 
the city centre and small town centres at the expense of nearest centre 
shopping. The free standing outlets are of minor importance. This trend 
is at variance with the findings for major centre choice. The Tycoch 
sample group 'constrained' by this gender role decrease visits to the 
city centre, instead shopping at the free standing outlets, district 
centres and particularly, the nearest neighbourhood/local centre. Again 
these results are at variance with the previous findings.

The influence of pre-school children on supplementary grocery 
behaviour varies between the three areas. Undoubtedly the presence of a 
pre-school child results in differential behaviour, albeit varied between 
the groups. The geographical influence of the retail opportunity set is 
still apparent despite the predominant use of nearest centres. Small 
town centres are important outlets for Trallwn and Treboeth shoppers 
whilst the distribution of district centres provides for Tycoch consumers.

The final disaggregation investigates the locations visited by the 
respondent's work status. The previous comments regarding this 
classification remain, but the results illustrated in Table 4.19 are 
interesting. At Trallwn the difference between working and non working 
respondents is minimal, with the nearest centre, followed by the city 
centre and small town centres, dominating behaviour. At Treboeth some 
differences are apparent, notably in the increased proportion of visits 
directed towards the nearest centre by non working respondents. At 
Tycoch however, differences are apparent with the 'workers' increasingly 
visiting the city centre at the expense of the district centres.

Again, it would appear that behavioural differences in major centre 
choice between the consumer groups defined are less significant with 
respect to supplementary grocery behaviour. All three additional 
classifications of consumers did not enhance the magnitude of the 
variation previously identified. Supplementary shopping behaviour is 
much less varied, with the nearest centre accounting for many 
excursions. Over and above this, the city centre area attracts a 
reasonable proportion of shopping trips (15 - 30%) with a slight 
geographical bias in favour of the Tycoch residents. The remaining 
behaviour is directed to a variety of centres, albeit with a distinct
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Table 4.18: Influence of Pre-School Children on Supplementary Grocery

Trallwn 
Nil 
One +

Treboeth 
Nil 
One +

Tycoch 
Nil 
One +

Table 4.19:

Trallwn
Workers
Others

Treboeth
Workers
Others

Tycoch
Workers
Others

Location (% Respondents)

SCO STC NBH/LC DC FSO OTHER NO.OF
N CASES

27.3
17.0

20.0
21.3

33.6
40.4

1.8 0.9
8.5

16.4
12.8

110
47

19.4
29.2

17.9
25.0

44.0
29.2

2.2
8.3

6.0
4.2

10.4
4.2

134
24

33.3 1.6 31.7 11.4 0.8 21.1 123
11.8 - 41.2 29.4 17.6 - 17

The Influence of Respondents Work Status on Supplementary 
Grocery Location (% Respondents)

SCC STC NBH/LC DC FSO OTHER NO.OF
N CASES

21.3
26.8

21.3
19.5

32.0
39.0

1.3
1.2

2.7
3.7

21.3
9.8

75
82

22.5
19.2

21.3
16.7

35.0
48.7

3.8
2.6

5.0
6.4

12.5
6.4

80
78

36.5
26.0 2.6

33.3
32.5

7.9
18.2

3.2
2.6

19.0
18.2

63
77
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geographical bias; respondents from the eastern and northern district of 
Swansea gravitate towards a small town centre, while western residents 
(lacking such a centre) visit district centres. With the exception of 
the Tycoch group constrained by a gender role, free standing outlets are 
not at all important for supplementary shopping. Distances are on the 
whole minimised when visiting alternative centres. These results tend to 
support the type of explanation embodied in Warnes and Daniels (1978) 
argument that urban shoppers will visit the nearest centre offering the 
desired type, quality and combination of goods and services. For 
supplementary purchases the nearest neighbourhood/local centre would 
appear for many consumers to fulfill such needs. Behavioural variation 
over and above this, can be seen in terms of the influence of the overall 
spatial configuration of the shopping opportunity set. These aspects 
will be discussed further in the interim conclusions encompassing the 
spatial behaviour for grocery (major and supplementary) purchases.

1.3 Interim Conclusion

The discussion so far has analysed the influence of a range of 
consumer sub-groups on, initially major centre choice for grocery 
products and secondly, supplementary centre choice. A range of findings 
are apparent and differ between the two categories of behaviour. The 
influence of the social, economic, geographic and demographic variables 
presented are more significant for major centre choice. The nature of 
supplementary grocery shopping behaviour would appear to relate more 
closely to the argument of WarneJ and Daniels (1978), in that urban 
shoppers will visit the nearest centre offering the products and services 
required. Nevertheless, a variety of interesting results are clearly 
evident. With respect to major centre choice, spatial behaviour was 
disaggregated for the influence of a wide range of indices. All the 
information presented related to the fundamental hypothesis of the 
influence of geographical and designated social status. The initial 
results identified a significant geographical influence on spatial 
behaviour. This reflects the available opportunity set and does 
naturally encompass additional sub-group variability. The influence of 
designated social status was mixed. The simultaneous geographical effect 
was still apparent between the areas, despite a broad tendency for high 
status consumers to generally overcome the consideration of distance and 
travel to a greater variety of outlets. Variation, therefore, was
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apparent in accordance with the differences in social status of the 
consumer groups. The disaggregation by sample social class enhanced the 
differences, indicating a certain degree of variability, with the higher 
social classes visiting different centres to their lower class 
counterparts. Again this varied geographically. Car ownership levels 
slightly clarified these results, with the ownership of a vehicle 
increasing the variability of low status centre choice. Nevertheless, 
differences still exist between comparative social and geographical 
groups. This result tends to support the findings of Thomas (1974) in 
that social class differences accounted for a greater level of 
explanation than car ownership. The extension of the analysis towards a 
more composite index of personal mobility produced a more definite 
pattern of results. Differences in mobility resulted in differences in 
centre choice. Increased mobility reduced the consumer's reliance on the 
nearest centre for the majority of social and geographical based groups, 
resulting in an increased willingness to travel to centres of a larger 
hierarchical status. Notwithstanding this result, the variation in 
behaviour still reflects the geographical influence of shopping 
opportunities and within a particular area, slight social status 
differences in behaviour. Personal mobility is a highly important 
influence on behaviour, but the results indicate that its effect is 
relative, firstly to geographical location (in relation to the available 
opportunity set), and secondly, to a lesser degree social status. Again 
the earlier results of Thomas (1974) can be supported by this finding.

The relative influence of respondent age on behaviour was in evident 
in the disaggregation by age and family life cycle. From the findings 
presented, old age did appear to be a leveller of spatial mobility that 
significantly stretched across both social status and geographical 
borders. These results are very much in line with previous findings both 
related to consumer behaviour (Raybould, 1973; Thomas, 1974 and Potter, 
1977) and studies of the elderly in a urban environment (Peace, 1977).
The influence across geographical and social boundaries, however, is 
significant and has a multitude of implications for modelling spatial 
behaviour. The results categorically support the need for a 
disaggregated consumer sub-group approach to modelling behaviour.

The influence of pre-school children on behaviour was previously 
viewed as comparable to that of old age. The results of this survey
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clarified this aspect^with the finding, that for certain geographical and 
low status groups the behaviour of respondents with pre-school dependents 
was constrained. For the increasingly affluent, high status, mobile 
respondent the influence of pre-school children resulted in behaviour 
towards a centre (or retail outlet) that offered the facilities of bulk 
shopping and convenience, in a non central location. This social 
variation was also combined with a geographical variation. The 
disincentive of distance was apparent for the Trallwn shoppers \ajJ\aJ Ol.f<SL 
increasingly remote from a free standing outlet.

The effect of classifying consumers by the total number of children 
present in the household, provided only a partial explanation of 
behaviour. It was clear that geographical and social status influences 
were of greater significance. Similarly for household size, where the 
geographical and social status variables determined behaviour, albeit 
with a minor degree of variance for the intervening influence of 
household size. This finding in particular tended to detract from the 
results of Potter (1977) for rather than as he consumers from large
households appeared to travel further to retail centres. Their behaviour 
was far from restricted, but was closely related to status and mobility.

The final influence on major grocery centre choice was provided by 
the analysis of respondent work status as a surrogate measure of time 
availability (space-time budgets). In a previous study, Daws and Bruce 
(1971) had recognised the intervening importance of respondent work 
status after consideration of mobility, social status and family cycle. 
The results presented in this research introduced a further element of 
variability into the previous findings. Behaviour was not so much 
constrained by work status but enhanced by an economic relationship to 
the index applied. Respondent's work status did effect centre choice, 
with generally an increase in the proportion of trips to the sub regional 
city centre. This finding tended not to vary so much geographically or 
socially, although this latter effect was inconsistent between the three 
sample areas. The variety of findings presented, identified a number of 
implications for future studies. As a consequence of further analysis, 
the final conclusion to chapter four will attempt to gauge the relative 
importance (as opposed to statistical significance) of one influence 
against another. Any opinions that are forwarded are inferential, for
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the adopted method of data analysis did not permit the use of 
sophisticated statistical techniques.

The analysis of supplementary behaviour only partially clarified the 
previous results. A geographical and social status difference in 
behaviour was apparent, albeit of much less significance than previously 
detailed. This can be attributed to the pre-eminence of nearest centre 
behaviour for supplementary purchases by many consumers. Further 
behavioural variation took a geographical orientation. Tycoch 
respondents gravitated towards the city and district centres; Trallwn 
and Treboeth respondents towards the small town centres. Free standing 
outlets were of minor importance for a single geographical and social 
group; those Tycoch respondents with pre-school dependents (predominantly 
high status). Distances for supplementary grocery purchases are 
generally minimised. The consumers' purchase demands would appear to be 
met by the nearest centres of a low hierarchical status. Behavioural 
variation over and above this, can be viewed in terms of the available 
opportunity set with minor social differences. The previous findings in 
chapter three, with respect to the characteristics of shopper behaviour 
and the trend for consumers to make one major trip plus a supplementary 
trip each week, would appear to subsume a distinct geographical path. 
Major trips are to a variety of centres and differ according to place of 
residence, social status and a variety of intervening variables (personal 
mobility, car ownership, old age, the presence of pre-school children, 
working respondents and the size of the household unit). Supplementary 
grocery trips are increasingly to the nearest centre. Consumer decision 
making clearly varies according to the purpose of .the shopping trip made.

The discussion will proceed to develop these results by concentrating
on the disaggregated analysis of two additional product groups from the

*nomenclature in chapter three. Initially, meat behaviour will be 
analysed on the basis of its broad similarity to grocery behaviour and 
secondly, bread behaviour which appeared to be different with respect to 
main centre visited.
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2. Spatial Patterns of Meat Behaviour

The previous discussion has thoroughly considered the overt patterns 
of spatial behaviour for grocery products for a sample of consumers from 
the city of Swansea. A number of conclusions were presented and will be 

corroborated - . in this section. Chapter three included
a discussion orientated towards a nomenclature of convenience goods 
shopping. The analysis identified a continuum of essential product types 
which could support the results of grocery spatial behaviour. One of 
these/ meat goods (including offals) will be discussed in an attempt to 
lend further support to the concluding remarks on grocery behaviour. The 
information presented will only essentially relate to the results of 
major grocery centre behaviour (Tables 4.1 and 4.2 in particular). The 
variation in behaviour for the two products will be assessed/ together 
with any major anomalies in behaviour.

The questionnaire survey provided a considerable amount of 
information on the purchase of meat. Respondents were asked the same 
series of questions as outlined previously in the discussion of grocery 
behaviour. The research design adopted, similarly allowed the 
information to be disaggregated for the influence of a variety of 
socio-economic, geographical and demographic indices. This discussion 
will only present information on the major centre visited for meat 
purchases. This is justified in that the inclusion of this section is 
essentially to clarify the results of the grocery behaviour.

All the sample areas studied are characterised by the same 
consideration as previously identified. (chapter four, section 1.1).

The results presented in Table 4.20 illustrate that a variety of
*centres are visited for major meat purchases. At Trallwn, the city 

centre dominates behaviour with over 40% of all trips (this represents 
quite an increase compared to major grocery visits), followed by the use 
of the nearest small town centre. The nearest centre accounts for only 
9% of major meat purchases. The results of meat behaviour at Trallwn are 
different to the findings for groceries. Less use is made of the nearest 
small town centres in favour of the city centre. Additionally, a variety 
of "other" outlets are increasingly important for meat purchases.
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Table 4.20: Centre Choice for Major Meat Purchases by Geographical
Sample Area (% Respondents)

Sub Small Town Neighbour Free
Regional Centre hood/Local District Standing Other
City Near Other Centre Centre Outlet
Centre Nearest

Trallwn 40.8 23.0 7.6 8.9 2.5 6.4 10.2
Treboeth 32.0 21.0 28.0 2.0 9.5 7.5
Tycoch 36.0 - 40.0 13.0 3.5 8.0
Chi Square 96.133, 10 d.f, significant at 0.0001

Table 4.21: Centre Choice for Major Meat Purchases by
Geographical and Social Status Groups (% Respondents)

Sub Small Town Neighbour- Free
Regional Centre hood/Local District Standing Other
City Near Other Centre Centre Outlet
Centre Nearest

Trallwn HS 39 20 13
Trallwn LS 43 26 3

2.5
2.5

13
9

Treboeth HS 38 
Treboeth LS 25

20
22

14
42

11
8

14
2

Tycoch
Tycoch

HS 27 
LS 44

43
37

15
10
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A similar tendency can be seen in the results for Treboeth. The city 
centre (32%), nearest neighbourhood/local centre (28%) and small town 
centres (21%) dominate consumer choice. Compared to the earlier grocery 
results, the changing emphasis towards the city centre is particuarly 
significant at the expense of small town centres and, albeit on a smaller 
scale, free standing outlets. This last observation is important with 
respect to the Tycoch group. The use of free standing outlets for meat 
purchases is much less than grocery (3.5% of all trips compared to 19.1% 
respectively). Additionally Tycoch shoppers increasingly visit the 
nearest centre for meat (40% of all trips) and, again to a lesser degree, 
district centres. The Swansea city centre is still an important outlet 
for meat purchases by Tycoch respondents.

These early results produce some interesting observations. Firstly, 
meat behaviour differs from grocery behaviour in that the city centre 
area is much more important for all groups. Consequently, less 
geographical variation is apparent, although still in existence. The 
configuration of the retail opportunity set is still very apparent in the 
use of small town centres. The nearest centre available however, has 
also become increasingly important for Tycoch residents. This latter 
characteristic could be interpreted by the local existence of a 'high 
quality' butchers shop within 400 metres of the Tycoch Square shopping 
centre. It will be interesting to identify this location in the 
forthcoming disaggregated analysis of meat purchases. Finally, for all 
three locations the free standing outlets do not figure significantly as 
locations for major meat purchases.

Accounting for the influence of designated social status within this 
framework slightly alters the situation (Table 4.21). At the Trallwflf 
site, the differences between the designated high and low status groups 
are minimal. The high status rely less on the city centre and nearest 
small town centre, increasingly favouring other small town centres and a 
variety of "other" locations. The trend for the Trallwn high status to 
make a greater use of other small town centres is identical to that 
previously identified in the grocery behaviour, and can be interpreted in 
line with mobility rates. Apart from this, the differences compared to 
grocery behaviour are consistent for both groups; increased use of the 
city centre and "other" centres at the expense of the nearest small town 
centre. In summary, there is very little difference in the patterns of
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overt spatial behaviour for meat between the two social status groups at 
Trallwn. This, therefore, is quite at variance with the previous finding 
for groceries.

The results from the analysis of the Treboeth sample highlight 
differences between the social status groups. The high status 
increasingly visit the city centre, with the low status consumers relying 
more on the nearest neighbourhood/local facility. The free standing 
outlets, and a variety of "other" outlets, additionally account for 
slightly more of the high status groups meat purchases. As well as these 
sub-group differences, the patterns observed vary when compared to 
grocery behaviour. Both social groups increasingly visit the city centre 
for meat at the expense of the small town centres. The low status group 
rely less on the nearest centre for meat than previously for groceries, 
whilst the high status reduce their allegiance to the free standing 
outlets. The trend to increaseAvisits to the sub-regional city centre 
and decreaseAvisits to small town centres is very similar to that found 
at Trallwn. Outside of these two centres the social and geographical 
variations are clear, with the Treboeth low status group especially, 
visiting the nearest neighbourhood/local centre for meat (42% of all low 
status trips).

The Tycoch results introduce an additional element of variation. 
Previously for grocery trips, the city centre was more important for 
Tycoch respondents than for either of the Trallwn or Treboeth 
respondents. The city centre is still important for meat purchases, but 
for the high status is declining and for the Tycoch low status group only 
marginally more important. This factor highlights the difference between 
the twp status groups at Tycoch. The nearest centre is important for 
both groups (43% for the high status? 37% for the low status), which 
reflects a particular increase in the number of high status trips, whilst 
the free standing outlets do not attract much attention. Again this 
reflects variation when compared with overt grocery behaviour (especially 
for the high status). District centres account for an increased amount 
of meat purchases than previously for grocery trips, with a slight bias 
in favour of high status respondents. Essentially, the spatial patterns 
of behaviour remain different for the two social status groups at 
Tycoch. The different patterns, however, are by no means as clear as 
previously identified (grocery). This can be explained by the reduction
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in the use of free standing outlets and the transfer of high status 
allegiance to the nearest centre. This latter characteristic does appear 
to indicate the attraction of a "high quality" butchers shop very near to 
the Tycoch high status site. These patterns are illustrated in Figures
4.5 and 4.6.

The spatial patterns of meat behaviour produce less geographical and 
social status variation than the corresponding findings for groceries. A 
number of factors account for this observation. The sub regional city 
centre attracts shoppers for meat purchases on a consistent basis, 
irrespective of location. The local situation regarding Swansea city 
centre can possibly offer a resonable explanation of this, in the 
attraction of the centre with its traditional market hall. For many 
shoppers (at Treboeth and Trallwn) this significant attractiveness factor 
overrides previous restriction on distance. Behaviour is thus consistent 
with the intra-urban formulation of the gravity model. The remaining 
choice behaviour illustrates a strong geographical bias, and to a limited 
extent a social status influence. Small town centres, when easily 
available and nearby, still account for a large proportion of shopping 
trips (albeit less than previously for grocery). At Trallwn, the high 
status, more mobile, group travel to another small town centre? the 
consistency of the results supports the notion that meat and groceries 
are purchased on the same trip (a similarity of purchase). At Treboeth, 
the low status group constrain their patterns of meat behaviour to the 
nearest centre. The high status group differ appreciably from this, 
indicating a simultaneous social status variation on behaviour. At the 
Tycoch site, the geographical influence is clearly evident with increased 
trips to the nearest centre by high status consumers. District centres 
are increasingly important for meat purchases than previously for 
groceries.

The limited analysis presented has, despite certain variations, 
highlighted social and spatial differences in the use of shopping 
facilities. Broadly this substantiates the previous grocery findings. The 
move to a different product type, however, with consequently different 
consumer demands, has slightly altered the patterns of overt behaviour.
It would appear that the Warnes and Daniels (1978) argument that shoppers 
will travel to centrejoffering the desired type, quality and combination 
of goods is again well founded. With respect to meat, shoppers
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requirements may be quite different and hence, differences in behaviour 
will result. For many respondents, however, meat is purchased alongside 
groceries and the same centres visited. It might therefore be postulated 
that a modified 'dual assignment' type rule is applicable, whereby if a 
consumer is forced to travel to a prefered centre for meat (offering the 
type, quality, combination required) distance factors are overcome.
These findings are applicable for certain groups and consequently,,a 
comparable research approach to that adopted here would appear to be a 
fundamental requirement for future analysis.

In a further attempt to clarify these conclusions, the spatial 
patterns of meat behaviour will be disaggregated in accordance with 
grouping consumers in terms of personal mobility and pre-school 
children. The information is presented in order to add to the previous 
explanation and consequently will avoid unnecessary detail.

Table 4.22 illustrates the influence of an index of personal mobility 
on major centre choice for meat purchases. The results at Trallwn do not 
significantly differ from the previous patterns of meat behaviour. 
Increased mobility only influences centre choice in a slight increase in 
the use of free standing outlets. At Treboeth, the groups of immobile • 
respondents rely heavily on the nearest centre at the expense of city 
centre and small town centre trips. Mobilty is therefore an important 
determinant of meat behaviour for the Treboeth group. The totally mobile 
Treboeth shoppers increase slightly their use of small town centres and, 
although, only accounting for just over 13% of all trips, use free 
standing outlets and various "other" locations. At Tycoch the figures 
are evenly distributed throughout the groups. Personal mobility does not 
have a great impact on centre choice for meat purchases at Tycoch.

Generally, different mobility levels do not result in a wide variety 
of behavioural patterns for meat. With the exception of the Treboeth 
immobile group, the characteristics of meat behaviour previously noted 
remain consistent. The influence of immobility on spatial behaviour 
noted at Treboeth is similar to the trend previously seen in overt 
grocery spatial behaviour. The index of personal mobility enhances the 
explanation of meat behaviour, and with the results at Treboeth, 
illustrates the influences of mobility on that behaviour.
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Table 4.22: Centre Choice for Major Meat Purchases: The Influence of
Personal Mobility (% Respondents)

see STC N
NBH/
LC

DC FSO OTHER NO. 01 
CASES

Trallwn
Immobile 42.9 28.6 10.7 3.6 - 14.2 28
Partial Mobility 45.0 30.0 8.3 3.4 5.0 8.4 60
Total Mobility 36.2 31.9 8.7 1.4 10.1 11.6 69

Treboeth
Immobile 15.6 12.5 68.8 - - 3.1 32
Partial Mobility 46.6 15.5 22.4 - 10.3 5.1 58
Total Mobility 26.9 29.9 12.0 4.5 13.4 13.5 67

Tycoch
Immobile 30.0 - 46.7 20.0 - 3.3 30
Partial Mobility 37.5 - 41.1 10.8 1.8 8.9 56
Total Mobility 37.0 - 35.2 11.1 7.4 9.3 54

Table 4.23: Centre Choice for Major Meat Purchases: The Influence of
Pre-School Children (% Respondents)

Trallwn 
Nil 
One +

43.6
34.0

32.7
25.5

7.3
12.8

3.6 8.1
21.3

4.5
6.4

110
47

Treboeth 
Nil 
One +

32.1
29.2

23.9
4.2

26.8
33.4

1.5
4.2

11.2
20.8

4.5
8.3

134
24

Tycoch 
Nil 
One -

36.6
29.4

39.8
41.2

13.1
11.8

8.1
17.6

2.4 123
17
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The influence of pre-school children on grocery behaviour has been 
extensively discussed. The results have illustrated the variety of 
patterns that occur within a geographical and social framework. Table 
4.23 extends this analysis to take account of meat behaviour. Again, the 
results fail to illustrate significant differentation at Trallwn. The 
presence of pre-school children does, however, result in an increased 
proportion of visits to the free standing outlets. Such results
indicate, for mobile respondents, that pre-school children do not
necessarily constrain behaviour to short distances, but relate to the 
ease or convenience of 'one stop' shopping that a free standing outlet 
implies. The overall trend is similar to that seen in the grocery 
analysis, with consumers, supposedly constrained by a gender role, 
decreasing their use of the city centre, with a compensating rise in the
proportion of visits to the nearest neighbourhood/local centre and free
standing outlets. At Treboeth, the results highlight the influence. 
Comparable (29-32%) proportions of consumers visit the city centre, but 
there is an appreciable difference in the use of the small town centres 
(4-24%) and free standing outlets (21-11%). As seen at Trallwn, 
consumers with pre-school children prefer to travel to a free standing 
outlet for meat purchases. This finding is also applicable to the Tycoch 
sample group, where 17.6% of all meat trips are to these stores. The 
nearest centre however, still dominates the behaviour of gender 
'constrained' respondents at Tycoch. The sub regional city centre 
accounts for a consistent proportion of Tycoch shoppers meat behaviour.

Clearly the results indicate a variation in meat purchasing behaviour 
between respondents with or without pre-school children. The variation 
differs geographically, although the use of free standing outlets, 
previously seen as unimportant for meat purchases, is consistent (17.6 - 
21.3% respondents). The geographical variation reflects the shopping 
opportunity set and is clearly evident in the use of small town centres 
and district centres. The city centre area accounts for a high 
proportion of trips irrespective of location. The earlier statements 
regarding this centre would appear to be correct.

The early results of the analysis of overt spatial behaviour for meat 
broadly corrobrated the grocery findings, in that social and spatial 
differences in the use of shopping centres were identified. The move to

256



a different product type did slightly alter the overt patterns. 
Futhermore, the influence of a personal mobility index and pre-school 
children produced differing results. Personal mobility/ with the 
exception of one geographical area, did not significantly result in 
differential behaviour. The influence of pre-school children, however, 
did indicate variation. It appears that overall, the analysis of meat 
supports the need for a methodology that both moves towards a 
classification of convenience goods shopping and disaggregates behaviour 
with respect to consumer characteristics.

The inter-relationship between major centre choice for meat and
groceries is illustrated in Table 4.24. This provides an indication,
disaggregated by the six sample sites, of the role of the type of
shopping centre in determining meat behaviour. Of the Trallwn high
status samples, respondents visiting the city centre for groceries tended
also to buy meat from that centre (78.6% of respondents at Trallwn high
status were characterised by such behaviour). Respondents visiting a
small town centre for main grocery purchases are likely to buy meat from
a small town centre or the city centre area. A similar overall result is
evident for the Trallwn low status group. It would appear that
respondents willing to travel to the sub—regional city centre, purchase a
number of different product types. At Treboeth, the high status group
who similarly visit the city centre purchase meat and groceries. Of 

w L athose consumers/jprefer $ small town centre for groceries, 46% also 
purchase meat from that centre, with 28.6% travelling to the city centre, 
amongst a variety of alternative locations. The meat purchasing 
behaviour of those respondents who prefer the free standing outlets for 
groceries is interesting; only 39% also buy meat from the same outlet, 
33.3% also travel to the city centre with the remaining respondents 
visiting a variety of centres. The Treboeth low status group illustrate 
again the similarity between meat and grocery behaviour. Respondents 
visiting the nearest centre for groceries are likely to buy meat from 
this centre (74%) or the city centre (18%). The results of the Tycoch 
high status sample group confirm the earlier findings that for many 
shoppers (particularly those visiting the free standing outlets and 
nearest centre for groceries) the nearest centre provides for meat 
purchases. 50% of consumers who travel to the city centre for groceries
also indicated the same centre as their major meat location. 29.2% of
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Table 4.24: The Interrelationship Between Major Centre Choice for
Groceries and Meat by Geographical and Social Sample Site

MAIN GROCERY SCC
CENTRE

Trallwn HS 
S.C.C. 78.6
S.T.C. 34.7
Other 14.3

Trallwn LS
S.C.C. 95.0
S.T.C. 25.6
Other 23.5

Treboeth HS 
S.C.C. 69 • 2
S.T.C. 28.6
F.S.O. 33.3
Other 38.5

Treboeth LS 
S.T.C. 18.5
NNBH/LC 18.4
Other 57.1

Tycoch HS
S.C.C. 50.0
NNBH/LC 11.8
F.S.O. 25.0
Other

Tycoch LS
S.C.C. 72.4
NNBH/LC 25.0
Other 23.1

Main Meat Centre 
STC N FSO

NBH/
LC

7.1
51.0 2.0

35.7 21.4

53.5 - 9.3
41.2 17.6

15.4
45.7 5.7 5.7

5..6 38.9
46.2

63.0 11.1 3.7
73.7 2.6
14.3 28.6

29.2
52.9
50.0 15.0
44.4 11.2

13.8
50.0 3.6
61.5

OTHER DC NO.OF 
CASES

14.3 14
12.2 49
28.6 14

5.0 20
11.6 43
17.6 17

15.4 13
14.3 .35
22.2 18
15.4 13

3.7 27
5.2 38

14

12.5 8.3 24
5.9 29.4 17

10.0 20
22.2 22.2 9

3.5 10.3 29
17.3 7.1 28

15.4 13

258



this group purchased meat from the nearest centre. A particularly 'high 
quality' local or near shop provides an extremely attractive location for 
respondents when buying a specialist product like meat. Additionally, a 
number of Tycoch high status respondents transfer allegiance from their 
main grocery centre, to a district centre when purchasing meat.

The results from the Tycoch low status sample follow the trend of the 
other low status sites although it is interesting to note that 25% of 
shoppers who buy groceries from their nearest centre purchase meat from 
the city centre.

These results could theoretically be disaggregated further to test
the influence of additional variables, although they do indicate the
significance of grocery centre choice on the spatial patterns of meat 

4.purcl^ses. For the majority of respondents (the Tycoch high status are 
atypical in this respect) a journey to the city centre for groceries 
results in the purchase of meat from that centre (presumably, on the same 
trip). Of the respondents travelling to a small town centre for 
groceries many purchase meat from the town centre but also exhibit a 
tendency to journey elsewhere. Those respondents who purchase groceries 
from the nearest neighbourhood/local centre also tend to purchase meat 
from the same centre; a further indication of a constraint on centre 
choice.

There is therefore a certain inter-relationship between the patterns 
of overt spatial behaviour for meat and grocery products. Certainly, the 
results illustrate the influence of geographical location, expressed 
through the available opportunity set, on behaviour. Apart from this 
influence the designated social status differences in grocery behaviour 
are less clear throughout, but still important in certain areas (the 
sites of Treboeth and Tycoch, in particular). Consequently, alternative 
influences on behaviour are less significant,' although the effect of pre
school children on meat behaviour is as important as previously 
identified for groceries. The city centre shopping area is an important 
location for meat purchases for many shoppers at all three survey 
locations. A possible reason for this tendency has been provided by the 
existence of a well established, and extremely popular, food market hall 
in central Swansea.
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The small town centres still figure as important outlets for 
behaviour where they are geographically easily available. The nearest 
centre is still important for certain of the low status groups, but on 
account of a specialist outlet, more important for the Tycoch high status 
group than previously identified in the analysis of grocery behaviour. 
Finally the free standing outlets do not figure significantly for the 
majority of shoppers, although mobile respondents with a pre-school child 
are obviously visiting these outlets for bulk or 'one stop' shopping and 
hence, purchasing meat and groceries from the same location.

The analysis of centre choice for meat purchases has added to the 
previous conclusions. The results corroborate only certain of the 
findings (in particular the geographical opportunity set influence), but 
nevertheless, do support an important issue, in that developments in the 
understanding of consumer spatial behaviour require the disaggregation of 
both the dependent, or shopping variable, and the socio-economic and 
geographical . determinants of behaviour. Future research
should recognise these characteristics and firstly, constrain shopping 
behaviour to reflect reality and Secondly, account for the variety of 
social and spatial differences in behaviour. The preceding results offer 
some support for the view of Warnes and Daniels (1978) in that consumers 
will travel to the^centre offering the desired goods. This contention is 
relevant to certain consumer sub-groups in the spatial behaviour for meat.

The discussion subsequently moves on to examine the behavioural 
variation towards a product type previously identified (chapter three) as 
distinct from grocery behaviour, that of bread.
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3. Spatial Patterns of Bread Behaviour

The discussion has illustrated the use of a different product type to
corroborate the findings of grocery spatial behaviour. In the original
analysis towards a nomenclature of convenience goods shopping, grocery porcUaieSand meat^were identified as similar; the relationship between grocery and 
bread, however, appeared quite discrete. This section will present the 
analysis of the spatial patterns of bread behaviour in a further attempt 
to qualify the results to date. The resultant patterns are expected to 
detract from the findings of grocery behaviour and the analysis will only 
essentially identify these differences. Previous studies with regard to 
the spatial behaviour of bread are illustrated in the findings of 
Fingleton (1975), where on the basis of a preliminary data analysis he 
indicated that younger consumers, and those owning cars, were less likely 
to purchase bread at their nearest centre. This analysis was later 
qualified (Upton and Fingleton,1979) and only car ownership had a direct 
influence, whilst age was related to behaviour via an association with 
mobility.

The questionnaire survey provided a comparable amount of information 
on bread purchases to the other categories already outlined. The 
research design consequently allowed for the information to be 
disaggregated to account for a variety of influences. The discussion 
will again only present information on major centre choice for bread 
purchases given the aim to essentially clarify grocery spatial behaviour.

Bread purchasing behaviour differs to that of groceries. On average 
between 1 - 4 % of all respondents did not identify a major bread 
location. The frequency of purchase of bread is illustrated in Table 
4.25. On average, bread is purchased daily by 28 - 35% of respondents 
and several times a week by 39 - 43% of respondents. These figures 
differ significantly between the status groups, with the low status 
respondents purchasing bread at much more frequent intervals.

The type of major shopping centre visited for bread purchases is 
illustrated in Tables 4.26 and 4.27. For each of the three sample areas 
the nearest neighbourhood/local centre dominates centre choice. The 
importance of this single type of centre varies between the locations.
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Table 4.25: Frequency of Bread Purchase (% Respondents)

DAILY SEVERAL TIMES 
A WEEK

WEEKLY + NO. OF 
CASES

MISSING

Trallwn HS 
Trallwn LS 
(All Trallwn)

17.6
39.2
28.8

50.0 
36.7
43.1

32.4
24.1
28.1

74
79
153

3
1
(4)

Treboeth HS 
Treboeth LS 
(ALL Treboeth)

28.9
33.8
31.4

35.5
42.9
39.2

35.5
23.4
29.4

76
77 

153

3
2
(5)

Tycoch HS 
Tycoch LS 
(ALL Tycoch)

17.4
52.2
34.6

39.1
41.8
40.4

43.5
6.0
25.0

69
67

136

1
3
(4)

*
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Table 4.26: Centre Choice for Major Bread Purchases by
Geographical Sample Area (% Respondents)

Sub
Regional Centre
City
Centre

Small Town Neighbour- Free
hood/Local District Standing Other 
Centre Centre Outlet

Trallwn
Treboeth
Tycoch

12.7
11.4
17.9

16.6
16.5
2.1

53.5 
60.1
63.6

1.3
1.3 
7.9

1.9
5.1
5.7

11.1
2.8

Chi Square 49.339, 10 d.f., significant at 0.0001

Table 4.27*. Centre Choice for Major Bread Purchases by Geographical and 
Social Status Site (% Respondents)

Sub Small Town Neighbour- Free
Regional Town
City
Centre

Centre
hood/Local District Standing Other 
Centre Centre Outlet

Trallwn HS 
Trallwn LS

15.6
10.0

18.2
15.0

45.5
61.3

1.3
1.3

1.3
2.5

14.0
9.0

Treboeth HS 16.5 
Treboeth LS 6.3

19.0
13.9

48.1
72.2

2.5 6.3
3.8

5.0
1.0

Tycoch HS 
Tycoch LS

24.3
11.4

4.3 51.4
75.7

8.6
7.1

10.0
1.4

(Other includes door step delivery) 
(N/A non purchase of bread)

N/A

2.9
2.9
2.9

N/A

4.0
1.0

3.0
3.0

1.4
4.3
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54% of all Trallwn trips are to the nearest centre compared to 60% at 
Treboeth and 64% at Tycoch. Other centres visited vary geographically 
with the use of small town centres and district centres at the respective 
locations. The city centre accounts for fewer major bread purchases than 
for other product groups (11 - 18%) and the free standing outlets are 
insignificant. Differentiation of these figures, on account of 
designated social status influences, produces considerable variation in 
the results. At Trallwn, the low status group increasingly rely on the 
nearest centre for bread purchases (61%), with only 15% of trips to the 
small town centre. Of the high status group at Trallwn many respondents 
(46%) still rely on the nearest centre, but increasing proportions buy 
the majority of their bread from small town centres (18%), the city 
centre (16%) and a variety of "other" centres (14%). These figures, 
whilst not as extreme as grocery behaviour, do provide some interesting 
observations. The same overall trend is apparent at Treboeth, albeit 
with more extreme values. The high status consumers rely less on the 
nearest centre than their low status counterparts. At Tycoch, the 
difference in the opportunity set effects the overall trend. The nearest 
centre is increasingly important for the low status, whilst the high 
status group increasingly visit the city centre for bread (24% of all 
high status trips). District centres account for 7 - 9% of all Tycoch 
bread purchases and the free standing outlets are of minor importance 
only for the high status group (10% of all trips). Social status 
variation in the spatial behaviour for bread is quite apparent. The 
geographical differences in the opportunity set can still be seen, albeit 
with less significance than previous. The nearest centre dominates low 
status centre choice and is the most important single centre for the high 
status.

These results naturally differ from those observed with respect to 
grocery behaviour. Bread purchases increase the significance of the 
nearest centre hypothesis for all shoppers, but especially for the low 
status. High status shoppers still indicate variability in consumer 
choice and the geographical influence of available opportunities is still 
evident. The city centre reduces its' attraction as a location for main 
bread purchases.
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These results detract from the findings of grocery spatial 
behaviour. Bread is a specialist product that is readily available from 
small centres nearest to the place of residence. Figures 4.7 and 4.8 
illustrate these results. The results clearly illustrate that for a 
specialist product such as bread, the nearest centre hypothesis is 
reasonably accurate. Some variation does occur and can be seen in the 
influence of social status and geographical location. Additional 
influences have been suggested by other authors specifically analysing 
bread behaviour and consequently, can be presented within the 
discussion. Two influences are detailed; the effect of personal mobility 
and of pre-school children. For the purpose of comparison appendix 6 
includes the detailed tables of the influence of respondent age group on 
bread behaviour. The influence of an index of personal mobility (Table 
4.28) provides a number of significant results. Increasing mobility 
produces a consistent reduction in the proportion of bread shopping trips 
to the nearest centre. At Trallwn, the totally mobile group decreasingly 
use the nearest centre and instead travel to the sub regional city 
centre. At Treboeth, the decline in visits to the nearest centre is 
compensated by an increase in the proportional use of small town 
centres. At Tycoch, the decline is balanced by increased visits to the 
sub regional city centre. The trend for mobility to reduce the 
significance of the nearest centre hypothesis is consistent, although it 
needs to be stated that for all groups, irrespective of mobility or 
location, the nearest centre is still the single most important 
destination for bread purchases. Nevertheless, the existence of the 
influence of mobility on centre choice for bread is consistent with 
previous findings for groceries.

Table 4.29 illustrates the influence of pre-school children on
spatial choice behaviour for bread. Overall, no consistent relationship
emerges. At Trallwn only minor differences exist between the two

ngroups. At Treboeth those resp<^dents with a pre-school child 
increasingly visit the nearest centre in place of the city centre and 
small town centre for bread purchases. At Tycoch, the results are 
reversed, with the influence of pre-school children resulting in a 
decline in the use of the nearest neighbourhood/ local centre and 
increased visits to the city centre. These inconsistencies suggest that 
alternative influences may be of importance.
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Table 4.28: The Influence of An Index of Personal Mobility on Major
Cl\joiC<2_Bread Centre[(% Respondents)

 ............. ................  f \  ■■■■■■

Sub Small Neighbour- Free No. Of
Regional Town hood/Local District Standing Other Cases
City Centre Centre Centre Outlet
Centre

Trallwn
Immobile 7.1 17.9 67.9 3.6 - 3.6 28
Partial Mobility 10.0 20.0 56.7 - - 13.3 60
Total Mobility 17.4 13.0 44.9 1.4 4.3 18.8 69

Treboeth
Immobile - 6.3 87.5 - - 6.3 32
Partial Mobility 17.2 12.1 56.9 - 8.6 5.2 58
Total Mobility 11.9 25.4 49.3 3.0 4.5 6.0 67

Tycoch
Immobile 10.0 - 80.0 6.7 - 3.3 30
Partial Mobility 16.1 3.6 66.1 8.9 ’ 1.8 3.6 56
Total Mobility 24.1 1.9 51.9 7.4 13.0 1.9 54

Table 4.29: The Influence of Pre-School Children on Major Bread Centre C-l^cc
(% Respondents)

Trallwn 
Nil 
One +

14.5
8.5

16.4
17.0

52.7
55.3

0.9
2.1

0.9
4.3

14.5
12.8

110
47

Treboeth 
Nil 
One +

12.7
4.2

18.7
4.2

56.7
79.3

0.7
4.2

4.5
8.3

6.7 134
24

Tycoch 
Nil 
One +

14.6
41.2

2.4 65.9
47.1

8.9 5.7
5.9

2.4
5.9

123
17
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Notwithstanding these comments, the dominance of the nearest centre 
for bread purchases characterises the majority of behavioural patterns.
As a consequence, the results generally detract from those previously 
forwarded with respect to grocery purchases and also to meat purchases. 
The findings however, support the contention for a refined degree of 
shopping trip disaggregation (Mottershaw, 1968; also Thomas, 1976, and 
Shepherd and Thomas, 1980) in that different product types produce a 
different detailed pattern of overt spatial behaviour.

The interrelationship between main centre choice for groceries and 
bread for each of the sample sites is provided in Table 4.30. Within a 
variety of results, it is interesting to note from this table, that the 
purchase of bread from the same main centre as groceries is related to 
the original centre type. More shoppers visiting the city centre for 
grocery purchases identified that same centre for bread than for any 
other interaction. Furthermore, this differed socially between the 
designated status groups (50% of Trallwn high status shoppers buying 
groceries at the city centre also indicated this as their main centre for 
bread, compared to 30% of Trallwn low status, 61.5% Treboeth high status, 
54.2 Tycoch high status and 20.7% Tycoch low status).

There is, therefore, a degree of interaction between major grocery 
and bread centre that could, if required, possibly be used to 
substantiate the previous conclusions.

Bread spatial be haviour is dominated by trips to the nearest 
available centre. Consequently, the results are much different to those 
previously identified in that neither a geographical or social status 
influence on behaviour is especially obvious. Nevertheless, differences 
do occur between certain groups both socially and geographically. The 
majority of consumers purchase bread from one type of main centre (the

butnearest centre)^over and above this trait, geographical and social 
variation occurs.
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Table 4.30:

Main Grocery

Trallwn HS
S.C.C.
S.T.C.
Other

Trallwn LS
S.C.C.
S.T.C.
Other

Treboeth HS
S.C.C.
S.T.C.
FSO
Other

Treboeth LS 
S.T.C.
NNBH/LC
Other

Tycoch HS
S.C.C
NNBH/LC
FSO
Other

Tycoch LS 
S.C.C 
NNBH/LC 
Other

The Interrelationship Between Major Centre Choice for 
Groceries and Bread by Geographical and Social Sample Site

Main Bread Centre 
Sub Small Neighbour- Free
Regional Town hood/Local District Standing Other
City Centre Centre Centre Outlet
Centre

50.0
10.2 28.6

28.6
38.8
85.7

7.1
2.0

14.2 
20.4
14.3

30.0 - 65.0
4.7 27.9 55.8

70.0

5.0
11.6

5.9 11.8 11.8

61.5
8.6
11.1

7.7
40.0

23.1 
42.9
61.1 
69.2

2.9

7.7

2.9
22.2

7.7
2.9
5.6
23.1

5.3
21.4

37.0

7.1

63.0 
86.8
50.0 21.4

7.9

54.2
5.9

20.0
21.4 22.2

20.7
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4. Conclusion

Chapter four has presented a considerable amount of information on 
the nature of overt spatial behaviour for convenience shopping products. 
The investigation commenced with a thorough analysis of grocery spatial 
behaviour. An array of consumer sub-group influences were developed in 
an attempt to explain fully the determinants of the overt patterns. This 
led to an interim conclusion from the investigation of both major and 
supplementary centre choice. No attempt was made at that stage to gauge 
the relative importance of each of the respective influences on 
behaviour. This section will, however, aim to present such 
considerations. Following the grocery analysis, and with reference to 
the research objectives presented in chapter one, the investigation 
continued with two alternative product types; meat and bread. Both 
products had been previously identified as possibilities for 
corroboration and detraction of grocery behaviour, respectively. The 
results presented illustrated a number of interesting findings which 
clarify many of the earlier conclusions.

The spatial patterns of grocery shopping behaviour differed between 
the groups of consumers presented. Fundamentally, behaviour varied 
between the three geographical areas in relationship to the differing 
retail opportunities available. This result was very much a 
characteristic of both major and supplementary grocery behaviour.
Further to this variation, centre choice differed with respect to 
designated social status of the respondent. High status shoppers tended 
to travel further afield to an increased variety of retail centres. 
Further disaggregation of the results clarified the explanatory 
significance of social status variation. Firstly, car ownership and 
secondly, the composite index of mobility influenced the behavioural 
patterns and produced additional variation. The relative importance of 
mobility, however, should not be understated, but the detail of the 
analysis tends to place the influence behind social status. Mobility is 
highly important, but as has been illustrated, its impact varies not only 
geographically but slightly socially between the designated status 
groups. These three variables undoubtedly explain much of the variation 
in behaviour. In addition, however, the investigation illustrated the 
simultanoeus influence of additional variables. Respondent age, 
especially old age, accounted for a certain proportion of shopping trips
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and significantly did not vary socially or geographically. The influence 
of pre-school children similarly was hypothesised in terms of a 
constraint upon behaviour. For those respondents from a high status and 
mobile background, pre-school dependents did not constrain behaviour 
geographically but accounted for many trips to a free standing outlet 
offering convenient bulk shopping. Further variability within the 
geographical and social boundaries was apparent with the influence of 
respondent work status. Generally, working respondents tended to visit 
centres of a larger hierarchical status. Less significant variation was 
apparent from the classification of consumers with respect to household 
size and total number of children present. Both of these influences 
produced comparative results and a similar conclusion; that geographical 
and social variations &er-Z,a. more important influence on behaviour albeit 
with a minor degree of variation for the intervening effect of these 
variables.

The analysis of supplementary grocery behaviour supports the 
geographical and social differences to a certain extent. The nature of 
supplementary shopping trips resulted in consumers illustrating less 
variation than for major centre trips, with the nearest centre providing 
a service for many respondents. The predominance of nearest centre 
shopping for supplementary purchases appears to reduce the variation 
between alternative groups of consumers. The influence of personal 
mobility for example was less significant than previously identified.
The argument of Warnes and Daniels (1980) has been refe^ed to in 
relationship to this behaviour and would appear appropriate.

The analysis of meat behaviour fulfilled its corroborative aims, in 
that a certain interrelationship was apparent between meat and grocery 
centre choice. The results certainly supported the influence of 
geography and the distribution of shopping opportunities, although the 
effect of designated social status was less clear. Meat as a product 
type produces different shopper requirements, as is clearly evident in 
the relative dominance of one centre for meat purchases. The sub 
regional city centre accounted for many meat purchases from all three 
survey areas. The variability over and above this accounted for the 
geographical influences. Alternative sub-group influences on meat 
behaviour produced inconsistent results, notably with respect to mobility



and pre-school children. With the exception of a single survey area 
(Tycoch) personal mobility did not materially influence overt meat 
behaviour. The results did illustrate a variation in behaviour between 
respondents with or without pre-school dependents. The variation was 
diffused geographically/ but did support the previous major grocery 
centre findings. Furthermore/ the influence of personal mobility in 
relationship to social status is clarified by meat centre choice. The 
results clearly relegate the explanatory significance of mobility behind 
social status. Meat centre choice behaviour did corroborate certain of 
the findings of grocery behaviour but, perhaps more important, supports 
the contention that future developments in the understanding of consumer 
spatial behaviour require the disaggregation of both the behavioural and 
explanatory variables. Trip types need to be rigorously defined, in 
relationship to products sought, to increase the level of future 
knowledge.

The analysis of bread spatial behaviour produced overt patterns that 
conform to the nearest centre hypothesis. Notwithstanding this, however, 
minor differences in centre choice were apparent and can be explained 
both in terms of geographical and social variables. These influences 
were enhanced by controlling for mobility but not for pre-school 
dependents. Increased mobility decreased the shoppers use of the nearest 
centre for bread. These results were consistent for the social groups, 
and the compensating outlets visited differed geographically (Trallwn and 
Tycoch mobile shoppers increasingly visited the city centre; the Treboeth 
respondents visited the small town centre). Nevertheless, this variation 
was secondary but still adds to the discussion presented.

Convenience goods shopping behaviour varies, both for different 
products and between different consumer groups. A number of consistent 
results were apparent and relate to some of the major theories of 
consumer behaviour. Grocery behaviour varies considerably. A 
geographical and social status influence is apparent, with further 
simultaneous effects related to mobility and minor variables. This 
latter group included respondent age, household size, pre-school 
children, respondent work status and number of children in the 
household. These findings have implications for the application of 
gravity models in the intra-urban context. It strongly appears that
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behavioural patterns need to be disaggregated for geographical location,
social status and even within the broad status categories, for personal
mobility. In addition, particular attention needs to be paid to the
effect of a range of contextual variables reflecting the imbalance of age
structure of the population (especially old age), the presence of young
children, household size and the associated demand profiles, plus the
consideration of working respondents. Furthermore, the three product
types analysed comprehensively support the additional need for the
application of such models to constrain the behavioural variation.
Mottershaw (1968) called for a refinement of trip types in such models, 

cfbks. s M ythe results^present ^conclusively support this contention. Bread 
behaviour for example is relatively easily explained by the nearest 
centre hypothesis. Meat behaviour has implications for the argument of 
Warnes and Daniels (1980) in relationship to the 'type' of products or 
services required. Further evidence from both meat and grocery behaviour 
suggested a modified 'dual assignment' role for certain consumer groups. 
It is thus clear, that developments in the understanding of consumer 
behaviour need to account for consumer sub-groups. Geographical and/or 
social status control at least, must be imposed on future studies if any 
resultant overt patterns are not to simply reflect the inbuilt sample 
bias.

Notwithstanding these conclusions a number of perceptual determinants 
could be forwarded as an additional method of enhancing this 
explanation. The research proceeds towards a cognitive component of 
consumer behaviour.
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CHAPTER 5: CONSUMER MOTIVATION



Introduction

In the previous chapters, the analysis of socio-economic and 
demographic determinants of behaviour has omitted the consideration of a 
number of perceptual influences. The study of shopper trip motivations 
presents an initial step to overcome this situation. The approach 
utilises concepts developed from both perceptual and empirical studies of 
consumer behaviour and closely relates to the work of Davies (1973). He 
considered that 'trip motivations' might provide additional information 
into the determinants of shopping behaviour and thus have some relevance 
for the future development of theory and model building. The details of 
the methodology and a summary of the results produced by previous studies 
is provided in chapter two. It is sufficent to state here that the 
results have produced a number of consistent factors (Shepherd and 
Thomas, 1980).

The study is clearly moving towards a cognitive approach to consumer 
behaviour. Consequently, it suffers from the inherent difficulty of the 
approach in isolating whether an individuals perception of alternative 
shopping opportunities determines his/her behaviour, or whether it is a 
result of behaviour caused partly by intervening stimuli (Downs, 1970). . 
Shepherd and Thomas (1980) view the relationship as 'interactive' and 
state that recent research has been less than ambitious in attempting to 
only illustrate the relationship. This problem is not unique. In the 
social psychology literature many authors have written extensively on the 
relationship between attitude (a comparable perceptual dimension, and one 
to be explicitly explored in a subsequent chapter) and behaviour (Tittle 
and Hill, 1967 and Sample and Warland, 1973). The nature of the attitude 
behaviour consistency was reviewed by Gross and Niman (1975) who asserted 
that generally researchers have reported a poor relationship between 
attitude and behaviour. Nevertheless, as Tittle and Hill (1967, p.201) 
observe; "attitude measures should be most predictive of behaviour in 
situations which occur repetitively within the common behavioural context 
of the individual". Shopping behaviour can clearly be viewed as a 
familiar and repetitious event that occurs under usual social 
circumstances. Consequently, the research expects a relatively clear and 
consistent relationship between the cognitive measures presented (motives 
and attitudes) and behaviour.
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Chapter five therefore reflects the research aims previously 
detailed. A unified approach to the study of consumer behaviour is 
undertaken and thus offers an addition to Potter's contention(1982, 
p.167) that "few studies have examined simultaneously, aspects of 
consumer behaviour and cognition". The ensuing discussion falls into two 
parts. Initially the study of shopping trip motivations is presented, 
and any possible variations examined between consumer groups, before 
proceeding to present the relationship between motives and overt spatial 
behaviour.
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1. Consumer Motivation Research

The reasons which motivate shoppers food behaviour are wide ranging 
and naturally, varied between different consumers. The adopted 
methodology applied a five-point rating scale, ranging from strongly 
important to strongly unimportant, in which each respondent considered a 
range of seventeen statements. These statements were assembled from a 
review of previous approaches and personal hypotheses, and enabled the 
major food motivational determinants of consumer behaviour to be 
identified. The array of studies reproduced in chapter two, encompass 
both trip motivation and attitudinal research into the perception of 
shopping centers. The study of 'trip motivations' undertaken by Davies 
(1973) provided evidence of the importance of accessibility in 
conjunction with the competing or qualitative service attributes of 
alternative centres. The precise nature of these dimensions varied in 
accordance with overt behaviour, as accessibility was important for 
convenience goods shopping, whilst centre characteristics were more 
relevant to higher order shopping trips. Similarly, these attributes 
varied by social status. Other supporting evidence has been provided by 
many researchers including Wagner (1975), Pacione (1975), Mackay and 
Olshavsky (1975) and Parker (1976). Table 2.8 reproduces a summary of 
the relative importance of each of the attributes as a prerequisite for 
the design of the technique applied in this study. The approach taken by 
Parker (1976) was similar to that of Davies (1973), and twelve 
pre-selected motivating factors were identified and tested in a study in 
Dublin. For his total sample the most important factors were 
accessibility, cleanliness and range and price of goods. Futhermore, 
Parker (op. cit) demonstrated the relationship between motivation and 
social status and car ownership. The statements used in this study are 
reproduced in Table 5.1 and the background design and methodology to the 
approach described in chapter two. The concentration on convenience 
goods behaviour, and hence on food motivations, is a direct reflection of 
Dawson's call (1980) for limiting studies to shopping behaviour (see also 
the research aims presented in chapter one) and practical research 
application. The methodology stuck rigidly to the constraints imposed by 
the research design. A low score, on a rating scale of 1 through 5, 
indicated the consideration of a single statement or factor as an 
extremely important influence upon overt behaviour. Table 5.2
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Table 5.1: Food Motivation Statements
(in order as on the questionnaire and in the subsequent 
analysis)

1. Actual distance between shops and home.
2. Ease of access to the shops by car.
3. Ease of access to the shops by bus.
4. Ease of access to the shops on foot.
5. Convenience of Car Parking.
6. Convenience of Bus Facilities.
7. Variety of shops in the centre.
8. Reputation of the shops in the centre.
9. Availability of a supermarket.
10. Choice of products sold by the shops.
11. Quality of goods sold by the shops.
12. Price of goods sold by the shops.
13. Service received from store staff.
14. Ability to combine food shopping and another activity.
15. Availability of specialist food shops.
16. Routine/habit - always shop there!
17. Familiarity with the centre.

Table 5.2: Response to all Statements by Geographical and Social
Status Sample Site (% Respondents)

Extremely Don' t Not Not At All
Importent Important Know * Important Important

Trallwn High Status 19.8 40.8 6.6 16.4 16.4
Trallwn Low Status 14.3 44.5 11.5 19.6 10.1

Treboeth High Status 21.4 37.4 3.7 17.9 19.6
Treboeth Low Status 20.6 37.1 4.8 16.2 21.3

Tycoch High Status 21.6 36.4 5.5 20.8 15.8
Tycoch Low Status 24.6 38.4 4.7 17.6 14.7
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illustrates for each of the designated survey sites the aggregate pattern 
of response over all seventeen statements.

Across all sites, at least 57% of respondents considered the 
statements an important influence on their choice of food shopping 
location. Generally, the mid point category of 'don't know' was avoided, 
with a maximum of 11.5% of Trallwn low status respondents concentrating 
on a neutral response. The quality of the information collected, 
therefore, is sufficently high enough to perform a detailed analysis, and 
consequently a thorough appreciation, of consumer motivations for food 
goods. Each motivation statement will be considered in detail and 
subjected to a disaggregated analysis. The analysis presented in chapter 
five will initially describe the average motivation scores before 
analysing the proportionate breakdown of each response category. The 
discussion will then proceed to group the seventeen statements by the 
application of a factor analysis technique as a categorised basis to the 
details of the relationships between consumer motives and overt spatial 
behaviour.

2. Characteristics of Consumer Motivations

The list of seventeen statements administered to the sample of 
respondents, provided a considerable amount of information which enables 
the identification of the main characteristics of consumer motivations 
towards food products. The analysis of an average score on each of the 
statements provides an initial insight into the dimensions held as 
important by the consumer groups. Table 5.3 presents an average score 
for each of the statements by the designated social status groups, which 
have been utilised to produce the mean score motivation profiles in 
Figure 5.1.

The results immediately illustrate the variability by which different 
motivational statements are held by different groups. Overall, 
statements 11 and 12 respectively pertaining to the quality and price of 
the merchandise sold by the shops, illustrate the strongest importance in 
determining food shopping behaviour. Quality is seen as important by all 
groups, albeit much more so by the Tycoch low status group, and of lesser
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Table 5.3: Average Scores on 17 Motivational Statements by Sample Site

TRALLWN TREBOETH TYCOCH
Statement: HS LS HS LS HS LS
1. 2.8 2.7 2.7 2.1 2.9 2.3
2. 2.2 2.9 2.2 3.4 2.4 3.4
3. 3.7 3.0 4.1 3.6 3.9 3.0
4. 3.1 3.1 3.7 2.2 3.0 2.6
5. 2.3 3.1 2.3 3.6 2.1 3.2
6. 3.7 2.9 4.2 3.7 3.9 2.7
7. 3.0 2.7 2.8 2.9 2.7 2.5
8. 2.8 2.7 2.5 2.8 2.4 2.5
9. 1.8 2.2 2.3 2.3 2.4 2.3
10. 1.9 2.3 1.9 2.2 1.7 1.8
11. 1.8 2.1 1.6 1.9 1.6 1.5
12. 1.9 1.8 1.9 1.9 1.9 1.9
13. 3.3 3.1 2.8 3.1 2.7 2.5
14. 2.9 3.1 3.2 3.5 3.5 3.3
15. 3.7 3.3 3.8 3.9 3.7 4.0
16. 2.6 2.3 2.6 2.6 3.0 2.0
17. 2.3 . 2.2 •2.3 2.0 2.5 2.4

A low score indicates an "extremely important" response
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importance by the Trallwn low status group. Statement 12, 'price of 
goods sold by the shops1 is consistent throughout all of the six sites. 
Statement 1, reflecting geographical distance, is generally held to be of 
greater importance by the designated low status groups. These groups, as 
has been illustrated, have lower personal mobility characteristics and 
tend to rely on public transport. The values for statements 2, 3 and 4 
reflect this. Car access is obviously of importance for the car owner, 
hence a lower score for the high status groups. Bus access is generally 
more important for the low status shoppers, whilst ease of access on foot 
is of greater significance for the Treboeth low status site, who, as has 
been illustrated, tend to make more walk based trips to the nearest local 
or neighbourhood shopping centre.

Statements 5 and 6, reflecting convenience of car parks and bus 
facilities, show a clear variation between the social status groups. 
Reflecting the available mix of shops in the respective centre and the 
characteristics of the merchandise offered, statements 7 to 13 illustrate 
a range of response. The variety of shops and the reputation of these is 
generally of importance to all groups. The choice of available goods is 
a slightly more important high status motivation, whilst price and 
quality, as has been demonstrated, are important to all shoppers. 
Statement 14, reflecting the ability to combine food shopping with other 
activities, was, like statement 15, of less importance than other 
dimensions. The final statements, 16 and 17, reflect motivations of 
routine, habit and familiarity with shopping centres. These statements 
were clearly of importance as motives, and showed a slight tendency to be 
held in greater value by the lower status respondents.
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Figure 5.1A: Mean Score on 17 Motivational Statements 
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Figure 5.1B: Mean Score on 17 Motivational Statements: 

Treboeth

TKBOEIH HIGH STATUS5 t

4 -

3 -

2 -

STATEMENT NUMBE2

TRQOETH LOU STATUS

4 S 8 7 8 9 19 11 12 13 14 IS 18 17
STATEMENT NUttEB

A LOW SCORE EQUALS AN IMPORTANT RATING



Figure 5.1C: Mean Score on 17 Motivational Statements: 
Tycoch

TYCOCH HIGH STATUS

2 -

14 15
STATEMENT NUMBER

TYCOCH LOU STATUS
5 t

4 •

3 *

2 - •

STATEMENT NUMBD

A L O W  SCORE EQUALS AN IMPORTANT RATING



Overall, a variable response to each of the motivational statements 
can be seen, and slight differences in the patterns do occur between the 
designated social and geographical groups. The trends in Figure 5.1 
clearly illustrates certain differences in consumer motivation for the 
consumer sub-groups presented. The profiles suggest a dimension of 
motivation as a determinant of behaviour. Chapter four has identified 
the different patterns of spatial behaviour and the information presented 
in this chapter appears, at a first interpretation, to be most 
instrumental. The profiles at the Trallwn sample are different. The 
trends are similar at Treboeth and Tycoch but the detail and magnitude of 
importance varies.

The information on average scores can disguise the detail of the 
proportionate breakdown of response to each statement. Tables 5.4A - 
5.4F detail the results of analysis by each category of response for the 
six predesignated survey sites. Tables 5.4G and H present the results of 
a chi square test of statistical significance on each statement. A 
definite pattern of results indicating differential motivating influences 
is emerging. For the purpose of comparability the results will be 
discussed in the order presented to the respondent.

The first statement examines the geographical distance to shop and 
produced a continuum of response from each of six designated survey 
sites. At Trallwn this statement was considered important by equal 
numbers of high and low status shoppers. At Treboeth more of the low 
status respondents (72.2%) viewed distance as an important determinant 
than of the high status (57%). Finally at the Tycoch survey site this 
social status difference was further pronounced, with a greater 
proportion of low status respondents (65.7%) considering the statement 
important than the designated high status (47.2%). The motivational 
determinant of geographical distance thus varies between the geographical 
groups and, for two of the survey areas, also socially. This social 
status difference was expected and can clearly be related to mobility 
levels. The geographical variation is a factor of the differential 
retail opportunities available throughout the city.
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Table 5.4A: Response to 17 Motivational Statements (% Respondents)

TRALLWN HIGH STATUS SITE

tement No:
EXTREMELY
IMPORTANT IMPORTANT

DON'T
KNOW

NOT
IMPORTANT

NOT AT ALL 
IMPORTANT

1. 28.6 23.4 2.6 31.2 14.3
2. 18.2 64.9 2.6 6.5 7.8
3. 9.1 19.5 15.6 7.8 48.1
4. 10.4 33.8 14.3 20.8 20.8
5. 32.5 41.6 1.3 11.7 13.0
6. 3.9 26.0 14.3 7.8 48.1
7. 9.1 39.0 10.4 26.0 15.6
8. 10.4 46.8 6.5 29.9 6.5
9. 40.3 49.4 2.6 0 7.8
10. 29.9 63.6 0 3.9 2.6
11. 37.7 51.9 2.6 7.8 0
12. 51.9 28.6 2.6 15.6 1.3
13. 7.8 33.8 7.8 20.8 29.9
14. 22.1 27.3 2.6 29.9 18.2
15. 6.5 15.6 7.8 39.0 31.2
16. 5.2 61.0 13.0 6.5 14.3
17. 13.0 67.5 5.2 6.5 7.8

Table 5.4B: Response to 17 Motivational Statements (% Respondents)
TRALLWN LOW STATUS SITE

EXTREMELY DON'T NOT NOT AT ALL
tement No: IMPORTANT IMPORTANT KNOW IMPORTANT IMPORTANT
1. 28.7 26.2 1.2 35.0 8.7
2. 5.0 41.2 23.7 17.5 12.5
3. 5.0 42.5 20.0 13.7 18.8
4. 5.0 37.5 15.0 25.0 17.5
5. 15.0 16.2 31.3 15.0 22.5
6. 7.5 41.2 18.8 16.2 16.2
7. 7.5 55.0 1.2 28.7 7.5
8. 7.5 50.0 12.5 25.0 5.0
9. 20.0 60.0 3.7 13.7 2.5

10. 15.0 61.2 5.0 17.5 7.2i—1rH 18.8 66.2 7.5 6.3 1.2
12. 56.3 26.2 3.7 13.7 0
13. 6.3 37.5 15.0 25.0 16.2
14. 15.0 26.2 15.0 23.7 20.0
15. 3.7 32.5 13.7 33.7 16.2
16. 8.7 71.2 6.3 12.5 1.2
17. 17.5 65.0 2.5 11.2 3.7
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Table 5.4C: Response to 17 Motivational Statements (% Respondents)

TREBOETH HIGH STATUS SITE

Statement No:
EXTREMELY
IMPORTANT IMPORTANT

DON'T
KNOW

NOT
IMPORTANT

NOT AT ALL 
IMPORTANT

1. 22.8 34.2 0 34.2 8.9
2. 38.0 38.0 3.8 • 11.4 8.9
3. 2.5 19.0 2.5 16.5 59.5
4. 7.6 24.1 2.5 17.7 48.1
5. 45.6 24.1 1.3 15.2 13.9
6. 1.3 17.7 0 17.7 63.3
7. 10.1 48.1 1.3 27.8 12.7
8. 17.7 51.9 3.8 16.5 10.1
9. 22.8 49.4 7.6 16.5 3.8
10. 34.2 53.2 5.1 6.3 1.3
11. 43.0 54.4 0 2.5 0
12. 51.9 24.1 6.3 16.5 1.3
13. 16.5 38.0 6.3 22.8 16.5
14. 15.2 31.6 2.5 21.5 29.1
15. 1.3 22.8 5.1 32.9 38.0
16. 11.4 49.4 12.7 16.5 10.1
17. 21.5 55.7 2.5 12.7 7.6

Table 5.4D: Response to 17 Motivational Statements (% Respondents)
TREBOETH LOW STATUS SITE 

EXTREMELY DON'T NOT NOT AT ALL
Statement No: IMPORTANT IMPORTANT KNOW IMPORTANT IMPORTANT

1. 51.9 20.3 0 24.1 3.8
2. 13.9 27.8 3.8 12.7 41.8
3. 2.5 31.6 8.9 ' 21.5 35.4
4. 40.5 32.9 2.5 15.2 8.9
5. 13.9 22.8 2.5 11.4 49.4
6. 5.1 26.6 7.6 13.9 46.8
7. 11.4 44.3 6.3 21.5 16.5
8. 8.9 46.8 7.6 26.6 10.1
9. 21.5 51.9 3.8 19.0 3.8

10. 21.5 59.5 5.1 10.1 3.8
11. 41.8 45.6 1.3 5.1 6.3
12. 51.9 24.1 5.1 16.5 2.5
13. 6.3 44.3 3.8 20.3 25.3
14. 11.4 25.3 3.8 22.8 36.7
15. 3.8 17.7 10.1 20.3 48.1
16. 12.7 55.7 3.8 12.7 15.2
17. 31.6 53.2 6.3 1.3 7.6
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Table 5.4E: Response to 17 Motivational Statements (% Respondents)

TYCOCH HIGH STATUS SITE

Statement No:
EXTREMELY
IMPORTANT IMPORTANT

DON'T
KNOW

NOT
IMPORTANT

NOT AT ALL 
IMPORTANT

1. 18.6 28.6 4.3 41.4 7.1
2. 31.4 38.6 1.4 18.6 10.0
3. 8.6 11.4 10.0 18.6 51.4
4. 17.1 32.9 4.3 22.9 22.9
5. 45.9 31.4 1.4 10.0 1.4
6. 8.6 12.9 8.6 18.6 51.4
7. 14.3 41.4 11.4 27.1 5.7
8. 14.3 57.1 7.1 17.1 4.3
9. 18.6 50.0 7.1 20.0 4.3

10. 40.0 55.7 1.4 2.9 0
11. 47.1 47.1 2.9 2.9 0
12. 42.9 37.1 7.1 11.4 1.4
13. 22.9 35.7 2.9 21.4 17.1
14. 7.1 21.4 5.7 41.4 24.3
15. 0 27.1 8.6 35.7 28.6
16. 10.0 42.9 5.7 22.9 18.6
17. 20.0 47.1 2.9 20.0 10.0

Table 5.4F: Response to 17 Motivational Statements (% Respondents)
TYCOCH LOW STATUS SITE

EXTREMELY DON'T NOT NOT AT ALL
Statement No: IMPORTANT IMPORTANT KNOW IMPORTANT IMPORTANT

1. 44.3 21.4 0 25.7 8.6
2. 11.4 32.9 1.4 17.1 37.1
3. 18.6 31.4 7.1 18.6 24.3
4. 14.3 50.0 7.1 14.3 14.3
5. 21.4 21.4 5.7 14.3 37.1
6. 24.3 34.3 7.1 15.7 18.6
7. 17.1 47.1 5.7 25.7 4.3
8. 20.0 47.1 2.9 20.0 10.0
9. 18.6 57.1 2.9 21.4 0

10. 35.7 51.4 5.7 7.1 0
11. 57.1 38.6 0 4.3 0
12. 51.4 25.7 5.7 17.1 0
13. 15.7 47.1 14.3 12.9 10.0
14. 14.3 30.0 1.4 20.0 34.3
15. 0 21.4 4.3 27.1 47.1
16. 24.3 61.4 2.9 8.6 2.9
17. 30.0 34.3 5.7 28.6 1.4
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Table 5.4G: Chi Square Values of the Differences in Response to the
Motivational Statements by Geographical Area

TRALLWN/TREBOETH/TYCOCH

1. 8.46
2. 50.05 ***
3. 34.95 ***
4. 39.14 ***
5. 36.47 ***
6. 50.03 ***
7. 13.52
8. 11.53
9. 12.59
10. 15.12
11. 30.95 ***
12. 5.62
13. 18.87 *
14. 17.56 *
15. 21.43 **
16. 17.24 *
17. 34.98 ***

8 degrees of freedom Significance
26.12 0.001 ***
20.09 0.01 **
18.17 0.02
15.51 0.05 *
13.36 0.1
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Table 5.4H: Chi Square Values of the Difference in Response to the
Motivational Statements between the Designated Social 
Status Groups

TRALLWN TREBOETH TYCOCH
Statement HS/LS HS/LS HS/LS

1. ' 1.73 14.77 ** 13.74 **
2. 28.02 *★* 27.00 *** 17.83 **
3. 19.49 *** 10.62 * 16.26 **
4. 2.18 40.39 *** 5.93
5. 37.41 *** 29.77 *** 19.33 ***
6. 18.85 11.50 * 23.13 ***
7. 10.33 * 3.88 1.94
8. 2.43 5.42 4.38
9. 9.57 * 1.22 4.65

10. 14.86 ** 4.25 3.38
11. 9.31 7.30 3.47
12. 1.50 0.44 3.91
13. 5.54 6.04 10.18 *
14. 8.46 1.91 10.89 *
15. 10.50 * 6.16 5.48
16. 13.39 ** 5.31 19.76 ★ **
17. 3.42 10.22 * 9.05

4 degrees of freedom 
18.46 
13.28
11.67 
9.49 
7.78

Significance. 
0.001 *** 
0.01 * *

0.02
0.05 *
0.1
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Statements 2, 3 and 4 reflect the determinants of transport mode when 
food shopping and examine the ease of access by car, bus and foot 
respectively. The importance of ease of car access varies considerably 
between the social status groups at each of the three survey areas. 
Consistently more of the high status respondents considered this 
statement as an important, or very important, motive than their low 
status counterparts.

Conversely, ease of access by bus was a low status determinant, with 
the Tycoch low status group especially, citing the importance of the 
statement. These results clearly highlight further the social status 
differences in mobility levels found in the sample of consumers. Ease of 
access on foot produces a more varying response from the consumers. At 
Treboeth the social status differences were again very evident. The high 
status respondents did not appreciably view access on foot as an 
important reason for centre choice. The low status shoppers considered 
this extremely important. The social status differences are also 
apparent in the Tycoch sample, albeit in a much reduced scale than at 
Treboeth. 50% of the Tycoch high status group identified such a reason 
important. At the Trallwn site broadly comparable findings were 
experienced between the two social status groups. The low status 
tendency at Treboeth can be closely related to the use of the nearest 
centre for grocery purchases. Of the high status groups, the greater 
importance assigned to ease of foot access by the Tycoch repondents again 
can be related to behaviour, with their particular characteristic of meat 
purchases from the nearest centre. If this relationship is proven 
further, then the previous conclusions with regard to the need to 
disaggregate behaviour by product types are well founded. The results 
from the analysis of grocery spatial behaviour alone would not identify a 
behavioural tendency for the Tycoch high status to visit the nearest 
centre.

Statements 5 and 6 relate to the convenience of car parking and bus 
facilities respectively. Again, car parking was a more important 
determinant for the high status than the low status consumer. Similarly 
the contrasting results for bus facilites were applicable. Clearly the 
trip motivations relating to ease of access by various transport modes, 
and the convenience of transport related facilities, has a distinct
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social status bias. Whether these differences cause different behaviour 
or are a result of that behaviour is still unclear.

Three statements (numbers 7, 8 and 9) reflect the influence of the 
composition of shopping centres in terms of the variety of shops, 
reputation of shops and the availability of a supermarket respectively.
A number of interesting results are apparent. Variety of shops was 
considered an important reason for centre choice by all consumer groups. 
Reputation, similarly, formed an important determinant of decision making 
for all consumer groups (over 57% of respondents from all groups 
identified statement 8 as an important or extremely important reason for 
centre choice). Furthermore, these results apply to the 'availability of 
a supermarket', although the Tycoch based consumers (both high and low 
status) in particular, did not rate this dimension as extremely 
important. Nevertheless, it would appear that factors relating to the 
retail composition of a shopping centre are an important (and for many an 
extremely important) determinant of behaviour, irrespective of social 
status. This result tends to lend support to the explanation of overt 
spatial behaviour with respect to the structure of the available shopping 
opportunities. Furthermore, it is interesting to note that consumers 
perceive variety, reputation and availability of specific shops as an 
influence on their behaviour, irrespective of centre choice. As a 
consequence, it would appear that either respondents perceive the centres 
visited in the terms outlined above, or that all respondents would (and 
perhaps ideally) seek shopping opportunities of variety, reputation and 
availability. This latter consideration would tend to support the weak 
nature of the relationship between motivation and behaviour.

Statements 10, 11 and 12 extend the notion of centre attractiveness 
to the specific products sold by the retail outlets. Three general 
attributes were presented; the choice, quality and price of goods sold by 
the stores. The choice of goods sold (statement 10) was a more important 
reason for centre choice for the high status shopper as opposed to the 
low status. Consistently, at each site, a greater proportion of high 
status consumers identified 'choice' as an extremely important 
dimension. Additionally, the Tycoch based residents attributed a greater 
overall status to this dimension. The 'quality of products sold by the 
shops' was, with the exception of the Trallwn low status group,
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identified as an extremely important influence on centre choice by the 
majority of respondents. Similarly, 'price of goods sold by the shops' 
was a consistent reason for all consumers.

Statement 13 relates to the 'service received from store staff'. 
Overall this statement does not form a major reason for behaviour.

The 'ability to combine food shopping with another activity* was 
considered as an important, or extremely important, reason for centre 
choice by a number of consumer groups. The results were inconsistent, 
with at Trallwn and Treboeth a bias in favour of the high status and at 
Tycoch the reverse trend. These results are interesting in that the 
statement implies a close relationship with behaviour. Further analysis 
will seek to identify this relationship.

The availability of a specialist food shop (statement 15) was not 
identified as an important influence on decision making by the sample of 
consumers.

The final two statements relate to aspects of routine, habit and 
familiarity with a shopping centre. Respondents were asked to consider 
these dimensions as a reason for overt behaviour. Routine and habit were 
significantly more important to the low status groups, although also 
viewed as an important reason by high status shoppers. Similarly, 
familiarity was an important, or extremely important, determinant of 
centre choice by all shoppers, irrespective of location or status. It 
does appear that these latter two statements are significant determinants 
of consumer choice.

The simple descriptive statistics utilised to identify the 
characteristics of consumer motivations have provided an initial insight 
into the perceptual elements of consumer choice. From this limited 
information, it is possible to summarise the motivational influences that 
are apparent at this stage. The simple profiles developed from the 
average score on each statement illustrated dimensions of motivation 
determinants. It would appear that the most important dimensions 
influencing centre choice are the three statements (number 10, 11 and 12) 
relating to the attributes of the products available in terms of choice, 
quality and price of goods. The importance of these attributes is
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relatively consistent across geographical and social boundaries. The 
quality of goods sold by shops is viewed as extremely important by many 
consumers and receives the lowest average score in five of the six 
areas. 'Availability of a supermarket' (statement 9) similarly, is 
relatively consistent in importance for all six consumer sub-groups, as 
is routine or habit and familiarity with the centre (numbers 16 and 17). 
The reputation of shops in the centre is an important determinant for 
many shoppers and is consistent across geographical and social 
boundaries. The actual distance between shops and place of residence 
produced an expected social variation in its relative importance for high 
and low status consumers. Distance considerations are more important for 
low status shoppers than their high status counterparts. Ease of access 
to the shops by car also produced a variety of response between the 
social groups; being considerably more important for the high status 
shoppers. The remaining eight motivation statements produced a lesser 
important response from shoppers as possible determinants of behaviour. 
The analysis however, has illustrated the need to categorise these 
dimensions further. A principal components analysis of the information 
will therefore be presented in order to group these statements prior to a 
detailed investigation of motivation and behaviour.

3. The Principal Components Analysis of 17 Motivational Statements

The study of shoppers perception of the attractions of a specific 
shopping centre by Downs (1970) and the study of 'trip motivations' by 
Davies (1973) both employed the multivariate analyses methods of data 
reduction known as principal components and factor analysis. The 
technique has previously been applied to the design of a multi-staged 
sampling frame, and a discussion of the methodology has been provided in 
chapter two. Accepting the subjectivity of the approach, the technique 
permits the data reduction of seventeen individual motivationo.1 *
statements. Naturally, a number of individual statements are 
interrelated and as such demand a technique to group them. The result 
will be a grouping of prespecified factors, which are labelled or named 
by a subjective process.

Principal component analysis was performed on the seventeen 
statements to reduce them into a number of major components or factors
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(the terms component or factor are used synonymously in this discussion, 
although statistically they are quite different). A varimax rotation was 
applied and only the results of this will be presented here. Varimax is 
viewed as a method which enhances the precise interpretation of the 
analysis. The raw scores collected on the seventeen motivational 
statements formed the input for a principal components analysis of 455 
cases. Table 5.5 illustrates the leading components identified. The 
first six components, with an eigenvalue greater than unity account for a 
total of 58.6% of the variance.

Table 5.6 illustrates the components loadings matrix: which allows the
components to be identified.

Table 5.5: Principal Components Analysis of Consumer Motivations:

% Variation Explained
Eigenvalue Percentage Cumulative Percentage

Component I 2.607 15.3 15.3
II 2.360 13.9 29.2
III 1.407 8.3 37.5
IV 1.353 8.0 45.5
V 1.183 6.9 52.4
VI 1.046 6.2 58.6

Table 5.6: Principal Components Analysis of Consumer Motivations:

Varimax Rotated Component Solution

Variable
I II III IV V VI Communality

1 0.07 0.02 0.02 0.12 0.80 0.15 0.69
2 -0.13 0.90 0.04 0.11 -0.10 -0.05 0.85
3 0.88 -0.16 0.13 0.02 0.10 -0.03 0.82
4 0.16 -0.23 0.14 ■0.13 0.65 -0.01 0.54
5 -0.16 0.87 0.10 0.11 -0.10 -0.10 0 .82
6 0.88 -0.17 0.13 0.07 0.09 0.04 0.83
7 0.21 0.10 0.60 0.03 0.04 0.17 0.44
8 0.01 0.05 0.50 0.24 0.09 -0.08 0.33
9 0.13 0.23 -0.32 0.43 0.10 0.24 0.42
10 -0.05 0.09 0.16 0.69 -0.10 0.05 0.53
11 0.02 -0.02 0.34 0.69 -0.05 -0.16 0.62
12 0.33 0.22 -0. 02 0.46 -0.15 0.09 0.40
13 -0.10 -0.08 0.53 0.24 0.33 0.01 0.46
14 0.17 0.04 0.39 ■0.27 -0.41 0.27 0.50
15 0.11 0.03 0.63 0.01 -0.08 -0.06 0.42
16 0.10 -0.02 -0. 09 ■0.11 -0.06 0.79 0.66
17 -0.12 -0.14 0.10 0.20 0.21 0.70 0.62
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Component I loads positively on statements 3 and 6 reflecting access 
to shop by bus facilities. There are no significant negative values. 
Component I therefore is highly suggestive of a public transport reason 
for spatial decision making. Component II loads positively on statements 
2 and 5 reflecting car access and parking facilities. Component II is 
clearly related to car or vehicle access as a motivational reason for 
behaviour. Component III is similarly straightforward, loading 
positively on the statements representing the variety of shops available 
in the shopping centre and the availability of a specialist food shop. 
There are no high negative values. This component can be described in 
terms of the retail composition of the shopping centre. Component IV 
loads positively towards characteristics of the products sold by the 
shops. Statements 10 and 11, reflecting the choice and quality of goods 
sold have relatively high positive loadings. Component IV can be 
labelled in terms of the attributes of products sought by the consumer. 
Component V loads highly positively on statements 1 and 4 reflecting the 
actual distance between the shops and place of residence, and the ease of 
access on foot to shops. Clearly, such a component relates to a 
motivational reason reflecting the use of nearest shopping centres. Such 
a component could be described as a geographical distance reason for 
decision making. Finally, Component VI loads distinctly on statements 16 
and 17 relating to the use of particular shopping centres because of 
routine, habit or familiarity with that shopping centre.

The analysis of the rotated motivational component scores permits the 
influence of consumer sub-groups on each of the factors to be identified 
and the relationship between spatial patterns of behaviour and motivation 
to be determined.

4. The Influence of Consumer Sub-groups on Food Motivations

Categorising the component score coefficents, on each of the six 
motivational factors, allows the influence of various consumer sub-groups 
to be determined. The forthcoming analysis will only concern itself with 
presenting the influence of the predesignated sample groups, plus certain 
of the additional classifications detailed previously.
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The component score coefficents were reclassified into six groups. 
Negative 2.0 and above provides the equivalent score on a motivational 
factor as an extremely important determinant of food behaviour; -1.9 to 
-1.0; -0.9 to 0; 0 to +1.0; +1.1 to 2.0 and finally positive 2.0 and 
above indicating the motivational component as an unimportant determinant 
of behaviour. A positive score coefficent indicates a high score on the 
factor which refers to an unimportant reason or determinant of behaviour.

(i) The Influence of Designated Social Status and Geographical Location

Table 5.7 illustrates the proportional breakdown of the component 
scores on motivational component I, which loaded positively on bus 
facilities. Clearly a distinction can be made between the designated 
high and low status groups in terms of the importance of bus facilities 
as a determinant of food behaviour. In all three sites, a greater 
proportion of low status respondents exhibit component scores above 
negative 1, compared to their high status counterparts. The previous 
findings, indicative of a social status difference in centre choice and 
travel characteristics, would appear to be related to such a consumer 
motivation.

Table 5.8 shows the breakdown of component scores on the second 
component; 'car facilities'. The overall trend again highlights a social 
status distinction in the degree of importance attached to car access and 
parking in determining choice of food location. Many more high status 
respondents view such a dimension of greater significance than their low 
status counterparts throughout all of the three geographical survey areas.

Component III loaded positively on the variety of shops and 
supermarket availablility at a particualr centre. Such characteristics 
of a shopping centre are an important determinant for the majority of the 
Treboeth high status group and the majority of all Tycoch respondents 
(Table 5.9). No discernible social status differences are apparent, 
although interestingly both the social groups at the geographical site of 
Tycoch favour such a determinant. The char^:eristics of a shopping 
centre differ significantly throughout the retail hierarchy, and the 
relationship between centre choice and this motivational dimension should 
provide some interesting findings.
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Table 5.7: Scores on Motivational Component I: 'Bus Facilities'
(% Respondents)

Trallwn HS 
Trallwn LS

> - 2.0
2.6

Chi Square Value

-1.9: -1 
16.9 
30.0 
11.67

-0.9: 0 0.1: +1
27.3 37.7
42.5 22.5

1.1: 2.0 
15.6 
5.0

>2.0

3df Significance = 0.0086

Treboeth HS 
Treboeth LS

1.3

Chi Square Value

8.9 12.7 46.8 27.8
20.3 24.1 36.7 19.0
8.51 3df Significance = 0.037

2.5

Tycoch HS 2.9 7.1
Tycoch LS 2.9 27.1

Chi Square Value 17.95

22.9 38.6 28.6
37.1 21.4 11.4

3df Significance = 0.0005

Table 5.8: Scores on Motivational Component II: 'Car Facilities'
(% Respondents)

Trallwn HS 
Trallwn LS

>-2.0 -1.9: -1.0 -0.9: 0 +0.1: 1.0 1.1: 2.0 >2.0
15.6 59.7 18.2 6.5
8.7 40.0 31.3 20.0

Chi Square Value 12.64 3df Significance = 0.0055

Treboeth HS 
Treboeth LS

29.1
8.9

40.5
31.6

17.7
16.5

8.9
40.5

Chi Square Value 22.52 3df Significance = 0.0001

3.8
2.5

Tycoch HS 
Tycoch LS

1.4 20.0
10.0

48.6
32.9

14.3
20.0

15.7
32.9

Chi Square Value 11.78 3df Significance = 0.008
4.3
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Table 5.9:

Trallwn HS 
Trallwn LS

Treboeth HS 
Treboeth LS

Tycoch HS 
Tycoch LS

Table 5.10:

Trallwn HS 
Trallwn LS

Treboeth HS 
Treboeth LS

Tycoch HS 
Tycoch LS

Scores on Motivational Component III: ’Centre
Characteristics/Shop Availability1 (% Respondents)

>-2.0 -1.9: -1.0 -0.9: 0 +0.1: 1.0 1.1: 2.0 >2.0
2.6 9.1 32.5 33.8 18.2 3.9
1.2 18.8 38.7 21.2 18.8 1.2
Chi Square Value 4.46 3df Significance = 0.2

2.5 16.5 40.5 27.8 10.1 2.5
2.5 7.6 38.0 26.6 21.5 3.8
Chi Square Value 5.55 3df Significance = 0.1356

1.4 15.7 41.4 32.9 8.6
2.9 10.0 40.0 32.9 11.4 2.9
Chi Square Value 1.45 3df Significance = 0.69

Scores on Motivational Component IV: 'Product
Characteristics' (% Respondents)

>-2.0 -1.9: -1.0 -0.9: 0 +0.1: 1.0 2.1: 2.0 >2.0
13.0 48.1 26.0 7.8 5.2
7.5 33.7 33.7 16.2 8.7

Chi Square Value 6.88 3df Significance = 0.076

1.3 7.6 50.6 29.1 8.9 2.5
17.7 34.2 24.1 13.9 10.1

Chi Square Value 8.81 3df Significance = 0.032

15.7 48.6 31.4 1.4 2.9
2.9 15.7 40.0 32.9 7.1 1.4
Chi Square Value 1.77 3df Significance = 0.62
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Table 5.11: Scores on Motivational Component V: 'Distance & Walk to
Shops 1 (% Respondents)

>-2.0 -1.9: -1.0 -0.9: 0 +0.1: 1.0 1.1: 2
Trallwn HS - 16.9 27.3 31.2 22.1
Trallwn LS 1.2 5.0 41.2 31.3 18.8

Chi Square Value 6.30 3df Significance = 0.098

Treboeth HS 1.3 10.1 25.3 36.7 24.1
Treboeth LS - 36.7 30.4 24.1 8.9

Chi Square Value 19.97 3df Significance = 0.0002

Tycoch HS - 17.1 34.3 31.4 17.1
Tycoch LS - 21.4 40.0 20.0 17.1

Chi Square Value 2.46 3df Significance = 0.48

Table 5.12: Scores on Motivational Component VI:
'Routine/Familiarity1 (% Respondents)

>-2.0 -1.9: -1.0 -0.9: 0 +0.1: 1.0 1.1: 2
Trallwn HS - 11.7 53.2 20.8 10.4
Trallwn LS - 12.5 58.7 18.8 7.5

Chi Square Value 0.91 3df Significance = 0.82

Treboeth HS - 16.5 34.2 34.2 12.7
Treboeth LS 1.3 15.2 45.6 20.3 11.4

Chi Square Value 4.25 3df Significance = 0.24

Tycoch HS - 10.0 28.6 32.9 17.1
Tycoch LS - 18.6 42.9 25.7 12.9

Chi Square Value 8.58 3df Significance = 0.035

.0 >2.0 
2.6 
2.5

2.5

1.4

.0 >2.0 
3.9 
2.5

2.5
6.3

11.4
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Motivational component IV loaded positively on product 
characteristics such as the quality and choice of goods sold. Table 5.10 
illustrates the breakdown of the coefficient scores by each of the sample 
sites. Again, no obvious distinctions can be made between the socially 
different groups.

Motivational component V loaded positively towards the variables of 
geographical distance and ease of access on foot to the shops. Table 
5.11 illustrates the proportional breakdown of the sample sites with 
respect to this dimension. At both the Trallwn and Treboeth site a clear 
social status difference can be seen. Many more of the low status 
repondents view such a dimension of greater importance in determining 
their food shopping behavior. Of the Tycoch sample respondents/ almost 
equal proportions of consumers in the two status groups stated such a 
dimension as an important determinant. This again reflects the earlier 
observation, that the Tycoch high status view short distances as 
important and inferentially this can be related to the behavioural 
patterns for meat described in chapter four.

The sixth motivational component of 'routine, habit and familiarity' 
is illustrated in Table 5.12. At Trallwn there is no difference between 
the designated consumer groups with respect to the importance of this 
dimension. At Treboeth drwATycoch, however, more of the low status groups 
acknowledge the importance of routine and familiarity as a determinant of 
food behaviour.

Overall, the influence of the designated social groups on food 
motivational components is most apparent in the two dimensions reflecting 
transport modes to shop. Components I and II are related and 
consequently illustrate these distinctions.

(ii) The Influence of Personal Mobility

Further disaggregation of the analysis to identify the influence of 
an index of personal mobility is presented in Tables 5.13 A - F. The 
tables have been compressed which is justifiable given the small 
proportions of response in the extremities of the previous codings used.
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Table 5.13A: Index of Personal Mobility and Motivational Component I:
'Bus Facilities' (% Respondents)

TRALLWN 
Immobile 
Part Mobility 
Total Mobility 

Chi Square Value

TREBOETH 
Immobile 
Part Mobility 
Total Mobility 

Chi Square Value

TYCOCH 
Immobile 
Part Mobility 
Total Mobility 

Chi Square Value

> -1.0
46.4
30.0
11.6

-0.9: 0
42.9
36.7
30.4

+0.1: 1.0
7.1

25.0
43.5

23.96 6df Significance = 0.0005

15.6
22.4
9.0 
20.39 6df

16.7
39.3
1.9 

43.69 6df

25.0
27.6
6.0

Significance

43.3
33.9
18.5

Significance

34.4
36.2
50.7
0.0024

13.3
19.6
50.0
0.0001

>1.0

3.6
8.3
14.5

25.0
13.8
34.3

26.7
7.1
29.6

Table 5.13B: Index of Personal Mobility and Motivational Component II:
'Car Facilities' (% Respondents)

TRALLWN 
Immobile 
Part Mobility 
Total Mobility 

Chi Square Value

TREBOETH 
Immobile 
Part Mobility 
Total Mobility 

Chi Square Value

TYCOCH 
Immobile 
Part Mobility 
Total Mobility 

Chi Square Value

>-1.0

3.6
10.0
17.4

-0.9: 0

28.6
40.0
66.7

+0.1: 1.0
32.1
33.3
14.5

34.73 6df Significance = 0.0001

3.1 9.4 12.5
15.5 43.1 24.1
29.9 43.3 13.4
52.76 6df Significance = 0.0001

3.3 13.3 6.7
3.6 42.9 28.6

35.2 53.7 11.1
79.33 6df Significance = 0.0001

>1.0

35.7
16.7 
1.4

75.0
17.2
13.4

76.7
25.0
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Table 5.13C: Index of Personal Mobility and Motivational Component III:
'Centre Characteristics/Shop Availability' (% Respondents)

>-1.0 -0.9: 0 +0.1: 1.0 >1.0
TRALLWN

Immobile 17.9 50.0 14.3 17.9
Part Mobility 20.0 36.7 28.3 15.0
Total Mobility 11.6 29.0 31.9 27.5

Chi Square Value 8.84 6df Significance = 0.1826

TREBOETH
Immobile 6.3 40.6 21.9 31.3
Part Mobility 19.0 39.7 27.6 13.8
Total Mobility 14.9 38.8 29.9 16.4

Chi Square Value 6.47 6df Significance = 0.372

TYCOCH
Immobile 16.7 50.0 30.0 3.3
Part Mobility 10.7 42.9 33.9 12.5
Total Mobility 18.5 33.3 33.3 14.8

Chi Square Value 5.02 6df Significance = 0.54

Table 5.13D: Index of Personal Mobility and Motivational Component IV:
'Product Characteristics' (% Respondents)

>-1.0 oc*01 +0.1: 1.0 >1.0
TRALLWN

Immobile 3.6 28.6 39.3 28.6
Part Mobility 8.3 40.0 31.7 20 .0
Total Mobility 14.5 46.4 24.6 14.5

Chi Square Value 7.85 6df Significance = 0.249

TREBOETH
Immobile 12.5 37.5 18.8 31.3
Part Mobility 13.8 41.4 25.9 19.0
Total Mobility 11.9 46.3 31.3 10.4

Chi Square Value 7.14 6df Not Significant

TYCOCH
Immobile 23.3 43.3 23.3 10.0
Part Mobility 12.5 48.2 33.9 5.4
Total Mobility 18.5 40.7 35.2 5.6

Chi Square Value 3.48 6df Not Significant
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Table 5.13E: Index of Personal Mobility and Motivational Component V:
'Distance and Walk to the Shops' (% Respondents)

TRALLWN 
Immobile 
Part Mobility 
Total Mobility 

Chi Square Value

> - 1.0

10.7
13.3
10.1

-0.9: 0
50.0
41.7
21.7

+0.1: 1.0
21.4
26.7
39.1

>1.0

17.9
18.3
29.0

11.03 6df Significance = 0.087

TREBOETH 
Immobile 
Part Mobility 
Total Mobility 

Chi Square Value

59.4
19.0
10.4
34.02 6df

28.1
25.9
29.9 

Significance

6.3
36.2
37.3 

0.0001

6.3
19.0
22.4

TYCOCH 
Immobile 
Part Mobility 
Total Mobility 

Chi Square Value

43.3
19.6
5.6

22.01 6df

40.0 6.7
33.9 26.8
38.9 35.2 

Significance = 0.001

10.0
19.6
20.4

Table 5.13F: Index of Personal Mobility and Motivational Component VI:
' Routine/Familiarity' (% Respondents)

TRALLWN 
Immobile 
Part Mobility 
Full Mobility

Chi Square Value
TREBOETH 

Immobile 
Part Mobility 
Full Mobility

Chi Square Value

> - 1.0

7.1
10.0
15.9

TYCOCH
Immobile 26.7
Part Mobility 8.9
Full Mobility 13.0

Chi Square Value 11.72

-0.9: 0

64.3
58.3 
50.7

+0.1: 1.0
14.3
20.0
21.7

3.07 6df Significance =0.8

21.9
19.0
11.9
4.14 6df

6df

43.8 15.6
36.2 29.3
40.3 31.3 

Significance = 0.66

46.7 20.0
37.5 32.1
27.8 31.5 

Significance = 0.069

>1.0

14.3
11.7
11.6

18.8
15.5
16.4

6.7
21.4
27.8
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Scores in excess of 1.0 (both positive and negative) are grouped together 
and similarly interpreted in terms of the extremities of consumer 
motivation. A positive score is still representative of an unimportant 
determinant of behaviour.

The index of personal mobility has previously differentiated the 
spatial patterns of centre choice (chapter four). Tables 5.13 A - F 
present the relationship between mobility and the six components of 
consumer motivation identified. At the Trallwn survey area the defined 
immobile respondents considered component I as a more important reason 
for centre choice than either of the partial or totally mobile 
consumers. At Treboeth and Tycoch the situation is not as clear. The 
totally mobile groups do not rate ' bus facilities' important but 
increasingly, this determinant is considered important by the partially 
mobile consumer. A similar relationship between personal mobility and 
component II, albeit in the opposite direction, is apparent in Table 
5.13B. Increased mobility results in an increase in the relative 
significance of 'car facilities' as a motivational determinant. The 
strength of this relationship varies between the geographical areas and 
undoubtedly is related to behaviour. The motivational component 
reflecting the journey to shop is illustrated in Table 5.13E. At the 
Trallwn sample area, the results are broadly comparable for all mobility 
groups. At Treboeth and Tycoch an increased proportion of immobile 
consumers rate component V as an important determinant of centre choice. 
Increased mobility results in a reduction of the significance attached to 
'distance and walk to shops' as a behavioural determinant.

Personal mobility clearly influences consumer trip motivations 
related to accessibility and the journey to shop. The previous results 
identified from the analysis of the influence of designated social status 
have been enhanced by this discussion. The three alternative 
motivational components (number III, IV and VI) did not produce any 
distinctive variations in the previous social status consumer group based 
discussion. Tables 5.13C, D and F illustrate the influence of personal 
mobility on motivations relating to 'centre characteristics', 'product 
characteristics' and 'routine or familiarity' respectively. The 
importance of 'centre characteristics' as a food motive does not 
appreciably differ for the three mobility groups at Trallwn, Treboeth or
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Tycoch. Minor differences in the relative proportional response to each 
can be seen, but do not follow any distinctive and explanatory pattern. 
The importance of component IV; 'product characteristics' is again mixed 
between the mobility groups. At Trallwn the more mobile groups view this 
of greater importance. At Treboeth all mobile groups illustrate a 
similar pattern, whilst at Tycoch more of the immobile group view 
'product characteristics' as an important determinant.

Clearly, with respect to food motivations relating to both the(Aftuevtce ©£
product and centre characteristics,{mobility (and with its relationship
to social status, also seen in isolation previously) IS -- -
consistent. - .

The final motivational component VI; 'familiarity and routine' is 
illustrated in 5.13F. Again, no consistent mobility influence is 
apparent, with varying proportions of each of the mobility groups viewing 
'familarity' as an important consideration. Consumer motivation towards 
familiarity falls into the same category as components III and IV, in 
that they reflect a more composite decision to shop, which is not 
obviously, related to the characteristics of personal mobility.

The influence of personal mobility on the six determinants of 
consumer motivation is varied. Motivations reflecting distance, mobility 
and journey to shop (I, II and V) have a clear relationship to mobility 
definitions. Alternative reasons for centre choice do not produce such a 
consistent relationship. Further influences are presumably applicable to 
these trip motivations and the discussion will continue with the analysis 
of the influence of pre-school dependents.

(iii) The Influence of Pre-School Children

The influence of pre-school children upon overt spatial behaviour is 
detailed in chapter four. The influence of this consumer sub-group on 
consumer food motivations is illustrated in the series of Tables 5.14A - 
F. The influence of pre-school children on motivations relating to 'bus 
facilities' (component I; table 5.14A) is insignificant at Trallwn, of 
minor importance at Treboeth, but stronger (and more obvious) at Tycoch.
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5.14A: The Influence of Pre-School Children on Motivational Component
I: 'Bus Facilities' (% Respondents)

TRALLWN 
Nil 
One +
Chi Square Value

> -1.0

25.5
23.4 
0.175 3df

-0.9: 0 +0.1: 1.0

35.5 29.1
34.0 31.9

Not significant

TREBOETH 
Nil 
One +
Chi Square Value

16.4
8.3
1.20 3df

17.9 41.8
20.8 41.7
Not significant

TYCOCH
Nil 22.8
One +
Chi Square Value 12.56 3df

30.9 25.2
23.5 64.7

Significance = 0.0057

5.14B: The Influence of Pre-School Children on Motivational
II: 'Car Facilities1 (% Respondents)

TRALLWN 
Nil 
One +
Chi Square Value

> - 1.0

10.9
14.9
0.51 3df

-0.9: 0 +0.1: 1.0

50.0 25.5
48.9 23.4

Not significant

TREBOETH 
Nil 
One +
Chi Square Value

16.4
33.3 
5.48 3df

35.8 17.2
37.5 16.7
Not significant

TYCOCH 
Nil 
One +

12.2
41.2

Chi Square Value 13.61 3df

39.8 17.9
47.1 11.8

Significance = 0.0035

>1.0

10.0
10.6

23.9
29.2

21.1
11.8

Component

> 1.0

13.6
12.8

30.6
12.5

30.1
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5.14C: The Influence of Pre-School Children on Motivational Component
III; 'Centre Characteristics/Shop Availability' (% Respondents

>-1.0 -0.9; 0 +0.1; 1.0 >1.0
TRALLWN
Nil 18.2 37.3 24.5 20.0
One + 10.6 31.9 34.0 23.4
Chi Square Value 2.71 3df Not significant

TREBOETH
Nil 13.4 40.3 28.4 17.9
One + 20.8 33.3 20.8 25.0
Chi Square Value 1.98 3df Not significant

•

TYCOCH
Nil 15.4 43.9 30.1 10.6
One + 11.8 17.6 52.9 17.6
Chi Square Value 5.69 3df Significance = 0.1275

5.14D; The Influence of Pre-School Children on Motivational Component
IV; 'Product Characteristics' (% Respondents)

> -1.0 -0.9; 0 +0.1; 1.0 >1.0
TRALLWN
Nil 8.2 36.4 36.4 19.1
One + 14.9 51.1 14.9 19.1
Chi Square Value 8.27 3df Significance = 0.041

TREBOETH
Nil 11.9 43.3 26.9 17.9
One + 20.8 37.5 25.0 16.7
Chi Square Value 1.42 3df Not significant

TYCOCH
Nil 16.3 46.3 30.9 6.5
One + 23.5 29.4 41.2 5.9
Chi Square Value 1.93 3df Not significant
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5.14E: The Influence of Pre-School Children on Motivational Component
V: 'Distance and Walk to the Shops" (% Respondents)

TRALLWN 
Nil 
One +

>-1.0

10.0
14.9

Chi Square Value 1.40 3df

-0.9: 0 +0.1: 1.0

35.5 30.0
31.9 34.0
Not Significant

TREBOETH 
Nil 
One +
Chi Square Value

22.4
33.3 
4.96 3df

26.1 33.6
37.5 12.5
Not Significant

TYCOCH 
Nil 
One +
Chi Square Value

21.1
5.9
3.94 3df

35.0 26.8
52.9 17.6
Not Significant

5.14F: The Influence of Pre-School Children on Motivational
VI: 'Routine/Familiarity' (% Respondents)

TRALLWN 
Nil 
One +
Chi Square Value

> - 1.0

11.8 
12.8 
0.83 3df

-0.9: 0 +0.1: 1.0

58.2 19.1
51.1 21.3

Not Significant

TREBOETH 
Nil 
One +
Chi Square Value

17.9
8.3
2.62 3df

38.1 28.4
50.0 20.8

Not Significant

TYCOCH 
Nil 
One +
Chi Square Value

15.4 38.2 25.2
5.9 17.6 58.8
8.58 3df Significance = 0.0355

> 1.0

24.5
19.1

17.9
16.7

17.1
23.5

Component

> 1.0

10.9
14.9

15.7
20.8

21.1
17.6
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This latter sample area produces no respondents with pre-school children 
evaluating 'bus facilities' as a determinant of behaviour, compared to 
23% of those consumers without children. This relationship is 
interesting, and can be possibly explained in two ways; firstly, in 
association with social status, and mobility as seen previously, and 
secondly, with respect to the behavioural difficulties associated with 
young children on public transport. Further detailed analysis would be 
needed to clarify these explanations, but is not feasible within the 
confines of this current discussion.

With respect to motivation component II; 'car facilities', the 
presence of pre-school children increases the importance attached to this 
determinant of behaviour. At Trallwn the relationship is the weakest, 
but very obvious at both Treboeth and Tycoch (Table 5.14B).

Motivationafeomponent V relates to the third dimension under the 
generic term 'access and journey to shop'. The results illustrate a 
variable relationship with the presence of pre-school dependents (Table 
5.14E) and clearly additional dimensions are associated with this 
component. It is interesting to note the relationship between the 
motives of respondents with pre-school children in respect of bus and car 
facilities, and the overt spatial behaviour of this group. Chapter four 
highlighted the use of free standing outlets by respondents with young 
children. Clearly an inference can be made between the individual 
statements loading on component II (ease of car parking and access) and 
the locational characteristics of such shopping outlets.

The relationship between the group of consumers with pre-school 
children, and motivation relating to 'shopping centre characteristics' 
(Table 5.14C) is not especially apparent. The majority of respondents 
with young children at Trallwn and Tycoch do not rate this motive 
important. At Treboeth the distinction is similar for both groups.
There is no significant evidence to support the influence of this 
variable on such motives. Motivational component IV; 'product 
characteristics', does show (Table 5.14D) certain distinctive patterns 
supporting the influence of pre-school children on consumer motivation.
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At all three sites more respondents with pre-school dependents view such 
a dimension as important compared to respondents without children. At 
Trallwn 15% of respondents with pre-school children hold component IV as 
important (compared to 8% for households with no child less than 5 years 
of age), at Treboeth this figure increases to 20.0% (compared to the 
respective 11.9%) and Tycoch 23.5% (compared to 16.3%). Component IV 
loaded positively on the choice and quality of goods available, and again 
it is interesting to note the overt behaviour of respondents with young 
children towards free standing outlets and the choice and quality of 
goods sold by these stores. The influence of pre-school children on 
motivations relating to 'familiarity and routine' (Table 5.14F) produces 
no overall distinct difference between the defined groups. Only at 
Tycoch is there any difference in the importance attached to this 
dimension of motivation by the two groups. The influence of pre-school 
children upon consumer food motivations is varied. With respect to 
'accessibility' type motives, a relationship is apparent and can be seen 
in the overt behaviour of the particular consumer sub-group. Similarly, 
in terms of product characteristics, a comparable relationship exists. 
Over and above these motives, the influence of pre-school children is not 
clear.

This section has briefly identified the possible influence that 
selected groupings of consumers have on different motivations. The 
research aim for disaggregation has been accomplished, although the 
results were not totally conclusive. The greatest degree of explanation 
can be seen in the relationship between the motivations relating to 
accessibility, and the consumer sub-groups that are defined in terms of 
social status and mobility. A weaker relationship was also illustrated 
with respect to grouping consumers with pre-school dependents. The 
dimensions of consumer motivations outlined are related to aspects other 
than socio-economic and demographic charateristics of the shopper 
household. This is particularly evident with regard to non accessibility 
type dimensions. Furthermore, it highlights the need to account for such 
perceptual elements in the study of shopping behaviour. Whereas a 
relatively close consistency was identified between overt behaviour and 
consumer characteristics, the relationship between these sub-groups and 
the determinants of behaviour is weaker. The structure of motivational
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determinants are related to alternative dimensions. A level of inference 
has been suggested between motivation and overt behaviour. The question 
of the cause and effect of this relationship is still far from resolved. 
The consistency of the limited information presented is encouraging and 
will be explained in further detail.

5. The Relationship Between Overt Spatial Behaviour and Consumer
Motivation

An extension of the categorisation of the individual motivational 
scores, is to cross-tabulate the results with the patterns of overt 
spatial grocery behaviour discussed in chapter four. This will enable a 
comment on the relationship between consumer motivation and overt spatial 
behaviour to be made. Furthermore, in recognition of the preceding 
discussion on the influence of consumer sub-groups, inferences will be 
possible between motivation, behaviour, socio-economic and demographic 
variables and the spatial location of shopping centres. Tables 5.15 to
5.20 illustrate the proportionate response by each category for the three 
sample survey areas. The categories of nearest and other small town 
shopping centres presented in chapter four have been amalgamated to 
facilitate the discussion. The information is presented for each motive 
respectively, commencing with the three accessibility dimensions of 
consumer motivation. As previously, a high negative score is the 
equivalent of an important rating of the motive.

The relationship between consumer motives relating to 'bus 
facilities' can be seen in Table 5.15. At Trallwn, respondents 
identifying motivational component I as an important determinant of 
choice are increasingly likely to visit the small town centres or the sub 
regional city centre. Both these types of centres are on direct bus 
routes to the survey site. Respondents motivated by the available 'bus 
facilities' do not visit the free standing outlets, a centre which does 
in fact account for nearly 19% of those respondents who do not consider 
'bus facilities' important. This association is illustrated further at 
the Treboeth site, where respondents who identified 'bus facilities' as a 
motive are increasingly likely to visit the city centre. Consumers not 
identifying with this motive are more likely to shop in the small town 
centres. Again, the focus of public transport facilities towards the
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Table 5.15: The Relationship Between Motive I: 'Bus Facilities1 and
Centre Choice (% Respondents)

N NO OF

TRALLWN
see STC Nbh/LC DC FSO OTHER CASES

0i—I1A 30.8 61.5 5.1 2.6 - - 39

1 O VO o 16.4 63.6 9.1 1.8 3.6 5.5 55
+0.1:1.0 21.3 55.3 8.5 4.3 6.4 4.3 47
>1.0 18.8 43.8 12.5 6.3 18.8 - 16

(ALL TRALLWN) 21.7 58.6 8.3 3.2 5.1 3.2 (157)

TREBOETH
>-1.0 25.0 33.3 33.3 - 8.3 - 24
-0.9:0 10.3 37.9 34.5 - 13.8 3.4 29
+0 .1:1.0 13.6 36.4 25.8 - 19.7 4.5 66
>1.0 7.7 48.7 33.3 2.6 7.7 - 39

(ALL TREBOETH) 13.3 39.2 30.4 0.6 13.9 2.5 (158)

TYCOCH

01—11A 42.9 - 39.3 7.1 10.7 - 28
-0.9:0 38.1 4.8 23.8 11.9 21.4 - 42
+0.1: 1.0 45.2 - 31.0 7.1 16.7 - 42
> 1.0 21.4 - 39.3 10.7 21.4 7.1 28

(ALL TYCOCH) 37.9 1.4 32.1 9.3 17.9 1.4 (140)
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city centre would appear relevant in this case. At Tycoch, respondents 
identifying the 'bus' motive, are increasingly likely to visit the city 
centre at the expense of journeying to free standing outlets. This 
latter centre, together with the nearest centre and a variety of 'other' 
locations, are the destinations for respondents not identifying the 
motivational dimension of 'bus facilities'. Given the previous 
relationship between social status and mobility, it is possible to infer 
the simultaneous differences that these variables would produce. The 
unfortunate restrictions on sample size preclude any detailed analysis at 
this stage.

Consumers who are motivated by 'bus facilities' increasingly visit 
the city centre for grocery purchases. The association with public 
transport routes is illustrated by this component and also by the 
proportion of Trallwn respondents travelling to a small town centre. The 
centre in question is on a direct bus route to the survey site. 
Consequently, the geography of the available opportunity set is again 
seen to be influencing behaviour. The results enhance the previous 
findings on spatial choice behaviour but do not indicate the direction of 
the relationship between motivation and behaviour.

Consumer motivational component II; 'car facilities', is related to 
the spatial behaviour for grocery purchases in Table 5.16. At Trallwn 
respondents viewing motivation II as important make more visits to the 
small town centres and free standing outlets, and fewer to the sub 
regional city centre. Trallwn respondents motivated by 'car facilities' 
do not make visits to the nearest neighbourhood or local shopping 
centres. Respondents who consider this factor as "not important" are 
likely to visit the sub regional city centre. The association can be 
seen further at Treboeth. Respondents who identified motive II as an 
important reason for centre choice make slightly more visits to the sub 
regional city centre (16.7%) and many more (over 33%) visits to a free 
standing superstore.At Tycoch a similar result is apparent, with an 
increase in the proportion of visits to a free standing outlet (36.4% in 
total) at the expense of city centre trips and visits to the nearest 
centre, by respondents identifying 'car facilities' as a motive for overt 
behaviour.
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Table 5.16: The Relationship Between Motive II: 'Car Facilities' and
Centre

see

Choice (% 

STC

Respondents) 

N
Nbh/LC DC FSO OTHER

NO.( 
CAS]

TRALLWN
> -1.0 15.8 68.4 - - 10.5 5.3 19
-0.9:0 14.1 66.7 7.7 1.3 6.4 3.8 78
+0.1:1.0 28.2 48.7 10.3 7.7 2.6 2.6 39

> 1.0 42.9 38.1 14.3 4.8 - - 21

TREBOETH
> -1.0 16.7 30.0 13.3 - 33.3 6.7 30
-0.9:0 7.0 61.4 10 .5 1.8 17.5 1.8 57
+0.1:1.0 18.5 25.9 48.1 - 3.7 3.7 27

> 1.0 15.9 25.0 56.8 - 2.3 - 44

TYCOCH
> -1.0 31.8 - 22.7 9.1 36.4 - 22
-0.9:0 35.1 - 24.6 10.5 26.3 3.5 57
+0.1:1.0 50.0 8.3 33.3 . - 8.3 - 24
> 1.0 37.8 - 48.6 13.5 _ 37
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These results corroborate previous findings. Respondents who regard 
'car facilities' as a motivation for behaviour are increasingly likely to 
travel further to a free standing outlet at the expense of nearest centre 
trips, and with a single exception, city centre trips. Outside of the 
free standing outlets, which primarily function for car borne shopping, 
there is a differential relationship between type of centre visited and 
motivation on this dimension. These differences can be related to the 
spatial location of the available opportunity set and are clearly seen in 
the transfer of allegiance between centres by respondents at Treboeth and 
Trallwn.

The previous inferences between overt spatial behaviour and social 
status and mobility, with respect to the use of free standing outlets, 
are supported by the evidence presented here. Shoppers would appear to 
visit these centres because of the considerations of car access and 
parking facilities. Still, however, the direction of this motivation and 
behaviour relationship is unclear. Do consumers visit free standing 
outlets because of the reasons related to 'car facilities', or is their 
opinion, with regard to such dimensions, a function of their overt 
behaviour? Hopefully the remaining discussion will illustrate a further 
congruence of motivation and behaviour and enable an additional comment.

The third and final accessibility based motivation is component V; 
'distance and walk to shop'. Table 5.17 illustrates the relationship 
between this dimension and overt spatial grocery behaviour. Respondents 
at Trallwn, who consider motive V a determinant of behaviour, 
increasingly visit the small town centres and, to a lesser extent, the 
nearest centre, than other respondents. Consumers who do not rate such a 
dimension important journey to the city centre (47.2%), free standing 
outlets and small town centre. Respondents who consider distance related 
components an important motive are less likely to travel longer distances 
to centres like the city centre. At Treboeth, respondents who rate 
distance as a motive are increasingly likely to favour the nearest 
neighbourhood/local centre in place of trips to alternative locations: 
76.3% of respondents motivated by this component visit the nearest 
centre, compared to the site average of 30.4% and 3.6% for the 
contrasting group of shoppers. Respondents who do not evaluate this
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Table 5.17: The Relationship Between Motive V: distance' and Centre
Choice (% Respondents)

N NO.OF
see STC Nbh/LC DC • FSO OTHER CASI

TRALLWN
>-1.0 5.6 77.8 16.7 - - - 18

o<x>01 9.3 64.8 16.7 3.7 1.9 3.7 54
+0.1:1.0 22.4 63.3 2.0 4.1 6.1 2.0 49
> 1.0 47.2 33.3 - 2.8 11.1 5.6 36

TREBOETH
>-1.0 - 18.4 76.3 - 5.3 - 38
-0.9:0 6.8 52.3 29.5 - 9.1 2.3 44

or—1i—1o+ 18.8 43.8 10.4 - 25.0 2.1 48
>1.0 32.1 39.3 3.6 3.6 14.3 7.1 28

TYCOCH

0>—l1-\ 3.7 7.4 COr* 7.4 3.7 - 27
-0.9:0 25.0 - 36.5 9.6 25.0 3.8 52
+0.1:1.0 52.8 - 11.1 13.9 22.2 - 36
> 1.0 80.0 - 4.0 4.0 12.0 — 25
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component as important are likely to make more visits to the city centre. Of 
the Tycoch group, respondents who identified component V as a motive make 
more visits to the nearest centre and less visits to both the city centre and 
free standing outlets. Nearly 78% visit the nearest centre, compared to a 
site average of 32% and 4% for those respondents with an opposite view. This 
group, who did not rate distance important, predominantly visit the sub 
regional city centre.

Further evidence is provided of the consistency between accessibility 
related motivations and the patterns of spatial behaviour of respondents from 
the three survey areas. The relationship appears to be consistent within the 
geographical framework of the research. The spatial location of shopping 
opportunities can be identified within the results presented.

Motivation III relates to the 'characteristics of the shopping centre' in 
terms of hierarchical status (hence, the available floorspace) and 
availabilty of a certain type of retail outlet, notably a supermarket. Table 
5.18 illustrates the relationship between this component and overt spatial 
behaviour. At Trallwn respondents rating centre characteristics important 
journey to different centres than their respective counterparts. They are 
more likely to visit the city centre (44%) and interestingly, the nearest 
neighbourhood/local centre (20%). The city centre destination can clearly be 
viewed objectively within the inherent measures of the component, the nearest 
neighbourhood/local centre however, is simply a single parade of a very 
limited range of shops (see chapter two). Presumably, respondents perceive 
this nearest centre to the same levels and characteristics of other centres. 
Trallwn consumers who do not rate centre characteristics important 
predominantly visit the small town centres (78.8%). Of the Treboeth sample 
the identification of component III as of great importance, results in more 
shoppers visiting the free standing outlets and sub regional city centre with 
the reduction in the use of the small town centres. Contrasting this, of 
those respondents who do not recognise component III at all important, 36.7% 
visit the small town centre, 43.3% the nearest neighbourhood or local centre 
and only 3.3% the city centre. At Treboeth, it does appear that 
consideration of centre chacteristics as important increases the likelihood 
of using the sub regional city centre or free standing superstore outlets.
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Table 5.18: The Relationship Between Motive III: 'Centre
Characteristics/Shop Availability1 and Centre Choice 
% Respondents)

N NO. OF
see STC Nbh/LC DC FSO OTHER CASES

TRALLWN
> -1.0 44.0 32.0 20.0 - 4.0 - 25
-0.9:0 23.2 57.1 10.7 3.6 - 5.4 56
+0 .1:1.0 14.0 60.5 4.7 4.7 11.6 4.7 43
> 1.0 12.1 78.8 - 3.0 6.1 - 33

TREBOETH
> -1.0 21.7 30.4 30.4 - 17.4 - 23
-0.9:0 19.4 40.3 25.8 - 12.9 1.6 62
+0 .1:1.0 7.0 44.2 27.9 2.3 14.0 4.7 43
> 1.0 3.3 36.7 43.3 - 13.3 3.3 30

TYCOCH 
> -1.0 28.6 38.1 9.5 23.8 21
-0.9:0 36.8 3.5 38.6 7.0 10.5 3.5 57
+0.1.-1.0 45.7 - 21.7 8.7 23.9 - 46
> 1.0 31.3 - 31.3 18.8 18.8 - 16

The findings at Tycoch are less definite. Of those respondents 
identifying motive III as important, 38.1% visit the nearest neighbourhood or 
local centre, 28.6% the sub regional city centre and 23.8% the free standing 
outlets. The respective figures for the group considering component III as 
unimportant are 31.3%, 31.3% and 18.8%. The difference in the patterns of 
overt grocery behaviour between those respondents motivated by centre 
characteristics and those not, at Tycoch is*minimal. This is the first 
example of where the contrasting motivational dimension is not related to 
differing spatial behaviour. It would appear that other aspects are 
influential at Tycoch. Nevertheless, the results of the other two survey 
areas are indicative of a further consistency in the motivation/behaviour 
relationship. Respondents who cited centre characteristics as a reason for 
centre choice are more likely to travel to a centre of larger hierarchical 
status, in particular the city centre. An interesting exception to this, is
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the proportion of Trallwn shoppers who presumably perceive their nearest 
centre in equivalent terms.

The relationship between 'product characteristics' (motivation IV) and 
overt spatial grocery behaviour is illustrated in Table 5.19. At Trallwn, 
the consideration of such a motivation as important results in fewer visits 
to the small town centres (44%), slightly less visits to the city centre 
(19%) but a considerable increase in the patronage of free standing outlets 
(19%). Those Trallwn respondents not motivated by this dimension visit the 
nearest centre (13.3%), district centres (10%) as well as the small town and 
city centres. The increased tendency to visit small centres (local and 
district in status), by respondents who do not rate product characteristics 
highly, is an interesting association, although it v accounts for only 23% 
of all behaviour by that group. At Treboeth, respondents who considered 
'product characteristics' important were increasingly likely to visit a free 
standing outlet (24%) and small town centre (38%). Those shoppers with the 
opposite view, predominantly visit the nearest centre (50%), small town 
centre (25%) and city centre (14%). It would appear from these results that 
there is an association between motivation, relating to product and centre 
choice, and spatial behaviour. The Tycoch respondents who rated component IV 
as important are less likely to visit the nearest neighbourhood/local centre 
(42% compared to 56% for the contrasting group of respondents) and city 
centre (17% and 44.4% respectively), but increasingly likely to visit the 
free standing outlets (29.2% and zero). Again a degree of inconsistency is 
apparent, in that respondents motivated by product are more likely to visit a 
free standing outlet but not the city centre. Similar opportunities are 
available from these two centres and it would appear that either perceptions 
of the two centres are quite different or.that alternative circumstances 
modify the results.

The association between product motives and spatial behaviour is varied for 
the respondent groups. Nevertheless, throughout the results the tendency is 
for respondents who do not rate product characteristics as important to 
increasingly orientate their shopping trips to the nearest centre or other 
'smaller' centre.

The relationship between behaviour and consumer motive VI; 'routine and 
familiarity' can be seen in Table 5.20.
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Table 5.19: The Relationship Between Motive IV: ’Product
Characteristics ' and Centre Choice (% Respondents)

see STC
N
Nbh/LC DC FSO OTHER

NO I 
CAS]

TRALLWN
>-1.0 18.8 43.8 6.3 6.3 18.8 6.3 16
-0.9:0 17.2 68.8 4.7 1.6 4.7 3.1 64
+0.1:1.0 29.8 57.4 10.6 - - 2.1 47
> 1.0 20.0 46.7 13.3 10.0 6.7 3.3 30

TREBOETH
> -1.0 9.5 38.1 28.6 - 23.8 - 21
-0.9:0 10.4 44.8 22.4 1.5 14.9 6.0 67
+0.1.-1.0 19.0 40.5 31.0 - 9.5 - 42
>1.0 14.3 25.0 50.0 — 10.7 — 28

TYCOCH
>-1.0 16.7 - 41.7 12.5 29.2 - 24
-0.9:0 35.5 3.2 35.5 11.3 11.3 3.2 62
+0.1:1.0 51.1 - 17.8 6.7 24.4 - 45
>1.0 44.4 - 55.6 _ _ 9
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At Trallwn, the two groups who contrast in the degree of importance 
assigned to motive VI differ in their use of small town centres (79% of 
important; 47.4% unimportant), nearest neighbourhood or local centre (0 
and 10.5%) and free standing outlets (0 and 10.5%). Trallwn respondents 
who cite 'routine and familiarity' as a reason for centre choice almost 
exclusively visit one centre. The inference between routine and 
familiarity and such behaviour is clear.

At Treboeth, further differences occur between those consumers who 
considered component VI important and those who did not, albeit 
differently to that at Trallwn. Of those respondents who recognise the 
motivational importance of 'routine and familiarity', more journeys are 
made to the small town centre (46%) and fewer to the nearest centre 
(27%). The variation at Treboeth is not as pronounced as that at Trallwn 
but is still tantamount to a traditional pattern of behaviour that the 
motive infers. At Tycoch, respondents who identified component VI make 
fewer visits to the city centre, more to the nearest centre and district 
centres, and fewer to the free standing outlets. This latter observation 
is interesting, as the consideration of 'routine and familiarity' as a 
reason for centre choice could deter shoppers from a modified form of 
search learning when a new, modern type of outlet is opened.

Across all the three survey sites there is a discernible trend for 
'routine and familiarity' to be an important motivational dimension, 
which is related to an increased reliance on a single centre. For 
example at Trallwn the use of small town centres, at Treboeth the 
increased use of small town centres and at Tycoch the increased use of 
the nearest neighbourhood/local centre.

Throughout the discussion the relationship between overt spatial 
behaviour and consumer motivations appears to be relatively consistent. 
The accessibility based motives produce a congruence of motivation and 
behaviour at all sites. Motivation based on 'centre characteristics' 
produces a similar overall trend at Trallwn and Treboeth, with 
respondents who cite such a reason for centre choice likely to visit a 
centre of a greater hierarchical status. The motivational determinant
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Table 5.20: The Relationship Between Motive VI: 'Routine and
Familiarity1 and Centre Choice (% Respondents)

N NO OF
see STC Nbh/LC DC FSO OTHER CASI

TRALLWN

0i—i1/\ 15.8 78.9 - 5.3 - - 19
-0.9:0 25.0 54.5 10.2 1.1 4.5 4.5 88
+0.1:1.0 19.4 64.5 6.5 3.2 6.5 - 31
> 1.0 15.8 47.4 10.5 10.5 10.5 5.3 19

TREBOETH
>-1.0 7.7 46.2 26.9 - 19.2 - 26
-0.9:0 14.3 34.9 34.9 1.6 11.1 3.2 63
+0.1:1.0 18.6 41.9 23.3 - 11.6 4.7 43
>1.0 7.7 38.5 34.6 - 19.2 — 26

TYCOCH
> -1.0 35.0 - 45.0 15.0 5.0 - 20
-0.9:0 40.0 - 34.0 12.0 14.0 - 50

oi—ii—Io+ 34.1 - 29.3 7.3 24.4 4.9 41
> 1.0 41.4 6.9 24.1 3.4 24.1 — 29
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related to the characteristics of the product produced a varied response 
but nevertheless, provided evidence of the tendency for shoppers not 
motivated by such dimensions to visit smaller shopping centres. 'Routine 
and familiarity' can be seen to be associated with the reliance of a 
group of shoppers on a single centre.

The information provided has demonstrated a number of factors that 
corroborate many of the spatial patterns identified in chapter four. An 
attempt to conclude the relevance of 'trip motivations' to the study of 
shopping behaviour in Greater Swansea will be made.

6. Conclusion

The analysis of consumer trip motivations for convenience goods 
produced a variety of interesting results. These were achieved through 
the use of a number of analytical techniques ranging from simple averages 
to construct general motivational profiles, through the statistical 
significance of the detailed proportional breakdown of response to each 
statement and finally, via the application of the data reduction 
technique of principal components analysis. This latter analysis 
permitted the seventeen statements to be reduced to a more manageable 
form of six components.

The initial simple profiles illustrated the broad differences in the 
determinants of shopper behaviour between the six consumer groups. The 
profiles suggest dimensions of the determinants of motivation and the 
detailed analysis revealed that nine of the statements were of greater 
importance to the majority of the shoppers. Those motives concerned with 
the choice, price and quality of individual products were rated as 
important determinants of behaviour. Similarly, the availability of a 
supermarket and the reputation of the shops produced a consistently high 
rating as a reason for spatial choice behaviour by most respondents. 
Familiarity with a shopping centre and the factors of routine and habit 
were additionally important determinants of behaviour identified by 
respondents. Finally, the actual distance between the shops and place of 
residence produced a response that varied between the social status 
groups in each sample area. Distance considerations were more important 
for low status consumers. Easy access to a centre by car was a more
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important determinant for the high status group. Although based on a 
simple indicator (mean score and proportional response), the determinants 
of spatial decision identified as important, were corroborated by further 
detailed analysis.

Six principal components were identified from the original seventeen 
statements. These related to the geographical aspects of public 
transport or bus facilities, car facilities, a distance consideration, 
the variety of shops available in a centre, and the characteristics of 
the products themselves. The final component identified routine or habit 
as a determinant of decision making. These determinants of behaviour are 
interesting for they have implications for centre choice. Consumers are 
making decisions on shopping centre choice by a trade off of centre 
attractiveness, measured in terms of shop choice and product 
characteristics, against the disincentive of distance phenomena like ease 
of bus or car accessibility and distance. These components obviously 
formed a significant part of the pre-specified list of possible 
determinants presented to each respondent. Additionally, the 
consideration of routine or habitual behaviour is interesting. For many 
respondents it would appear that centre choice is based on a legacy of 
previous patterns of behaviour rather than a conscious decision.

These determinants of behaviour varied between different groups of 
consumers. By far the greatest variation is seen in the dimensions 
relating to geographical aspects. The analysis illustrated that ease of 
access by different transport modes varied between the social status 
groups. The differing levels of mobility experienced by the sample 
groups are closely related to the importance of individual determinants. 
For immobile respondents, public transport and distance considerations 
are an important influence on centre choice. The greatest influence of 
different consumer groups on the six components of motivation, is seen in 
the relationship between accessibility components and the definition of 
social status related to differing mobility levels. A weaker 
relationship between respondents with pre-school dependents and 
motivation was also presented. Non accessibility based components and 
individual statements are related to factors other than socio-economic or
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demographic characteristics of the respondent household. The factors 
influencing consumer decision making, therefore, vary between 
individuals. As previously seen, shoppers are not a uniform and 
undifferentiated group, they vary according to a variety of indices, but 
within certain groups hold relatively consistent reasons for centre 
choice. These results broadly compare with previous studies. The choice 
of seventeen statements was deliberately based on the results of similar, 
previous approaches. Non economic factors relating to the composition of 
shopping centre, are as important as the economic and non economic 
characteristics of the products. Accessibility considerations were 
important determinants for many groups, as was the consideration of 
routine or habit.

The variability in trip motivations for different consumer groups was 
carried over to the relationship between motivation and overt spatial 
behaviour. The determinants relating to car and bus facilities produced 
a close relationship with centre choice. Patterns of behaviour directed 
towards the free standing outlets produced a clear association with 
motivation. The locational criteria of these centres, and the emphasis 
on car borne shopping, is clearly seen in the relationship to respondents 
motivated by car facilities. The direction of this relationship is 
however, unclear. Undoubtedly it is interactive. A relationship between 
motivation and behaviour outside of trips to free standing centres is 
also apparent. Respondents motivated by bus facilities increasingly 
visit the city centre, and in the case of Trallwn, the nearest small town 
centre. The routing of bus facilities is clearly important to this 
relationship. Similarly, respondents motivated by the component of 
walking and distance increasingly visit their nearest centre. The 
congruence of accessibility based motivations and spatial behaviour is 
clear. Motivations relating to centre characteristics similarly, for two 
of the three geographically located groups of respondents, produced a 
consistent relationship, with behaviour towards a larger hierarchical 
centre (in particular the sub regional city centre). The association 
between product motives and spatial behaviour was less definite and 
varied between the respondent groups. Shoppers who cited routine or 
habit as a determinant of behaviour consistently visit a single type of 
shopping centre within the confines of the geographical framework of the 
opportunities available. Trallwn and Treboeth shoppers visit small town
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centres and the Tycoch groups the nearest centre, again providing further 
evidence of the association between motivation and behaviour. The choice 
of Trallwn and Treboeth shoppers to use small town centres is indicative 
of a well established pattern of behaviour. This implies that the 
relationship between motivation and behaviour is generated by behaviour, 
in that a long established pattern leads to familiarity or habit.

Overall the results are generally consistent; an association between 
motivation and behaviour has been demonstrated. These factors 
corroborate many of the spatial patterns of behaviour identified in 
chapter four. The previous conclusions between the variety of centre 
choice for convenience goods and different characteristics of shoppers 
are enhanced by this analysis. Trip motivation takes a variety of forms, 
some of which have an obvious link to the circumstantial characteristics 
of individual consumer groups. The determinants of motivation, however, 
are consistently related to overt spatial behaviour. The previous 
inferences, centred around the interrelationship between behaviour and 
socio-economic and demographic characteristics of shoppers, are 
emphasised further by the motivating determinants outlined. The 
association between behaviour, motivation and socio-economic/geographical 
indices is close. Motivation and behaviour is undoubtedly an interactive 
relationship that varies significantly for different groups of consumers.

The technique of trip motivation presented in this chapter relies on 
a simple rating scale of seventeen possible reasons for centre choice. 
This method lies between the empirical and cognitive approaches to the 
study of urbain consumer behaviour. The cognitive approach includes many 
different techniques. The technique presented in this case is relatively 
simple and whilst it has demonstrated some consistent findings, it is not 
as sophisticated a technique as could ideally be expected. The 
discussion will therefore proceed to chapter six whereby a sophisticated 
cognitive approach, analysing consumer attitudes is proposed.
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CHAPTER 6: CONSUMER ATTITUDES



Introduction

Chapter five has presented an approach which has clearly moved 
towards the study of the cognitive determinants of overt spatial 
behaviour. The study of shopper trip motivations represented an initial 
step whereby the perceptual elements of spatial consumer behaviour could 
be demonstrated. A further method of identifying these elements is 
through the increasingly sophisticated approach of attitude research. As 
Williams (1981, p.145) points out; "it seems logical to assume that an 
individual's attitudes or predispositions, will have some effect on how 
he or she subsequently behaves". As such it could be advanced that a 
consumer's choice would in part be determined by his goals, attitudes and 
motivations with respect to that phenomena. However, as has been stated 
in the previous chapter, it is perhaps more pertinent to view the 
relationship between cognition and overt behaviour as interactive.
Potter (1982, p.169) argues that? "it hardly seems necessary to debate 
whether cognition influences behaviour or vice versa, for there is 
patently a reciprocal and cum ulative link between the two".
Nevertheless, Williams (1981) in his study concluded that the activity of 
convenience goods shopping for example, was sufficiently repetitive and 
habitual to decry the doubts over the nature of the attitude behaviour 
consistency. Despite both these, and many other views (see the 
introduction to chapter five for a brief commentary of the debate found 
in the social psychology literature), this research initially views the 
relationship as interactive and will aim to comment further on this 
aspect.

The study of consumer attitudes presents an attempt to explain the 
spatial aspects of consumer behaviour from a cognitive behavioural 
viewpoint. Cognition represents a general state of knowledge and refers 
to the total of anticipated stimuli. Consequently, information about a 
shoppers attitude may give some indication of likely behaviour in terms 
of centre choice and the nature and origin of these shopping trips. This 
information can be related to the patterns of overt behaviour previously 
identified, and contribute further to the overall understanding of 
consumer spatial behaviour. An integrated approach of this type will 
facilitate the simultaneous analysis of the influence of cognitive and 
contextual variables on overt behaviour.
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Attitudes vary considerably, and a thorough research technique is 
required to quantify the exact dimension of consumer attitudes. To 
undertake an examination of 'attitudes' to shop types, locations and 
economic, geographical and social attributes of shopping, a section was 
included- during the questionnaire interview, the contents of which are 
fully described in chapter two. The research sought a response to thirty 
two stimulus-statements on the basis of a five point Likert scale, 
ranging from strong agreement to strong disagreement. A detailed 
discusssion of the Likert technique and the final battery of statements 
selected is provided in chapter two. The results from this section were 
initially examined to determine the 'reliability' of the attitudinal data 
collected. The first section of this chapter details the methodology and 
results of the reliability exercise. Subsequently the 'reliable' 
information was used to construct suitably descriptive attitudinal 
profiles for each of the sample groups. This exploration of the 
characteristics of consumer attitudes is based on a continuum of analysis 
using average, or mean scores and the proportional response to each 
statement. The average attitudinal profiles were constructed from mean 
response scores calculated for each of the six survey sites, and are 
presented as complete profiles across all statements rather than for 
individual statements. The discussion considers each survey area 
separately under five headings. These sub headings represent the apriori 
groupings of statements developed during the design stages and are 
titled; shop types, city centre shopping, economic attributes, 
geographical attributes and social attributes to shopping. The average 
profiles represent a summary of the response for the survey sites and 
conveniently compress the attitude variation for the initial analysis.
It is well known however, that the mean is a descriptive measure that 
disguises much variation within the distribution. Rather than burden the 
presentation with an array of standard deviation and median values, the 
proportional response to each statement is presented. This information 
also permits the statistical analysis of significance between the 
contrasting social groups at each survey area. The chi square test of 
independence is calculated for this purpose. The information presented 
therefore relies heavily on descriptive statistics. Certain previous 
studies of consumer attitudes have favoured statistical methods of data 
reduction, like cluster, factor and principal components analysis or 
multi-dimensional scaling, to facilitate their presentation (Williams,
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1981 and Spencer, 1980). The inherent characteristics of the former two 
of these techniques involves interpretation and naming of 
factors/components or clusters and generally a prespecification of the 
items by the researcher. The result of data reduction is not a 
definitive list of attitude types but a confirmation that the items pre
selected for the analysis were statistically valid.

Therefore, when Williams (1981) notes the parallel between his 
concluding four types of attitudes (economics, convenience, localised or 
personal and social) and the work of Stone (1954), he is only confirming 
the four basic (or apriori) groups of statements initially selected for 
his analysis. Had a similar technique been presented in this discussion 
the expected results would be in line with three or four of the apriori 
group headings presented. This research is justified in avoiding the 
presentation of multivariate analysis techniques on this basis and on the 
initial results identified. An exploratory principal components analysis 
of the 26 statements was in fact performed, as a possible method of data 
reduction to facilitate the analysis of attitude and behaviour. The 
results are presented in appendix 8.

The presentation includes the influence of social and spatial 
differences in consumer attitudes. Before summarising the 
characteristics of attitudes, the discussion will explore further any 
differences in attitude between selected consumer groups. The 
characteristics of consumers identified in previous chapters will be 
examined; sample social class, personal mobility and the demographic 
based variable of pre-school children.

Having identified the characteristics of attitudes, the chapter will 
proceed to directly relate these traits to the patterns of overt spatial 
behavior identified in chapter four. Consideration will be given to the 
previously identified association between motivation and behaviour 
(chapter five) within this discussion. The conclusion to chapter six 
will attempt to evaluate the contribution of this approach to consumer 
attitudes. No attempt will be made to comprehensively comment on the 
contribution of the two cognitive approaches presented in chapter five 
and six. This will be considered in the overall conclusion to the 
research.
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1. The Reliability of the Attitude Scale

The standard research design in assembling a Likert scale is to 
compile a large item pool (a series of attitude statements) and 
administer this to a sample of people similar to those whose attitudes 
are to be measured. In the design stage of this research a relatively 
small pilot exercise was carried out and the item pool subjected to a 
brief analysis. The restrictions of personal time and resource on the 
size of the pilot exercise did not enable a detailed item analysis to 
occur. As Nunally (1978) points out, unless there are at least five 
times as many persons as items, the results may be highly misleading. It 
was impossible to pilot in excess of 180 households and hence, the 
research is justified in omitting this analysis of the pilot sample.

As a check on the information collected and the proposed Likert
scale, a reliability analysis was attempted on the total scale data
collected. The purpose of this exercise was to check on the scoring of
the statements and to test the reliability of the information collected.
The principle of item analysis (and hence, reliability) involves the
elimination of poor items (statements) from the scale by examining the
consistency of the response. In the original selection procedure
developed by Likert, the correlations between item ratings and the
overall score were examined. Items that did not correlate closely with
the overall score were omitted. The need to measure reliability is based
on an inherent characteristic of social attitude data, that correlations
between statements tend to be low. Since it is not always clear as to
whether the low correlation is a result of measurement error or whether
it reflects a weak relationship, it is important to measure the
reliability of the proposed scale. Reliability tests are usually based 

non the internal consistency of the information. On an item scale the 
overall score on half the items can be correlated with the overall score 
on the other half. This exercise is carried out repeatedly, dividing the 
items into different groups. The average of the correlation coefficients 
is known as the alpha coefficient. As Mckennel (1977) illustrates, 
coefficient alpha can be easily estimated from a formula based on 
knowledge of the number of items and the average inter correlations 
between them. Coefficent alpha enables an upper limit to be set for the 
reliability of the test constructed. If the coefficient is too low then
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either the test is too short or the items have very little in common. 
Clearly, the importance of this value to the current study cannot be 
under-estimated. The research aimed to improve the levels of 
understanding of urban consumer behaviour. The association between 
spatial shopping behaviour and a dimension of cognition is crucial to 
this aim. The need therefore, to examine cognitive behaviour demands a 
data base of quality and reliability.

Nunally (1978) refers to an example of a coefficient alpha of 0.30 
for a 40 item test as the critical value for the researcher to consider 
the problem. The test has a wide range of considerations and no 
references will be made to these in this discussion. The extensive 
literature on the subject should be referred to as required, and Nunally 
(op.cit) in particular provides much detail and justifies the use of the 
technique in stating (ibid p.230); "coefficient alpha provides a good 
estimate of reliability in most situations". The check on the scoring of 
the statements is provided within the calculation of coefficient alpha by 
correlating the score on each item with the total score. If a 
correlation coefficient for an individual statement is negative then the 
coding is wrong and should be reversed, i.e. the individual statement is 
inversely related to the overall scale. Similarly if the correlation 
coefficient for an individual statement is near zero then the statement 
fails to contribute to the overall attitude scale and can be excluded.

This research applied the RELIABILITY sub routine program of
S.P.S.S.^ Version 8, to 32 attitudinal statements for 455 respondents
from the sample survey. Seven combinations were subjected to the
analysis, resulting in the deletion of a number of statements to produce
a 26 reliable item solution. (The final list of statements is produced in
Table 6.1). Table 6.2 provides a summary of the statistics for the scale.

*

The exercise proved successful, producing a reliability coefficient
alpha of 0.53876 for a 26 item scale. As such the data discussed in the
forthcoming analysis has a determinable scale. The conclusions drawn are
made with regard to definite parameters and as such a rigid adherence to a strw*
the principle of^social science research design.

Footnote 1; S.P.S.S. "Statistical Package for the Social Sciences".
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Table 6.1;
LIST OF ATTITUDE STATEMENTS 

26 RELIABLE STATEMENTS (numbered as they appear 
in the discussion and analysis

Shop Types
1. I think that the small/ specialist food shop (like a butcher,

greengrocer etc.) still offers a lot to the careful shopper.

City Centre Shopping
2. I like to buy my food shopping from the city centre.
3. I think that Swansea City Centre provides quite a well balanced

choice of shops: something for everyone.
4. I often like to have a day out in the city centre just looking, not 

specifically to buy anything.
5. I usually like to go shopping in the city centre on my own.
6. I look on city centre shopping trips more as a social outing.
7. I like to go into the city centre just to shop in the market for

fresh produce.

Economic Attributes
8. I rarely like to compare prices between a number of shops before 

buying food.
9. I like to look for special offers and bargains when buying food.
10. I like to buy the best quality of food goods, irrespective of the

price.
11. I always like to look for nice fresh items of perishable type foods.
12. I always like to buy the cheapest make of food goods I want.
13. I think that getting value for money is the most important thing 

about food shopping

Geographical Attributes
14. I would not like to shop for food at the nearest shop to my home.
15. I am willing to travel as far as is necessary to get to a better 

shopping area, where I can get all the food that I need.
16. I think what the shops are like is more important than how far they 

are away from my home.
17. I think that my local/nearest shops are as good as could possibly be 

expected.
18. I think that I would be willing to travel further to a shopping area 

by car, if a large convenient car park was available.
19. I like to use my local/nearest shops for the occasional "odds and 

ends" when and if I need them.

Social Attributes
20. I think that food shopping is generally an enjoyable activity.
21. I do not find food shopping is particularly tiring.
22. Food shopping is very much a chore as far as I am concerned.
23. I just like to go shopping, anywhere, to make a break from the 

housework.
24. When I get home after shopping for food, I feel a sense of relief.
25. I think that I prefer to do my bulk food shopping alone.
26. I like to make a shopping list for food, planning what I am going to 

buy and where I am going to buy it from.
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Table 6.2; Summary of Reliability Statistics

Scale Statistics Mean Variance Standard Number
Deviation of Variables

Scale Statistics
80.79 78.89 8.88 26
Mean Min Max Range Variance

Item means 
Item variances 
Inter item 
correlation

3.11
1.46

1.90
0.32

0.04 -0.20

4.37
2.3

0.63

2.47
2.0

0.82

0.39
0.28

0.14

Coefficient alpha = 0.53879 
Standardised Item alpha = 0.51922
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2. The Characteristics of Consumer Attitudes

The characteristics of consumer attitudes will be presented in six 
sections. The initial five sub headings will refer to the groupings of 
individual attitude statements, and the final section will summarise and 
reappraise the influence of consumer sub-groups on attitude. The twenty 
six statements which formed the 'reliable' attitude scale have been 
presented in Table 6.1

(i) Consumer Attitudes to Shop Types
TKsl

0/" Consumer attitudes to different shop types aims to elicit the 
respondents opinion to two types of retail outlet; notably the small shop 
as opposed to a larger supermarket. The reliability exercise removed 
three of the original stimulus statements from this group of items, which 
in itself is an indication that the response was inconsistent with other 
attitude statements within the total scale. The information presented is 
therefore limited, nevertheless a single statement remained which 
measures response to the attraction of small shops. The mean attitude 
response (Table 6.3; Figures 6.1A-C) illustrates a certain variation 
between the social groups at Trallwn and Tycoch but none at Treboeth. 
Overall, respondents tended to disagree with the statement but, as the 
significance value in Table 6.5 illustrates, their opinion differed 
between the three survey areas. The detailed proportional breakdown 
(Table 6.4) indicates the trend for the low status respondents to agree 
with the statements more than the high status. This simple fact is 
broadly in line with the behavioural trait for the low status to 
increasingly favour small, near centres.
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(ii) Consumer Attitudes to City Centre Shopping

In a previous study of shopping behaviour in Swansea, a significant 
proportion of convenience goods trips were orientated towards the city 
centre (Thomas, 1974). This behavioural trait is not uncommon in medium 
sized British cities, particuarly with respect to higher order durable 
behaviour (Davies, 1969). All respondents could be expected to possess 
high levels of information with respect to shopping opportunities in the 
CBD. The series of six statements included in the survey, encompass 
aspects of convenience and durable shopping behaviour plus a statement 
representative of 'holistic' behaviour. The mean attitude response is 
presented in Table 6.3 and Figures 6.1A-C. From the previous discussion, 
it could be expected that Tycoch based respondents, who regularly visit 
the city centre for grocery shopping, would have a different attitude to 
the centre.

At Trallwn, attitudes were, on balance, in favour of the city centre 
as a shopping environment (statement 2) but less favourable to statement 
3 with respect to food shopping in the centre. A median score was 
recorded for this statement by the low status, with the high status 
tending to disagree with the statement. The remaining items (statements 
4, 5 and 6) produced a similar response for both status groups (neutral 
tending to disagree), although the item measuring consumers opinion to 
the specific dimension of the fresh food market was more disagreeable for 
both groups than other statements. Figure 6.1A illustrates graphically 
the similarities in attitudes to city centre shopping by the high and low 
status Trallwn shoppers. The detailed proportional response (Table 6.4) 
does not identify any additional variation, and the chi square test does 
not produce any statistically significant differences between the 
designated status groups at Trallwn (Table 6.5b).

The results at Treboeth highlight a number of differences between the 
two designated social status groups. On statement 2, the high status 
respondents have a higher opinion of food shopping in the city centre 
than the low status. The mean scores in Table 6.3 and Figure 6.IB and 
the detailed proportional response (37% of the Treboeth low status 
strongly disagreed) in Table 6.4, are supported by a statistically 
significant difference in attitude (Table 6.5). Overall attitude, by
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Treboeth shoppers to the city centre is high (statement 3) and only minor
differences are apparent between the status groups with respect to this
statement. The direction of statements 4 and 5 was comparable for both
groups (Figure 6.IB? Table 6.3) with a marginal tendency for the low 0r«w05
status^to be more disagreeable. The reverse is true of opinions to the 
fresh food market (statement 7). Statement 6 concerned the holistic view 
of city centre trips as a social outing. A difference between the social 
groups is apparent with a less favourable response from the high status 
group. This opinion could be based upon attitude to shopping in general 
or to the city centre. The former of these attitudes will be discussed 
subsequently. Consumer attitudes to the city centre generally produced a 
slight variation between the Treboeth high and low status groups. All 
respondents view the centre favourably as a wider service centre but with 
respect to food shopping hold quite different opinions. The Treboeth low 
status shoppers did not extensively travel to the city centre for grocery 
purchases (chapter four) and the inference could be made, in this initial 
analysis, of the similarity in attitude and behaviour from this result. 
Further analysis will hopefully establish this finding.

At the third survey area of Tycoch, consumers attitudes to the city 
centre appear quite different between the two contrasting social status 
groups. Both have a high opinion of the overall characteristics of the 
centre (statement 3, Table 6.3B), but differ with respect to other 
dimensions. Statement 5 produced a broadly neutral response from both 
groups but the remaining items are different. Attitudes to food shopping 
in the city centre and of the fresh food market are quite different 
(statements 2 and 7). Table 6.3 illustrates the mean scores for these 
attributes between the sites, with the low status respondent recording a 
more favourable response (a lower mean score). The detailed proportional 
response (Table 6.4) supports this finding with appreciably more low 
status respondents strongly agreeing to the statements. The statistical 
significance test supports this finding with respect to statement 7. The 
remaining statements in this group (4 and 6) represent a social dimension 
to city centre shopping. A different opinion is expressed by the two 
designated status groups at Tycoch. The high status are less favourable 
to the£ '• and this is supported by the results of the mean response 
(Table 6.3), the detailed proportional response (Table 6.4) and the 
statistical test of independence (Table 6.5). Significant differences
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in respondents attitudes to these attributes of city centre shopping are 
found between the social status groups.

Figures 6.1A-C illustrate graphically these characteristics. The
underlying trend between the social groups at each survey area is clear.
The test of independence between the three survey areas produces
significant differences in consumer attitudes on statements 2, 4 and 6.
Attitudes to food shopping in the city centre, and the social attributes
of these trips are quite different between the geographical locations.
The former of these statements is interesting, because it further

rsupports the previously inferred similarity in the relationship between
attitude and behaviour. Attitudes to city centre shopping are on the
whole less favourable, albeit with noticeable geographical and social 
status differences. Shoppers generally thought that the city centre 
provided a good choice of shops? something for everyone, but did not 
really like to purchase food goods in the city centre. Only at the 
Tycoch low status and, to a lesser extent, the Treboeth high status 
sites, did respondents view the city centre favourably with respect to 
this item. Opinions to the fresh food market were generally less 
favourable, although the low status groups consistently reported higher 
opinions of this aspect. Few respondents valued city centre shopping 
trips as a social occasion, with the tendency for respondents to disagree 
with the two stimuli statements. These aspects however, varied socially 
and geographically within and between the survey areas. The Tycoch sample 
group especially, differed with respect to their attitudes on these 
dimensions? the low status group were more favourable to the opinion of a 
social dimension to city centre shopping. This aspect is important in 
relationship to the differing patterns of overt spatial behaviour 
detailed previously. Use of the city centre for major grocery trips is a 
characteristic of behaviour most applicable to the Tycoch low status 
group. Similarly, fewer Treboeth low status respondents visit the city 
centre for groceries than other consumer groups. The attitudes of 
respondents both to social attributes of the city centre and a preference 
for food shopping accord with these findings. A relationship between 
city centre attitudes and the use of the city centre for grocery 
purchases would appear from this limited analysis to be quite 
appropriate. Further detailed discussion will extend this inference.
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(iii) Consumer Attitudes to Economic Attributes of Shopping

Previous cognitive approaches to the study of urban consumer 
behaviour have identified a variety of factors that influence the 
decision making of consumers (for example Davies, 1973; Parker, 1976; and 
Potter, 1976, 1979) and the design elements of the previous approach, 
through the study of trip motivation, tabulated the results of typical 
examples of this work (chapter two). Inherent within these studies, has 
been the analysis of economic influences. The research design of this 
approach to consumer attitudes may differ from many previous studies, but 
the series of attributes examined does not. Economic attributes are an 
essential element in consumer decision making. In this study consumer 
attitudes to the price of goods, the quality of goods and overall value 
for money was examined by six stimulus statements (numbers 8 to 13).

Across all the survey areas the response varied geographically. The 
chi square test of significance identified a varying response between the 
three areas for each of the six economic statements. (Table 6.5C). An 
examination of the broad attitude profiles (Figures 6.1A-C) for this 
group of statements illustrates the pattern of mean score response 
between the six sites.

Appendix 7 provides a comparative graph of the relative high and low 
status profiles for the three areas taken from Figures 6.1A-C. The 
overall shape of the profiles for the three areas are basically similar 
with a greater tendency to agree to statements 10, 11 and 13 compared to 
8, 9 and 12. This simply indicates a greater agreement with quality, 
fresh produce and value for money. The detailed characteristics of these 
profiles are discussed for each of the three geographical areas.

At Trallwn, the respondents tended to agree with statements 8, 10, 11 
and 13, which are in line with the opinion that price of goods is not of 
overwhelming importance, but that quality, freshness and general 'value 
for money' are more important attributes of food shopping (Table 6.3C, 
Figure 6.1A). The differences between the high and low social status 
groups, in terms of mean attitude scores, are slight with respect to 
these attributes, although the low status do show, across a number of 
statements, a greater tendency to favour low price opinions at the
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expense of freshness. The relative mean scores on statements 8/ 9 and 11 
support this statement. Nevertheless, the detailed proportion of 
response in each category (Table 6.4) varies slightly, but the overall 
trend for both high and low status Trallwn shoppers is similar.
Attributes of quality, freshness and 'value for money' of products would 
appear to be favoured by respondents as opposed to low priced goods. The 
chi square test (Table 6.5) did not identify any significant differences 
in the attitude response between the high and low status groups at 
Trallwn.

The results at Treboeth highlight a number of differences in consumer 
attitude between the designated high and low status groups. Statements 
8, 10, 11 and 13 relating to price, quality, freshness and 'value for 
money' indicate a similar overall trend to that observed for Trallwn, 
with the respondents opinion in favour with quality, freshness and 'value 
for money' as opposed to the price of goods (Table 6.3C, Figure 6.IB).
The remaining two statements substantiate this with a disagreeable 
response to the items measuring low prices. These latter statements 
however, indicate quite clearly a difference between the status groups. 
The low status Treboeth respondent is more agreeable to items of low 
price (statement 12) and special offers (statement 9). The similar trend 
is visible in the previous four statements. The analysis of mean 
attitude response to the stimulus statements at Treboeth highlights the 
social status difference in consumer attitude in relationship to the 
price, as opposed to the quality or freshness of goods. All respondents 
demand a level of quality, freshness and 'value for money' but the low 
status group especially, view low prices more favourably. The detailed 
proportional response (Table 6.4) to this group of statements supports 
this finding, with statement 9, especially, highlighting the social group 
difference. "I like to look for special offers and bargains when buying 
food", produced an agreeable response from 69.6% of Treboeth low status 
shoppers (30.4% strongly agree) compared to 38% of the high status (11.4% 
strongly agree). The chi square test of independence illustrates a 
statistically significant difference in response to this statement.

At the third area of Tycoch, consumers attitudes to the relative 
attributes of price and quality of goods, follow a similar overall 
pattern to those previously stated (Figure 6.1C and appendix 7).
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Respondents view quality, freshness of perishable goods and 'value for 
money' more favourably than the statements related to price. The items 
measuring lowest prices and special offers or bargains for food are less 
favoured by the Tycoch respondents. Statement 12 relating to cheap 
goods, produces a high (and disagreeable) mean score (Table 6.3C).
Certain differences in attitude are again apparent between the two social 
status groups. Broadly the low status are slightly more favourable to 
quality and freshness (statements 10 and 11 respectively) and at the same 
time more disagreeable with the dislike of price comparison (statement 8) 
and more agreeable to looking for special offers (statement 9). The low 
status similarly are less favourable to statement 12. The results of the 
mean score response to these statements is slightly contradictory and may 
be attributable to the properties of the average statistic. The detailed 
proportional breakdown is illustrated in Table 6.4C. Both groups agree, 
in comparable proportions, to the dislike of comparing prices (statement 
8) although there is a small group of low status respondents (30.0%) who 
also strongly disagree with this item. Similarly for statement 9, the 
detailed breakdown highlights 30% of the low status strongly favouring 
special offers and bargains as opposed to only 7.1% of the high status. 
These figures illustrate the variation of price based opinions towards 
the low status, but then the contradictory opinion can be seen in the 
statement purely measuring quality (statement 10). The relative 
inconsistency of these results are related to additional factors other 
than social status, and it would appear that within the high and low 
status groups there are groups of consumers whose attitudes to these 
economic attributes are similar, and also groups whose attitudes are 
quite different. The statistical analysis (Table 6.5C) produces a 
significant difference between the two status groups with respect to 
statements 9 and 11 (special offers and freshness respectively).

It would appear that consumers attitudes to economic attributes of 
price, as opposed to quality, are varied between the three geographical 
areas, but lesser socially between the status groups within each area.
The overall pattern, however, is broadly similar. Many respondents view 
quality, freshness and hence, 'value for money' more favourably than low 
prices or special offers (promotions). Few respondents agreed to the 
statement (number 12) measuring cheapest prices. The most favourable
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response to special offers and bargains was seen from the Treboeth low 
status group. Interestingly this group rely more on the nearest centre 
than other consumer sub-groups (chapter four). If, (as it is generally 
assumed) small local shops charge higher prices for products then this 
tendency does not support a consistency between attitude and behaviour. 
The forthcoming section should clarify such aspects further. Despite 
certain variations (which are relatively minor) consumer attitudes to 
economic items are reasonably consistent.

(iv) Consumer Attitudes to Geographical Attributes of Shopping

This group of six items relates to a variety of attributes that are 
associated with many of the previous conceptual approaches to urban 
consumer behaviour. For example, statement 14 explicity relates to the 
nearest centre hypothesis; statement 19 extends this notion in 
relationship to the type or purpose of the shopping trip. Similarly, 
statements 15, 16 and 18 relate to the trade off of centre attraction 
against the disincentive of travelling distances. Chapter four has 
illustrated the overt spatial behaviour of various groups of consumers. 
The research design explicity tests the fundamental hypothesis of the 
geographical influence on behaviour. Consequently, consumer attitudes to 
these geographical attributes could be expected to both vary between 
groups of respondents and closely relate to overt behaviour.

At Trallwn, both groups of respondents broadly favour many items, 
with the exception of the statements related to the nearest centre 
(numbers 14 and 17, respectively). These particular statements produced 
a relatively neutral average response, albeit with some social status 
group variation (Table 6.3D). The Trallwn low status disagree more with 
the negatively phrased statement "I would not like to shop for food at 
the nearest shop tfb my home" (statement 14). Any remaining differences 
in the mean score response to the statements between the designated 
social status groups are minor (Figure 6.1A and appendix 7). This 
initial analysis indicates that Trallwn respondents have a consistent 
attitude to the geographical attributes of the nearest centre and 
willingness to travel to a more attractive centre. The details of the 
proportional response by Trallwn respondents to these six items is 
produced in Table 6.4D, and the chi square values of difference between
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the social status groups in Table 6.5D. Again the response is similar 
for a number of statements, although numbers 14 and 18, relating to 
nearest centre shopping and travelling, produced a statistically 
significant difference in response. Attitudes to shopping at the nearest 
centre (statement 14) are different, in that more of the high status 
agree with the contention and the dislike of nearest centre shopping. 
Statement 18 measured the willingness to travel to a centre with a car 
park, and the response is in favour of the high status group. Attitudes 
to geographical attributes at Trallwn exhibit minor social status 
differences that relate to consumer opinions of nearest centre and the 
willingness to travel. The low status group view the nearest centre more 
favourably and are less agreeable with the desire to travel greater 
distances. These trends display an interesting relationship to the 
behavioural results in the broadest perspective of the greater observed 
distances travelled by the Trallwn high status group.

At the Treboeth survey area the analysis of mean response to the 
stimulus statements (Table 6.3D and Figure 6.IB) indicates a different 
profile to that at Trallwn, and one that is slightly more varied between 
the status groups. The greatest social status variation is seen in the 
statements referring to the nearest centre (statement 14), car borne 
travel to a shopping centre with car parking facilities (statement 18) 
and willingness to travel as far as is necessary (statement 15). The 
trend is for the low status group to elicit a more disagreeable response 
to all of these three statements, indicative of a low status favour to 
shopping at the nearest centre as opposed to travelling greater 
distances. The remaining three statements (numbers 16, 17 and 19) 
produced a similar more favourable result to the items measured. This 
initial analysis of mean attitudes score closely relates to the overt 
spatial grocery behaviour presented in chapter four. The low status 
Treboeth shoppers increasingly visited the nearest centre. The detailed 
proportional response, illustrated in Table 6.4D, will clarify this 
finding. With respect to statement 14, many more low status disagree 
(74.7%) with the statement, which refers to the dislike of nearest centre 
shopping, than the high status (49.4%). Similarly many more strongly 
disagree. Table 6.5D corroborates this result, with a high significant 
chi square difference in response to this item between the social status 
groups. The low status Treboeth shopper likes to shop for food at the
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nearest centre. The similarity between this finding and spatial behaviour 
is apparent (chapter four). Statement 19 also related to the nearest 
centre, but additionally referred to a specific trip type or purpose? 
that of supplementary shopping behaviour ('odds and ends', when and if I 
need them). The slight differences in mean score previously identified 
are not supported by the detailed breakdown. Both high and low status 
shoppers are in favour of this^. ,. A response difference highlighted 
in Table 6.3D related to statement 18 ("I think that I would be willing to 
travel further to a shopping area by car, if a large convenient car park 
was available"). Table 6.4D shows the greater proportion of high status 
respondents strongly agreeing with the statement and hence, willing to 
travel greater distances. The chi square value on this statement (Table 
6.5D) identifies a highly significant difference in the response. Again, 
an inference between attitude and spatial behaviour can be made. The 
high status Treboeth shoppers travel a far greater distance to shop 
(chapter four). Statements 15 and 16 in continuing this theme, requested 
respondents attitudes to the characteristics of the attractiveness of a 
shop as opposed to pure distance considerations. The detailed response 
was broadly similar for both groups. These results are interesting in 
that the results previously could have led the analysis to expect a 
difference in response to these items. We must presume that the low 
status Treboeth respondents are satisfied with their nearest centre and 
find that it provides for their needs.

At the third survey area of Tycoch, the analysis of mean attitude 
score (Table 6.3D, Figure 6.1C, appendix 7) produces an overall profile 
that illustrates minor differences between the social status groups. The 
three statements related to the nearest centre, produce a similar 
response from both status groups. A relatively high (and disagreeable) 
mean score is found on statement 14, which indicates that respondents 
would like to shop at the nearest centre. Similarly, consumers tended to 
agree that their nearest centre was "as good as could be expected" 
(statement 17) and that it provided for the occasional "odds and ends" 
(statement 19). The remaining three statements all related to consumer 
attitudes to travelling greater distances. The low status respondents 
show a less favoured attitude to the willingness to travel (number 15), 
shop characteristics as opposed to distance (statement 16) and a 
comparable neutral response to the incentive of a car park (statement 18).
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The detailed proportional response is presented in Table 6.4D, with the 
chi square values of the differences between the social groups in Table
6.5. These figures illustrate the difference in the detailed response 
between the social status groups with respect to statements 14, 15 and 
16. The former of these three items measures consumer response to the 
"dislike of nearest centre shopping". The detailed breakdown illustrates 
a high proportion of strong disagreement with the statement by the low 
status. This can be interpreted as a favounob/e attitude to local 
shopping. The statistical test produces a significant difference between 
the two status groups. Similarly, with statements 15 and 16, relating to 
travelling greater distances to a 'more attractive' centre. The 
designated high status group produced a more agreeable response to these 
attributes. The differences in the response are statistically 
significant (Table 6.5D). Consumer attitudes differ at Tycoch between 
the high and low status groups. The low status group increasingly favour 
nearest centre shopping, rather than travelling greater distances. The 
congruence of attitude and behaviour is again seen with respect to 
geographical attributes of attitude. The low status groups increasingly 
favour the stimulus statements relating to nearest centre shopping, and 
the behavioural results from chapter four illustrate a comparable 
tendency in overt behaviour. The inference between attitude and 
behaviour appears quite consistent for geographical dimensions of 
attitude.

The differences that are apparent within each survey area between the 
social groups, extend between the three survey areas. The shape of the 
attitude profiles (Figures 6.1A,B,C and appendix 7) illustrates these 
differences, as does Table 6.5D. Attitudes to shopping at the nearest 
centre (embodied in statements 14, 17 and 19) all produce a statistically 
significant difference between the three areas. Furthermore, consumers 
response to travelling as far as necessary to the centre chosen varies 
between the three geographical areas. There is therefore an interesting 
geographical pattern to the attitudes of consumers in the Swansea 
survey. This aspect is a clear vindication of a geographical approach to 
this type of phenomena and there appears to be a relationship between 
attitude and behaviour that demands further attention.
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(v) Consumer Attitudes to Social Attributes of Shopping

This group of seven statements relates to a variety of items that are 
associated with a social attribute or dimension to the shopping 
activity. Similar items have been previously measured by many 
researchers (for example, Williams, 1975 and Madge, 1969) and a variety 
of results have been produced. The purpose of this group of statements 
is to elicit a response to a series of attributes that do not relate to 
the characteristics of the products sought, the type or location of shops 
visited or the journey to shop. The items relate to shopping activity as 
a whole and are grouped together under a common heading of 'social 
attributes'. The individual item statements measure the relative 
enjoyment of shopping, the physical effort of shopping and an item of 
planning shopping trips. The response is expected to be diverse and not 
necessarily related to overt behaviour. The discussion will follow the 
previous format, analysing mean score values and the detailed 
proportional breakdown.

At Trallwn, the mean response to the items is varied (Table 6.3E, 
Figure 6.1A). Certain statements are favoured by respondents,others are 
not. The differences between the two social status groups are slight. 
Statement 20; "I think that food shopping is generally an enjoyable 
activity" produces an unfavoured response from both the high and low 
status groups. Continuing the theme, this attitude to shopping is 
corroborated by statement 22;("food shopping is a chore ...") and 
statement 24. Both social groups similarly agree that food shopping is 
not enjoyable, but a chore that once complete is 'a sense of relief'. 
Similarly, the results from statement 21, where both groups of 
respondents tend to disagree that food shopping is not tiring. These 
statements however produce a different mean score between the social 
groups. The low status consumers do not disagree as much as the high 
status to the statement that food shopping offers a break from other 
chores (statement 23), but hold a less favourable opinion to the 
contention of a planned shopping trip. The detailed proportional 
response (Table 6.4E) illustrates further these differences in attitude, 
especially with respect to statement 22. Food shopping is viewed as a 
chore by the designated high status group to the extent that a 
statistically significant difference in response is applicable (Table 
6.5E). Trallwn shoppers on the whole do not consider shopping an
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enjoyable activity/ it is a chore that is a necessity, rather than 
something that respondents view as a chosen activity. The high status 
group hold a more extreme opinion of this .

At the Treboeth survey area the analysis of mean attitude response
illustrates a similar pattern to that observed by the Trallwn group 
(Table 6.3E, Figure 6.IB, appendix 7). Both of the Treboeth status 
groups hold similar opinions to the majority of statements. Shopping 
activity is not viewed as an enjoyable task by Treboeth respondents 
(statement 20). They consider shopping a chore (number 22) that once 
complete produces "a sense of relief" (statement 24). This latter item 
produced a slightly different mean response for the two groups, with the
low status holding a stronger opinion of the issue. Comparable opinions
are held by both groups to the fatigue aspect of shopping (statement 21)
and the preference to shop alone (number 25). The desire to plan a
shopping trip (statement 26) produced a more disagreeable response from 
the low status group. The detailed proportional response (Table 6.4E)
broadly supports these findings. Additionally, statement number 24,
relating to the sense of relief upon the completion of a shopping trip, 
produced a more favourable response from the low status group. The 
difference is sufficient to produce a statistically significant result 
(Table 6.5E). Attitudes to social dimensions of shopping are basically 
similar for the two social groups at Treboeth. As previously found, 
respondents do not view shopping as an enjoyable activity.

The results from the third survey area of Tycoch are presented in 
Table 6.3E and Figure 6.1C. The response to the seven statements differs 
slightly from those previously presented and also within the site, 
between the two social status groups (appendix 7). Mean attitudinal 
response values indicate a disagreement with the enjoyable nature of 
shopping by both groups and provide supporting evidence that shopping is 
a chore (statement 22) and the sense of relief upon completion (statement 
24). These results are similar for both social status groups and 
comparable to the response from consumers in the other areas of Swansea. 
The variation in mean score response for the two groups is seen in three 
statements. As previously, the low status are less favourable to 
planning a shopping trip (statement 28) than their high status 
counterparts. The opinion that shopping is a tiring activity is
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more pronounced for the low status group (statement 21 is a negative 
statement and the low status mean score is greater and hence, indicative 
of a wider disagreement). Similarly, the high status group is less 
favourable to the contention that shopping provides a break from other 
household duties (statement 23). These responses indicate a difference in 
attitude between the low and high status groups on certain items. The 
overall view that shopping is not an enjoyable activity is shared by both 
groups. The detailed proportional response, in Table 6.4 supports this 
view for both groups. The variation in mean attitude response on certain 
statements (numbers 21, 23 and 26) is still apparent, especially in the 
items related to the fatigue element in food shopping (statement 21) and 
the view of shopping as a break from other activities (statement 23).
The differences between the social status sub-groups however are not 
sufficient to produce a statistically significant value (Table 6.5E).

Consumer attitudes to social attributes of shopping appear relatively 
consistent in relationship to the view that food shopping is not an 
enjoyable activity. The supporting items relating to the nature of food 
shopping as a chore (statement 22) and the sense of relief of completing 
food shopping (statement 24) produced a varying response. Respondents 
consistently agreed that completing food shopping was a relief, but 
produced an inconsistent response to the view that shopping was a chore. 
This latter statement produced a statistically significant difference in 
the response between the sites (Table 6.5E; statement 22). The degree of 
variation is a characteristic primarily of the Trallwn group and is a 
more extreme view (ie. the group agrees more strongly with the 
statement). Further differences between the three areas are evident in 
the attitude to the tiring nature of food shopping (the Tycoch high 
status group are more favourable to statement 21); the preference for 
bulk shopping alone (Tycoch respondents are more favourable to this view) 
and finally, the planned nature of a shopping trip. The chi square 
values for the differences in the responses are produced in Table 6.5E.

It is difficult to infer from these results any association between 
attitude and behaviour. The social attributes of consumer attitude do 
not necessarilyrefer to spatial components of behaviour. Consequently no 

xt’Q.fff'tt&JhirtSha.ve been offeroA at this stage.
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(vi) Summary : The Characteristics of Consumer Attitudes

The characteristics of consumer attitudes have been analysed under 
the five group headings from which the attitude scale was constructed. A 
variety of consumer attitudes are apparent; they vary geographically, 
socially and appear to be associated with overt spatial behaviour. The 
attitudes have been presented in terms of the mean score to each 
statement, an overall profile and the detailed proportional breakdown of 
response, which was subsequently tested for significance (chi square 
test).

Consumers broadly disagreed with the view that the small shop still 
offered a lot to the careful shopper, although the low status groups were 
relatively more favourable to this single item of shop types. Attitudes 
to city centre shopping are on the whole less favourable, despite a 
geographical and social bias. Respondents generally thought that the 
city centre provided a good choice of shops, but did not really like to 
purchase food in the city centre. Only the Tycoch low status, and to a 
lesser extent, the Treboeth high status groups viewed this item 
favourably. Some respondents disagreed with the contention•that city 
centre shopping trips were a social outing; the Tycoch low status however 
favoured this dimension. An association between attitude and behaviour 
is evident in this case, with the Tycoch low status group orientating 
their convenience goods behaviour towards the city centre. Consumer 
attitudes to economic attributes of shopping produced a variety of 
response geographically between the three areas, and to a lesser extent 
socially within each. Many respondents view the quality, freshness and 
overall 'value for money' of products more favourably than simply low 
prices or special offers. The group whose attitudes were the strongest 
with respect to price was the Treboeth low status. Overall, the trends 
in consumer attitude to the economic attributes were reasonably 
consistent. Six items constituting geographical attributes were 
considered by the respondents. The results illustrated a differing 
response geographically and socially, that vindicates the research design 
adopted in this study. Low status consumers were broadly more in favour 
with their nearest centre than the high status, who were more agreeable 
to travel greater distances to larger shopping centres. The majority of 
respondents were satisfied with the quality of their nearest centre. The 
geographical variation in the attitudinal response to this group of
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statements did not so much concern the direction of opinion, as to its 
magnitude. The geographical dimensions of consumer attitude produced a 
number of interesting characteristics that require further attention with 
respect to overt behaviour. Consumer attitudes to the final group of 
social attributes produced a relatively consistent view of the nature of 
food shopping as an activity. For the majority of respondents food 
shopping is very much an onerous task that produces a feeling of 
satisfaction or relief once completed. Consequently, many respondents 
(the Trallwn groups were the exception to this) agreed that shopping was 
a chore. The dimension measuring the shoppers intention to 'plan' a trip 
produced a socially biased result, with the high status groups favouring 
the statement. No inferences were made between social attributes and 
behaviour.

These results are interesting, for the geographical and social 
variations in consumer attitudes tend to support the need for an 
additional disaggregated analysis. Williams (1981) concluded (in 
parallel to Stone's 1954 categorisation of shopper attitudes) that four 
basic attitude types were present in his Birmingham sample. These he 
termed economic, convenience (shopping as an onerous chore), localised 
(nearest centre) and social (an enjoyable activity). This analysis does 
not seek to apply multivariate techniques like cluster analysis and 
factor or principal components analysis to reduce the information 
presented. The characteristics of consumer attitudes presented are 
relatively clear, the application of such techniques will only confirm 
the prespecified items.

The need for an additional disaggregation of the characteristics of 
attitudes proved to be difficult. The research design accounted for the 
fundamental influence of geographical and or designated social status 
which has been presented in relationship to consumer attitudes. Further 
analysis, with respect to the consumer sub-groups identified in previous 
chapters, cannot be performed for each individual survey area or site as 
applicable. The sample size prohibits this analysis. Consequently, it 
is only possible to comment briefly on the influence of alternative 
consumer groups on attitudes. The discussion will examine the influence 
of sample social class, pre-school children, car ownership and mobility 
rates on consumer attitudes for the sample as a whole.
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Table 6.6 represents a summary of chi square significance levels
resulting from cross tabulating the numbers of respondents in each Likeit
scale category for each attitude statement on each of the definitions
presented. No difficulties were experienced with respect to expected
cell frequencies as a result of analysing the sample as a whole.
Consequently, with such a large sample it is relatively easy, to establishfor ex rveJLaJnov̂ clvip- ttxJbl-e- MaJC/- be
statistical significance^with this in mind. The evidence is interesting
and adds to the previous conclusions. Sample social class definitions of 
consumers produces significant differences in response to nine of the 
attitude statements. Social class thus shows a tendency to influence 
city centre attributes favouring food shopping in the city centre; just 
looking (not specifically buying) around the city centre; viewing city 
centre trips as a social outing and a preference to visit the fresh food 
market. Social class influences consumer attitudes to statement 9 and 
the view to seek out special offers or bargains within the group of 
economic attributes. The willingness to travel to a shopping centre with 
good car parking facilities (number 18) produces a significant difference 
in response between the class groups, as does the trade off of shop 
characteristics against distance (statement 16) and the dislike of the 
nearest centre. Preference to buy bulk food shopping alone is the final 
item producing a different response from the class groups. The influence 
of pre-school dependents present in the household on consumers attitude 
produces relatively few significant differences in response. The opinion 
towards statement 18 is interesting, in that respondents with pre-school 
children tended to visit the free standing outlets (chapter four) which 
relate closely to the implications of that item. Car ownership levels 
influence a variety of economic attributes, in particular those items 
measuring price (special offers), quality and value for money. The 
previous social status results appear to be corroborated from this 
evidence. Similarly, car ownership is related to the geographical 
attributes measuring the nearest centre hypothesis and the trade off of 
distance against centre attractiveness (statement 15 and 18, in 
particular). Personal mobility classification of consumers produces a 
number of highly significant differences with the group of geographical 
attributes. It would appear that consumer attitudes to distance and the 
nearest centre are strongly influenced by the classification of personal 
mobility forwarded. This evidence is important, as it both supports the 
approach and the need for a sensitive classification of mobility.
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Certain of the characteristics of consumer attitudes presented 
clearly vary between the social and geographical consumer groups*

This variability extends further into associated definitions, 
especially mobility. The difference of opinion with respect to the 
geographical aspect of attitudes clearly supports the adopted approach.

Future developments in the cognitive behavioural approach should take 
account , o£ the implications of these results. The fundamental influence 
of geographical location on consumers attitudes has been clearly 
demonstrated.

The discussion now proceeds to examine the relationship between 
consumer^attitudes and overt spatial behaviour in detail.
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3. The Relationship Between Consumer Attitudes and Overt Spatial
Behaviour

The previous ancJjS'S of consumer trip motivations identified a
relationship between motivation and behaviour with respect to major
grocery centres visited. This chapter has concentrated on an attitudinal
research approach and consideration will be given to the relationship
between consumer attitudes and overt spatial behaviour. Previous
approaches to the study of urban consumer behaviour adopting a similar
objective, include the work of Williams (1975, 1981). As previously
identified, Williams illustrated the significant relationship between an
array of attitude statements and overt shopping behaviour. His aggregate
analysis produced the greatest relationship between attitude statements
relating to the nearest centre (or local shops), supermarkets and self- S h , service^, a social dimension of shopping and willingness to travel
distances to reach 'better' shops. His collection of six overt
behavioural variables measured trip frequency, mode of travel, number of
centres visited, trip characteristics, size of first choice centre and
use of the nearest centre. The variables measuring travel mode and
nearest centre produced the greatest number of significant
relationships. Williams' approach (op.cit) is characterised by the
problems associated with the group of aggregate type studies to consumer
behaviour identified in chapter one, but nevertheless produced some
encouraging results.

This discussion will take two forms. Initially, a brief comment will 
be made on the relationship between spatial behaviour and attitude, in 
aggregation across all geographical and social sample sites. This 
analysis is unfortunately characterised by the inherent problems of the 
aggregate approach and is included only as a simple comment in 
recognition of the problems of the information collected. Cross 
tabulation of individual attitude statements against behaviour for each 
of the sample sites produces problems of observed cell frequencies. Data 
reduction techniques like factor, principal components or cluster 
analysis could be used to reduce the number of items in the attitude 
scale. Such an analysis would only subjectively reflect a 
prespecification of the original items, but would reduce the attitude 
scale. An exploratory principal components analysis was performed on the
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data and resulted in nine components accounting for 58.4% of the original 
variance, with an eigenvalue greater than unity. Information on this 
analysis is presented in appendix 8. The discussion does not proceed 
further with this multivariate analysis to reduce the information/ on 
account of the relative unsatisfactory nature of the result? too many 
components individually accounted for too little variance. The second 
form of presentation, disaggregates attitudes and overt spatial behaviour 
for each of the three survey areas. The previously identified 
characteristics of behaviour illustrated the geographical influence on 
geographical attributes of attitude. The relationship between 
residential location, attitude and behaviour will be demonstrated by this 
approach. Cross tabulating each attitude statement (controlled to 
exclude the neutral value) with overt spatial behaviour (constrained to 
reflect centre choice) allows the production of chi square significance 
values. These will be presented in the discussion.

Table 6.7 provides a summary of chi square values of the relationship 
between individual attitude items and three characteristics of overt 
convenience goods behaviour; major grocery centre choice, type of 
supplementary grocery centre choice and total number of centres visited.

Major centre choice is significantly related to eleven of the twenty 
six attitude statements. The majority of these items measure centre 
location in some form. Statement 1 relating to shop types, together with 
the series of city centre attributes, imply location criteria and 
statements 14 to 19 directly relate to geographical attributes of 
shopping. The aggregated analysis identifies the overriding feature of a 
relationship between geographical or locational orientated attitudes and 
behaviour. This clearly supports the approach adopted and the 
relationship between geographical based attitudes and geographical based 
behaviour. Supplementary centre choice generally supports this finding 
with the additional relationship between the economic based attributes of 
value for money and freshness (statements 13 and 11 respectively). The 
total number of centres visited for grocery purchases similarly show 
statistically significant relationships with geographical or locational 
attributes of consumer attitude.
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Table 6.7: Summary of Chi Square Significance Values on 26 Attitudinal
Statements and Characteristics of Overt Spatial Behaviour

Statement No I II III
1 * * *** ***
2 ★** *
3 * *
4

5

6 ****
7 **
8

9

10
11 *
12
13 ★
14 • k i t * * ***★ * * * *

15 * * * * ★★★
16 * * * * * * *

17 ****
18 ***★
19 **** *** ****
20

21

22

23

24

25

26

Behavioural Characteristics:

Significance Levels 
0 . 0 0 0 1  * * * *

0.01 * * *

0.02 * *

0.05 *

I Major Grocery Centre Choice
II Type of Supplementary Grocery Centre
III Total Number of Centres Visited
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An attempt to control the inherent geographical influence on this 
relationship by disaggregating the analysis further, in line with the 
research aims, is provided in Table 6.8. The geographical distribution 
of the shopping opportunity set is controlled in this series of summary 
statistics. At the Trallwn site, this element of control only produces 
two statistically significant relationships between shoppers attitudes 
and behaviour. The individual items relating to a preference to shop in 
the city centre (statement 2) and the dislike of nearest centre shopping 
(statement 14) are significantly related to major grocery centre choice.

At the Treboeth sample area a total of five items are statistically 
related to overt spatial behaviour. The opinion that city centre 
shopping is a social outing (statement 6), the dislike of nearest centre 
shopping (statement 14) and three statements relating to the trade off of 
distance against aspects of centre attractiveness (numbers 15, 16 and 
18), all produce a significant relationship with behaviour. The 
willingness to travel greater distances, as opposed to the nearest centre 
is undoubtedly related to overt spatial behaviour.

Further supportive evidence is provided in the Tycoch sample.
Shopper attitudes to the attraction of small shops (statement 1) and the 
three items of geographical attitude previously detailed (statements 14, 
15 and 18) are significantly related to major centre choice. The results 
are clear, controlling for the geographical distribution of the shopping 
opportunity set identifies a close relationship between geographical or 
locational orientated attitudes and spatial choice behaviour. The 
previous statements regarding the approach are justified further by these 
results, and the similarity of the relationship between attitude and 
behaviour demonstrated. This approach has responded to the call for 
further research towards a more sophisticated attitude measuring 
technique by Williams (1981). It adds to the previous findings by 
supporting the approach to the problem. Future studies related to urban 
consumer behaviour should disaggregate behaviour and control for the 
fundamental influence of geographical location.
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Classification of Major Grocery Centre Choice for Table 6.8

Total 100%

Total 96.9%

Total 100%
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Behaviour is constrained to the following categories;

Trallwn Sub Regional City Centre 21.7%
Small Town Centre 58.6%
Other 19.7%

Treboeth Nearest Neighbourhood Centre 30.4
Small Town Centre . 39.2
Free Standing Outlet 13.9
Sub Regional City Centre 13.3

Tycoch Sub Regional City Centre 37.9
Nearest Neighbourhood Centre 32.1
Free Standing Outlet 17.9
Other 12.1



4. Conclusion

The analysis of consumer attitudes in chapter six towards five main 
dimensions of shopping behaviour produced a number of interesting 
results. The characteristics of consumer attitudes were shown to vary 
between the consumer sub groups. The variation appeared to relate to 
spatial choice behaviour and, as was subsequently demonstrated, the 
similarity of the relationship between attitude and behaviour was close. 
All the information presented was enhanced by the adoption of an item 
reliability exercise, akin to a 'data quality control' procedure.

Consumer attitudes to the single dimension of shop types was 
generally less favourable to shopping at small stores, albeit with a 
minor degree of variation between the social status groups. The low 
status respondents were more agreeable to visiting small shops.
Attitudes to the city centre varied between the three geographical areas 
and also slightly socially within each area. The majority of consumers 
thought that the city centre provided a good choice of shops but did not 
relish the prospect of food shopping in the centre. Only the Tycoch low 
status, and to a lesser extent the Treboeth high status groups, favoured 
food shopping in the Swansea city centre. The similarity between their 
attitudes and behaviour was identified in the discussion, and 
substantiated in the latter section relating attitude to behaviour for 
Trallwn based shoppers. The limited statistical information available 
appeared to support the relationship between city centre attitudes and 
city centre behaviour. Economic based attitudes produced a series of 
responses that varied in detail between the geographical survey areas. 
The social status variation anticipated was apparent, but of less 
importance than the geographical difference. Respondents generally 
viewed quality, freshness and overall 'value for money' more favourably 
than simply low prices. Nevertheless, certain low status groups held 
more favourable price attitudes (e.g. Treboeth low status respondents). 
Economic attributes only produced a weak relationship with spatial 
behaviour. The series of geographical items produced a variety of 
responses between the three areas, and within each between the social 
status groups. The attributes explicitly measured consumer opinions to 
characteristics of the nearest centre hypothesis and the modified 
postulates of gravity theory. Attitude to the nearest centre varied. 
High status respondents increasingly favoured travelling greater
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distances to centres of greater attraction. Local shops were thought to 
be as good as could be expected, by Tycoch and Treboeth respondents, in 
particular. The geographical differences in attitudes were carried over 
into the patterns of overt spatial behaviour. Major grocery centre 
choice was clearly related to shoppers attitude to the nearest centre or 
to the attraction of alternative centres at greater distances. These 
results in particular, both support the approach adopted and the broad 
congruence of geographical dimensions of attitude and spatial choice 
behaviour. The discussion has refered to the need for future studies to 
account for this important relationship. Shoppers attitudes to a variety 
of social attributes were relatively consistent. Shopping was not an 
enjoyable activity for many of the respondents, with the high status 
especially holding more extreme views. Interestingly, the low status 
shoppers held a less favourable attitude to planning a shopping trip. No 
significant relationships were identified between social attitudes and 
behaviour.

Overall, the adopted approach to the study of consumersattitudes has 
demonstrated the association between spatial choice behaviour and 
consumers attitudes on related issues: Opinions to the attitude
statements measuring shop types, location and the geographical 
implications of travelling are quite definite. They differ between 
groups of consumers, particularly with respect to place of residence and 
its association with the available shopping opportunities, and also 
between different social status groups. The former of these variations 
produced a statistically significant relationship with behaviour. 
Unfortunately, the research techniques did not permit an exhaustive 
statistical analysis of the designated social status differences. The 
research objectives have been accomplished. The characteristics of 

* consumer attitudes have been detailed and shown to vary. The
relationship with overt spatial behaviour has been demonstrated. Clearly 
the geographical approach adopted to this type of phenomena has been 
vindicated. The consequence of geographical based attitudes and 
geographical based behaviour is clear. However, although the direction 
of this relationship has not been identified, the results are consistent, 
and perhaps it is still more pertinent to view the relationship as 
interactive.
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CHAPTER 7: SPATIAL PATTERNS OF HIGHER ORDER GOODS BEHAVIOUR



Introduction

The patterns of shopping behaviour for higher order goods have been 
empirically shown to differ from those of convenience goods (Thomas, 1974 
and Davies, 1973). Consumers were generally prepared to undertake 
longer, and less frequent, trips to purchase higher order durable 
products, but the overall dominance of the CBD was apparent irrespective 
of socio-economic characteristics. Furthermore, durable goods often form 
an element in combined purpose or multi-purpose shopping. The study by 
Daws et al (1974) in Watford clarifies a variety of these aspects. The 
role of higher order shopping behaviour in relationship to convenience 
purchases is thus important. As such, the linkages are tantamont to 
"holistic consumption". This discussion therefore, briefly examines the 
geographical pattern of overt behaviour for a series of higher order 
durable goods in the sample of Swansea consumers. The discussion is 
deliberately shortened, reflecting the nature of such behaviour as a 
supplement to explaining the overt behavioural patterns for convenience 
goods. Initially, a single product group will be identified as a 
surrogate measure of durable goods shopping. Survey information was 
available for three product groups; clothing, hardware and electrical 
goods. The elementary analysis of similarity between trips for these 
goods identifies the dominant product. Patterns of overt behaviour for 
this product are then disaggregated in accordance with the research 
aims. A general profile of shopping behaviour is described before the 
detailed discussion on the geographical characteristics of that 
behaviour. The discussion proceeds to consider the nature of shopping 
trips to Swansea city centre. In respect of grocery behaviour; 21.7%, 
13.3% and 37.9% of consumers living at Trallwn, Treboeth and Tycoch 
visited the CBD as their main grocery shopping location. Information is 
presented from a number of specific questions on trip frequency, 
allegiance and travel mode to the city centre area. Finally, a series of 
consumers' ratings of the city centre are discussed.

1. Durable Nomenclature

Table 7.1 illustrates the similarity between locations visited by the 
sample respondents for the three groups of durable products. Across the 
three sample areas, clothing is more likely to be purchased with either
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Table 7.1: Percentage Index of the Similarity between Major Centre
Choice for Durable Products

Clothing and 
Electrical

Clothing and 
Hardware

Hardware and 
Electrical

Trallwn High Status 59.7
Trallwn Low Status 41.3
(All Trallwn) (50.3)

31.2
45.0
(38.2)

31.2
37.5
(34.4)

Treboeth High Status 75.9
Treboeth Low Status 55.7
(All Treboeth) (65.8)

69.6
41.8
(55.7)

63.3
50.6
(57.0)

Tycoch High Status 85.7
Tycoch Low Status 74.3
(All Tycoch) (80.0)

62.9
80.0
(71.5)

70.0
64.3
(67.2)

All Respondents 64.8 63.3 51.0
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hardware or electrical goods. There is however, a strong geographical 
and social variation in the likelihood of combined purchases. Hardware 
purchases at Trallwn, for example, are rarely bought with either of the 
other two products. Undoubtedly an influence upon this behaviour is the 
existence of a free standing discount hardware warehouse within a mile of 
the Trallwn site. Social status variation in this similarity index is 
illustrated by the Treboeth group in their combination of clothing and 
electrical purchases, and clothing and hardware purchases. Nevertheless, 
of the three product categories, clothing does appear to be the most 
universal durable product purchased.

2. Patterns of Overt Behaviour - Clothing

(i) General Profile

Clothing is purchased at varying intervals by each of the different 
consumer groups (Table 7.2). Of the Trallwn sample, 44% of the 
designated high status group make clothing purchases every 1 - 3  months.
A further 19.5% purchase clothes at least every month. There is a 
sizeable proportion of Trallwn high status respondents who rarely 
purchase clothes (almost 21% less frequently than every 6 months). Of 
the Trallwn low status group, 11% buy every month, plus a further 31% 
every 1 - 3  months. Generally, it can be stated that at Trallwn, high 
status respondents purchase clothing at more frequent intervals than 
their low status counterparts. This general finding is repeated in the 
Treboeth sample. A total of 64.6% of the high status group buy at least 
once every 3 months, compared to only 34% of the Treboeth low status 
group. Nearly 40% of Treboeth low status respondents only bought clothes 
every 6 months. At Tycoch the differences between the social groups are 
less clear, on account of 37% of the low status respondents either not 
being able to clearly state frequency of purchase or not admitting to 
purchasing clothing. Despite this, less of the Tycoch high status group 
purchase clothing as frequently as the other two geographical groups. 
There may be an element of demographic bias in this finding; with (as 
chapter 2 has illustrated) a marginal tendency for more elderly 
respondents in the composition of the Tycoch site. It is interesting to 
note Table 7.3, which indicates the importance of a specific journey for 
clothing shopping. Generally, the results were varied. At Trallwn the
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Table 7.2: Frequency of Clothing Purchases (% Respondents)

Less Than Every
Once a Month 1 - 3  months

Every
3 - 6 months

Every 
6 months Other

Trallwn HS 
Trallwn LS

19.5
11.2

44.2
31.3

11.7
15.0

20.8
28.7

3.9
13.7

Treboeth HS 
Treboeth LS

20.3
5.0

44.3
29.1

10.1
12.7

15.2
39.3

10.2
14.0

Tycoch HS 
Tycoch LS

20.0
8.6

22.9
30.0

24.3
10.0

18.6
14.3

14.3
37.1

Table 7.3: Special Journeys for Clothing Purchases (% Respondents)

YES NO 1 Other'
Trallwn HS 58.4 40.3 1.3
Trallwn LS 57.5 36.2 3.8

Treboeth HS 43.0 51.9 5.1
Treboeth LS 58.2 36.7 5.1

Tycoch HS 51.4 45.7 2.8
Tycoch LS 44.3 48.6 7.1
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majority of both groups indicated making such journeys. At Treboeth 58% 
of the low status group make specific journeys, compared to only 43% of 
the high status group, whilst at Tycoch 51% of high status and 44% of low 
status shoppers undertook a specific journey.

With respect to the allegiance that consumers have to one centre for 
clothing purchases, Table 7.4 shows that for all groups, the majority 
(70% plus) of clothes are purchased from a single centre. Social and 
geographical differences are minimal, with a range from 69.9% of the 
Trallwn low status to 91.4% of the Tycoch low status indicating a strong 
allegiance to a particular centre.

Table 7.4: Allegiance to Major Clothing Centre (% Respondents)

Less Than 50 - 70% 70 - 90% 90%+ NA
50%

Trallwn HS 
Trallwn LS

3.9
6.3

14.3
17.4

29.9
18.7

51.9
51.2 6.2

Treboeth HS 
Treboeth LS

2.5
1.3

11.4 16.5 69.6
14.0 34.2 49.4 1.3

Tycoch HS 
Tycoch LS

1.4 7.2 28.6 61.4 1.4
8.6 11.4 80.0
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(ii) Patterns of Overt Spatial Behaviour

The spatial patterns of clothing behaviour are illustrated in Table
7.5. The dominance of the sub-regional city centre as the main location 
is clear. A range of 81% at Trallwn to 94% of Tycoch shoppers use the 
CBD for main clothing purchases. Accounting for the influence of the 
designated social status groups highlights a slight difference for the 
Trallwn and Treboeth low status respondents. At Trallwn slightly less 
use is made of the city centre by the low status group, with a 
corresponding marginal increase in journeys to small town centres and 
purchases through mail order. At Treboeth the low status group 
increasingly make use of mail order facilities for clothing (15% of all 
'trips').

The distance travelled by respondents to these centres is simply a 
reflection of the relative geographical locations of the survey areas and 
is consequently omitted.

The dominance of a single centre for clothing purchasing overrides 
further socio-economic variation in the behavioural patterns. The 
influences on grocery behaviour, such as sample social class and pre
school children, do not differentiate overt clothing patterns. Mobility 
measures however, do illustrate some minor variations for the low status 
groups. At Trallwn the low status non car owning group increasingly 
visit small town centres for clothing purchases (Table 7.6). The results 
from the Treboeth low status group however, are inconsistent with this, 
with more of the low status owners favouring mail order facilities. 
Nevertheless, the variation is minor. The index of personal mobility 
(Table 7.7) again is inconclusive, with the Tycoch immobile group 
indicating less use of the city centre, but producing inconsistent 
findings for the Trallwn or Treboeth sample.

Travel mode used for clothing purchases does, as could be expected, 
vary between the social status groups in each site. This variation, 
however, has little or no effect on overt behaviour. The city centre 
area is dominant for major clothing purchases.
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Table 7.5: Major Centre Choice for Clothing Purchases by Geographical

Trallwn
Treboeth
Tycoch

Trallwn HS 
Trallwn LS

Treboeth HS 
Treboeth LS

Tycoch HS 
Tycoch LS

Area and Social Status Site (% Respondents)

Sub—Regional Small Town Mail Others
City Centre Centre Order

NA

80.9
82.8
93.6

7.0
5.1 
0.7

7.6
9.5
2.9

2.5
2.0
2.2

1.9
0.7
0.7

Sub-Regional 
City Centre

Small Town 
Centre

Mail
Order

Others NA

85.7
76.2

5.2
8.7

6.5
8.7

1.3
3.7

1.3
2.5

91.1
74.7

3.8
6.3

3.8
15.2

1.3
2.6 1.3

94.3
92.9

1.4 1.4
4.3

1.4
2.9

1.4
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Table 7.6: The Influence of Car Ownership on Major Clothing Location
(% R es p o n d e n ts )

T r a l lw n  HS
Owners

S u b -R e g io n a l 
C it y  C e n tre

7 9 .2

S m a ll Town 
C e n tre

5 .2

M a i l
O rd e r

4 .2

O th e rs

1 .7

No. O f 
Cases

72

T r a l lw n  LS 
Non Owners 

Owners
6 7 .6
8 3 .7

1 6 .2
2 .3

8.1
9 .3

8 . 1
4 .7

37
43

T re b o e th  HS
Owners 9 0 .5 4 .1 4 .1 1 .4 74

T re b o e th  LS 
Non Owners 

Owners
7 6 .3
7 3 .2

5 .3
7 .3

1 0 .5
1 9 .5

7 .9 38
41

Tycoch HS
Owners 9 6 .9 1 .5 1 .5 65

Tycoch LS
Owners 

Non Owners
8 4 .6
9 7 .7

7 .7
2 .3

7 .7 26
44

T a b le  7 .7 :  The In f lu e n c e  o f  An In d e x  o f  P e rs o n a l M o b i l i t y  on M a jo r
C lo th in g  L o c a t io n  (% R es p o n d e n ts )

T r a l lw n  
Im m o b ile  
P a r t  M o b i l i t y  
T o ta l  M o b i l i t y

T re b o e th  
Im m o b ile  
P a r t  M o b i l i t y  
T o t a l  M o b i l i t y

S u b -R e g io n a l 
C it y  C e n tre

8 5 .7
7 1 .7  
8 7 .0

8 4 .4
8 7 .9
7 7 .6

S m a ll Town 
C e n tre

3 .6
10.0

5 .8

6 .9
9 .0

M a i l
O rd e r

7 .1  
8 .3
7 .2

1 2 .5
3 .4

1 0 .4

O th e rs

3 .6
10.0

3 .1
1 .7
3 .0

No. O f 
Cases

28
60
69

32
58
67

Tycoch  
Im m o b ile  
P a r t  M o b i l i t y  
T o ta l  M o b i l i t y

7 6 .7
9 8 .2
9 8 .1

3 .3 10.0
1.8

10.0

1 .9

30
56
54
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The usage- and ty p e  o f  a l t e r n a t i v e  c e n t r e s  v i s i t e d  f o r  c lo t h in g  

p u rch a se s  p ro v id e s  an a d d i t io n a l  in s ig h t  in t o  c h a r a c t e r i s t i c s  o f  h ig h e r  

o rd e r  goods b e h a v io u r .  T a b le  7 .8  in d ic a t e s  th e  p e rc e n ta g e  use made o f  an 

a l t e r n a t i v e  c e n t r e  f o r  c lo t h in g  p u rc h a s e s . A t  b o th  T r a l lw n  and Tycoch  

th e  low  s ta tu s  g roup  make le s s  use o f  a l t e r n a t i v e  c e n t r e s .  A t T re b o e th  

th e  re v e r s e  t r e n d  is  a p p a r e n t .  The number o f  a l t e r n a t i v e  c e n te s  u s e d , is  

f o r  many re s p o n d e n ts  j u s t  one o th e r  l o c a t io n ;  b e tw een  30 and 45.5%  o f  

re s p o n d e n ts  use a s in g le  a l t e r n a t i v e  c e n t r e .  The h ie r a r c h ic a l  

c l a s s i f i c a t i o n  o f  ty p e  o f  a l t e r n a t i v e  c e n tr e  v i s i t e d  r e v e a ls  a 

g e o g ra p h ic a l and s o c ia l  v a r i a t i o n  (T a b le  7 . 9 ) .  In c lu d in g  o n ly  th o s e  

re s p o n d e n ts  who make use o f  an a l t e r n a t i v e  c e n t r e ,  th e  T r a l lw n  sam ple  

group i l l u s t r a t e  t h i s  v a r i a t i o n .  The T r a l lw n  h ig h  s ta tu s  re s p o n d e n ts  use  

s m a ll tow n c e n tr e s  and m a i l  o rd e r  f a c i l i t i e s ,  as a l t e r n a t i v e  lo c a t io n s  

f o r  c lo th in g  p u rch a se s  ( in  t o t a l  a lm o s t 69% o f  a l l  s u p p le m e n ta ry  

p u rch a se s  a r e  fro m  th e s e  c e n t r e s ) ,  and w h i l s t  t h i s  t r e n d  is  d is c e r n ib le  

am ongst th e  lo w  s t a t u s ,  i t  is  on a re d u c e d  s c a le  (5 8 % ). Swansea c i t y  

c e n tr e  a c c o u n ts  f o r  o v e r 26% o f  T r a l lw n  lo w  s ta tu s  s u p p le m e n ta ry  c lo th in g  

t r i p s .  In  th e  T re b o e th  s am p le , th e  e s s e n t ia l  d i f f e r e n c e  betw een  th e  two  

s ta tu s  groups i s  seen in  th e  h ig h  s ta tu s  use o f  a r e g io n a l  c e n t r e  (19% ) 

f o r  a l t e r n a t i v e  c lo t h in g  p u rc h a s e s . No lo w  s ta tu s  re s p o n d e n ts  t r a v e l  to  

such a c e n t r e  t y p e .  M ore use is  made o f  th e  c i t y  c e n t r e  and m a il  o rd e r  

f a c i l i t i e s  by T re b o e th  lo w  s ta tu s  re s p o n d e n ts . A t  Tycoch th e  d i f f e r e n c e s  

a re  o b v io u s . H a l f  th e  lo w  s ta tu s  s u p p le m e n ta ry  c lo t h in g  t r i p s  a re  

p u rc h a s e d  v i a  m a i l  o rd e r  f a c i l i t i e s ,  w h i le  a lm o s t 38% o f  h ig h  s ta tu s  

t r i p s  a r e  to  a r e g io n a l  c e n t r e .  Low s ta tu s  re s p o n d e n ts  do a p p e a r to  

in c r e a s in g ly  fa v o u r  m a il  o r d e r  f a c i l i t i e s  f o r  a l t e r n a t i v e  c lo t h in g  

p u rch a se s  w h i l s t ,  e s p e c ia l ly  f o r  two o f  th e  s u rv e y  a r e a s ,  th e  h ig h  s ta tu s  

re s p o n d e n ts  a r e  p re p a re d  t o  t r a v e l  t o  a r e g io n a l  sh o p p in g  c e n t r e .  The 

n e a r e s t  r e g io n a l  c e n t r e  to  Swansea is  C a r d i f f ,  a d is ta n c e  o f  40 m i le s .

3 .  Shopp ing  T r ip s  to  th e  S u b -R e g io n a l C i t y  C e n tre

The im p o rta n c e  o f  th e  s u b - r e g io n a l  c i t y  c e n t r e  f o r  d u ra b le  sh o p p in g  

has been h ig h l ig h t e d .  As an o u t l e t  f o r  c o n v e n ie n c e  goods b e h a v io u r  i t  

p ro v id e s  an im p o r ta n t  sh o p p in g  o p p o r tu n ity  f o r  a number o f  consum er 

g ro u p s . A l l  re s p o n d e n ts  w ere  asked  a b r i e f  s e r ie s  o f  q u e s tio n s  r e g a r d in g  

sho p p in g  v i s i t s  to  th e  CBD. T a b le s  7 .1 0  A and B i l l u s t r a t e  th e  r e s u l t s  

o f  re s p o n d e n t t r i p  f r e q u e n c ie s  to  th e  c i t y  c e n t r e  f o r  a l l  p r o d u c ts , and  

s p e c i f i c a l l y ,  fo o d  goods.
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Table 7.8: Use of Supplementary Clothing Centres (% Respondents)

N i l

T r a l lw n  HS 3 7 .7

T r a l lw n  LS 5 1 .2

T re b o e th  HS 5 4 .4

T re b o e th  LS 4 3 .0

Tycoch HS 4 5 .7

Tycoch LS 6 2 .9

1 2+ NA

4 5 .5  1 5 .6  1 .3

3 0 .0  1 7 .4  1 .2

3 2 .9  1 2 .7

4 4 .3  1 1 .4  1 .3

3 8 .6  1 4 .3  1 .4

3 4 .3  -  2 .9

T a b le  7 .9 Type o f  S u p p le m e n ta ry  C lo th in g  C e n tre  (% U sers  O n ly )

S u b -R e g io n a l S m a ll Town M a i l  R e g io n a l

C i t y  C e n tre  C e n tre  O rd e r . C e n tre

T r a l lw n  HS 

T r a l lw n  LS

1 4 .6

2 6 .3

4 1 .7

3 6 .8

2 7 .1

21.1
1 0 .4

7 .9

T re b o e th  HS 

T re b o e th  LS

1 6 .7

2 9 .5

3 6 .1

3 1 .8

2 5 .0

3 6 .4

1 9 .4

Tycoch HS 

Tycoch LS

5 .4

1 1 .5

10.8 21.6
5 0 .0

3 7 .8

7 .7

O th e rs

6 .3  

7 .9

2 . 8

2 .3

1 4 .3

3 0 .7
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Table 7.10A: Frequency of Visits to Swansea City Centre (% Respondents)

S e v e ra l  
t im e s  a week

W eek ly G r e a te r  th a n  
W eekly

R a r e ly /
N ev er

T r a l lw n  HS 1 4 .3 3 2 .5 4 6 .8 6 .5
T r a l lw n  LS 7 .5 3 3 .7 3 9 .9 1 8 .7

T re b o e th  HS 2 1 .5 5 4 .4 1 9 .0 5 .1
T re b o e th  LS 7 .6 3 2 .9 4 1 .8 1 7 .8

Tycoch HS 2 2 .6 4 5 .7 2 7 .2 4 .3
Tycoch LS 2 4 .3 4 0 .0 2 7 .2 8 .6

T a b le  7 .1 0 B : F re q u e n cy  o f  Food S hopp ing  in Swansea C i t y  C e n tre
(% R e s p o n d e n ts )

S e v e r a l W eekly G r e a te r  th a n R a r e ly /
t im e s  a week W eekly N ev er

T r a l lw n  HS 1 4 .3 2 7 .3 1 6 .9 4 1 .6
T r a l lw n  LS 3 .7 3 3 .7 1 9 .9 4 2 .5

T re b o e th  HS 1 6 .4 4 4 .3 1 0 .1 2 9 .1
T re b o e th  LS 6 .4 2 4 .4 1 8 .0 5 1 .3

Tycoch HS 1 5 .7 4 2 .9 1 7 .1 2 4 .3
Tycoch LS 1 2 .9 4 8 .6 1 5 .7 2 2 .8

T a b le  7 .1 1 : A l le g ia n c e  t o  Swansea C i t y C e n tre  f o r Food Shopping
(% R es p o n d e n ts )

Less Than 11 -  50% 51 -  90% 91%+
10%

T r a l lw n  HS 5 3 .2 2 7 .3 1 0 .4 9 .1
T r a l lw n  LS 5 8 .7 1 1 .2 1 1 .2 1 8 .8

T re b o e th  HS 4 4 .3 3 4 .2 1 1 .4 1 0 .1
T re b o e th  LS 6 6 .7 2 3 .0 3 .9 6 .4

Tycoch HS 3 8 .6 2 8 .6 1 7 .1 1 5 .7
Tycoch LS 3 2 .9 2 5 .7 2 5 .7 1 5 .7
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A g e o g ra p h ic a l b ia s  i s  a p p a re n t  in  th e s e  f i g u r e s . Tycoch re s p o n d e n ts  

a r e  in c r e a s in g ly  l i k e l y  to  v i s i t  th e  c i t y  c e n t r e  a re a  f o r  a l l  goods and  

s p e c i f i c a l l y  f o r  fo o d  sh o p p in g  a t  l e a s t  once a w eek . 70% o f  T re b o e th  

h ig h  s ta tu s  re s p o n d e n ts  s i m i l a r l y  u n d e r ta k e  a t  l e a s t  w e e k ly  v i s i t s  t o  th e  

CBD f o r  a l l  p r o d u c ts / w ith  50% m akin g  w e e k ly  v i s i t s  f o r  f o o d s t u f f s .  O ver 

40% o f  b o th  th e  T r a l lw n  h ig h  and lo w  s ta tu s  re s p o n d e n ts  r a r e l y  o r  n e v e r  

v i s i t  th e  c i t y  c e n t r e  f o r  fo o d  s h o p p in g . These r e s u l t s  s u p p o rt th o s e  

p r e v io u s ly  i d e n t i f i e d  in  c h a p te r  4 ,  w here  th e  in f lu e n c e  o f  g e o g ra p h ic a l  

l o c a t io n  on o v e r t  s p a t i a l  b e h a v io u r  f o r  c o n v e n ie n c e  goods was i l l u s t r a t e d .

W ith  r e s p e c t  to  a l le g ia n c e  to  th e  c i t y  c e n t r e  (T a b le  7 . 1 1 ) /  few  

re s p o n d e n ts  in d ic a t e d  b u y in g  50% o f  t h e i r  fo o d  s h o p p in g  fro m  t h i s  

lo c a t io n .  41% o f  th e  Tycoch lo w  s ta tu s  g roup  and 33% o f  th e  h ig h  s ta tu s  

g ro u p  h o w e v e r, d id  in d ic a t e  a r e l a t i v e l y  s tro n g  (50% +) a l le g ia n c e  t o  th e  

Swansea c i t y  c e n t r e .  T h e re  i s  a s l i g h t  g e o g ra p h ic a l b ia s  in  fo o d  

s h o p p in g  a l le g ia n c e  t o  th e  Swansea c i t y  c e n t r e .  T r a v e l  mode f o r  t r i p s  to  

th e  c i t y  c e n t r e  a re a  v a r ie d  b etw een  w eekday and w eekend t r i p s .

G e o g ra p h ic a l and s o c ia l  d i f f e r e n c e s  w ere  a p p a re n t  b u t  f o r  a l l  groups  

w eekend t r i p s  w ere  in c r e a s in g ly  l i k e l y  to  be c a r  b o rn e . T h is  t r e n d  

s u p p o rts  th e  e a r l i e r  m o b i l i t y  d is c u s s io n .

When a sked  to  c o n s id e r  th e  m e r its  o f  th e  c i t y  c e n t r e  a re a  as a 

sh o p p in g  a re a  f o r  v a r y in g  p u rc h a s e s , re s p o n d e n ts  g e n e r a l ly  r a te d  th e  

s h o p p in g  o p p o r tu n i t ie s  h ig h ly .  F ig u re s  7 .1  -  7 .4  i l l u s t r a t e  th e  o v e r a l l  

t r e n d s . Tycoch low  s ta tu s  re s p o n d e n ts  r a t e d  th e  c i t y  c e n t r e  f o r  fo o d  

s h o p p in g  h ig h e r  th a n  o th e r  g ro u p s . T h e re  is  no c o n s is te n t  s o c ia l  o r  

g e o g ra p h ic a l r e la t io n s h i p  to  th e  r a t i n g s . As a s h o p p in g  a re a  f o r  d u ra b le  

p u rc h a s e s , a l l  re s p o n d e n ts  r a t e d  th e  a re a  h ig h e r  th a n  th e y  d id  f o r  fo o d  

o p p o r t u n i t ie s . F o r e l e c t r i c a l  g o o ds , h a rd w a re  and c lo t h in g  th e  t r e n d  

betw een  each  o f  th e  d e s ig n a te d  consum er groups is  s i m i l a r .  The m a jo r i t y  

o f  re s p o n d e n ts  v ie w  Swansea c i t y  c e n t r e  h ig h ly  as a lo c a t io n  f o r  h ig h e r  

o r d e r  d u ra b le  s h o p p in g .
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Figure 7.1: Rating of Swansea City Centro for Food Shopping
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Figuro 7.2: Rating of Swansea C ity Centro fo r  C lothing Purchases
Low s

4 -

3 *

2 -

ILUM TRALLUN 
STATUS HICH STATUS

I TREBOETH 
IS HICH STATUS

385



Figure 7.3: luting of Swansea City for Hi H m n  Purchases
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4. Conclusion

The a n a ly s is  o f  h ig h e r  o r d e r  sh o p p in g  b e h a v io u r  has i l l u s t r a t e d  th e

dom inance o f  th e  c i t y  c e n t r e  a r e a  f o r  d u r a b le  goods s h o p p in g . M in o r

v a r ia t io n s  a re  a p p a re n t  in  th e  lo c a t io n s  v i s i t e d  f o r  m ain  sh o p p in g  t r i p s ,

and s u p p le m e n ta ry  c e n tr e s  v i s i t e d  v a r y  b e tw een  g e o g ra p h ic a l and s o c ia l

consum er sub g ro u p s . The v a r ia t io n s  in  m a jo r  c e n t r e  c h o ic e  a re  seen in

th e  re d u c t io n  in  t r i p s  to  th e  c i t y  c e n t r e  by  T r a l lw n  and T re b o e th  lo w

s ta tu s  re s p o n d e n ts . The in f lu e n c e  o f  c a r  o w n e rs h ip , h o w e v e r, is
sfatuS

s i g n i f i c a n t  in  t h a t  lo w ^ re s p o n d e n ts , w ith o u t  a c a r  a t  T r a l lw n  and Tycoch  

in c r e a s in g ly  v i s i t  s m a ll tow n c e n tr e s  and th e  c i t y  c e n t r e  (exam ples  o f  

b o th  a re  on d i r e c t  bus r o u t e s ) .  S u p p le m e n ta ry  c e n t r e  c h o ic e  v a r ie s  

betw een  th e  d e s ig n a te d  s o c ia l  s ta tu s  g ro u p s , w ith  th e  h ig h  s ta tu s  

re s p o n d e n ts  in c r e a s in g  v i s i t s  to  a r e g io n a l  c e n t r e  and th e  low  s ta tu s  

v i s i t i n g  th e  c i t y  c e n t r e .  The c h a r a c t e r i s t i c s  o f  d u ra b le  b e h a v io u r  a re  

d i f f e r e n t  to  th o s e  f o r  c o n v e n ie n c e  goods s h o p p in g . A l l  re s p o n d e n ts  w ere  

a sk ed  to  r a t e  th e  c i t y  c e n t r e  as a lo c a t io n  f o r  d u ra b le  and c o n v e n ie n c e  

goods s h o p p in g . R espondents g e n e r a l ly  r a t e d  th e  CBD h ig h e r  f o r  d u ra b le  

g o o d s .

The s ta tu s  o f  th e  c i t y  c e n t r e  f o r  h ig h e r  o r d e r  sh o p p in g  is  

u n q u e s t io n a b le . As a p o t e n t i a l  lo c a t io n  f o r  c o n v e n ie n c e  p u rch a se s  i t  

does p ro v id e  an o p p o r tu n ity  f o r  c e r t a i n  consum er g ro u p s , p a r t i c u l a r l y  

th o s e  based  a t  th e  Tycoch s i t e s .

The n o t io n  t h a t  a c o m b in a tio n  o f  t r i p  p u rp o s e  does o c c u r can be seen  

in  T a b le  7 .1 2 .
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Table 7.12: The Relationship Between Convenience and Durable Purchases
The Frequency of Combined Food/Clothing Purchases
(% Respondents)

N ev er R a r e ly  Some

tim e s

O fte n  A lw ays

T r a l lw n  HS 3 2 .5  3 5 .1  1 4 .3  7 .8  1 0 .4

T r a l lw n  LS 3 3 .8  1 8 .8  1 6 .3  1 1 .3  2 0 .0

T re b o e th  HS 3 4 .2  1 9 .0  1 6 .5  1 0 .1  2 0 .3

T re b o e th  LS 4 0 .5  1 7 .7  1 5 .2  1 0 .1  1 6 .5

Tycoch HS 3 5 .7  1 5 .7  2 0 .0  1 4 .3  1 4 .3

Tycoch LS 2 1 .4  1 4 .3  1 8 .6  1 2 .9  3 2 .9

Respondents w ere  a s k e d ; "How o f t e n  do you com bine c o n v e n ie n c e  and  

d u ra b le  p u rc h a s e s ? "  G iv e n  th e  o v e r a l l  im p o rta n c e  o f  th e  c i t y  c e n t r e  f o r  

d u ra b le  s h o p p in g , and th e  use o f  th e  CBD f o r  c o n v e n ie n c e  p u rch a se s  by  

c e r t a in  g ro u p s , i t  i s  re a s o n a b le  t o  e x p e c t  some in c id e n c e  o f  com bined  

p u rc h a s e s . 68% o f  T r a l lw n  h ig h  s ta tu s  re s p o n d e n ts  n e v e r  o r  r a r e l y

com bined c o n v en ie n ce  and d u ra b le  p u rc h a s e s , com pared t o  52% o f  t h e i r  low  

s ta tu s  c o u n te r p a r ts .  N e v e r th e le s s ,  20% o f  lo w  s ta tu s  and 10% o f  h ig h  

s ta tu s  re s p o n d e n ts  a lw a ys  com bined s h o p p in g  t r i p s .  S i m i l a r l y ,  w h i l s t  a t  

T re b o e th  a h ig h  p r o p o r t io n  o f  b o th  s ta tu s  groups n e v e r  o r  r a r e l y  com bined  

p u rc h a s e s , a number o f  re s p o n d e n ts  (20% o f  h ig h  s t a t u s ;  16.5%  o f  lo w  

s t a t u s )  a lw ays  com bined sh o p p in g  t r i p s .  A t T y c o c h , th e  lo w  s ta tu s  group  

in  p a r t i c u l a r  p u rc h a s e d  c o n v e n ie n c e  and d u ra b le  goods on a s in g le  t r i p .  

A lm o st 33% o f  Tycoch low  s ta tu s  re s p o n d e n ts  a lw a y s  com bined s h o p p in g  *  

t r i p s ,  com pared to  14% o f  th e  h ig h  s ta tu s  g ro u p .

T h ere  does a p p e a r t o  be an e le m e n t o f  com bined p u rp o se  sh o p p in g  f o r  

c e r t a in  groups o f  re s p o n d e n ts . C o n ven ien ce  goods and d u ra b le  goods a re  

p u rc h a s e d  t o g e th e r ,  a t  v a r y in g  f r e q u e n c ie s ,  d u r in g  th e  same s h o p p in g  

t r i p .  A s im p le  c ro s s  t a b u la t io n  o f  th o s e  re s p o n d e n ts  who v i s i t  th e  sub 

r e g io n a l  c i t y  c e n t r e  a re a  f o r  c lo th e s  w i t h  m a jo r  and f i r s t  c h o ic e  

s u p p le m e n ta ry  g ro c e ry  c e n t r e ,  r e v e a ls  a d i s t i n c t  g e o g ra p h ic a l b ia s
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to w a rd s  com bined p u rc h a s e s  fro m  th e  CBD a r e a .  T a b le  7 .1 3  shows t h a t  th e  

p r o p o r t io n  o f  re s p o n d e n ts  u s in g  th e  CBD, f o r  b o th  m a jo r  c lo th in g  and  

g ro c e ry  p u rc h a s e s , i s  h ig h e r  fro m  th e  Tycoch sam ple  a r e a .  The r e s u l t  is  

s t i l l  a p p a re n t when co m p a rin g  m a jo r  c lo t h in g  p u rc h a s e s  fro m  th e  CBD and  

th e  use o f  t h a t  a re a  as a lo c a t io n  f o r  s u p p le m e n to ry  g ro c e ry  p u rc h a s e s ,  

a l b e i t  to  a le s s e r  d e g re e . N o ta b ly  b o th  th e  T r a l lw n  and T re b o e th  h ig h  

s ta tu s  groups fa v o u r  com bined p u rc h a s e s  fro m  th e  c i t y  c e n t r e  a lo n g  w ith  

b o th  o f  th e  Tycoch sam ple g ro u p s . T re b o e th  lo w  s ta tu s  re s p o n d e n ts  in  

p a r t i c u l a r , do n o t  in d ic a t e  c o m p arab le  r e s u l t s . A g g re g a tio n  o f  th e  two  

t a b le s  in d ic a t e s  th o s e  re s p o n d e n ts  b u y in g  g r o c e r ie s  and m a jo r  c lo t h in g  

fro m  th e  CBD (T a b le  7 .1 3 ,  i i i ) .  A g a in , a n o t ic e a b le  g e o g ra p h ic a l and  a 

le s s e r  s o c ia l  b ia s  is  a p p a re n t  fro m  th e  r e s u l t s . C e r ta in  re s p o n d e n t  

groups do , t h e r e f o r e ,  make com bined p u rc h a s e s  o f  c lo t h in g  and g r o c e r ie s  

fro m  th e  c i t y  c e n t r e  a r e a .  These s u b -g ro u p s  a re  g e o g r a p h ic a l ly  

o r ie n t a t e d  to w ard s  th e  Tycoch a r e a ,  and s o c i a l l y  b ia s e d  to w ard s  th e  

h ig h e r  s ta tu s  groups in  th e  o th e r  two s i t e s .
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Table 7.13: The Relationship Between Convenience and Durable Purchases -
Centre Choice (% Respondents)

( i )  O f th o s e  re s p o n d e n ts  who v i s i t  th e  s u b - r e g io n a l  c i t y  c e n t r e  f o r

m a jo r  c lo t h in g  p u rc h a s e s .

NO. OF 

CASES

19.7% a t T r a l lw n  HS a ls o  v i s i t th e  c i t y  c e n t r e  f o r  m a jo r g r o c e r ie s (6 6 )

21.3% a t T r a l lw n  LS t f (6 1 )

16.7% a t T re b o e th  HS I f (7 2 )

10.2% a t T re b o e th  LS I I (5 9 )

34.8% a t Tycoch HS I I (6 6 )

41.5% a t Tycoch LS I I (6 5 )

( i i ) O f th o s e  re s p o n d e n ts  who v i s i t th e  s u b - r e g io n a l c i t y c e n tr e  f o r

m a jo r  c lo t h in g  p u rch a se s

31.8% o f T r a l lw n  HS a ls o  v i s i t as 1 s t c h o ic e  a l t e r n a t i v e f o r g r o c e r ie s (6 6 )

24.6% o f T r a l lw n  LS I I (6 1 )

30.6% o f T re b o e th  HS I I (7 2 )

13.6% o f T re b o e th  LS I I (5 9 )

30.3% o f Tycoch HS I I (6 6 )

32.3% o f Tycoch LS I I (6 5 )

( i i i ) T o t a l  % o f  re s p o n d e n ts b u y in g some g ro c e ry  and m a jo r c lo t h in g  in

th e  c i t y  c e n t r e

51.5% o f T r a l lw n  HS (6 6 )

45.9% o f T r a l lw n  LS (6 1 )

47.3% o f T re b o e th  HS (7 2 )

23.8% o f T re b o e th  LS (5 9 )

65.1% o f Tycoch HS (6 6 )

73.8% o f Tycoch LS (6 5 )
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CONCLUSIONS

The fo r m a t iv e  s ta g e s  o f  t h i s  re s e a rc h  re c o g n is e d  th e  v a s t  a r r a y  o f  

academ ic  l i t e r a t u r e  r e le v a n t  t o  th e  s tu d y  o f  consum er s p a t i a l  b e h a v io u r .  

D e s p ite  th e  d e t a i l e d  c o v e ra g e  o f  th e  w ork t o  d a t e ,  a number o f  gaps in  

th e  e x is t i n g  le v e ls  o f  kno w led g e  w ere a p p a r e n t .  As a r e s u l t  o f  t h i s  

s i t u a t i o n  some fo rm  o f  s y n th e s is  was seen as e s s e n t ia l  to  advance th e  

l e v e ls  o f  u n d e rs ta n d in g  o f  th e  s u b je c t .  Many o f  th e  p re v io u s  app ro ach es  

a r e  d is p a r a te  and a num ber o f  is s u e s  w e re  i d e n t i f i e d  as a p r e r e q u is i t e  

to w ard s  an in t e g r a t e d  a p p ro a c h . The te n  is s u e s  d e t a i l e d  (c h a p te r  o n e , 

p . 37 and p .3 8 )  re p r e s e n te d  th e  c o n s id e r a t io n s n e c e s s a ry  t o  f u r t h e r  th e  

know ledge o f  consum er s p a t i a l  b e h a v io u r . These is s u e s  encompass th e  

d e f ic ie n c e s  re c o g n is e d  by a number o f  a u th o rs  ( e s p e c ia l ly  Thomas, 1 97 6 ;  

S hepherd  and Thomas, 1980 and P o t t e r ,  1 9 8 2 ) and had n o t  p r e v io u s ly  been  

com bined in t o  a s in g le  co m preh en s ive  a p p ro a c h .

The a d o p ted  m eth o d o lo g y  c o n c e n tra te d  on th e  o v e r t  s p a t i a l  b e h a v io u r  

o f  s e le c te d  consum er s u b -g ro u p s  o f  th e  p o p u la t io n .  The fu n d a m e n ta l a im  

o f  t h i s  w ork was t o  c l a r i f y  many o f  th e  b e h a v io u r a l  a s p e c ts  o f  th e  

e x is t i n g  t h e o r e t i c a l  and c o n c e p tu a l d is a g re e m e n ts  s u rro u n d in g  th e  

s u b je c t .-  T h is  d is a g g re g a te d  a n a ly s is  w o u ld  e n a b le  th e  p r e c is e  

d e te rm in a n ts  o f  b e h a v io u r  to  be i d e n t i f i e d  and c o n s e q u e n t ly , in f lu e n c e  

th e  d eve lo pm en t o f  d e s c r ip t iv e  and p r e d i c t iv e  m odels o f  consum er 

b e h a v io u r .  The ap p ro ach  so u g h t to  d e te rm in e  th e  e f f e c t  o f  b o th  s o c ia l  

and s p a t i a l  s e g re g a t io n  in  o r d e r  to  m ax im ise  r e s e a rc h  e f f o r t  and  

u l t i m a t e l y  advance th e  d eve lo p m en t o f  t h e o r y .  T h is  c lo s e ly  re s e m b le d  th e  

c o n te n t io n  o f  Thomas (1 9 7 6 , p . 5 9 ) .  S i m i l a r l y ,  th e  re s e a rc h  r e f l e c t e d  th e  

d e s ir e  to  n a rro w  down th e  o b je c t iv e s  o f  consum er b e h a v io u r  s tu d ie s  to  

s h o p p in g  b e h a v io u r .

The use o f  a r ig o r o u s  re s e a rc h  d e s ig n  w h ereb y  th e  s e le c te d  s u rv e y  

a re a s  had  access  to  a  s im i l a r  sh o p p in g  e n v iro n m e n t a n d , as f a r  as was 

p o s s ib le ,  o n ly  d i f f e r e d  w i t h  r e s p e c t  to  th e  f a c t o r s  b e in g  in v e s t ig a t e d ,  

e n a b le d  th e  e m erg in g  in fo r m a t io n  to  e x p la in  f u l l y  th e  d e te rm in a n ts  o f  

b e h a v io u r .
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T h is  summary o f  c o n c lu s io n s  w i l l  a t te m p t  t o  e v a lu a te  th e  e x t e n t  to  

w h ic h  th e  o r i g i n a l  r e s e a rc h  o b je c t iv e s  w ere  f u l f i l l e d .  The d is c u s s io n  

w i l l  r e l a t e  to  th e  s t r u c t u r e  o f  th e  t h e s is ,  p r i o r  t o  e v a lu a t in g  th e  

o v e r a l l  c o n t r ib u t io n  o f  th e  app ro ach  and r e l a t e  th e  r e s u l t s  t o  some o f  

th e  m u lt i tu d e  o f  p re v io u s  s t u d ie s .

The d is c u s s io n  commenced w ith  th e  a n a ly s is  o f  a g e n e r a l p r o f i l e  o f  

c o n v e n ie n c e  goods s h o p p in g  b e h a v io u r .  T h ree  a s p e c ts  w ere  exa m in ed . The 

g e n e r a l  c h a r a c t e r i s t ic s  o f  shopper b e h a v io u r  i d e n t i f i e d  t h a t  s h o p p in g  

h a b i t s  c o n s is te d  o f  one m a jo r  t r i p  p lu s  an o c c a s io n a l s u p p le m e n ta ry  

e x c u r s io n . Consumer s u b -g ro u p  v a r ia t io n s  r e s u l t e d  i n ,  e i t h e r  a s in g le  

t r i p  o r  tw o s h o p p in g  t r i p s .  These v i s i t s  w ere  o r ie n t a t e d  to w ard s  th e  

w e ek -e n d  p e r io d ,  a lth o u g h  f o r  h ig h  s ta tu s  re s p o n d e n ts  a Wednesday o r  

T h u rsd a y  was p r e f e r r e d .  G e n e r a l ly ,  th e  m o rn in g  p e r io d  d o m in a te d  th e  

t im in g  o f  s h o p p in g  t r i p s  and many re s p o n d e n ts  r e c e iv e d  a s s is ta n c e  fro m  

a d d i t io n a l  members o f  th e  h o u s e h o ld  g ro u p . A m in o r i t y  r e la t io n s h i p  was 

s u g g e s te d  w ith  r e s p e c t  to  com bined o r  m u lt i -p u r p o s e  s h o p p in g  b e h a v io u r .  

The m a jo r i t y  o f  re s p o n d e n ts  c o n s id e re d  t h e i r  s p a t i a l  b e h a v io u r  s t a b le .  

F o llo w in g  t h i s  g e n e r a l p r o f i l e ,  th e  r e s e a rc h  p ro c e d e d  to w ard s  a 

n o m e n c la tu re  o f  c o n v e n ie n c e  goods b e h a v io u r .  The d e t a i l e d  s p a t i a l  c h o ic e  

b e h a v io u r  f o r  s ix  fo o d  p ro d u c ts  fo rm ed  th e  in p u t  in t o  a s i m i l a r i t y  o f  

c e n t r e  c h o ic e  in d e x , w h ic h  i d e n t i f i e d ,  on th e  b a s is  o f  th e  p r im a ry  s ta tu s  

o f  g ro c e ry  b e h a v io u r , th e  i n t e r a c t io n  w i t h  o th e r  p r o d u c ts . The r e s u l t s  

i l l u s t r a t e d  e a r ly  e v id e n c e  o f  a s o c ia l  and g e o g ra p h ic a l d i f f e r e n c e  in  

c e n t r e  c h o ic e , and p ro v id e d  a co n tin u u m  o f  p ro d u c t  ty p e s  f o r  a n a ly s is  

t h a t  w ere  i n i t i a l l y  s i m i l a r ,  and s u b s e q u e n tly  d i f f e r e n t  to  g ro c e ry  

b e h a v io u r .  The a n a ly s is  c o n c lu d e d  t h a t  o v e r t  b e h a v io u r  f o r  m eat and  

b re a d  p u rc h a s e s , w ou ld  r e s p e c t iv e ly  c o r r o b o r a te  and d e t r a c t  fro m  th e  

g ro c e ry  a n a ly s is . T h is  c l a s s i f i c a t i o n  f u l f i l l e d  th e  a im  f o r  a d e t a i le d  

a n a ly s is  o f  sho p p er t r i p  ty p e s  r e f l e c t i n g  th e  r e a l i t i e s  o f  b e h a v io u r .

The e x p la n a t io n  o f  g ro c e ry  c e n t r e  c h o ic e  w o u ld  be s u b s ta n t ia t e d  by th e  

r e s u l t s  fro m  th e s e  a d d i t io n a l  p ro d u c t  g ro u p s . The number o f  d i f f e r e n t  

c e n tr e s  v i s i t e d  f o r  m a jo r  p u rch a se s  o f  th e  o r i g i n a l  s ix  p r o d u c ts , v a r ie d  

g e o g r a p h ic a l ly  and s o c i a l l y  betw een  th e  consum er s u b -g ro u p s . The 

T re b o e th  low  s ta tu s  group  v i s i t e d  on a v e ra g e  1 .8 2  c e n tr e s  com pared to  

t h e i r  h ig h  s ta tu s  c o u n te r p a r ts ,  who v i s i t e d  an a v e ra g e  2 .3 9  c e n tre s  f o r  

th e  s ix  ty p e s  o f  p ro d u c t .
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The c h a r a c t e r i s t i c s  o f  g ro c e ry  s p a t i a l  b e h a v io u r  p ro v id e d  p r e l im in a r y  

e v id e n c e  t h a t  g r o c e r ie s  w ere  p u rc h a s e d  fro m  v a r y in g  numbers o f  c e n tre s  by  

d i f f e r e n t  consum er s u b -g ro u p s . N e v e r th e le s s ,  a la r g e  p r o p o r t io n  (55% 

p lu s )  o f  sho ppers  p u rc h a s e d  o v e r 80% o f  t h e i r  g r o c e r ie s  fro m  a s in g le  

c e n t r e .  The T re b o e th  lo w  s ta tu s  g ro u p  n o ta b ly  d i f f e r e d  in  t h i s  r e s p e c t ,  

i l l u s t r a t i n g  lo w e r  le v e ls  o f  a l le g ia n c e  to  a s in g le  c e n t r e  f o r  g ro c e ry  

p u rc h a s e s . T h is  same g roup  shopped a t  more f r e q u e n t  in t e r v a l s  th a n  o th e r  

consum er s u b -g ro u p s . The d o m in an t c h a r a c t e r i s t i c  was f o r  w e e k ly  g ro c e ry  

t r i p s  to  th e  m a jo r  c e n t r e  c i t e d  by re s p o n d e n ts . The r e s u l t s  in  t h i s  

s e c t io n  p r o v id e d  an in t r o d u c t io n  t o  th e  d e t a i l e d  s p a t i a l  a n a ly s is .  In  

p a r t i c u l a r ,  th e  n o m e n c la tu re  o f  p ro d u c t  p u rc h a s e s  i d e n t i f i e d  th e  

im p o rta n c e  o f  g ro c e ry  sh o p p in g  and th e  s u p p o r t in g  in fo r m a t io n  t h a t  c o u ld  

be o b ta in e d  fro m  th e  a n a ly s is  o f  m eat and b re a d  p u rc h a s e s .

The i n i t i a l  p a t te r n s  o f  c e n t r e  c h o ic e  f o r  m a jo r  g ro c e ry  p u rc h a s e s  

i l l u s t r a t e d  a d i s t i n c t  g e o g ra p h ic a l and s o c ia l  p a t t e r n .  The in f lu e n c e  o f  

g e o g ra p h ic a l lo c a t io n  in  a s s o c ia t io n  w ith  th e  a v a i la b l e  r e t a i l  

o p p o r tu n ity  s e t  was s i g n i f i c a n t  th r o u g h o u t ,  and s o c ia l  s ta tu s  v a r i a t i o n  

was a p p a re n t  w ith  a te n d e n c y  f o r  th e  h ig h  s ta tu s  consum ers to  t r a v e l  

g r e a t e r  d is ta n c e s  to  an in c r e a s e d  v a r i e t y  o f  c e n t r e s .  N e v e r th e le s s ,  n o t  

a l l  h ig h  s ta tu s  re s p o n d e n ts  t r a v e l  to  h ig h  le v e ls  o f  th e  r e t a i l  

h ie r a r c h y ,  w i t h  Tycoch h ig h  s ta tu s  re s p o n d e n ts  e s p e c ia l l y ,  m aking  use o f  

th e  n e a r e s t  c e n t r e .  The in f lu e n c e  o f  th e  r e t a i l  o p p o r tu n ity  s e t  was 

o b v io u s  in  b e h a v io u r  d i r e c t e d  to w a rd s  s m a ll  town c e n tre s  and f r e e  

s ta n d in g  o u t l e t s .  S i m i l a r l y ,  th e  s u b - r e g io n a l  c i t y  c e n tr e  was 

in c r e a s in g ly  im p o r ta n t  f o r  Tycoch re s p o n d e n ts . An a t te m p t  to  e x p la in  

th e s e  p a t t e r n s  was u n d e rta k e n  v ia  th e  a n a ly s is  o f  th e  in f lu e n c e  o f  a 

ra n g e  o f  s o c ia l  and econom ic c h a r a c t e r i s t i c s  on s p a t i a l  b e h a v io u r . In  

p a r t i c u l a r ,  th e  e f f e c t s  o f  sam ple s o c ia l  c la s s ,  p e r s o n a l m o b i l i t y  (c a r  

o w n e r s h ip /a v a i la b i l i t y  and an in d e x  o f  m o b i l i t y ) ,  d em ograph ic  v a r ia b le s ,  

h o u se h o ld  c h a r a c t e r i s t i c s  and t im e  a v a i l a b i l i t y  w ere  in v e s t ig a t e d .

The in f lu e n c e  o f  sam ple s o c ia l  c la s s  c o n firm e d  th e  dom inance o f  th e  

r e t a i l  s t r u c t u r e  i n  d e te rm in in g  o v e r t  s p a t a l  b e h a v io u r , w ith  a c e r t a i n  

e x p la n a t io n  a c c o u n te d  by s o c ia l  c la s s  d i f f e r e n c e s . The h ig h e r  s o c ia l  

c la s s e s  d id  v i s i t  d i f f e r e n t  c e n tre s  to  t h e i r  lo w e r  s o c ia l  c la s s  

c o u n te r p a r ts .  P e rs o n a l m o b i l i t y  in f lu e n c e d  b e h a v io u r  o v e r and above  

th e s e  b a s ic  p a t t e r n s .  F i r s t l y ,  s im p le  c a r  o w n e r s h ip /a v a i la b i l i t y  r a te s
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among th e  low  s ta tu s  groups in c re a s e d  th e  p r o p o r t io n  o f  t r i p s  to w ard s  th e

free standing outlets (Trallwn and Tycoch low status) and small town and
sub regional city centres (Treboeth). The relative significance of car

kts  fkan
o w n e rs h ip  r a te s  was^. -I t h a t  o f  g e o g ra p h ic a l lo c a t io n  and s o c ia l  

s ta tu s ;  a r e s u l t  t h a t  s u p p o rte d  th e  f in d in g s  o f  Thomas ( 1 9 7 4 ) .  S e c o n d ly , 

th e  in d e x  o f  p e r s o n a l m o b i l i t y  re d u c e d  th e  r e l ia n c e  on th e  n e a r e s t  c e n t r e  

f o r  th e  in c r e a s in g ly  m o b ile  g ro u p s . N e v e r th e le s s ,  th e  Tycoch low  s ta tu s  

m o b ile  g roup  s t i l l  r e l i e d  on th e  n e a r e s t  c e n t r e .  Im m o b ile  re s p o n d e n ts  

th r o u g h o u t , w ere  r e s t r i c t e d  t o  n e a r e s t  c e n t r e  s h o p p in g . P a r t i a l  m o b i l i t y  

r e s u l t e d  in  an in c r e a s e d  p r o p o r t io n  o f  t r i p s  to  th e  c i t y  c e n t r e ,  e x c e p t  

a t  T r a l lw n  w here  th e  a s s o c ia te d  g e o g ra p h ic a l in f lu e n c e ,  c o n d it io n e d  

v i s i t s  to w ard s  th e  s m a ll tow n c e n t r e s .  P e rs o n a l m o b i l i t y  has an 

im p o r ta n t  in f lu e n c e  on b e h a v io u r ,  b u t  one t h a t  has a d i s t i n c t  

g e o g ra p h ic a l and a le s s e r  s o c ia l  s ta tu s  im p a c t . The d eve lo p m en t o f  a 

r e f i n e d  in d e x  o f  p e r s o n a l m o b i l i t y ,  o th e r  th a n  s im p le  c a r  o w n e r s h ip /  

a v a i l a b i l i t y  r a t e s ,  had p ro v e d  h ig h ly  s u c c e s s fu l and enhanced th e  

d is c u s s io n . A d d i t i o n a l ly  th e  in fo r m a t io n  i l l u s t r a t e d  how p u b l ic  

t r a n s p o r t  f a c i l i t i e s  s u b s t i t u t e  f o r  p r iv a t e  t r a n s p o r t  f a c i l i t i e s  and  

e n a b le d  th e  im m o b ile  re s p o n d e n ts  to  t r a v e l  to  a h ig h e r  o rd e r  c e n t r e .

This trait was clearly evident at Trallwn.

A range of demographic variables identified additional influences on 
behaviour. Firstly, the age of the respondents highlighted that- for 
elderly persons, social and geographical influences were negated by the 
constrained behaviour of this group. Old age appeared to be a distinct 
leveller of spatial mobility across social and geographcial boundaries. 
Age variations also provided an input into a classification of family 
life cycle, in an attempt to elicit additional explanation. The index 
was not especially successful but did substantiate the previous 
statements with respect to old age. The influence of pre-school children 
was apriori hypothesised as a constraint upon spatial behaviour. For 
those respondents from a high status, mobile background (at Treboeth and 
Tycoch) the presence of a pre-school dependent resulted in an increased 
usage of the free standing outlets and 'one stop', bulk shopping.
However, for the low status groups, with lower mobility levels, the 
presence of a pre-school dependent did not, especially at Trallwn, 
influence grocery centre choice. This again suggests the primary 
importance of location, social status and mobility influences on
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b e h a v io u r .  The e f f e c t  o f  th e  t o t a l  number o f  c h i ld r e n  p r e s e n t  in  th e  

h o u se h o ld  was m in im a l;  c l e a r l y  th e  fu n d a m e n ta l in f lu e n c e s  h ig h l ig h t e d  

w ere o f  g r e a t e r  s ig n i f i c a n c e .

The in f lu e n c e  o f  h o u s e h o ld  c h a r a c t e r i s t i c s  p ro d u ce d  a f u r t h e r  

in t e r v e n in g  in f lu e n c e  on b e h a v io u r . R espondents  fro m  la r g e r  h o u seh o ld s  

w ere  in c r e a s in g ly  l i k e l y  to  v i s i t  th e  f r e e  s ta n d in g  o u t l e t s , w ith  th o s e  

fro m  th e  s m a l le s t  u n i t s  c o n s tr a in e d  t o  v i s i t i n g  th e  n e a r e s t  c e n t r e .

A g a in , s o c ia l  s ta tu s  was i n f l u e n t i a l ,  w ith  th e  e f f e c t  o f  t h i s  v a r ia b le  

more p ro n o u n ced  f o r  th e  h ig h  s ta tu s  g ro u p . C le a r ly  a number o f  

in t e r v e n in g  in f lu e n c e s  w ere  a ls o  a p p a r e n t .

Time a v a i la b le  f o r  s h o p p in g  r e s u l t e d  in  w o rk in g  re s p o n d e n ts  

i l l u s t r a t i n g  d i f f e r e n t  p a t t e r n s  to  t h e i r  non w o rk in g  c o u n t e r p a r t s . These  

v a r ie d  f u r t h e r  b etw een  f u l l  t im e  and p a r t  t im e  w o rk e rs , b u t  more 

s i g n i f i c a n t l y  betw een  th e  g e o g ra p h ic a l and s o c ia l  g ro u p s . The in f lu e n c e  

i s  t h e r e f o r e  s e c o n d a ry , b u t  does r e s u l t  in  w o rk in g  re s p o n d e n ts  in c r e a s in g  

v i s i t s  to  la r g e r  h ie r a r c h ic a l  c e n tre s  ( th e  c i t y  c e n t r e ,  s m a ll tow n c e n t r e  

and f r e e  s ta n d in g  o u t l e t s )

The a n a ly s is  o f  s u p p le m e n ta ry  c e n t r e  c h o ic e  f o r  g r o c e r ie s  s u p p o rte d  

th e s e  s o c ia l  and s p a t i a l  d i f f e r e n c e s  in  b e h a v io u r . The n a tu r e  and ty p e  

o f  th e s e  p u rc h a s e s  r e s u l t e d  in  le s s  o v e r a l l  v a r i a t i o n ,  w ith  n e a r e s t  

c e n tre s  becom ing an in c r e a s in g ly  im p o r ta n t  d e s t in a t io n  and th e  c i t y  

c e n tr e  a c c o u n t in g  f o r  many t r i p s .  A t Tycoch th e  p r e v io u s ly  u n im p o r ta n t  

d i s t r i c t  c e n tre s  f e a tu r e  as a s i g n i f i c a n t  d e s t in a t io n  f o r  s u p p le m e n ta ry  

g ro c e ry  t r i p s . P e rs o n a l m o b i l i t y  le v e ls  d id  n o t a p p r e c ia b ly  add t o  t h i s  

e x p la n a t io n .  The in f lu e n c e  o f  p r e -s c h o o l d ep en d en ts  p ro d u ce d  a d i f f u s e  

im p a c t on s u p p le m e n ta ry  b e h a v io u r , w ith  a t  T r a l lw n  a f u r t h e r  in c r e a s e  in  

v i s i t s  t o  th e  n e a r e s t  c e n t r e ,  a t  T re b o e th  an in c r e a s e  in  v i s i t s  t o  th e  

s m a ll tow n c e n tr e s  and c i t y  c e n t r e ,  and a t  Tycoch an in c r e a s e  in  th e  use  

o f  th e  n e a r e s t  c e n t r e ,  f r e e  s ta n d in g  o u t l e t s  and d i s t r i c t  c e n t r e s .  The 

r e l a t i v e  in c o n s is te n c y  o f  th e s e  r e s u l t s  a re  s u g g e s t iv e  o f  a d d i t io n a l  

in f lu e n c e s . D is ta n c e s  a r e  on th e  w h o le  m in im is e d  f o r  s u p p le m e n ta ry  

g ro c e ry  p u rc h a s e s . A g e o g ra p h ic a l and s o c ia l  p a t t e r n  to  b e h a v io u r  i s  

d is c e r n ib le ,  a l b e i t  o f  a le s s e r  s ig n i f i c a n c e  th a n  p r e v io u s ly  i d e n t i f i e d  

f o r  m a jo r  g ro c e ry  c e n t r e  c h o ic e . The c o n te n t io n  o f  Warnes and D a n ie ls  

(1 9 7 8 )  w o u ld  a p p e a r to  be r e le v a n t  h e r e .  U rban  sho p p ers  w ou ld  a p p e a r to
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v i s i t  th e  n e a r e s t  c e n t r e  o f f e r in g  th e  d e s ir e d  t y p e ,  q u a l i t y  and  

c o m b in a tio n  o f  goods; s u p p le m e n ta ry  p u rc h a s e s  a re  le s s  dem anding th a n  

th o s e  o f  m a jo r  c e n t r e  c h o ic e  and as such th e  n e a r e s t  c e n t r e  p ro v id e s  f o r  

many con su m ers ' n e e d s .

The a n a ly s is  o f  g ro c e ry  s p a t i a l  b e h a v io u r  i d e n t i f i e d  f o r  m a jo r  

g ro c e ry  t r i p s  a v a r i e t y  o f  c e n t r e  c h o ic e . These c e n tre s  v a r y  a c c o rd in g  

to  p la c e  o f  r e s id e n c e ,  s o c ia l  s t a t u s ,  p e r s o n a l m o b i l i t y  and a v a r i e t y  o f  

in t e r v e n in g  v a r i a b l e s T h e  s ig n i f ic a n c e  o f  each o f  th e s e  in f lu e n c e s  a re  

tem p e red  by th e  p r im a ry  e f f e c t  o f  l o c a t io n ,  s o c ia l  s ta tu s  and m o b i l i t y .  

F o r some re s p o n d e n ts , e s p e c ia l ly  th e  e l d e r l y ,  th e  r e l a t i v e  im p o rta n c e  o f  

each o f  th e s e  in f lu e n c e s  c h a n g es . S u p p le m e n ta ry  c e n t r e  c h o ic e  is  

in c r e a s in g ly  o r ie n t a t e d  to w ard s  th e  n e a r e s t  (n e ig h b o u rh o o d  o r  l o c a l )  

c e n t r e .  Consumer d e c is io n  m akin g  v a r ie s  a c c o r d in g  to  th e  p u rp o se  o f  th e  

s h o p p in g  t r i p .

These c o n c lu s io n s  w ere  t e s te d  f u r t h e r  by th e  a n a ly s is  o f  s p a t i a l  

b e h a v io u r  f o r  m eat p r o d u c ts . The c o r r o b o r a t iv e  a im s o f  t h i s  s e c t io n  w ere  

g e n e r a l ly  f u l f i l l e d .  The r e s u l t s  s u p p o r te d . th e  in f lu e n c e  o f  g e o g ra p h ic a l  

lo c a t io n  and th e  a v a i la b le  sh o p p in g  o p p o r tu n ity  s e t ,  a lth o u g h  th e  e f f e c t  

o f  s o c ia l  and econom ic c h a r a c t e r i s t ic s  was le s s  c l e a r .  M eat p u rc h a s e s  

w ere  o r ie n t a t e d  to w ard s  th e  c i t y  c e n t r e  w ith  a d d i t io n a l  v a r ia t io n s  

r e la t e d  to  lo c a l  o p p o r t u n i t ie s . The a t t r a c t i o n  o f  a f r e s h  fo o d  m a rk e t in  

th e  c i t y  c e n t r e  was fo rw a rd e d  as a p o s s ib le  e x p la n a t io n  f o r  t h i s  

b e h a v io u r . The g e o g ra p h ic a l b ia s  o f  T re b o e th  and T r a l lw n  shoppers  

to w ard s  a s m a ll tow n c e n t r e  was a p p a r e n t ,  as was th e  use o f  d i s t r i c t  

c e n tre s  by Tycoch re s p o n d e n ts . S o c ia l  s ta tu s  v a r i a t io n  was o f  le s s  

s ig n i f i c a n c e ,  b u t  d is c e r n ib le  a t  T r a l lw n  ( th e  h ig h  s ta tu s  m o b ile  groups  

t r a v e l  to  ofcKer s m a ll  town c e n t r e s )  and T re b o e th  ( th e  low  s ta tu s  

in c r e a s in g ly  v i s i t  th e  n e a r e s t  c e n t r e ) .  A l t e r n a t i v e  g ro u p in g s  o f  

consum ers, n o ta b ly  by p e r s o n a l m o b i l i t y  and p r e -s c h o o l c h i ld r e n ,  p ro d u ced  

a s e r ie s  o f  in c o n s is te n t  r e s u l t s .  O n ly  a t  th e  Tycoch s i t e  d id  p e r s o n a l  

m o b i l i t y  le v e ls  m a t e r i a l l y  in f lu e n c e  m eat c e n t r e  c h o ic e . The e f f e c t  o f  

p r e -s c h o o l c h i ld r e n  s u p p o rte d  th e  p re v io u s  g ro c e ry  c o n c lu s io n s , w ith  

re s p e c t  to  v i s i t s  to  th e  f r e e  s ta n d in g  o u t l e t s .  G e n e r a l ly ,  th e  f r e e  

s ta n d in g  o u t le t s  w ere  n o t  i d e n t i f i e d  as a m a jo r  c e n t r e  c h o ic e  f o r  m eat;  

f o r  re s p o n d e n ts  w ith  p r e -s c h o o l c h i ld r e n ,  h o w e v e r, i t s  im p o rta n c e  

in c re a s e d  and s u b s ta n t ia te d  th e  p r e v io u s  c o n c lu s io n s  r e g a r d in g  t h i s
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in f lu e n c e .  S i m i l a r l y ,  th e  r e s u l t s  fro m  th e  a n a ly s is  o f  m eat b e h a v io u r  

c l a r i f i e d  th e  r e l a t i v e  p o s i t io n  o f  th e  e f f e c t  o f  p e r s o n a l m o b i l i t y  on 

c o n v e n ie n c e  goods b e h a v io u r  -  th e  in f lu e n c e  o f  p e r s o n a l m o b i l i t y  was 

sec o n d a ry  to  t h a t  o f  s o c ia l  s t a t u s . Consumer demands f o r  m eat d i f f e r  and  

r e s u l t  in  d i f f e r e n t  p a t t e r n s  o f  o v e r t  s p a t i a l  b e h a v io u r . T h is  s u p p o rts  

th e  c o n te n t io n  t h a t  f u r t h e r  d eve lo p m en ts  in  th e  u n d e rs ta n d in g  o f  consum er 

s p a t i a l  b e h a v io u r  r e q u ir e  th e  d is a g g g r e g a t io n  o f  sh o p p in g  t r i p  ty p e s  i n  

r e l a t i o n  to  a p ro d u c t  n o m e n c la tu re .

The a n a ly s is  o f  b re a d  s p a t i a l  b e h a v io u r  d e t r a c te d  fro m  th e  g ro c e ry  

r e s u l t s  and con fo rm ed  to  th e  n e a r e s t  c e n t r e  h y p o th e s is .  N e v e r th e le s s ,  

m in o r d i f f e r e n c e s  in  c e n t r e  c h o ic e  w ere  a p p a re n t  and can be e x p la in e d  by  

th e  g e o g ra p h ic a l and s o c ia l  v a r i a b l e s . In c re a s e d  p e r s o n a l m o b i l i t y  

r e s u l t e d  in  d e c l in in g  use o f  th e  n e a r e s t  c e n t r e  f o r  b re a d  p u rch a se s  

i r r e s p e c t iv e  o f  s o c ia l  s t a t u s .  The c o m p e n sa tin g  o u t l e t s  v i s i t e d  v a r ie d  

by g e o g ra p h ic a l lo c a t io n ;  a t  T r a l lw n  and T y c o c k  -  th e  t r i p s  w ere  

o r ie n t a t e d  to w ard s  th e  c i t y  c e n tr e  and a t  T re b o e th  to w ard s  th e  s m a ll  tow n  

c e n t r e s . These r e s u l t s  add f u r t h e r  t o  th e  c o n te n t io n  t h a t  a p ro d u c t  

n o m e n c la tu re  o f  b e h a v io u r  is  a p r e r e q u is i t e  f o r  f u r t h e r  s tu d ie s .

C o nven ien ce  goods s h o p p in g  b e h a v io u r  v a r ie s  in  a c c o rd a n ce  w ith  

p ro d u c ts  s o u g h t and betw een  d i f f e r e n t  consum er s u b -g ro u p s . A number o f  

c o n s is te n t  r e s u l t s  e n a b le  th e  r e l a t i v e  e x p la n a to r y  s ig n i f ic a n c e  o f  th e  

d e te rm in a n ts  o f  b e h a v io u r  to  be s u g g e s te d . G e o g ra p h ic a l lo c a t io n  and i t s  

r e la t io n s h i p  to  th e  a v a i la b le  sh o p p in g  o p p o r tu n ity  s e t  i s  o f  p r im a r y  

im p o r ta n c e . S i m i l a r l y ,  s o c ia l  s ta tu s  in f lu e n c e s  a r e  a p p a re n t  and a re  

s im u lta n e o u s ly  r e l a t e d  to  d i f f e r i n g  m o b i l i t y  l e v e l s . S o c ia l  s ta tu s  was 

i d e n t i f i e d  as o f  g r e a t e r  im p o rta n c e  th a n  m o b i l i t y .  F u r th e r  in f lu e n c e s  o f  

a s p e c i f i c  n a tu r e  w ere  d e m o n s tra te d  w i t h  r e s p e c t  to  re s p o n d e n t age  

( e s p e c ia l ly  o ld  a g e ) ,  p r e -s c h o o l c h i ld r e n ,  h o u s e h o ld  s iz e  and re s p o n d e n t  

w ork s t a t u s . These r e s u l t s  s u p p o rt a number o f  c o n c e p tu a l p o s t u la t e s ; 

b u t  n o ta b ly  h ave  im p l ic a t io n s  f o r  th e  a p p l ic a t io n  o f  r e f i n e d  g r a v i t y  

m odels in  th e  in t r a - u r b a n  c o n te x t .  B e h a v io u ra l p a t t e r n s  need t o  be 

d is a g g re g a te d  f o r  th e  in f lu e n c e  o f  l o c a t io n ,  s o c ia l  s ta tu s  and m o b i l i t y  

and w i t h in  th e s e  c a te g o r ie s  f o r  th e  m in o r i t y  e f f e c t  o f  a d d i t io n a l  

v a r ia b le s . F u r th e rm o re , th e  n o m e n c la tu re  o f  p r o d u c t  ty p e s  s u p p o rts  th e  

need f o r  th e  a p p l ic a t io n  o f  such m odels to  c o n s t r a in  th e  b e h a v io u r a l  

v a r i a t i o n .
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W ith in  th e s e  o v e r a l l  comments th e  a p p l i c a b i l i t y  o f  th e  n e a r e s t  c e n t r e  

h y p o th e s is  has been d e m o n s tra te d , a m o d if ie d  'd u a l  a s s ig n m e n t' r o le  f o r  

c e r t a in  consum er groups fo rw a rd e d  and th e  a rg u m en t em bodied by  W arnes and  

D a n ie ls  ( 1 9 7 8 ) ,  in  r e la t io n s h i p  t o  th e  ty p e  o f  p ro d u c t  demanded, 

s u p p o r te d .

These f in d in g s ,  h o w ev e r, do n o t  c o n s id e r  any p e r c e p tu a l  o r  c o g n it iv e  

e le m e n ts  o f  b e h a v io u r .  The move fro m  th e  e m p ir ic a l  app ro ach  to w ard s  such  

d im en s io n s  o c c u r re d , i n i t i a l l y  in  th e  s e c t io n  d e v o te d  t o  consumer t r i p  

m o t iv a t io n s . T h is  a s p e c t o f  th e  re s e a rc h  a tte m p te d  to  in v e s t ig a t e  th e  

re aso n s  f o r ,  o r  th e  p e r c e p tu a l  d e te rm in a n ts  o f ,  c e n t r e  c h o ic e  f o r  fo o d  

g o o ds . S eve n te e n  s ta te m e n ts  w ere  assem b led  and r e p r e s e n te d  th e  

in t e g r a t e d  a p p ro ach  s o u g h t. The r e s e a rc h  a im ed  t o  i d e n t i f y  th e  

s ig n i f ic a n c e  o f  th e s e  d e te rm in a n ts  in  a c c o rd a n c e  w ith  th e  p r e v io u s ly  

d e f in e d  consum er groups and e x p lo r e  th e  p o s s ib le  r e la t io n s h i p  betw een  

m o t iv a t io n  and o v e r t  b e h a v io u r . A v a r i e t y  o f  a n a l y t i c a l  te c h n iq u e s  w ere  

a p p l ie d  to  i d e n t i f y  th e  d o m in an t c h a r a c t e r i s t i c s  o f  fo o d  m o t iv a t io n .  

M o tiv e s  co n c ern e d  w ith  p ro d u c t  c h a r a c t e r i s a t i o n ,  such as p r i c e ,  c h o ic e  

and q u a l i ty ?  s h o p p in g  c e n t r e  c o m p o s it io n  ( a v a i l a b le  shops and th e  

r e p u t a t io n  o f  th e s e  o u t l e t s ) ;  an e le m e n t o f  r o u t in e  o r  f a m i l i a r i t y  w ith  a 

c e n tr e  and a number o f  g e o g ra p h ic a l d im e n s io n s , w ere  i d e n t i f i e d .  The 

p r e v io u s ly  n o te d  d i f f e r e n c e s  in  t r a n s p o r t  mode to  a p a r t i c u l a r  sh o p p in g  

c e n tr e  w ere  e x te n d e d  in t o  m o t iv a t io n  r e l a t e d  to  ease  o f  c a r  a c c e s s . T h is  

m o tiv e  was a more im p o r ta n t  h ig h  s ta tu s  d e te r m in a n t ,  w h i l s t  th e  low  

s ta tu s  groups w ere  m o t iv a te d  by th e  a v a i la b l e  bus f a c i l i t i e s  and d is ta n c e  

c o n s id e r a t io n s . A c lo s e  r e la t io n s h i p  b etw een  th e  le v e ls  o f  p e r s o n a l  

m o b i l i t y  e x p e r ie n c e d  by th e  d i f f e r e n t  s o c ia l  s ta tu s  groups and th e  

im p o rta n c e  o f  in d iv id u a l  d e te rm in a n ts  was s u g g e s te d . F o r th e  im m o b ile  

re s p o n d e n t, p u b l ic  t r a n s p o r t  f a c i l i t i e s  and d is ta n c e  c o n s id e r a t io n  w ere  

c l e a r l y  im p o r ta n t  d e te rm in a n ts  o f  c e n t r e  c h o ic e . Non a c c e s s i b i l i t y  

m o tiv e s  w ere  r e l a t e d  to  f a c to r s  o th e r  th a n  th o s e  c o n te x tu a l  

c h a r a c t e r i s t i c s  o f  th e  consum er. The r e s u l t s  h o w ev e r, c o n firm e d  th e  

im p o rta n c e  o f  q u a l i t a t i v e  f a c to r s  o f  sh o p p in g  c e n t r e s , such as th e  r e t a i l  

c o m p o s itio n  and p ro d u c t  c h a r a c t e r i s t i c s ,  t o  th e  consum er d e c is io n  m aking  

p r o c e s s . An e le m e n t o f  r o u t in e  and f a m i l i a r i t y  p ro v id e d  a f i n a l  

d e te rm in a n t  o f  c e n t r e  c h o ic e . T h is  a p p e a re d  to  r e l a t e  t o  th e  use o f  a 

s in g le  ty p e  o f  c e n t r e  by th e  consum er groups and was v ie w e d  as an a s p e c t  

o f  t r a d i t i o n a l  b e h a v io u r . M o t iv a t io n s  r e la t e d  to  c a r  and bus f a c i l i t i e s
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and d is ta n c e  com ponents w ere  c lo s e ly  a s s o c ia te d  w ith  c e n t r e  c h o ic e . C ar 

m o t iv a t io n s  a c c o u n t f o r  many re s p o n d e n ts  v i s i t i n g  th e  f r e e  s ta n d in g  

o u t l e t s . R espondents  m o t iv a te d  b y  bus f a c i l i t i e s  in c r e a s in g ly  v i s i t  th e  

c i t y  c e n t r e ,  o r  in  th e  case o f  T r a l lw n  re s p o n d e n ts , th e  n e a r e s t  s m a ll  

tow n c e n t r e .  The r o u t in g  o f  bus f a c i l i t i e s  was c l e a r l y  r e le v a n t  t o  t h i s  

r e l a t i o n s h i p .  Consumers m o t iv a te d  by d is ta n c e  c o n s id e r a t io n s  

in c r e a s in g ly  shopped a t  th e  n e a r e s t  (n e ig h o u r h o o d / lo c a l) c e n t r e .  The 

con g ru ence  o f  a c c e s s i b i l i t y  b ased  m o tiv e s  and s p a t i a l  b e h a v io u r  was 

c l e a r .  S i m i l a r l y ,  m o t iv a t io n s  r e l a t e d  t o  s h o p p in g  c e n t r e  c h a r a c t e r i s t i c s  

p ro d u c e d , f o r  two o f  th e  th r e e  sam ple  a r e a s ,  a c o n s is te n t  a s s o c ia t io n  

w it h  s h o p p in g  t r i p s  to w ard s  a la r g e  c e n t r e  ( e s p e c ia l ly  th e  c i t y  c e n t r e ) .  

The r e la t io n s h ip  betw een  p ro d u c t  m o tiv e s  and b e h a v io u r  was le s s  c l e a r ,  

a lth o u g h  re s p o n d e n ts  n o t  i d e n t i f y i n g  t h i s  m o t iv a t io n  o r ie n t a t e d  t h e i r  

b e h a v io u r  to w ard s  th e  n e a r e s t  c e n t r e  o r  an a l t e r n a t i v e  's m a l l '  c e n t r e .

The m o t iv a t io n a l  d e t e r n ’ n ts  o f  b e h a v io u r  a re  c o n s is t e n t ly  r e l a t e d

to  o v e r t  s p a t i a l  b e h a v io u r ,^ th e  p re v io u s  c o n c lu s io n s  in  r e la t io n s h i p  t o  

th e  in f lu e n c e  o f  consum er s u b -g ro u p s  on b e h a v io u r  a re  w e l l  s u p p o rte d  by  

th e s e  f in d in g s . T h e re  does a p p e a r to  be a c o n s is te n t  r e la t io n s h i p  

b etw een  b e h a v io u r , m o t iv a t io n  and th e  s o c io -e c o n o m ic  and g e o g ra p h ic a l  

c o r r e la t e s  o f  b e h a v io u r .  The r e la t io n s h i p  b etw een  m o t iv a t io n  and  

b e h a v io u r  is  u n d o u b te d ly  i n t e r a c t i v e  and v a r ie s  in  a c c o rd a n ce  w i t h  an 

i n d iv id u a l  d im e n s io n . The re s e a rc h  aim s w ere  f u l l y  a c h ie v e d  by t h i s  

a p p ro a c h .

The n e x t  s e c t io n  o f  th e  th e s is  exam in ed  consum er a t t i t u d e s  t o  f i v e  

a p r i o r i  d im e n s io n s  o f  s h o p p in g  b e h a v io u r . These m easured  th e  ty p e  o f  

s to r e s  a v a i l a b l e , c i t y  c e n t r e  s h o p p in g  t r i p s , econom ic a t t r i b u t e s  o f  th e  

p ro d u c ts  b o u g h t, g e o g ra p h ic a l a t t r i b u t e s  and d is ta n c e s  to  v a r io u s  

sh o p p in g  c e n tre s  and s o c ia l  a t t r i b u t e s  t o  th e  sh o p p in g  a c t i v i t y  in  

g e n e r a l .  A r e l i a b i l i t y  e x e r c is e  was p e r fo rm e d  on th e  d a ta  s e t ,  e n a b lin g  

th e  r e s u l t a n t  c o n c lu s io n s  to  be made fro m  a m e th o d o lo g y  r i g i d l y  a d h e r in g  

t o  th e  p r in c ip le s  o f  s o c ia l  s c ie n c e  r e s e a r c h .

A t t i t u d e s  to  a s in g le  s ta te m e n t  o f  shop ty p e s  w ere  le s s  fa v o u r a b le  to  

s m a ll  s t o r e s , a l b e i t  w ith  a m in o r consum er s u b -g ro u p  v a r i a t i o n  i n  fa v o u r  

o f  th e  low  s ta tu s  re s p o n d e n ts  a t  T r a l lw n  and T y c o c h . A t t i t u d e s  to  th e  

c i t y  c e n t r e  v a r ie d  g e o g r a p h ic a l ly  and to  a le s s e r  e x t e n t  s o c i a l l y ,
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betw een  th e  d e s ig n a te d  consum er g ro u p s . Many consum ers had a h ig h  

o p in io n  o f  th e  c i t y  c e n t r e  b u t  d id  n o t  l i k e  to  shop f o r  fo o d  in  th e  CBD. 

O n ly  th e  Tycoch lo w  s t a t u s ,  and t o  a le s s e r  e x t e n t  th e  T re b o e th  h ig h  

s t a t u s ,  fa v o u re d  fo o d  sh o p p in g  fro m  th e  c i t y  c e n t r e .  The a n a ly s is  

h ig h l ig h t e d  f u r t h e r  d i f f e r e n c e s  in  a t t i t u d e  to  th e  c i t y  c e n t r e  b etw een  

th e  g e o g ra p h ic a l g ro u p s . A t t i t u d e s  to w ard s  a s o c ia l  a t t r i b u t e  t o  c i t y  

c e n t r e  s h o p p in g  p ro d u ce d  a v a r ie d  re s p o n s e . O p in io n s  w ith  r e s p e c t  to  th e  

f r e s h  fo o d  m a rk e t w ere  g e n e r a l ly  u n fa v o u r a b le ,  a lth o u g h  b ia s e d  s o c i a l l y ,  

w it h  th e  low  s ta tu s  h o ld in g  a h ig h e r  o p in io n  o f  t h i s  a s p e c t .  A 

s i m i l a r i t y  b etw een  c i t y  c e n t r e  a t t i t u d e s  and b e h a v io u r  was s u p p o rte d  by  

th e  e v id e n c e  p r e s e n te d . Tycoch low  s ta tu s  re s p o n d e n ts  h e ld  a h ig h e r  

o p in io n  o f  th e  c i t y  c e n t r e  f o r  fo o d  s h o p p in g , th e  same group make th e  

g r e a t e s t  p r o p o r t io n a l  number o f  t r i p s  to  th e  c i t y  c e n t r e .

Consumer a t t i t u d e s  to  econom ic a t t r i b u t e s  o f  s h o p p in g  p ro d u ce d  a 

s l i g h t  v a r i a t i o n  i n  resp o n se  t h a t  d i f f e r e d  more betw een  th e  th r e e  

g e o g ra p h ic a l a r e a s ,  th a n  s o c i a l l y  w i t h in  e a c h . R espondents g e n e r a l ly  

v ie w e d  q u a l i t y ,  fre s h n e s s  and o v e r a l l  'v a lu e  f o r  m oney' more fa v o u r a b ly  

th a n  low  p r ic e s  o r  s p e c ia l  o f f e r s . O n ly  th e  T re b o e th  lo w  s ta tu s  g ro u p  

h e ld  a more fa v o u r a b le  a t t i t u d e  to  p r i c e s . The r e l a t i v e  c o n s is te n c y  in  

re sp o n se  betw een  th e  s u b -g ro u p s  c o n s e q u e n tly  o n ly  p ro d u ce d  a weak 

a s s o c ia t io n  w ith  o v e r t  s p a t i a l  b e h a v io u r .

A t t i t u d e s  to  g e o g ra p h ic a l a t t r i b u t e s  o f  sh o p p in g  p ro d u ce d  a v a r ie d  

re s p o n s e  betw een  th e  d i f f e r e n t  sam ple  lo c a t io n s  and w i t h in  each b etw een  

th e  s o c ia l  s ta tu s  g ro u p s . T h is  v in d ic a te s  th e  a d o p te d  a p p ro a c h , i n  t h a t  

a c le a r  g e o g ra p h ic a l a s s o c ia t io n  was a p p a re n t b etw een  g e o g ra p h ic a l  

a t t i t u d e s  and th e  lo c a t io n  o f  re s p o n d e n ts . T h is  a s s o c ia t io n  e x te n d s  i n t o  

o v e r t  b e h a v io u r . The lo w  s ta tu s  re s p o n d e n ts  w ere  o v e r a l l  more fa v o u r a b le  

to w a rd s  t h e i r  n e a r e s t  c e n t r e  ti*a n  th e  h ig h  s ta tu s  g ro u p s , who w ere  

w i l l i n g  t o  t r a v e l  f u r t h e r  d is ta n c e  to  l a r g e r ,  'm ore a t t r a c t i v e '  s h o p p in g  

c e n t r e s .  S i m i l a r l y ,  th e  d i f f e r e n c e s  in  a t t i t u d e s  e x te n d e d  b etw een  th e  

t h r e e  g e o g ra p h ic a l a r e a s .  O p in io n s  w ith  re g a rd  to  th e  d e s ir e  to  shop a t ,  

and th e  q u a l i t y  o f ,  th e  n e a r e s t  c e n t r e  d i f f e r e d  f o r  each  o f  th e  s u rv e y  

a r e a s . T r a l lw n  b ased  re s p o n d e n ts  d id  n o t  l i k e  s h o p p in g  a t  th e  n e a r e s t  

c e n t r e  and c o n s id e re d  t h e i r  n e a r e s t  c e n t r e  o f  lo w e r  q u a l i t y  th a n  th e  

T re b o e th  o r  Tycoch g ro u p s . Tycoch b ased  re s p o n d e n ts  e s p e c ia l ly  l i k e d  to
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shop a t  t h e i r  n e a r e s t  c e n t r e .  These d i f f e r e n c e s  in  g e o g ra p h ic a l  

a t t i t u d e s  a re  c a r r i e d  a c ro s s  in t o  th e  p a t t e r n s  o f  o v e r t  s p a t i a l  

b e h a v io u r .  M a jo r  g ro c e ry  c e n tr e  c h o ic e  i s  c l e a r l y  r e la t e d  to  a t t i t u d e s  

t o  th e  n e a r e s t  c e n t r e  o r  to  th e  a t t r a c t i o n  o f  a d i f f e r e n t  c e n t r e  a t  

g r e a t e r  d is ta n c e s . A t a l l  th r e e  sam ple lo c a t io n s  a congruence o f  

g e o g ra p h ic a l b ased  a t t i t u d e s  and g e o g ra p h ic a l c h o ic e  b e h a v io u r  is  

i l l u s t r a t e d .  T h is  i s  im p o r ta n t  and has a consequence f o r  f u r t h e r  

re s e a rc h  in  t h a t  th e  r e c o g n i t io n  o f  th e  im p o rta n c e  o f  r e s i d e n t i a l  

l o c a t io n ,  in  a s s o c ia t io n  w ith  th e  a v a i l a b l e  s h o p p in g  o p p o r t u n i t ie s ,  is  

fu n d a m e n ta l to  th e  u n d e rs ta n d in g  o f  consum er s p a t i a l  b e h a v io u r .  R esearch  

m ust c o n t r o l  f o r  t h i s  in f lu e n c e ,  as w e l l  as th e  e f f e c t  o f  th e  a d d i t io n a l  

in t e r v e n in g  v a r ia b le s  i d e n t i f i e d .  The a n a ly s is  o f  consum er a t t i t u d e s  d id  

n o t d is a g g re g a te  th e  e f f e c t  o f  s o c ia l  s t a t u s .  The p re v io u s  r e s u l t s  w ou ld  

te n d  to  s u p p o rt  th e  need f o r  s i m i l a r  c o n t r o l  in  t h i s  v a r i a b le .

A le s s  fa v o u r a b le  o v e r a l l  a t t i t u d e  was e x p re s s e d  w ith  s ta te m e n ts  

r e l a t i n g  to  s o c ia l  a t t r i b u t e s  o f  s h o p p in g . A c o n s is te n t  v ie w  o f  th e  

o nerous n a tu re  o f  s h o p p in g  a c t i v i t y ,  t h a t  once c o m p le te d  p ro d u ces  a 

d e f i n i t e  f e e l i n g  o f  s a t i s f a c t io n  o r  r e l i e f  was e x p re s s e d  by many 

s h o p p e rs . The h ig h  s ta tu s  groups h e ld  more e x tre m e  ( le s s  fa v o u r a b le )  

o p in io n s  o f  th e s e  a s p e c ts . The o n ly  g ro u p  who h e ld  a s l i g h t l y  more 

fa v o u r a b le  o p in io n  t h a t  sh o p p in g  was n o t  a c h o re , was th e  T r a l lw n  low  

s ta tu s  g ro u p . A s o c ia l  s ta tu s  v a r i a t i o n  was a p p a re n t  in  a t t i t u d e s  to  th e  

re s p o n d e n ts ' 'p la n n in g ' o f  a s h o p p in g  t r i p  -  th e  h ig h  s ta tu s  groups  

in c r e a s in g ly  fa v o u re d  t h i s  a s p e c t .  No s i g n i f i c a n t  r e la t io n s h ip s  w ere  

i d e n t i f i e d  betw een  s o c ia l  a t t i t u d e s  and b e h a v io u r .

O v e r a l l ,  th e  s e c t io n  on consum er a t t i t u d e s  f u l f i l l e d  i t s  o b je c t iv e s .  

The c h a r a c t e r i s t i c s  o f  a t t i t u d e s  w ere  i d e n t i f i e d ,  d is c u s s e d  w ith  

r e fe r e n c e  to  th e  sam ple fra m e  and r e l a t e d  t o  o v e r t  s p a t i a l  b e h a v io u r . 

A t t i t u d e s  t o  shop ty p e s ,  lo c a t io n  and th e  g e o g ra p h ic a l im p l ic a t io n s  o f  

t r a v e l l i n g  a re  d e f i n i t e .  They v a r y  b etw een  consum ers , e s p e c ia l ly  betw een  

d i f f e r e n t  r e s i d e n t i a l  lo c a t io n s  (an d  r e t a i l  o p p o r t u n i t ie s )  and betw een  

d i f f e r e n t  s o c ia l  g ro u p s . A c o n s is te n t  r e la t io n s h i p  betw een  g e o g ra p h ic a l  

a t t i t u d e s  and s p a t i a l  b e h a v io u r  was i d e n t i f i e d .  The d i r e c t io n  o f  t h i s  

r e la t io n s h i p  how ever was n o t  c l a r i f i e d ;  th e  n a tu re  o f  th e  r e s u l t s  c o u ld  

be s u g g e s t iv e  o f  th e  d i r e c t io n  b u t  i t  is  p e rh a p s  more p e r t in e n t  to  v ie w
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the attitude-behaviour consistency in interactive terms.

The f i n a l  s e c t io n  o f  th e  th e s is  r e tu r n e d  t o  an e m p ir ic a l  a n a ly s is  o f  

h ig h e r  o rd e r  s h o p p in g  b e h a v io u r .  The a p p ro a ch  a d o p te d , m ir r o r e d  t h a t  

p r e v io u s ly  fo l lo w e d  f o r  c o n v e n ie n c e  b e h a v io u r . The s e c t io n  a im ed  to  

comment on th e  r e la t io n s h i p  betw een  c o n v e n ie n c e  and h ig h e r  o r d e r  goods 

b e h a v io u r , in  o rd e r  to  e x te n d  th e  le v e ls  o f  know ledge on com bined o r  

m u lt i-p u r p o s e  s h o p p in g . C lo th in g  goods w ere  i d e n t i f i e d  fro m  a d u ra b le  

n o m e n c la tu re  as th e  p r im a r y  p ro d u c t  p u rc h a s e d  by co n su m ers . P u rc h a s in g  

b e h a v io u r  f o r  c lo th e s  was le s s  f r e q u e n t  and in v a r i a b l y  form ed  a 's p e c ia l  

jo u r n e y ' ,  th a n  f o r  fo o d  g oods. Consumer s u b -g ro u p  v a r ia t io n s  w ere  

a p p a re n t i n  t h i s  f in d in g ,  w ith  th e  h ig h  s ta tu s  groups p u rc h a s in g  c lo th e s  

a t  more f r e q u e n t  in t e r v a l s  th a n  th e  lo w  s t a t u s . Many re s p o n d e n ts  

in d ic a t e d  a s tro n g  a l le g ia n c e  to  one c e n t r e  f o r  c lo t h in g  p u rc h a s e s .

M a jo r  c e n tr e  c h o ic e  was d o m in ated  by th e  CBD. A s l i g h t  g e o g ra p h ic a l and  

s o c ia l  s ta tu s  v a r i a t i o n  was a p p a re n t ,  w ith  th e  T r a l lw n  low  s ta tu s  g ro u p , 

e s p e c ia l ly ,  in c r e a s in g  th e  number o f  v i s i t s  t o  th e  s m a ll tow n c e n t r e s ,  

and th e  T re b o e th  lo w  s ta tu s  group  r e l y i n g  on m a il  o r d e r  f a c i l i t i e s . 

P e rs o n a l m o b i l i t y  in t r o d u c e d  an e le m e n t o f  a d d i t io n a l  v a r i a t i o n  i n t o  t h i s  

p a t t e r n ,  b u t  w ith o u t  any d e g re e  o f  c o n s is te n c y . S u p p le m en ta ry  c e n t r e  

c h o ic e  f o r  d u ra b le  goods v a r ie d  b etw een  th e  s o c ia l  s ta tu s  g ro u p s , w ith  

th e  h ig h  s ta tu s  in c r e a s in g ly  v i s i t i n g  r e g io n a l  c e n t r e s ,  and th e  low  

s ta tu s  th e  c i t y  c e n t r e .  The dom inance o f  th e  CBD f o r  d u ra b le  p u rc h a s e s  

i s  in  l i n e  w ith  p re v io u s  s tu d ie s  ( e . g .  Thomas, 1974  and D a v ie s , 1 9 7 3 )  and  

was a n t ic ip a t e d .  The re s e a rc h  a ls o  c o l le c t e d  in fo r m a t io n  on sho p p er  

t r i p s  to  th e  s u b - r e g io n a l  c i t y  c e n t r e .  The r e s u l t s  in d ic a t e d  an o v e r a l l  

fa v o u r a b le  o p in io n  o f  th e  CBD f o r  h ig h e r  o r d e r  s h o p p in g , and c l a r i f i e d  

i t s '  use f o r  c o n v e n ie n c e  s h o p p in g . The p re v io u s  f in d in g s  w ith  r e s p e c t  to  

th e  Tycoch a re a  w ere  c o r r o b o r a te d .

The i n t e r - r e l a t i o n s h i p  betw een  c o n v e n ie n c e  and  d u ra b le  goods sh o p p in g  

in  th e  CBD i d e n t i f i e d  an e le m e n t o f  com bined p u rp o se  sh o p p in g  f o r  c e r t a i n  

s u b -g ro u p s . The p e rc e n ta g e  o f  re s p o n d e n ts  u s in g  th e  CBD f o r  b o th  m a jo r  

c lo th in g  and g ro c e ry  p u rc h a s e s  is  g r e a t e s t  in  th e  Tycoch a r e a ,  e s p e c ia l ly  

am ongst th e  low  s t a t u s .  T h ere  is  t h e r e f o r e  an e le m e n t o f  ' h o l i s t i c '  

consum ption  w i t h in  th e  r e s u l t s  p r e s e n te d . The g e o g ra p h ic a l and s o c ia l
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s ta tu s  v a r ia t io n s  in  o v e r t  s p a t i a l  b e h a v io u r  a r e  c a r r i e d  o v e r  i n t o  t h i s  

r e la t io n s h i p .

T h is  re s e a rc h  has t h e r e f o r e  c o n t r ib u t e d  t o  th e  o v e r a l l  know ledge in  

th e  way consum er s u b -g ro u p s  v i s i t  v a r io u s  c e n tre s  f o r  d i f f e r e n t  goods and  

t h e i r  re as o n s  f o r  d e c is io n  m aking  and a t t i t u d e s  t o  s h o p p in g . The 

in f lu e n c e  o f  a ra n g e  o f  s o c ia l  and s p a t i a l  in d e c e s  h e lp e d  t o  e x p la in  th e  

d e te rm in a n ts  o f  b e h a v io u r . D i f f e r e n t  re a s o n s  f o r  c e n t r e  c h o ic e  w ere  

i d e n t i f i e d  and r e l a t e d  to  th e  c o n te x tu a l  v a r ia b le s  o f  th e  consum er and  

a s s o c ia te d  w ith  b e h a v io u r .  A c lo s e  p a r a l l e l  b etw een  m o t iv a t io n  and  

b e h a v io u r  was d e m o n s tra te d . D i f f e r e n t  consum er a t t i t u d e s  to  shop ty p e s ,  

th e  c i t y  c e n t r e  and g e o g ra p h ic a l a t t r i b u t e s  w ere  fo u n d . A c o n s is te n t  

v ie w  o f  econom ic and s o c ia l  a t t r i b u t e s  o f  sh o p p in g  was i d e n t i f i e d .  

F i n a l l y ,  th e  n a tu r e  o f  h ig h e r  o rd e r  goods sh o p p in g  was exam ined  and th e  

dom inance o f  th e  CBD f o r  many shoppers  i l l u s t r a t e d .  C le a r ly  th e  re s e a rc h  

f u l f i l l e d  i t s  aim s and has enhanced th e  le v e ls  o f  know ledge o f  consum er 

s p a t i a l  b e h a v io u r .

The re s e a rc h  d e s ig n  a d o p te d  a p p e a re d  to  be a d e q u a te , in  t h a t  

g e o g r a p h ic a l■and s o c ia l  s ta tu s  v a r i a t i o n  was c o n t r o l le d .  In fo r m a t io n  was 

p ro v id e d  t h a t  can c o n t r ib u t e  to  th e  f u r t h e r  d ev e lo p m en t o f  a th e o r y  o f  

consum er s p a t i a l  b e h a v io u r . In  r e t r o s p e c t ,  a number o f  a d d i t io n a l  

c o n t r o ls  w ou ld  i d e a l l y  have been im posed on th e  r e s e a rc h  d e s ig n .  

C o n t r o l l in g  f o r  th e  in f lu e n c e  o f  p r e -s c h o o l  c h i ld r e n  and a more ro b u s t  

in d e x  o f  f a m i ly  l i f e  c y c le  w o u ld  h ave  been an a d v a n ta g e . S i m i l a r l y ,  a 

l a r g e r  sam ple in  each  s i t e  w o u ld  have  e n a b le d  more d e t a i l e d  and  

s o p h is t ic a te d  a n a ly s is .  In  p r a c t i c e ,  such c o n s id e r a t io n  w o u ld  have  

p ro v e d  n e a r  im p o s s ib le  f o r  a s in g le  r e s e a r c h e r .  N e v e r th e le s s ,  th e s e  

a s p e c ts  s h o u ld  be c o n s id e re d  f o r  f u t u r e  s tu d ie s  w h ic h  may n o t  have  to  

r e l y  on th e  t im e  and re s o u rc e s  o f  th e  i n d iv id u a l  r e s e a r c h e r .  The a r e a l  

s a m p lin g  fram e  a d o p te d , w hereby  a s ta n d a r d is e d  s e r v ic e  e n v iro n m e n t was 

m a in ta in e d  f o r  d e t a i le d  s tu d y , m ust be a p r e r e q u is i t e  f o r  f u t u r e  re s e a rc h  

in t o  consum er b e h a v io u r . Such an a p p ro a ch  c l e a r l y  p e r m its  th e  

d e te rm in a n ts  o f  b e h a v io u r  to  be i d e n t i f i e d .  F u r th e r  re s e a rc h  in t o  th e  

s h o p p in g  b e h a v io u r  o f  s p e c i f i c a l l y  d e f in e d  consum er groups m ust re c o g n is e  

t h i s  ty p e  o f  d e s ig n . S e g m e n ta tio n  o v e r  and above g e o g ra p h ic a l lo c a t io n  

w i l l  a c h ie v e  d e f i n i t e  r e s u l t s .  The o p in io n  o f  Thomas ( 1 9 7 6 ) ,  re p ro d u c e d
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in  Shepherd  and Thomas (1 9 8 0 , p . 5 5 ) w o u ld , on th e  b a s is  o f  t h i s  r e s e a r c h ,  

a p p e a r w e l l  fo u n d e d . Perhaps  t h i s  c o n te n t io n  s h o u ld  be p u t  more s t r o n g ly  

in  t h a t  advances in  th e  u n d e rs ta n d in g  o f  in t r a - u r b a n  consum er b e h a v io u r  

m ust d is a g g re g a te  b e h a v io u r a l  p a t t e r n s  w ith  r e s p e c t  t o  s o c io - s p a t ia l  

d i f f e r e n t i a t i o n  i n  th e  c i t y .  The r e s u l t s  p re s e n te d  c o n c lu s iv e ly  s u p p o rt  

t h i s  v ie w .

F i n a l l y ,  in  summary th e  o v e r a l l  f in d in g s  o f  th e  re s e a rc h  can be v e r y  

b r i e f l y  r e la t e d  t o  a s p e c ts  o f  th e  o r i g i n a l  l i t e r a t u r e  r e v ie w .  The 

r e s e a rc h  d e m o n s tra te d  t h a t  c o n v e n ie n c e  sh o p p in g  goods b e h a v io u r  needs to  

be d is a g g re g a te d  to  r e f l e c t  th e  demands o f  d i f f e r e n t  p r o d u c ts .

C o n t r o l l in g  th e  d ep e n d e n t o r  sh o p p in g  v a r ia b le  in  t h i s  way r e q u ir e s  n o t  

o n ly  a move fro m  d u ra b le  to  c o n v e n ie n c e  goods, b u t  to w ard s  a n o m e n c la tu re  

o f  c o n v e n ie n c e  p r o d u c ts . O v e r t  s p a t i a l  b e h a v io u r  f o r  th e s e  go o ds , as 

re p r e s e n te d  by c e n tr e  c h o ic e , v a r ie s  by g e o g ra p h ic a l lo c a t io n ,  s o c ia l  

s ta tu s  an d , w i t h in  th e s e  c a t e g o r ie s ,  by m o b i l i t y  l e v e l s .  A d d i t i o n a l l y ,  

th e  e f f e c t  o f  age s t r u c t u r e ;  e s p e c ia l ly  o ld  a g e , th e  p re s e n c e  o f  

p r e -s c h o o l c h i ld r e n ,  h o u s e h o ld  s iz e  and th e  a s s o c ia te d  demand p r o f i l e s  

and th e  w o rk in g  re s p o n d e n ts  on c e n t r e  c h o ic e  m ust be a c c o u n te d  f o r .

The re s e a rc h  a ls o  d e m o n s tra te d  th e  c lo s e  a s s o c ia t io n  betw een  th e s e  

c o n te x tu a l  v a r ia b le s ,  b e h a v io u r  and consum er m o t iv a t io n .  G e o g ra p h ic a l  

b ased  m o t iv a t io n  ( in c lu d in g  t r a n s p o r t  f a c i l i t i e s  and d is ta n c e  o f  jo u r n e y  

to  shop) a re  a s s o c ia te d  w ith  th e s e  a s p e c ts . A s i m i l a r  p a r a l l e l  can be  

made betw een  consum er a t t i t u d e s ,  b e h a v io u r  and c o n te x tu a l  v a r ia b le s .  

A t t i t u d e s  r e la t e d  to  shop t y p e ,  th e  c i t y  c e n t r e  o r  s p e c i f i c  g e o g ra p h ic  

a t t r i b u t e s  d e m o n s tra te d  t h i s  c o n s is te n t  r e la t io n s h i p  f u r t h e r . A t t i t u d e s  

w it h  le s s  o f  a g e o g ra p h ic a l b ia s  d id  n o t  i l l u s t r a t e  such c o n c lu s iv e  

e v id e n c e .

The im p l ic a t io n s  o f  th e s e  r e s u l t s  f o r  p re v io u s  s tu d ie s  

i n t e r e s t i n g .  B e h a v io u r f o r  c e r t a i n  goods (B re a d ) and f o r  c e r t a in  

consum er groups ( e . g .  th e  e l d e r l y  and some low  s t a t u s )  re se m b le s  th e  

n e a r e s t  c e n tr e  h y p o th e s is .  A r e f i n e d  v e r s io n  o f  th e  g r a v i t y  m odel 

d is a g g re g a te d  f o r  th e  dynam ics o f  b e h a v io u r  and r e l a t e d  to  s p e c i f i c  

consum er groups a p p e ars  a p o s s ib le  f r u i t f u l  e x e r c is e .  C e n tre  

a t t r a c t i v e n e s s , e s p e c ia l ly  m easured in  p e r c e p t u a l /c o g n i t iv e  te r m s , does  

a p p e a r t o  be t r a d e d  o f f  a g a in s t  d is ta n c e  by many consum ers , e s p e c ia l l y
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th e  h ig h  s t a t u s ,  m o b ile  g ro u p s . S i m i l a r l y ,  th e  im p l ic a t io n s  f o r  a 'd u a l  

a s s ig n m e n t' w i t h in  th e  in t r a - u r b a n  c o n te x t  a r e  c l e a r .  C e r t a in  consum ers  

a re  u n d o u b te d ly  p re p a re d  t o  t r a v e l  and b y -p a s s  s m a lle r  sho p p in g  c e n t r e s . 

B e h a v io u r w o u ld  a p p e a r to  r e l a t e  to  th e  ' t y p e '  o f  goods o r  s e r v ic e s  

r e q u ir e d  (W arn er and D a n ie ls ,  1 9 7 8 ) .  The im p l ic a t io n s  o f  th e s e  b r i e f  

s ta te m e n ts  f o r  f u t u r e  s tu d ie s  a re  c l e a r .  F u r th e r  d is a g g r e g a t io n  o f  th e  

p a t te r n s  o f  in t r a - u r b a n  sh o p p in g  b e h a v io u r  s h o u ld  o c c u r , b u t  m ust a c c o u n t  

f o r  a s p e c ts  o f  s o c io - s p a t ia l  d i f f e r e n t i a t i o n  in  th e  c i t y .  The l i n k  

betw een  r e s i d e n t i a l  lo c a t io n  and s e r v ic e  p r o v is io n  c an n o t be 

u n d e re s t im a te d  in  such a v ie w .
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APPENDIX 1 : QUESTIONNAIRE 

UNIVERSITY COLLEGE OF SWANSEA

a )  A re  you th e  p r i n c i p a l  sho p p er in  th e  h o u seh o ld ?

I f  YES, p ro c e e d  w ith  th e  in t e r v ie w .

I f  NO, a s k : I s  i t  p o s s ib le  to  speak  w ith  th e  m ain  shopper now?

I f  YES, p ro c e e d  w ith  th e  in t e r v ie w .

I f  NO, e n q u ire  in t o  th e  p o s s i b i l i t i e s  o f  a r r a n g in g  f o r  a n o th e r  

t im e /d a y  o r  f o r  s e l f  c o m p le t io n .

( In  th e  f i n a l  r e s o r t  a b o r t  th e  in t e r v ie w  and r e c o r d  as Non R esponse) .

To b e g in  w i t h ,  I 'm  g o in g  to  ask  you a few  q u e s t io n s  a b o u t y o u r s e l f  and  

y o u r f a m i ly .  These a re  o n ly  needed  to  c l a s s i f y  you w i t h in  a la r g e r  group  

o f  s h o p p e rs . I  a s s u re  you o f  th e  u tm o s t CO NFID EN TIA LITY.

1 )  HOUSEHOLD DETAILS

H ousehold

M em bership

Sex Age Group R e la t io n s h ip  Work Job  

M /F  1 , 8 t o  R espondent S ta tu s  D e s c r ip t io n

1 .  RESPONDENT

2 .

3 .

4 .

5 .

6 .

7 .

8 .

9 .
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C o d in g :

Age Group: 1 . Less 5 y e a rs  2 . 6 -1 6  3 . 1 7 -2 5  4 .  2 6 -3 5  

5 . 4 6 -5 5  7 .  5 6 -6 5  8 . 66+

R e la t io n s h ip : 1 .  Spouse 2 . O f fs p r in g  ( 18 y e a r s )

3 . O th e r  A d u lt

Work S t a tu s : 1 .  F u l l  t im e  2 . P a r t  t im e

3 . R e t i r e d  4 .  Unem ployed 5 .  F .T .E .  6 . H o u sew ife

7 . N o t a p p l ic a b le

Job D e s c r ip t io n : As s p e c i f i c  as p o s s ib le .

N o te  i f  s e l f  em p lo yed . N o te  jo b  t y p e .  N o te  p re v io u s  em ploym ent 

o f  p e rs o n  r e t i r e d .

2 .  HOUSING INFORMATION ( f i l l e d  in  by in t e r v ie w e r )

D etach ed Semi T e r ra c e d F l a t Bungalow

P re  1918 1 2 3 4 5

In te r w a r P r iv a t e 6 7 8 9 10
II C o u n c il 11 12 13 14 15

P o stw ar P r iv a t e 16 17 18 19 20
II C o u n c il 21 22 23 24 25

3 .  RESIDENTIAL OCCUPANCE

a )  How lo n g  have  you l i v e d  h e re ?

1 .  Less 12 months 2 . 1 -2  y e a rs  3 .  2 -3  y e a rs  4 .  > 3  y e a rs

b ) P re v io u s  re s id e n c e  i f  le s s  th a n  3 y e a rs  .....................................................
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General Shopping Behaviour

4 .  How o f te n  do you go s h o p p in g  f o r  FOODSTUFFS?

1 . D a i ly  2 . S e v e ra l t im e s /w e e k  3 . W eek ly  4 .  T w ice  w e e k ly  

5 . O ver tw ic e  w e e k ly

5 .  In d ic a t e  fro m  th e  l i s t ,  t h a t  w h ich  b e s t  d e s c r ib e s  y o u r FOOD s h o p p in g  

h a b i t s .

1 .  One m ain  sh o p p in g  t r i p  f o r  ALL fo o d s tu f fs

2 . One m ain  sh o p p in g  t r i p  PLUS a number o f  s u p p le m e n ta ry  t r i p s

3 .  Two m ain  sh o p p in g  t r i p s

4 .  Two m ain sh o p p in g  t r i p s  PLUS a number o f  s u p p le m e n ta ry  t r i p s

5 . No m a jo r  s h o p p in g  t r i p  BUT a number o f  m in o r sho p p in g  t r i p s

6 . a ) W hich is  th e  m ost im p o r ta n t  day f o r  you to  go FOOD shopp ing?

b ) What o th e r  days do you e v e r  use?

c ) Why do you shop on t h i s  p a r t i c u l a r  day (6a )?

Any Reason /  P le a s e  be s p e c i f i c  ........................................................................

7 .  In  g e n e r a l , w h a t t im e  o f  th e  day do you n o r m a lly  do th e  b u lk  o f  y o u r

fo o d  shopping?

1 . M o rn in g  b e fo r e  1 2 .0 0  2 . L u n ch tim e  1 2 -2 .0 0  p .m .

3 . A fte rn o o n  2 -5  p .m .

4 .  E v en in g  a f t e r  5 .0 0  p .m . 5 . V a r ie s

8 . How many p erso n s  do th e  fo o d  s h o p p in g  in  y o u r h o u seho ld?

1 . One shopper o n ly  2 . H o u s e w ife  and 'som e' h e lp  3 . H o u s e w ife  & 

' f a i r '  h e lp  4 .  Two u s u a l ly  5 . T h ree  u s u a l ly  6 . A l l  th e  h o u s e h o ld

9 .  What p r o p o r t io n  o f  th e  t o t a l  fo o d  s h o p p in g  do y o u , (as  th e  p r i n c i p a l

s h o p p e r) do?

1 . 30-50%  2 . 51-60%  3 .  61-70%  4 .  71-80%  5 .  81-90%  6 . 91%+
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1 0 . W hat amount o f  fo o d  sh o p p in g  does y o u r spouse do?

1 .  Less th a n  10% 2 . 11-25%  3 . 26-50%  4 .  51-75%  5 . 76-100%

6 . O n ly  h e lp s  7 . N i l  8 . N /A

1 1 . What fo rm  does t h i s  ta k e ?

1 .  H e lps  g e n e r a l ly  2 .  Choose goods in s id e  s to r e  3 .  T r a n s p o r t /  

C a r r ia g e  o n ly  4 .  N i l  5 .  N /A

S hopp ing  L o c a tio n s  f o r  S e le c te d  Commodity Groups

1 2 . a )  WHERE Do you u s u a l ly  o b ta in  th e  b u lk  o f  y o u r g e n e r a l GROCERY

shopp ing?

N a m e /L o c a tio n  .................................................................................................................  ,

b )  W hat p r o p o r t io n  o f  y o u r t o t a l  g ro c e ry  p u rch a se s  does t h i s  

lo c a t io n  a c c o u n t fo r ?

1 .  Less th a n  30% 2 . 30-50%  3 . 51-60%  4 .  61-70%  5 . 71-80%

6 . 81-90%  7 . 91%+

c )  How lo n g  does t h i s  jo u rn e y  ta k e  you? •

1 . Less th a n  10 m ins 2 . 1 1 -2 0  m ins 3 . 2 1 -3 0  m ins 4 .  3 1 -4 5  rains  

5 .  O ver 45 m ins

d ) How do you n o rm a lly  t r a v e l  th e re ?

1 .  C ar 2 .  Bus 3 .  T r a in  4 .  W alk  5 . M o to r B ik e  6 . B ic y c le

e )  How o f t e n  do you shop f o r  g r o c e r ie s  a t  lo c a t io n ?  (1 2 a )

1 .  D a i ly  2 . S e v e ra l t im e s /w e e k  3 .  W eekly  4 .  2 w e e k ly

, 5 . 2 - 4  weeks 6 . O ver 4 weeks

f )  What o th e r  c e n t r e ( s )  do you o c c a s io n a l ly  use f o r  G ro c e r ie s ?

N a m e /L o c a tio n

a  ) ................................................................................................................................................

b  ) ................................................................................................................................................

c  ) ................................................................................................................................................
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13. a) Where do you usually obtain the bulk of your MEAT purchases?
N a m e /L o c a tio n  .................................................................................................................

c )

d )

e )

1 4 . a )

b )

c )

How do you n o rm a lly  t r a v e l  th e re ?

1 .  C ar 2 .  Bus 3 . T r a in  4 .  W alk  5 .  M o to r B ik e  6 . B ic y c le

How lo n g  does t h i s  jo u rn e y  ta k e  you?

1 . Less th a n  10 m ins 2 . 1 1 -2 0  m ins 3 . 2 1 -3 0  m ins 4 .  3 1 -4 5  m ins  

5 .  O ver 45 m ins

How o f t e n  do you buy m eat a t  lo c a t io n ?  (1 3 a )

1 . D a i ly  2 . S e v e r a l t im e s /w e e k  3 . W eekly  4 .  E v e ry  2 weeks

5 .  2 -4  weeks 6 . O ver 4 weeks

W hat o th e r  c e n t r e ( s )  do you o c c a s io n a l ly  use f o r  m eat?  

N a m e /L o c a tio n

a  ) ...........................................................................................................................

b  ) ................................................................................................................................................

c  ) ................................................................................................................................................

W here do you u s u a l ly  o b ta in  th e  b u lk  o f  y o u r F IS H  p u rch a se s?  

N a m e /L o c a tio n  .......................................................................................................................

How do you n o rm a lly  t r a v e l  th e re ?

1 . C ar 2 .  Bus 3 .  T r a in  4 .  W alk 5 .  M o to r B ik e  6 . B ic y c le

How lo n g  does t h i s  jo u rn e y  ta k e  you?

1 . Less th a n  10 m ins 2 . 1 1 -2 0  m ins 3 .  2 1 -3 0  m ins 4 .  3 1 -4 5  m ins  

5 .  O ver 45 m ins

How o f te n  do you buy f i s h  fro m  t h i s  sou rce?  (1 4 a )

1 .  D a i ly  2 . S e v e ra l t im e s /w e e k  3 .  W eekly  4 .  E v ery  2 weeks

5 .  2 -4  weeks 6 . O ver 4 weeks
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e ) What o th e r  c e n t r e ( s )  do you o c c a s io n a l ly  use f o r  f i s h  p u rc h a s e s ?  

N a m e /L o c a tio n

a  ) ................................................................................................................................................

b  ) .................................................................................................. .............................................

c  ) ................................................................................................................................................

1 5 . a )  WHERE do you u s u a l ly  o b ta in  th e  b u lk  o f  y o u r BREAD p u rch a se s?

N a m e /L o c a tio n  .................................................................................................................

b ) How do you n o rm a lly  t r a v e l  th e re ?

1 .  C ar 2 . Bus 3 . T r a in  4 .  W alk  5 .  M o to r B ik e  6 . B ic y c le

c )  How lo n g  does t h i s  jo u rn e y  ta k e  you?

1 .  Less th a n  10 m ins 2 . 1 1 -2 0  m ins 3 .  2 1 -3 0  m ins 4 .  3 1 -4 5  m ins  

5 .  O ver 45 m ins

d ) How o f t e n  do you buy b re a d  fro m  t h i s  so u rce?

1 . D a i ly  2 . S e v e r a l t im e s /w e e k  3 .  W eek ly  4 .  E v e ry  2 weeks

5 . 2 -4  weeks 6 . O ver 4 weeks

e ) What o th e r  c e n t r e ( s )  do you o c c a s io n a l ly  use f o r  b re a d  p u rc h a s e s ?  

N a m e /L o c a tio n

a  ) ................................................................................................................................................

b  ) ................................................................................................................................................

c  ) ................................................................................................................................................

1 6 .  a )  WHERE do you u s u a l ly  o b ta in  th e  b u lk  o f  y o u r CAKE p u rch a se s?

N a m e /L o c a tio n  .................................................................................................................

b )  How do you n o rm a lly  t r a v e l  th e re ?

1 .  C ar 2 . Bus 3 .  T r a in  4 .  W alk 5 . M o to r B ik e  6 . B ic y c le

c ) How lo n g  does t h i s  jo u rn e y  ta k e  you?

1 .  Less th a n  10 m ins 2 . 1 1 -2 0  m ins 3 . 2 1 -3 0  m ins 4 .  3 1 -4 5  m ins  

5 .  O ver 45 m ins
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d) How o f t e n  do you buy cakes  fro m  t h i s  so u rce?  (1 6 a )?

1 .  D a i ly  2 .  S e v e ra l t im e s /w e e k  3 .  W eek ly  4 .  E v e ry  2 weeks  

5 . 2 -4  weeks 6 . O ver 4 weeks

e )  What o th e r  c e n t r e ( s )  do you o c c a s io n a l ly  use f o r  cake  p u rch a se s?  

N a m e /L o c a tio n

a  ) ................................................................................................................................................

b  ) ...........................................................................................................................

c  ) ................................................................................................................................................

1 7 . a ) WHERE do you u s u a l ly  o b ta in  th e  b u lk  o f  y o u r FROZEN FOODS?

N a m e /L o c a tio n  .................................................................................................................

b )  How do you n o rm a lly  t r a v e l  th e re ?

1 . C ar 2 .  Bus 3 .  T r a in  4 .  W alk 5 .  M o to r B ik e  6 . B ic y c le

c )  How lo n g  does t h i s  jo u rn e y  ta k e  you?

l . L e s s  th a n  10 m ins 2 . 1 1 -2 0  m ins 3 .  2 1 -3 0  m ins 4 .  3 1 -4 5  m ins

5 .  O ver 45 m ins

d ) How o f t e n  do you buy f r o z e n  fo o d s  fro m  t h i s  lo c a t io n ?  (1 7 a )?

1 . S e v e r a l t im e s /w e e k  2 . W eek ly  3 .  E v e ry  2 weeks 4 .  2 -4  weeks

5 .  1 -3  m onths 6 . O ver 3 months

e )  W hat o th e r  c e n t r e ( s )  do you o c c a s io n a l ly  use f o r  f r o z e n  foo d s?  

N a m e /L o c a tio n

a  ) ................................................................................................................................................

b  ) ................................................................................................................................................

c  ) ................................................................................................................................................

1 8 . A re  t h e r e  any  o th e r  s h o p s /s h o p p in g  a re a s  t h a t  you v i s i t

r e g u l a r l y  f o r  fo o d  p u rch ases?

N a m e /L o c a tio n

a  ) ................................................................................................................................................

b  ) ................................................................................................................................................

c  ) ............................... ................................................................................................................
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1 9 . a )  How o f t e n  do you com bine a fo o d  s h o p p in g  t r i p  w ith  some o th e r  

fo r m /ty p e  o f  a c t i v i t y ?

1 . N ever 2 . R a r e ly  3 .  Som etim es 4 .  O fte n  5 .  V e ry  O fte n

6 . A lw ays

b ) W hat fo r m /w ith  w h a t o th e r  ty p e  o f  a c t i v i t y  does t h i s  o cc u r?  

P le a s e  be as s p e c i f i c  as p o s s ib le  ..............................................................

2 0 . a ) How f a r  w o u ld  you a g re e  t h a t  y o u r fo o d  sh o p p in g  b e h a v io u r

re m a in s  s ta b le  in  th e  sense  o f  th e  lo c a t io n  and ty p e  o f  shops  

v i s i t e d  r e g u la r ly ?

1 .  D e f i n i t e l y  s t a b le :  Use same shops r e g u l a r l y

2 . R ea so n a b ly  s t a b le :  O c c a s io n a lly  a l t e r  b u t  n o t g r e a t ly

3 .  Tend to  v a r y  fro m  p la c e  to  p la c e  o c c a s io n a l ly

4 .  H ig h ly  v a r ia b le  -  no d e f i n i t e  p a t t e r n

5 .  U n ab le  to  s t a t e

b ) Has y o u r fo o d  s h o p p in g  b e h a v io u r  changed a t  a l l ?

O ver th e  l a s t  s ix  m onths? YES/NO

O ver th e  l a s t  tw o y e a rs ?  YES/NO

c ) Type o f  change .............................................................................................................

c )  Reason f o r  c h a n g e s /n o t ch an g in g ?  ( d e le t e  as n e c e s s a ry )

*



Food Motivations

2 1 . a )  To w h a t e x t e n t  on th e  s c a le  do you  c o n s id e r  th e  f o l lo w in g  as

im p o r ta n t  re as o n s  f o r  y o u r c h o ic e  o f  sh o p p in g  a re a  f o r  FOOD GOODS

1 .  E x tre m e ly  Im p o r ta n t

2 . Im p o r ta n t

3 . D on11 Know

4 .  N o t Im p o r ta n t

5 .  N o t a t  a l l  Im p o r ta n t  

______________________________________________________________ 1_______ 2 3 4_________5

E x t .  Imp Imp D /K  N o t N o t a t

Imp a l l  Imp

1 .  A c tu a l d is ta n c e  b etw een  shops and home

2 . Ease o f  access  to  th e  shops by CAR

3 .  Ease o f  acc es s  to  th e  shops b y  BUS

4 .  Ease o f  access  t o  th e  shops on FOOT

5 . C onven ien ce  o f  c a r  p a r k in g

6 . C o nven ien ce  o f  bus f a c i l i t i e s

7 .  V a r ie t y  o f  shops in  th e  c e n t r e

8 . R e p u ta t io n  o f  shops in  th e  c e n t r e

9 .  A v a i l a b i l i t y  o f  a s u p e rm a rk e t

1 0 . C h o ice  o f  p ro d u c ts  s o ld  by th e  shops

1 1 . Q u a l i t y  o f  goods s o ld  by th e  shops

1 2 . P r ic e  o f  goods s o ld  by th e  shops

1 3 . S e rv ic e  r e c e iv e d  fro m  s to r e  s t a f f

1 4 .  A b i l i t y  to  com bine s h o p p in g  and a n o th e r  

a c t i v i t y

1 5 . A v a i l a b i l i t y  o f  s p e c i a l i s t  fo o d  shops

1 6 . R o u t in e /h a b i t  -  a lw a ys  shop t h e r e

1 7 . F a m i l i a r i t y  w i t h  th e  c e n t r e

b )  Is  t h e r e  an y  o th e r  re a s o n  why you choose y o u r sh o p p in g  a re a  f o r  

fo o d  (P le a s e  be as s p e c i f i c  as p o s s ib le )

a  ) ................................................................................................................................................

b  ) ................................................................................................................................................

c  ) ................................................................................................................................................
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Shopping Behaviour for types of Durable and Specialist goods

2 2 . a )  How o f t e n  do you buy CLOTHING goods f o r  YOURSELF?

1 .  S e v e r a l t im e s /w e e k  2 . W eekly  3 .  E v e ry  2 weeks 4 .  2 -4  weeks

5 . 1 -3  m onths 6 . 3 -1 2  m onths 7 .  N o t o f t e n / r a r e l y  8 . N ever

b ) Where do you do MOST o f  y o u r c lo t h in g  shopp ing?

N a m e /L o c a tio n  .................................................................................................................

c )  What p r o p o r t io n  o f  y o u r t o t a l  c lo t h in g  sh o p p in g  do you buy a t  

............................................................................................. ( 22b )?

1 .  30-50%  2 . 51-60%  3 . 61-70%  4 .  71-80%  5 . 81-90%  6 . 91%+

d ) How do you n o rm a lly  t r a v e l  to ?  (2 2 b )

1 .  C ar 2 .  Bus 3 .  T r a in  4 .  W alk 5 .  M o to r B ik e  6 . B ic y c le

e )  Do th e s e  jo u rn e y s  te n d  t o  ta k e  th e  fo rm  o f  s p e c ia l  o u tin g s ?

YES/NO

f )  A re  t h e r e  any o th e r  c e n t r e ( s )  t h a t  you o c c a s io n a l ly  use f o r  

c lo t h in g  goods?

a  ) ............................................................................................................... N a m e /L o c a tio n

b  ) ................................................................................................................................................

c  ) ...........................................................................................................................

g) How o f t e n  do you com bine a v i s i t  t o  a sh o p p in g  a re a  f o r  CLOTHING 

w ith  a t r i p  f o r  FOOD shopp ing?

1 . N ev er 2 . R a r e ly  3 . Som etim es 4 .  O fte n  5 .  V e ry  O fte n  

6 . A lw ays
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How o f t e n  do you buy HOUSEHOLD HARDWARE goods? ( In c lu d e s  c h in a ,  

g la s s ,  D IY , w a l lp a p e r ,  p a i n t ,  iro n m o n g e ry , u t e n s i l s ,  e t c . )

1 .  S e v e r a l t im e s /w e e k  2 . W eek ly  3 .  E v ery  2 weeks 4 .  2 -4  weeks

5 .  1 -3  m onths 6 . 3 -1 2  m onths 7 .  N o t o f t e n / r a r e l y  8 . N ev er

Where do you buy MOST o f  y o u r h a rd w a re  goods?

N a m e /L o c a tio n  .................................................................................................................

What p r o p o r t io n  o f  y o u r t o t a l  h a rd w a re  p u rch a se s  do you b uy  a t

...................................................................................................................................... ( 2 3 b ) ?

1 . 30-50%  2 . 51-60%  3 . 61-70%  4 .  71-80%  5 .  81-90%  6 . 91%+

How do you n o rm a lly  t r a v e l  to ?  (23b )

1 .  C ar 2 .  Bus 3 .  T r a in  4 .  W alk  5 .  M o to r B ik e  6 . B ic y c le

"S

Do th e s e  jo u rn e y s  te n d  to  ta k e  th e  fo rm  o f  s p e c ia l  o u tin g s ?  

YES/NO

A re th e r e  any o th e r  c e n t r e ( s )  t h a t  you o c c a s io n a l ly  v i s i t  f o r  

h a rd w a re  p u rch a se s?

a )  ............................................................................................................  N a m e /L o c a tio n

b  ) ................................................................................................................................................

c  ) ........................................................................ .......................................................................

How o f t e n  do you com bine a v i s i t  to  a s h o p p in g  a re a  f o r  HARDWARE 

goods w i t h  a t r i p  f o r  FOOD shop p in g ?

1 . N ev er 2 . R a r e ly  3 .  Som etim es 4 .  O fte n  5 .  V e ry  o f t e n

6 . A lw ays

How o f t e n  do you buy HOUSEHOLD ELECTRICAL ITEMS? ( In c lu d in g  

a c c e s s o r ie s )

1 . S e v e r a l t im e s /w e e k  2 . W eek ly  3 .  E v e ry  2 weeks 4 .  2 -4  weeks

5 . 1 -3  m onths 6 . 3 -6  months 7 .  N o t o f t e n / r a r e l y  8 . N e v e r



b ) Where do you buy MOST o f  y o u r e l e c t r i c a l  ite m s ?  

N a m e /L o c a tio n  ...................................................................................

c )  What p r o p o r t io n  o f  y o u r t o t a l  e l e c t r i c a l  p u rch a se s  do you buy  

a t?  (2 4 b )

1 . 30-50%  2 .  51-60%  3 .  61-70%  4 .  71-80%  5 .  81-90%  6 . 91%+

d ) How do you n o r m a lly  t r a v e l  to ?  (2 4b )

1 .  C ar 2 .  Bus 3 .  T r a in  4 .  W alk  5 .  M o to r B ik e  6 . B ic y c le

/

e ) Do th e s e  jo u rn e y s  te n d  t o  ta k e  th e  fo rm  o f  s p e c ia l  o u tin g s ?

YES/NO

f )  A re  t h e r e  any o th e r  c e n t r e ( s )  t h a t  you o c c a s io n a l ly  v i s i t  f o r  

e l e c t r i c a l  goods?

a  ) ............................... . ...........................................................................N a m e /L o c a tio n

b  ) ................................................................................................................................................

c  ) ................................................................................................................................................

g ) How o f t e n  do you com bine a v i s i t  to  a s h o p p in g  a re a  f o r

ELECTRICAL ite m s  w ith  a t r i p  f o r  FOOD shopp ing?

1 . N ev er 2 .  R a r e ly  3 . Som etim es 4 . O fte n  5 .  V e ry  O fte n

6 . A lw ays

C i t y  C e n tre  Shopping  T r ip s

2 5 . How o f te n  do you shop in  Swansea C i t y  C e n tre  f o r  ALL ty p e s  o f  goods?

1 . D a i ly  2 . S e v e r a l t im e s /w e e k  3 .  W eekly  4 .  2 w e e k ly  5 .  2 -4  weeks

6 . 1 -3  months 7 .  N o t o f t e n / r a r e l y  8 . N ever

2 6 . How o f te n  do you shop in  Swansea C i t y  C e n tre  f o r  FOOD goods?

1 . D a i ly  2 . S e v e ra l t im e s /w e e k  3 . W eekly  4 .  2 w e e k ly  5 .  2 -4  weeks

6 . 1 -3  months 7 .  N o t o f t e n / r a r e l y  8 . N ever
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2 7 . What p r o p o r t io n  o f  y o u r TOTAL FOOD SHOPPING do you do in  th e  C i t y  

C e n tre  ?

1 .  Less 10% 2 .  11-25%  3 .  26-50%  4 .  51-75%  5 . 76-90%  6 . 91%+

2 8 . How do you n o r m a lly  t r a v e l  to  th e  C i t y  C e n tre ?

a )  On Weekdays?

1 .  C ar 2 . Bus 3 .  T r a in  4 .  W alk  5 . M o to r B ik e  6 . B ic y c le

b ) On Weekends?

1 . C ar 2 . Bus 3 .  T r a in  4 .  W alk  5 .  M o to r B ik e  6 . B ic y c le

2 9 . How w o u ld  you RATE Swansea C i t y  C e n tre ?

a ) F o r fo o d  s h o p p in g 1 2 3 4 5

b ) F o r c lo t h in g  sh o p p in g 1 2 3 4 5

c ) F o r h ard w are  p u rch a se s 1 2 3 4 5

d) For e l e c t r i c a l  ite m s 1 2 3 4 5

1 .  V e ry  good 2 . Good 3 .  I n d i f f e r e n t  4 .  No good 5 .  U s e le s s

3 0 . How c o n v e n ie n t  do you f i n d  th e  C i t y  C e n tre  to  g e t  to ?

1 . V e ry  good 2 . Good 3 .  I n d i f f e r e n t  4 .  No good 5 . U s e le s s

A t t i t u d e s

3 1 . C o n s id e r th e  f o l lo w in g  s ta te m e n ts  and  in d ic a t e  th e  e x te n t  to  w h ic h  

you a g re e  o r  d is a g re e  w i t h  e a c h .

S t r o n g ly  A g ree  D o n 't  D is a g re e  S t r o n g ly
A gree Know D is a g re e

1 2 3 4 5

S ta te m e n ts  as p ro d u ce d  in  T a b le  2 . 1 0 .

P e rs o n a l M o b i l i t y

3 2 . a )  How many c a rs /v a n s  a re  owned by th e  h o u seho ld?

0 1 2  3 4

b ) Do y o u , ( th e  re s p o n d e n t)  h o ld  a c u r r e n t ,  f u l l  D r iv in g  L ic e n c e ?  

YES/NO
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If YES If NO

c )  Do you h ave  access  to  a v e h ic le ?

1 .  A t ALL t im e s , f o r  m ost 

pu rp o ses

2 . R e s t r ic t e d  access  d u r in g  

th e  day

3 . R e s t r ic t e d  access  d u r in g  

th e  e v e n in g

4 .  N ever n o r m a lly  a v a i la b l e  

to  me

5 .  V a r ie d  access

6 . N /A

I f  c ) i s  2 / 3 / 4 ,  o r  5 ask e )

d) How o f t e n  do you use t h is  

v e h ic le  a lo n e  when fo o d  

shopping?

1 .  N ever

2 .  R a re ly

3 .  Sometimes

4 .  F r e q u e n t ly

5 .  A lw ays

6 . N /A

I f  d ) i s  1 / 2 / 3  o r  4 ask  e )

e ) How o f t e n  do you g e t  a l i f t  

v e h ic le  when fo o d  sh o p p in g ?

1 . N ev er

2 . R a r e ly

3 .  Som etim es

4 .  F r e q u e n t ly

5 . A lw ays

6 . N /A

f )  Who g iv e s  you t h i s  l i f t ?

1 .  Spouse o n ly

2 . F a m ily  (o th e r  th a n  sp o u se)

3 . F a m ily  ( in c lu d in g  sp o u se)

4 .  F r ie n d s

5 . N /A

g ) What p e r io d  o f  th e  day i s  t h i s  

l i f t  n o rm a lly  a v a i la b l e

1 . M o rn in g  o n ly

2 . L u n ch tim e  ( 1 2 - 2 . 0 0  p . m . )

3 .  A fte rn o o n  ( 2 - 5 . 0 0  p . m . )

4 .  E v e n in g  ( a f t e r  5 . 0 0  p . m . )

5 .  A nytim e

6 . N /A

h ) W hat ty p e  o f  fo o d  s h o p p in g  t r i p ( s )  do you do when e i t h e r  -  

u s in g  th e  v e h ic le  a lo n e ?  o r

G e t t in g  t h i s  l i f t ?  (D e le te  as n e c e s s a ry )

1 .  A l l  fo o d  s h o p p in g  t r i p s  2 . B u lk y  ite m s  o n ly  3 . T o p p in g  u p /  

s u p p le m e n ta ry  4 .  N ever use f o r  fo o d  5 .  V a r ie d  6 . N /A
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33. Do you own a refridgerator? YES/NO

3 4 . Do you own a Deep F re e z e ?  YES/NO

THANK YOU FOR YOUR HELP. IT  ONLY LEAVES ME TO ENSURE YOU OF THE 

CONFIDENTIAL NATURE OF TH IS  SURVEY AND TO ANSWER ANY QUESTIONS THAT 

YOU MAY WANT TO ASK.
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APPENDIX 2: Extended Family Life Cycle Classification (% Households)

S in g le  Young C o up le  

Person

H /H o ld  0 C h i ld  1

M id d le  Aged 

C oup le  

0 C h i ld  1

E l d e r ly  

C ouple  

0 C h i ld  1

U /C

T r a l lw n  H ig h  S ta tu s  2 10

T r a l lw n  Low S ta tu s  4 4

( A l l  T r a l lw n )  ( 3 . 2 )  ( 7 . 0 )

41

27

28

31

7

16

( 3 3 . 1 )  ( 7 . 0 )  ( 2 8 . 7 )  ( 1 1 . 5 )

1
9

( 5 . 1 )

3

6

( 4 . 5 )

T re b o e th  H ig h  S ta tu s  6 8 18  8 49

T re b o e th  Low S ta tu s  5 1 14 5 21

( A l l  T re b o e th )  ( 5 . 5 )  ( 4 . 5 )  ( 1 6 )  ( 6 . 5 )  ( 3 5 )

3

14

5

24

( 8 . 5 )  ( 1 4 . 5 )

4

17

( 1 0 . 5 )

Tycoch H ig h  S ta tu s  

Tycoch Low S ta tu s  

( A l l  T ycoch)

6

11
19

4 10
52

23

13

33

( 8 . 5 )  ( 3 )  ( 1 1 . 5 )  ( 5 )  ( 3 7 . 5 )  ( 2 3 )

1
11
( 6 )

4

7

( 5 . 5 )

APPENDIX 3 : H o useho ld  C o m p o s itio n  (% H o u s e h o ld s )

One A d u lt  M in . 2 A d u lts

No C h i ld  1+ C h i ld  No C h i ld  1 C h i ld  2 C h i ld  3 C h i ld  N

T r a l lw n  H igh  S ta tu s  2 .6  3 .9  2 6 . 0  2 3 . 4  3 2 . 5  1 1 .7  77

T r a l lw n  Low S ta tu s  3 -8  7 .5  2 6 . 3  1 3 . 8  2 3 . 8  2 5 . 0  80

( A l l  T r a l lw n )  ( 3 . 2 )  ( 5 . 7 )  ( 2 6 . 1 )  ( 1 8 . 5 )  ( 2 8 . 0 )  ( 1 8 . 5 )  ( 1 5 7 )

T re b o e th  H ig h  S ta tu s  6 .3  3 .8  1 7 . 7  2 1 . 5  3 9 . 2  1 1 .4  79

T re b o e th  Low S ta tu s  6 .3  1 2 . 7  2 0 . 3  2 4 . 1  2 5 . 3  1 1 .4  79

( A l l  T re b o e th )  ( 6 . 3 )  ( 8 . 2 )  ( 1 9 . 0 )  ( 2 2 . 8 )  ( 3 2 . 3 )  ( 1 1 . 4 )  ( 1 5 8 )

Tycoch H ig h  S ta tu s  5 .7  -  2 2 . 9  1 2 . 9  3 4 . 3  2 2 . 9  70

Tycoch Low S ta tu s  1 1 .4  4 .3  4 4 . 3  1 4 . 3  1 4 . 3  1 1 .4  70

A l l  Tycoch (8 . 6 ) ( 2 . 2 )  ( 3 3 . 6 )  ( 1 3 . 6 )  ( 2 4 . 3 )  ( 1 7 . 2 )  ( 1 4 0 )
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APPENDIX 4: Deep Freeze Ownership Levels (% Households)

Owners Non Owners N

T r a l lw n  H ig h  S ta tu s  68.8 3 1 . 2  77

T r a l lw n  Low S ta tu s  4 8 . 8  5 1 . 3  80

( A l l  T r a l lw n )  ( 5 8 . 6 )  ( 4 1 . 4 )  ( 1 5 7 )

T re b o e th  H ig h  S ta tu s  7 5 . 9  2 4 . 1  79

T re b o e th  Low S ta tu s  4 1 . 8  5 8 . 2  79

( A l l  T re b o e th )  ( 5 8 . 9 )  ( 4 1 . 1 )  ( 1 5 8 )

Tycoch H igh  S ta tu s  7 5 . 7  2 4 . 3  70

Tycoch Low S ta tu s  5 5 . 7  4 4 . 3  70

( A l l  T ycoch) ( 6 5 . 7 )  ( 3 4 . 3 )  ( 1 4 0 )
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APPENDIX 5: Statistical Note on the Chi Squared Test

The a n a ly s is  o f  s o c ia l  re s e a rc h  d a ta  s tu d y in g  d i f f e r e n c e s  b etw een  

groups o f  re s p o n d e n ts , r e q u ir e s  a s t a t i s t i c a l  te c h n iq u e  t h a t  w i l l  

d e te rm in e  w h e th e r th e  v a r i a t i o n  o b s e rv e d  i n  th e  d a ta  s i g n i f i e s  

d i f f e r e n c e s  among th e  g ro u p s , o r  w h e th e r th e y  a re  m e re ly  th e  chance  

v a r ia t io n s  t h a t  can be e x p e c te d  among random  s a m p le s .

A commonly a d o p te d  p ro c e d u re  f o r  t e s t i n g  th e  s t a t i s t i c a l  s ig n i f ic a n c e  

o f  th e s e  d i f f e r e n c e s  is  th e  c h i  s q u a re  t e s t  ( S ie g e l ,  1956? Cohen and  

H o l l id a y ,  1 9 8 2 ) .

C h i s q u a re  (%*) i s  a w id e ly  used  te c h n iq u e  ( e . g .  W i l l ia m s ,  1 9 8 1 ) t h a t  

has a t t r a c t e d  much d is c u s s io n  and c o n s e q u e n tly  w i l l  o n ly  r e c e iv e  a 

c a u t io n a r y  n o te  h e r e .  S im p ly , th e  te c h n iq u e  t e s t s  a n u l l  h y p o th e s is  o f  

no d i f f e r e n c e  b etw een  th e  sam ple groups by th e  a p p l ic a t io n  o f  a fo rm u la :

Where O i j  = o b s e rv e d  number o f  cases  c a te g o r is e d  in  th e  i t h  row  o f  

j t h  co lum n.

E i j  = number o f  cases  e x p e c te d  u n d er Ho t o  be c a te g o r is e d  in  i t h  row  

o f  j t h  co lum n.

d i r e c t s  one to  sum o v e r a l l  ( r )  rows and a l l  ( k )  colum ns: sum th e  c e l l s  

fro m  S ie g e l  ( 1 9 5 6 )  p . 1 0 4 ,  105 and 1 7 5 .

r £

423



Under th e  a ss u m p tio n  o f  a n u l l  h y p o th e s is  th e  sam ple d i s t r i b u t i o n  o f  

c h i  s q u a re  c a lc u la t e d  ( fro m  th e  above fo r m u la )  can be shown to  be  

a p p ro x im a te d , by  a X *"  d i s t r i b u t i o n  w ith  'd e g re e s  o f  f r e e d o m '. These  

r e f l e c t  th e  number o f  o b s e rv a t io n s  t h a t  a re  f r e e  t o  v a r y  a f t e r  c e r t a i n  

r e s t r i c t i o n s  h ave  been p la c e d  on th e  d a ta  and  a re  d e te rm in e d  by th e  

o r g a n is a t io n  o f  t h a t  d a t a .  They a r e  c a lc u la t e d  b y :

(num ber o f  colum ns -  1 ) x  (num ber o f  rows -  1 )

They a re  p re s e n te d  in  th e  t e x t  as n d . f .

I f  th e  c a lc u la t e d  (o r  o b s e rv e d ) v a lu e  o f  ^  i s  e q u a l t o ,  o r  l a r g e r  

th a n  t h a t  g iv e n  in  a t h e o r e t i c a l  d i s t r i b u t i o n  t a b le  (se e  T a b le  C , p . 249  

o f  S ie g e l ,  1 9 5 6 )  f o r  a p a r t i c u l a r  l e v e l  o f  s ig n i f i c a n c e  and f o r  th e  

d e g re e s  o f  fre e d o m , th e n  th e  n u l l  h y p o th e s is  is  r e j e c t e d  a t  t h a t  l e v e l  o f  

s ig n i f i c a n c e .  The l e v e l  o f  s ig n i f i c a n c e  is  th e  p r o b a b i l i t y  l e v e l  a t  

w h ic h  th e  d e c is io n  t o  r e j e c t  th e  N u l l  H y p o th e s is  i s  made and is  

d e t a i l e d ^ ,  . CommonlyoC. = 0 . 0 5  o r  5%.

The m ethod b r i e f l y  d e s c r ib e d  is  f r a u g h t  w ith  p ro b le m s . The t e s t  

r e q u ir e s  t h a t  th e  e x p e c te d  f r e q u e n c ie s  in  each  c e l l  s h o u ld  n o t  be to p  

s m a l l .  T y p ic a l ly  c o n tin g e n c y  t a b le  d a ta  i s  c o l le c t e d  fro m  sam ple s u rv e y s  

and may r e s u l t  in  s m a ll c e l l  f re q u e n c e s . I f  t h i s  re q u ire m e n t  is  v io l a t e d  

th e n  th e  r e s u l t s  o f  th e  t e s t  a re  m e a n in g le s s .

E x p e rts  d i f f e r  somewhat on how s m a ll  th e  number in  c o n tin g e n c y  t a b le s

may be f o r  t h e t e s t  to  y i e l d  an a c c e p ta b le  r e s u l t .  Cochran (1 9 5 4 )  and

w id e ly  q u o te d , recommended t h a t  f o r  t e s t s  w ith  d . f .  g r e a te r  th a n  1 , 

fe w e r  th a n  20% o f  th e  c e l l s  s h o u ld  h ave  an e x p e c te d  fre q u e n c y  o f  le s s  

th a n  5 and t h a t  no c e l l  s h o u ld  h ave  an  e x p e c te d  fre q u e n c y  o f  le s s  th a n  

1 .  I f  th e s e  re q u ire m e n ts  a r e  n o t  m et by th e  fo rm  o f  th e  o r i g i n a l  d a ta  

th e n  th e  r e s e a r c h e r ’ can com bine a d ja c e n t  c a t e g o r ie s .  T h is  h o w e v e r, m ust 

be in t e r p r e t a b l e .  When th e  v a lu e s  in  a t a b l e  a r e  f a i r l y  s m a ll a 

'c o r r e c t io n  f o r  c o n t in u i t y '  d e v is e d  by Y a te s  ( 1 9 3 4 )  can be a p p l ie d .

T h e re  is  no d e f i n i t e  r u le  f o r  a p p ly in g  Y a t e s ' c o r r e c t io n  f a c t o r  b u t  i t s  

e f f e c t  is  a lw a ys  to  re d u c e  th e  v a lu e  o f  'X?*.
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P e rc e n ta g e s  and p r o p o r t io n s  a r e  n o t  n o r m a lly  u sed  in  th e  a p p l ic a t io n  

o f  a  t e s t s .  The t a b le s  in  t h i s  t h e s is  a r e  p re s e n te d  i n  th e s e  fo rm s , th e  

c h i  s q u a re  v a lu e s ,  h o w e v e r, w ere  c a lc u la t e d  on th e  raw  d a ta .

In  t h i s  t h e s i s ,  th e  O f t e s t  has been a p p l ie d  as f a r  as p o s s ib le  in  

a cc o rd a n ce  w ith  th e  r e q u ir e d  v a lu e s  o f  th e  e x p e c te d  f r e q u e n c ie s .  C e r ta in  

t a b le s  r e p o r t  th e  p e rc e n ta g e  o f  c e l l s  w i t h  an e x p e c te d  f re q u e n c y  o f  le s s  

th a n  5 , o th e r  t a b le s  d id  n o t  m eet th e  r e q u ir e d  c r i t e r i a  and c o n s e q u e n tly  

no s ig n i f ic a n c e  v a lu e s  a r e  r e p o r te d .  Any in t e r p r e t a t i o n  o f  th e  d a ta  m ust 

rem em ber, t h a t  even w i t h  c h i  s q u a re  v a lu e s ,  th e  t e s t  o n ly  in d ic a t e s  

w h e th e r a s i g n i f i c a n t  r e la t io n s h i p  e x i s t s . I t  does n o t  t e l l  us how 

s t r o n g ly  th e  v a r ia b le s  a r e  r e l a t e d .  I f  th e  re q u ire m e n ts  f o r  c e l l  s iz e  

have n o t been m et and th e  d e r iv e d  ^ ^ " v a lu e s  r e p o r te d ,  i t  i s  a p p r e c ia te d  

t h a t  th e  r e s u l t  may n o t  be as m e a n in g fu l as th e  s ig n i f ic a n c e  le v e ls  

a t ta c h e d  to  them  w o u ld  o th e rw is e  im p ly .

H av in g  a c c e p te d  a l l  th e s e  c a v e a ts  th e  c o n c lu s io n s  o f  S i l k  

( 1 9 7 9 ,  p . 61 )  a re  a p p l ic a b le ;  "as lo n g  as th e  u n d e r ly in g  a ssu m p tio n s  o f  

c h i  s q u a re  a re  b o rn e  i n  m in d , i t  i s  a v e r y  u s e f u l  te c h n iq u e " .
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APPENDIX 6 : The In f lu e n c e  o f Age o f th e  R espondent on M a jo r B read  C e n tre

(% R esp o nd en ts )  

see STC NNBH/LC DC FSO OTHER NO OF

CASES

TRALLWN

Less 35 1 5 . 6 1 6 . 9 5 0 . 6 1 . 3 2.6 1 3 . 0 77

3 6 /4 5 1 6 . 2 10.8 5 4 . 1 - 2.7 1 6 . 2 37

4 6 /6 5 2.6 21.1 5 7 . 9 2.6 - 1 5 . 8 38

66+ 20.0 20.0 6 0 . 0 - - - 5

TREBOETH

Less 35 1 3 . 3 8 . 9 6 2 . 2 2.2 11.1 2.2 45

3 6 /4 5 1 7 .1 1 9 . 5 5 1 . 2 2 . 4 2 . 4 7 . 3 41

4 6 /6 5 7 .8 2 0 . 3 6 0 . 9 - 3 . 1 7 . 8 64

66+ - 1 2 . 5 8 7 . 5 - - - 8

TYCOCH

Less 35 2 5 . 9 7 . 4 5 5 . 6 3 . 7 3 . 7 3 . 7 27

3 6 / 4 5 2 5 . 0 - 5 0 . 0 1 5 . 0 10.0 - 40

4 6 /6 5 9 .3 1 .9 7 2 . 2 5 . 6 5 . 6 ' 5 . 6 54 •

66+ 1 5 .8 - 7 8 . 9 5 . 3 — _ 19
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APPENDIX 8: Principal Components Analysis of the 26 Attitude Statements

U n ro ta te d

S o lu t io n

Component

Component E ig e n v a lu e  P e rc e n ta g e  o f  E x p la in e d  V a r ia n c e

P e rc e n t  o f  V a r ia n c e  C u m u la tiv e

1 2 . 6 3  1 0 . 1  1 0 . 1

2 2 . 2 8  8.8 1 8 . 9

3 2 . 1 0  8 . 1  2 7 . 0

4 1 . 7 1  6.6 3 3 . 5

5 1 . 5 1  5 . 8  3 9 . 3

6 1 . 4 6  5 . 6  4 5 . 0

7 1 . 3 3  5 . 1  5 0 . 1

8 1 . 2 1  4 . 3  5 4 . 4

9 1 . 0 4  4 . 0  5 8 . 4
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Loadings Matrix; Unrotated Component Solution

S ta te m e n t /V a r ia b le

Component 

2 3

1 .

2 .
3 .

4 .

5 .

6 .
7 .

8 . 
9 .

10.
11.
12.
1 3 .

1 4 .

1 5 .

1 6 .

1 7 .

1 8 .

1 9 .

2 0 . 
21. 
2 2 .
2 3 .

2 4 .

2 5 .

2 6 .

.1 3

.3 4

-.01
.5 0

.21

.4 9

.3 0

- . 1 2

.0 3

.11
- . 0 6

- . 0 6

.02

. 05

.37

.4 0

- . 0 6

.1 5

.04

.6 7

.48

- . 6 4

.5 2

- . 3 8

- . 0 7

- . 0 6

09

,13

,01
.32

.18

.26

,13

.53

,64

.55

,32

.54

,34

.29

,05

.02

,19

.09

,19

.17

,19

,22

,30

.27

,30

.08

- . 2 5

.80

. 4 1

- . 0 5

.2 3

.05

- . 0 3

- . 1 5

.1 6

.33

.4 2

- . 3 3

.1 4

- . 4 9

- . 4 8

- . 3 9

.5 0

- . 3 1

.4 0

.30

.11
- . 1 8

- . 0 2

-.01
.1 9

. 22

,22 

,40 

,03 

,12 

, 56 

,13 

,46 

.21 

.35 

.22 

,04  

.04  

.30 

.09  

.26  

,18  

.13  

.04  

.11 

.24  

.22 

.37  

.17  

.21 

.39  

.17

,01
,30

,02

,47

,35

.49

,18

,28

.17

.20

.19

.18

,04

.17

.02

.04

,16

.25

.23

.22

.13

.18

,27

.29

.32

.25
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Statement/Variable

1 .

2 .
3 .

4 .

5 .

6 .
7 .

8 .
9 .

10.
11.
1 2 .
1 3 .

1 4 .

1 5 .

1 6 .

1 7 .

1 8 .

1 9 .

2 0 .
21.
2 2 .
2 3 .

24.

2 5 .

2 6 .

Component 

6 7 8

.1 0  .4 4  .3 8

.0 2  .3 6  - . 3 4

.03  . 3 0  - . 1 3

.1 1  . 1 2  .13

.0 2  - . 0 5  . 43

.1 8  . 0 6  .17

.2 1  .1 8  - . 1 9

.2 9  - . 1 8  .05

.25  . 1 2  .0 6

.25 . 0 7  .05

.3 4  . 1 6  . 14

.26  - . 2 4  - . 2 0

.21  . 3 1  .0 4

.07  .3 3  .19

.41  - . 1 0  - . 0 8

.4 9  - . 0 4  - . 2 1

.05  - . 1 0  . 34

.48  - . 3 5  . 11

.17  - . 3 2  . 04

.01 - . 0 3  - . 0 6

.18  - . 2 1  . 27

.06  .3 1  .1 1

.1 9  . 2 2  - . 0 2

.12  .1 9  .05

.0 5  - . 2 1  . 45

.40  .0 9  .06

9 Communality

. 0 5  .4 9

- . 0 4  .64

.2 6  .3 5

.08  .64

- . 0 4  . 75

.19 .67

- . 4 1  . 6 4

.2 4  .61

- . 0 6  .67

.09  .60

- . 3 1  .5 7

.08  .61

- . 1 8  .4 0

- . 0 4  . 52

.1 4  .6 4

.21  .67

.25  . 5 2

- . 2 0  .59

- . 3 3  . 51

.17  .7 0

- . 1 2  . 51

.01  .77

- . 0 3  . 5 4

.1 4  .41

.2 8  .7 1

.3 7  .46
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