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AbatTact

A genaral thesty «f atert pacronage preference gpd behavior 1g
developed fn thiz paper. Store prefersece {s presmed co be a Punction
of the matehding of shopping motives and shopping spticms avallable co
the comsumer. Howower, ators patropage 1s also influenced by a number
of ad hor situwational Faceors sush as im-3tore warkasirg efforz, lack of
time amd awtey, unewployment and high Locerest rates. A conscdogg
Atfempt 19 3adé o gemerate some behavior theorles for retall comperi-

tion dnd cutlet typologima. -
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INTRODOCTION

Contraty to the popylar belief of today, patronage behsvier as part
of tacailing hag 2 long tradition of ewpirical research datimg back Lo
the decade of che twenties, Refarriog to that desade in his poetic de—
acripelon of the hiswovy of marketing chought, Bartels (2955) mpakes the

foilewing obgervarion {p. 56):

“apart from the genersl development of maTketing thought at that
time, one of the moag impressive single sdvencements was in ratalling
theught In the form of what has been called, 'The Bersiling Series.’
Sabued wich confidence in the porentialitias of resesreh for improving
retall mansgement, a oumber of New Tork merchautd and professcrs at New
Fork Poivarsiry preduced i saries of books axplaining the applicacion of
che sciemrifis mechod to the solucfon of ratailing problems. Progress in
both sclencific mamagement and in statiatical analysis of distributien
praccless contribuced fov this development in markaeting thoughs, Sagio-

Jing in 1933 With James T, Fri's Recail Merchandisizg, Flaomiag amd Con-

trol {Prentice Hall, 1925), the series iacluded througheuk engufng Years
works oo such tetulliog subjzecks 43 buying, credic, acoounting, store or-
Zanizaticn and manAgemgar, merchandizing, perscoal relatioms, and sales-
manship. This series was unequalled io the markecing lireratere for ita

cop=ribueion to ingcicncdonal operation and Ravagemens.”
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Indeed, Jonrnal of Berailipg predates Jourpal of Consumer Researeh

by half g century, Journai of Markeciog Basesreh by four decades, and

tven Journzl of Marketing by at least vpe decade!

Duriag thia long histery, 1t would appesr that reksip paCronags Te=-

aeeTch ham amasged considerabla subskzarive and deseriptive knowledge wich

regpect Lo the following aspeows:

Rerail compatitive structures including classiFficardion of retall guc-
letx, retail life cycle, lovcarion, srore image and posicioning, aod
their ilnflusnces ot customer patirdnage behavior.

Operacional and cactical aspects of retall store mensgemens includ-
ing store Rowura, credit pelicy, advwartising and in-stors promotion

aod cugscodter seTvices to attract or retasip parronage benavior.

lapact of product characcariatiers gueh as clagaificazion of goods,
bTand loyalty and product vsage situations on spacific stove patron=

age.

Pargpnal charackeristics of shoppers and buvers such as household de—
wographtes, refarence group Influences md 11ife sryles and paychograph—

ica ag correlates of store patTonage.

Impact 2f general econcuic outlook apd businesz «yeles includiag cesc
of living, mecession, unemplovnant, inFlatSon and interest rates an

retall buying hehsvior.
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What i3 congpleuously lacking in chis impressive research traditiom
1z the devaiopment aof o thesty of patronage behavier. True, we do have
teveral interesting and usefol comeepts, laws and primciples Such as
Copeland's zypelogy of convendence—shopeing -speclaley goods (19233,
Eailly's law of gravicatien {1929), Hollaudar's wheel of retailiog (19460%,
and Huff'z model of recail locacion (1%62). However, there i3 no come
prehengive theory of patronage behavior. The smly notable exceptiou L3
the tacent effort by Darden (1979} to generate a patronage model pf eon-
sumer hehavicr based o mulofactribute attitypde cheories. St1El, whae
22808 to be needed is Some attempt ar infegrating existiag subscantive
knowledge dn terms of ab least a cooceptual framework or, batter yet, =
theery of patrnnége behtavior. Thera sre seweral bemefits agscclated wizh

developing an integrative Lheory of patromage behavio:.

First, it will indicate areas of empivical resesrch which aceds to
be undereaken besiuse of past neglect. Io any empirdcally—drives disci=-
pline, one alwmys finds some aspacts of the discipline’'s phenomemon which
has been owerlecked due ta either machodelogical problems or lack of

avazlabiliry of dats.

Second, it provides a common framewirk #n¢ 2 comwn vocabulary so
that one acholar of prastitioner can sodtmmicate with anpcher schelar or
practitioner. This wad probably the blggest impact of Howard and Shetn

11969} rheory of buyer behaviar in copsuBar behavier ip recest years.

Third, ic wiil defime the bewndardes of the digeipline and the asso-
clated phetowencn so ther one can focous and delimit research sreemelon and

effort rather chas gfuccumb co the tegprations af broadening of aftending



the disciplise to a level whare it hecowes a swbsyscex of anothar diaci-
plime. This iz particularly mecessary for a younz diseipling fn gaafal

sciances,

Figally, it will epcourage large =cala deduceive rssearch which is
moTe theoty driven and conzequencly emhance che bepefit-cost rario of do—
log ampirical rasearch, MO8t metatheeriote point dut that thi=z ghife from
induetive—observational research to dedustive-rhesperic resesrch f£5 a pood
indiggroxr of the crassitiom nof the discipline from adolescence to adule-
Bicad In 1ts Daturity cyele. Concurrenrly, 1if any effort at generating an
integraced theory dewx nat resylt fn this shife, it iz a prime fare avi-

dence that cha diszipline fs not ready yer fov the transitdion,

accordingly, the objective of thiz papet is to present an integrarive
theory of patronage behavisr. Bafare we dezcribe che varfous compoments

of the theory, several prelimdnary observetions are in order,

Fivse, the propesed theory 13 ac the fndividual Zeval of pdttonage
Sehavior. A3 sush, it does soc take imks account gtaup choices such as

family or household patronage behavior.

Sacand, che proposed cheory is bagsed oo psyenological Soundatisgs
rather chan econcmlc or socizl foundacfans peimarily bacaume 1t iz designed
for descriking gnd axplatning individusl patronage bebavior. Howwver,
it i3 possible toc either alevats the theory to group {segment} ot aggre—

gate market behaviar leval rhrough sociolegieal or aconomic foundaticos.
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Third, the integrative thepry conelacz of twe distinct subcheories
in whieh che first aubtheoary iz limleed to astablishing a shopping pre—
jarence for an cutlet whersas tha sarond smbrhenry iz Focused on sceual
buying behavier frem chat outler. Tt %3 argued that the twn processes
and thelr decarminants are signifizaaciy different and, cherefors, cannat
&e ¢ombingd together ineco & single conceptusl framework wirh 8 common et
of conatruets. This i a vadical departure Erom the tradiciowval thinking
of artitudes leading to behavier proposition ingraleed in social peychol-
og¥. In fact, we will actually foows oo Shopping-buying digerepancy in -

the developmemt of the patromage behawior subevecem.

SBOPFTHG PREFSRENCE THEORY

Shopping preference subsystem consista of four bagic oconstructs and
thedr determinancs which attempr to incegrate a vast percentage of our
exiating substantive Imowledge refécfed to earlier i chisz paper. it is
susmatized fn Figure 1. e will brdlefly deffne and discuss each comatrper

firat and then axamise their determinants.

1. 3Shopping Pradigpesiffon refers zo the vwlative shoorpipg preferences

¢f che avoked set of outlet alternativez for a specific produet clasg
purchese sltuatioms such as shopplog of groceries, clothipg, heslch
care, Insuranca, arc. 1t 1% the output of che shepping praference
subsyatem and, therefore, can be uxilized 28 tha criterinp consgtruce

which we wAnt te axplain and prvedic: people'’s shopping Behavior.
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Figure 1
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There are geveral aspects of shoepplag preditposirion which aeed to be
degeribed befors we discuss vhat determines a person's shopping pre-

Eeremces for various cutlets in hiz buyliog behavior procasa,

Firsc, the prefetences are limited ko chose sutlets which a huyer
considers acoeptable to shop & partleular =lasg of products., It ia
quite pozalhile that a buyer may congdder cpe of the tradirdonal out=—
leks for 4 product class nor acceptable to him and may find a totally
innovardwe or nomrradicional cutlet quicé acceptable ko him, For
exampia, he may c;usider a particulay supermarkef nel acceptable but
eleceronie two-way wideo shopping scceprable for grocery shopping.

Iz additfon, the pmber of auk¥ets a particnlar buyer considers ace-

ceptabls zo sheop 2 class of products is pregumed e be highly limfted

ead vill seldom excead wore than faur ot five distipet ouzlets.

Zacand, the sutlet preferences are defiped co ba relative and, chete-
fote, should be measurad by conacsnt swm procedures, Tt L3 quita
pessible that & buyer can have a vary strong ot Jominant preferemce
for ooé cutlet end very wask preferences for all other outlets. GCon=
werseiy, he can be virtually ladsifferanr amoayg che avoked aer of sus-

Letg dnd thereby hava agual or near tqual preferences for them,

Third, it i3 oogsible to aggsse che dagree of potsmtial cutlet ¢ompe—
titive structuras baged om individusl and wmarket preference schedules.
70T eXdapie, 1 che buyer has atrong praferance for a 2ingle outlet

within 2 peaduct class sueh as shoes, chac autlst will acquire poten=-

tial specizliy monnpaly powers over that iadividual's shopping for

shnes. On che ocher hand, if the buyer if r+ually agual im hix
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shopping praferances acroas all scceptable outlecs, it will reaule in

a potentlally specialty cempatitior among those cutlets fot his shop—
ping behavior. Similarly, 1f che same buper has a domimant preference

for 4 single gucles across_all product classes, that cutlar will ge—

quire the potantial for a general monepely power o f£ar as this buper
iz concetned; and conversely, Af he has wirtually equal preferedcas
across all acsepeable outlers and zoross all product classes, 1t will

resulec in a potentdally general comperirion among these outlats for

4is shopping bebavior,

Finglly. depending on che distribucisn of preforence sehedulaz of
ayers in the marker place for vardous outlecs in varfous produec
classes, it i3 poggibla to estimate potential markes compecicive
structures which can range frow dominsnce of a general cutler suech as
the emergipng one-stap hyperatoves to deminance of speclelcy stores ia
each nroduct class such a3 the Foatlocksy, Westernwaar, Tha Limd{ead,
Just Jeans and others. Io between, we should expect coexistence af
both speeialty and gemeral cutlets ea i3 So common toeday Ie a trplzal
shopping mall. Pigure 2 provides a clasaification of fome of the rasgt,

exizting and fuguriseic ratail struccures besed oo this analysis.

Chedes Caleulus refers to the chofoe rules or heuriscies urilized b
the costomet in esktablishizg bis shopping predisposition, These
thelis tulez entall macching his shopplng morives apd his shopping

options,

The ictagrative cheory postylates utilization of any cma of three

clasges of chofce tulas ot heoriascies,
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Figura 2
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The first chodee rule {3 called the sequantial calgulys in which the

cuztomer Sequentlaliy alimlaates shopping optivns by ucilizing his
shopping motives in crder of importance and classiiying all shapping
options into aceeprable and non~accepcabie categories. Tor example,
his shopping motives may be one-stop shopping, price and brand selac-
tion in that order of Importance. He will evaluate all available amd
koown shepping opkions fivst on vne=-gtop shopping and eliminsats some
which are inconveniene: he will chen eveluare tha Temiining aho?piug
wptions oo price and eliminace zome more; and finally he will afim—
inate stil1l others based en his evalusrion of brapd selection. This
PTocess may resulc In elimimation of all shagping optisns or fn re-
teacion ¢f many. Ja the first case, he will elithet sascch Fot racr
optians or foTegd the merginal shapplog matiwes, In the latt;r casa,

fie will have equal preferences amemg the ratmined opficns.

The second chedce rule is cailed tha trade-sff calcwlus in which the

customet svaluates sach sheppiag option on 211 zhe thres crireria
sipul:anesusly and ereates an owerall average acceptabilicy score.

In the prucess, che vegative avaluxrlan on one cricerion auch gz price
i3 cowpenszated by the pusitive evaluation om sowe ather cricarion such
as one-giep shopplog. 411 shopping gprions wich ga avarall pogicive
acceptability Score ape retained and their relarcive preferencas ara
dfarribuced propercienally km rhedr positive scares.  (mee agadin, it
iz pogzible that ooly one alternative wey have 2 posftive ovarall zo=-
ceptability score regulting in ecaly one shepping prefereqce. Alrer-
satively, sevaral shopplog options msy be zll zeceptable but chalr

relazive acoras are highly skewed in favor of oone or cwe gutlaera.



The chivd cheice rule i called the domimant caleulus in which Ehe
tustomer utilizsg ope and coly one shopplag 2otive and establighes

his preferences for ;nxinus ghopping optiona by avalsmacing them om

Lt. 7or axample, he may ute price as the zole criteriom 2nd elimingee
all shoppipg optiems which are showve and below an acceprable price
range, Tha relative preferences of the retsimed shopping options

Will ba equal or umequal dependiog on the price latitude. OF courze,
£f the dominaat ¢riterfion is binary such as one-scon shepping, the

relative prafarsaces of the ratainad optioma will be equal.

Given that :hﬂlnuatbmtr has thres distinct cholce tuies or hewristics
4t his disposal, which ooe he w11l use depends om the degres of paat
learning and #xparience related oo shoppiog of that preduce class.

It Lz gur hypothesis chic iz a totally mew or Firsc cime pucchase sit-
vation, he wlll us¢ the sequential caleulus since Lt provides om ar=
derly process of slmplifyisg the cheices without wrongly eliminaciog

4 good ahopring altersative or a good shopping mocive. Yo other words,
it simplifies with 8 minimm risk of making a wroeg cioice. With

zome degrae of laavning, the sustomer is likelv to e more confidant
in making evaluazive judgments as well 45 gake compensatory caleula-
ticns. Hence, he will shifr co srade—ofS caleulys, Flaglly, wiwm ha
haa Fully leernt the purchase behavior, he w@il?! be a0 cevratn of what
e wants as t¢ shovt circuit the total process by relyicg on a aipgle

criteriga. Therafors, he will ucilize the domfnent calenlus,

It will be ootad that 3 cousclous effort iz made in chis paper to link
the psychology of simpiificaticn propased by Howard and Sheeh {1363

in tarmg of extensive problem goelving - limitad probiem selviag -
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-roukinized responss behavior aod the ctilization of sequemtial -
tTade—wif - dominsar rules 88 a function of prier learoing. Of cource,

this needs ro be empirically tesced and validazed.

While the digcribution of shupping prefersence gchedules provide scra-
tegle parapectives on potential competitive structures in the recail
enviroonment, cthe distribution of choice rules BCTOES CUSEOMArE Amd
acTngdd product cliagses are Iikaly o provide cactical or opetacional
persoectives on Tetall comperitlon. For example, if most customers
utilize the same dominapk rilé in a product clasa, it iz obvioos char
Tetdil competiciem will eonverge oo that gpesific shopring motive,

Un the other hand, Lf customers ueilize differsnc vules iz a prodect
class, it iz likely to regulec in sagmentad casrics din which differEnt
outlets will poaition chemsalves on diffarent shopping motives and

concentrate su specific segmencs rather than the total market.

[£ the cuscobers uze the crade-off calculus as a basis for escablishe
ing thelr cutlet preferencea, we should expect persuasive and compara-
tive tactlcs in the design of smarkerfng @is programs. Fimglly, AF the
cusComats use che dequantial rule; oue would expect 3 sonsiderahle
degrze of marginal compecitive tactics velaced to merginal shepping

oo gdves,

Baged on a comhingtlon of the prevalence of specific cholse rules and
customer hecerogeneicy, Figure 3 suzgests several forms of conpeticive
teccics which arise In the marketr plica. Dua ko gpase limdtationms,

we vill por ddscuss them Furchee.
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Flgure 3
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J+ 3hopping Moclves refer to a custowsr's needs and yants related to hig
cholce of the putlecs from where to shep for a2 gpecifie praduct or

service slass zuch as groceries, cloching, Inourance, appliapces, ege,

fased on esrlier comeaprualizscdonz (Sheth 1972, 1975}, wa hypothe-

size chat the shopplng oetives conslst of two types of aeeds and wangs:

4. Pmctfonal geads related to whar has Beap tradirionally referved
%2 as time, place and possession aeeds. The specifip exzmuples
ioclede such things as ene-stop shopping, coat and availabilivy
of nesded produsts, coovenlence in parkiag. shoppilog and accegga-

Biliey of the outlets.

k. Nonfumetional wants relaced te various shopplag cutlers due to

their ssoriations with cartain zecfal, emotional and episcemic
valuas. Far exaopla, many Tetall sutlets 2dquire positive or
nagarive Imapgerieg duk tz their paticnage by desirable or unda=
$irable demographic socicecottemic and efhnic gtoupd, or they
argtige positive or atgative emotions such A5 masculine, feminine,
garrish, loud or crude Becpuze of their acoospherics, nersonmel
or busioess pracrices in general. Finally, customers do shop o
satfsfy chely movalty-curiosity wants or to reduce boredow or to
kaap up wich new trends and evenrs. These are all refiactions of-

the epistemic nopfunecional wants,

Ie {5 imporeant Go recogpize that funciional peeds zra clearly an—
¢hoved to the outler atiributes whersas nonfumctiomsl wants are ap-

chored ts the outlet association. In_char sense, functionel needs are
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Figure & Ls an affore at developiog & typology of curlets and cheir
prevalence based on the ibove analysisg, It is clasely relaked tao the

earlier typolegy of competitive struccures and marketing tactics.

Shopping options refar to the avoked set of surlets avallsble to che
cugcomar to satlsfy his shopplng ootives for a gpecific claws of

preducts and sapwices.

While 4 large number of outlets may exisc in 8 given trading iraa, it
is hypothezized that aunly a very zanil nmmber of outlets wfll Be gvail-~
able to a particular custower dwe o a number af supply related Fac-
tors guch as Locatlem, toedit policy, store hours, merchandise, ser—
vice or posicloning and image oF various outlers. as we avolve more
and mete to apecialty chains such as Tacs Bell, Magie Fan, The Limicaed,
Juat Jeans, Footlocker, Tom MoAnm, it iz obvious that more and more
consdtrainbs will emarge oo A partieylar dndividual custemer becauae of
hign -degres of targer mavkecing and niching espoused by these special-

ty chains.

Iz iz ocur hypochesis that shopping optfons iz more coatrelled by the
retall $iructure in a giwen trzding srea than by the customers. The
wd: dramatic evidance of thiz fact 1s the lack of professicual ser-
vices such as legal and medical profeszioms in che farming commumi-

tles, for example.

On.the other haod, given a nueber of shopping outlers availabis to the
sugtemer, the speclfilc surlacs hw would consider appropriate for shop-

ping will be decarminsd by hiz shopping motdwvez. It iz gur hypethesis
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that the cutlets he will conaider for shopping will depend an the
benefic ¢ost ratin assoclated with sach curlet in which benefit 1s
defined by the fumctional and monfunctieunal wrility offared by the
tutlet and che cost s defined by the time, momey and effort requirmd

to shop at ther auclac.

Floaliy, the cugcomer will narrow down the mumber of outlars as ae~
teptable co him baged on che use of chofca caleulus as deseribed marl-
ter. If he uges the domingnt rulm, It is wery likely Ehat there will
be 9uly one or ewa acceptable suelets. On the echer hand, 1f he uges
gequential tule, there may be a largar mmber of seceptabla autlers,
The uge of trade—ff rule will resulk in acceprablm ourlers somevhers
in batwesrn che two. It will be aeted rhat this canaep:ualizaiiou iz
rematkgdly similar co che Howard end Sherch th#ory's hyporhagis char
the number of acceptable aleernatlvas wil) decresse 45 Che burer
fncreases hia learning process from extensive problem solving e

limired problem soclving co Teucinized Tespense behaviar.

What we have akiemoced here 15 ta recomeils diFfarences in the dafi-
altico of evoked sec. The size of the evoked sec is alearly 8 Funcclon of
the definitiom of siruarion dnd alternatives as suggested by March aod
Simen {1957). In ur case, it depends on whether e mean mumber of out-
lats availiable, considered or acceptadla to the euseamar. Thix: is repra-

gented in Figurs 5.
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DETERMENANTS OF SHOPPYNG PREFERENCE THEOEY

Magt of the substantive knowledge in Pattoenage benavior and tetailing
telates to the correlaces and daterminants of various aapects of pagrovage
Fueh 2% Ehopping Motives, Shopping Optiocns, amd Shoppilag Prefarences. For
an excellent review and summary, see Bogal, Elackwell and hellat (1978,
Cbapter 19). TIn this seccion, we will atcetpt to claseify and integracs
thesa diverse and mumercus scudies as wall ag e¢stabligh thedr relatiomahips
= th&-PS?Ethﬂsiﬂal eeastructs of shopping preference theory. There are,
hotever, géversl general comments palated Co these decerminancs of shopping
preference vhich ‘mysc be stated and diacuaaﬁd bafore we get into cheir cyp-

#log¥ aud Telativcoshipg,

Firac, wren ehough &he? dare labeled as determinamed, most of che DagE
#mpiricai research nas basn ar hcst.:nrrelational, daspice che inteac of
the researchers ko demonscrate a causal relaticnship, We wdll lean toward
4 cgusal perspeetive and give che benefir of the doubt, even though from a

geriet sclentific enquiry, it canmat ba Justlifiad.

Second, while a tFpokogy of detarminancs will be provided, wa wilE
mske oo arrempt to interrelae different varisbles inclpded 4n a gilven
cypology. Partly chis 13 due to lack of empirical knowledge on which to
base chase incerrelstionships among the determingmis themselwes, and parcly
it can be omly atated az hypachesies co be tesced by more complex statis-

tital precedures guch as wulrivariate analysis or aimgleaneous squztions,

Third, we will only provide a c¥pelagy ¢f these decermingnts of shop-

ping praferences rather than explain how they themeslvez are dacermined by
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soma othar Factors. Ig chat sense, we wiEl treac chem as axpgenecud vayia—

bleg of the shopping preference theory.

Fizally, we will define and [i9t che determicants at a lewel of agyre-
gatlon go that thay are mere like constructs or indizes of saveral specific
variables. In otker words, within each typology, the determinantz will be
4 set of generalized fartors Raving thelt ewo structure of operaticnalized
varlables. Thisz is more 4 ceflection of tha difficulty of facegrating di-
verze gubstantive knowledge and less of a preferencs on the part of rhe au—

chor. Hopefully, &t 4 latar stage such a task csn be sccomplished.

The typology of decerzfnants consists 2f supply=oriented and demand—
oriented fzccors on the one hend, gnd $pacific to the imddvidual customer/
retaller versus genaral to che purchase/market sicuacion, om the orher hand.
Ir iz {llustraced in Figura &, We will desoribe each categery of decer—

minants and their influence on shopping preference conseructs Lo this ase-

tion,

A. Harkeb Determimancs Tefar to those fectows which deceérmine the competi=-

tive arrictyre wf a trading eres and, therafore, a customer's general
shopplag options such 33 qumber and type of outlets for broad product

classes such 43 groceries, clothing and applianaes.

baged on past vegzesrch, we hypuchesize three diztiscr marker determicent

factors:
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Figure &
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1. Location. The first amd by Far toe =mogt legical facter hes o do
wich the locacfon of the outlets in rhe tradiog area. As we all
¥now, the moBt common explamation for sucrags ar {ailure im pecafl-
ing has been accribured to "location, location and locarlen™ among
the practicionars. Ic his heen mora ayotemiticafliy tootified by
such plenkersz as Refley (1929), Cooverse (1949) snd more recently,

Huff (1962},

Howewer, location 13 ocoly of geveral market determinants of general
shopping opticons and, thevefors, should nor be given alf the credit
a3 is ofren doma in markefiog peactica. Furchermere, locarion
shoudd be defined wore broadly to ineluds oot only distance but alsc
Accedsabilicy of the oueles zuch g5 packing, traffic, highway entry

#td exit gad ocher transpartation realated Aspects.

2. PRaiall Iogclrurions. & sacond mackar detersdzant 1s the recali in=-

stitutions in the trading area which inecludes downtown department
BLOTES, varlaky gtorss, supevmarkets, discoumt deparcoent stores,
and the more cacent strip malls and shopping malls. He already kmow
that recail strucgures have asceleratad ig their ife zyele from an
average of 80 years for cha downtoun departmenc JEors to am aver-
age af 20 years for che oore recent discount department toras
{Davidson, Eates and Bass 1976). The enacganca of tegional shopplng
m2lls and hyperstores are likely to further Influsncs customer’s

general ghopping opcions.

3. IDosizioning & Tmage. & third market determinant is che pesitioning

& loage sitier conscieusly esteblished or hiastarically evalwved for
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Various gutletg. Dositioning refers to rhe specific marchindiza
price-perfarmanece combiparian cffered by a vereil outlar ro R Cour—
age certaln target sagments and discourage othera frem shopplag at
that outlet. For exaepla, an outlet such a3 The Limited w11 dig—~
courage older or bigger wowwn basausa of the atyle and size selac=
tiet offered for woman's clothing ia char ehatn. Simllavly, Sears
haa che image of catering to middle America for ahopping general

furpese functionally walus—oriented Praducia,

B. Cowpany Dermrmipants refer ro thoge factors which influence and 1fmit

2 customet's gpecific shopping aptisns for g glven product class.

It i3 faporcant te recogpnize chat whila the Hatket Decarminants fmflu=-
tnce and limit a customec’s geperal shapping pacterns pf certain broad
classea of products aod services such a3 groceries, applizncas, sloth-
ing, financitl sepvizes, ece., the Copany Determimants fnfluspes aod
limic a cugtomsr's specifis shopping optinas of Bueying a parkicular
produect guch ag a refirigaTator, a1 drese ¢t bread ap wilk, Io maony in-
atnacsd, agpecially in cages of convenience #oods apd all-purpoge out-
leta, we should axpecr cha bwe secs of decarminants to be corralated,

although the correlation may noc be perfact,

Bazed on past empirical rasearch, ww hypothasize the follawing Company

Decerminantg:

l. Merchandise, Obviousily, z customer's fmetional needa ot ponfunc-

tional wants can ba saklgfied b¥ some preducts and pot ochers, To
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the extant that an outler doas oot carry merchandise which satis-
Eis that peed or want, it will 1imir hfs gheice. For example, £f
2 custor is looking for Tall Men's jeans and Seqrs does oot Carrcy
Tall Men's ctoching, 1t will bw alirdnated a3 a shoeoing spelon oo
matter what Sears image or locatdion 15, In gemeral, specialiy
scores tend £ offar wore merchandise options buc fo a specific
target segment wheress the general rurtpose storea affer less par-
chandisa optiong to the masa market. Thia results fa che coexic—
tarce of both cypes of cutlecs fn the =zame ghoppiog mall with miat—
mal ¢ompatition.

Service. Lt refers co all the im=sgere shopping and procurenent
facrors including Full service ws. self service, atmospherics,
credit policy. store hours, and delivery of werchandias, Tre fia
vary difficult to make any penaralized statements abogs the magni-
tude and direction of the impacr of serviece on determining & cus—
tomer's specific shopping optioms because it is so highly conrip-
EEOT upon his s§apping mitimes for 3 particular purchase sizuation.
At best, we might hypocheslze that highly fimerional and fraquently
purchased products will be move sultsble for self sarvice whersas
oonfimcticnal and infrequencly purchazed products will need gales
aggigranze. It will k¢ more interesciag, however, to mtasure and

Quantify the alasticity of service for various product clagees gin-

1ler £o measuring price alascdcity,

Advertising & Prowecifon. It Tefers to the ourlat's adverziting in

@ass madla, gales promntionsd dud in-stoTe wnadvertised specials

wifch are all desigeed fo attract target cuscoowrcs and morfvate chem
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ta buy gpeaific amrchandize, It deas oot igclude cuiporate lmage
advertising, however, since the lacter is mope direstly ralaced oo

influencing the gwneral shopplog oprions as discussed earlier.

Once again, what willl be mofe interasting iz co mRasure elagticlity

of advertiginz cacher than to state any general hypotheses.

Personal Deteridnente., While che Markat and Company Determissnts con-

trel and ieoflusnisa a customer's shepping optiens, we hypotheaize that
hiz shopping motives are determined By Parsomal and Peadycr Dtarmin-

ants.

Peragnal Decerminants tefer to customer-gpecific Factors whicﬁ Iaflusnce
dad derermine 2 customer's geneval Shopping Motives across a broadsy
spectrud of product slasses such 88 groueriss, appliances or clothiomg.
In some ways, we might say thac Parscoal Detertinants tay menifest 1 a
cufcomer s shopplng styla zuch as an keomomic shovper, pergonzlizing
shopper, ecthical shopper or the apathatie shapper (Scone 1954). Al-
ternacively, we might #ay that & cuscomar 1= a coovendence shoppar,
vargain shopper, compuliive shoppar or stove layal shepper (Sterhensan

and Willett 186%).

The integrative cheory of shopping preference haz fdemtiffed thras sats

of Perscunal Betermigancs:

1. Peroonal Values. It referz ko the lodividusl's own permonal walues
#nd beliefs gbouc vhat o look for in shepping for wariows produccs

and gervices. In essence, they reflact hiz shopper's pwrsanalicy,
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and gay be decerwined by such personal traits as La¥, Bge, race
and ¥g¢ligion. Ic is the imnsr-directed dimension of values ag

stated 2y David Rieaman ¢19505.

2. Sugigl Valpes. It pefers to a gec of normetive values loposed by
others such as family apd frienda, referdnce grobp: and even sociecy

at large. g is the ggher-direcred dimengion af walues as sugoesrad

by David Riesman (14507.

3. Epistemir Valmes, It refers co the degras of curiesity, knouledge
and ¢ther exploratory values related to envl rogpmental geanming ansd
coaxiarence Wwa as hyBan beinga cend ko peFgksds. It 1g cypified by
phragas 1ike "you climb che Sears Tower {modern day mowmrtains) be-
cause it i3 tharel" In a recent atudy om why people shep, Tauber
(1972} found thar such eplstamic needs as diversiom, sensory 3time
ulacion, learning ebout new treads and plessure of bargelning wers

highly prevalent.

Froduct Determinanta, While Pevsonal Deterplgaats control and shape che
feneral Shepping Motives, che fourth sap af detarminants, camely the
Froduct Determiuants shape and control a customer's spacifis Shopping
Yocives for a given product ¢lags purchzse, We have fdencdfiad three

types of Product Decerminants In this thecry based on past subgrantive

resesrch.
1. Product Typoicgy. It vefers ko classification of products foro

distinet categories or typologias for which the Shepplag Motives
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are Inharencly differept becaunss they provida ot pogsass diffarent
types of uellicfes. In retalling, the ciassificerlen of produces
4z comvenience, shopping and specialey goeds by Copeland {I932)
based ¢u Ferlin's commedity schopl af thought or the more cecent
¢lassificacion of gzoods lato red, oramge and ¥ellow goods by Aspin-
well (1961} are more prevalent and probably uwseful. Howewver, from
our viewpelor, it seews better to go ome leval more ahstract and
edawine the differentizl values products snd setvices pogcess am
satisfaction of hunan needs and wamtz. In that tegard, perhaps
Hacklin's (1221} ideacification of alementary, form, time, place
end possesaion utilitfes jecuws to zeTv a more pseful function.
dased ¢a this Five elament wespor, it Iz possible ko {deacify pro-
ducts which posawss fupetional ws. ponfuncrional u:ili:ie#, a5 well
a5 generate Cypologles such ag aecaseities ws. discretionzyy pro-

duees, or durable, semi-durable and nondurable praducts.

Fsage logr. It refers to the selsstive aituaticsal and goclal
satedngs in which @ particular preduct elass 13 to be used or cen-
sumed. Examples inciude {a~heme v, out-of-homs ysage, perzcnal vs.

family consueption, and household wvs. Buesc eonsumption gifuations.

Srapd Predisposiclon. Tt refers to the prefarence for speaific
brand names in a produst cless. Obhwvilously, a customer can bBe bhragd
laFal In ome product clasa and uec in amorhes. Al%o, we can thear=
ize that jsme comsumers are 1ikaly £4 be more brand layal in gen—
eral acrogs all product clasges than othars, WHe have accomulaced a
considarable degraa of koowlsdga on consumer's brand predispositicna

and it 15 mizely summanized by Jacoby and Chestroue (1973).



In view of the fact that 2o much has been theorized akeyur brand choice
tenavior e the marketing literature, it mighe be interesting te Lncegrare
that keguwiedge with the store patronage bshavior by a conceplual Framewark
4L a macro level To be uwseful ta marketing practitioners and researchers in
cerms of ¢hannml powet and forward vs. beckward incegiracion. Ia fact, this
is of consfderable Importamee at the present clme since many packaged gouds
compandes have losc significent brand Laralty as Indygtrias have bagpum ta
tacure apd migrate frem propriecary dffferentistad pradurta (hrande} o
commodiries. This has heen particularly twue En gazoline. phearmaceuticals

and many grecery products.

In Figurs 7, we have atcempeed to provide a bBehavieral a¥plandtion far
varioug types af chamnel gutéomes and che resulzant merker sompebitdTe
dtruciures that cam drise as a sootequence of the apclet va. breand predis-

pogitien strengths and weaknesses In che marker place.

if customery have strong brand amd cutle preferanca, it {g likaly to
geatrate 4 meadpollstis competition struetuye o a producc class resulting
in either dominence af a2 single brand = gublet combifation or morce likely
4 geghtented Dacker. This seems to be very true im che case of many speclal-
ty chains such a3 che Foot Lesker, Just Jeans, County Seat and aleccronic
outlags whers customers have strong brand as well as sutlat preferances.
It 18 4rili true for the trediticoal supermeirkecs atrhough che brand possr

of the masufacturer zeems co be weakening,

Ef the cusromers have g strong owtler preference and a weak hrand
prefevance, one would expect the emgigence of distribution menopoly or li-

2paly regulting in baclkwersd tategration. Clearly, this has been histor—
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Ecally true for Sears in this country and Marks & Spemcer in che U.E. The
recail giants have litarally full tdae dedicaked manufacturers vhose pro-
duct identicy fs ot ¥mowm co the comsumer, Instead, the rezail outlar
auperTdWpoges its own name or ancther nate clearly identifiad with the ratail

chadn. Witmess che case of True Value nardward storas.

Ou the ether hand, customers say have sereng brand preferknce and wesk
cutler preference which will then regulf in 2 menufscouter oligopoly ot
monspoly by forward dntegratipn, This cap be acoonplished by either con-
tractual {franchise) wertical distribugfes gystems such 4% most fast food
franchiges, avtomabile dealersnips or by corpotace wertical diseribuciom
gystems 3uch as Radio Shask, Bell Phome Ceuters and Yevox Swall Businees

Stoves,

Fiaally, whea the marker pliee bas fa atreag outlet op brand prefer-
gice, we would expect the emergence of parfect comperition. This is prub-
4bly mote cypical in less organized activities guch as the flea carkets,
gatage salez and baraars, Tc is certainly dot true concrary to the popular
writingg for eirhar the stock matket ¢r for agricultural crops vhere there
i3 & $trong discributor ologapely. In the mere organized sector, the anly
examples which come to mind relate [0 gasoline, sgd convenmisnce ZLOLEDY pro=—
ducts such a3 milk, eges and ather salactive parishable vegecables and

fruits in highly developed vetail trading aress.

FATRMACE ZEHAVICR THEQZY

¥ow we turn owT atisuntiom £g patronage behavior. As meationed sarliar,

praferences and intentions do eob awtomartically result In behavior. 4
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nuzher of highly systematic and sowetimes managerially planned eveots and
effovcs Lutervens batween prefersnces and hehavior which resulk in what we
shall vefer to as the preference — behavior discrepancy. The evldence is
%0 gvarvhalming (Sheth and Wopg 1981} chat Sheth and Frazier £1981) have
even propesed 8 model of strateyy mix for planned saeial change based on

the degrae of praference - behavior discrepancy.

In Figurs 8, we have summarizad the patromage behawior chesry. The
sutput of the theory is Pacronage Bahavfor, Tc refers to the purchase ba=
havior with respect to a spacifie product or sservice frow an autlat, and
consists of 2 yactor of four behavioral suctcomss: plapmed purchasa, ue-

planned purghege, foregone purchase and ng purchase behavior,

The Parronage Behavior is & function of Preference - Eehsvior Discrep-
ancy caused by four rypas of unexpected avents wivleh have either no eEfect
or they have loducement ov iahibition effect on z custamer's shoppimg pre-

favence., We will briefly describe each fartor iz chis sectlon.

L. Socicegonomisz Satting. It vefers to the macro aconomie condicdens such

as laflation, mpemplevyment and inkerwst rates as well as sosiszl sirua-
ticna sugh as prasence of friends and ralagives at tha time of shopping

behawiar.

2. Percongl Zetting. [Ic refers to the time. wonay and physlecel effort
coasidarations of the individual shepper at che time of shopping beha—

vioe,
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Figupe 3

AN INTEGRATIVE THEOAT OF PATRONACE BEHAULGOE
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3. Produec Sercing, Tr refers to the markecing mix of the product clags
in the store such as brand availability, relarive price strusturs, ume

expacted gales promotion and shalf locatiou of varicus product optioms,

4. In-Storg Markering, Iz vefars to the uskxpected changes Ia tha atore

such a=z presenca of a new bratd, change da the locatton of exdsting
Bramds, in-stote promections, aed selective aales efforr by salssclark

which cauld ast be antizipaced by the custcomer.

It wust be relcarated that all chese four factars represent wunexpacked
evanty which the gfugcomer could mot anticipate fn esCablishing his shopping
prafarence, .hs such, they oetur batween the tima and place vhem shoppiag
preferatce and imtencivns are established and zccuab shopping behavior takes
Flace. It i3 our contencion that it ig laposaible oo establish actitods —
behevivr correspotdence sz suggesced by Fishbein and Ljzen {1975) im most
real life dynamic situarions, rhat autersus evencs do intervene and Influ-
&occe a person's Inrentiong with respect o its menifestacdon dnto behavtor
and, cherafore, we ased to provide a separate mediacing conztruct fuch as
Unexpected Zvancs s proposad by Sheth (1074, At the sape time, these Tn-
expected Evengz and cheir impact ca intemrion — bBebavior disgrepansy ars
neither coo small ner too idiesyoeratic to be treated a§ random effects bo
bz accomedated by any stochasrie preference theories as sugpastad b7 Basa
(1974). In fant, they ave s systemardc and silzesble thar managetial mar-
ketlag plannieg and budgeting has besn sipnificantly divarted toward uril=
izing them in place of the traditfonal persuasive advertfsing oo mass media.
In the precess, we ire, at present, wirnessing a greater use of behavior
chioge strategies as cppased ko atticunde change tirategies in the reczil

enviTonment.
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THE ¥EXT STEF

A0 incegrative theory of »acrovnage preferesce and Behaviar af this
wagnleuds and scope, of eourde, will be move dLifficult to JLffuse wnlass
ot suggestions are made as to how to keap it z21dve and zerive. Wo meks

the followlag rwcommendations £a other scholars and doctoral scudents.

1. Perbaps the mesc txcliing and Tanagerially relevant aspect 13 co ede-
pirically fovastigate the degree to which various types of Unexpected
Evencs influence a person’s intencions and, chersfprs, pravide what wa

vafer to a8 the behavioral feverage for a nacketing praccitioner.

It would Be wery inreresclog, for example, to inveatigate the relative
sagnicudas of sckicude laverage, behavioral Leverige and no leverage
af markecing wix efforts across a group of productz amd gatvioss in

termg of shopping preferance and patrenage dehavier.

2. A secomd and equally exciring ares of wnaxplored regearch Ls the arilfe
zation of apecifie rules (sequential, trade-off and dominanc) in
chooalng a ratail outlet for specific produrt cholce siteations. For
examplea, do conzuwmers use the z¢quential Tule fov shopping goods, che
trade-off yula for spectslty goods, and the deminant rule far conven—

ience wgoodsT?

3. ¥hat are the specific Fuuctional needs and novfiwcriensl wants for
shopping behavior and iz chere auy signdficant <obvelation Secween them

acd vayiouws types of shepplog oprtioms such as shopping malls, depart=-
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ment 3Lores, disdount zgores, strip malls, dewntowm shopping and ocher

Tetall escablizhmencs?

4. How mueh af tha shopping optiovns ig determined by the Market Decarmt-
nantg and by rhe Company Dwterminaneg? This will soahle a COMpRNY Lo
declde vhat i3 the balance of power botwmen extarnal noncontrullable

factora in Its strategle planaing for mrore 11fe ayeles.

5. What {s the velacive cantributlon of Personzl Determinants Vid=a=via
Product Decermingncs acvoss g group of produccs wich regpact to chedip
shopping motivesz? For example, wa wight auzpect that for highly fune=
ticnal preducts shopping mocives may be mere detezmimed by the Produce
character{scica bur for highly zmonfuastianal produccs, they might ba

mre decermieed by Personal characterdasies of ghe individusi shopper.

Undeelying all these suggestions, there iz a latent cheme: Do ook kry
te tegt che full theery in ooe gingle scudy snd try o apply the individual
behavisral coaceprs ar che aggreyate proeduce/marker telationshipa. In
achear words, tha thesey of patronage prafsrence and behavier 13 likely co
be more useful in fts generarive functisn rather than in {tz dascripeive

fumiction,
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