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ABSTRACT 

In recent years, direct-mail marketing has realized a significant increase in 

market share. One area of direct-mail marketing that has experienced 

unprecedented growth is mail-order catalogs. However, the mail-order catalog 

shopper has yet to be accurately described in enough detail to promote effective 

and efficient target marketing by direct mail marketers. As a result, numerous 

questions regarding specific characteristics of the mail-order catalog shopper 

remain unanswered. Thus, the variables related to consumer catalog patronage 

must be identified and utilized in marketing strategies. 

The problems addressed in this investigation were (a) to identify and 

describe the demographic profiles, selected shopping attitudes, personality types, 

and values systems of users and nonusers of mail-order catalogs and (b) assess the 

extent of functional relationships between the identified individual profile elements 

of the respondents. The participants in this study consisted of 679 consumers in 

the United States, age 25 and older. A self-administered mail questionnaire was 

constructed to obtain information regarding respondents' profiles. 

Profile data of the respondents were analyzed to determine mail-order 

catalog use. Individuals were classified as nonusers, infrequent users, and frequent 

users of mail-order catalogs. Data analysis revealed that significant relationships 

existed between mail-order catalog use and nonuse with respect to the presence of 

children under six years of age in the household, credit card ownership, 

educational background, and catalog shopping attitude. Findings indicated that 

v i 



values systems significantly influence shopping attitudes. Additionally, results 

disclosed a trend in regard to personality types and combinations of personality 

types and values systems significantly influencing selected shopping attitudes. 

For many marketers, the mail-order catalog shopping format has become 

a force in directing consumer choices for a large portion of goods and services 

that individuals consume today. Findings suggest a forecasting role for personality 

types and values systems in the consumer decision-making process in regard to 

mail-order catalog usage. Additional research is needed in establishing specific 

personality and values characteristics which might be utilized in niche marketing 

strategy by direct mail marketers. 
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CHAPTER I 

INTRODUCTION 

In recent years, direct mail marketing, also referred to as retailing without 

stores, has realized a significant increase in market share and has been cited as 

the retail phenomenon of the late 20th century (Rosenberg & Hirschman, 1980). 

During the latter half of the 1980s, annually, more than 50% of adults in the 

United States purchased some type of product by direct mail ("1987 Supplement," 

1987). According to market analysts, expansion by direct-mail marketers is 

expected to continue into the 21st century as consumers tire of the traditional task 

of inefficiently searching for goods and services in stores crowded with customers 

and merchandise (Rosenberg & Hirschman, 1980). 

One area of direct-mail marketing that has experienced unprecedented 

growth is mail-order catalogs. In 1989, the catalog business was evolving at twice 

the rate of growth in traditional retail stores. Hence, mail-order catalogs have 

become one of the primary methods direct-mail marketers use for targeting and 

reaching consumers (Roberts & Berger, 1989). 

Mail-order catalogs are used by retailers for cost-effective target marketing. 

Currently, cataloge^s are some of the most rapidly growing firms in the United 

States (Skolnik, 1989). However, the variables related to consumer catalog 

patronage must be identified and utilized in marketing strategies (Roberts & 

Berger, 1989). Researchers have investigated various methods of segmenting 

consumers for marketing purposes through the use of demographics, purchasing 



behaviors, lifestyles, and attitudes, interests, and opinions. While all of these 

segmenting methods have proven to be successful for marketers, consumer groups 

still remain unidentified (Vinson & Munson, 1976). As consumers have evolved 

into complex entities, market researchers have instigated the use of personal types 

of variables encompassing values, motivations, and personality for segmentation 

purposes in order to more accurately identify consumer market segments that are 

more individual-related than ever before (Engel, KoUat, & Blackwell, 1969). 

The consumer decision-making process is an extremely complex model. The 

ultimate consumer using mail-order catalogs relies upon attitudes and values to 

make the final purchsise decision. Therefore, the more information a direct 

marketer using catalogs has about customer patronage motives, the closer catalogs 

can come to honing in on precise target markets. Over the past several decades, 

a vast quantity of research and literature has been devoted to retail patronage 

(Brody & Curmingham, 1968). Findings have typically shown the consumer store 

patronage decision as being dependent upon attitudes related to past experiences, 

external variables, and personal characteristics. 

Personality as an individual-related variable has been investigated 

extensively with consumer behavior. Results of studies which focused on 

personality have indicated only a moderate relationship. Inclusion of additional 

variables, such as values and attitudes, would enable researchers to examine 

composite relationships between individual-related variables and consumer 

behavior (Assael, 1981). Results could assist direct marketing strategists in 



identifying the linkages in consumer groups based on personal characteristics and 

the related variables impacting consumer behavior for more effective consumer 

segment targeting. 

Currently, limited generalizations about mail-order catalog shoppers exist. 

Catalog shoppers are becoming increasingly demanding and sophisticated as new 

lifestyles and new motivations for shopping at home emerge. To maintain a 

competitive edge, direct mail marketers must obtain a broader and deeper 

understanding of all consumers. Market research concentrating on consumers 

participating in in-home shopping is needed to develop strategies consistent with 

consumer needs. Therefore, additional information regarding demographics, 

psychographics, specific buying habits, and lifestyles as well as personal types of 

variables impacting the behaviors of mail-order catalog shoppers must be a focus 

of investigation. Market research designed to contribute to a comprehensive 

understanding of consumer groups ultimately will be cost effective because of a 

decrease in wasted mailings and an increase in sales (Skolnik, 1989). 

An individual's willingness to purchase products through mail-order catalogs 

is jointly influenced by that individual's demographic, attitudinal, and 

psychographic profile (Lumpkin, Allen, & Greenberg, 1981; Ring, 1981; Summers, 

1970; Tigert, Ring, & King, 1976). While studies have attempted to profile the 

mail-order catalog shopper in terms of demographic, socioeconomic, and 

psychographic variables (Curmingham & Cunningham, 1973; Gillett, 1970; 

McQuade, 1980; Reynolds, 1974; Roberts & Berger, 1989; Rosenberg & 



Hirschman, 1980; Skolnik, 1989), success in identifying one profile of the mail

order catalog shopper has been limited in the sense that few studies replicate the 

findings of other studies. Thus, the observation is made that the mail-order 

catalog shopper has yet to be accurately described in enough detail to promote 

effective and efficient target marketing by direct mail marketers. As a result, 

numerous questions regarding specific characteristics of the mail-order catalog 

shopper remain unanswered. The gap in existing research findings serves as the 

basis for the present study. 

Statement of the Problem 

The primary problem addressed in this investigation was to identify and 

describe the following individual profile elements among consumers in the United 

States, age 25 and older: (a) demographic profiles of users and nonusers of mail

order catalogs, (b) selected shopping attitudes among users and nonusers of mail

order catalogs, (c) personality types among users and nonusers of mail-order 

catalogs, and (d) values systems among users and nonusers of mail-order catalogs. 

It was hypothesized that demographics, shopping attitudes, personality types, and 

values systems would vary according to frequency of mail-order catalog use. A 

secondary problem was to assess the extent of functional relationships between the 

respondents' shopping attitudes and (a) personality types, (b) values systems, 

(c) combinations of personality types and values systems, (d) personality types and 

frequency of mail-order catalog usage, and (e) values systems and frequency of 

mail-order catalog usage. It was hypothesized that consumers would demonstrate 



differing types and levels of relationships between shopping attitudes and the 

investigated variables of consumers' personality types, values systems, and 

frequency of mail-order catalog usage. 

Objectives of the Study 

Consumers have differing personality types, values sets, and attitudes 

constituting basically overall complex sets of personal perceptions and mental 

understandings which influence behaviors with regard to the purchase of products 

and services. The propensity to purchase products and services through the use of 

mail-order catalogs may not be driven simply by the need or desire to purchase. 

Consequently, an individual's willingness to purchase via a particular marketing 

mode may be influenced by various personal characteristics and attitudes toward 

the shopping format, the product class, and service level. Based on the 

assumptions and pertinent findings in the reported literature, the following 

hypotheses were formulated: 

1. Consumers, age 25 and older, who are mail-order catalog users 

will tend to be the following: 

a. older, 

b. living in non-metropolitan areas, 

c. owners of or buying a home, 

d. having children under six years of age living at home, 

e. possessing a large number of credit cards, 

f. female, 



g. possessing a high armual household income, 

h. married, 

i. employed outside the home, 

j . employed in a professional occupational status, and 

k. achieving a high level of education. 

Therefore, it was expected that respondents' usage of mail-order catalogs would 

vary according to age, conmiunity size of residence, home ownership, the presence 

of young children in the household, credit card ownership, gender, armual 

household income, marital status, employment status, occupational status, and 

educational background. 

2. Consumers, age 25 and older, who are mail-order catalog users 

will tend to demonstrate the following: 

a. high scores toward the time consciousness attitude, 

b. high scores toward the price consciousness attitude, 

c. high scores toward the brand loyalty attitude, 

d. low scores toward the store shopping attitude, 

e. low scores toward the local shopping attitude, 

f. high scores toward the catalog shopping attitude, and 

g. high scores toward the large city shopping attitude. 

Therefore, it was expected that respondents' usage of mail-order catalogs would 

vary according to shopping attitudes. 



In addition, answers to the following research questions were sought: 

1. Do consumers, age 25 and older, who are at varying levels of mail-order 

catalog use, tend to have different personality types, values systems, and 

combinations of personality types and values systems? 

2. Do consumers, age 25 and older, who have different shopping attitudes, 

tend to have different personality types, values systems, and combinations of 

personality types and values systems? 

3. Do consumers, age 25 and older, who are at varying levels of mail-order 

catalog use, tend to have different assortments of personality types and shopping 

attitudes and of values systems and shopping attitudes? 

Definition of Terms 

The following terms were defined for the purposes of the study: 

Attitude-A function of the importance of various attributes surrounding an 

object and an individual's perception of the degree to which an object possesses 

each attribute (Mason & Mayer, 1990). 

Brand Lovaltv-The degree to which a consumer consistently purchases the 

same brand within a particular class of products (Bennett, 1988). 

Consumer-The buyer, decision maker, or ultimate user of goods, ideas, and 

services (Bermett, 1988). 

Consumer Behavior-The marmer in which consumers act, function, and 

react to various situations involving the purchase of goods or services or the 

acceptance of ideas (Lewison & DeLozier, 1986). 
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Direct Marketing-An interactive system of marketing using one or more 

media to effect a measurable response at any location (Roberts & Berger, 1989). 

Frequencv-The number of purchases reported during the last 12 months via 

mail-order catalogs (Cohen, 1987). 

Frequent Users Of Mail-Order Catalogs-An individual who has placed 

seven or more orders in the past one year via mail-order catalogs. 

In-Home Shopping—A form of shopping in which the consumer shops for 

and purchases products and services from the home as a result of personal 

contacts or direct marketing efforts made by the retailer. In-home shopping 

formats include direct sales and direct marketing. 

In-Store Shopping-Shopping for products and services at a traditional store

front location. 

Infrequent Users Of Mail-Order Catalogs-An individual who has placed at 

least one but no more than six orders in the past one year via mail-order catalogs. 

Large City Shopping-The degree to which a shopper consistently evaluates 

the shopping conditions, including product assortment, price, customer services, 

and type of retail stores in large city trade areas. 

Local Shopping-The degree to which a shopper consistently evaluates the 

shopping conditions, including product assortment, price, customer services, and 

type of retail stores in the local trade area. 

Mail-Order Catalogs-Media primarily engaged in the retail sale of products 

by catalog and mail order through catalog offerings (Lusch & Durme, 1990). 



Market Segmentation-The process by market researchers of breaking a 

heterogeneous group of consumers into smaller, more homogeneous groups 

(Lusch & Dunne, 1990). 

Marketing Research-The function that links the retailer to consumers 

through information used to identify and define retail opportunities and problems; 

to generate, refine, and evaluate retailing activities; and to monitor retail 

performance (Levy & Weitz, 1992). 

Nonstore Retailing-A form of retailing in which consumer contact occurs 

outside of a conventional store facility. Nonstore retailing formats include direct 

sales, automatic vending, and direct marketing (Levy & Weitz, 1992; Thomas, 

Anderson, & Jolson, 1986). 

Nonusers Of Mail-Order Catalogs-An individual who has placed no orders 

in the past one year via mail-order catalogs. 

Object-Any discriminable aspect of an individual's world; used in a generic 

sense (Fishbein, 1979). 

Personalitv-The surrmiation of the characteristics that distinguish each 

individual from every other individual (Donelson, 1973) and determine general 

patterns of behavior (Walters, 1978). 

Personality Types-Descriptors of the four personality types determined by 

the study instrument: 

(a) cautious type-A personality that is serious and time-disciplined, seeks 

facts and data, asks specific questions about specific details, uses cautious actions 
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and decisions, and works at a slow, cautious pace. 

(b) dominance type-A personality that is independent, strong-willed, 

decisive and goal-oriented, and likes and seeks control. 

(c) influencing type-A personality that uses spontaneous actions and 

decisions, is gregarious and undisciplined about time, possesses dramatic opinions, 

operates on intuition, and is a risk-taker. 

(d) steadiness type—A personality type that accepts change slowly and 

reluctantly, approaches risk cautiously, is slow to take action and make decisions, 

is loyal and dependable, and asks many questions (Cathcart «fc Alessandra, 1984). 

Price Consciousness-The degree to which a consumer consistently evaluates 

the retail price of products and services before purchasing. 

Retail Business Format-A type of retail store that is characterized by the 

particular competitive strategies and tactics employed by the organization 

(Lewison, 1989). 

Time Consciousness-The degree to which a consumer consistently evaluates 

the amount of time consumed when shopping for products and services. 

Value-An economic concept referring to the perceived and thus, estimated, 

worth of a retail product based on retail price of the product, quality of the 

product (workmanship, durability, materials, and engineering), location where the 

product can be purchased, availability of the product, look (or fashion level) of the 

product, satisfaction capability of the product, price value retention capability of 

the product, enjoyable envirormient where the product can be purchased, and 
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return/exchange and guarantee/warranty policies relevant to the product 

("Currents Of Change," 1988; James & Vanden Bergh, 1989). 

Values-Centrally held, abstract, enduring beliefs about modes of conduct 

and end-states of existence which guide actions and judgments across specific 

objects and situations (Rokeach, 1968). 

Values Systems-Descriptors of the four values systems determined by the 

study instrument: 

(a) challenger system-A system whose goal is self-preservation and 

satisfaction, fears a loss of personal well-being, faces life through doubt and 

disenchantment, and lives a lifestyle of self-expressed individuality. 

(b) in-betweener system-A system whose goal is self-assertion and 

happiness, fears inner conflict, faces life through optimism and exploration, and 

lives a lifestyle of socially-acceptable individuality. 

(c) synthesizer system-A system whose goal is the integration of the self 

with others, fears a lack of personal congruence, faces life through pragmatic 

idealism and moderation, and lives a lifestyle of personal activism. 

(d) traditionalist system-A system whose goal is responsible living, fears a 

loss of social respect, faces life through commitment and protection, and lives a 

lifestyle of meaningful involvement ("The Values," 1981). 

Limitations of the Study 

The participants were limited to a random sample composed of male and 

female consumers in the United States, age 25 and older. A randomized national 
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mailing list of consumers was purchased from National Demographics and 

Lifestyles. Shoppers were surveyed during the spring of 1992. Information was 

limited to that drawn by the responses on the questioimaire. Areas of the 

questionnaire to be statistically analyzed in this study included (a) the personality 

types scale, (b) the values systems scale, (c) the shopping attitudes scale, 

(d) selected shopping behavior information (Q-03), and (e) selected demographic 

information (Q-01, Q-04, Q-05, Q-08, Q-09, Q-10, Q-11, Q-12, Q-13, Q-14, and Q-

15). Additional information gleaned from the questiormaire will be statistically 

analyzed at a future date. 

Basic Assumptions 

The following assumptions were made for the study: 

1. The population of consumers in the United States purchasing through 

the use of mail-order catalogs will continue to increase. 

2. The mail-order catalog business will continue to experience increases in 

market share. 

3. Personality types, values systems, and shopping attitudes contribute to 

the utilization of mail-order catalogs. 

4. Personality types can be measured by a personality scale. 

5. Values systems can be measured by a values scale. 

6. Selected shopping attitudes can be measured by an shopping attitude 

scale. 
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7. Retailers will have to continue to increase the number of shopping 

formats offered to consumers. 

8. Retailers will have to continue to customize products and services for 

consumers. 

9. Identifying market segments that are measurable, accessible, 

economically viable, and stable will continue to be important for market 

positioning. 



CHAPTER II 

REVIEW OF RELATED RESEARCH 

AND LITERATURE 

Retail firms in the United States are increasingly exploring direct marketing 

techniques in the search for new markets and future profitability. During the 

1980s, economic and socioeconomic trends contributed to the upward spiral 

evidenced in direct marketing sales. The combination of advancing technology 

with working women, single-person households, older consumers, time poverty, 

mass credit, standardization and branding of products, and rising discretionary 

income reduced in-home shopping risk drastically for both the seller and the 

buyer. Today, direct marketing is a multi-billion dollar industry and the 

proliferation of the industry has altered the retail industry's methods of selling and 

consumers' methods of buying all types of products and services (Cohen, 1987). 

Traditionally, non-store retailing thrived in geographic markets not 

concentrated with retail stores. However, with shifts in demographics and 

psychographics of American consumers, use of non-store retailing has increased as 

an easier shopping format for meeting the needs of urban consumers. In this 

context, the percentage of the American population fitting the profile of the direct 

mail shopper is dramatically on the increase. This expanding segment of 

consumers represents potential users of mail-order catalog shopping services and 

offers even greater opportunities to retailers and manufacturers considering 

entering into or expanding current catalog offerings. 

14 
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Due to the rising costs of doing business and the ever increasing 

diversification of consumer market segments, mail-order catalog retailers must 

reexamine marketing strategies so as to ensure a greater chance of success in the 

future (Coe & Lipstein, 1979). Profitable mail-order firms must concentrate on 

organizational positioning (Durme, Lusch, Gable, & Gebhardt, 1992). Thus, 

additional in-depth consumer research studies are necessary to assist in developing 

more detailed strategies for reaching appropriate and key market segments (Coe 

& Upstein, 1979; Gillett, 1976). 

The review of related research and literature is divided into eight sections 

as follows: (a) nonstore retailing, (b) in-home shoppers, (c) mail-order catalog 

business, (d) mail-order catalog shoppers, (e) market segmentation, (f) personality, 

(g) values, and (h) attitudes. 

Nonstore Retailing 

Nonstore retailing offers consumers optional methods of purchasing goods 

and services. Recently, nonstore retailing has experienced unprecedented growth 

due to the development of technology and telecommunication retail systems, 

merchandise offerings, lack of time by consumers, energy shortages and costs, and 

depressed economic conditions (Roberts & Berger, 1989; Rosenberg & 

Hirschman, 1980). Nonstore retailers now market specialty, ego-intensive goods to 

affluent consumers in addition to the mass-produced, mass-market goods targeted 

to the general public (Rosenberg & Hirschman, 1980). 
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Growth of nonstore marketing in the past decade was phenomenal (Kwon, 

Pack, & Arzeni, 1991). Nonstore sales were increasing from three to five times 

faster than the sales of traditional retail stores (Rosenberg & Hirschman, 1980). 

Results of a 1987 Roper Organization survey determined that in a three-month 

period, more than half of all U.S. consumers purchased some type of product 

through nonstore shopping (Hamilton, 1988). Currently, nonstore retailing 

accounts for about 10% of retail sales (Mason & Mayer, 1990; Mason, Mayer, & 

Ezell, 1991). 

According to Roberts and Berger (1989), the Direct Marketing Association 

(DMA) defines nonstore retailing as "an interactive system of marketing which 

uses one or more advertising media to effect a measurable response and/or 

transaction at any location" (p. 2). Nonstore retailers have been defined as 

"retailers that do not use conventional store facilities as part of their standard 

mode of operation" (Lewison, 1989, p. 796) and "retailers who do not possess 

conventional facilities" (Berman &, Evans, 1986, p. 109). 

Nonstore retailers use nonstore, direct marketing techniques to target select 

groups of consumers (Darian, 1987). Given that the nonstore retailer and 

consumer must engage in a two-way communication, a prospective customer does 

not have to respond to an offer in order to indicate that a communication has 

taken place. The nonstore retailer can contact the consumer at any place and 

time where conmiunication can occur. Specific corrmiunication that the customer 
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responds to and the nature of the response must be identifiable by the marketer 

(Roberts & Berger, 1989). 

Nonstore retailers take the store to the customer rather than waiting for 

the customer to come to the store (Lewison, 1989). Goods and services are 

marketed directly to consumers in a variety of methods (Roberts & Berger, 1989). 

The three categories of nonstore retailing are direct sales, automatic vending, and 

direct marketing (Kwon et al., 1991; Levy & Weitz, 1992; Thomas et al., 1986). 

Therefore, nonstore retailing differs from in-home shopping in that the automatic 

vending method of nonstore retailing is not included as one of the in-home 

shopping formats since vending machines are not present in consumers' homes 

(May, 1979). 

Direct sales, also known as door-to-door selling, involves salespersons' 

personal contact with consumers in the consumers' homes (Berman & Evans, 

1986). This mode of nonstore retailing includes cold-canvassing, territorial, and 

party plan sales (Lewison, 1989). Automatic vending is a retail format that 

involves coin-operated machinery (Berman & Evans, 1986). Vending machine 

retailing occurs when machines dispense small, branded, and standardized 

products of low value when money is placed in the machine by the consumer 

(Lewison, 1989). 

Direct marketing is a form of nonstore retailing in which consumers are 

exposed to merchandise through an impersonal medium separate from retail 

stores and then purchase merchandise by telephone or mail (Berman & Evans, 
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1986; Levy & Weitz, 1992). Direct marketing methods include (a) direct response 

mailings, (b) mail-order retailing which encompasses the use of catalogs, 

brochures, or coupons, (c) television shopping programs, (d) direct response 

television and radio advertising, (e) direct response space ads in magazines and 

newspapers, (f) newspaper inserts, (g) telemarketing, and (h) computerized and 

electronic shopping sources through the use of videotext, videodisc, videologs, and 

interactive cable television (Berman & Evans, 1986; Kwon et al., 1991; Levy & 

Weitz, 1992; Lewison, 1989; Mason & Mayer, 1990; Mason et al., 1991; Roberts & 

Berger, 1989). 

In order to maintain market share and satisfy consumer demands, nonstore 

retailers must continue to (a) assure the consumer of the safety of the goods and 

services, (b) provide complete and accurate information about the goods and 

services offered for sale as well as customer service policies, (c) protect the 

privacy of personal customer data, and (d) educate consumers on the goods and 

services for sale (Rosenberg & Hirschman, 1980). In the 1990s, analysts have 

predicted that nonstore retailing will continue sustained growth for several 

reasons. An increase in the amount of standardized and branded products 

reduces consumers' buying risk based on the descriptions used by nonstore 

retailers. Travel time, traffic, and inadequate parking are avoided by consumers 

when responding to direct marketing efforts. Nonstore retailers will continue to 

improve skills and efficiency related to customer service and take advantage of 

technological breakthroughs (Berman & Evans, 1986). Finally, consumers are 
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expected to continue to have difficulty in setting aside shopping time and will 

therefore remain interested in the convenience of selecting and purchasing 

merchandise at a large variety of locations (Berman & Evans, 1986; Levy & 

Weitz, 1992). 

In-Home Shoppers 

In-home shopping includes direct sales and direct marketing and most often 

is characterized by a customer placing a mail or telephone order from the home 

and responding to door-to-door selling (Gillett, 1970). Thus, an in-home shopper 

is a consumer 'Svho receives a direct-response message and then responds from 

the home" (McCorkle, Planchon, & James, 1987, p. 18). The growth of in-home 

shopping has been attributed to the increasing acceptance of in-home buying by 

urban shoppers, the convenience in-home shopping offers, the upgraded products 

and improvement in order and delivery service by in-home sellers, increased 

consumer education, advances in communication, wide acceptance of credit, the 

mass standardization and branding of products, and a change in consumer life 

styles which places emphasis on leisure activities (Darian, 1987; Gillett, 1970; 

Lumpkin & Hawes, 1985). Retailers must know the motivations and 

characteristics of in-home shoppers so as to assist in selecting target markets and 

marketing mixes (Darian, 1987). 

Researchers investigating in-home methods of shopping have generaUy 

assumed that in-home shoppers, "are likely to have different demographic 

characterisfics, personalities, and/or attitudes than people who travel to one or 
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more stores and physically inspect the alternatives before making a purchase" 

(Berkowitz, Walton, & Walker, 1979, p. 18). Yet, research studies investigating in-

home shopping have yielded a minimal amount of replication about in-home 

shopping behavior and the personal variables surrounding in-home shoppers 

(McCorkle et al., 1987). Existing studies have compared consumers who 

participate to those shoppers who do not participate in in-home shopping on the 

basis of demographic characteristics, socioeconomic variables, and perceptions and 

attitudes about shopping (Berkowitz et al., 1979). 

The demographic and socioeconomic characteristics most often investigated 

in regard to in-home shoppers include age, family size, stage in the family life 

cycle, marital status, employment status, presence of children in the home, income, 

use of credit, educational background, occupational status and a "locked in" status. 

While most demographic profiles of in-home shoppers reveal that in-home 

shoppers are younger than average consumers (Berkowitz et al., 1979; Darian, 

1987; Greenberg & Lumpkin, 1981; Reynolds, 1974; Sundel, Nevils, & Alston, 

1983), Gillett (1970) found no significant relationship between in-home buying 

intensity and shopper age, family size, and stage in the family life cycle, and Taylor 

and Taylor (1982) found in-home shoppers to be older than in-store shoppers. 

Research findings have shown that in-home shoppers have a higher-than-average 

household income (Cox & Rich, 1964; Cunningham &, Cunningham, 1973; Gillett, 

1970; Lumpkin & Hawes, 1985; Nevils, Sundel, & Alston, 1982; Reynolds, 1974; 

Tate, Daniels, & Ball, 1981) and possess a greater than average use or more 



2 1 

positive attitude toward credit than the average shopper (Berkowitz et al., 1979; 

Cox SL Rich, 1964; Cunningham & Cunningham, 1973; Greenberg & Lumpkin, 

1981; Lumpkin & Hawes, 1985). Furthermore, researchers have concluded that 

in-home shoppers tend to live in households where the head of the household or 

the shopper possesses a high level of education (Berkowitz et al., 1979; 

Cunningham &. Cunningham, 1973; Gillett, 1970; Lumpkin & Hawes, 1985) and 

engage in a higher-status occupation than the head of the household of the 

average shopper (Berkowitz et al., 1979; Cunningham & Cunningham, 1973; 

Gillett, 1970). 

To date, studies have resulted in conflicting profiles surrounding income 

levels and educational and occupational status. Taylor and Taylor (1982) did not 

find statistical significance surrounding the occupational status of in-home 

shoppers but found in-home shoppers to have a lower income level and to be less 

educated than in-store shoppers. Darian (1987) and Al-Habib (1989) found that 

households with females employed full-time or part-time were no more likely than 

other households to purchase from the home and shoppers from households in the 

highest income group and above average in education were no more likely than 

other shoppers to shop from home. Furthermore, research results presented by 

Peters and Ford (1972) revealed than in-home shoppers tended to be less 

educated, were more likely to have lower household incomes, and were more 

likely to have a head of the household in a lower-status occupation than 

consumers not heavily involved with in-home shopping. 
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Researchers have investigated the possibility that in-home shoppers are 

locked-in individuals who shop at home out of necessity (Berkowitz et al., 1979; 

Cunningham & Cunningham, 1973; Gillett, 1970; Lumpkin & Hawes, 1985; Taylor 

& Taylor, 1982). While in-home shoppers may be locked in at home because of 

children, age, family size, access to an automobile, travel time to a store, and 

distance to public transportation, studies have provided inconclusive results 

regarding the relationship between locked-in consumers and in-home shopping 

(McCorkle et al., 1987; Taylor & Taylor, 1982). Peters and Ford (1972) did find 

the heavy, in-home buyer to be locked in at home because of the presence of 

small children in the household and because of little access to private 

transportation during the day. Cox and Rich (1964) found that in-home shoppers 

were more likely than nonusers of in-home shopping methods to have young 

children and to live in suburban areas. Darian (1987) determined that households 

with two preschool children were twice as likely to have made an in-home 

purchase as those with no preschool children and households in nonmetropolitan 

areas were more likely to utilize in-home shopping methods than other 

households. 

In addition to demographic and socioeconomic variables, research studies 

related to in-home shoppers have investigated psychographics, including personal 

attitudes and perceptions. Results of attitudinal research conducted by 

Cunningham and Curmingham (1973) revealed that active in-home shoppers were 

less conservative, had a more positive attitude toward the use of credit, and were 
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more cosmopolitan and adventuresome than inactive in-home shoppers. Peters 

and Ford (1972) found no significant difference between heavy in-home shoppers 

and heavy store shoppers on the dimension of self-reliance. Psychographic studies 

have revealed that consumers who were self confident about important purchases 

were more likely to purchase through nontraditional retail methods than 

consumers who were less self confident (Dash, Schiffman, & Berenson, 1976; 

DeKorte, 1977; Gillett, 1976). 

Research studies have addressed a melange of shopping orientations or 

typologies (BeUenger & Korgaonkar, 1980; Bellenger, Robertson, & Greenberg, 

1977; Moschis, 1976; Stephenson & Willett, 1969; Stone, G., 1954). The price-

oriented, time-oriented, convenience-oriented, and brand-conscious shopper 

typologies appear to be relevant for investigation in regard to nonstore retailing 

(Korgaonkar, 1984). Gillett (1970) found than̂  convenience orientation was 

positively related to the level of in-home shopping suggesting that in-home 

shoppers had a greater propensity to own multiple credit cards and telephones 

and utilize numerous magazines and newspapers. Korgaonkar (1984) reported 

that nonstore customers were convenience- and price-oriented consumers but non 

brand-conscious shoppers. Berkowitz et al. (1979) determined that in-home 

shoppers placed importance on convenience and time, had a negative attitude 

toward shopping activities, were less price conscious, and were more flexible, 

venturesome, and willing to take risks than other shoppers. Cox and Rich (1964) 

found that in-home shoppers placed an emphasis on quick methods of shopping 
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and had a desire for convenience. Rapp (1984) and Gillett (1970) found that in-

home shoppers enjoy store shopping and shop in stores more frequently than the 

average consumer. 

Before adapting marketing strategies to in-home shoppers, direct marketers 

must "effectively identify and profile consumers who are using in-home shopping 

alternatives" (Bolfing, Hills, & Bamaby, 1981, p. 87). Retailers have yet to acquire 

sufficient knowledge about the varied demographic and psychographic profiles of 

the market segments most likely to perform a considerable amount of shopping 

from the home. Thus, retailers continue to find difficulty in successfully catering 

to the needs of in-home shopping consumer segments (Taylor & Taylor, 1982). A 

limitation of the existing research in being able to determine the personal 

characteristics of the in-home shopper could include the inability to focus on 

varied types of personal and more individualized variables. While existing studies 

have concentrated on demographic and attitudinal variables, little attention has 

been given to possible differences in shopping behaviors between in-home and 

inactive in-home shoppers such as shopping frequencies and expenditures in 

selected product categories (Berkowitz et al., 1979). 

Mail-Order Catalog Business 

Catalog operations involve "the use of specially prepared catalogs that 

present the retailer's merchandise both visually and verbally" (Lewison & 

DeLozier, 1986, p. 89) and are "a form of selling in which the retailer provides the 

consumer with a merchandise catalog by either mailing it to his home or by 
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making it available in a facility maintained by the retailer for that purpose" 

(Ostrow & Smith, 1988, p. 37). "Retail distribution through catalog sales provides 

great potential for target marketing-a foundation for the implementation of the 

marketing concept" (Lumpkin «& Hawes, 1985, p. 139). Mail-order retailing 

underwent a metamorphosis from the mid-1970s to the mid-1980s (Festervand, 

Snyder, & Tsalikis, 1986). 

Definition of Mail-Order Catalog Business 

Ostrow and Smith (1988) defined mail-order catalogs as promotional books, 

usually with descriptive corrmients and illustrations "in which merchandise is 

presented to prospective purchasers" (p. 37). Mail-order catalogs can be classified 

as either general merchandise or specialty catalogs. General merchandise catalogs 

present a wide variety but a somewhat limited assortment of merchandise on 

either an annual or seasonal basis. Specialty catalogs are either customer- or 

product-oriented books that offer extensive assortments of products within a 

specialty line (Lewison & DeLozier, 1986). 

A mail-order catalog retailer is defined as "a retailer offering merchandise 

and/or services through catalogs mailed directly to customers" (Levy & Weitz, 

1992, p. G4) or "a retailer engaged in distributing merchandise through the mail to 

customers" (Krieger, 1987, p. 46). Durme et al. (1992) defined mail-order houses 

as "establishments primarily engaged in the retail sale of products by catalog and 

mail order" (p. 100) and described mail-order houses as including book and record 
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clubs, companies that sell jewelry, novelty, and specialty merchandise, and catalog 

divisions of general merchandisers. 

Conceptualization and Development of 
Mail-Order Catalog Business 

Catalog marketing as known today was first developed in the late 19th 

century when Aaron Montgomery Ward and R. C. and A. C. Roebuck each 

established general merchandise catalogs that generally targeted the scattered 

populations of rural America (Direct Marketing Association, 1984; Lewison & 

DeLozier, 1986; Roberts & Berger, 1989). During the first half of the 20th 

century, the catalog industry experienced steady growth as many successful catalog 

businesses were established. After World War II, specialty catalogs were 

introduced to supply household goods, clothing, and gifts to the middle-class 

market (Roberts «& Berger, 1989). 

Modem mail-order operations differ significantly in merchandise offerings 

and physical operations from the original businesses started by Montgomery Ward 

and Sears and Roebuck (Lewison & DeLozier, 1986). As the middle class became 

more sophisticated and more affluent in the 1960s and 1970s, upscale specialty 

catalogs exploded into the marketplace (Roberts & Berger, 1989). Upscale 

specialty catalogs that were not associated with specific retail stores were first 

introduced in 1971 (List, 1989). Rapid growth continued in the 1980s as specialty 

catalogs that targeted a small, upscale, special-interest market segment dominated 

the mail-order catalog business (Roberts & Berger, 1989). In 1981, specialty 
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catalog merchandisers commanded approximately 75% of all mail-order sales 

("The Refinement," 1981). By the mid-1980s, the majority of mail-order catalogs 

and products were upscale-oriented and innovative, and mail-order shopping was a 

major marketing and business phenomenon (Hoke, 1985). In 1990, a wide variety 

of mail-order houses were in operation as mail-order catalogs were distributed and 

used as a marketing tool by many manufacturers, wholesalers, and retailers 

(Fishman, 1985). 

Catalog businesses now offer a vast array of merchandise including clothing, 

gourmet food, sports equipment, automotive products, cosmetics, furniture, and 

gifts. Firms are either retail store-based or not related to a traditional store-front 

location (Fishman, 1985). General merchandise mail-order houses offer a wide 

variety of merchandise lines. Specialty mail-order houses present a wide or 

narrow assortment of specialty products with unique characteristics. These 

assortments are limited to a specific classification of merchandise for a significant 

group of buyers. Novelty mail-order houses offer limited lines or unusual products 

that are not normally offered by traditional retailers. Supplementary mail-order 

operations are operations that complement established department and specialty 

stores (Lewison & DeLozier, 1986) by offering support and advertising for store 

merchandise through the presentation of either a wider or more narrow selection 

of merchandise than what is offered in stores (Skolnik, 1989). 

As an overstored and inflationary retailing envirormient continues to grow, 

marketing through mail-order catalogs represents strategic opportunities for 
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retailers. Organizations can expand into regional or national markets without the 

resources necessary for store expansion since upgrading through catalogs is easier 

and less expensive than upgrading through stores. Expansion through mail order 

can serve as a forerunner for eventual store expansion through image, product, 

segment, and geographic testing. Analyzing marketing potential through mail

order catalogs can identify sites for store locations based on customer clustering. 

In addition, marketing through mail-order catalogs can be utilized for testing 

products for store distribution and maintaining customer relationships despite 

population migration (Fishman, 1985). 

Catalogers are finding that improving or maintaining profitability is 

becoming increasingly difficult as economic recession continues and catalog 

delivery and distribution costs rise. As competition intensifies at the retail level, 

mail-order catalogers cannot rely on maintaining a competitive edge on the basis 

of merchandise offerings alone (Pauken, 1991). Retail analysts contend that 

positioning will be an important competitive strategy in the 1990s. Thus, 

profitable mail-order firms must concentrate on positioning. Through the use of 

this strategy, retailers identify well-defined consumer market segments utilizing 

demographic or lifestyle variables. Retailers then appeal to identified segments 

using clearly defined approaches (Dunne et al., 1992). 

Positioning also entails the "design and implementation of a retail mix to 

create an image of the retailer in the customer's mind relative to its competitors" 

(Levy & Weitz, 1992, p. 205), which projects clear and distinctive images 
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associated with providing meaningful benefits. Consumers are motivated to 

patronize retailers and reluctant to switch to a competitors. Specific positions that 

retailers can attempt involve offering (a) distinctive merchandise categories, 

(b) specific combinations of price and quality related to merchandise, 

(c) attributes and services, and (d) merchandise targeted toward particular 

lifestyles or activities (Levy & Weitz, 1992). 

In the future, to remain profitable, mail-order firms would be wise to offer 

customer-focused products and services at a reasonable price (Pauken, 1991). In 

addition, consumers' perceptions that less than reputable mail-order firms are in 

operation, product availability from mail-order firms is uncertain, mail-order 

catalog merchandise can arrive damaged or spoiled ("Socioeconomic Trends," 

1980), catalog purchases will be generally unsatisfactory, and refunds for mail

order products will be difficult to receive ("Light Mail," 1987) must be changed by 

the mail-order catalog industry. With the absence of these types of detrimental 

characteristics in the industry, consumers should be increasingly motivated to 

patronize mail-order catalogs. 

Growth of Mail-Order Catalog Business 

As consumers have less personal time for shopping, and as catalogers 

continue to improve services, mail-order firms are in a prime position to fulfill 

consumers' shopping needs while also providing benefits (Haggin & Kartomten, 

1990). Convenience in saving time, effort, and energy is considered to be a major 

consideration for the proliferation of mail-order catalog shopping. Consumers 
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have the option of shopping any time of the day or night and receiving 

merchandise at their door (GaUagher, D., 1989; GiUett, 1970; Hamilton, 1988; 

Kotite, 1990; Paksoy, 1975; Pauken, 1991; Skolnik, 1989; "Specialty Catalogs," 

1988; Tate et al., 1981). 

Mail-order catalog retailers offer a wide variety of products, an increasingly 

large amount of branded items, money-back guarantees, good value for the 

money, and reliability (Festervand et al., 1986; GaUagher, R., 1989; "Mail-Order 

Frequency," 1985; Pironti, Vitriol, & Thurm, 1981; Reynolds, 1974; Tate et al., 

1981). Additional competitive reasons for the growth of mail-order catalog 

shopping include the decreased services, crowded atmospheres, poor assortments, 

inadequate parking facilities, inadequate sales staffs, and inconvenient hours 

provided by retail stores (McQuade, 1980; Quelch & Takeuchi, 1981; Smallwood, 

1986; "Socioeconomic Trends," 1980). 

Mail-order catalog shopping has also increased due to technological 

advances and social changes. Technological innovation contributing to growth in 

catalog shopping includes universally recognized credit cards, advances in 

computer speed and capabilities, faster delivery services, zip-code targeting, 

specialized mailing lists, and the increased use of WATS 800 lines (Hamilton, 

1988; Lumpkin & Hawes, 1985; Smallwood, 1986). Social transposition includes 

women in the workforce, an increase in discretionary family income, the high 

growth rate of small, single, and elderly households, an increasingly self-confident 

consumer, the growth of the "me" generation, and a more mature level of 
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consumer awareness, education, sophistication, and taste (Festervand et al., 1986; 

Pironti et al., 1981; Smallwood, 1986; "Socioeconomic Trends," 1980; Tate et al., 

1981). 

Finally, mail-order catalog retailing has increased in popularity because of 

the movement of this type of shopping through the retail life cycle. Since being 

introduced in the 1800s, mail-order selling has moved from a nontraditional to a 

traditional form of retailing. The causal factors for this change include changing 

consumer (a) needs, wants, and desires, (b) perceptions of convenience, 

(c) lifestyles, and (d) life conditions (May, 1980). An increase in the emphasis on 

self-identity and individuality in lifestyles, goods, and services by consumers is 

leading to a desire for a large, varied selection of products from which to select. 

Thus, consumers are led to search for products away from traditional retail 

outlets. Increased consumer acceptance of high technology through the use of 

videotape recorders, home computers, and automated teller machines is leading to 

the acceptance of irmovative methods of shopping such as mail-order catalog 

shopping and other forms of in-home shopping. Finally, as consumers are 

searching for increased amounts of leisure time for self-development and 

expression, less time to shop in traditional retail stores is occurring (Rosenberg & 

Hirschman, 1980). 

The volume of sales through in-home shopping modes has expanded 

dramatically since the 1940s (Cimningham & Curmingham, 1973; Rosenberg & 

Hirschman, 1980). However, accurate growth figures for the sales, distribution. 
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and percentage increases of mail-order catalog shopping has been difficult to 

identify largely due to disagreements over what constitutes in-home shopping and 

the vast diversity in categories of mail-order shopping that exist (Festervand et al., 

1986). Documentation of mail-order sales and distribution include consumer and 

business purchases. Consumer sales can be separated into service sales and 

product sales. Product sales are then divided into either specialty productŝ  or 

general merchandise products^ ("Mail Order Top," 1989). 

Despite the problematic reporting and interpretation of sales figures 

regarding mail-order catalog shopping, total sales continue to spiral upward. Data 

showed a 55% sales gain by mail-order firms from 1969 to 1973, exceeding the 

45% gain for general merchandise sales through stores (Gillett, 1976). From 1973 

to 1978, mail-order firm sales grew 22% faster than the sales of retail stores 

(Festervand et al., 1986). By 1978, nearly 12% of all general merchandise sales 

were accounted for by the $26 billion spent on consumer mail-order purchases 

when 7 out of 10 American consumers made a mail-order purchase 

("Socioeconomic Trends," 1980). 

In 1980, catalog marketers mailed 4.7 billion books to consumers and 

businesses. By 1981, consumer mail-order product sales (which excluded food) 

represented 7.9% of general merchandise sales and 2.3% of retail sales as all 

consumer mail-order sales were approximately $31 billion ("Mail Order Top," 

1989). Catalog shoppers in 1984 had approximately 6500 catalogs to shop from, 

up from 4000 in 1981 (Williams, 1984) and 74% of all U.S. households made 
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catalog purchases ("Mail-Order Shoppers," 1985). Catalog sales reached 

approximately $45 billion in 1984 (Thorn, 1984) as shoppers spent an average of 

$82.98 for 4.1 items ("Mail-Order Frequency," 1985). 

Catalog mailings increased by 63% to 12.4 billion from 1984 to 1988 

(Englander, 1989). In 1986, catalog sales grew at a rate of 10% while sales in 

traditional retail outlets grew at a rate of only 5.2%. Consumer analysts in 1987 

estimated that consumer mail-order sales totalled $56 billion and were growing 

between approximately 10% and 12% a year (Hamilton, 1988). By 1987, half of 

all adult Americans, or 88 million people, placed catalog orders by phone or mail 

(List, 1989). 

In 1988, 88% of women and 76% of men were reading the catalogs they 

received (List, 1989). Consumer mail-order sales reached somewhere between 

$73 and $77 billion, a 149% increase over an eight-year period. Consumer mail

order product sales represented 9.7% of general merchandise sales and 3.0% of 

total retail sales. About 62% was spent on products with the remainder of the 

sales targeted toward services. Approximately 80% of the product sales were for 

specialty products and the remaining 20% was spent on general merchandise 

product sales ("Mail Order Top," 1989). Mail-order apparel sales for this period 

were estimated to be between $4 and $6 billion (Gallagher, D., 1989; "Mail Order 

Top," 1989). Women made 80% of the mail-order catalog purchases (Hamilton, 

1988). Consumer mail-order spending for products had risen to $197 per capita 

("Mail Order Top,", 1989). In addition, 3% of the mail-order shoppers indicated 
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shopping through mail-order catalogs more often in 1988 than in 1987 (Gallagher, 

R., 1989). 

In 1989, between 12 and 15 billion catalogs were mailed to households and 

businesses (Kotite, 1990; Skohiik, 1989). The average American household was 

receiving a mail-order catalog every 4.67 days (Englander, 1989). Approximately 

92 million people were shopping by phone or mail (Kotite, 1990) as the catalog 

business was growing at a rate of between 10% and 15%. This rate of growth was 

twice the rate of growth for retail stores (Skolnik, 1989). 

In 1990, shoppers had approximately 10,000 specialty catalogs from which 

to order products ("Mail-Order Companies," 1991). Results of the 1990 Consumer 

Reports annual questionnaire showed that almost 90% of all respondents had 

placed at least one catalog order in 1989 and almost 40% had placed eight or 

more orders in the same time frame ("Mail-Order Companies," 1991). Results of 

other studies ("Catalog Cross-Buying," 1988; Kotite, 1990) revealed that 93% of all 

catalog shoppers purchased apparel through the mail. 

Mail-Order Catalog Shoppers 

Although industry statistics indicate an increase in mail-order purchases, 

statistics provide no information that can be utilized to identify the characteristics 

and profiles of catalog shoppers. Even though a majority of all consumers now 

utilize mail-order catalogs to fulfill shopping needs, information related to the 

differences between infrequent and frequent users of mail-order catalogs, the 

volume and frequency of mail-order catalog purchases among users, and the 
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reasons for shoppers utilizing various types of mail-order catalogs is warranted. 

To date, research related to consumers' catalog shopping has been primarily 

focused on relating demographic and socioeconomic variables to shopping 

behavior (Paksoy, 1975). Relatively little specific research has been conducted to 

analyze the mail-order catalog retail format and the users of mail-order catalog 

shopping (Tate et al., 1981). Researchers' attempts to identify catalog shoppers 

through the use of demographic and socioeconomic variables have not provided 

composite profiles of mail-order catalog users. As a result, studies have yielded 

fragmented descriptions of mail-order catalog shoppers (Lumpkin & Hawes, 

1985). 

Demographic Profiles of Mail-Order Catalog Shoppers 

Demographic profiles of mail-order catalog shoppers are important to 

direct marketers utilizing catalogs as a marketing method (Roberts & Berger, 

1989). Demographic profiles describe shoppers on the basis of a number of 

variables that are characteristic of human populations (Bermett, 1988). The 

demographic variables that thus fai have been used to describe mail-order catalog 

shoppers include (a) occupation, (b) gender, (c) age, (d) marital status, 

(e) residential location, (f) employment status, (g) household income, (h) home 

ownership, (i) credit card ownership, (j) educational level, (k) number of children 

in the household, and (1) family size (Cunningham & Curmingham, 1973; Gillett, 

1976; Kono & Buatsi, 1984; Kwon et al., 1991; List, 1989; Lumpkin & Hawes, 

1985; Paksoy, 1975; Reynolds, 1974; Riecken, Yavas, & Samli, 1980; Roberts & 
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Berger, 1989; Seitz, 1987, 1988; Seitz & Massey, 1990; Stone, B., 1983; Tate et al., 

1981). In general, research findings related to the demographic characteristics of 

catalog shoppers indicate that shoppers are more likely to possess higher levels of 

income than nonshoppers and be home owners, female, and married (Kono & 

Buatsi, 1984; Lumpkin & Hawes, 1985; Reynolds, 1974; Riecken et al., 1980; 

Stone, B., 1983; Tate et al., 1981). 

Reynolds' (1974) study of catalog buying revealed that catalog buying 

occurred more often in families with children under 12 years old. Catalog buyers 

tended to be younger and reported a higher family income than nonshoppers. 

Paksoy (1975) determined that frequent catalog shoppers were not credit users 

and less frequent catalog shoppers were more inclined toward credit card usage. 

Results of a study conducted by Riecken et al. (1980) showed that catalog 

shoppers and nonshoppers were similar in respect to occupation and income. 

Shoppers were disproportionately found to be home owners and older. Tate et al. 

(1981) found that catalog shoppers tended to have larger families and possessed 

higher incomes than did nonshoppers. 

In the early 1980s, the Direct Marketing Association found that a higher 

percentage of mail-order catalog shoppers were females, between the ages of 25 

and 44, employed in professional occupations (Stone, B., 1983). Kono and Buatsi 

(1984) determined the demographic profile of catalog buyers as being unemployed 

females, 50 years of age and older, married, with a household income of more 

than $40,000. Lumpkin and Hawes (1985) reported that catalog usage was 



37 

significantly related to being female, owning a home, and married with the male 

head of the household possessing high education and income levels. No significant 

association was found between residential location and catalog usage. However, 

nonshoppers tended to be employed full-time outside of the home. In 1987, Seitz 

found that older consumers were more likely to purchase clothing from mail-order 

catalogs. In 1990, Seitz and Massey discovered that young males and lower-

income females tended to have high acceptability for catalogs. Kwon et al. (1991) 

found that the tendency to be married resulted in the only difference between 

catalog shoppers and nonshoppers. 

Roberts and Berger (1989) profiled the upscale catalog shopper by 

compiling information obtained from various research studies. The typical upscale 

shopper (a) was 35-55 years old, (b) was predominantly female, (c) could be 

married, single, divorced, or widowed, (d) had a 55% to 60% chance of being 

employed outside the home, (e) resided in a household with a $40,000 annual 

income, (f) had a 65% chance of owning a home, (g) possessed an average of 3.2 

credit cards (excluding gasoline cards), (h) purchased through mail-order catalogs 

5.1 times per year, (i) had attained an average of 2.6 years of higher education, 

and (j) ordered an average of between $60 and $100 in each mail-order catalog 

order. 

Psychographic Profiles of Mail-Order Catalog Shoppers 

The other popular type of mail-order catalog shopper profile is directed 

toward one dimension of psychographics, shopping orientations, which can be 
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conceptualized as attitudes toward products and shopping (Korgaonkar, 1984). 

Attitudes are important factors that influence consumers' inclinations toward 

shopping. Consumers go shopping for more complex reasons than just procuring 

products. Shopping orientations are closely related to the general lifestyles of 

consumers, can vary across individuals, and are subject to influences over time, 

situation, and product (Darden &, Howell, 1987; Kwon et al., 1991). Knowledge 

of customers' attitudes toward products and shopping can provide guidelines for 

appropriate market segmentation and the establishment of general shopping 

typologies that can be applied to specific shopping situations. Thus, valid 

generalizations about shopping typologies for differing retail institutions can be 

discovered. Consumers' shopping orientations can be useful in understanding 

nonstore patronage intentions because consumers with differing attitudes toward 

shopping probably possess differing requirements for patronizing a given type of 

retail institution (Korgaonkar, 1984). 

Investigations regarding shopping orientations, or attitudes, describe mail

order catalog shoppers on the basis of (a) risk perceptions (Cox & Rich, 1964; 

Festervand et al., 1986; Kwon et al., 1991; Reynolds, 1974; Shimp & Bearden, 

1982; Spence, Engel, & Blackwell, 1970); (b) price consciousness, time 

consciousness, brand consciousness, fashion consciousness, clothing interest, and 

convenience orientation (May, 1979; Paksoy, 1975; Reynolds, 1974; Riecken et al., 

1980; Seitz, 1987); (c) community involvement, venturesomeness, and self-

confidence (Lumpkin & Hawes, 1985; Reynolds, 1974; Tate et al., 1981); 
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(d) information needs and the acceptability of mail-order for apparel purchases 

(Seitz, 1988; Seitz & Massey, 1990); and (e) attitudes toward shopping malls or 

shopping centers, local shopping conditions, large and small city shopping 

conditions, and store loyalty (Lumpkin & Hawes, 1985; Paksoy, 1975; Reynolds, 

1974; Riecken et al., 1980). 

Inherent in the mail-order buying process is a greater degree of risk than 

purchasing from a store. Consumers must be willing to take some amount of 

perceived risk with catalog buying (Reynolds, 1974). Perceived risk has been 

defined "as the amount of risk that a respondent says he sees in the purchase of a 

product in a specific buying situation" (Spence et al., 1970, p. 365). The perceived 

risks associated with mail-order shopping include the lack of opportunity to 

examine products prior to purchasing, difficulties in returning merchandise, and 

the questionable ethics of some mail-order operations (Spence et al., 1970). 

Spence et al. (1970) conducted a research study to determine whether or 

not consumers perceive greater risk in buying from mail order than in purchasing 

products from a traditional store. Results indicated that consumers perceived 

significantly more risk when buying all types of products by mail than in buying in 

a retail store. Festervand et al. (1986) examined the overall amount and types of 

risk that consumers perceive when purchasing by mail-order catalogs. Consumers 

perceived catalog shopping as being significantly more risky than in-store shopping 

with financial, time, and convenience risks being most significant. Kwon et al. 

(1991) determined that nonusers of mail-order catalogs had higher levels of 



40 

financial, social, functional, and time risks than did catalog shoppers. These 

findings confirm the earlier findings of Spence et al. (1970), Cox and Rich (1964), 

and Shimp and Bearden (1982). 

The ever-increasing cost of energy, constant inflation, and present 

unemployment patterns have contributed to consumers being more price-conscious 

than ever before (McCracken, 1980; "The Shrinking," 1980). Currently, nonstore 

retailers and mail-order catalogers have demonstrated an effort to cater to price-

conscious consumers' need to obtain the greatest value for the money by offering 

big-ticket items along with the general array of small-ticket products traditionally 

found in catalogs (Korgaonkar, 1981). Convenience is a benefit that consumers 

anticipate when buying from in-home methods of shopping. In this context, 

convenience is most likely to appeal to consumers who can either afford or need 

the benefit (Reynolds, 1974). 

The results of a study conducted by Korgaonkar (1984) suggest that 

"nonstore retailing methods will be mainly appealing to convenience and price 

oriented consumers rather than brand oriented consumers" (p. 21). Consumers 

are often concerned about the ease with which goods can be obtained through 

retail outlets and the time needed to obtain products (Berry, 1979; Korgaonkar, 

1984; May, 1979). Thus, time- and convenience-oriented shoppers should be 

considered and catered to by nonstore retailers. Success of nonstore retailers has 

been partially attributed to the sale of well-known national brand or private label 

products. Specialty mail-order catalogs have been particularly successful in 
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establishing a significant reputation for product quality through the use of branded 

and private label products (Korgaonkar, 1984). 

Both Reynolds (1974) and Paksoy (1975) found that frequent catalog 

shoppers were price-conscious consumers. Reynolds (1974) did not determine 

that time consciousness was significantly related to frequent catalog shopping. 

May (1979) found that catalog shoppers tended to be brand-conscious consumers. 

Paksoy (1975) determined that the most frequent catalog shoppers were fashion 

conscious. Seitz (1987) attempted to identify frequent and infrequent catalog 

shoppers according to clothing interest. Results showed that frequent catalog 

shoppers were more tempted to spend more money and allocate more income for 

clothing expenditures, enjoyed wardrobe planning and selecting activities, were 

more likely to attend fashion shows, and were more likely to be clothes conscious 

than infrequent shoppers. Reynolds (1974) concluded that frequent catalog buyers 

seemed to be motivated by a desire for convenient shopping in only some 

situations and that purchasing from mail-order catalogs "is more a result of the 

strength of catalog offerings" and "that selection continues as a primary appeal" (p. 

50). Riecken et al. (1980) found that catalog shoppers placed more emphasis on 

convenience factors. 

Reynolds (1974) did not find that community involvement was significantly 

related to frequent catalog shopping. Catalog buyers tended to be more 

venturesome and more self confident than did nonshoppers. Tate et al. (1981) 

found that catalog shoppers tended to have more positive attitudes toward catalog 
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shopping and were more self-confident. Psychographic analysis of catalog 

shoppers by Lumpkin and Hawes (1985) did not prove that frequent catalog 

shoppers were less involved in the community, were shopping opinion leaders and 

innovators, or had more self-confidence than nonshoppers. 

Seitz (1988) conducted a study to determine the information needs of 

catalog shoppers who purchased clothing. In general, shoppers reported that 

brand-name information was of limited importance while approximately two-thirds 

of the shoppers considered price and garment care information vital for 

purchasing clothing from mail-order catalogs. A majority also considered fabric 

descriptions an important information need. An inverse relationship between the 

importance of price and educational level and income level was discovered. Those 

shoppers who had either attended college or graduated from college regarded 

price as somewhat less important than the other respondents. Also, as the 

shoppers' income increased, the importance of price decreased. 

Reynolds (1974) found that catalog buyers had higher scores on shopping 

center orientation and lower opinions of local shopping conditions than nonbuyers. 

Catalog shoppers also p>ossessed favorable attitudes toward large and small city 

shopping conditions. Paksoy (1975) determined that the most frequent catalog 

shoppers were not loyal to stores while the less frequent catalog shoppers were 

more inclined to store loyalty. Riecken et al. (1980) found that both catalog users 

and nonusers possessed similar perceptions of local shopping conditions. Lumpkin 

and Hawes (1985) did not prove that frequent catalog shoppers possessed a 
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negative attitude toward local shopping conditions, were more shopping mall 

oriented, or were more predisposed to engage in large city outshopping. 

Market Segmentation 

The variety of lifestyles and leisure-time activities now present in the 

United States has created a marketplace with an increased number of market 

segments and possibly under-served niches in the consumer marketplace (Howell, 

1987). Because marketers have realized that not all consumers are alike and that 

not all consumers can be satisfied with one product or service, marketing 

strategists have developed the concept of market segmentation. Marketers have 

traditionally segmented markets through the use of demographic dimensions such 

as income, age, social status, occupation, education, and geographic location. 

However, as consumers have evolved into more complex entities, demographic 

variables have not always provided the most effective segments for use by 

marketers (Engel et al., 1969). The old marketing method of segmenting through 

the use of demographics has given away, even if only in part, to psychographics 

which enables marketers to serve very narrow and profitable segments (Howell, 

1987). Thus, market researchers have instigated the use of other, more personal 

types of variables for segmentation purposes such as values, motivations, and 

personality (Engel et al., 1969). 

Values research has focused more on investigating and determining 

personal values as a basis for market segmentation than research surrounding 

personality and attitudes (Morganosky, 1986). Researchers have found that 
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identifying market segments based on cultural values can have direct implications 

for market segmentation, product positioning, and promotional strategy (Henry, 

1976; Scott & Lamont, 1974; Vinson, Scott, & Lamont, 1977). Rokeach (1968) 

felt that the value concept could be an economic analytical tool for "describing 

and explaining similarities and differences between persons, groups, nations, and 

cultures" (pp. 157-158). Vinson and Munson (1976) echoed Rokeach's (1968) 

thoughts by stating that market segments based on consumers' personal values 

"could offer a more economic cognitive element than present measures of attitude 

in the sense that a multiplicity of attitudes toward various objects may reflect one 

basic underlying value" (p. 314). In a study conducted by Vinson and Munson 

(1976), results showed that a relationship existed between personal values and 

consumer segments. Consumer groups segmented on the basis of values were 

found to evaluate product attributes and establish product preferences differently. 

Henry (1976) suggested that if a relationship between specific products and 

values systems could be sufficiently demonstrated, then culture could be used as a 

valuable marketing concept and stated that "used with other exogenous variables 

of consumer behavior, specific values sets could prove to be effective descriptive 

market segmentation variables" (p. 121). Values analyses have the robust ability 

to identify segments among groups of people (Vinson & Munson, 1976). Thus, 

people can be placed into a number of groups according to the degree of 

similarity of their values systems (Howard & Woodside, 1984). Reynolds and Jolly 

(1980), when discussing the measurement of personal values, stated that "the 
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primary importance of such research is the potential application for segmentation 

purp)oses" (p. 531). Individuals possessing similar values systems and placed within 

segments are likely to have similar reactions to products (Howard & Woodside, 

1984). 

The knowledge of characteristics and profiles can be of assistance in 

segmenting markets as well as in developing other marketing strategies (Assael, 

1981). Marketers can develop marketing strategies that will enhance the 

significant values of various consumer market segments (Vinson & Munson, 1976). 

For the creation of successful marketing strategies through the use of 

segmentation, consumers' differences in personality and values must reflect distinct 

variations in consumer behavior and preferences. However, market segments 

based on differences must be large enough to target economically (Engel et al., 

1969; Vinson & Munson, 1976). 

Regardless of the discovery of individuals with common dimensions such as 

personality, values, and attitudes, consumers must also be homogeneous in terms 

of demographic factors. Because most information available about consumers is 

demographic in nature, only through the use of demographic data can appropriate 

consumers be targeted and thus economically reached through the use of mass 

media or direct mail endeavors (Engel et al., 1969). 

Personality 

Personality-related variables have been thought to reflect the consistent 

and enduring patterns of individuals' behavior (Assael, 1981). Researchers and 
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scholars have not come to a consensus on the components of an individual's 

personality and the marmer in which components are organized into a meaningful 

entity. While conceptualizations of personality are general in nature, many 

theories exist that attempt to conceptualize the construct. Regardless of how 

personality is conceptualized, a consensus has been reached that personality is an 

important determinant of perceptions and resultant behaviors. Thus, personality 

can be used as an indicator of consumer behavior (Engel et al., 1969). Marketers 

are interested in personality theory because an understanding of theory is believed 

to lead to an understanding of consumers' psyche and therefore, consumer 

behavior (Wells & Beard, 1973). 

Definition of Personality 

Personality is usually defined in two different, but general approaches. 

First, personality can be discussed as the sum total of a person. This view 

provides a basis for studying and attempting to understand an individual. The 

second view of personality is envisioned as individual differences and provides a 

means for comparing one individual to another in order to understand differences 

among individuals (Walters, 1978). The most common definitions of personality 

refer "to the characteristics which determine general patterns of behavior, 

especially those attributes that make the individual distinctive in relationships with 

others" (p. 61). Thus, personality encompasses both motives and response traits 

(Engel et al., 1969). 
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Motives are stable predispositions to behave in such a way as to attain a 

goal or end, and as such, are highly resistant to change. Thus, if reliable 

instruments exist, researchers should be capable of predicting behavior in relevant 

situations. Response traits are characteristic modes of reacting and behaving by 

an individual as a result of working toward satisfying needs or drives. Response 

traits direct an individual to select particular types of behavior and avoid other 

types of behavior when attempting to satisfy needs or drives (Engel et al., 1969). 

Other descriptions of personality have also been provided by researchers. 

Lamberth, Rappaport, and Rappaport (1978) stated that "personality is made up 

of those characteristics each person possesses that determine the person's 

cognitive, emotional, and overt behavior" (p. 6). Myers and Reynolds' (1967) 

definition focused on differences among individuals and described personality as 

"all the characteristics which make one individual different from another" (p. 122). 

Donelson (1973) presented a basic definition when stating "personality is the 

summation of the characteristics that make the person what he or she is and 

distinguish each individual from every other individual" (p. 3). 

Conceptualization and Development 
of the Personality Concept 

Theorists have proposed that both genetics and the internalization of 

expectancies account for the development of personalities and values systems 

(Drenan, 1983). Numerous theories exist that attempt to conceptualize 

personality. These theories include (a) psychoanalytic theory (Assael, 1981; Freud, 
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1922; Walters, 1978), (b) individual-personality theory (Drenan, 1983), (c) single-

trait theory (Assael, 1981; Drenan, 1983), (d) social theory (Drenan, 1983; 

Walters, 1978), (e) interpersonal relations theory (Albanese, 1987; Fairbaim, 

1952), and (f) trait theory (AUport, 1937; Assael, 1981; Walters 1978). 

Psychoanalytic theory, developed by Freud (1922), is concerned with the 

unconscious nature of an individual's personality. This theory hypothesizes that 

behavior is controlled by the psyche (the mind) and is related to biological drives, 

or stresses between the ego, the id, and the superego. These stresses, or conflicts, 

are first manifested in childhood and eventually determine the adult personality 

and influence adult behavior. Psychoanalytic theory emphsisizes the existence of 

unconscious motives and repressed needs thereby resulting in a nonempirical 

approach to personality. The two techniques devised to determine personality in 

regard to psychoanalytic theory are depth interviews and projective techniques 

(Assael, 1981). While Freudian theory would be seldom used by marketers, this 

theory does represent the original breakthrough in understanding personality 

(Wahers, 1978). 

Individual-personality theories are comprehensive theories that integrate 

many aspects of an individual's behavior into a single framework. These theories 

define personality in a global marmer. Single-trait theories do not attempt to 

explain the complete nature of an individual's personality, but focus instead on 

one trait of the personality and attempt to concentrate on that particular 
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personality trait as an explanation for many behaviors exhi*bited by an individual 

(Drenan, 1983). 

Social theory views the environment or social variables as having a 

considerable influence on an individual's personality. This theory focuses on the 

interaction of the individual and situations (Drenan, 1983). The manner in which 

an individual thinks, feels, acts, and talks results from that individual's experiences 

with events, objects, and other individuals throughout life (Walters, 1978). Hence, 

social theory defines personality as "a set of principles by which an individual 

interacts with the environment" (Drenan, 1983, p. 228). 

Interpersonal relations theory was developed by Fairbaim (1952) from the 

psychoanalytic theory of personality. The basis of the theory is an individual's 

significant interpersonal relations and the concept of interpersonal intimacy. This 

theory provides a theoretical framework for normal personality development 

begirming at infancy. The internalization of interpersonal relationships by an 

individual establishes the developing personality into the social system. Intimacy 

in an interpersonal relationship is considered an achievement by an individual. 

The degree of achieving successful intimate relationships is used as an overall 

concept for comparing variations in the level of personality development 

(Albanese, 1987). Thus, levels of personality development can be arrayed along a 

continuum with regard to achievement of interpersonal intimacy (Kemberg, 1977). 

If interpersonal relationships are ultimately rooted in a wide-ranging social system 

and the concept of relative status also becomes a part of personality, choices 
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related to consumption must reflect role and status aspects of an influencing social 

system. Therefore, this construct can be used to investigate the marmer in which 

differing levels of personality development are reflected in variations of consumer 

preferences (Albanese, 1987). 

Trait theory states that personality is made up of a set of traits that will 

describe general responses to situations (Assael, 1981). Trait theory is based on 

the idea that individuals have powers or qualities that are located in the mind and 

determine behavior (Walters, 1978). Allport (1937) determined that traits were 

attributes that make an individual whole and functional and could be used to 

identify that individual. Personality traits are human characteristics that can be 

distinguished from other characteristics, are consistent in effect, and that 

distinguish the behavior of one individual from another. Thus, because traits act 

as regulators, individuals with similar traits were thought to behave in a similar 

marmer. Trait-theory personality inventories require respondents to respond to 

many items that are factor analyzed so as to produce a small number of 

personality dimensions. Trait theory inventories include the Edwards Personal 

Preference Schedule, the Gordon Personal Profile, and the Thurstone 

Temperament Schedule. Inventories that measure personality in regard to trait 

theory result in profiles that are as not abstract as the personality characteristics 

measured in other ways and can therefore be more easily related to consumer 

behavior (Assael, 1981). 
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Decades of personality-related research have resulted in the identification 

of numerous personality traits. Scholars and researchers interested in personality 

have grouped traits together through the use of empirical and conceptual-

empirical approaches in order to form classifications. Traits are organized with 

one another according to empirical relationships thereby creating a useful 

grouping for comparing traits from other classifications. Since empirical 

classifications are based on demonstrated relationships, these classifications can be 

used to generate theoretical conceptions. Empirically related groupings usually 

provide concrete and highly objective profiles. Empirical and conceptual-empirical 

approaches to personality type identification have been successful in reducing the 

thousands of identifiable individual traits into smaller groups of higher-order traits 

or dimensions (Buss «fe Firm, 1987). 

According to T. Clark (1990), attempts at identifying the personalities of 

large groups of people should be as objective as possible and should include the 

concept of "modal" personality. Inkeles and Levinson (1969) described modal 

personality as being the commonalities in adult personality that are the 

combinations of observed individual personality attributes. These individual 

attributes, derived from representative random samples of a population, are 

observed or gathered, enumerated, tabulated, and finally aggregated. Thus, the 

modal personality concept is more logical, structural, and statistical than a 

theoretical concept and develops a realistic definition of the personality types of 

groups of people. 
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Through the use of personality trait grouping, Performax Systems 

International has developed The Personal Style Survey (PSS) to measure 

personality dynamics, preferences, and four personality types and thus, modal 

personalities. The identified personality types are the dominance, influencing, 

steadiness, and cautious dimensions of behavior. Literature about the PSS 

describes each dimension separately by providing information about each type's 

tendencies, desires, emotions, fears, needs, and actions. While all individuals may 

exhibit varying behavior modes on some occasions, most of the time, individuals 

act in a way that reveals an irmate behavioral style (Cathcart & Allesandra, 1984; 

Kaplan & Kaplan, 1983). 

The dominance personality type is independent, strong-willed, decisive, 

goal-oriented, and likes and seeks control. The influencing personality type 

utilizes spontaneous actions and decisions, is gregarious and undisciplined about 

time, possesses dramatic opinions, operates on intuition, and is a risk-taker. The 

steadiness personality type accepts change slowly and reluctantly, approaches risk 

cautiously, takes action and make decisions slowly, is loyal and dependable, and 

asks many questions. The cautious personality type is serious and time-disciplined, 

seeks facts and data, asks specific questions about specific details, uses cautious 

actions and decisions, and works at a slow, cautious pace (Cathcart & Alessandra, 

1984; Kaplan & Kaplan, 1983). 
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Application of Personality for Marketing Strategies 

Through reviews and studies of conceptualizations of personality in the 

behavioral sciences, marketing researchers have theorized that personality 

characteristics would be good indicators of consumer behavior (Engel et al., 1969). 

Since the 1940s, marketers have theorized that personality has a relationship to 

consumer decisions such as brand loyalty, store and brand preferences, and style 

and color preferences (Brody & Cunningham, 1968). Martineau (1957) offered 

the thought that any type of consumer decision or choice is an expression of that 

consumer's personality. Therefore, knowledge of personality structure is directly 

applicable to marketing strategies. 

The relationships between shopping behavior and the personalities of 

shoppers can provide useful marketing information (Darden & Reynolds, 1971). 

For years, marketing researchers have felt that "behavior in the marketplace is 

critically reflective of individual personality" (Sparks & Tucker, 1971, p. 176). 

Identifying personality types, or character, of consumer groups can be potentially 

helpful for developing widespread, strategic marketing strategies and also for 

explaining consumer decision-making behavior (Clark, T., 1990). 

Numerous studies have attempted to discover a relationship between 

consumer behavior and personality. A limited number of researchers have 

uncovered relationships between personality types or traits and consumer shopping 

or purchase styles and strategies (Horton, 1979). Evans (1959) investigated the 

assumption that automobile buyers differed in personality structure. Koponen 
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(1960) studied the purchasers of different products on particular personality 

dimensions. Tucker and Painter (1961) conducted a deliberation between product 

use and personality traits. Both Kollat (1966) and Cox (1967) probed for a 

relationship between personality and shopping strategies. Myers (1967) explored 

the predictive powers of personality variables toward the purchase of private 

brands and Frank (1968) searched for a relationship between personality and the 

purchase and use of convenience goods. None of these investigators discovered 

any more than a slight relationship between consumer behavior and personality-

related variables (Engel et al., 1969). Kassarjian and Sheffet's (1975) review of 

personality-related studies described these studies as well as others as producing 

equivocal results. 

Personality has not proven to have a strong correlation with consumer 

behavior. In a review of more than 200 studies relating personality to consumer 

behavior, Kassarjian and Sheffet (1975) concluded that the general outcome of 

such studies was indefinite. Researchers have reviewed the outcomes of 

personality-related consumer research and have determined that explanations for 

poor results include (a) low instrument validity (Engel el at., 1969; Kassarjian & 

Sheffet, 1975), (b) inappropriate instrument administration conditions, 

(c) tampering with existing instruments, (d) using instruments developed for 

groups to predict individual behavior (Kassarjian & Sheffet, 1975), (e) poorly 

focused and developed hypotheses and studies (Assael, 1981; Brody & 

Cunningham, 1968; Kassarjian & Sheffet, 1975; Nakanishi, 1972), (f) utilizing the 
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personality construct as the only variable related to consumer behavior (Assael, 

1981; Wilkie, 1986), and (g) using inappropriate personality measures (Brody & 

Cunningham, 1968; Engel et al., 1969). 

Significant relationships between personality and consumer behavior have 

not emerged and are not likely to emerge when very specific and minute 

consumer choices are being measured and evaluated. In all probability, stronger 

relationships between consumer actions and personality would be revealed when 

the consumer choices measured are very broad procedures involving the approach, 

modification, simplification, and reaction that a individual has with the marketing 

envirormient (Horton, 1979). 

Values 

Values is an area of study that is of continuing interest to social scientists, 

business scholars, and marketers (Crosby, Bitner, & Gill, 1990). At the most basic 

level, values are described as a relationship between a cogniang individual and an 

object, either material or abstract, of that individual's apprehension (Alicke, 1983). 

Generally, values are abstract beliefs, not directed toward any specific object or 

situation, but utilized to provide standards relative to conduct, goals, and 

evaluations. Values are the stabilizer of an individual's attitudes and behaviors 

(Lessig, 1975). 

Most scholars agree that values are, to some extent, shared by the members 

of a culture and can therefore be used to specify psychological similarities and 

differences within cultures (Grunert, Grunert, & Beatty, 1989). While the word 
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"values" has recently gained popularity, in the past, terms such as attitude, interest, 

motive, or need were often used interchangeably with value or were used to refer 

to some aspect of human values (Dukes, 1955). Marketers have developed 

theories regarding the impact of values on consumer behavior and have also 

established relationships between values and consumer behavior (Crosby et al., 

1990). These learned patterns of behavior are believed to influence the reactions 

of individuals toward day-to-day experiences and therefore demonstrate a 

relationship with individuals' and societies' consumer behavior (Henry, 1976). 

Definition of Values 

Milton Rokeach is one of the most often referenced and quoted authorities 

on values systems and structures as well as the measure of values. His 

conceptualization and definition of the term are very expanded and inclusive. 

Rokeach (1968) stated that the values concept "has a strong motivational 

component as well as cognitive, affective, and behavioral components" and "value 

is a determinant of attitude as well as of behavior" (p. 157). Rokeach (1968) feh 

that values provide guidelines for action and assist in focusing attitudes toward 

relevant objects and predicaments. He stated that a value is "a centrally held, 

enduring belief which guides actions and judgments across specific situations and 

beyond immediate goals to more ultimate end-states of existence" (p. 161). 

Rokeach (1968) also described values as "abstract ideals, positive or 

negative, not tied to any specific object or situation, representing a person's beliefs 

about modes of conduct and ideal terminal modes" (p. 160). In this context. 
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values "transcendentally guide actions and judgments across specific objects and 

situations" (p. 160). In later literature, Rokeach (1973) suggested that values are 

organized into hierarchical structures of terminal and instrumental values and thus 

defined values systems as "enduring beliefs that specific modes of conduct 

(instrumental values) or end-states of existence (terminal values) are personally or 

socially preferable to opp>osite or converse modes of conduct or end-states of 

existence" (p. 5). Assael (1981) described Rokeach's definitions as "beliefs that 

some general state of existence is personally and socially worth striving for" (p. 

263). 

Pitts and Woodside (1991) noted that personal values are "those closely 

held abstract beliefs central to the individual's belief system" that are "thought to 

underlie a large and important part of human cognition and behavior" (p. 91). A 

very general definition of the concept of values would be "a principle, standard, 

course of action, or quality considered useful or worthwhile" (Kahle & TimmeT, 

1983, p. 43). Grunert et al. (1989) defined values as "psychological variables that 

are used to characterize people in a certain group with regard to similarities in 

their psychological make-up" (p. 31). Scott and Lamont (1974) stated that values 

are centrally-held evaluative beliefs that provide the criteria for ordering and 

guiding an individual's actions, for judging those actions and the actions of others, 

and for directing behavior toward objects and institutions. Basically, the authors 

felt that values "involve the interrelations of personal desires, morals, aspirations, 

and expectancies" (p. 284). 
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In an intensive analysis by Qawson and Vinson (1978) of human values in 

relation to consumer research, the researchers determined that the concept of 

consumer values had not been clearly defined. Clawson and Vinson (1978) 

therefore attempted to more clearly outline values so as to create a more 

conducive environment for analysis. Values were described as being beliefs held 

by consumers that are person-centered, or connected to the well-being or social 

acceptance of the individual or others. Values are "perceived as having an 

underlying positive worth, as an end in itself, for the consumer himself or for 

significant others, and is organized around a subjective ideal" (p. 400) and are a 

standard used by an individual for the formulation of attitudes and thus the 

guidance of behaviors. Values are useful in the present or in the future and 

enduring even though the needs and behavior derived from values can fluctuate 

widely over periods of time. Finally, values are widely held by many people within 

a group and are derived from personal, social, and cultural learning, thus being 

very central to an individual. 

Conceptualization and Development of 
the Values Concept 

The ideas and thoughts surrounding values are brought forth through the 

scrutiny of the disciplines of anthropology, sociology, and psychology. 

Anthropology addresses values in regard to life styles and cultures while sociology 

focuses on ideologies and customs (Vinson et al., 1977). Culture and 

accompanying customs have generally been accepted by marketing theorists as an 
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underlying determinant of consumer behavior. Culture is often operationally 

defined as learned beliefs or patterns of behavior, shared by whole groups of 

society, for dealing with and handling events (Henry, 1976). 

Psychological perspectives investigate values from the viewpoint of 

individuals' and societies' attitudes and personal motives (Vinson et al., 1977). 

According to Dukes (1955), individuals are bom into societies where norms and 

values are already established, but the actual interiorizing of values has yet to be 

explained. Researchers are not certain as to when social values first become 

observable in individuals. 

Theories hold that at some point during relatively early mental and 

emotional development, an individual accepts belongingness to a group of people 

and a society. Thus, individual group members accept the system of values and 

beliefs that are the group norm. Therefore, according to Dukes (1955), 

The extent to which an individual identifies with a group would 
undoubtedly determine in part how much his own value stmcture 
would be influenced, and conversely, his degree of acceptance 
would partly determine how much the group norm would be modified 
in his direction, (p. 38) 

Once a value is intemalized by an individual, that value becomes a 

standard for (a) guiding action, (b) developing and subsequently maintaining 

attitudes toward objects and situations, (c) justifying actions and attitudes, 

(d) making moral judgments, and (e) comparisons (Rokeach, 1968). Values held 

by individuals exist at different levels within an interconnected, hierarchical 

structure (Vinson et al., 1977). Value hierarchies are organizations of values that 
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enable an individual to choose between alternative goals and actions and resolve 

conflicts (Rokeach, 1979). An individual's values are organized, arranged, and 

grouped in certain ways so that values profiles, orientations, or stmctures emerge. 

These values profiles facilitate the emergence of responses to situations, including 

opportunities, in an individual's life (Baier, 1969). 

In summary, values are both contextual and relational. Values are 

contextual in the sense that a dependence is sought from intemal conditions, 

extemal stimulus configurations, and response options. Values are relational in 

the sense that a relationship between an individual and a valued object is 

represented. Thus, values emerge from the interaction between an individual "and 

his psychological ecology" (Scheibe, 1970, p. 47). 

Vinson et al. (1977) proposed that values could be investigated as three 

mutuaUy dependent and partially consistent concepts. These concepts are global 

values, domain-specific values, and expectancy values. An individual's hierarchical 

organization of values represents that individual's personal values system (Howard 

& Woodside, 1984). 

Global values, sometimes referred to as cultural values, are the most 

centrally held and enduring personal beliefs that individuals hold. Global values 

form the central core of an individual's values system. While global values guide 

actions and judgments across specific situations, these types of values are more 

abstract and generalizable than less centrally held beliefs. Global values are most 

prominent when the individual must make important evaluations and choices. 
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Global values are highly significant to individuals and thus provide a basis for 

establishing dominant or overaU need orientations (Scott & Lamont, 1974). 

Global, or cultural, values are (a) leamed through the processes of socialization 

and acculturation, (b) guides to behavior that establish standards, (c) both 

permanent and dynamic, and (d) socially shared by the persons in a culture 

(Assael, 1981). Global values consist of both terminal and instmmental values 

(Vinson et al., 1977). 

Terminal values, or end-states of existence, are organized into societal or 

personal dimensions. The societal dimension of terminal values pertains to 

whether the desired end-state of existence would be a collective benefit to society, 

while the personal dimension pertains to whether the desired end-state would 

apply mainly to the individual (Crosby et al., 1990). Terminal values lead to the 

holding of particular instmmental values (Carmen, 1978). 

Instmmental values, or specific modes of conduct, can be described as 

being either internally or extemally organized. Internally organized instmmental 

values are self-direction values while extemally organized instmmental values 

either reflect conformity or focus on a concern for others (Crosby et al., 1990). 

Instmmental values are the motive for interests and assumed roles which are 

eventually the incentive for the involvement in activities in which an individual 

uses time (Carmen, 1978). 

Domain-specific values, also known as market-specific or consumption-

specific values, are values that individuals acquire through experiences in specific 
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situations or activities. Behavior associated with these types of values cannot be 

comprehended or predicted except in the context of the specific situations or 

activities (Scott & Lamont, 1974; Vinson et al., 1977). Domain-specific values 

bridge the gap between global values and expectancy values (Vinson et al, 1977). 

Expectancy values, or product-specific values, are less centrally held than 

any other type of values in an individual's belief system. Values in this category 

are less abstract and are comprised of descriptive and evaluative beliefs. 

Individuals normally hold thousands of evaluative beliefs while holding hundreds 

of domain-specific values and only dozens of global values (Vinson et al., 1977). 

Performax Systems Intemational has developed the Values System Survey 

(VSS) to identify the dominating types of values systems. The identified values 

types are dimensions of values-motivated behavior among people. Literature 

about the VSS describes each dimension separately by providing information 

about each system's goals, fears, perspectives, and lifestyle. The four identified 

values systems are the traditionalist, in-betweener, challenger, and synthesizer 

("Values Analysis Profile Trainer," 1985). 

Members of the challenger values system are oriented toward self-

preservation and satisfaction, fear a loss of personal well-being, face life through 

doubt and disenchantment, and live a lifestyle of self-expressed individuality. 

Members of the in-betweener values system are oriented toward self-assertion and 

happiness, fear inner conflict, face life through optimism and exploration, and live 

a lifestyle of socially acceptable individuality. Members of the traditionalist values 
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system are oriented toward responsible living, fear a loss of social respect, face life 

through commitment and protection, and live a lifestyle of meaningful 

involvement. Members of the synthesizer values system are oriented toward the 

integration of the self with others, fear a lack of personal congmence, face life 

through pragmatic idealism and moderation, and live a lifestyle of personal 

activism ("Values Analysis Profile Research," 1985). 

Application of Values for Marketing Strategies 

Historically, the relationship between values and behavior has been studied 

by psychologists, sociologists, and anthropologists. More recently, marketers have 

studied values because identifying cultural values can have significant implications 

for several different types of marketing strategies (Assael, 1981). Marketers also 

investigate the concept of values because values affect a consumer's recognition of 

problems and altematives (Howard & Woodside, 1984). 

In the 1970s, Henry (1976), Vinson and Munson (1976), Vinson et al. 

(1977), and Clawson and Vinson (1978) studied consumer values in the marketing 

context. Henry's (1976) research, conducted to investigate cultural values' 

relationship with consumer behavior, supported culture as the underlying 

determinant of consumer behavior. According to Vinson and Munson (1976), 

marketers' success depends largely upon the ability to recognize and satisfy 

customer needs which are often based on personal values. "The extent to which 

competing life styles and the products reflecting them are accepted or reflected by 

consumers is dependent on their value systems" (p. 314). Vinson et al. (1977) 



64 

hypothesized that the knowledge of personal values and values orientations would 

have an impact on market analysis, market segmentation, product planning, and 

promotional strategy. Qawson and Vinson (1978) believed strongly that "values 

may prove to be one of the more powerful explanations of, and influences on, 

consumer behavior" (p. 400). 

Values research in regard to marketing continued into the 1980s and 1990s. 

As the result of a study by Becker and Cormor (1982), the researchers suggested 

that if retail stores could determine the prominent attributes that attract 

customers, then stores could develop campaigns designed to appeal to the specific 

values that cause customers to evaluate those particular attributes. According to 

Becker and Cormor (1982) "knowing something about customer values can assist 

in developing the entire ambience or image of the store" (pp. 23-24). Kahle 

(1990) and Pitts and Woodside (1991) noted that the understanding and use of 

consumers' social values is important for both understanding and predicting the 

attitude behavior of consumers. This acknowledgement confirmed the earlier 

hypothesis that values orientations could be used as a tool to further segment 

consumers (Vinson et al., 1977). 

Results of a study by Gmnert et al. (1989), initiated to investigate the 

various methods of measuring values, showed that survey instmments are the best 

method for identifying market segments, especially when values are combined with 

other individual-related variables that are be relevant for segmenting consumer 

markets. Various methods of measuring values have been used by researchers. 
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However, rankings have been the method most frequently selected (Alwin & 

Krosnick, 1985). In an analysis of values measures, Alwin and Krosnick (1985) 

found that the ranking technique versus the rating technique produced sharper 

distinctions between the studied values. 

Pre-20th century development of values theories has little relevance to 

modem social scientists (Alicke, 1983). Today, the two theoretical bases that 

marketing researchers rely upon for studying values are the social adaptation 

theory and the theories of cognitive representation. Both theoretical bases 

describe "values as (a) concepts or beliefs (b) about desirable end states or 

behaviours (c) that transcend specific situations, (d) guide selection or evaluation 

of behaviour and events, and (e) are ordered by relative importance" (Gmnert et 

al., 1989, p. 30). 

The social adaptation theory, greatly influenced by the work of Rokeach 

(1968, 1973) and Maslow (1954), suggests that values are instmmental in 

individuals adapting to circumstances encountered in life and that different values 

systems are correlated with different life situations. Thus, this theory postulates 

that the knowledge of basic differences in values between large groups of people 

could result in effect market segmentation and positioning (Gmnert et al., 1989). 

While the theories of cognitive representation link values more specifically 

to consumer behavior than does the social adaptation theory, the theories of 

cognitive representation provide no information as to differences in values 

content. Multi-attribute attitude theories often have limited explanatory power 
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due to the fact that the evaluation of attributes are not explained within the 

model. Early attempts to correlate values were not very successful because values 

are an abstract and general assembledge of thought that can be exhibited only 

through specific behaviors such as consumer choice. As a result, the theories of 

cognitive representation, through extension and integration, restyle attitude models 

and values models into models of cognitive stmctures (Gmnert et al., 1989). 

Attitude 

Attitude is a concept that has been discussed and investigated in 

psychological literature for over 100 years. Despite the complexity with which 

attitude has been defined, researchers now view attitude as a constmct that 

basically refers to "the amount of affect for or against an object" (Fishbein, 1979, 

p. 1). An individual's attitude is related to the total effect associated with that 

individual's beliefs, intentions, and behaviors. Thus, the concepts of belief, 

behavioral intention, and behavior are all related to attitude (Fishbein & Ajzen, 

1975). Identifying consumers' beliefs, attitudes, and intentions can assist marketers 

in predicting consumer behavior and describing consumer market segments 

(Assael, 1981). 

Definition of Attitude 

The concept of attitude is used as an explanatory concept in diverse areas 

of investigation and study (Fishbein & Ajzen, 1975). Allport's (1935) frequently 

used description of attitudes is defined as "leamed predispositions to respond to 
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an object or class of objects in a consistently favorable or unfavorable way" (p. 

802). Lessig (1975) described attitudes as organized beliefs which are directed 

toward specific objects and situations. Lessig felt that attitudes, in part, are 

derived from values and are the expression of values toward given situations and 

objects. Rokeach (1968) defined attitudes as "an organization of several beliefs 

focused on a specific object (physical or social, concrete or abstract) or situation, 

predisposing one to respond in some preferential manner" (p. 159). Thus, 

Rokeach (1968) believed that beliefs which are organized into attitudes are 

concerned either with facts or evaluations, attitudes consist of beliefs that certain 

things about an object or situation are tme or false, and characteristics about that 

same object or situation are either desirable or undesirable. 

Fishbein and Ajzen (1975) have thoroughly investigated the concept of 

attitude and have determined that attitude is "a leamed predisposition to respond 

in a consistently favorable or unfavorable marmer with respect to a given object" 

(p. 6). This definition basically describes attitude (a) as being leamed, (b) as 

predisposing action, and (c) as instigating actions that are consistently favorable or 

unfavorable toward an object (Fishbein & Ajzen, 1975). 

Attitude is a force that provides feedback for beliefs while being influenced 

by beliefs and influencing intentions for behavior. Individuals hold only a single 

attitude about a particular object. Attitude toward an object is a function of that 

person's salient beliefs about the object, not systematically related to any 

particular behavior with respect to the object, and not related to a specific 
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behavior but to a pattem of behaviors (Fishbein, 1979). "Knowledge of a person's 

attitude does not tell us how the attitude will be expressed behaviorally" (Fishbein, 

1979, p. 4). 

Beliefs are probability judgments and represent the information an 

individual possesses about an object that links an object or concept to an attribute 

(Fishbein, 1979; Fishbein & Ajzen, 1975). An actual belief is determined by the 

object associated with the belief. The strength of a belief is determined by an 

individual's "subjective probability that the object-attribute relationship exists" 

(Fishbein, 1979, p. 1). Individuals may differ in belief strength toward an object 

(Fishbein & Ajzen, 1975). An individual may hold many beliefs about a particular 

object. An entire set of beliefs, not a single belief, determines an attitude. Thus, 

changing only one belief about an object will probably not change an individual's 

attitude toward that same object. Basically, beliefs influence attitudes, provide 

feedback for behaviors, and also receive feedback from behaviors and attitudes 

(Fishbein, 1979). 

Once an attitude toward an object has been formed, an individual is 

predisposed, or intends, to perform behaviors with respect to that particular object 

(Fishbein, 1979). All intentions are related to corresponding behaviors (Fishbein 

& Ajzen, 1975). An intention is "a probability judgment that links the individual 

to some action" and can be viewed "as a person's belief about his or her own 

performance of a given behavior" (Fishbein, 1979, p. 2). Intentions can be general 

or specific in nature and can also vary in intensity. BasicaUy, intentions are 
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influenced by attitudes and thus influence behaviors. An individual may possess 

many intentions with respect to a particular object. Intentions are the single best 

predictor of whether or not an individual will engage in a particular behavior 

toward an object (Fishbein, 1979). 

Although an individual's attitude toward a particular object is a 

predisposition to perform a particular set of behaviors, attitude does not 

predispose the individual to perform any specific behavior. A set of behaviors, not 

a single behavior, are consistent with an exhibited attitude. Thus, an individual 

will probably exhibit several behaviors with respect to a particular object. The 

performance of a behavior represents a decision, or a choice between two or more 

alternatives. An individual will choose to perform the alternative toward which the 

strongest intention is held. Behavioral measurement should involve the elements 

of (a) action, (b) target, (c) context, and (d) time. In marketing research, 

behavioral measurement can often only be achieved through the use of subjects' 

self-reports (Fishbein, 1979). 

Conceptualization and Development of 
Attitude Concept 

The conceptualization of attitude has been seen as ambiguous because of 

three beliefs concerning attitude. These assumptions are (a) the differing types of 

response consistency individuals exhibit as a result of attitude, (b) that attitude is a 

predisposition to behavior, and (c) that attitudes are leamed (Fishbein & Ajzen, 

1975). Three types of response consistency in regard to an individual's attitude 
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have been noted by researchers. First, stimulus-response consistency occurs when 

an individual consistently performs the same response in the presence of a given 

stimulus object and thus possesses an attitude toward the object (Campbell, 1963). 

Second, response-response consistency invokes the degree of consistency between 

different responses with respect to a particular object and is also considered an 

attitude toward an object (DeFleur & Westie, 1963). Lastly, individuals may 

exhibit overall evaluative consistency. This type of response consistency is related 

to multiple behaviors at different points in time. Thus, while an individual 

consistently possesses either a favorable or unfavorable attitude toward an object, 

on different occasions, that individual may perform different behaviors with 

respect to that said object (Doob, 1947; Fishbein & Ajzen, 1975). Regardless of 

what type of consistency researchers believe individuals possess in regard to 

attitudes, the assumption that favorable and unfavorable behavior is present plays 

a central role in all definitions and is often considered the most distinctive feature 

of attitude (Fishbein, 1967; Fishbein & Ajzen, 1975). 

The second major feature of the conceptualization of attitude is the 

hypothesis that attitude is a predisposition for guiding or influencing behavior and 

must be inferred from consistency. When overall evaluative consistency is 

believed to be possessed by an individual, that individual is seen as being 

predisposed to a certain degree of favorability or unfavorability in behavior toward 

an object which may be expressed in differing marmers. In this case, 

predisposition refers not to a particular behavior, but rather to an overall 
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behavioral pattem. Even though an individual may possess a favorable attitude 

toward an object, there is no expectation that the individual will perform any 

particular behavior with respect to that object. Therefore, researchers must not 

make the mistake of assuming a predisposition to perform a specific behavior 

when only inferring attitude by observing overall evaluative consistency (Fishbein 

& Ajzen, 1975). 

Finally, the third major aspect of the conceptualization of attitude is that 

attitudes are leamed. Unfortunately, few researchers have recognized the 

importance of this fact. Predispositions to respond in consistently favorable or 

unfavorable manners are assumed to be the result of past experiences. 

Investigations in regard to predispositions to exhibit a particular responses should 

include considerations of past experiences believed to be directly related to the 

stimulus object (Fishbein & Ajzen, 1975). 

Application of Attitude for Marketing Strategies 

Attitudes are the focal point for a substantial amount of marketing 

strategies (Hawkins, Best, & Coney, 1992). Consumer attitudes are formed in 

reference to a particular object such as a product or store and result in a 

consumer taking a preferential action with respect to a particular situation 

(Walters, 1978). While researchers have focused on investigating the relationship 

between the attitudes and subsequent behaviors of consumers, marketers have 

attempted to explain aspects of consumer behavior by focusing on consumers' 

attitudes toward products, brands, and images (Fishbein & Ajzen, 1975; Lessig, 
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1975). Identifying consumer attitudes can assist marketers in describing consumer 

market segments, determining product development and promotional strategies, 

and generally predicting consumer behavior (Assael, 1981; Hawkins et al., 1992; 

Mowen, 1990). 

Market segmentation and product development strategies are often based 

on attitudes. Properly designed marketing programs are built around the unique 

needs of market segments. Most needs of consumer market segments are based 

on the benefits a particular product or service offers and consumers' attitudes 

about those benefits. Product development is influenced by consumers' attitudes 

toward the ideal profile of products and levels of performance (Hawkins et al., 

1992). Based on attitudes, marketers can differentiate products from competitors' 

products so as to target a specific market segment (Mowen, 1990). 

Applying knowledge of consumers' attitudes can influence promotional 

strategy. Advertising must make product attributes vivid and salient to consumers 

so as to influence attitudes toward products. In addition, conducting market 

research to identify consumers' beliefs, attitudes, and intentions regarding brands 

of products provides marketers with an envirormiental analysis of the market. 

Marketers want to know if consumers perceive certain products as possessing 

advantageous attributes over the products offered by competitors (Mowen, 1990). 

Attitudes are evaluative in nature in that consumers use attitudes to 

analyze and judge products and services. Attitudes are orientations in that 

consumers use attitudes to focus on judgments of products and services. Attitudes 
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provide consumers with preset ways of responding to the object of the attitude. 

Thus, attitudes perform a simplification function. A retailer's major marketing 

task is to create or change consumers' attitudes in a manner favorable to the store 

and its merchandise so that consumers will shop there on a regular basis (Lewison 

&. DeLozier, 1986). 

Summary 

Grouping factors involved in the consumer decision-making process can be 

useful research strategy given the vast number of relevant variables affecting 

consumers' decisions. Brody and Curmingham (1968) proposed conceptualizing 

the consumer decision-making process as being affected by the following types of 

variables: (a) personal system variables, (b) social system variables, (c) exogenous 

variables, and (d) risk-reducing variables. While all types of variables can be 

investigated by marketers, one potential area of research that investigators should 

continue to focus on is the relationship that personal system variables have on the 

consumer decision-making process as retail markets become increasingly market 

driven and consumers* wants and needs become more diverse. 

The interaction of an individual's values, personality, and attitudes has been 

investigated by researchers (Becker & Connor, 1982; Henry, 1976; Kahle & 

Timmer, 1983; Lessig, 1975; Pitts &. Woodside, 1991; Scott & Lamont, 1974; 

Spranger, 1928; Theodorson & Theodorson, 1969). As stated by Scott and 

Lamont (1974), "numerous studies have shown how perceptions of physical objects 

and behaviors are encoded according to individual characteristics such as 
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personality, attitudes, and values" (p. 284). Carmen (1978) developed a model to 

determine consumer behavior which combines personal systems variables including 

personality, values, beliefs, attitude, intentions, demographics, and socioeconomic 

factors. Carmen's (1978) model demonstrates that values, personality, and 

demographic and socioeconomic factors directly influence an individual's lifestyle, 

including a person's interests and consumption and shopping patterns, thereby 

influencing beliefs, attitudes, and intentions, and finally, actual purchasing 

behavior. 

Spranger (1928) believed that an individual's total predominant values 

orientation stmctures that individual's personality. Personal values are a tool that 

can be used to better understand consumers' personality types as well as lifestyles 

because values are central to an individual's cognitive stmcture (Pitts & Woodside, 

1991). While personality factors create differing values systems in individuals, the 

variations in values systems will probably be very few because of cultural, 

institutional, and social factors that also assist in developing values systems among 

individuals (Rokeach, 1968). 

Values and attitudes are subsystems that operate within an individual 

(Lessig, 1975). Both subsystems incorporate a component of like or dislike. 

Values and attitudes are "abstract generalizations about psychological adaptation 

to life" (p. 45), but values are more abstract than attitudes and do not focus on 

clear or exact objects of attention (Kahle & Tinmier, 1983). While values are very 

general, abstract ideals that are not tied to any specific object or situation. 
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attitudes do focus on specific objects and situations (Theodorson & Theodorson, 

1969). 

Values are responsible for selecting and maintaining goals toward which 

individuals strive while simultaneously regulating the actual methods or manners 

used while selecting and maintaining these said goals (Vinson et al., 1977). 

Attitudes about altematives, either inhibiting or promoting, are assumed to be 

influenced by values (Henry, 1976). "An attitude results from the application of a 

general value to concrete objects or situations" (Theodorson & Theodorson, 1969, 

p. 19). Therefore, behavior is a demonstration of an individual's fundamental 

values and consequent attitudes. While the number of global values held by an 

individual are small in number, the number of attitudes and resulting behaviors a 

consumer has is probably indefinite in number (Becker & Connor, 1982). 

Attitude toward an object and performing a particular behavior are a function of 

underlying beliefs held by an individual. Thus, beliefs about performing a 

particular behavior link behavior to various outcomes that an individual values in 

either a positive or a negative manner (Fishbein, 1979). 

Values form the foundation of consumer attitudes and in turn, attitudes 

influence consumer behavior (Becker & Connor, 1982). Henry (1976) suggested 

that research be conducted to investigate the possible relationships "between 

values and various intervening variables of consumer behavior" (p. 126). Engel et 

al. (1969) determined that "it is unreasonable to expect a measure of personality 

alone to give good predictions" (p. 66), while Crosby et al. (1990) stated that 
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"additional work is also needed ... that link the values dimension to consumer 

behavior" (p. 132). Vinson et al. (1977) felt strongly that the knowledge of 

consumers' values orientations could provide "an efficient, measurable set of 

variables closely related to needs which expand the marketer's knowledge beyond 

demographic and psychographic differences" (p. 48). 

Consumer behavior is becoming more individualistic and less defined by 

reference to easily identified pattems of consumer demographics and 

psychographics. In the next decade, the trend will continue to be away from social 

conformity and toward the component lifestyle. This means that market research 

and marketing strategies must pay closer attention to actual purchasing behavior, 

personal characteristics, and store choices and less to presumed psychographic 

categories. 

A continuing growth area for direct marketing is via mail-order catalog. 

Because of increasing consumerism and intensified competition, segmentation of 

consumers will become an even more important strategy for retailers utilizing 

direct marketing. Therefore, importance in gaining an increased understanding of 

the motivation for purchase behavior and the various consumer segments of the 

mail-order catalog shopper remains a priority retail issue. 

Since shoppers using differing types of in-home shopping methods may 

possess different demographic and psychographic characteristics, assuming 

homogeneity of subsegment profiles across different in-home shopping groups 

could be dangerous (Kwon et al., 1991). Hence, the study of demographic and 
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psychographic characteristics of mail-order catalog shoppers, a group that has 

been researched on a relatively limited basis, is warranted. As stated by Hodgson 

(1990) in regard to catalog shoppers, while "the basic demographics may look 

pretty much the same,...there are distinct differences between store shoppers and 

catalog shoppers. And it's important to analyze and understand those differences" 

(p. 94). 

Effective marketing strategies specifically designed for well-defined target 

market segments can be developed as a result of developing distinct profiles of 

frequent, infrequent, and noncatalog shoppers (Lumpkin & Hawes, 1985). 

Reynolds (1974) predicted that the ability of mail-order catalogers to capture 

larger market segments 'Svill depend increasingly on a deeper understanding of the 

consumers who comprise it" and "it is no longer sufficient to identify the catalog 

market solely in terms of broad demographic dimensions even though these 

remain necessary for locating and estimating the size of the market" (p. 50). 

The individualism of consumer preferences that emerged as a significant 

marketing force in the 1980s is expected to continue into the 1990s. Target 

markets become more defined as market segments become market niches which 

in turn become individual markets. The ultimate in target marketing and 

customer satisfaction might well become a customized product and service 

supported by a micro-merchandising effort carefully tailored to the buyer's 

expectations (Lewison, 1989). Thus, product and service assortment planning will 

incorporate mass customization. Competition and the search for new markets will 
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force retail companies to develop and manage product and service assortments at 

the smallest level of aggregation. In this context, a specific retail format will be 

needed to service each specific segment. Retailers serving a total market will 

utilize a portfolio of shopping formats including direct marketing ventures such as 

mail-order catalogs (Lewison, 1989). 



79 

Notes 

^Specialty products include animal care, apparel, audio-video, 
automotive/aviation, books, collectibles, consumer electronics/science, 
cosmetics/toiletries, crafts, food, gardening, gifts, hardware/tools, health products, 
home construction, housewares, jewelry, magazines, multiproducts, newspapers, 
photographic products, records, sporting goods, stationery, tobacco, 
toys/games/children's products, and computer software and hardware. 

^General merchandise products include apparel, dmgs, building materials, 
hardware, garden supplies, mobile homes, furniture, home furnishings, and home 
equipment. 



CHAPTER III 

PROCEDURE 

The procedure which was followed in this study is divided into the following 

sections: (a) research design, (b) selection of sample, (c) research instmment, 

(d) pilot test, (e) collection of the research data, and (f) statistical analysis of data. 

Research Design 

A descriptive research design was used for this study. In addition to 

collecting descriptive data, the study investigated whether, and to what degree, a 

relationship existed between the use and nonuse of mail-order catalogs and 

(a) demographic characteristics, (b) selected shopping attitudes, (c) personality 

types, (d) values systems, and (e) combinations of personality types and values 

systems. Data was also collected in order to determine whether, and to what 

degree, a relationship existed between high and low shopping attitude scores and 

(a) mail-order catalog use, (b) personality types, (c) values systems, and 

(d) combinations of personality types and values systems. All variables in the 

study were identified through a review of the relevant related research and 

literature. 

Threats to extemal validity were controlled. The sampling error was 

controlled through the use of random sampling and the selection of a sample large 

enough to be representative of the population, especially because small differences 

or relationships could have occurred and because the respondents were broken 
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into subgroups. The selection error was controlled by selecting subjects from only 

one subject list. The non-response error was controlled by (a) increasing response 

through the use of foUow-up mailings and (b) comparing the profile of the 

respondents to the profile of the entire data base from which the subjects were 

selected in terms of household income, education, marital status, and census 

region. The measurement error was controlled by utilizing instmments in the 

questionnaire that were reliable and valid. 

Selection of Sample 

The population for this study was consumers in the United States, age 25 

and older. The participants in this study consisted of a random sample of a 

national cross-section of consumers. The subject list was obtained from National 

Demographics and Lifestyles. A sample of 1501 names was drawn for the study. 

Actual subjects for the study were selected through a random sampling of a data 

base of 27 million names so that all subjects would have an equal and indep>endent 

chance of being selected for the sample. 

Research Instmment 

A questiormaire was developed for data collection using an adaptation of 

Dillman's (1978) Total Design Method (TDM). The instmment was designed to 

elicit responses from participants, age 25 or older. A self-administered mail 

questiormaire was constmcted to obtain information regarding respondents' 

(a) selected shopping attitudes, (b) personality types, (c) values systems, 
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(d) shopping behaviors, and (e) demographic profiles. The questionnaire 

contEiined five sections with each section designed to elicit information regarding 

the variables. 

The questiormaire was printed as a booklet, contained no questions on the 

front or back pages, was printed in a photographically reduced form, and was 

reproduced on white paper by a printing method that provided quality very close 

to the original typed copy. Procedures for proper ordering of the questions, 

formulating of the pages, designing the front cover, and designing the back cover 

were followed as per Dillman's (1978) TDM. 

The first section of the questiormaire elicited attitudinal information. 

Questions 1 through 30 under shopping attitudes required the participants to 

respond to 30 statements regarding selected shopping attitudes. Many of the 

shopping attitudes subscale statements were adapted from previous research 

(Darden & Ashton, 1974; Darden & Reynolds, 1971; Lumpkin & Hawes, 1985; 

Wells & Tigert, 1971), although some of the psychographic items were developed 

specifically for this study. Statements were self-designating and designed to 

measure the following types of shopping attitudes: (a) time consciousness, (b) 

price consciousness, (c) brand loyalty, (d) store shopping, (e) local shopping, 

(f) catalog shopping, and (g) large city shopping. Participants rated each 

statement to the extent the statement applied to their beliefs about shopping on a 

modified Likert scale listing five responses ranging from strongly agree to strongly 

disagree. A Likert scale consists of a series of attitudinal statements to which 
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subjects react in terms of personal attitude. This type of scale is a summated 

rating scale and a total of the items was the measure of the attitude. 

The second section of the questiormaire was designed to elicit information 

concerning personality type. The personality information section required 

participants to select those behaviors which were most-to-least characteristic of 

themselves in an identified situation from 10 panels made up of four choices. The 

sets of words were concerned with the specific ways that people naturally sense, 

conceptualize, and respond to situations. Based on the results arising from the 

words selected by the subject, one of four possible personality pattems emerged. 

This survey described the four behavioral styles or needs-motivated behavior as 

being either the (a) dominance type, (b) influencing type, (c) steadiness type, or 

(d) cautious type. The Personal Style Survey (PSS), copyrighted and marketed by 

Performax Systems International, Inc. ("Personal Profile," 1986), used by 

researchers and practitioners for over 30 years, has been tested by researchers and 

is considered to be a reliable and valid personality assessment instmment. The 

PSS has been shown to correlate highly with the following comparison personality 

assessment tests: (a) the Wechsler Adult Intelligence Scale, (b) the Myers-Briggs 

Type Indicator, (c) the Cattell 16 Personality Factor Questiormaire, (d) the 

Minnesota Multiphasic Personality Inventory, and (e) the Strong-Campbell Interest 

Inventory (Kaplan & Kaplan, 1983). The PSS is a self-administered instmment 

that collects information in a rapid, economical marmer. 
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The third section of the questiormaire was designed to obtain information 

concerning values systems. The values information section required participants to 

select those behaviors which were most-to-least characteristic of themselves in an 

identified situation from 10 panels made up of four choices. The sets of words 

were concerned with the personal set of values which are the basis for life choices. 

Based on the results arising from the words selected by the subject, one of four 

possible values systems emerged. This survey described the four behavioral styles 

or values-motivated behavior as being either the (a) traditionalist style, (b) in-

betweener style, (c) challenger style, or (d) synthesizer style. The Values System 

Survey (VSS), copyrighted and marketed by Performax Systems Intemational, Inc. 

("The Values Analysis," 1981), has been tested for content validity, constmct 

validity, criterion validity, inter-rater reliability, internal-consistency reliability, and 

test-retest reliability. Results show the scale to be both valid and reliable ("Values 

Analysis Profile Trainer," 1985; "Values Analysis Profile Research," 1988). The 

resultant values profile pattems represent known, corrmion pattems of values 

systems among people and is designed to be an applied guide to the researcher in 

responding to values conflicts. The VSS is a self-administered instmment that 

collects information in a rapid, economical marmer. 

The fourth section of the questiormaire imder shopping information elicited 

shopping behavior information. These 12 questions (Q-01 through Q-12) included 

the foUowing items: (a) frequency of purchasing selected categories of 

merchandise, (b) types of retail outlets where selected categories of merchandise 
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were purchased, (c) frequency of purchasing from mail-order catalogs, (d) total 

money spent on mail-order catalog purchases in one year, (e) most frequent 

method of payment used when purchasing from mail-order catalogs, (f) utilization 

of msh delivery for mail-order catalog purchases, (g) types of in-home shopping 

utilized, (h) most frequent method of ordering from mail-order catalogs, 

(i) reasons for purchasing from mail-order catalogs, (j) total money spent on 

clothing purchases in one year, (k) average amount of money spent on clothing 

purchases in one year, and (1) frequency of clothing purchases in one year. 

The final section of the questiormaire under demographic information 

elicited data regarding individual profile elements of respondents. These 15 

questions (Q-01 through Q-15) included the following items: (a) age, (b) ethnicity, 

(c) state of residence, (d) size of city of residence, (e) home ownership, (f) type of 

residence, (g) number of household residents, (h) age and number of children in 

the household, (i) gender, (j) credit card ownership, (k) household income, 

(1) marital status, (m) employment status, (n) occupational status, and 

(o) educational level. 

Prior to the administration of the questionnaire to the pilot test subjects, 

the instmment was submitted to members of the dissertation conmiittee for 

evaluation. On the basis of recorrmiendations from conmiittee members, revisions 

in the questiormaire were made. The questionnaire may be found in Appendix A. 
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Pilot Test 

The population for this study was consumers in the United States, age 25 

and older. The questiormaire was pilot tested by using a random sample of a 

national cross-section of consumers, age 25 and older. The subject list for the 

pilot test was obtained from National Demographics and Lifestyles. A pilot test 

sample of 99 names was drawn for the study. The pilot test sample group was not 

a part of the main study group. Actual subjects for the pilot study were selected 

through the use of random sampling of the entire data base so that all subjects 

would have an equal and independent chance of being selected for the sample. 

The 99-member pilot group was sampled in the spring of 1992. A total of 29 

questiormaires were returned, of which all were usable, yielding a 29.29% response 

rate. The questiormaire was pretested for comprehension of the instructions and 

terminology of the research instmment. Pilot test responses were not included in 

the data analyzed for the main study. 

Profile data of the pilot group was analyzed using basic descriptive 

statistical methods. The pilot group (N = 29) consisted of 9 male and 20 female 

consumers. Ages of the respondents ranged from 26 to 76 with a mean age of 47. 

The highest levels of education attained by the respondents ranged from some 

high school to doctoral degrees. A total of 23 states were represented. Two of 

the subjects were classified as nonbuyers, 16 as infrequent buyers, and 11 as 

frequent buyers. 
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Based on the analysis of all pilot test data, 11 revisions were made in the 

questionnaire. The following changes were made prior to mailing the instmment 

to the 1501 consumers randomly selected to participate in the main study. 

1. Partial instmctions in the shopping information section of the 

questionnaire were changed from "Circle the letter or set of letters located to the 

right of each statement which best describes your feelings" to "Circle the one code 

located to the right of each statement which best describes your feelings." It was 

believed that the new statement would more accurately describe the action 

required for completion of the inventory. 

2. The loyalty shopping subscale in the shopping information section of 

the questiormaire was eliminated. It was believed that, based upon the 

Crombach's alpha statistic, the loyalty shopping subscale was not reliable. 

3. One statement, "Catalogs offer a large variety of merchandise choices," 

was eliminated from the catalog shopping attitude subscale. It was believed that, 

based upon the Crombach's alpha statistic, the statement was not reliable. 

4. One statement, "I enjoy talking to people when I go shopping," was 

eliminated from the store shopping attitude subscale. It was believed that, based 

upon the Crombach's alpha statistic, the statement was not reliable. 

5. One statement, "Local salesclerks are well trained," was eliminated 

from the local shopping attitude subscale. It was believed that, based upon the 

Crombach's alpha statistic, the statement was not reliable. 

6. One statement, "I get more for my money by shopping in a large city," 
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was eliminated from the large city shopping attitude subscale. It was believed 

that, based upon the Crombach's alpha statistic, the statement was not reliable. 

7. One statement, "If I like a particular brand, I tend to buy it for a long 

time," was eliminated from the brand loyalty attitude subscale. It was believed 

that, based upon the Crombach's alpha statistic, the statement was not reliable. 

8. One statement in the time consciousness attitude subscale, "I usually 

buy at a store in the most convenient location," was changed to read "I usually 

shop at stores in the most convenient locations." It was believed that the wording 

change would eliminate any confusion the respondent might perceive with store 

loyalty shopping. 

9. Three statements, "Shopping all over town takes too much time," "I 

wish I had more time to do just the things I really want to do," and "I don't like to 

spend too much time plarming my shopping," were removed from the time 

consciousness attitude subscale. The three omitted statements were replaced with 

the three statements, "When shopping, I make sure I get in and out of the store 

quickly," "I organize my shopping activities so that I don't waste time," and "When 

shopping, I find myself thinking that I should be spending this time doing other 

things." It was believed that, based upon the Crombach's alpha statistic, the 

statements that were removed were not reliable. It was also believed that the 

replacement statements would improve the reliability of the subscale. 

10. Additional instmction was inserted into the personality information 

section of the questiormaire. The additional instmction read as follows: "Each of 
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the numbers can be used only one time in each row." It was believed that the 

additional statement would more accurately describe the action required for 

completion of the inventory. 

11. Additional instmction was inserted into the values information section 

of the questiormaire. The additional instmction read as foUows: "Each of the 

numbers can be used only one time in each row." It was believed that the 

additional statement would more accurately describe the action required for 

completion of the inventory. 

Collection of the Research Data 

In conjunction with the questionnaire design, collection of the research data 

was made using an adaptation of the TDM for implementing mail surveys 

(Dillman, 1978). A self-administered mail questiormaire was sent to a 

representative random sample of consumers in the United States drawn from a 

data base known to consist of a cross-section of consumers, age 25 and older. 

During the spring of 1992, a total of 1501 questionnaires were mailed to randomly 

selected consumers chosen to participate in the investigation. Participants were 

informed of the confidentiality of the investigation and of rights as human subjects. 

To encourage responses, participants were informed of a random drawing to be 

held in which each respondent would be eligible to win one of four $25 U.S. 

savings bonds. 

A complete implementation theme was followed for coUection of the 

research data. All correspondence was personalized and all questiormaires were 
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numbered so that non-respondent, follow-up procedures could be economically 

implemented. The initial mailing included a cover letter, a questionnaire, and a 

business reply return envelope. The cover letter may be found in Appendix B. 

Twelve days after the initial mailing, a postcard foUow-up was sent to all recipients 

of the first mailing. The follow-up postcard may be found in Appendix C. A 

second follow-up, consisting of a cover letter, a replacement questionnaire, and 

another retum envelope, was mailed to nomespondents exactly four weeks after 

the original mailout. The follow-up cover letter may be found in Appendix D. 

Seven weeks following the initial mail survey, the questiormaires were processed 

and the data were tabulated and subjected to statistical analysis. 

Statistical Analysis of Data 

As a preliminary assessment, frequency and percentage distributions of 

demographics, shopping information, and scale information provided by the 

respondents were utilized for descriptive purposes. In order to assess the 

experimental comparison, a host of statistical procedures was utilized. Chi-square 

analyses were utilized to demonstrate differences in frequencies of demographic 

variables, personality types, values systems, combinations of personality types and 

values systems, selected shopping attitudes, and purchasing from mail-order 

catalogs. The chi-square test is a statistical test used to evaluate whether or not 

empirically obtained frequencies differ significantly from frequencies expected 

under a set of theoretical assumptions. 
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Factorial analyses of variance (ANOVA) were used to make statistical 

inference with regard to differences in purchasing profiles and shopping attitudes 

of mail-order catalog shoppers. The factorial analysis of variance is a statistical 

procedure used to compare groups which differ along two or more dimensions. 

The ANOVA procedure is sensitive to differences among the groups that are 

being compared and can answer questions about the possible existence of an 

interaction between the independent variables. 

Multivariate analyses of variance (MANOVA), an extension of univariate 

analyses of variance, were used to make statistical inference with regard to 

differences in shopping attitudes in terms of the mean scores. Although analyses 

of variance could have been computed separately for each of the dependent 

variables, this approach would have ignored the interrelation among the seven 

dependent variables as MANOVA is a more robust statistical procedure resulting 

in more complex and accurate analysis. MANOVA is a statistical test that is used 

when more than two levels of a single independent variables and two or more 

criterion measures are involved in the analysis. The test statistics employed were 

Wilks' lambda criterion for the overall multivariate test and F tests for the 

univariate tests. When significant F ratios resulted from the univariate tests, one

way analyses of variance were utilized to compare groups differing from each 

other along just one dimension. K significant F ratios were found, Scheffe's 

multiple comparison test was employed to identify where significant differences 

were located. A multiple comparison test is useful when more than one 
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comparison is done because the test adjusts the level of significance to reduce the 

influence of chance due to multiple comparisons. Scheffe's multiple comparison 

test is the most conservative test of its kind, producing highly reliable significance 

when significance is found. For aU statistical tests, differences were considered 

representative of significant results at the .05 probability level. 

Hypothesis 1 

Consumers, age 25 and older, who are mail-order catalog users will tend to 

be the following: 

a. older, 

b. living in non-metropolitan areas, 

c. owners of or buying a home, 

d. having children under six years of age living at home, 

e. possessing a large number of credit cards, 

f. female, 

g. possessing a high armual household income, 

h. married, 

i. employed outside the home, 

j . employed in a professional occupational status, and 

k. achieving a high level of education. 

Therefore, it was expected that respondents' usage of mail-order catalogs 

would vary according to age, community size of residence, home ownership, the 

presence of small children in the household, credit card ownership, gender, armual 
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household income, marital status, employment status, occupational status, and 

educational background. 

Hypothesis la 

Data utilized. The data tested was taken from responses to items on the 

questionnaire as follows: 

Shopping Information/Question 03 Catalog shopping frequency 

Demographic Information/Question 01 Age 

Statistical tests employed. Mail-order catalog shopping frequency was 

measured by a response to question 03 on the shopping information section of the 

questiormaire. Respondents were classified as being (a) nonusers, (b) infrequent 

users, or (c) frequent users of mail-order catalog shopping. For this purpose, 

respondents reporting no purchases from mail-order catalogs in one year were 

classified as nonusers, respondents reporting at least one but less than seven 

purchases from mail-order catalogs in one year were classified as infrequent users, 

and respondents reporting seven or more purchases in one year were classified as 

frequent mail-order catalog users. The levels of the age variable were determined 

through an analysis of the frequency distribution. For this purpose, the age 

variable was collapsed into three segments consisting of ages (a) 25 to 40, (b) 41 

to 60, and (c) 61 to 85. In order to assess whether there were significant 

relationships between ages with respect to mail-order catalog shopping frequency, 

a chi-square contingency analysis was used. 
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Hypothesis lb 

Data utilized. The data tested was taken from responses to items on the 

questiormaire as follows: 

Shopping Information/Question 03 Catalog shopping frequency 

Demographic Information/Question 04 Conmiunity size 

Statistical tests employed. In order to assess whether there were significant 

relationships between conmiunity size with respect to mail-order catalog usage (as 

classified in hypothesis la), a chi-square contingency analysis was utilized. For this 

purpose, the conmiunity size variable was collapsed into two segments consisting 

of (a) communities with populations of 49,999 or less and (b) communities with 

populations of 50,000 or more. 

Hypothesis Ic 

Data utilized. The data tested was taken from responses to items on the 

questionnaire as follows: 

Shopping Information/Question 03 Catalog shopping frequency 

Demographic Information/Question 05 Home ownership 

Statistical tests employed. In order to assess whether there were significant 

relationships between home ownership with respect to mail-order catalog usage 

(as classified in hypothesis la), a chi-square contingency analysis was utilized. 
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Hypothesis Id 

Data utilized. The data tested was taken from responses to items on the 

questiormaire as follows: 

Shopping Information/Question 03 Catalog shopping frequency 

Demographic Information/Question 08 Number of children 

Statistical tests employed. In order to assess whether there were significant 

relationships between the presence of children under six years of age in the 

household with respect to mail-order catalog usage (as classified in hypotheses la), 

a chi-square contingency analysis was utilized. 

Hypothesis le 

Data utilized. The data tested was taken from responses to items on the 

questiormaire as follows: 

Shopping Information/Question 03 Catalog shopping frequency 

Demographic Information/Question 10 Credit card ownership 

Statistical tests employed. In order to assess whether there were significant 

relationships between credit card ownership with respect to mail-order catalog 

usage (as classified in hypothesis la), a chi-square contingency analysis was 

utilized. For this purpose, the credit card ownership variable was measured by a 

surrmiation of the number of responses to question 10 on the demographic and 

socioeconomic information section of the questionnaire. 



% 

Hypothesis If 

Data utilized. The data tested was taken from responses to items on the 

questionnaire as follows: 

Shopping Information/Question 03 Catalog shopping frequency 

Demographic Information/Question 09 Gender 

Statistical tests employed. In order to assess whether there were significant 

relationships between gender with respect to mail-order catalog usage (as 

classified in hypothesis la), a chi-square contingency analysis was utilized. 

Hypothesis Ig 

Data utilized. The data tested was taken from responses to items on the 

questiormaire as follows: 

Shopping Information/Question 03 Catalog shopping frequency 

Demographic Information/Question 11 Household income 

Statistical tests employed. In order to assess whether there were significant 

relationships between annual household income with respect to mail-order catalog 

usage (as classified in hypothesis la), a chi-square contingency analysis was 

utilized. For this purpose, household income was collapsed into three segments 

consisting of (a) $24,999 or less, (b) $25,000 to $49,999, and (c) $50,000 and over. 

Hypothesis Ih 

Data utilized. The data tested was taken from responses to items on the 

questiormaire as follows: 
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Shopping Information/Question 03 Catalog shopping frequency 

Demographic Information/Question 12 Marital status 

Statistical tests employed. In order to assess whether there were significant 

relationships between marital status with respect to mail-order catalog usage (as 

classified in hypothesis la), a chi-square contingency analysis was utilized. For this 

purpose, the marital status variable was collapsed into two segments consisting of 

(a) married, and (b) single, divorced, separated, and widowed. 

Hypothesis li 

Data utilized. The data tested was taken from responses to items on the 

questiormaire as follows: 

Shopping Information/Question 03 Catalog shopping frequency 

Demographic Information/Question 13 Employment status 

Statistical tests employed. In order to assess whether there were significant 

relationships between employment status with respect to mail-order catalog usage 

(as classified in hypothesis la), a chi-square contingency analysis was utilized. For 

the employment status variable was collapsed into three segments consisting of 

(a) full-time, (b) part-time, and (c) unemployed, retired, and homemaker. 

Hypothesis Ij 

Data utilized. The data tested was taken from responses to items on the 

questionnaire as follows: 
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Shopping Information/Question 03 Catalog shopping frequency 

Demographic Information/Question 14 Occupational status 

Statistical tests employed. In order to assess whether there were significant 

relationships between occupational status with respect to mail-order catalog usage 

(as classified in hyp>othesis la), a chi-square contingency analysis was utilized. For 

this purpose, the occupational status variable was collapsed into two segments 

consisting of (a) professional (degreed), upper/middle management, and white 

collar, and (b) blue collar/labor, craftsman/tradesman/skilled trade, homemaker 

(full-time), military, office/clerical, salesperson, service position, and student. 

Hypothesis Ik 

Data utilized. The data tested was taken from responses to items on the 

questiormaire as follows: 

Shopping Information/Question 03 Catalog shopping frequency 

Demographic Information/Question 15 Educational background 

Statistical tests employed. In order to assess whether there were significant 

relationships between educational background with respect to mail-order catalog 

usage (as classified in hypothesis la), a chi-square contingency analysis was 

utilized. For this purpose, the educational background variable was collapsed into 

three segments as follows: (a) some grade school, grade school, some high school, 

and high school or equivalent, (b) some college, vocational/technical degree, and 

two-year associates degree, and (c) four-year bachelors degree, some graduate 

work, masters degree, doctoral degree, and post-doctoral work. 
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Hypothesis 2 

Consumers, age 25 and older, who are mail-order catalog users will tend to 

demonstrate the following: 

a. high scores toward the time consciousness 

b. high scores toward the price consciousness attitude, 

c. high scores toward the brand loyalty attitude, 

d. low scores toward the store shopping attitude, 

e. low scores toward the local shopping attitude, 

f. high scores toward the catalog shopping attitude, and 

g. high scores toward the large city shopping attitude. 

Therefore, it was expected that respondents' usage of mail-order catalogs would 

vary according to selected shopping attitudes. 

Data utilized. The data tested was taken from responses to items on the 

questiormaire as follows: 

Shopping Information/Question 03 Catalog shopping frequency 

Shopping Attitudes/Questions 1-30 Shopping attitudes 

Statistical tests employed. Time consciousness attitude was measured by a 

composite score of questions 1, 10, 17, 21, and 28 in the shopping attitudes section 

of the questiormaire. Price consciousness attitude was measured by a composite 

score of questions 2, 7, 16, 20, and 27 in the shopping attitudes section of the 

questiormaire. Brand loyalty attitude was measured by a composite score of 

questions 3, 11, 19, and 24 in the shopping attitudes section of the questionnaire. 
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Store shopping attitude was measured by a composite score of questions 6, 15, 22, 

and 30 in the shopping attitudes section of the questiormaire. Local shopping 

attitude was measured by a composite score of questions 5, 9, 14, and 29 in the 

shopping attitudes section of the questiormaire. Catalog shopping attitude was 

measured by a composite score of questions 12, 18, 23, and 26 in the shopping 

attitudes section of the questiormaire. Large city shopping attitude was measured 

by a composite score of questions 4, 8, 13, and 25 in the shopping attitudes section 

of the questiormaire. Respondents were classified as having high or low scores for 

each of the shopping attitudes based on the median scores of each of the seven 

subscales. Respondents possessing a score equal to or greater than the median 

score were described as having high shopping attitude scores and respondents 

possessing a score less than the median score were described as having low 

shopping attitude scores. In order to assess whether there were significant 

relationships between each of the shopping attitudes and mail-order catalog usage 

(as classified in hypothesis la), chi-square contingency analyses was used. 

Research Question 1 

Do consumers, age 25 and older, who are at varying levels of mail-order 

catalog use, tend to have different personality types, values systems, and 

combinations of personality types and values systems? 

Data utilized. The data tested was taken from responses to items on the 

questiormaire as follows: 
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Shopping Information/Question 03 Catalog shopping frequency 

Personality Information Personality types 

Values Information Values systems 

Statistical tests emploved. The dominance personality type score was 

measured by a composite score of the first column in the personality information 

section of the questiormaire. The influencing personality type score was measured 

by a composite score of the second colunm in the personality information section 

of the questionnaire. The steadiness personality type score was measured by a 

composite score of the third colunm in the personality information section of the 

questiormaire. The cautious personality score type was measured by a composite 

score of the fourth column iA the personality information section of the 

questiormaire. Respondents were classified as one of the four personality types 

based on each individual's highest score among that individual's summated scores 

for the four personality types. Thus, respondents were classified in one of the 

four following ways: (a) dominance typ)e, (b) influencing type, (c) steadiness type, 

or (d) cautious type. 

The traditionalist values system score was measured by a composite score 

of the first column in the values information section of the questionnaire. The in-

betweener values system score was measured by a composite score of the second 

column in the values information section of the questiormaire. The challenger 

values system score was measured by a composite score of the third colunm in the 

values information section of the questiormaire. The synthesizer values system 
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score was measured by a composite score of the fourth colunm in the values 

information section of the questiormaire. Respondents were classified in one of 

the four values systems based on each individual's highest score among that 

individual's summated scores for the four values systems. Thus, respondents were 

classified in one of the following four ways: (a) traditionalist system, (b) in-

betweener system, (c) challenger system, or (d) synthesizer system. 

In order to address the statistical analysis for the final part of this question, 

intermediate steps were taken. The four personality types were paired with the 

four values systems in order to assess the presence of frequencies among 

respondents. Thus, a new variable with 16 sublevels, designated as combinations 

of personality types and values systems, was created. In order to assess whether 

there were significant relationships between (a) personality types, (b) values 

systems, and (c) combinations of personality types and values systems with respect 

to mail-order catalog usage (as classified in hypothesis la), chi-square contingency 

analyses were used. 

Research Question 2 

Do consumers, age 25 and older, who have different shopping attitudes, 

tend to have different personality types, values systems, and combinations of 

personality types and values systems? 

Data utilized. The data tested was taken from responses to items on the 

questiormaire as follows: 
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Shopping Attitudes/Questions 1-30 Shopping attitudes 

Personality Information Personality types 

Values Information Values systems 

Statistical tests employed. In order to assess significant differences between 

(a) the seven shopping attitude subscales (as computed in hypothesis 2) and the 

four levels of personality types (as computed in research question 1), (b) the seven 

shopping attitude subscales (as computed in hypothesis 2) and the four levels of 

values systems (as computed in research question 1), and (c) the seven shopping 

attitude subscales (as computed in hypothesis 2) and the identified combinations 

of personality types and values systems (as computed in research question 1), 

multivariate analyses of variance were used. 

Post hoc comparison. Based on results, univariate analyses of variance and 

one-way analyses of variance were conducted to assess the existence of significant 

differences along one dimension. If a significant F ratio was found, a conservative 

post hoc comparison, Scheffe's multiple comparison test, was applied to determine 

exactly where significant differences were located. 

Research Question 3 

Do consumers, age 25 and older, who are at varying levels of mail-order 

catalog use, tend to have different assortments of personality types and shopping 

attitudes and of values systems and shopping attitudes? 

Data utilized. The data tested was taken from responses to items on the 

questionnaire as foUows: 
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Shopping Information/Question 03 Catalog shopping frequency 

Shopping Attitudes/Questions 1-30 Shopping attitudes 

Personality Information Personality types 

Values Information Values systems 

Statistical tests employed. In order to assess whether there were significant 

relationships between mail-order catalog use (as classified in hypothesis la) and 

(a) selected shopping attitudes (as computed in hypothesis 2) and personality 

types (as computed in research question 1), and (b) selected shopping attitudes 

(as computed in hypothesis 2) and values systems (as computed in research 

question 1), factorial analyses of variance were used. 



CHAPTER IV 

ANALYSIS OF THE DATA 

The primary purpose of the study was to investigate whether, and to what 

degree, a relationship existed between (a) the use of mziil-order catalogs and 

(b) demographic characteristics, selected shopping attitudes, personality types, 

values systems, and combinations of personality types and values systems. A 

secondary purpose was to determine whether, and to what degree, a relationship 

existed between (a) high and low shopping attitude scores and (b) mail-order 

catalog use, personality types, values systems, and combinations of personality 

types and values systems. Information regarding respondents' selected shopping 

attitudes, personality types, values systems, shopping behaviors, and demographic 

profiles was obtained through responses to a self-administered questionnaire. The 

questionnaire for the study can be found in Appendix A. 

Data were analyzed to determine (a) if mail-order catalog usage would vary 

according to age, corrmiunity size of residence, home ownership, the presence of 

small children in the household, credit card ownership, gender, annual household 

income, marital status, employment status, occupational status, and educational 

background; (b) if mail-order catalog usage would vary according to time 

consciousness attitude, price consciousness attitude, brand loyalty attitude, store 

shopping attitude, local shopping attitude, catalog shopping attitude, and large city 

shopping attitude; (c) if mail-order catalog usage would vary according to 

personality types, values systems, and combinations of personality types and values 
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systems; (d) if shopping attitudes would vary according to personality types, values 

systems, and combinations of personality types and values systems and; (e) if mail

order catalog usage would vary according to personality types and shopping 

attitudes and to values systems and shopping attitudes. 

Description of the Sample 

Data was collected through the use of a self-administered mail 

questionnaire. The subject list was obtained from National Demographics and 

Lifestyles. Questionnaires were mailed to male and female consumers in the 

United States, age 25 and older. Questiormaires were distributed to the sample 

group in the spring of 1992. Participation was voluntary and the subjects were 

informed to rights as human subjects. Information was limited by the ability of 

the subjects to comprehend and respond to items on the questiorm2Lire and to the 

information elicited by the questiormaire. A total of 1501 questiormaires were 

mailed to participants, of which 27 were retumed undeliverable. A total of 698 

questiormaires were retumed by respondents, of which 679 were usable, yielding a 

response rate of 46.67%. Of the 19 questiormaires that were deemed unusable, 1 

was completed by a consumer younger than the target age and 18 were retumed 

unanswered. 

Mail-Order Catalog Use 

Profile data of the respondents was analyzed to determine mail-order 

catalog use. Individuals placing no orders in the past one year via mail-order 
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catalogs were classified as nonusers. Individuals placing at least one but no more 

than six orders in the past one year via mail-order catalogs were classified as 

infrequent users. Individuals placing seven or more orders in the past one year 

via mail-order catalogs were classified as frequent users of mail-order catalogs. 

Based on responses (N = 679), 110 subjects (16.2%) were classified as nonusers, 

381 subjects (56.1%) were classified as infrequent users, and 188 subjects (27.7%) 

were classified as frequent users (see Table 1). 

Shopping Attitudes 

Shopping attitudinal data were collected using the shopping attitudes 

section of the research questiormaire. The seven variables used for purposes of 

describing selected shopping attitudes included time consciousness, price 

consciousness, brand loyalty, store shopping, local shopping, catalog shopping, and 

large city shopping. Table 2 summarizes the participants' response to shopping 

attitude items. In the table, the inventory statements are grouped according to the 

seven shopping attitude subscales. 

The shopping attitudes inventory ascertained selected shopping attitudes by 

asking the participants to respond to 30 statements. Participants rated each 

statement to the extent the statement applied to beliefs about shopping. Each 

survey participant responded to each shopping attitude statement by indicating 

degree of agreement or disagreement. A modified Likert scale (SA = strongly 

agree, A = agree, I = indifferent, D = disagree, and SD = strongly disagree) was 

used. The statements were self-designating to the seven shopping attitudes of 



TABLE 1 

Summary Of Respondents' Frequency Of Ordering 
From Mail-Order Catalogs 

108 

Number 
Of Times 
Ordered 
In One Year 

0 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

14 

15 

16 

20 

24 

25 

26 

30 

35 

40 

50 

51 

Nonusers 

no. 

110 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

% 

16.2 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Infrequent 

no. 

0 

39 

55 

68 

108 

54 

57 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

Users 

% 

0.0 

5.7 

8.1 
10.0 

15.9 

8.0 

8.4 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Frequent 

no. 

0 

0 

0 

0 

0 

0 

0 

8 

27 

2 

49 

1 

28 

2 

22 

1 

23 

4 

6 

1 

4 

1 

6 

2 

1 

Users 

% 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

1.2 

4.0 

0.3 

7.2 

0.1 
4.1 

0.3 

3.2 

0.1 

3.4 

0.6 

0.9 

0.1 

0.6 

0.1 

0.9 

0.3 

0.1 

no. 

110 

39 

55 

68 

108 

54 

57 

8 

27 

2 
49 

1 

28 

2 

22 

1 

23 

4 

6 

1 

4 

1 

6 

2 

1 

Total 

% 

16.2 

5.7 

8.1 

10.0 

15.9 

8.0 

8.4 

1.2 

4.0 

0.3 

7.2 

0.1 
4.1 

0.3 

3.2 

0.1 

3.4 

0.6 

0.9 

0.1 

0.6 

0.1 

0.9 

0.3 

0.1 

Total 110 16.2 381 56.1 188 27.7 679 100.0 

Note: N = 679 
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time consciousness, price consciousness, brand loyalty, store shopping, local 

shopping, catalog shopping, and large city shopping. The shopping subscales were 

constructed from questions listed on the shopping attitudes inventory. Criteria 

used to examine the seven selected attitudes were derived as follows: Questions 1, 

10, 17, 21, and 28 represented time consciousness, questions 2, 7, 16, 20, and 27 

represented price consciousness, questions 3, 11, 19, and 24 portrayed brand 

loyalty, questions 6, 15, 22, and 30 designated store shopping attitude, questions 5, 

9, 14, and 29 reflected local shopping attitude, questions 12, 18, 23, and 26 

represented catalog shopping attitude, and large city shopping attitude was 

illustrated in questions 4, 8, 13, and 25. 

Each shopping attitude was measured by a composite score of the self-

designating questions. A total of 25 points was allocated to the time and price 

consciousness subscales and a total of 20 points was allocated to each of the 

remaining five subscales. Based on the median scores of each of the seven 

subscales, respondents were classified as having high or low scores for each of the 

shopping attitudes. Respondents scoring 18 to 25 on the time conscious subscale, 

19 to 25 on the price consciousness subscale, 14 to 20 on the brand loyalty 

subscale, 13 to 20 on the store shopping attitude subscale, 15 to 20 on the local 

shopping attitude subscale, 14 to 20 on the catalog shopping attitude subscale, and 

12 to 20 on the large city shopping attitude subscale were defined as possessing 

high scores toward selected shopping attitudes. Respondents scoring 8 to 17 on 

the time consciousness subscale, 6 to 18 on the price consciousness subscale, 4 to 
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13 on the brand loyalty subscale, 4 to 12 on the store shopping attitude subscale, 4 

to 14 on the local shopping attitude subscale, 4 to 13 on the catalog shopping 

attitude subscale, and 4 to 11 on the large city shopping attitude subscale were 

defined as possessing low scores toward selected shopping attitudes. 

The percentage distribution of nonusers, infrequent users, and frequent 

users of mail-order catalogs by high and low scores on each of the seven selected 

shopping attitudes appears in Table 3. Observation of Table 3 showed that a 

larger percentage of nonusers (59.3%), in comparison to infrequent users (47.4%) 

and frequent users (46.0%), exhibited high scores on the time consciousness 

subscale. Results of the price consciousness subscale revealed that a greater 

percentage of frequent users (55.7%) demonstrated high scores in comparison to 

the infrequent users (53.7%) and the nonusers (50.0%). The greatest percentage 

of high scores on the brand loyalty subscale among the three groups were 

observed within the infrequent users group (51.0%). A larger percentage of 

frequent users, versus infrequent users and nonusers, revealed high scores on the 

store shopping (52.3%), large city shopping (56.8%), and catalog shopping 

(74.4%) subscales. As may be noted, 60.2% of the nonusers indicated high scores 

on the local shopping subscale. 

Personalitv Types 

Personality data were coUected using the personality information section of 

the research questionnaire. The personality information section of the 

questionnaire required participants to select those behaviors which were most-to-
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least characteristic of themselves in an identified situation from 10 panels made up 

of four choices. The sets of words were concerned with the specific ways that 

people naturally sense, conceptualize, and respond to situations. Based on the 

results arising from the words selected by the each of subjects, one of four 

possible personality pattems emerged. The four terms used for purposes of 

describing personality types included dominance, influencing, steadiness, and 

cautious. 

The dominance personality type score was measured by a composite score 

of the first column in the personality information section of the questionnaire. 

The influencing personality type score was measured by a composite score of the 

second column in the personality information section of the questionnaire. The 

steadiness personality type score was measured by a composite score of the third 

column in the personality information section of the questionnaire. The cautious 

personality type score was measured by a composite score of the fourth column in 

the personality information section of the questionnaire. Respondents were 

classified as one of the four personality types based on each individual's highest 

score among that individual's summated scores for each of the four personality 

types. Thus, respondents were classified in one of the four following ways: 

(a) dominance type, (b) influencing type, (c) steadiness type, or (d) cautious type. 

Of the 537 subjects responding to the personality information section of the 

questionnaire, 48 (8.9%) were not classified as any of the four personality types as 

these respondents did not possess a predominant personality type score. Thus, a 
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total of only 489 subjects were classified into the four personality types used for 

this study. 

Based on aU responses, 15.1% of the respondents were classified as the 

dominance personality type, 16.4% were classified as the influencing personality 

type, 35.0% were classified as the steadiness personality type, and 33.5% were 

classified as the cautious personality type. Within each group of users, the 

greatest percentage of nonusers (36.8%) and frequent users (37.2%) were the 

steadiness personality type. The largest percentage of infrequent users (36.3%) 

were the cautious personality type. The percentage distribution of respondents by 

personality type appears in Table 4. 

Values Systems 

Values systems data were collected using the values information section of 

the research questionnaire. The values information section required participants 

to select those behaviors which were most-to-least characteristic of themselves in 

an identified situation from 10 panels made up of four choices. The sets of words 

were concerned with the personal set of values which are the basis for life choices. 

Based on the results arising from the words selected by each of the subjects, one 

of four possible values systems emerged. The four terms used for purposes of 

describing values systems included traditionalist, in-betweener, challenger, and 

synthesizer. 

The traditionalist values system score was measured by a composite score 

of the first column in the values information section of the questionnaire. The 
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in-betweener values system score v/as measured by a composite score of the 

second column in the values information section of the questionnaire. The 

challenger values system score was measured by a composite score of the third 

column in the values information section of the questionnaire. The synthesizer 

values system score was measured by a composite score of the fourth column in 

the values information section of the questionnaire. Respondents were classified 

in one of the four values systems based on each individual's highest score among 

that individual's summated scores for each of the four values systems. Thus, 

respondents were classified in one of the following four ways: (a) traditionalist 

system, (b) in-betweener system, (c) challenger system, or (d) synthesizer system. 

Of the 522 subjects responding to the values information section of the 

questionnaire, 35 (6.7%) were not classified as any of the four values systems as 

these respondents did not possess a predominant values system score. Thus, a 

total of only 487 subjects were classified into the four values systems used for this 

study. 

Based on all responses to the values systems scale, 9.7% of the respondents 

were classified in the challenger values system, 13.5% were classified in the 

synthesizer values system, 25.3% were classified in the in-betweener values system, 

and 51.5% were classified in the traditionalist values system. Within all three 

groups of respondents, the greatest percentage of nonusers (53.4%), infrequent 

users (51.6%), and frequent users (50.4%) were classified in the traditionalist 
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values system. The percentage distribution of respondents by values system 

appears in Table 5. 

Combinations Of Personalitv Types 
And Values Svstems 

In addition, combinations of personality types and values systems were 

identified. The four personality types were paired with the four values systems in 

order to assess the presence of frequencies within the nonuser, infrequent user, 

and frequent user groups and within the overall group of respondents. For each 

of the groups and overall, the greatest percentage of respondents were classified 

as possessing the combination of the steadiness personality type and the 

traditionalist values system. The percentage distribution of respondents by 

combinations of personality types and values systems appears in Table 6. 

General Shopping Behavior 

Shopping behavior data were collected using the shopping information 

section of the research questionnaire. The variables used for purposes of 

describing general shopping habits included frequency of purchasing particular 

categories of merchandise (see Tables 7-10) and types of retail outlets where 

particular categories of merchandise were purchased (see Tables 11-14). The 

particular categories of merchandise investigated were selected because, over the 

past decade, the selected categories of merchandise have been the 12 types of 

products most often ordered from mail-order catalogs. 
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ĉ^ 

q 
CO 

00 

c 
. r 4 

c 
•o 
Cd 

O 

(J 

o 

o o 
o 

o 
o 

o 
o 

^ 

o 
• 

CO 

^ ^ 

q TA 

"^ ^ 

q 
wo 

^ ^ 

q rH 

® ^ 
o 
d 

^ ^ 

o • 

^ 

o 
• 
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Among all respondents, the largest percentage of respondents reported 

purchasing accessories (73.0%), appliances (58.1%), clothing (41.7%), gourmet 

food (25.5%), gardening products (49.4%), gifts and coUectibles (53.5%), home 

furnishings (67.8%), and housewares (60.8%) only a few times a year. In addition, 

the largest percentage of respondents reported purchasing books and magazines 

(30.4%), health products (33.6%), and personal care products (38.0%) about once 

a month and 60.5% of all respondents reported not purchasing electronics at all. 

When comparing the three identified user groups in regard to frequency of 

purchasing selected categories of merchandise, nonusers purchased all products 

categories, with the exception of gourmet food, less frequently than did infi-equent 

or frequent users of mail-order catalogs. 

The product classes most frequently purchased by the greatest percentage 

of nonusers included personal care products (41.0%) and health products (39.0%) 

which were purchased about once a month. The product classes most fi-equently 

purchased by the greatest percentage of infi-equent users included books and 

magazines (30.5%), health products (33.7%) and personal care products (37.1%) 

which were purchased about once a month. The product classes most frequently 

purchased by the greatest percentage of frequent users included books and 

magazines (33.2%), clothing, (36.9%), and personal care products (38.0%) which 

were also purchased about once a month. 

In regard to the types of retail outlets where selected categories of 

merchandise were purchased by all respondents, the largest percentage reported 
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purchasing accessories (38.0%), electronics (25.6%), gardening products (53.0%), 

gifts and coUectibles (43.5%), health products (57.1%), home furnishings (41.3%), 

housewares (49.5%), and personal care products (64.8%) fi-om discount or off-

price stores. In addition, the largest percentage of respondents reported 

purchasing gourmet food (24.8%) from specialty stores and appliances (42.5%) 

and clothing (43.5%) from Sears, J.C. Penney, or Montgomery Ward. Only books 

and magazines (37.5%) were purchased most often from mail-order catalogs. 

Nonusers most often purchased books and magazines (41.0%), clothing 

(39.0%), electronics (21.0%), gardening products (53.0%), gifts and collectibles 

(38.05), health products (59.0%), home furnishings (33.0%), housewares (41.0%), 

and personal care products (64.0%) fi-om discount and off-price stores. This 

group of subjects purchased gourmet food (24.0%) most often from specialty 

stores, appliances (40.0%) most often from Sears, J.C. Penney, or Montgomery 

Ward, and accessories (38.0%) most often from department stores. Infi-equent 

users most often purchased accessories (41.1%), books and magazines (39.8%), 

clothing (46.7%), electronics (30.0%), gardening products (55.2%), gifts and 

collectibles (46.2%), health products (58.1%), home furnishings (43.2%), 

housewares (52.8%), and personal care products (66.8%) from discount and off-

price stores. Infi-equent users purchased appliances (40.6%) most often from 

Sears, J.C. Penney, or Montgomery Ward and gourmet food (23.3%) from 

specialty stores. The retail outlets most often utilized for purchasing selected 

products varied more for fi^equent users of mail-order catalogs than for nonusers 
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and infrequent users. Frequent users most often purchased accessories (35.3%), 

appliances (47.6%), clothing (49.2%), electronics (21.9%) and home furnishings 

(43.3%) fi-om Sears, J.C. Penney, or Montgomery Ward. Gardening products 

(48.7%), health products (54.0%), housewares (47.6%), and personal care 

products (61.0%) were most often purchased from discount and off-price stores. 

In addition, frequent users most often purchased gourmet food (28.3%) from 

specialty stores and books and magazines (54.5%) and gifts and collectibles 

(49.7%) from mail-order catalogs. 

Catalog Shopping Behavior 

Catalog shopping behavior was described by information regarding 

frequency of purchasing from mail-order catalogs in one year, total dollar amount 

spent on mail-order catalog purchases in one year, most frequent method of 

payment used when purchasing from mail-order catalogs, utilization of rush 

delivery for mail-order catalog purchases, most frequent method of ordering from 

mail-order catalogs, and reasons for purchasing from mail-order catalogs (see 

Table 15). Based on all responses, 16.2% of the subjects were classified as 

nonusers, 56.1% were classified as infrequent users, and 27.7% were classified as 

frequent users of mail-order catalogs. Among the infrequent users, 24.6% 

purchased 1 to 2 times, 46.1% purchased 3 to 4 times, and 29.3% purchased 5 to 

6 times from mail-order catalogs in one year. Among the frequent users, 18.7% 

utilized mail-order catalogs 7 to 8 times, 27.2% utilized mail-order catalogs 9 to 10 
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times, 40.8% utilized mail-order catalogs 11 to 20 times, and 13.3% utilized mail

order catalogs 21 or more times in one year. 

Based on all responses, 18.0% of the subjects spent no money on mail

order catalog purchases in one year. The greatest percentage of respondents 

(38.9%) spent from $1 to $200, 28.9% spent from $201 to $600, and only 14.2% 

spent more than $600 on mail-order catalog purchases in one year. Among 

infrequent users, 95.0% spent from $1 to $600 while 44.2% of frequent users 

spent more than $600 on mail-order catalog purchases in one year. 

Among aU users of mail-order catalogs, MastercardA îsa (44.8%) and 

personal check (37.3%) were the most frequent methods of payment when 

purchasing from mail-order catalogs. A greater percentage of infrequent users 

preferred utilizing personal checks (42.2%) while the majority of frequent users 

preferred using MastercardA îsa (52.2%) when purchasing from mail-order 

catalogs. The most frequent method of ordering from mail-order catalogs by all 

respondents was telephone (52.3%) followed closely by ordering through the mail 

(47.4%). Only 0.3% of all respondents reported most frequently ordering by fax. 

In addition, only 11.3% of all respondents reported utilizing rush delivery services 

offered by mail-order catalog companies. 

Frequent users of mail-order catalogs cited the four most prominent 

reasons for purchasing from mail-order catalogs as "enjoy looking at catalogs and 

buying from them" (60.4%), "can't find items elsewhere" (55.6%), "wide variety of 

product choices" (47.6%), and "personal time constraints" (34.2%). The least most 
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popular reasons frequent users purchased from mail-order catalogs included 

"higher quality of products" (11.2%) and "difficult to leave home" (4.3%). Among 

infrequent users of mail-order catalogs, the four primary reasons for mail-order 

catalog purchasing were "can't find items elsewhere" (56.4%), "enjoy looking at 

catalogs and buying from them" (39.5%), "lower prices" (31.0%), and 'Svide variety 

of product choices" (30.1%). The least frequent reasons infrequent shoppers cited 

for purchasing from catalogs included "a decrease in the overall services in stores" 

(8.2%) and "difficult to leave home" (3.6%). Among all users of mail-order 

catalogs, "can't find items elsewhere" (56.4%) and "enjoy looking at catalogs and 

buying from them" (46.8%) were the two most popular reasons for purchasing 

from mail-order catalogs. 

In-Home Shopping Methods Utilized 

The distribution of respondents by nine types of in-home shopping methods 

utilized other than mail-order catalog shopping is shown in Table 16. The largest 

percentage of all respondents reported utilizing newspaper advertisements or 

inserts (39.0%) and magazine advertisements or inserts (34.3%). Comparisons 

between nonusers, infrequent users, and frequents users of mail-order catalogs 

reveal that overall, larger percentages of frequent mail-order catalog shoppers 

purchased products from varied types of in-home shopping than did infrequent 

users and nonusers. Nonusers reported using only two of the nine methods of in-

home shopping while infrequent and frequent users reported utilizing all nine 

methods of in-home shopping other than mail-order catalogs. 
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Qothing Purchasing Behavior 

The total dollar amounts spent, the average amounts of money spent, and 

the frequency of clothing purchases from aU sources and from mail-order catalogs 

in one year can be seen in Table 17. Responses regarding clothing purchasing 

behaviors were relatively consistent between the infrequent and frequent users of 

mail-order catalogs. Both infrequent (38.2%) and frequent users (37.7%) most 

often reported purchasing clothing from all sources only a few times a year. In 

addition, the frequency of purchasing clothing from mail-order catalogs most often 

reported by infrequent (88.1%) and frequent users (64.3%) was a few times a 

year. The largest percentage of infrequent users reported spending from $30 to 

$59 each time clothing was purchased from all sources (29.5%) as well as each 

time clothing was purchased from mail-order catalogs (39.7%). The greatest 

percentage of frequent users spent from $30 to $59 each time clothing was 

purchased from mail-order catalogs (27.5%). When purchasing from all sources, 

each of the average expenditure ranges of $30 to $59, $60 to $89, and $210 and 

more were represented by 20.8% of the frequent user group. In regard to the 

total amount of dollars spent on clothing purchases from all sources, the greatest 

percentage of frequent users (21.0%) reported spending $2000 or more in a one 

year period while the greatest percentage of infrequent users (19.1%) reported 

spending from $400 to $599. Overall, 71.2% of the respondents reported spending 

$399 or less on clothing purchases from mail-order catalogs. 
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Demographic Description 

Demographic data were collected using the demographic information 

section of the research questionnaire. The variables used for purposes of subject 

description included information regarding gender, age, ethnicity, marital status, 

annual household income, credit card ownership, region of residence, size of city 

of residence, type of residence, home ownership, number of household residents, 

age and number of children in the household, employment status, occupational 

status, and educational background. The percentage distribution of respondents 

by demographic variables appears in Table 18. 

The respondents were both male (38.7%) and female (60.5%). 

Respondent ages ranged from 25 to 85 with a mean age of 50. The majority of 

the respondents (89.5%) were white, non-Hispanic, 3.0% were Native American, 

2.5% were black, 1.8% were Hispanic, and 1.6% were Asian. Respondents 

indicating marital status as married represented 71.7% of the sample. 

The sample group was evenly distributed throughout the United States in 

regard to state and region of residence. All 50 states and Washington, D.C. were 

represented in the study. The regional classifications used for reporting purposes 

were consistent with census regions as defined by the U.S. Census Bureau. The 

greatest percentage of respondents (18.4%) resided in the northeast central region 

of the United States (U.S.) while the smallest percentage of respondents lived in 

New England (5.2%) and the southeast central U.S. (5.2%). In addition, the 

sample group was evenly distributed in regard to size of city of residence. The 
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largest percentage of respondents resided in a city of 10,000 to 49,999 people 

(23.7%) while the smallest percentage of respondents lived in cities of 150,000 to 

499,999 people (10.2%). 

The largest percentage of the sample group (16.4%) reported an annual 

household income between $20,000 and $29,999 while 15.9% had an annual 

income of between $30,000 and $39,999 and 14.4% had an annual income of 

between $40,000 and $49,999. Credit card ownership was relatively high as 83.4% 

of the respondents possessed Mastercard or Visa bank cards and 70.8% had store 

and catalog cards. Only 16.9% of the respondents possessed an American Express 

card. 

Examination of the percentage distribution figures revealed that a majority 

of the participants (75.9%) lived in a single-family home and 80.0% owned or 

were buying a home. In regard to the total number of persons living in the 

household of the respondent, 40.8% reported two persons while 18.0% reported 

three persons and 15.5% indicated four persons living in the home. Only 11.3% 

of the respondents indicated five or more persons living in the household. Of the 

total sample, 13.4% had children under the age of 6, 19.2% had children in the 

age group of 6 to 13, and 16.6% had children ranging from age 14 to 19 living in 

the household. 

The majority of the resj)ondents were employed outside of the home as 

44.8% were employed full-time and 14.0% were employed part-time. Of the 

respondents with spouses, 53.6% of the spouses were employed full-time and 8.6% 
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were employed part-time. The usual occupations of the respondents were varied. 

The largest percentage of all respondents were employed in professional 

(degreed) positions (21.6%). In addition, office and clerical workers totaled 

15.2%, 12.8% were full-time homemakers, and 12.5% were in upper- and middle-

management positions. Among the spouses of respondents, 17.7% were employed 

in professional (degreed) positions, 14.7% were in upper- and middle-management 

positions, 13.3% were craftsmen or tradesmen, and 13.1% were employed in blue 

collar or labor positions. The largest percentage of the respondents (24.3%) had 

not completed a level of education higher than high school and 22.2% had 

completed some college. Spouses of the respondents reported similar levels of 

education as 30.5% had obtained no more than a high school diploma or 

equivalent and 21.3% had some college experience. 

Ouestionnaire Reliability 

Reliability for the six subscales of the shopping attitudes inventory was 

determined using a Crombach's alpha statistic. An alpha of .8440 was determined 

for the subscale measuring time consciousness. An alpha of .8933 was determined 

for the subscale measuring price consciousness. An alpha of .8230 was 

determined for the subscale measuring brand loyalty. An alpha of .9074 was 

determined for the subscale measuring attitude toward store shopping. An alpha 

of .9159 was determined for the subscale measuring attitude toward local 

shopping. An alpha of .9034 was determined for the subscale measuring attitude 
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toward catalog shopping. An alpha of .9110 was determined for the subscale 

measuring attitude toward large city shopping. 

ReliabiUty for the four subscales of the personality types inventory was 

determined using a Crombach's alpha statistic. An alpha of .9290 was determined 

for the subscale measuring the dominance type. An alpha of .9356 was 

determined for the subscale measuring the influencing type. An alpha of .9464 

was determined for the subscale measuring the steadiness type. An alpha of .9388 

was determined for the subscale measuring the cautious type. 

Reliability for the four subscales of the values systems inventory was 

determined using a Crombach's alpha statistic. An alpha of .9475 was determined 

for the subscale measuring the traditionalist system. An alpha of .9461 was 

determined for the subscale measuring the in-betweener system. An alpha of 

.9203 was determined for the subscale measuring the challenger system. An alpha 

of .9256 was determined for the subscale measuring the synthesizer system. 

Testing of Hypotheses and Research Ouestions 

Two hypotheses and three research questions were designed for the study. 

Hypothesis 1, hypothesis 2, and research question 1 were tested using chi-square 

contingency analyses. The chi-square test is a statistical test used to evaluate 

whether or not empirically obtained fi-equencies differ significantly fi-om 

frequencies expected under a set of theoretical assumptions. Hypothesis 1 was 

tested to determine if significant relationships existed between the dependent 

variable of frequency of mail-order catalog usage with respect to selected 
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demographic and socioeconomic variables acting as the independent variables. 

Hypothesis 2 was tested to determine if significant relationships existed between 

the dependent variables of fi'equency of mail-order catalog usage with respect to 

selected shopping attitudes acting as the independent variables. Research 

question 1 was tested to determine if significant relationships existed between the 

dependent variable of firequency of mail-order catalog usage with respect to 

personality types, values systems, and combinations of personality types and values 

systems (the independent variables). 

Research question 2 was tested using multivariate analyses of variance to 

determine if significant relationships existed between the dependent variables, 

selected shopping attitudes, with respect to the identified independent variables of 

personality types, values systems, and combinations of personality types and values 

systems. Multivariate analyses of variance (MANOVA), rather than separate 

analyses of variance, were used for analysis of research question 2 for efficiency 

and because MANOVA is a more robust statistical procedure resulting in more 

complex and accurate analysis. The test statistics employed were Wilks' lambda 

criterion for the overall multivariate test and F tests for subsequent univariate 

tests. When significant F ratios resulted from the univariate tests, analyses of 

variance were employed to further test significance and Scheffe's multiple 

comparison test was employed to identify where significant differences existed 

between groups. A multiple comparison test is useful when more than one 

comparison is done because the test adjusts the level of significance to reduce the 
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influence of chance due to multiple comparisons. Scheffe's multiple comparison 

test is the most conservative test of its kind, producing highly reliable significance 

when significance is found. 

Research question 3 was tested using factorial analyses of variance to 

determine if significant relationships existed between the dependent variable, 

frequency of mail-order usage, with respect to the combined effects of selected 

shopping attitudes and personality types and the combined effects of selected 

shopping attitudes and values systems (independent variables). The factorial 

analysis of variance (ANOVA) is a statistical procedure used to compare groups 

which differ along two or more dimensions. The ANOVA procedure is sensitive 

to differences among the groups that are being compared and can answer 

questions about the possible existence of an interaction between the independent 

variables. For all statistical tests, differences were considered representative of 

significant results at the .05 probability level. Statistical results are presented in 

the following sections. 

Hypothesis 1 

Chi-square analyses were used to determine whether frequency of mail

order catalog usage differed significantly among consumers indicating differing 

levels of demographic and socioeconomic variables in terms of Hypotheses 1. The 

first hypothesis reads as follows: Consumers, age 25 and older, who are mail

order catalog users will tend to be the following: (a) older, (b) living in non-

metropolitan areas, (c) owners of or buying a home, (d) having children under six 



166 

years of age living at home, (e) possessing a large number of credit cards, 

(f) female, (g) possessing a high annual household income, (h) married, 

(i) employed outside the home, (j) employed in a professional occupational status, 

and (k) achieving a high level of education. Therefore, it was expected that 

respondents' usage of mail-order catalogs would vary according to age, community 

size of residence, home ownership, the presence of small children in the 

household, credit card ownership, gender, annual household income, marital 

status, employment status, occupational status, and educational background. 

A 3 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between ages with respect to mail-order catalog use and 

nonuse. The age variable was collapsed into categories consisting of ages (a) 25 

to 40, (b) 41 to 60, and (c) 60 to 85. The mail-order catalog use and nonuse 

variable was divided into three levels. Nonusers were classified as those 

respondents who had placed no orders in the past one year via mail-order 

catalogs. Infi"equent users were classified as those respondents who had placed at 

least one but no more than six orders in the past one year via mail-order catalogs. 

Frequent users were classified as those respondents who had placed seven or 

more orders in the past one year via mail-order catalogs. The obtained statistic 

showed no significance, x^(4, N = 679) = 8.42048, ns. Regardless of age, 

respondents were evenly distributed among the three levels of the catalog use 

variable. Since there were no significant differences between mail-order catalog 



167 

users and nonusers when age was the relevant dimension. Hypothesis la was 

rejected. 

A 2 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between community size with respect to mail-order catalog 

use and nonuse (as classified in hypothesis la). The community size variable was 

collapsed into categories consisting of (a) 49,999 and less and (b) 50,000 and 

greater. The obtained statistic showed no significance, x^(2, n = 664) = 2.74487, 

ns. Regardless of community size of residence, respondents were evenly 

distributed among the three levels of the catalog use variable. Since there were 

no significant differences between mail-order catalog users and nonusers when 

community size of residence was the relevant dimension. Hypothesis lb was 

rejected. 

A 2 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between home ownership with respect to mail-order 

catalog use and nonuse (as classified in hypothesis la). The obtained statistic 

showed no significance, x^(2, n = 673) = 3.45100, ns. Regardless of home 

ownership, respondents were evenly distributed among the three levels of the 

catalog use variable. Since there were no significant differences between mail

order catalog users and nonusers when home ownership was the relevant 

dimension, Hypothesis Ic was rejected. 

A 2 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between the presence of children under six years of age in 
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the household with respect to mail-order catalog use and nonuse (as classified in 

hypothesis la) (see Table 19). The obtained statistic indicated significance, x (̂2, 

N = 679) = 6.32423, £ < .05. A greater percentage of the infrequent and 

fi-equent mail-order catalog users indicated having children in the home six years 

of age or younger than did the nonusers. Since there were significant differences 

between mail-order catalog users and nonusers when the 

presence of children under six years of age in the household was the relevant 

dimension. Hypothesis Id was accepted. 

A 5 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between credit card ownership with respect to mail-order 

catalog use and nonuse (as classified in hypothesis la) (see Table 20). The credit 

card ownership variable was measured by a sununation of the number of 

responses to question 10 on the demographic and socioeconomic information 

section of the questionnaire. The obtained statistic indicated significance, x (̂8, n 

= 614) = 23.38829, ^ < -05. A greater percentage of the infrequent and fi-equent 

mail-order catalog users indicated possessing a large number of credit cards than 

did the nonusers. Since there were significant differences between mail-order 

catalog users and nonusers when credit card ownership was the relevant 

dimension, hypothesis le was accepted. 

A 2 X 2 chi-square analysis was performed investigating whether there were 

significant relationships between gender with respect to mail-order catalog use and 

nonuse (as classified in hypothesis la). The obtained statistic showed no 



TABLE 19 

Mail-Order Catalog Usage According To 
Presence Of Children Under Six 

Years Of Age In Household 
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Presence Nonusers 

7 

1.0% 

103 

15.2% 

110 

16.2% 

Infi-equent 
Users 

53 

7.8% 

328 

48.3% 

381 

56.1% 

Frequent 
Users 

Present 

Not Present 

Colunm Total 

31 

4.6% 

157 

23.1% 

188 

27.7% 

X (̂2, N = 679) = 6.32423, E< .05 
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Numbe: 
Owned 

1 

2 

3 

4 

5 

Mail-Order 

r Of Types 

Column Total 

TABLE 20 

Catalog Usage According To Credit Card Ownership 

Nonusers 

20 

3.3% 

25 

4.1% 

25 

4.1% 

18 

2.9% 

3 

0.5% 

91 

14.8% 

Infrequent 
Users 

53 

8.6% 

108 

17.6% 

107 

17.4% 

51 

8.3% 

23 

3.7% 

342 

55.7% 

Frequent 
Users 

19 

3.1% 

47 

7.7% 

48 

7.8% 

55 

9.0% 

12 

2.0% 

181 

29.5% 

X̂ (8, n = 614) = 23.38829, e<.05 
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significance, x^(2, n = 674) = 2.84151, ns. Regardless of gender, respondents 

were evenly distributed among the three levels of the catalog use variables. Since 

there were no significant differences between mail-order catalog users and 

nonusers when gender was the relevant dimension, hypothesis If was rejected. 

A 3 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between annual household income with respect to mail

order catalog use and nonuse (as classified in hypothesis la). For this purpose, 

household income responses were collapsed into categories consisting of (a) $0 to 

$24,999, (b) $25,000 to $49,999, and (c) $50,000 and more. The obtained statistic 

showed no significance, x (̂4, n = 647) = 6.82179, ns. Regardless of annual 

household income, respondents were evenly distributed among the three levels of 

the catalog use variables. Since there were no significant differences between 

mail-order catalog users and nonusers when household income was the relevant 

dimension, hypothesis Ig was rejected. 

A 2 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between marital status with respect to mail-order catalog 

use and nonuse (as clsissified in hypothesis la). The marital status variable was 

collapsed into two categories consisting of (a) married and (b) never married, 

divorced, separated, and widowed. The obtained statistic showed no significance, 

X (̂2, n = 675) = 4.29593, ns. Regardless of marital status, respondents were 

evenly distributed among the three levels of the catalog use variables. Since there 
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were no significant differences between mail-order catalog users and nonusers 

when marital status was the relevant dimension, hypothesis Ih was rejected. 

A 3 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between the employment statuses of the respondents with 

respect to mail-order catalog use and nonuse (as classified in hypothesis la). The 

employment status variable was collapsed into three categories consisting of (a) 

employed full-time, (b) employed part-time, and (c) unemployed, retired, and full-

time homemaker. The obtained statistic showed no significance, x̂ (4» n = 671) = 

1.83849, ns. Regardless of employment status, respondents were evenly 

distributed among the three levels of the catalog use variables. Since there were 

no significant differences between mail-order catalog users and nonusers when 

employment status w£is the relevant dimension, hypothesis li was rejected. 

A 2 X 2 chi-square analysis was performed investigating whether there were 

significant relationships between the occupational statuses of the respondents with 

respect to mail-order catalog use and nonuse (as classified in hypothesis la). The 

occupational status variable was collapsed into two categories consisting of 

(a) blue collar/labor, craftsman/tradesman, homemaker, military, office/clerical, 

salesperson, and student and (b) professional (degreed), upper/middle 

management, and white collar. The obtained statistic showed no significance, 

X (̂2, n = 664) = 1.24015, ns. Regardless of occupational status, respondents 

were evenly distributed among the three levels of the catalog use variables. Since 

there were no significant differences between mail-order catalog users and 
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nonusers when occupational status was the relevant dimension, hypothesis Ij was 

rejected. 

A 3 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between the educational backgrounds of the respondents 

with respect to mail-order catalog use and nonuse (as classified in hypothesis la). 

The educational background variable was collapsed into three categories consisting 

of (a) some grade school, grade school, some high school, and high school diploma 

or equivalent, (b) some college, vocational/technical degree, and two-year 

associates degree, and (c) four-year bachelors degree, some graduate work, 

masters degree, doctoral degree, and post-doctoral work (see Table 21). The 

obtained statistic indicated significance, x (̂4, n = 674) = 11.07191, £ < .05. A 

greater percentage of the infrequent and frequent mail-order catalog users 

indicated achieving a higher level of education than did the nonusers. Since there 

were significant differences between mail-order catalog users and nonusers when 

educational background was the relevant dimension, hypothesis Ik was accepted. 

Hypothesis 2 

Chi-square analyses were utilized to determine whether mail-order catalog 

usage differed significantly among consumers indicating differing levels and types 

of selected shopping attitudes in terms of hypothesis 2. The second hypothesis 

reads as follows: Consumers, age 25 and older, who are mail-order catalog users 

will tend to demonstrate the following: (a) high scores toward the time 
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TABLE 21 

Mail-Order Catalog Usage According To Educational Background 

Educational Background 

Some Grade School 
Grade School 
Some High School 
High School Diploma 

Or Equivalent 

Some College 
Vocational Degree 
Two-Year Associates 

Degree 

Bachelors Degree 
Some Graduate Work 
Masters Degree 
Doctoral Degree 
Post-Doctoral Work 

Column Total 

Nonusers 

42 

6.2% 

31 

4.6% 

35 

5.2% 

108 

16.0% 

Infi-equent 
Users 

106 

15.7% 

158 

23.4% 

115 

17.1% 

379 

56.2% 

Fn equent 
Users 

48 

7.1% 

67 

9.9% 

72 

10.7% 

187 

27.7% 

x2(4, n = 674) = 11.07191, p<.05 



175 

consciousness attitude, (b) high scores toward the price consciousness attitude, 

(c) high scores toward the brand loyalty attitude, (d) low scores toward the store 

shopping attitude, (e) low scores toward the local shopping attitude, (f) high 

scores toward the catalog shopping attitude, and (g) high scores toward the large 

city shopping attitude. Therefore, it was expected that respondents' usage of mail

order catalogs would vary according to selected shopping attitudes. 

A 2 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between the time consciousness attitude with respect to 

mail-order catalog use and nonuse (as classified in hypothesis la). The obtained 

statistic showed no significance, x (̂2, n = 647) = 5.55287, ns. Regardless of high 

or low time consciousness attitude scores, respondents were evenly distributed 

among the three levels of the catalog use variable. Since there were no significant 

differences between mail-order catalog users and nonusers when time 

consciousness was the relevant dimension, hypothesis 2a was rejected. 

A 2 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between the price consciousness attitude with respect to 

mail-order catalog use and nonuse (as classified in hypothesis la). The obtained 

statistic showed no significance, x^(2, n = 647) = .87137, ns. Regardless of high 

or low price consciousness attitude scores, respondents were evenly distributed 

among the three levels of the catalog use variable. Since there were no significant 

differences between mail-order catalog users and nonusers when price 

consciousness was the relevant dimension, hypothesis 2b was rejected. 
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A 2 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between the brand loyalty attitude with respect to mail

order catalog use and nonuse (as classified in hypothesis la). The obtained 

statistic showed no significance, x (̂2, n = 647) = 1.17303, ns. Regardless of high 

or low brand loyalty attitude scores, respondents were evenly distributed among 

the three levels of the catalog use variable. Since there were no significant 

differences between mail-order catalog users and nonusers when brand loyalty was 

the relevant dimension, hypothesis 2c was rejected. 

A 2 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between the store shopping attitude with respect to mail

order catalog use and nonuse (as classified in hypothesis la). The obtained 

statistic showed no significance, x (̂2, n = 647) = 3.74639, ns. Regardless of high 

or low store shopping attitude scores, respondents were evenly distributed among 

the three levels of the catalog use variable. Since there were no significant 

differences between mail-order catalog users and nonusers when the store 

shopping attitude was the relevant dimension, hypothesis 2d was rejected. 

A 2 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between the local shopping attitude with respect to mail

order catalog use and nonuse (as classified in hypothesis la). The obtained 

statistic showed no significance, x^(2, n = 647) = 3.13352, ns. Regardless of high 

or low local shopping attitude scores, respondents were evenly distributed among 

the three levels of the catalog use variable. Since there were no significant 
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A 2 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between the brand loyalty attitude with respect to mail

order catalog use and nonuse (as classified in hypothesis la). The obtained 

statistic showed no significance, x (̂2, n = 647) = 1.17303, ns. Regardless of high 

or low brand loyalty attitude scores, respondents were evenly distributed among 

the three levels of the catalog use variable. Since there were no significant 

differences between mail-order catalog users and nonusers when brand loyalty was 

the relevant dimension, hypothesis 2c was rejected. 

A 2 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between the store shopping attitude with respect to mail

order catalog use and nonuse (as classified in hypothesis la). The obtained 

statistic showed no significance, x (̂2, n = 647) = 3.74639, ns. Regardless of high 

or low store shopping attitude scores, respondents were evenly distributed among 

the three levels of the catalog use variable. Since there were no significant 

differences between mail-order catalog users and nonusers when the store 

shopping attitude was the relevant dimension, hypothesis 2d was rejected. 

A 2 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between the local shopping attitude with respect to mail

order catalog use and nonuse (as classified in hypothesis la). The obtained 

statistic showed no significance, x^(2, n = 647) = 3.13352, ns. Regardless of high 

or low local shopping attitude scores, respondents were evenly distributed among 

the three levels of the catalog use variable. Since there were no significant 



TABLE 22 

Mail-Order Catalog Usage According To The 
Catalog Shopping Attitude 
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Catalog Shopping 
Attitude 

Nonusers Infrequent 
Users 

Frequent 
Users 

High Scores 

Low Scores 

Column Total 

12 

1.9% 

96 

14.8% 

108 

16.7% 

141 

21.8% 

222 

34.3% 

363 

56.1% 

131 

20.2% 

45 

7.0% 

176 

27.2% 

X (̂2, n = 647) = 117.5366, u < -05 
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types, (b) values systems, and (c) combinations of personality types and values 

systems in terms of research question 1. The first research question reads as 

follows: Do consumers, age 25 and older, who are at varying levels of mail-order 

catalog use, tend to have different personality types, values systems, and 

combinations of personality types and values systems? 

A 4 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between personality types with respect to mail-order 

catalog use and nonuse (as classified in hypothesis la). The obtained statistic 

showed no significance, x (̂6, n = 489) = 6.54904, ns. Regardless of personality 

type, respondents were evenly distributed among the three levels of the catalog 

use variable. 

A 4 X 3 chi-square analysis was performed investigating whether there were 

significant relationships between values systems with respect to mail-order catalog 

use and nonuse (as classified in hypothesis la). The obtained statistic showed no 

significance, x^(6, n = 487) = 6.62185, ns. Regardless of values system, 

respondents were evenly distributed among the three levels of the catalog use 

variable. 

A 16 X 3 chi-square analysis was performed investigating whether there 

were significant relationships between identified combinations of personahty types 

and values systems with respect to mail-order catalog use and nonuse (as classified 

in hypothesis la). In order to address the statistical analysis, an intermediate step 

was taken. The respondents' dominant personality types were paired with 
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respondents' dominant values systems to assess the presence of frequencies among 

the respondents' combinations of personality types and values systems. Thus, a 

new variable designated as combinations of personality types and values systems 

was created. This variable had 16 sublevels. The obtained statistic showed no 

significance, x^(30, n = 441) = 31.03897, ns. Regardless of combinations of 

personality types and values systems, respondents were evenly distributed among 

the three levels of the catalog use variable. 

Research Ouestion 2 

Multivariate analyses of variance (MANOVA) were utilized to determine 

whether shopping attitudes differed significantly between consumers having 

differing (a) personality types, (b) values systems, and (c) combinations of 

personality types and values systems in terms of research question 2. The second 

research question reads as follows: Do consumers, age 25 and older, who have 

different shopping attitudes, tend to have different personality types, values 

systems, and combinations of personality types and values systems? 

The first part of research question 2 was assessed through use of 

MANOVA. The independent variable was personality type while (a) time 

consciousness attitude, (b) price consciousness attitude, (c) brand loyalty attitude, 

(d) large city shopping attitude, (e) local shopping attitude, (f) store shopping 

attitude, and (g) catalog shopping attitude were the dependent variables. Results 

of the MANOVA assessing the first segment of research question 2 indicated that 

personality type did not significantly influence the group's responses to the seven 
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selected shopping attitude subscales according to Wilks' lambda criterion (F(21, 

1309.94) = 1.31001, ns). However, the subsequent univariate analyses indicated a 

trend toward personality type having a significant effect on subjects' store 

shopping attitude (F(3, 462) = 3.80842, p < .05). Table 23 summarizes the means 

for the four personality types in relation to responses on the store shopping 

attitude subscale. Individuals having an influencing personality type had a higher 

group mean than individuals having a dominant, steady, or cautious personality 

type on the store shopping attitude subscale. 

As a result of the trend indicated by the univariate analysis of variance, 

ANOVA was employed to further test the influence of personality type on the 

store shopping attitude subscale. A significant influence was indicated by the 

ANOVA (F (3, 462) = 3.8084, p < .05) as summarized in Table 24. The specific 

Scheffe's contrast testing for the four personality types found that a significant 

difference existed between the influencing and dominant personality types in 

regard to the store shopping attitude with the influencing personality type having 

the higher mean (see Table 25). 

The second part of research question 2 was assessed through use of 

MANOVA. The independent variable was values system while (a) time 

consciousness attitude, (b) price consciousness attitude, (c) brand loyalty attitude, 

(d) large city shopping attitude, (e) local shopping attitude, (f) store shopping 

attitude, and (g) catalog shopping attitude were the dependent variables. Results 

of the MANOVA assessing the second segment of research question 2 indicated 
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TABLE 23 

Summary Of Means For The Four Personahty Types 
In Relation To Responses On The Store 

Shopping Attitude Subscale 

Personality Type Mean Group n 

Response 

Dominant 11.34 70 

Influencing 13.45 75 

Steadiness 11.98 161 

Cautious 11.97 160 



TABLE 24 

One-Way ANOVA Results: 
Store Shopping Attitude According To Personality Types 

Source 

Between groups 

df SS 

182.3626 

MS 

60.7875 

183 

3.8084' 

Within groups 462 7374.1459 15.9614 

Total 

*P < .05 

465 7556.5086 

TABLE 25 

Scheffe's Multiple Comparison Test Results: 
Store Shopping Attitude According To Personahty Types 

Personahty Type Influenc
ing 

n = 75 

Steadi
ness 

n = 161 

Cautious 

n = 160 

Dominant 

n = 70 

Mean 13.4533 11.9814 11.9688 11.3429 

Note: Results of Scheffe's multiple comparison test are reported using the 
underlining method. A line appears beneath groups that do not differ 
significantly from each other. Thus, groups not underlined by the same line 
or lines at the same level are significantly different fi-om each other. 
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that values systems did significantly influence the group's responses to the seven 

selected shopping attitude subscales according to Wilks' lambda criterion (F(21, 

1301.32) = 1.68748, p < .05). Subsequent univariate analyses indicated that 

values systems had significant influence on subjects' time consciousness attitude 

(F(3, 459) = 3.74608, p < .05) and on subjects' brand loyalty attitude (F(3, 459) = 

6.24415, p < .05). Means for the four values systems in relation to responses on 

the time consciousness attitude and the brand loyalty subscales appear in Table 26 

and Table 27. Individuals having a traditionalist values system had a higher group 

mean than individuals having an in-betweener, challenger, or synthesizer values 

system on the time consciousness attitude and the brand loyalty subscales. 

Based on the significance indicated by the MANOVA, Scheffe's multiple 

comparison tests were conducted to identify the differences. As summarized in 

Table 28, the ANOVA indicated a significant influence of values system on time 

consciousness attitude (F(3, 459) = 3.7461, p < .05). The specific Scheffe's 

contrast testing for the four values systems indicated that significant differences 

existed between the traditionalist and in-betweener values systems m regard to the 

time consciousness attitude with the traditionaUst values system having the higher 

mean (see Table 29). As summarized in Table 30, the ANOVA indicated a 

significant influence of values system on brand loyalty attitude (F(3, 459) = 6.2441, 

P < .05). The specific Scheff6's contrast testing for the four values systems 

indicated that significant differences existed between the traditionaUst and 



TABLE 26 

Summary Of Means For The Four Values Systems 
In Relation To Responses On The Time 

Consciousness Attitude Subscale 

185 

Values Systems Mean Group 
Response 

17.61 

16.47 

17.60 

17.03 

n 

243 

118 

42 

60 

TraditionaUst 

In-Betweener 

Challenger 

Synthesizer 

TABLE 27 

Summary Of Means For The Four Values Systems 
In Relation To Responses On The Brand 

Loyalty Attitude Subscale 

Values Systems 

TraditionaUst 

In-Betweener 

Challenger 

Synthesizer 

Mean Group 
Response 

13.74 

12.43 

13.57 

12.93 

n 

243 

118 

42 

60 
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TABLE 28 

One-Way ANOVA Results: 
Time Consciousness Attitude According To Values Systems 

Source df SS MS 

Between groups 3 111.6303 37.2101 3.7461* 

Within groups 459 4559.2769 9.9331 

Total 462 4670.9071 

*P < .05 

TABLE 29 

Scheffe's Multiple Comparison Test Results: 
Time Consciousness Attitude According To Values Systems 

Values Tradition- Challenger Synthe- In-Betweener 
System alist sizer 

n = 243 n = 42 n = 60 n = 118 

Mean 17.6091 17.5952 17.0333 16.4661 

Note: Results of Scheffe's multiple comparison test are reported using the 
underlining method. A line appears beneath groups that do not differ 
significantly from each other. Thus, groups not underlined by the same Une 
or lines at the same level are significantly different fi-om each other. 



TABLE 30 

187 

One-Way ANOVA Results: 
Brand Loyalty Attitude According To Values Systems 

Source 

Between groups 

df SS 

147.1515 

MS 

49.0505 6.2441* 

Within groups 459 3605.6433 7.8554 

Total 

*P < .05 

462 3752.7948 

TABLE 31 

Scheffe's Multiple Comparison Test Results: 
Brand Loyalty Attitude According To Values Systems 

Values 
System 

Tradition
alist 

n = 243 

ChaUenger 

n = 42 

Synthe
sizer 

n = 60 

In-Betweener 

n = 118 

Mean 13.7407 13.5714 12.9333 12.4322 

Note: Results of Scheffd's multiple comparison test are reported using the 
underlining method. A line appears beneath groups that do not differ 
significantly fi-om each other. Thus, groups not underlined by the same line 
or lines at the same level are significantly different from each other. 
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in-betweener values systems in regard to the brand loyalty attitude with the 

traditionaUst values system having the higher mean (see Table 31). 

The final part of research question 2 was assessed through use of 

MANOVA. The independent variable was combinations of personahty types and 

values systems while (a) time consciousness attitude, (b) price consciousness 

attitude, (c) brand loyalty attitude, (d) large city shopping attitude, (e) local 

shopping attitude, (f) store shopping attitude, and (g) catalog shopping attitude 

were the dependent variables. Results of the MANOVA assessing the third 

segment of research question 2 indicated that combinations of personality types 

and values systems did not significantly influence the group's responses to the 

seven selected shopping attitude subscales according to Wilks' lambda criterion 

(F(105, 2563.23) = 1.03630, ns). However, the subsequent univariate analyses 

indicated a trend toward combinations of personahty t3rpes and values systems 

having a significant effect on subjects' brand loyalty attitude (F(15, 405) = 

1.91481, p < .05). Table 32 summarizes the means for the 16 combinations of 

personahty types and values systems in relation to responses on the brand loyalty 

attitude subscale. Individuals having a combination of a dominant personality type 

and a chaUenger values system had a higher group mean than individuals having 

other combinations of personality types and values systems on the brand loyalty 

attitude subscale. 

As a resuh of the trend mdicated by the univariate analysis of variance, 

ANOVA was employed to further test the influence of combinations of personality 
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TABLE 32 

Summary Of Means For The 16 Combinations Of Personahty 
Types and Values Systems In Relation To Responses On 

The Brand Loyalty Attitude Subscale 

Combinations 

Dominance/Traditionalist 

Dommance/In-Betweener 

Dominance/Challenger 

Dominance/Synthesizer 

InfluencingA'raditionalist 

Influencing/In-Betweener 

Influencing/Challenger 

Influencing/Synthesizer 

Steadiness/Traditionalist 

Steadiness/In-Betweener 

Steadiness/ChaUenger 

Steadiness/Synthesizer 

Cautious/Traditionalist 

Cautious/In-Betweener 

Cautious/Challenger 

Cautious/Synthesizer 

Mean Group 
Response 

13.19 

13.44 

14.71 

14.00 

14.29 

12.37 

13.25 

11.50 

13.91 

12.30 

14.29 

12.38 

13.54 

12.44 

12.50 

12.91 

n 

26 

9 

14 

12 

21 

30 

8 

6 

86 

40 

7 

16 

83 

32 

8 

23 
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types and values systems on the brand loyalty attitude subscale. A significant 

influence was indicated by the ANOVA (F (15, 405) = 1.9148, p < .05) as 

sunmiarized m Table 33. The specific Scheffe's contrast testing for the 16 

combmations of personahty types and values systems foimd that no two groups 

were significantly different at the .05 probabiUty level. 

Research Ouestion 3 

Factorial analyses of variance were utilized to determine whether mail

order catalog usage differed significantly between consumers having differing 

(a) personahty types and shopping attitudes and (b) values systems and shopping 

attitudes in terms of research question 3. The third research question reads as 

foUows: Do consumers, age 25 and older, who are at varying levels of mail-order 

catalog use, tend to have different assortments of personahty types and shopping 

attitudes and of values systems and shopping attitudes? 

A two-way factorial analysis of variance design was performed investigating 

whether there were significant interactions with personahty type and time 

consciousness attitude as the two independent variables with respect to mail-order 

catalog use and nonuse (as classified m hypothesis la). The results of the 

ANOVA to test mail-order catalog use disclosed the mteraction effect between 

personality type and time consciousness not to be significant with regard to 

respondents' use of mail-order catalogs (F(3, 458) = .244, ns). 

A two-way factorial analysis of variance design was performed investigating 

whether there were significant interactions with personahty typ>e and price 
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TABLE 33 

One-Way ANOVA Results: 
Brand Loyalty Attitude According To Combinations 

Of PersonaUty Types And Values Systems 

Source gf § | MS F 

Between groups 15 229.5299 15.3020 1.9148̂  

Within groups 405 3236.5081 7.9914 

Total 420 3466.0380 

*P < .05 
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consciousness attitude as the two independent variables with respect to mail-order 

catalog use and nonuse (as classified m hypothesis la). The results of the 

ANOVA to test mail-order catalog use disclosed the interaction effect between 

personahty type and price consciousness not to be significant with regard to 

respondents' use of mail-order catalogs (F(3, 458) = 1.738, ns). 

A two-way factorial analysis of variance design was performed investigating 

whether there were significant interactions with personahty type and brand loyalty 

attitude as the two independent variables with respect to mail-order catalog use 

and nonuse (as classified in hypothesis la). The results of the ANOVA to test 

mail-order catalog use disclosed the interaction effect between personahty type 

and brand loyalty not to be significant with regard to respondents' use of mail

order catalogs (F(3, 458) = -435, ns). 

A two-way factorial analysis of variance design was performed investigating 

whether there were significant interactions with personality type and local 

shopping attitude as the two independent variables with respect to mail-order 

catalog use and nonuse (as classified in hypothesis la). The results of the 

ANOVA to test mail-order catalog use disclosed the interaction effect between 

personahty type and local shopping attitude not to be significant with regard to 

respondents' use of mail-order catalogs (F(3, 458) = 1.884, ns). 

A two-way factorial analysis of variance design was performed investigating 

whether there were significant interactions with personahty type and store 

shopping attitude as the two mdependent variables with respect to mail-order 
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catalog use and nonuse (as classified in hypothesis la). The results of the 

ANOVA to test mail-order catalog use disclosed the interaction effect between 

personahty type and store shopping attitude not to be significant with regard to 

respondents' use of maU-order catalogs (F(3, 458) = 1.735, ns). 

A two-way factorial analysis of variance design was performed investigating 

whether there were significant interactions with personahty type and large city 

shopping attitude as the two independent variables with respect to mail-order 

catalog use and nonuse (as classified in hypothesis la). The results of the 

ANOVA to test mail-order catalog use disclosed the interaction effect between 

personality type and large city shopping attitude not to be significant with regard 

to respondents' use of mail-order catalogs (F(3, 458) = .403, ns). 

A two-way factorial analysis of variance design was performed investigating 

whether there were significant interactions with personahty type and catalog 

shopping attitude as the two independent variables with respect to mail-order 

catalog use and nonuse (as classified in hypothesis la). The results of the 

ANOVA to test mail-order catalog use disclosed the interaction effect between 

personality type and catalog shopping attitude not to be significant with regard to 

respondents' use of mail-order catalogs (F(3, 458) = .781, ns). Although no 

significant interactions were found, there was main effect significance (see Table 

34). The main effect of the catalog shopping attitude influenced subjects' mail

order catalog use, with subjects having low catalog shopping attitude scores (M = 
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TABLE 34 

Summary Of Two-Way ANOVA Of Frequency Of Catalog Use 
Of Subjects By Personahty Type, Catalog Shopping 

Attitude, And Personahty Type x 
Catalog Shopping Attitude 

Source SS df MS 

Personality Type 8.946 2.982 .057 

Catalog Shopping 
Attitude 

4480.190 4480.190 85.074* 

PersonaUty Type x 
Catalog Shopping 
Attitude 

56.976 18.992 .781 

Residual 24119.254 458 52.662 

Total 28661.554 465 61.638 

*P < .05 
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3.70) using mail-order catalogs less often than those subjects having high catalog 

shopping attitude scores (M = 9.94). 

A two-way factorial analysis of variance design was performed investigating 

whether there were significant mteractions with values system and time 

consciousness attitude as the two mdependent variables with respect to mail-order 

catalog use and nonuse (as classified m hypothesis la). The results of the 

ANOVA to test mail-order catalog use disclosed the interaction effect between 

values system and time consciousness not to be significant with regard to 

respondents' use of mail-order catalogs (F(3, 455) = .940, ns). 

A two-way factorial analysis of variance design wzis performed investigating 

whether there were significant interactions with values system and price 

consciousness attitude as the two independent variables with respect to mjiil-order 

catalog use and nonuse (as classified in hypothesis la). The results of the 

ANOVA to test mail-order catalog use disclosed the interaction effect between 

values system and price consciousness not to be significant with regard to 

respondents' use of mail-order catalogs (F(3, 455) = .304, ns). 

A two-way factorial analysis of variance design was performed investigating 

whether there were significant interactions with values system and brand 

consciousness attitude as the two independent variables with respect to mail-order 

catalog use and nonuse (as classified in hypothesis la). The results of the 

ANOVA to test mail-order catalog use disclosed the mteraction effect between 
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values system and brand consciousness not to be significant with regard to 

respondents' use of mail-order catalogs (F(3, 455) = .118, ns). 

A two-way factorial analysis of variance design was performed investigating 

whether there were significant interactions with values system and local shopping 

attitude as the two independent variables with respect to mail-order catalog use 

and nonuse (as classified in hypothesis la). The results of the ANOVA to test 

mail-order catalog use disclosed the interaction effect between values system and 

local shopping attitude not to be significant with regard to respondents' use of 

mail-order catalogs (F(3, 455) = .899, ns). 

A two-way factorial analysis of variance design was performed investigating 

whether there were significant interactions with values system and store shopping 

attitude as the two independent variables with respect to mail-order catalog use 

and nonuse (as classified in hypothesis la). The results of the ANOVA to test 

mail-order catalog use disclosed the interaction effect between values system and 

store shopping attitude not to be significant with regard to respondents' use of 

mail-order catalogs (F(3, 455) = 2.078, ns). 

A two-way factorial analysis of variance design was performed investigatmg 

whether there were significant interactions with values system and large city 

shopping attitude as the two independent variables with respect to mail-order 

catalog use and nonuse (as classified in hypothesis la). The results of the 

ANOVA to test mail-order catalog use disclosed the interaction effect between 
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values system and large city shopping attitude not to be significant with regard to 

respondents' use of mail-order catalogs (F(3, 455) = 2.492, ns). 

A two-way factorial analysis of variance design was performed investigating 

whether there were significant interactions with values system and catalog 

shopping attitude as the two independent variables with respect to mail-order 

catalog use and nonuse (as classified in hypothesis la). The results of the 

ANOVA to test mail-order catalog use disclosed the mteraction effect between 

respondents' use of mail-order catalogs (F(3, 455) = 1.239, ns). Although no 

significant interactions were found, there was main effect significance (see Table 

35). The main effect of the catalog shopping attitude influenced subjects' mail

order catalog use, with subjects having low catalog shoppmg attitude scores (M = 

3.70) using mail-order catalogs less often than those subjects having high catalog 

shopping attitude scores (M = 9.74). 

Summary of Data Analyses 

In summary of the analyses of findings related to the two hypotheses and 

the three research questions, significance was identified through the use of chi-

square contingency analyses, multivariate analyses of variance, univariate analyses 

of variance, and factorial analyses of variance. Hypothesis 1 was tested statisticaUy 

through the use of chi-square contingency analyses. Results indicated significant 

relationships between mail-order catalog use and nonuse with respect to (a) the 

presence of children under six years of age in the household, (b) credit card 

ownership, and (c) the educational background of the respondent. Thus, 
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TABLE 35 

Summary Of Two-Way ANOVA Of Frequency Of Catalog Use 
Of Subjects By Values System, Catalog Shopping 

Attitude, And Values System x Catalog 
Shopping Attitude 

Source ^§ gf M§ F 

Values System 225.334 3 75.111 1.628 

Catalog Shopping 4097.868 1 4097.868 88.832* 
Attitude 

Values System X Catalog 171.534 3 57.178 1.239 
Shopping Attitude 

Residual 20989.336 455 46.130 

Total 25532.691 462 55.266 
———^^^^— ^^^^—^————.-^^^—^^-^^^————^— —.^—^—^ 

P̂ < .05 
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hypothesis 1 was partiaUy accepted. Hypothesis 2 was tested statisticaUy through 

the use of chi-square contingency analyses. Results indicated significant 

relationships between mail-order catalog use and nonuse with respect to the 

catalog shoppmg attitude. Thus, hypothesis 2 was partially accepted. Research 

question 1 was tested statistically through the use of chi-square contingency 

analyses. Results did not indicate significant relationships between any of the 

investigated variables. 

Research question 2 was tested statisticaUy through the use of multivariate 

analyses of variance (MANOVA). For research question 2, MANOVA mdicated 

that values systems did significantly influence subjects' responses to shopping 

attitudes subscales. In addition to assessment through use of MANOVA, research 

question 2 was assessed by use of univariate analyses to observe trends even if 

overaU statistical significance was not indicated by MANOVA. Univariate 

analyses showed a trend toward personality type having a significant effect on 

subjects' store shopping attitude and combinations of personahty types and values 

systems having a significant effect on subjects' brand consciousness attitude. 

Research question 3 was tested statisticaUy through the use of factorial analyses of 

variance. None of the ANOVA test results indicated significant interaction 

effects, however, main effect significance was discovered. The main effect of 

catalog shopping attitude influenced subjects' mail-order catalog use. 



CHAPTER V 

SUMMARY, CONCLUSIONS, 

AND RECOMMENDATIONS 

The consumer marketplace of the future wUl be dominated by strategic 

shoppers, people with the savvy and income to go beyond the "best," "newest," or 

"cheapest." As competition continues to intensify in market conditions, retaUers 

must strongly consider the best strategic position m the marketplace. A retaUer 

cannot alter demographic or life-style trends of customers, seU items that are 

beyond the price range of customers, or impose tastes or force goods and services 

on customers. Hence, there must be congruity between the retailer's strategy and 

the characteristics and needs of consumers. RetaUers most apt to succeed in the 

future are those who develop, enact, and fine tune niche marketing strategies. 

One method for increasing customer base and market share is for retaUers to 

diversify product offerings and market coverage through a portfoUo of retaU 

formats. 

Currently, catalogers are among some of most rapidly growing retaU firms 

in the United States. However, a chaUenge exists in identifying and defining 

variables related to consumer catalog patronage for differentiation in marketing 

strategies that appeal to the strategic shopper. WhUe researchers have 

investigated various methods of segmenting consumers for marketing purposes 

across retaU formats through the use of demographics, purchasmg behavior, and 

200 
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hfestyles and attitudes, numerous questions regardmg specific characteristics of the 

maU-order catalog shopper remain unanswered. 

The need to assist retaUers with identifying profitable consumer markets 

prompted this study. This mvestigation addressed patronage determinants issues 

related to maU-order catalog usage from a personahty, values, and attitudes 

perspective. An examination of the du-ect marketing and consumer behavior 

hterature prompted the impetus for obtaining a better understanding of users and 

nonusers of maU-order catalogs. This investigation contributes to the "patronage 

knowledge bank" in direct marketing, especiaUy to the area of retailing via maU-

order catalogs. 

This study was conducted as an exploratory effort to describe selected 

individual profile elements as weU as assess the extent of functional relationships 

between the selected profile elements among users and nonusers of maU-order 

catalogs in the United States, age 25 and older. This chapter summarizes the 

study, identifies major findings, and reports conclusions based on analyses and 

interpretation of the data. In addition, recommendations for further research, 

based upon the findings of the study, are made. 

Summarv of the Study 

Consumers have differing personahty types, values systems, and attitudes 

constituting basically overaU sets of personal perceptions and mental 

understandings which influence behaviors with regard to the purchase of products 

and services. As a result, the propensity to purchase products and services 
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through the use of maU-order catalogs may not be driven simply by the need or 

desire to purchase. Consequently, an mdividual's willingness to purchase via a 

particular marketing mode may be influenced by various personal characteristics 

and attitudes toward the shopping format, the product class, and service level. 

Darden's (1980) patronage model of consumer behavior views shopping 

orientations as key constructs m a patronage choice model. The antecedent 

variables to shopping orientations mclude information sources as weU as personal 

characteristics such as lifestyle activities, social class, and famUy life cycle. 

Although Darden (1980) proposed store attributes as the only variable influencing 

patronage behavior in the model, Lumpkin, Hawes, and Darden (1986) 

recommended that retaUers determine the linkage between various shopping 

orientations and patronage behavior to develop strategies consistent with 

consumer needs. Therefore, based on relationships identified by other researchers 

(e.g., Darden & Howell, 1987; Lumpkin & Hawes, 1985; Lumpkin et al., 1986), in 

this study, a relationship between three key variables of personality types, values 

systems, and shopping attitudes were investigated in relation to maU-order catalog 

patronage behavior. 

The primary purpose of the study was to identify and describe the 

demographic profiles, selected shopping attitudes, personahty types, and values 

systems among users and nonusers of maU-order catalogs in the United States, age 

25 and older. A secondary purpose was to assess the extent of functional 

relationships between the respondents' shopping attitudes and (a) personality 
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types, (b) values systems, (c) combmations of personahty types and values systems, 

(d) personaUty types and frequency of maU-order catalog usage, and (e) values 

systems and frequency of maU-order catalog usage. 

The conceptual framework for the personahty types and values systems was 

based upon the Personal Style Survey (PSS) and the Values Systems Survey (VSS) 

copyrighted and marketed by Performax Systems Intemational, Inc. Many of the 

shopping attitudes subscale statements were adapted from previous research 

(Darden & Ashton, 1974; Darden &, Reynolds, 1971; Lumpkin & Hawes, 1985; 

WeUs & Tigert, 1971), although some of the psychographic items were developed 

specifically for this study. A self-administered maU questionnaire was developed 

to glean responses from consumers in the United States, age 25 and older, 

regarding shopping attitudes, personality types, values systems, shopping behaviors, 

and demographic information. It was hypothesized that respondents' usage of 

maU-order catalogs would vary according to age, community size of residence, 

home ownership, the presence of young chUdren in the household, credit card 

ownership, gender, annual household income, marital status, employment status, 

occupational status, educational background, and selected shopping attitudes. In 

addition, answers to research questions were sought m regard to respondents' 

(a) usage of maU-order catalogs varymg according to personahty types, values 

systems, and combmations of personahty types and values systems, (b) shopping 

attitudes varying according to personality types, values systems, and combinations 

of personahty types and values systems, and (c) usage of mail-order catalogs 
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varying according to different assortments of personahty types and shopping 

attitudes and of values systems and shopping attitudes. 

The questionnaire was pUot tested with a randomized sample of consumers 

in the United States, age 25 and older. In the spring of 1992, 99 questionnau-es 

were mailed. A total of 29 usable questionnaires were retumed for a response 

rate of 29.3%. The questionnaire was pUot tested for comprehension of the 

instmctions and terminology and for rehability of the shopping attitudes section. 

The questionnaire consisted of five sections designed to elicit shopping attitude, 

personahty type, values system, shopping behavior, and demographic responses 

from participants. Based on the results of the pUot test, 11 revisions were made 

to the questionnaire. The following changes were made prior to maUing the 

instrument to the 1501 consumers randomly selected to participate in the main 

study. 

1. Partial instmctions in the shopping information section of the 

questionnaire were changed from "Circle the letter or set of letters located to the 

right of each statement which best describes your feelings" to "Circle the one code 

located to the right of each statement which best describes your feehngs." It was 

beheved that the new statement would more accurately describe the action 

required for completion of the inventory. 

2. The loyalty shopping subscale in the shopping information section of 

the questionnaire was ehminated. It was beheved that, based upon the 

Crombach's alpha statistic, the loyalty shopping subscale was not reliable. 
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3. One statement, "Catalogs offer a large variety of merchandise choices," 

was eliminated from the catalog shoppmg attitude subscale. It was beheved that, 

based upon the Crombach's alpha statistic, the statement was not rehable. 

4. One statement, "I enjoy taUdng to people when I go shopping," was 

eliminated from the store shopping attitude subscale. It was beheved that, based 

upon the Crombach's alpha statistic, the statement was not rehable. 

5. One statement, "Local salesclerks are weU trained," was eliminated 

from the local shopping attitude subscale. It was beheved that, based upon the 

Crombach's alpha statistic, the statement was not rehable. 

6. One statement, "I get more for my money by shopping in a large city," 

was eliminated from the large city shopping attitude subscale. It was beheved 

that, based upon the Crombach's alpha statistic, the statement was not reliable. 

7. One statement, "If I like a particular brand, I tend to buy it for a long 

time," was ehminated from the brand loyalty attitude subscale. It was beheved 

that, based upon the Crombach's alpha statistic, the statement was not rehable. 

8. One statement in the time consciousness attitude subscale, "I usually 

buy at a store in the most convenient location," was changed to read "I usuaUy 

shop at stores in the most convenient locations." It was believed that the wording 

change would ehminate any confusion the respondent might perceive with store 

loyalty shopping. 

9. Three statements, "Shopping aU over town takes too much tune," "I 

wish I had more time to do just the things I reaUy want to do," and "I don't like to 
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Spend too much time planning my shoppmg," were removed from the time 

consciousness attitude subscale. The three omitted statements were replaced with 

the three statements, "When shopping, I make sure I get in and out of the store 

quickly," "I organize my shoppmg activities so that I don't waste time," and "When 

shopping, I find myself thinking that I should be spending this time doing other 

things." It was beheved that, based upon the Crombach's alpha statistic, the 

statements that were removed were not rehable. It was also beheved that the 

replacement statements would improve the rehabihty of the subscale. 

10. Additional instmction was inserted into the personahty information 

section of the questionnaire. The additional instmction read as foUows: "Each of 

the numbers can be used only one time in each row." It was beheved that the 

additional statement would more accurately describe the action required for 

completion of the inventory. 

11. Additional instmction was inserted into the values information section 

of the questionnaire. The additional instmction read as follows: "Each of the 

numbers can be used only one time in each row." It was believed that the 

additional statement would more accurately describe the action required for 

completion of the inventory. 

The data for the research study were collected from the revised 

questionnaire (see Appendix A). The population for this study was consumers in 

the United States, age 25 and older. The participants consisted of a random 

sample of a national cross-section of consumers. The subject hst was obtained 
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from National Demographics and Lifestyles. A sample of 1501 names was drawn 

for the study. Actual subjects for the study were selected through a random 

sampling of a data base of 27 milhon names so that all subjects would have an 

equal and independent chance of being selected for the sample. During the 

spring of 1992, questionnaires were maUed to the sample group of consumers. A 

total of 698 questionnaires were retumed by respondents, of which 679 were 

usable, yielding a response rate of 46.7%. 

Data obtained were analyzed using a variety of statistical methods. Data 

about participants were categorized using descriptive statistics which were 

reported in frequencies and percentages. Hypotheses and research questions were 

tested using chi-square contingency analyses, multivariate analyses of variance, 

univariate analyses of variance, one-way analyses of variance, Scheffe's multiple 

comparison test, and factorial analyses of variance. Differences were considered 

statistically significant at the .05 level. 

Findings of the Study 

Data used to determme the findmgs of the study were coUected through the 

use of a self-administered maU questionnake. The questionnaire sohcited 

mformation regarding the respondents' demographic profile, mail-order catalog 

usage, selected shopping attitudes, personality types, values systems, and shopping 

behaviors. Data were analyzed for frequency and percentage distributions as weU 

as statistical significance. A simunation of the findings of the study foUows. 
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Demographics 

Admmistration of the questionnau-e resulted m the coUection of a wide 

range of data regarding the sample. The demographic section of the 

questionnau-e resulted m coUection of selected demographic data. Respondents 

were both female (60.5%) and male (38.7%). Respondent ages ranged from 25 to 

85 with a mean age of 50. The majority of the respondents (89.5%) were white, 

non-Hispanic. More than two-thirds of the respondents (71.7%) were married. 

The sample group was evenly distributed throughout the United States in regard 

to geographic region and size of city of residence. Armual household income 

ranged from $5,000 and less to $100,000 and more. Examination of the 

percentage distributions revealed that 16.8% of the respondents indicated 

household incomes ranging from $5,000 and less to $19,999 while the largest 

percentage of the sample group (16.4%) reported an income from $20,000 to 

$29,999. Almost half of the respondents (46.7%) reported having an annual 

household income ranging from $20,000 to $49,999. Credit card ownership was 

relatively high as 83.4% of the respondents possessed Mastercard or Visa bank 

cards. 

Three-fourths of the participants (75.9%) hved in a single-family home and 

80.0% owned or were buying a home. In regard to the total number of persons 

Uving in the household of the respondents, 86.6% reported two or more persons 

hving in the home. Of the total sample, 13.4% had chUdren under the age of 6, 

19.2% had chUdren in the age group of 6 to 13, and 16.6% had chUdren ranging 
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from age 14 to 19 Uving in the household. Over half of the respondents (58.8%) 

were employed outside of the home, as 44.8% were employed fuU-time and 14.0% 

were employed part-time. The three largest percentages of usual occupational 

categories among all respondents employed outside of the home were professional 

(degreed) positions (21.6%), office/clerical (15.2%), and upper and middle 

management positions (12.5%). FuU-time homemakers represented 12.8% of the 

total sample. The maximum level of formal education attained by the total 

sample revealed that 24.3% were high school graduates, 37.7% had completed 

some coUege, and 20.2% had acquired a Bachelors degree. The remainder of the 

subjects had either not completed high school (4.5%) or had acquired graduate 

degrees (12.5%). 

Mail-Order Catalog Usage 

Profile data of the respondents were analyzed to determine maU-order 

catalog use. Individuals placing no orders in the past one year via maU-order 

catalogs were classified as nonusers. Individuals placing at least one but no more 

than six orders in the past one year via maU-order catalogs were classified as 

infrequent users. Individuals placing seven or more orders in the past one year 

via maU-order catalogs were classified as frequent users of maU-order catalogs. 

Based on responses, 110 subjects (16.2%) were classified as nonusers, 381 subjects 

(56.1%) were classified as infrequent users, and 188 subjects (27.7%) were 

classified as frequent users. 
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Shopping Attitudes 

Administration of the shopping attitudes section of the questionnaire 

resulted m the coUection of information relevant to the psychographic profiles of 

the respondents by user group. A larger percentage of frequent users, versus 

infrequent users and nonusers, revealed high scores on the price consciousness 

(55.7%), store shoppmg (52.3%), large city shopping (56.9%), and catalog 

shopping (74.4%) subscales. A larger percentage of nonusers, versus infrequent 

and frequent users, revealed high scores on the time consciousness (59.3%) and 

the local shopping (60.2%) subscales. The greatest percentage of high scores on 

the brand loyalty subscale among the three groups was observed within the 

infrequent users group (51.0%). 

Personality Types and Values Systems 

Administration of the personaUty information section of the questionnaire 

resulted in the coUection of information relevant to the psychographic profiles of 

aU respondents and by user group. Based on responses of the total sample, 35.0% 

were classified as the steadiness personahty type, 33.5% were classified as the 

cautious personahty type, 16.4% were classified as the mfluencing personahty type, 

and 15.1% of the respondents were classified as the dominance personahty type. 

Within aU three groups of respondents, the greatest percentage of nonusers 

(36.8%) and frequent users (37.2%) were the steadiness personahty type. The 

largest percentage of infrequent users (36.3%) were the cautious personahty type. 
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Administration of the values information section of the questionnaire 

resulted in the coUection of information relevant to the psychographic profiles of 

aU respondents and by user group. Based on aU responses to the values systems 

scale, 51.5% were classified in the traditionahst values system, 25.3% were 

classified in the in-betweener values system, 13.5% were classified in the 

synthesizer values system, and 9.7% of the respondents were classified in the 

chaUenger values system. Within aU three groups of respondents, the greatest 

percentage of nonusers (53.4%), infrequent users (51.6%), and frequent users 

(50.4%) were classified in the traditionaUst values system. 

When personahty types and values systems were combined, almost 40.0% 

of the respondents were classified in one of two combinations. For each of the 

three user groups and the overaU sample, the greatest percentage of respondents 

(20.7%) were classified as possessing the combination of the steadiness personaUty 

type and the traditionalist values system. The second largest percentage (19.0%) 

was observed within the combination of the cautious personahty type and the 

traditionahst values system. 

Shopping Behaviors 

Questions regarding maU-order catalog usage required respondents to 

report information about maU-order catalog shoppmg behaviors occurring over a 

one year period of time. Among aU respondents, 83.8% had made at least one 

purchase via maU-order catalogs. The greatest percentage of respondents (38.9%) 

spent from $1 to $200, 28.9% spent from $201 to $600, and only 14.2% spent 
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more than $600. Based on aU responses, 18.0% of the subjects spent no money 

shopping through maU-order catalogs. Among aU users of maU-order catalogs, 

MastercardA îsa (44.8%) and personal check (37.3%) were the most frequent 

methods of payment when purchasmg from maU-order catalogs. The most 

frequent method of ordering from maU-order catalogs by all users was telephone 

(52.3%) followed closely by ordering through the maU (47.4%). Only 11.3% of aU 

users reported utUizing msh delivery services offered by mail-order catalog 

companies. Among aU users of maU-order catalogs, "can't find items elsewhere" 

(56.4%) and "enjoy looking at catalogs and buymg from them" (46.8%) were the 

two most popular reasons for purchasing from maU-order catalogs. In regard to 

the types of in-home shopping utUized other than mail-order catalog shopping, the 

two most popular methods utilized by maU-order catalog users were newspaper 

advertisements or inserts (39.0%) and magazine advertisements or inserts (34.3%). 

Administration of the shopping behavior section of the questionnaire resulted in 

the coUection of information relevant to shopping behavior profiles of respondents 

regarding product class and retaU format. Among aU respondents, the largest 

percentage reported purchasing accessories (73.0%), home furnishings (67.8%), 

housewares (60.8%), appliances (58.1%), gifts and coUectibles (53.5%), gardening 

products (49.4%), clothing (41.7%), and gourmet food (25.5%) only a few times a 

year. In addition, the largest percentage reported purchasmg personal care 

products (38.0%), health products (33.6%), and books and magazines (30.4%) 

about once a month and electronics (60.5%) not at aU. In regard to the types of 
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retaU outlets where selected categories of merchandise were purchased by aU 

respondents, the largest percentage reported purchasmg personal care products 

(64.8%), health products (57.1%), gardening products (53.0%), housewares 

(49.5%), gifts and coUectibles (43.5%), home fumishmgs (41.3%), accessories 

(38.0%), and electronics (25.6%) from discount or off-price stores. AdditionaUy, 

the largest percentage of respondents reported purchasmg gourmet food (24.8%) 

from specialty stores and clothmg (43.5%) and apphances (42.5%) from Sears, 

J.C. Penney, or Montgomery Ward. Only books and magazines (37.5%) were 

purchased most often from maU-order catalogs. 

Purchasing behavior in regard to clothing was examined by investigating the 

total amount of money spent, the average amount of money spent per shopping 

outing, and the frequency of purchasing clothing in one year among all users of 

maU-order catalogs. Over the one year period, the largest percentage reported 

purchasing $400 to $599 from aU sources (16.1%) and $1 to $199 from maU-order 

catalogs (44.5%). The greatest percentage reported spending an average of $30 

to $59 for purchases from aU sources (26.0%) and from maU-order catalogs 

(35.0%). The greatest percentage reported purchasing clothing from aU sources 

(38.0%) and from maU-order catalogs (78.4%) only a few times a year. 

Hypotheses and Research Ouestions 

Hypothesis 1 read as foUows: Consumers, age 25 and older, who are maU-

order catalog users wiU tend to be the foUowmg: (a) older, (b) Uving in non-

metropohtan areas, (c) owners of or buymg a home, (d) having children under six 
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years of age hvmg at home, (e) possessing a large number of credit cards, 

(f) female, (g) possessing a high annual household income, (h) married, 

(i) employed outside the home, (j) employed in a professional occupation, and 

(k) achievmg a high level of education. Therefore, it was expected that 

respondents' usage of maU-order catalogs would vary according to age, community 

size of residence, home ownership, the presence of young chUdren in the 

household, credit card ownership, gender, annual household income, marital 

status, employment status, occupational status, and educational background. 

Chi-square analyses were used to determine whether frequency of maU-

order catalog usage differed significantly among consumers indicating differing 

levels of demographic variables. When the presence of children under six years of 

age in the household, credit card ownership, or educational background was the 

relevant dimension, significant differences between mail-order catalog users and 

nonusers were present. No statisticaUy significant relationships were found 

between age, community size, home ownership, gender, annual household income, 

marital status, employment status, and occupational status with respect to maU-

order catalog usage. Therefore, hypothesis 1 was partially accepted. 

Hypothesis 2 read as follows: Consumers, age 25 and older, who are mail

order catalog users wUl tend to demonstrate the foUowing: (a) high scores toward 

the time consciousness attitude, (b) high scores toward the price consciousness 

attitude, (c) high scores toward the brand loyalty attitude, (d) low scores toward 

the store shopping attitude, (e) low scores toward the local shopping attitude. 
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(f) high scores toward the catalog shopping attitude, and (g) high scores toward 

the large city shopping attitude. Therefore, it was expected that respondents' 

usage of mail-order catalogs would vary according to selected shopping attitudes. 

Chi-square analyses were utUized to determine whether mail-order catalog usage 

differed significantly among consumers indicating differing levels and types of 

selected shopping attitudes. When catalog shopping attitude was the relevant 

dimension, significant differences between maU-order catalog users and nonusers 

were present. No statistically significant relationships were found between time 

consciousness, price consciousness, brand loyalty, store shopping, local shoppmg, 

and large city shopping attitudes with respect to maU-order catalog usage. 

Therefore, hypothesis 2 was partiaUy accepted. 

Research question 1 read as foUows: Do consumers, age 25 and older, who 

are at varying levels of mail-order catalog use, tend to have different personahty 

types, values systems, and combmations of personahty types and values systems? 

Chi-square analyses were utilized to determine whether mail-order catalog usage 

differed significantly between consumers having differing (a) personality types, 

(b) values systems, and (c) combinations of personaUty types and values systems. 

Regardless of personality type, values system, and combination of personality type 

and values system, respondents were evenly distributed among the three levels of 

the catalog use variable. 

Research question 2 read as foUows: Do consumers, age 25 and older, who 

have different shopping attitudes, tend to have different personahty types, values 
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systems, and combinations of personahty types and value systems? Multivariate 

analyses of variance (MANOVA) were utUized to determine whether shopping 

attitudes differed significantly between consumers havmg differing (a) personaUty 

types, (b) values systems, and (c) combmations of personaUty types and values 

systems. Results of the first MANOVA indicated that personality type did not 

significantly influence responses to the seven selected shoppmg attitude subscales 

according to WUks' lambda criterion. However, subsequent univariate analyses 

indicated a trend toward personaUty type having a significant effect on subjects' 

store shopping attitude. Thus, analysis of variance (ANOVA) was employed to 

further test the influence of personahty type on the store shopping attitude 

subscale. A significant influence was indicated by ANOVA and specific Scheffe's 

contrast testing found that a significant difference existed between the influencing 

and dominant personahty types in regard to the store shopping attitude. 

Results of the second MANOVA indicated that values systems did 

significantly influence the group's resjx)nses to the seven selected attitude 

subscales according to Wilks' lambda criterion. Subsequent univariate analyses 

indicated that values systems had significant mfluence on subjects' time 

consciousness and brand loyalty attitudes. ANOVA mdicated a significant 

influence of values systems on time consciousness attitude and specific Scheffe's 

contrast testmg indicated that significant differences existed between the 

traditionahst and in-betweener values systems in regard to the time consciousness 

attitude. ANOVA also indicated a significant influence of values systems on brand 
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loyalty attitude and specific Scheffe's contrast testmg mdicated that significant 

differences existed between the traditionahst and in-betweener values systems in 

regard to the brand loyalty attitude. 

Results of the thu-d MANOVA indicated that combinations of personahty 

types and values systems did not significantly influence the group's responses to 

the seven selected shopping attitude subscales according to Wilks' lambda 

criterion. The subsequent univariate analyses indicated a trend toward 

combinations of personaUty types and values systems having a significant effect on 

subjects' brand loyalty attitude. As a resuh of the trend indicated by the 

univariate analysis of variance, ANOVA was employed to further test the 

influence of combinations of personahty types and values systems on the brand 

loyalty attitude subscale, however, specific Scheffe's contrast testing for the 16 

combinations of personahty types and values systems found that no two groups 

were significantly different. 

Research question 3 read as foUows: Do consumers, age 25 and older, who 

are at varying levels of mail-order catalog use, tend to have different assortments 

of personahty types and shoppmg attitudes and of values systems and shopping 

attitudes? Factorial analyses of variance were utilized to determine whether maU-

order catalog usage differed significantly between consumers having differing (a) 

personahty types and shopping attitudes and (b) values systems and shopping 

attitudes. Results of ANOVAs to test maU-order catalog use disclosed no 

interaction effects to be significant with regard to respondents' use of maU-order 
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catalogs. Although no significant interactions were found, the main effect of the 

catalog shopping attitude mfluenced subjects' maU-order catalog use. 

Discussion of Findings And Conclusions 

Data acquu-ed from the study were limited to 679 consumers in the United 

States, age 25 and older. Based upon the analyses of the data, the foUowing 

interpretations of the findings and conclusions app>e£U' to be appropriate. 

MaU-Order Catalog Usage 

The findings of this study varied from a consumer maU-order catalog 

shopping survey conducted m 1989. The present study detected a slight decrease 

in both the percentage of consumers utilizmg maU-order catalogs and one level of 

frequency of ordering from maU-order catalogs. Based on the responses of this 

study, 83.8% of the respondents had placed at least one order in the past one year 

via maU-order catalogs and 26.5% of the respondents had placed eight or more 

orders in the same time frame. In comparison, results of the 1990 Consumer 

Reports annual questionnaire showed that almost 90% of all respondents had 

placed at least one catalog order in 1989 and almost 40% had placed eight or 

more orders in the same time frame ("MaU-Order Companies," 1991). Thus, as a 

result of the findings of the present study, the percentage of consumers using maU-

order catalogs appears to have decreased almost 7% while the percentage of users 

ordering eight or more times in one year appears to have dechned almost 34%. 



219 

Accordmg to economists, the excesses of the 1980s are out and the 

fiiigalness of the 1990s wiU dominate the retaU agenda of the current decade and 

beyond. Support of this shift toward lower consumer confidence and spending has 

resulted in a new consumer checkhst. As a result, the consumer today has 

become more conscious of how money is spent because real income growth has 

stagnated for most mdividuals and famihes. Rudie (1991) noted that "it's more of 

a status symbol to buy reasonable or buy smart~and smart means value...getting 

your money's worth" (p. 66). Recent hterature has indicated a bifurcation of 

markets and has hypothesized that consumers, as a result of decreased spending 

power and/or an increase in the number of products avaUable for purchase, wiU be 

shopping for value as weU as products across retaU formats. 

This is why it is no longer unconmion to see the same consumers, whatever 
their socioeconomic or psychographic profile, patronizing both high-end 
and low-end retaUers simultaneously. Consumers not only have their own 
unique mix of shopping values, they are likely to define those values 
differently. (Selbert, 1991, p. 3) 

Thus, consumers' shopping patronage behaviors wiU change dramatically in the 

near future in regard to frequency of purchasing and dollar amounts spent per 

purchase (Qark, A., 1991). 

According to Selbert (1991), the basic consumer unit of the 1990s is the 

individual. The two major attributes in this individualism are component lifestyles 

and component buying (Kasuhs, 1991). As a result, consumers wUl exercise a 

degree of control previously unknown in the retaU environment. Depending on 

lifestyle, the individual consumer wiU choose among the widest possible array of 
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options concemmg how, where, and when to shop. Consumers wUl stretch 

purchasing power across the large expanse of traditional as weU as newly 

developed retaU formats. Thus, the key for retaUing entities for the 1990s, from 

mass merchandisers to specialty stores to direct marketers, is to view, define, and 

position retaU organizations as shopping destmations. 

Demographic Data 

To date, research related to maU-order catalog shopping has been focused 

primarily on relating demographic variables to shopping behavior (Paksoy, 1975). 

Relatively httle specific research has been conducted to analyze the maU-order 

catalog retaU format and the users of mail-order catalog shopping (Tate et al., 

1981). Researchers' attempts to identify catalog shoppers through the use of 

demographic variables have not provided composite profiles of maU-order catalog 

users. As a result, studies have yielded fragmented demographic descriptions of 

maU-order catalog users and nonusers. 

In the current study, even though, among aU users of maU-order catalogs, 

37.4% were male and 62.6% were females, there were no statistically significant 

differences between maU-order catalog users and nonusers when gender was the 

relevant dimension. WhUe the percentage differences may appear to be 

substantial, the total sample group consisted of 38.7% male and 60.5% female. 

Literature has shown that women made 80% of the maU-order catalog purchases 

(HamUton, 1988), that a higher percentage of maU-order catalog shoppers were 

female (Kono & Buatsi, 1984; Stone, B., 1983), and that catalog usage was 
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significantly related to being female (Lumpkin & Hawes, 1985). Therefore, results 

of this study did not support past hterature findmgs regarding gender as catalog 

usage was not found to be related to bemg female. 

In the current study, age of frequent users ranged from 25 to 84 with a 

mean of 48 and there were no statistically significant differences between maU-

order catalog users and nonusers when age was the relevant dimension. 

Literature has shown that shoppers were disproportionately found to be older 

(Riecken et al., 1980), a higher percentage of maU-order catalog shoppers were 

between the ages of 25 and 44 (Stone, B., 1983), and that catalog buyers were 50 

years of age and older (Kono & Buatsi, 1984). 

In the current study, among frequent users, credit card ownership was high 

as 21.8% possessed American Express, 37.8% possessed Discover, 54.3% 

possessed gasoline cards, 80.9% possessed store and catalog cards, and 91.0% 

possessed Mastercard and Visa bank cards. A greater percentage of the 

infrequent and frequent maU-order catalog users indicated possessing a large 

number of credit card types than did the nonusers and there were statistically 

significant differences between maU-order catalog users and nonusers when credit 

card ownership was the relevant dimension. Based on the fact that hterature has 

shown that frequent catalog shoppers were not credit users and less frequent 

catalog shoppers were more mchned toward credit card usage (Paksoy, 1975), 

results of this study did not support past hterature findings as frequent catalog 

users possessed the largest number of credit card types. 
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In the current study, there were no statisticaUy significant differences 

between maU-order catalog users and nonusers when employment status was the 

relevant dimension. Literature has shown that catalog buyers were unemployed 

(Kono & Buatsi, 1984) and that nonshoppers tended to be employed fuU-time 

outside of the home (Lumpkin & Hawes, 1985). Results of this study did not 

support past hterature findings based on employment status as no differences were 

found between the employment status of users and nonusers. 

In the current study, there were no statisticaUy significant differences 

between maU-order catalog users and nonusers when home ownership was the 

relevant dimension. Based on the fact that hterature has shown that mail-order 

catalog shoppers were disproportionately found to be home owners (Riecken et 

al., 1980) and that catalog usage was significantly related to owning a home 

(Lumpkin & Hawes, 1985), results of this study did not support past literature 

findings based on home ownership as owning a home was not significantly related 

to maU-order catalog use. 

In the current study, there were no statisticaUy significant differences 

between mail-order catalog users and nonusers when marital status was the 

relevant dimension. Based on the fact that hterature has shown that catalog 

buyers were married (Kono & Buatsi, 1984), that catalog usage was significantly 

related to being married (Lumpkin & Hawes, 1985), and that the tendency to be 

married resulted in the only difference between catalog shoppers and nonshoppers 
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(Kwon et al., 1991), results of this study did not support past literature findings as 

catalog usage was not significantly related to bemg married. 

In the current study, there were no statisticaUy significant differences 

between mail-order catalog users and nonusers when annual household income 

was the relevant dimension. Based on the fact that hterature has shown that 

catalog shoppers and nonshoppers were sunUar m respect to mcome (Riecken et 

al., 1980) but also that catalog buyers had a household income of more than 

$40,000 (Kono & Buatsi, 1984) and that catalog usage was significantly related to 

mcome levels (Lumpkin & Hawes, 1985), results of this study supported some past 

hterature findings since catalog shoppers and nonshoppers were simUar in respect 

to household income. 

In the current study, there were no statisticaUy significant differences 

between maU-order catalog users and nonusers when occupational status was the 

relevant dimension. Literature has shown that catalog shoppers and nonshoppers 

were similar in respect to occupation (Riecken et al., 1980) and that a higher 

percentage of maU-order catalog shoppers were employed in professional 

occupations (Stone, B., 1983). Results of this study supported some past hterature 

findings based on the fact that catalog shoppers and nonshoppers were similar in 

respect to occupation. 

In the current study, there were no statisticaUy significant differences 

between maU-order catalog users and nonusers when community size was the 

relevant dimension. Based on the fact that hterature has shown no significant 
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association between residential location and catalog usage (Lumpkin & Hawes, 

1985), results of this study did support past hterature findings. 

In the current study, in most situations, a greater percentage of users had 

chUdren in the household than did nonusers. A greater percentage of the 

infrequent and frequent maU-order catalog users indicated having chUdren in the 

home six years of age or younger than did the nonusers. As a result, there were 

significant differences between maU-order catalog users and nonusers when the 

presence of chUdren under six years of age in the household was the relevant 

dimension. Based on the fact that hterature has shown that catalog buying 

occurred more often in famihes with children under 12 years old (Reynolds, 1974), 

results of this study supported past hterature findings. 

In the current study, a greater percentage of the infrequent and frequent 

maU-order catalog users and spouses indicated achieving a higher level of 

education than did the nonusers and there were significant differences between 

maU-order catalog users and nonusers when educational background was the 

relevant dimension. Based on the fact that hterature has shown that catalog usage 

was significantly related to the male head of the household possessing high 

education (Lumpkin & Hawes, 1985), results of this study did support past 

hterature findings. 

Results of this study did not support past hterature findings in relation to 

gender, age, credit card ownership, employment status, home ownership, and 

marital status; did support some of the hterature findings in relation to annual 
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household income and occupational status; and did support past hterature findings 

m relation to size of city of residence, presence of chUdren in the home, and 

educational status. Thus, the findmgs of this study confirm the fragmented 

demographic descriptions reported m the summation of aU previous investigations 

regarding maU-order catalog shoppers. 

Today, the trend is toward piecing together component lifestyles, 

component buying, and choosing products and services that best express a growing 

sense of uniqueness. Hence, consumer behavior is becoming more individuahstic 

and less defined by reference to easUy identified demographic characteristics. 

Therefore, retaUers need to recognizee that old pattems of consumer demographics 

are becoming incresisingly meaningless in market segmentation. 

Because most retaUers operate with modest margins and high break-even 

points and are highly dependent upon volume for success, the need to detect even 

slight changes in patronage pattems can affect the bottom line dramatically. 

Therefore, retaUers must watch the determinant forces that change consumption 

behavior and consider how to adapt. To win m the decades ahead, retaUers must 

recognize both the demographic and hfestyle reahties of mamstream American. 

Shoppmg Attitudes 

Shopping orientations have been shown to be a key concept m patronage 

research (Darden, Lennon, & Darden, 1978; Darden & Reynolds, 1971, 

Pessemier, 1980; Shun & Drake, 1990; Shun & Kotsiopulos, 1992a, 1992b) and the 

importance of shopping orientations m general models of patronage behavior is 
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weU-documented in Darden and HoweU's study (1987). While research studies 

have addressed a melange of shoppmg orientations, attitudes, or typologies (e.g., 

brand conscious, time/convenience conscious, price conscious, local store shopper) 

in regard to in-home shoppers, relatively httie research exists which dkectly 

focuses on the maU-order catalog shopper. In addition, researchers have 

investigated various relationships among factors (e.g., demographics, store 

attributes, store type) influencing both shopping orientations and patronage 

behavior and findings appear to be inconsistent. However, the overaU consensus 

of studies indicates that, in order to comprehend the process of consumer 

patronage choice behavior, retaUers must understand determinants of shopping 

orientation of consumers that are relatively unique with respect to shopping 

attributes and patronage behavior. Thus, information regarding consumers' 

shopping attitudes can be useful m developing a comprehensive understanding of 

patronage intentions because consumers with differing selected shopping attitudes 

probably possess diverse determinants which impact patronage across retaU 

formats. 

In the current study, there were no statisticaUy significant differences 

between maU-order catalog users and nonusers when price consciousness was the 

relevant dimension. Literature suggested that "nonstore retailing methods wUl be 

mainly appealing to convenience and price oriented consumers rather than brand 

oriented consumers" (Korgaonkar, 1984, p. 21) and found that frequent catalog 

shoppers were price-conscious consumers (Paksoy, 1975; Reynolds, 1974). Results 
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of this study did not support past hterature findings as price consciousness attitude 

was not relevant to maU-order catalog usage. Accordmg to Bates (1990), a widely 

discussed attitudinal trend suggests a diminished role for price competition. In the 

past, price was an easy way to compete. However, over tune, ongoing price 

competition has resulted in a numbmg saneness in the retaU environment. 

Currently, shoppers consider price an mconsequential issue for most purchases. A 

broad-based desire for high quahty and value, as opposed to the lowest possible 

price, suggest that price alone is an inadequate competitive tool in the retaU 

envu-onment. Value is the currency of the '90s (Rudie, 1991). 

In the current study, there were no statisticaUy significant differences 

between mail-order catalog users and nonusers when brand loyalty was the 

relevant dimension. Based on the fact that past research had shown that catalog 

shoppers tended to be brand-conscious consumers (May, 1979), results of this 

study did not support hterature findings as no relationship between brand loyalty 

and maU-order catalog usage was discovered. According to Kasuhs (1991), 

financiaUy pressed consumers' regard for brand names as an assurance of quaUty 

is dubious. Business Week reports that brand name purchases are down as 

consumers continue to gravitate to lower-priced brands as weU as promotions and 

deals, such as frequent shopper plans and premiums, to obtain better value. 

Consumer response to value-added strategy has resulted in weakened brand 

loyalty. Exceptions can be brands that offer differentiatmg value. 
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In the current study, there were no statisticaUy significant differences 

between maU-order catalog users and nonusers when large city shopping was the 

relevant dimension. Based on the fact that past hterature has shown that catalog 

shoppers possessed favorable attitudes toward large city shopping conditions 

(Reynolds, 1974), results of this study did not support hterature findings. 

Regardless of maU-order catalog usage, large city shoppmg attitudes were evenly 

distributed among the three user groups. 

In the current study, there were no statisticaUy significant differences 

between maU-order catalog users and nonusers when local shopping was the 

relevant dimension. Literature has shown that catalog buyers had lower opinions 

of local shopping conditions than nonbuyers (Reynolds, 1974), that both catalog 

users and nonusers possessed simUar perceptions of local shopping conditions 

(Riecken et al., 1988), and that frequent catalog shoppers did not possess a 

negative attitude toward local shopping conditions (Lumpkin & Hawes, 1985). 

Based on findings, results of this study support some past hterature findmgs as no 

differences among users groups were found based on local shopping attitudes and 

frequent catalog shoppers did not possess a negative attitude toward local 

shopping conditions. 

In the current study, there were no statisticaUy significant differences 

between mail-order catalog users and nonusers when time consciousness was the 

relevant dimension. Although researchers have suggested that convenience in 

saving time is a major consideration for the proliferation of maU-order catalog 
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Shopping (GaUagher, D., 1989; GUlett, 1970; HamUton, 1988; Kotite, 1990; Paksoy, 

1975; Pauken, 1991; Skohuk, 1989; Tate et al. 1981), Reynolds (1974) did not 

determine that time consciousness was significantly related to frequent catalog 

shopping. WhUe results of this study did not support the suggestions cited by 

researchers, results did support Reynolds' (1974) past research findings as tune 

consciousness was not significantly related to maU-order catalog usage. Time can 

have a multitude of meanings such as ecological time, economic time, social time, 

and individual time. By simply regarding time as another attitudinal variable, the 

decision-making models of consumer research do not account for the ways 

individuals and societies view time and how this apprehension affects consumer 

choices (Merleau-Ponty, 1962; Sartre, 1956). Time is perceived by the individual 

when planning actions, however, time's diversity is not easily analyzed (Hendriks, 

Peters, & Zeltzer, 1986). Accordmg to Bergadaa (1990), "to understand 

individuals' actions in relation to time, it is necessary to understand the basic 

principles in a person's past and imagined future that both account for and 

influence how the past, present, and future are perceived" (p. 289). 

In the current study, there were no statistically significant differences 

between maU-order catalog users and nonusers when store shopping attitude was 

the relevant dimension. Based on the fact that past hterature found no difference 

m store shopping orientations between catalog users and nonusers (Kwon et al., 

1991), results of this study supported hterature findings. Individuals' motives for 

shopping are a function of many variables, some of which are imrelated to the 
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actual purchasmg of products. Motives that do not relate to purchasing interest 

can be classified as personal and social. Personal motives include role playmg, 

diversion, self-gratification, physical activity, and sensory stimulation. Social 

motives include havmg social experiences outside of the home, communication 

with others havmg a simUar mterest, peer group attraction, status and authority, 

and the pleasure of bargaining (Tauber, 1972). An understanding of shopping 

motives requires the consideration of all of the satisfactions that the actual 

shopping experience provides besides the actual procurement of needed or wanted 

merchandise. Therefore, perhaps the aU-encompassing store shopping attitude 

would not vary among consumer groups because store shopping means many 

things to many people. Thus, shopper segments might be distinguished more 

clearly by preference for the altemative benefits obtained from shopping. 

In the current study, frequent users exhibited the largest percentage of high 

scores (74.4%) and nonusers exhibited the largest percentage of low scores 

(88.9%) on the catalog shopping attitude subscale. There were significant 

differences between maU-order catalog users and nonusers when catalog shopping 

attitude was the relevant dimension since frequent maU-order catalog users 

mdicated higher levels of catalog shopping attitudes than did infrequent users and 

nonusers. A review of pertinent hterature revealed no mvestigations of catalog 

shopping attitude, thus, results of this study could not support or negate past 

hterature findings. In addition, these findings suggest that the respondents to this 

study accurately reported personal maU-order catalog usage as the frequent maU-
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order catalog users demonstrated very high scores toward the catalog shopping 

attitude subscale. 

Results of this study did not support past hterature findings in relation to 

the price consciousness, brand loyalty, and large city shopping attitudes; did 

support some of the hterature findmgs m relation to local shopping attitudes; and 

did support past literature findings in relation to the time consciousness and store 

shopping attitudes. Catalog shoppmg attitudes had not previously been 

investigated in the hterature. Thus, the findings of this study support the 

mconsistency evidenced in the review of relevant hterature and add to the hmited 

amount of attitudinal description reported m the summation of aU previous 

investigations regarding maU-order catalog shoppers. 

Many of the shopping attitudes subscale statements were adapted from 

previous research (Darden & Ashton, 1974; Darden & Reynolds, 1971; Lumpkin 

& Hawes, 1985; Wells & Tigert, 1971), although some of the psychographic items 

were developed specificaUy for this study. ReUabUity must be considered when 

interpreting the results of psychographic scales. RetaUers seeking to predict 

patronage behavior must be cautious when interpreting and using data obtained 

through the utilization of scales indicating low levels of rehabihty. An investigation 

of the coefficient alphas of pubhshed shopping attitude scales showed that 

relevant statistics ranged from .58 to .86, indicating relatively high rehability of the 

scales. Analysis of the pUot test data revealed that the Crombach's alpha statistics 

for the shopping attitude scales selected for that preliminary investigation ranged 
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from .45 to .87. As a result, changes were made in statements of the various 

subscales in an effort to increase rehabUity. Those changes resulted in 

Crombach's alpha statistics ranging from .82 to .92 indicatmg a high reliabUity for 

the shopping attitude subscales used in the present study. 

Personality Types 

In hght of the hterature presented, both mtemal and extemal factors 

seemingly mfluence patronage behavior. The need for contmued research in the 

area of consumer patronage focused on personahty as a predictor of consumption 

pattems has been expressed (Qark, T., 1990; Darden & Reynolds, 1971; Engel et 

al., 1969). Therefore, one major research contention of this study was that 

consumers' levels of maU-order catalog use and shopping attitudes are functions of 

personality types. 

Based on aU responses, 15.1% of the respondents were classified as the 

dominance personality type, 16.4% were classified as the influencing personahty 

type, 33.5% were classified as the cautious p>ersonahty type, and 35.0% were 

classified as steadiness personahty type. The greatest percentage of nonusers 

(36.8%) and frequent users (37.2%) were the steadiness personahty type. The 

largest percentage of infrequent users (36.3%) were the cautious personahty type. 

Regardless of personality type, respondents were evenly distributed among the 

three levels of the catalog use variable. Thus, there were no statistically significant 

differences between maU-order catalog users and nonusers when personaUty type 

was the relevant dimension. Results also disclosed the interaction effect between 
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personahty types and aU of the shopping attitudes not to be significant with regard 

to use of maU-order catalogs. 

Additional results mdicated that personahty type did not significantly 

influence responses to shopping attitude subscales. However, initial analyses 

indicated a trend toward personahty type having a significant effect on store 

shopping attitude. Subsequent analyses found that a significant difference existed 

between the influencing and dominant personahty types for the entire sample. 

Individuals having an influencing personahty type had a higher group mean than 

individuals having a dominant, steady, or cautious personahty type on the store 

shopping attitude subscale. Thus, respondents having an mfluencing personahty 

type possessed a higher orientation for store shopping than did the other three 

personality types and a significantly higher store shopping attitude than the 

dominant personahty type. 

The concept of differing personahty types is important to research in 

marketmg. SpecificaUy, T. Clark (1990) acknowledged that personahty or 

character can provide a framework for the integration of individual cross-cultural 

research projects. Based on research conducted by Carlson Learning Company 

('The Personal Profile," 1991), strategies for capitahzing on the various personahty 

types varies and may affect marketing strategies. 

The Personal Profile System types human behavior mto the four behavioral 

dimensions of dominance, mfluencing, steadiness, and cautious. The behavioral 

dimensions can be divided into two categories-process or product orientation. 
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Persons with predominantly dominant or mfluencing tendencies are process 

oriented and motivated through a du-ect style. These individuals want to shape 

the envu-onment according to theu- particular view and continually test and push 

the limits set by the group or organization. Individuals with the steadmess and 

comphance tendencies are product-oriented and motivated through an mdu-ect 

style. These individuals focus on the how and the why and may, at tunes, need 

encouragement to reset limits. 

The individual with a dominance personahty type wants direct information, 

brief and to the point; sticks to business and looks for the desu-ed results; outhnes 

possibihties for obtaining results and solving problems; stresses logical benefits of 

features and approaches; and agrees with facts and ideas rather than people and 

companies. In order to complete sales, the marketer should (a) be clear, specific, 

brief, and to the point; (b) present facts logically through a efficient and concise 

presentation; (c) provide alternatives and choices for making decisions; 

(d) provide facts and figures about the probabiUty of success and effectiveness of 

options; and (e) motivate and persuade by referring to objectives and results. 

The individual with an influencing personahty type wants a favorable and 

friendly environment; want to verbalize about ideas and people; provides 

testimonials to others about ideas and products; desires stimulating, sociable 

activities; and looks for participative relationships. The marketer should (a) plan 

interaction that supports dreams, feelings, and intuitions; (b) relate and socialize; 

(c) not deal with extensive details; (d) provide testimonials from people; (e) offer 
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special, immediate, and additional incentives for the consumer's wUlingness to take 

risks; and (f) contmue supporting the relationship. 

The individual with a steadmess personahty type prefers a sincere, personal, 

and agreeable environment; wants others to be smcerely interested in them as a 

person; needs a chance to adjust to ideas or departures from current practices; 

needs clearly defined procedures and personal assurances of foUow-up support; 

and wants a minimal amount of risk. The marketer should (a) show sincere 

interest in the customer as a person and should find areas of common 

involvement, (b) draw out personal goals and work with the customer to achieve 

these goals, (c) present information in an informal but orderly fashion, (d) provide 

guarantees that purchasing decisions wiU possess minimal risks, and (e) provide 

assurances that products wiU provide benefits. 

The individual with a cautious personahty type needs advance information 

and pros and cons of ideas; wants to support ideas with accurate data; needs 

reassurance that no surprises wiU occur; needs information provided in a 

systematic and comprehensive manner; and needs explanations provided in a 

patient, persistent, and diplomatic manner. Marketers should (a) provide 

information in a straightforward, direct, and low-keyed manner; (b) build 

credibUity; (c) provide step-by-step plans for implementmg action and assurances 

of no surprises; (d) be accurate and realistic; (e) provide sohd, tangible, and 

practical evidence of rehabihty; and (f) provide long-term guarantees with options. 
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Values Svstems 

Scholars have concluded that a values system consists of an mdividual's 

standards and principles upon which all choices and actions are based (Pitts & 

Woodside, 1991; Rokeach, 1968; Scott & Lamont, 1974). Values systems are 

often referred to as hidden motivators of mdividual actions and choices because 

people rarely explain the why or intent of actions, reactions, or decisions. Yet, an 

mdividual's values system is a critical factor which shapes aU behavior. When 

viewed as an independent variable m human behavior, values have far-reaching 

effects which shape an individual's attitudes and needs level as well as personal 

response to existing social norms. In terms of personal characteristics, values 

appear to be most important in predictmg human behavior. Therefore, the 

examination of the possible link between consumers' levels of mail-order catalog 

use and shopping attitudes accorded to values systems is warranted. 

Based on aU responses to the values systems scale, 9.7% of the respondents 

were classified in the chaUenger values system, 13.5% were classified in the 

synthesizer values system, 25.3% were classified in the in-betweener values system, 

and 51.5% were classified in the traditionahst values system. Within all three 

groups of respondents, the greatest percentage of nonusers (53.4%), infrequent 

users (51.6%), and frequent users (50.4%) were classified in the traditionahst 

values system. Regardless of values system, respondents were evenly distributed 

among the three levels of the catalog use variable. Thus, there were no 

StatisticaUy significant differences between maU-order catalog users and nonusers 
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when values system was the relevant dimension. Results also disclosed the 

interaction effect between values systems and aU of the shoppmg attitudes not to 

be significant with regard to use of maU-order catalogs. 

Additional results indicated that values systems did significantly influence 

responses to shopping attitude subscales. Subsequent analyses indicated that 

values systems had significant mfluence on time consciousness and brand loyalty 

attitudes. Individuals having a traditionalist values system had a higher group 

mean than individuals having an in-betweener, chaUenger, or synthesizer values 

system on both the time consciousness and brand loyalty attitude subscales. 

Specific testing indicated that significant differences existed between the 

traditionalist and in-betweener values systems in regard to both the time 

consciousness and brand loyalty attitudes with the traditionahst values systems 

having the higher mean. Thus, respondents having a traditionalist values system 

possessed a higher orientation for time consciousness and brand loyalty than did 

the other three values systems and significantly higher time consciousness and 

brand loyalty attitudes than the m-betweener values system. 

The concept of differing values systems is unportant to research m 

marketing. SpecificaUy, Assael (1981) acknowledged that identifying cultural 

values can have significant implications for several different types of marketing 

strategies. Based on research conducted by Carlson Learning Company ('The 

Values Analysis Profile," 1981), strategies for capitahzing on the various values 

systems varies and may affect marketing strategies. 
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The Personal Values System types human behavior into the four behavioral 

dimensions of chaUenger, in-betweener, traditionaUst, and synthesizer. The values 

systems possess a hierarchal nature and are different from behavioral styles or 

needs-motivated behavior explained m the Personal Profile System. Values-

motivated behaviors can be either du-ect or indirect depending on the individual's 

personahty type. Values are a central dimension of personality and, as a result, 

are not situational. Instead, values tend to be enduring, generalized, and have 

potency in predicting behavior. AdditionaUy, values are not dichotomous, but exist 

on a continuum that is normative or differs among people by type and intensity. 

The chaUenger values system, the least mature S5̂ tem in the hierarchal 

stmcture, is found in an individual who is most concemed with self-preservation 

and psychological and emotional satisfaction; fears the loss of personal weU-bemg; 

seeks self-indulging life experiences; tends to be pessimistic about their personal 

world and society in general; and usually adheres to a non-conformist lifestyle and 

self-expressed individuality. The marketer should (a) avoid an overbearing 

approach and use a relaxed, casual approach, (b) discuss personal benefits and 

advantages of purchasing a particular product, and (c) show openness and honesty 

in conununications. 

The in-betweener values system, the next-to-least mature system m the 

hierarchy, is found in an individual who is m search of personal fulfiUment; 

beUeves that an mdividual's views and feehngs are a key to hfe; experiences mner 

conflict; assesses mles and regulations by personal needs and behefs; and when 
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faced with forced choices, often trades personal satisfaction for social approval. 

The marketer should (a) recognize anxiety mvolvmg competing loyalties, (b) ask 

for feelings about the company's services and products and how problems can be 

solved, (c) present factual mformation in a personahzed manner, and (d) work 

towards increased positive feelings about the company. 

The traditionalist values system, the next-to-most mature system in the 

hierarchal stmcture, is found in an individual who resolves conflict by choosing 

principles of strength and integrity; is committed to workmg hard for a better hfe; 

fears the loss of social respect; seeks personal satisfaction with restraint and 

control; and is likely to be identified by a sense of devotion, loyalty, commitment 

to duty, and meaningful involvement. The marketer should (a) offer credentials, 

(b) appeal to pride, conscience, and loyalty, (c) give specific directions, and 

(d) use third-party stories from respected sources. 

The synthesizer values system, the most mature system in the hierarchy, is 

found in an individual who is focused on responsibihty; holds a deep behef in 

themselves and their purpose in life; fears the consequences from a lack of action 

on personal behefs; approaches conflict from a practical perspective; sees merit in 

aU values perspectives; and is hkely to accomphsh activism in a quiet and highly 

personal manner. The marketer should (a) use a sincere, reassuring, coUaborative 

approach; (b) provide suggestions; (c) use direct communications; and (d) discuss 

altematives, options, trade-offs, and choices. 
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Combinations of Personahty Types 
and Values Systems 

For each of the user groups and the overaU sample, the greatest percentage 

of respondents were classified as possessmg the combmation of the steadmess 

personahty type and the traditionahst values system. When combinations of 

personahty types and values systems were utilized as a predictor of maU-order 

catalog consumption behavior, regardless of combinations of personahty types and 

values systems, respondents were evenly distributed among the three levels of the 

catalog use variable. Thus, there were no statisticaUy significant differences 

between maU-order catalog users and nonusers when a combination of personahty 

type and values system was the relevant dimension. In addition, results mdicated 

that combinations of personahty types and values systems did not significantly 

influence resf)onses to shopping attitude subscales. 

Implications of the Study 

Findings throughout the study, as across past research surrounding m-home 

shopping, revealed a great deal of inconsistency among factors influencing both 

shoppmg orientations and patronage behavior. Inconsistency may be due to 

(a) different categories of shopping attitudes investigated, (b) different types of in-

home shopping methods used, and (c) different groups m the population used as 

respondents. Based on an mvestigation of the demographics, the sample group 

for the study appears to be homogeneous m nature across aU biodata as only 3 

out of 11 variables were significant in discriminating between the three levels of 
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maU-order catalog use. Therefore, the fact that the majority of the sample group 

would tend to indicate smiUar shopping attitudes was not surprising. Six shopping 

attitude subscales out of seven were not significant in discriimnating between the 

three levels of maU-order catalog use. In addition, the majority of the sample 

group was highly oriented toward the steadmess and cautious personahty types as 

weU as the traditionahst and in-betweener values systems. Therefore, the need to 

investigate consumers' maU-order catalog buying activities based on a combmation 

of shoppmg attitudes, personahty types, and values systems remains. 

MaU-order catalog shoppmg has evolved through the wheel of retaUing and 

is at a high level of institutional maturity. Consumers are quite famihar with the 

retail format and thus, maU-order catalog shopping has become deeply enmeshed 

in the American way of life (May, 1980). Hence, maU-order catalog shopping is 

now simply another traditional altemative form of retailing for product 

procurement. In addition, the vast majority of research related to the mail-order 

catalog shopper has occurred at various stages of maturity on the wheel of 

retailing. Thus, the longitudmal factor may explain why demographic 

characteristics as weU as shopping orientations related to maU-order catalog 

shopping in the past were often fragmented and seldom verified from one study to 

another and also were not verified in this study. 

Recent statistics have shown that maU-order catalog shopping grew 

dramaticaUy during the 1970s and 1980s, but has shown slower growth in the 

1990s. Robinson (1988) stated that "retailers must understand that as market 
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conditions change, theu- target consumers wUl reflect patronage and loyalty shifts" 

(p. 67). As consumers become more cognizant of retaU expenditures and focus 

even more strongly on value for the doUar, the resultant cautiousness will lead to 

further inter-type competition and result m cross-shoppmg (Robinson, 1988). 

In 1984, Kono and Buatsi stated that "du-ect marketmg wUl not supplant the 

conventional channel systems, rather it wiU supplement them, eventually 

augmenting marketmg activities both quantitatively and qualitatively" (p. 74). As 

early as 1969, Plaster, through personal interviews with shoppers, concluded that 

It is not altogether clear whether the customer's patronage of different 
stores and types of stores for fashion merchandise is a function of her 
desire for either diversified shopping experiences or varying types of total 
fashion products and services on different occasions, or instead, results 
from the deficiencies of individual stores, (p. 29) 

May (1980) concluded that many consumers simply desire to shop in different 

ways so as to satisfy wants, needs, and lifestyles. 

Currently, the retaU environment is a "buyer's market" as customers are 

being offered a wide choice of shoppmg experiences by large numbers of retaU 

formats. However, no one format can offer aU of the shopping experiences 

desired by the consumer (Siegel, 1990). Shopping is defined as the activity 

"people engage m whUe examining or purchasing merchandise or services" 

(Darden & Dorsch, 1990). In addition, Darden and Dorsch (1990) determmed 

that "shoppmg may be routinized to the extent to which it is considered to be a 

habit" (p. 306) because some mdividuals* shoppmg strategies have become so 
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mgrained and stable that selection and unplementation have become automatic 

response behaviors. 

Deviating from the patronage model of consumer behavior, this researcher 

has hypothesized that frequent maU-order catalog users are simply recreational 

shoppers. SpecificaUy, BeUenger and Korgaonkar (1980) acknowledge that 

recreational shoppers are those individuals who enjoy shopping as a leisure-time 

activity. In addition, recreational shoppers are information-sensitive consumers, 

more likely to shop without a preplanned purchase in mind, and may be more 

likely to respond to questionnau-es. Given that economic shoppers are attracted 

by convenient locations, recreational shoppers are looking for attractive decor and 

an exciting shopping experience. Distinguishing between recreational and 

economic shoppers is a viable approach to determining general shopping 

orientation. 

Considering the results of the present study and the inherent hmitations 

associated with generalizmg these findings beyond the sample, the foUowing 

reconmiendations can be made to direct marketers utiUzing maU-order catalogs: 

(a) at a minimum, maintain present standards of quality, variety, and assortment 

of products, (b) continue to work toward educatmg the consumer regardmg the 

positive performance of products and companies, and (c) if mdeed a larger 

percentage of maU-order catalog shoppers are recreational shoppers, then use 

"atmospherics" to attract these shoppers by using a mix of artistry, showmanship, 

and creative merchandising to take advantage of consumer trends. The 
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recreational shopping experience that goes beyond the purchase of goods must be 

created so as to buUd a major flow of traffic. 

Recommendations For Further Research 

The current study, which was an attempt to identify and describe 

(a) demographic profiles, (b) selected shoppmg attitudes, (c) personality types, 

and (d) values systems among users and nonusers of maU-order catalogs m the 

United States, age 25 and older as weU as assess the extent of functional 

relationships between the respondents' shoppmg attitudes and (a) personahty 

types, (b) values systems, (c) combinations of personahty types and values systems, 

(d) personahty types and frequency of maU-order catalog usage, and (e) values 

systems and frequency of mail-order catalog usage, was an exploratory 

examination into the stated relationships. Additional research is recommended in 

the following areas: 

1. Replicate a study of simUar design with a specific merchandise 

classification to include specialty merchandisers (Talbot's and Victoria's Secret), 

mass merchandisers (Sears and J.C. Penney), department store merchandisers 

(Bloomingdale's and MarshaU Field's), departmentalized specialty merchandisers 

(Neiman-Marcus and Saks Fifth Avenue), and non-store merchandisers (Spiegel 

and Lands' End). Findings would provide insight into how maU-order catalog 

shopping might vary for different types of catalog use. 

2. Conduct a simUar study to capture a larger sample and examine the 

comprehensive relationships among shopping attitudes, personaUty types, and 
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would provide an integrated exammation of the determmants of shopping 

orientations. 

3. Expand the sample to mclude a larger ethnic distribution of 

respondents. Fmdmgs would provide data that would assist maU-order catalog 

merchandisers in identifying cultural differences regarding patronage behavior and 

would yield more generalizable results. 

4. Assess the influence of a number of additional personal characteristics 

such as lifestyle activities, socioeconomic status, and family Ufe cycle. Fmdings 

would assist direct marketers in identifying additional antecedent determinants 

related to patronage behavior. 

5. Revise the shopping attitudes subscales to include a value consciousness 

attitude subscale. Findings would ensure a more inclusive frame of reference 

regarding hnkage between shopping orientations and patronage behavior. 

6. Develop a more sensitive method for measuring shopping behaviors 

(e.g., consumption diaries outhnmg shopping behaviors over an extended tune). 

Findings would minimize the samphng bias congmous to recaUed or perceived 

shopping behavior and yield more generalizable results. 

7. Expand the examination of the personahty types and values systems to 

include each individual's two highest scores among that individual's summated 

scores for each of the four personality types and values systems. Inclusion of the 

two predominant personaUty types and values systems would assist in identifying 
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pattems which may be determinants related to shopping attitudes and mail-order 

catalog usage. 
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- A 1992 STUDY OF CONSUMERS IN AMERICA--

This survey is being conduaed in order to better understand why some people purchase merchandise 
from mail-order catalogs while others never order anything from a mail-order catalog. The results 
of this survey could be very helpful to direct marketers by providing a more detailed description of 
mail-order catalog shoppers as weU as the type of people who prefer to shop in traditional retail 
stores. 

Please answer all of the questions. Response is vital from everyone-catalog shoppers and non-catalog 
shoppers alike. Even if you dislike catalogs and hope that you never receive another one, your 
comnients are equaUy important so as to obtain reliable results. If you want to comment on any 
questions, please feel free to use the space in the margins. Your comments will be read and taken 
into account For your convenience, a postage-paid retum envelope is included. Your prompt reply 
will be greatly appreciated. PLEASE RETURN THE COMPLETED QUESTIONNAIRE BY JUNE 
2, 1992. 

•rti!>ftji;?iii?!'?™r?*;Mcan>»3!>iv:w'75^ fc^-^.vr^,r^:.Sv-^-«;^--u;^«ife.':<:*g;iJta.:i^H'^^ 

Department of Merchandising, Environmental 
Design, and Consumer Economics 

Texas Tech University 
Lubbock, Texas 
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YOUR ATTITUDES ABOUT SHOPPING 

The foUowing statements reflect people's opinions about shopping. Because opinions vary, the items 
do not have right or wrong answers. Please read each statement carefully and then decide how you 
feel about the statement. Circle the one code located to the right of each statement which best 
describes your feelings. The following key describes the meaning of the codes: 

SA = Strongly Agree A = Agree I = Indifferent D = Disagree SD = Strongly Disagree 

(Circle only one response per statement) 

1. WHEN SHOPPING, I MAKE SURE I GET IN AND OUT OF 

THE STORE QUICKLY SA A I D SD 

2. I SHOP A LOT FOR SPECL\LS SA A I D SD 

3. I DONT LIKE TO CHANGE BRANDS JUST FOR THE SAKE 

OF VARIETY AND NOVELTY SA A I D SD 

4. ITS FUN TO SHOP IN A LARGE CITY SA A I D SD 

5. LOCAL STORES OFFER GOOD SELECTIONS OF 
MERCHANDISE SA A I D SD 

6. SHOPPING IS STORES IS ONE OF MY FAVORITE LEISURE 
TIMEACnvmES SA A I D SD 

7. I SHOP AROUND A LOT TO TAKE ADVANTAGE OF 
BARGAUSrS AND SALES SA A I D SD 

8. I LIKE TO SHOP IN A LARGE CITY SA A I D SD 

9. LOCAL STORES OFFER GOOD QUALITY FOR THE PRICE SA A I D SD 

10. I USUALLY SHOP AT STORES IN THE MOST CONVENIENT 
LOCATIONS 

11. I JUDGE MANY PRODUCTS BASED ON THEIR BRAND 
NAME 

SA A I D SD 

SA A I D SD 

12. CATALOG SHOPPU^G MEETS MY SHOPPING NEEDS SA A I D SD 

13. m S NOT DIFFICULT TO SHOP IN A LARGE CITY SA A I D SD 

14. LOCAL STORES ARE ATTRACTIVE PLACES 
TO SHOP SA A I D SD 
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15. I ENJOY BROWSING IN STORES SA A I D SD 

16. I USUALLY WATCH THE ADVERTISEMENTS FOR 
ANNOUNCEMENTS OF SALES SA A I D SD 

17. I USUALLY SHOP WHERE IT SAVES ME TIME SA A I D SD 

18. MAIL-ORDER CATALOG COMPANIES ARE 
RELL^kBLE AND HONEST SA A I D SD 

19. I PREFER BUYING ONLY SPECIFIC BRANDS 
OF PRODUCTS SA A I D SD 

20. I FIND MYSELF CHECKING THE PRICES 
OF EVEN SMALL ITEMS SA A I D SD 

21. I ORGANIZE MY SHOPPING ACnVITIES SO 
THAT I DONT WASTE TIME SA A I D SD 

22. I ENJOY SHOPPING IN AND WALIONG THROUGH 
MALLS AND AROUND SHOPPU^G CENTERS SA A I D SD 

23. SHOPPD^G FROM CATALOGS IS EASY AND 
CONVENIENT SA A I D SD 

24. A BRAND NAME IS A GOOD INDICATOR OF 
PRODUCT QUALITY SA A I D SD 

25. ITS WORTH THE EXTRA EFFORT TO SHOP IN 
A LARGE CITY SA A I D SD 

26. I ENJOY SHOPPING FROM MAIL-ORDER CATALOGS SA A I D SD 

27. I DO A LOT OF SHOPPING DURING THE 
AFTER-CHRISTMAS SALES 

28 WHEN SHOPPING, I FIND MYSELF THINKING THAT I 
SHOULD BE SPENDING THIS TIME DOING OTHER 
THINGS 

29. LOCAL STORES MEET MY SHOPPING NEEDS 

30. I OFTEN GO SHOPPING FOR ENJOYMENT EVEN IF I 
DONT PLAN ON BUYING ANYTHING 

SA A I D SD 

SA A I D SD 

SA A I D SD 

SA A I D SD 
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WHAT KIND OF PERSON ARE YOU? 

FOR INFORMATION REGARDING THIS SCALE, CONTACT THE FOLLOWING: 

TERRY WALDREN, PRD 
ADJUNCT FACULTY MEMBER 

DEPARTMENT OF MERCHANDISING, ENVIRONMENTAL 
DESIGN, AND CONSUMER ECONOMICS 

TEXAS TECH UNIVERSITY 
LUBBOCK, TEXAS 

(806) 742-3050 
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WHAT DO YOU CONSIDER IMPORTANT? 

FOR INFORMATION REGARDING THIS SCALE, CONTACT THE FOLLOWING: 

TERRY WALDREN, PRD 
ADJUNCT FACULTY MEMBER 

DEPARTMENT OF MERCHANDISING, ENVIRONMENTAL 
DESIGN, AND CONSUMER ECONOMICS 

TEXAS TECH UNIVERSITY 
LUBBOCK, TEXAS 

(806) 742-3050 
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YOUR SHOPPING HABITS 

Q-01 For each merchandue categoiy, circle the number corresponding to the frequency with which you purchased that 
type of merchandise in 1991. (Circle only one response for each category of merchandise) 

SCALE: 1 = NOT AT ALL 
2 = A FEW TIMES A YEAR 
3 = ABOUT ONCE A MONTH 
4 = ABOUT TWO OR THREE TIMES A MONTH 
5 = ABOUT ONCE A WEEK 
6 = MORE THAN ONCE A WEEK 

PURCHASING FREQUENCY 
(CIRCLE YOUR ANSWERS) 

2 3 4 5 6 
2 3 4 5 6 
2 3 4 5 6 
2 3 4 5 6 
2 3 4 5 6 
2 3 4 5 6 
2 3 4 5 6 
2 3 4 5 6 
2 3 4 5 6 
2 3 4 5 6 
2 3 4 5 6 
2 3 4 5 6 

ACCESSORIES (SHOES, JEWELRY, ETC.) 
APPLIANCES 
BOOKS/MAGAZINES 
CLOTHING 
ELECTRONICS/COMPUTERS 
FOOD (GOURMET) 
GARDENING 
GIFTS (NON-FOOD)/COLLECTIBLES 
HEALTH PRODUCTS 
HOME FURNISHINGS/BED & BATH 
HOUSEWARES/DISHES/GLASSES 
PERSONAL CARE/COSMETICS 

Q-02 For each merchandise categoiy, circle the number corresponding to each type of retail outlet where you purchased 
that type of merchandise in 1991. (Circle as many as apply for each categoiy of merchandise). 

SCALE: 1 = SEARS, JCPENNEY, OR MONTGOMERY WARDS 
2 = DEPARTMENT STORE (EX: DILLARDS, MACY'S) 
3 = DEPARTMENTALIZED SPECIALTY STORE (EX: SAKS FIFTH AVENUE) 
4 = SPECL\LTY STORE (EX: THE GAP, B. DALTON, WILLIAMS-SONOMA) 
5 = DISCOUNT STORE/OFF-PRICE STORE (EX: WAL-MART, TARGET) 
6 = MAIL-ORDER CATALOG 

TiTES OF STORKS 
(CIRCLE YOUR ANSWERS) 

2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 

3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 

5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 

ACCESSORIES (SHOES, JEWELRY, ETC) 
APPLIANCES 
BOOKS/MAGAZINES 
CLOTHING 
ELECTRONICS/COMPUTERS 
FOOD (GOURMET) 
GARDENING 
GIFTS (NON-FOOD)/COLLECnBLES 
HEALTH PRODUCTS 
HOME FURNISHINGS/BED & BATH 
HOUSEWARES/DISHES/GLASSES 
PERSONAL CARE/COSMETICS 

Q-03 ApproBrinaatcly how many times did you order merchandise from mail-order catalogs in 19917 
TIMES 

Q-04 ApprGodmately how much money did you spend on mail-order catalog purchases in 1991? 
$ 
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• • • IF YOU DID NOT PURCHASE ANY TYPE OF MERCHANDISE FROM MAIL-ORDER CATALOGS IN 
1991, PLEASE PROCEED DIRECTLY TO Q-01 UNDER THE HEADING OF "INFORMATION ABOUT 
YOU". IF YOU DID PURCHASE ANY TYPE OF MERCHANDISE FROM MAIL-ORDER CATALOGS IN 
1991, PLEASE CONTINUE WITH THIS SECTION OF THE SURVEY. 

Q-05 What method of payment do you use most frequently when purchasing from mail-order catalogs? (Circle one 
answer only) 

1 BANK CARD (MASTERCARD/VISA) 
2 DISCOVER 
3 AMERICAN EXPRESS 
4 STORE OR CATALOG CARD 
5 PERSONAL CHECK 
6 OTHER-SPECIFY 

Q-06 When purchasing from mail-order catalogs, do you ever pay extra charges for rush deliveiy? (Circle answer) 

1 NO 
2 YES 

Q-07 Besides mail-order catalogs, from which of the following types of in-home shopping do you frequently buy 
merchandise? (Circle no more than four answen) 

1 CABLE TELEVISION SHOPPING CHANNELS 
2 COMPUTER SHOPPING SERVICES 
3 DIRECT ADS ON TELEVISION 
4 DIRECT ADS ON RADIO 
5 NEWSPAPER ADS OR INSERTS 
6 MAGAZINE ADS OR INSERTS 
7 CHARGE CARD BILL INSERTS 
8 TELEPHONE SOLICITATIONS 
9 DOOR-TO-DOOR SALESPERSON 

Q-08 When ordering merchandise from a mail-order catalog, which method of ordering do you use most frequently? 
(Circle one answer only) 

1 SEND IN ORDER FORM THROUGH THE MAIL 
2 ORDER OVER THE TELEPHONE 
3 SEND ORDER BY FAX 

Q-09 Why do you purchase merchandise from mail-order catalogs? (Cirdc no more than five answere) 

01 CANT HND FTEMS ELSEWHERE 
02 PERSONAL TIME CONSTRAINTS 
03 LOWER PRICES 
04 ENJOY LOOKING AT CATALOGS AND BUYING FROM THEM 
05 DIFFICULT TO LEAVE HOME 
06 DIFFICULT TO GET TO STORES 
07 DONT LIKE GOING TO STORES 
08 POOR QUALITY OF SALES HELP IN STORES 
09 A DECREASE IN THE OVERALL SERVICES IN STORES 
10 MONEY-BACK GUARANTEES 
11 CREDTT CARDS ARE ACCEPTED 
12 WIDE VARIETY OF PRODUCT CHOICES 
13 HIGHER QUAUTY OF PRODUCTS 
14 TRUST IN COMPANIES AND PRODUCTS 
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IF YOU DID NOT PURCHASE ANY CLOTHING FROM MAIL-ORDER CATALOGS IN 1991. PLEASE 
PROCEED DIRECTLY TO Q-01 UNDER THE HEADING OF "INFORMATION ABOUT YOU". IF YOU 
DID PURCHASE CLOTHING FROM MAIL-ORDER CATALOGS IN 1991, PLEASE CONTINUE WITH 
THIS SECTION OF THE SURVEY. 

Q-10 In 1991, approodmatdy how much money did you spend on clothing purchases both from all types of retail outlets 
totally and from mail-order catalogs only? (Circle one answer in each column) 

TOTAL 
PURCHASES 

MAIL-ORDER 
CATALOG 

PURCHASES 
1 1 
2 2 
3 3 
4 4 
5 5 
6 6 
7 7 
8 8 

$ 1 - $ 199 
$ 200 - $ 399 
$ 400 - $ 599 
$ 600 - $ 799 
$ 800 - $ 999 
$ 1000 - S 1499 
$ 1500 - $ 1999 
$2000 - MORE 

Q-11 In 1991, approximately what was the average amount of money you spent each time you purchased clothing both 
from all types of retail outlets totally and from mail-order catalogs only? (Circle one answer in each column) 

TOTAL 
PURCHASES 

MAIL-ORDER 
CATALOG 

PURCHASES 
1 1 
2 2 
3 3 
4 4 
5 5 
6 6 

$ 1 - $ 29 
$ 30 - $ 59 
$ 60 - $ 89 
$ 90 - $ 149 
$ 150 - $ 209 
$ 210 - MORE 

Q-12 In 1991, approximately how often did you purchase clothing both from all types of retail outleu totally and from 
mail-order catalogs only? (Circle one answer in each column) 

TOTAL 
PURCHASES 

1 
2 
3 
4 
5 

MAIL-ORDER 
CATALOG 

PURCHASES 
1 
2 
3 
4 
5 

A FEW TIMES A YEAR 
ABOUT ONCE A MONTH 
ABOUT TWO OR THREE TIMES A MONTH 
ABOUT ONCE A WEEK 
MORE THAN ONCE A WEEK 

INFORMATION ABOUT YOU 

Please prxjvidc the following information about yourself and your household for use in statistically analyzing the data resulting 

from this survey. 

Q-01 What is your present age? YEARS OLD 
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Q-02 Which of the following best describes your racial or ethnic identification? (Circle number) 

1 WHFTE, NON-HISPANIC 
2 HISPANIC 
3 BLACK 
4 ASIAN 
5 NATIVE AMERICAN 
6 OTHER-SPECIFY. 

Q-03 Which state do you live in? 

Q-04 Which of the following best describes the size of dty or town that you live in or nearest to? (Circle number) 

1 TOWN OF LESS THAN 2,500 
2 CFTY OF 2,500 TO 9,999 
3 CFTY OF 10,000 TO 49,999 
4 CFTY OF 50,000 TO 149,999 
5 CTTY OF 150,000 TO 499,999 
6 CFTY OF 500,000 OR MORE 

Q-05 Do you own (or are you buying) your own home? (Circle number) 

1 NO 
2 YES 

Q-06 What type of residence do you live in? (Circle number) 

1 SINGLE-FAMILY HOUSE 
2 TOWNHOUSE/CONDOMINIUM 
3 DUPLEX/TRIPLEX 
4 APARTMENT 
5 MOBILE HOME 
6 OTHER-SPECIFY 

Q-07 What is the total number of persons living in your household? 

Q-06 How many children do you have living in your household in each age group? 

UNDER 6 YEARS OF AGE 
6 TO 13 YEARS OF AGE 
14 TO 19 YEARS OF AGE 

Q-09 What is your gender? (Circle number) 

1 MALE 
2 FEMALE 

Q-10 Which of the following types of credit cards do you have? (Circle as many numbers as apply) 

1 BANK CARDS (MASTERCARD/VISA) 
2 DISCOVER 
3 AMERICAN EXPRESS 
4 GASOLINE CARDS 
5 STORECARDS 
6 OTHER-SPECIFY 
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Q-11 Which of the foUowing categories best describes your household income from all sources, before taxes, in 1991? 
(Circle one number) 

01 LESS THAN $5,000 
02 $ 5,000 TO $ 9,999 
03 $ 10,000 TO $ 14,999 
04 $ 15,000 TO $ 19,999 
05 $20,000 TO $24,999 
06 $25,000 TO $29,999 
07 $ 30,000 TO $ 34,999 
08 $35,000 TO $39,999 
09 $40,000 TO $44,999 
10 $45,000 TO $49,999 
11 $50,000 TO $59,999 
12 $60,000 TO $69,999 
13 $70,000 TO $79,999 
14 $80,000 TO $89,999 
15 $90,000 TO $99,999 
16 $100,000 AND OVER 

Q-12 What is your present marital status? (Circle number) 

1 NEVER MARRIED 
2 MARRIED 
3 DIVORCED 
4 SEPARATED 
5 WIDOWED 

Q-13 How would you describe the present employment status of yourself (and your spouse, if married)? (Circle 
number(s)) 

I TOD 1 I SPOUSE—I 
1 1 EMPLOYED FULL-TIME 
2 2 EMPLOYED PART-TIME 
3 3 UNEMPLOYED 
4 4 RETIRED 
5 5 FULL-TIME HOMEMAKER 

Q-14 How would you best describe the usual occupation of yourself (and your spouse, if married)? (If retired, describe 
the usual occupation before retirement) (Circle only one number in each column) 

I — 7 0 D 1 I SPOUSE I 
' 01 01 BLUE COLLAR/LABOR 

02 02 CRAFTSMAN/TRADESMAN/SKILLED TRADE 
03 03 HOMEMAKER (FULL-TIME) 
04 04 MILITARY 
05 05 OFFICE/CLERICAL 
06 06 PROFESSIONAL (DEGREED) 
07 07 SALESPERSON 
08 08 SERVICE POSmON 
09 09 STUDENT 
10 10 UPPER/MIDDLE MANAGEMENT 
11 11 WHITE COLLAR 
12 12 OTHER-SPECIFY 
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Q-15 Which is the highest level of education that you (and your spouse, if married) have completed? (Circle number($)) 

I — T O D 1 I SPOUSE—I 
01 01 SOME GRADE SCHOOL 
02 02 GRADE SCHOOL 
03 03 SOME HIGH SCHOOL 
04 04 HIGH SCHOOL OR EQUIVALENT 
05 05 SOME COLLEGE 
06 06 VOCATIONAL/TECHNICAL DEGREE 
07 07 TWO-YEAR ASSOCIATES DEGREE 
08 08 FOUR-YEAR BACHELORS DEGREE 
09 09 SOME GRADUATE WORK 
10 10 MASTERS DEGREE 
11 11 DOCTORAL DEGREE 
12 12 POST-DOCTORAL WORK 



275 

Is there anything else you would like to tell us about shopping? If so, please use the space below 
for that purpose. Also, any comments you want to make that you think may help us in future 
efforts to understand what American consumers want from any type of retail store or direct 
marketer will be appreciated in the space below. 

If you want to be entered in a drawing to win one of the four 
$25 U.S. Savings Bonds we are giving away in appreciation to 

respondents, please provide you area code and telephone 
number so that you can be notified if you win the drawing! 

TELEPHONE NUMBER ( ) 

YOUR CONTRIBUTION TO THIS EFFORT IS VERY GREATLY APPRECIATED 
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College of Home Economics 
Department of Merchandising, 

Environmental Design and 
Consumer Economics 

LubbcKk, TX 

March 24, 1992 

Mrs. Jane Doe 
500 Main Street 
Anywhere, USA 00000 

A growing percentage of consumer buying activities now takes place in the home rather than at 
traditional retail store locations. In-home shopping includes buying from a telephone solicitor, 
purchasing from a mail-order catalog, and ordering from a home shopping program found on a 
cable television channel. Currently, we have only limited information about the types of people 
participating in in-home shopping. 

No one better than you can really provide information to market researchers about consumer 
shopping habits. You are one of a very small number of persons that is being asked to provide 
information about shopping in stores and from mail-order catalogs. Your name was drawn in a 
random sample of consumers from the entire United States. So that the results accurately 
represent the activities and thinking of American consumers, it is important that each 
questionnaire be completed and retumed. It is also important that you, the person to whom the 
questionnaire is addressed, is the person that completes the survey. 

You may be assured of complete confidentiality. The questionnaire has an identification number 
for mailing purposes only. This number is necessary so that we may check your name off of the 
mailing list when the questionnaire is returned. Your name will never be placed on the 
questionnaire. 

The results of this research will be made available to retailers and direct marketers throughout the 
United States. If you have been unhappy with mail order or store services or products, this is an 
opportunity for you to provide information that could make shopping easier and more enjoyable. 
Thank you for your assistance. 

Sincerely, 

Deborah Young 
Project Director 

P.S. If you complete and return this survey, your name will be entered into a drawing for one of 
four S25 U.S. Savings Bonds. If you win, you will be notified by telephone and the savings 
bond will be forwarded to you by July 1, 1992. See the back page of the questionnaire for 
more details. 
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ATTENTION! ATTENTION! 

Recently, a questionnaire seeking information about your shopping 
habits was mailed to you. Your name was drawn in a random sample 
of consumers in the U.S. 

If you have already completed and retumed the questionnaire, please 
accept our sincere thanks. If not, please do so today. Because it 
has been sent to a small, but representative sample of consumers, it 
is extremely important that you be included in the study if the 
results are to accurately represent the American consumer. 

If by some chance you did not receive the questionnaire or it got 
misplaced, I will be mailing another one within 2 or 3 weeks. 

Deborah Young 
Project Director 
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College of Home Economics 
Department of Merchandising, 

Environmental Design and 
Consumer Economics 

LuhbcKk, TX 

April 14, 1992 

Mrs. Jane Doe 
500 Main Street 
Anywhere, USA 00000 

About four weeks ago, I wrote to you obtain information about shopping in stores and from mail
order catalogs. As of today, we have not yet received your completed questionnaire. 

Our research unit is conduction this study because we believe that consumer opinions should be 
considered by retailers and direct marketers when forming marketing strategies. 

I am writing to you again because of the significance each questionnaire has to the usefulness of 
this study. Your name was drawn through a scientific sampling process in which every person 
from a database of 27 million national consumers had an equal chance of being selected. This 
means that only 1 out of every 18,000 people in this group are being asked to complete this 
questionnaire. In order for the results of this study to be truly representative of the opinions of 
all American consumers, it is essential that each person in the sample retum their questionnaire. 
As mentioned in my last letter, it is important that you, the person to whom the questionnaire is 
addressed, is the person that completes the survey. 

In the event that your questionnaire has been misplaced, a replacement is enclosed. Your 
cooperation is greatly appreciated. 

Cordially, 

Deborah Young 
Project Director 

P.S. If you complete and retum this survey, your name will be entered into a drawing for one of 
four $25 U.S. Savings Bonds. If you win, you will be notified by telephone and the savings 
bond will be sent to you by July 1,1992. See the back page of the questionnaire for more 
details. 


