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PERCEPTION OF RISK AND RISK REDUCTION METHODS 1IN
WOMEN'S FOOD SHOPPING BEHAVIOUR

In this thesis, perception of risk and risk reduction
methods women face in food shopping will be studied.
Perceived risk is analyzed in four kinds of risk like time,
hazard, -monéy and ego loss and their relation between
demographic and psychographic variables are analysed.
Moreover, the relationship between these variables and risk

reduction methods are also the subject of the study.

The study includes the 1literature review and the field
study which is conducted through a questionnaire. The
interpretation of the computer analysed data is done and

the implications for marketers and acedemicians are

presented.
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KADINLARIN YIYECEK ALISVERISINDE ALGILADIKLARI RISKLER
VE RISK AZALTICI METODLAR

Bu tezde, kadinlarin yiyecek aligveriginde karsilagtiklari
riskler ve kullandiklar: riski azaltici metodlar
incelenmektedir. Algilanan risk, zaman, saglik, para ve
kigisel kayiplar gibi ddrt sinifta analiz edilmektedir ve
bazi1 degigkenlerle olan ligikisi aragtirilmaktadir. Ayni
degigkenlerle, riski azaltici metodlar arasindaki iligkiler
de ¢aligma kapsami i¢indedir.

Caligma, bu konuda yazilmigs olan makaleleri ve anket
araciligiyla yapilmig olan bir saha ¢aligmasini
kapsayacaktir. Kompiiter araciligiyla analiz edilmig veriler
yorumlanacak ve akedemisyenler ile pazarlamacilara olan

katkilari sunulacaktir.
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CHAPTER ONE

I. INTRODUCTION

The master's thesis is on perception of risk and risk
reduction methods that are involved in women's food shopping. The topic
of risk perception is a classical theme in Buyer Behaviour and there
have been many studies conducted related to this topic since it's first

introduction by Bauer.

On the other hand, marketers main target in shopping
behaviour has been females as they are related to food shopping which
includes a maternal role. And as women are being employed by increasing
rates in the society, marketers try to asses their new roles. Many

surveys have been conducted on this issue outside Turkey.

When Bauer first introduced the subject of risk perception in

Consumer Behaviour Science, he introduced it as follows:

"In every buying decision, a consumer attempts to identify
buying goals and to match these goals with product on brand offerings.

Risk may often be perceived by the consumer as a result of one or more

factors.



The consumer may be uncertain about her buying goals, the
consumer may be uncertain as to which purchase (brand, product, model
etc.) will best match or satisfy acceptance levels of buying goals, the
consumer may perceive possible adverse consequences if the purchase is

made and the result is a failure.™

In Turkey where not many studies are conducted on both of
these above subjects, the consumers mainly face two kinds of the risks
mentioned by Bauer. The first is that, they do not know which purchase
will best match or satisfy the levels of buying goals. The second is
that the adverse consequences that the purchase will create. In Turkey,
both of these situations can be faced. The public has began to acquire
strength in consumer protection recently, especially in food shopping,
but we cannot say that females have a real involment with the subject

like a European country or USA.

Cunnigham, in his study operationalized risk as to have two
components; uncertainty and consequences. Uncertainty meant the
subjective perception as perceived by the consumer. Consequences are

related to functional or performance or psychological 50&13.

This skudy is designed to analyse the situation in Turkey,
where the subject of risk perception has started to acquire importance.
There are lots of risks involved in food shopping in Turkey where a
powarfdl official control is almost absent and so many deceit have been
taking place. Therefore it's of crucial importance for the marketers.to
know the remedies to th‘ese risks, Then they will apply the right

strategies for price, product, place and promotional decisions.




This study will be one of the first few, which attempt to
combine perception of risk and female food shopping behaviour in
Turkey. In the first part of the study a literature survey will take
place and in the second part, a field study which is conducted via a
gquestionnaire. The field study aims to find support for the hypotheses
like, if working women perceive higher risks, if the working women
perceive higher money loss, if the women with children exercise more
hazard loss, if non-self confident‘ women exercise more ego-loss, if
. women prefer consumer protective ways of risk reduction methods most,
if risk reduction methods discriminate low risk perceivers from high
risk perceivers and if demographic variables discriminate high risk

perceivers from low risk perceivers.

For this reason the data will be analysed through computer
programs like frequency  distributions, cross tabulations and
discriminant analysis. The interpretations will be done in such a way
to provide recommendations for future studies and marketers.

The organization of the chapters is as follows:

—Chapter II, will introduce the previous studies on

perceptual risk and female food shopping behaviour,
—Chapter III, will present research design and findings,

~In chapter IV, implications and interpretations will be

discussed.



CHAPTER TWO

II. THEORETICAL BACKGROUND OF THE STUDY: A Review of Conceptual and
Emprical Studies.

In this chapter, previous studies will be introduced under
two main topics: Perceptual risk and female food shopping behaviour. A

chronological order will be kept in the introduction of these articles.

Under the first topic, 22 articles conceptualizing, measuring
or theorizing perceived risk will be reviewed. A subclassification of
the studies which started with Bauer and reached to 1983 have been made

as follows:

1. Studies which are aiming at conceptualizing and modeling risk

perception;
2. Studies on risk reduction methods; and finally,

3. Studies on personal influences on risk perception.

Under the second topic, studies on female food shopping behaviour

will be reviewed.



2.1 Studies Related to Perceptual Risk:

2.1.1 Studies on Conceptualizing and Theorizing Risk:

In this section, 14 articles related to the above topic are

reviewed.

Bauer, in his classical article titled, " Consumer Behaviour
as Risk Taking, " (1) introduced the risk concept to the marketing
science by defining the issue as a new fad in marketing research. He
defined risk as the action of the consumer that will produce
consequences which he cannot anticipate with anything approximating to
certainty and some of which are likely to be unpleasant. There were
lots of alternative uses related to the consumers financial resources
and he said as the ticket of the purchase largened, perception of risk
increased. Moreover he pointed out the relationship between
brand-loyalty and the degree of risk, personal influence and group
influence as methods to decrease perceived risk. Bauer also explained
the fact that pe?ceived risk was a subjective phenomenon. Therefore, it
was expected that different people would use different methods to get
rid of it. Information seeking behaviour also appeared to be one of the

most possible ways of reducing risk.

(1) Bauer, R., "Consumer Behaviour as Risk Taking," in Classics
in Consumer Behaviour, Boone, L.E. (Oklahoma: Petroleum
Publishing Co., 1976), pp. 88-97.



Bauer's wish of having many studies to follow his, has come

true, because as we see, there are many studies made in this field of
research.

Cunnigham (1967) in his piece of work titled, "The Major
Dimensions of Perceived Risk, " (2) defined perceived risk in two
components: Uncertainty and Consequences. The two questions utilized as

a measure of perceived risk were:

(a) Would you say that you're very certain, usually certain,
sometimes certain, almost never certain that a brand of
product you haven't tried will work as well as your present
brand?

Following this question which was related to uncertainty
variable, the second one which was related to cansequences

variable was:

(b) Compared to your existing product, would you say that
there's a great deal of danger, some danger, not much

danger, no danger in trying a brand you'e never used before?

(2) Cunnmigham, 8., " The Major Dimensions of Perceived Risk",

in

Risk Taking and Information Handling in Consumer Behaviour,

Cox, D.F. (Boston: Harvard University, 1967) pp. 9-19.



This study was a telephone survey made on 1200 housewives on
frequently purchased items and it was found that risk differed for
different product classes. Amoung product categories 1like headache
remedy, fabric softener, dry spaghetti, the first made the higher

frequency in high risk.

Moreover in the study the author tried to generalize the
issues for risky behaviour. Some demographics, self-confidence
variable, informal social contacts, sources of new product information,
length of product use, trial of new products and rate of usage clearly

influenced risky behaviour.

All of the findings suggested that perceived risk was a
product-specific phenomenon and the content and composition of
perceived risk could be ‘understood in terms of specific product
category. Moreover, the perception of risk was found to be unique to

each individual.

Cunnigham's measure of risk was employed in the field study

which was carried in the context of this master's thesis.

Cox and Rich (1967) studied telephone shopping (3) in terms
of risk behaviour in their study, "Perceived Risk and Consumer Decision
Making-The Case of Telephone Shopping”. Telephone shopping was defined
as the easiest and most Eonvenient mode of shopping ever developed.
This study was conducted in New-York and Cleveland and women didn't
agree in their perceptions of risk in these two cities. The authors

tried to explain the reason in this article.

(3) Cox D.F., Rich S.U. "Perceived Risk and Consumer Decision
Making-The Case of Telephone Shopping”. In Risk Taking and
Information Handling in Consumer Behaviour, Cox D.F. (Boston:
Harvard University, 1967) pp. 487-507.




Perceived risk which was created by phone shopping is found
to be the element deterring as the customer had a very limited scope of
risk reduction strategies. In fact the only one, if existed, was the

information provided by a telephone order clerk.

In the study, the element of risk-uncertainty was expressed
to fesult from the product, the brand, place of purchase and mode of
rurchase and the amount of risk basicly be a function of amount at
stake and the feeling of subjective certainty. And the losses inherent
were referred as financial 1loss, time 1loss, ego loss and non '-

achievement of buying goals.

In the article, strategies of risk reduction were also
touched upon. The two basic ways for reducing risk were either to do
something to increase the certainty of the prediction of probable
consequences of her decision or to do something to reduce the amount at

stake.

Within the context of this study, a survey has been conducted
in 52 department and specialty stores. The determinants of telephone

shopping and the types of mechandise ordered by telephone were studied.

A list of findings for the above research are as follows:

(a) The role of advertisements as sources of information was
significant. Therefore the clerks should be reliable and

tell about éize, brand, color and identification number.

(b) The factors to reduce risk in telephone shopping were;
better informed telephone clerks, ability to talk to
selling department when desired, more accurate order

filing, and lastly better packaging and delivery.



(c) The best prospects for telephone shopping turned out to
be the women in the middle-higher income groups who lived
in suburbs and had young children at home. They liked to
shop quickly, involved in outdoor activities, and were

also good-in-store shoppers.

Cunningham in his study, "Perceived Risk and Brand Loyalty",
(4) demonstrated a strong positive relationship between perceived risk

and perceived brand committment. The measures were derived from the two

following éuestions:

(a) Do you regularly switch around or buy the same brand of

headache remedy (fabric softener, dry spaghetti)?

(b) What would you do if your present brand of headache
remedy (fabric softener, dry spaghetti) was out of
stock-buy another brand, go to another store, or wait
until the nex trip? Those who were high in perceived
brand committment were those claiming to buy regularly
the same brand and would also go to another shop or wait
until the next trip if they were unable to get their

preseéent brand.

(4) Cunnigham, S., "Perceived Risk and Brand Loyalty", in Risk
Taking and Information Handling in Consumer Behaviour, Cox
D.F. (Boston: Harvard University, 1967) 458-476.
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As to the findings of the study, perceived brand committment
appeared to be related to the type of risk perceived by the
respondents, the more the serious type of risk, the higher the
probability of brand loyalty. In addition, perceived risk was, in some
respects related to the rationale for switching brands given by those
claiming to be brand switchers. For instance, low perceived risk
consumers were more likely to cite curiosity as a reason for s&itching

brands of fabric softeners; high risk consumers were more likely to

switch in search of a better brand.

It was also found out that relationship between perceived
risk and brand 1loyalty was not a simple one. Although the
high-to-medium risk perceivers were slower to adopt a new brand, after
several months they were more likely to try it possibly in search for a
better brand. After several more months, however they tended to revert
to their established brands. When the market was stable (in absence of

new brands), they were likely to remain loyal.

All of the above articles, which can be considered as
introductory studies, suggested measures of perception of risk. They

also showed that risk was a product and individual specific phenomenon.

Spence H., Engel J.M. and Blackwell R., (1970) in their study
"perceived Risk in Mail Order and Retail Store Buying®", (5)
investigated differences in risk perception between buying from a store
and/or salesman. They found for 20 products that they studied,
consumers perceived more risk in the mail order situation than in
store/salesman situation., The relationships between perceived risk and

selected socioeconomic variables were examined.

(5) Spence H., Engel J.M., Blackwell R., " Perceived Risk and
Retail Store Buying," Journal of Marketing Research, Vol. VII
pp. 364-369, August 1970
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This study had similarity with Cox and Rich study related to
telephone shopping. (6) The uncertainty generated by an inability to
examine the item and to interact with the seller, in other words, might
be sufficiently great to cause many shoppers to avoid buying by mail.
This hypothesis and demogrophics were tested in low and high risk
bearing situations. The primary product was a supplementary
hospitalization insurance plan. A quasi-experimental field study was

conducted with in-home interviews.

This study differed from Cox and Rick study, by attempting to
measure the level of pefceived risk in two buying situations, not the
amount of risk the individual sees in a specific buying situation. So
the risk scale was changed to serve the objectives of this study,
levels of risk for each buying situation were asked and differences
between scores in the two buying situations for a particular product

were computed. Findings were as follows:
(a) The hypothesis that people perceive more risk in the act
of buying by mail was confirmed; and

(b) An ‘inverse relationship between income and education and

level of perceived risk was found.

(6) Cox, D., Rich §., "Perceived Risk and Consumer Decision
Making-The Case of Phone Shopping," in Risk Taking and
Information Handling in Consumer Behaviour, Cox D.F.

(Boston:Harvard University 1967) pp.487-507.
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In Shiffman, L.G. (1972) study of, "Perceived Risk in New
Product Trial by Elderly Customers," (7) perceived risk and perceived
error tolerance were the focus of attention in elderly costomers'
decision making  process. Error tolerance was operationalized
complementary to perceived risk because it was designed to measure
general risk handling with respect to new products with a broad

category.
The hypotheses tested in the study were:
(a) Trial of a specific new product will vary inversely with
the degree of perceived risk; and
(b) Trial of a specific new product will be greater than for

those who prefer an inclusion strategy than those who

prefer exclusion. N

The sample was a community of geriatrics who lived in a
12-flat appartment house. The product was a new salt-substitute. In the

study, the emphasis was on risk kinds of taste and health risk.

t

(7) Schiffman, L.G., " Perceived Risk in New Product Trial by
Elderly Customers," Journal of Marketing Research, Vol.9,
pp. 106-108, February 1972.




The findings were as follows:

(a) In the case of perceived risk and trial the author found
that there was a strong 1inverse association between
perceived taste risk and trial. In the case of perceived
health risk this inverse association was even stronger;

%

ana

'+ (b) There was no stroug association between perceived risk
variables and the perceived error tolerance variable.
This indicated thal each risk variable measured a
different aspect of perceived risk, but tolerance
variable was a unique dimension of consumer risk. And the
variable of perceived error tolerance measured consistent
consumer preference for either as inclusion or exclusion
strategy. For marketing management, the perceived error
tolerance variable might serve as a means of identifying
innovator consumers who maintained a consistent risk
strategy of inclusion for products within a given

category.

‘ Hisrich R., Dornoff R., Kernan J. (1972), in order to test
the relationship of the perceived risk construct with store patronage,‘
conducted personal interviews with 300 households which were randomly
selected {rom teiéphone directory. The name of the study was "Perceived
R sk iq Store Selection".(8) The questionnaire employed items which
mcas red perceived risk, general self-confidence, specific

self-.unfidence, information cceking and repeat patronage.

(8) Hisrich, R., Dornoff, R., Kernan J., "Perceived Risk in store
" Selection," Journal of Marketing Research Vol.9, pp. 435-439,
November 1972.
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The data suggested weak to moderate (though statistically
significaht) relationships between risk and confidence, risk and
information seeking. For each product (carpeting, furniture,
draperies), consumers' self-esteemed and their self-assesed ability to
choose a store in which to buy seemed to bear on how much risk they
perceived was studied. Similarly, the amount of this perceived risk
suggested the extent to which information seeking occured. It's also
suggeéted by the data that the relationship, between general
seif—confidence and risk, are consistently weaker than those between

specific self-confidence and perceived risk.

This study suggested that for the kinds of acquisitions
considered (draperies, furniture and carpeting), it was possible to
measure the risk consumers perceived in store selection. If there was
any validity to the notion that performance or psychosocial risk of a
product was transferable to the retail stores that sold it, then such a
transfer would seem most 1likely for products low in brand
identification. In this case, the store became a product of sorts and
apparently was susceptible to the same kind of risk handling analysis

typically accorded by products. (9)

Bettman's (1973) primary concern in his article titled
Perceived Risk and Its Components: A Model and Emprical Test, (10) was
to create a theoretical model and measurement system for perceived risk
and its components. A distinction was made between handled risk and
inherent risk. Inherent risk is the latent risk that the product class
is able to arouse. Handled risk is the amount of conflict that the
product class is able to arouse when the buyer chooses a brand from the

product class.

(9) Directly taken from the text.

(10) Bettman, J.R., "Peiceived Risk and its Components: A Model
and Emprical Test,"” Journal of Marketing Research Vol.X.
pp. 184-190, May 1973
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The study was done with 123 housewives in the married
students complex in UCLA. The product types included were: paper
towels, dry spaghetti, furniture polish, toothpaste, beer, instant

coffee, aspirin, margarine and fabric softener. The hypotheses tested

were;

(a) Inherent risk for a product c¢lass would increase with
variation in perceived product quality, importance of the
brand choice far a product class, the perceived price

paid when a bt ind from the product class was purchased;

(b) Inherent risk for a product class would decrease with,
the som: of acceptable set of brands in terms of quality,

and the mean level of quality for product class,

(c) Handled risk for a product class would increase with
inherent risk for the product class and decrease with
amount of useful information, confidence with Lhe
information and mean familiarity with the product within

the product class.

As a result of the study, the hypothesized models were
supported reasonably well by Lhe data, except for the perceived price
paid variable within the models. For inherent risk models, importance

turncd out to be a dominant variable.

In the article named "The Role of Risk in Consumer
Bebaviour," J. Taylor (1974) atlempted to construct a comprehensive
theory of risk taking in consumer behaviour by specifying the principal

concepts involved and the interrclationship between the concepts. (11)

(11) Taylor, J.R., "The Role of Risk in Consumer Behaviour,”
Journal of Marketing Research Vol.38 pp. 54-60, April 1974
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In addition, some of the research relevant to these concepts

.. ir-izrrelations are preseni>d. This model can be represented by the
I A Al:q{"am‘;‘

'FIGURF-2.1 RTSK TAK1™ * TN _CONSUMER BEHAVIOUR

I Choice

Uncertainty

| Perceived Risk

!

W.N._u§4 Anxiety l

Generalized Specific

Self Esteem Self Esteem.

‘ Development of Risk Reducing Strategies ‘

¥ {

Uncertainty about Uncertainty about
Outcome L Consequences
¢ —_— ‘l - l . \ &
t Deveho/Social Functional/ Psycho/Social Functional/
b ‘ »
i ; {203 | Economic Luss Loss Economic Loss
U R U -
: i . } [ ]
; R N ¥
( dlce L\ ‘ Reduce
'ogecertair'y | \\\\ » 7| Consequences
[ - -
L~
R "&..__ e o /\ l -
: - N
Acquire and - ~ Reduce Amount
e ~N
Handle info at Stake
Rt T

\ Decision to Buy \

Source: Article



-17 -

Choice 1is a personality variable which arises when the

.rexess of  the possibility of willfull action brings with it an

ade. 7o !:rg“of tlc fact of choice and the responsibility thereby.
"ﬂx'ntg’ar':' with Lhis confrontation of freedom in that the agent who
Lot gé.“_ aad whe hos no guurartee of the final outcome, must also
é:; 5 - 1 »:,asibiliiyl of his choice. Personal variables of
?g.]‘ }i~<‘ g 1f-cote nocad :Le;' 1c -self esteem were also included in
;*_!5mc;_l"tu e¢15m4‘c Lheic ¢...cl on risk reduction strategies.

xeiuc1n£ yn;:rtaixty .y bandliug infcrmation and reducing consequences
%yyaecr;;;ing‘thgiémuunt at stake or put off, all helped the decision
togguy to reaiize.‘ J
PR
: Taylor stated that this theory was easy to put into operation
anl subject to emprical validation by measuring self confidence in
relation to choice of the product category, measuring perceived risk in
product category choice, measuring type of loss associated with product
category, measuring perceived risk in brand choice, measuring
preferences for various risk reduction strategies, measuring the
approximate size of groups of consumers with common characteristics in
pxrception of risk, self confidence land preferred risk reducing
'rateries for use in evaluating cost/effectiveness of various

LoLtatio» Aesisions.

1 Lo :

3

11 "ty perticilar nastore thesis, the survey includes all of
R vy - ' '
Povalb oy .t «.tept the 1 <t nne, namely, measuring the approximate
i: Je  _cowi'ioo won el <act ristics and measure of cost.

Z.';H L ‘ '
In Peter  J.P. and Ryan, M.J. (1976) "An Investigation of
Percoived Rivk 4l the Brand 1 :wel," four basic assumptions were

o .
involved in the conceptual framcework:



(a) Products and brands have no value to the consumer other

than the services they perform;

(b) At the moment of purchase, the consumer makes a rational
decision based on his expectations of services offered by

the product and brand;

(c) Brands in the product class have consumer perceivable
differences and these differences are salient to the

consumer; and

(d) In this initial framework it's assumed that consumers are
risk averse and select brands on the basis of minimizing

expected losses.

This was an explanatory study (12) and data were collected
from a sample of 217 juniors and seniors at a university. The product
tested was automobile. Of the total sample 86 per cent reported owning
automobiles and 56 per cent planning to buy one. Brand preference was
operationalized with a single seven point item for each brand, on which

the subjects compared the brand being studied with all other brands in
the study.

The results of the study suggested that probability of loss
was in fact a handled risk phenomenon and that importance of loss waé
an inherent 1635 phenomenon. Also the study gave a notion that
importance of losses might be a wuseful segmentation variable. The
finding of importance of loss as an inherent 1loss phenomenon had
implicﬁtions for promotional studies, like the ones that are aimed at
changing or reinforcing perceived risk because most advertising

campaigns emphasized selective demand stimulation.

(12) Peter J.V., Ryan M.J., "An Investigation of Perceived Risk at
the Brand Level," Journal of Marketing Research Vol.XIII. pp.
184-188, May 1976
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Dash J.F., Schiffman L.G., Berenson C,. (1976) in their study
"Risk, Personality Related Dimensions of Store Choice," (13) aimed to
_investigate how three risk perception variables, self-confidence,
perceived product risk and product importance affect store choice for
two groups of shoppers: Those who purchased audio equipment from a
specialty store and those who purchased similar products from a

department store.

A risk-perception-store choice paradigm can show the studied

relation better.

FIGURE:2-2 RISK PERCEPTION STORE-CHOICE PARADIGM

Self Confidence Specialty Store
Generalized and o .More self-confidence
Product specific .Less perceived product risk

.More product importance

Perceived Product } The “T‘

M SN - VRS CWEERNEEr EEENY <SS ~SE
Risk |Product|

[ WU ——— |

Department Store

.Less self-confidence

Product Importance .More perceived product risk

.Less product importance

Source: Article

(13) Dash, J.F., Schiffman, L.G., Berenson C., '"Risk, Personality
Related Dimensions of Store Choice,” Journal of Marketing,
Vol.40, pp. 32-39 January 1976
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This study was realized with the assistance of two competing
California retail chains. The names and addresses of potential
respondents were obtained from cash and credit sales records. The final

list of 772 customers, 468 from specialty stores customers and, 304

from department store customers were restricted to;
(a) Those who purchased at recent 2 months period; and
(b) Those who purchased equipment for more than $ 100 price.

The results of this study showed that specialty store
customers, were more self confident, perceived less risk and considered
the product area to be of greater importance. This study also showed
that both general and specific self confidence were related to product

risk.

As the idea to obtained from the above article, in the
masters thesis general self-confidence was employed as a personality

variable.

Bloch P.H., Richins M.L. (1983) in their paper. titled, *“A
Theoretical Model for the Study of Product Importance Perceptions,"
(14) tried to develop a theoretical model including perceptions for
product importance, levels of product involvements and task

involvements.

(14) Bloch P.H., Richins M.L."A Theoretical Model for The Study of
Product Perceptions," Journal of Marketing, Vol.47 pp. 68-81,

Summer 1983
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The following figure provides a graphical summary of the

variables reviewed in the paper and their relationships:

FIGURE:2-3: A MODEL OF PRODUCT IMPORTANCE

Enduring
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Importance > Involvment Responses
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Product
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~-Dependency

Uncertainty

Situation Perceived Risk

Source: Article
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Reading from left to right, product meaning and consumer
characteristics influenced long term perceptions of product importance.
Enduring importance perceptions are then translated into lasting
feelings of involvement or interest in the product class. Product
involvement motivates attitudinal and behavioral responses that are

independent of purchase decision making and are called ongoing

responses. “~

Constructs pertaining to instrumental importance are shown
below the dotted line. The flow here is some what more complex than
enduring importance. Here instrumental importance is allied to the
amount at stake component of perceived risk and importance of purchase.
In the bottom, the instrumental importance and uncertainty are the two
components of perceived risk and perception of risk leads to temporary

fellings of involvement with the product class and the purchase task.

In all of these studies reviewed so far, the writers tried to
create their own models which were similar to each other in terms of
comcepts 1like risk, risk reduction methods, general and specific

self-confidence, general self-confidence and anxiety. In most of them,

the interrelations between these concepts were also theorized.

In the following study, titled " Cross-National Study of
Percerved Risk," by Hoover, Green and Seagert (1978) (15). The concepts

were séudied in USA and Mexico.

(15) Hoover, Green, Seagert, "Cross National Study of Perceived
Risk," Journal of Marketing, pp. 102-108, July 1978
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All the studies reviewed so far showed that a relationship
existed between perceived risk and purchasing behaviour, however all of
these supporting studies were made in USA, that when the same theories
and observations were applied to other countries one had to be aware of
the fact that there were differences in dimensions as economics,
education, income, mobility and channels. Some of the theories of

consumer behaviour seemed to be highly culture bound, while the others
were applicable across cultures.

The study which was conducted in Mexico and USA had to
objectives:

(a) To test the level of perceived risk associated with three

common consumer products; and

(b) To determine the extend of similarity of brand

loyalty/perceived risk relation in two countries.

The measure of perceived risk used in the study was a two way

question:

(a) Would you say that there's danger in trying a brand of

the product you've never used? Response categories were

a great deal, some, not much and no danger.

(b) Would you say that you're certain that a brand of the
product you haven't tried before will work as well as
your present brand? Response categories were always,

sometimes, seldom, never.

The translation of these questions, of which the first was
related to uncertainty and the latter was to consequency element of

risk, were done by repeat feedback method.
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The study indicated that for three products USA sample
exhibits a strong though non-linear positive relationship between
perceived risk and brand loyalty. In each case Mexican sample indicated

lower levels of perceived risk and higher brand loyalty.

2.1.2 Studies Related to Risk Reduction:

In this part,’ four studies related to risk reduction

strategies will be reviewed.

Locander and Hermann, in their study "The Effect of Self
Confidence and Anxiety on Information Seeking in Consumer Risk
Reduction”, (1979) analyzed the effect of confidence and anxiety on

information seeking. (16)
The hypotheses tested were:

(a) General self-confidence wasn't related significantly to

the information seeking measures;

(b) Specific self-confidence was related significantly to the

tendency to reduce risk by information seeking;

(16) Locander and Hermann, "The Effect of Self-Confidence and
Anxiety on Information Seeking in Consumer Risk Reductiop‘"
Journal of Marketing Research, Vol. XVI.pp. 268-274, May 1979
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(c) Both of the above would be related significantly to the
information seeking; and

(d) Trait anxiety will have significant effect on explaining
information seeking.

In the study the measure of scale was Taylof's anxiety scale.
The ways how consumers try to seek information to satisfy a particular
need were impersonal advocate, which was reading magazine
advertisements, reading newspaper, listening radio ‘commercials,

watching TV commercials, or 1looking at point of purchase displays;

impersonal independent which were checking consumer reports and trying
to find technical report on products; personal advocate which was
asking clerks and manager's opinion; personal independent which was
trying to remember what a friend or neighbour uses,vasking opinion of
faTily members and close fbiends; and Direct Observation/Experience
which were experiencing product demonstrations, relying on past product

experience, trying product before buying, reading information on the
package of the product.

The research was conducted with adult suburbans who lived in
Houston, Texas. All the respondents were asked to project their
information seeking pattern according to above mentioned sources.
Moreover the individual differences of anxiety and specific/general
self confidence were analysed. The findings of the data which was

analysed by MANOVA were as follows:

(a) Hl was accepted;

(b) H2 was accepted;

BOGAZIC) UNVERSITES! KUTUPRARES
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(d)
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H3 was rejected because for only 2 products tried had

effect on information seeking behaviour; and

Anxiety proved to be important only for one product,

after shave cologne, in information seeking behaviour.

Shimp and Bearden, (1972) 1in "Warranty Effect on the

Consumers' Risk Perceptions,” (17) manipulated warranty quality,

warrantor reputation and price in 5 different experiments. The products

in question were innovative products.

The

(a)

(b)

(c)

(d)

following hypotheses were tested in the study:

The higher the perceived warranty quality, the less the

perceived risk associated with an innovative product;

The higher the price, less the perceived performance risk

associsted with innovative product;

The higher the price, the greater the financial risk

associated with the product; and

The more favorable a warrontor's reputation was perceived
to be the, less financial and performance risk associated

with the innovative products.

(17) Shimp and Bearden, "Warranty Effect on the Consumers' Risk
Perceptions,” (Source: Not available).
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The study was carried on both student and non-student
environment with three levels of warranty quality at three price

levels. The findings of the study were as follows:

(a) When warranty quality increased financial risk decreased

more significantly than performance risk;

(b) Price didn't prove to be a significant variable for risk

reducing mechanism; and

(c) A highly reputable warrantor should lessen the perceived
financial and performance risk, but it wasn't enough
powerful to allay the risk associated with innovative

products.

The above study generated two intresting findings. One was
that an. outstanding‘ warranty appeared capable of reducing consumers
perceptions of potential financial risk. This suggested that perceived
warranty quality might generally perform an instrumental role in
allaeying consumer's perceptions of the inherent financial risk in

purchasing innovative product.

Undoubtedly the most famous article which was written on this
subject is Roselius' article (1972), "“Consumer Rankings of Risk

Reduction Methods,* (18).

According to Roselius, buyers often faced the dilemna of
wanting to purchase a product, yet they hesitated to buy because it
involved taking the risk of suffering of some kind of loss. Therefore

the consumer could use a variety of methods to reduce the loss.

(18) Roselius, T., "Consumer Rankings of Risk Reduction Methods,"
Journal of Marketing, Vol. 25. pp. 56-61, January 1971
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When a buyer perceived risk he could:

(a) Reduce perceived risk by either decreasing the
probability that the product would fall or by reducing

the severity of real or imagined loss suffered if the

purchase failed;

(b) He could shift from one type of perceiVed loss to one for

which he had more tolerance;
(¢c) He could postpone the purchase; and
(d) He could make the purchase and absorb the unresolved risk.

The seller faced a trade off between the cost of offering a
risk reliever so he will know which reliever will be helpful for

different kinds of losses.

Data for the study were derived from responses of 472
housewives by a written questionnaire mailed to 1400 housewives. Risk
relievers and the kinds of risks were matched in the questions using a
helpfullness scale. The relievers presented were, endorsements, brand
loyalty, major brand image; private testing; store image; free sample;
money back guarantee; goverment testing; shopping around; buying the
most expensive model and word of mouth communication. The losses in
questién were time, hazard, ego and money losses. |

1

A statistical method called net favorable percentage was used

to rank relievers for each kind of loss.
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Findings were as follows:

(a) Brand loyalty and major brand image evoked the most

consistently favorable response for all kinds of loss;

(b) Store image, shopping, free sample, word of mouth,
government testing generally evoked a neutral or slightly

favorable response, for all categories, except hazard

loss;

(¢) Endorsement, money back guarantee and private testing

were slightly unfavorable or neutral at best;

(d) Buying the most expensive model was the least favored

strategy; and

(e) The high-risk perceivers agreed that; Major brand image
was helpful except hazard loss, Store-image was equally
helpfull for all losses, Free-sample was helpfull fdr
money and time loss, Word-of-mouth was helpfull for all
kinds of losses except, hazard loss, Government testing
was equally helpfull for all losses,but more helpfull for

hazard loss.

This article has & very important role in the design of the

particular masters thesis. The kinds of losses, time, hazard, money and
t

ego loss and risk reduction methods are derived from this article’ and

manipulated for the purpose of usage for Turkish sample.
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The last study to be reviewed under this caption, belongs to

Biehal, G. (1983), "Consumers' Prior Experiences and Perceptions in
Auto Repair Choice ".(19)

This 1is a survey in which information for auto repair

services and its determining factors were searched.

The author included four reasons for low levels of
information search: k

(a) Consumers might not perceive information as easily

obtainable, hence, did not try to get it;

(b) Consumers might perceive information as available but did
not obtain because they didn't know how to use it to make

a choice;

(c) Information search might be low because consumers did not

think they needed it and; .

(d) Consumers might not care, the decision was a low

involvement one.

The possibility that prior experiences affected information
search was the focus of the research. It tried to asses how prior
experiences stéred in memory affected information search in the
consumer’'s outside environment (externsl search) and how those stored

experiences were used in the memory (internal search).

¥

(19) Biehal, G, "Consumers' Prior Experiences and Perceptions in
Auto Repair Choice,” Journal of Marketing, Vol. 47. pp.
82-91, Summer 1983
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This was done in a service context-auto repair-as opposed to
one in durables. The amount of search, the dimensions of repair
companies that were considered, the information sources used and types

of information obtained from each source were the variables of interest

in the study. Two regression models were used to identify variables

that were significant predictors of internal and external search, one

variable being a measure of prior information in memory.

The results of the study, which included 230 households, were

like; sizable percentage of respondents expressed dissatisfaction

because of the need for return visits. Satisfaction increased with

external search and with the number of times the repair company has
been used previously.

The study demonstrated the importance of prior experiences in
decision making. Approximately half of the respondents reported that
they knew right away the company they would choose. But the general
influence of 1individual difference variables on search was not very
strong in the study. Age was associated with decreased external
research and women reported delibrating more than men, but income and

education were not cleary related to the search.

Two major conclusions were appropriate to the study:

(a) Future search needed to examine more fully to consumers’

service decisions and;

(b) Future search needed to incorporate more fully to
consumers prior information and- its use in studies of

search behaviour and satisfaction.

The relation between prior experience and perceptions are
congsidered to be in the same direction with perception of risk thus

decrease it.
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2.1.3 Studies Related to Personal Influences on Risk Perceptions:

In this part, four studies related to influences on risk

perceptions will be reviewed.

Arndt J., in his article (1968), »word of Mouth Advertising
and Perceived Risk,"(20) reported the relations between advertising and
perceived risk by a survey. Up to this time, word-of-mouth advertising
was one customer talking to another about a product or service, had
been thought of as an almost mysterious force, whose effects were taken

for granted.

The sample consisted of wives 1living in a University
operated-housing complex for married students located in Cambridge.
Each wife was mailed a 55 ¢ coupon and a letter inviting her to buy a
new brand of coffee, Perky. The coupons which had to be redeemed in 16
days were given numbers to identify buyers. At closing time every day
coupons were collected. Sixteen days after Perky was introduced

structured interview was conducted with each respondent.

The hypotheses that the high risk group would be particulary
likely to report having received comments about Perky wasn't supported

by the data.

(20) Arndt, J., "Word of Mouth Advertising and Perceived Risk," in
Perspectives in Consumer Behaviour, Kassarjian H.H.
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As a result of the study the low-risk perceivers were
revealed to have more friends, therefore more opportunity to talk about
Perky. Another reason for why high risk perceivers didn't appear to
engage in word-of-mouth conversation was their brand-loyalty. Not only
the consumers who seeked information seemed more responsive to it, but
also those high in perceived risk seemed to be particularly responsive
to information they seeked in comparison with information offered to
them. The study has proved that information seeking was important to
those who were high risk perceivers. They were more likely to seek

information and were more likely to respond to information that they

have sought.

The study also supported the common-sense hypothesis that the

leaders would be lower in perceived risk than the non-leaders.

The second article reviewed belongs to Perry M. and Hamm C.
(1969) and is titled, "Canonical Analysis of Relations Between

Socioeconomic Risk and Personal Influence in Purchase Decisions" (21)

‘ This - article reported a study that investigated the
relationship between the importance of personal infiuence as an-
information source and the degree of risk in 25 purchase decisions. The
hypothesis tested stated that the higher the economic risk involved the

greater the importance of personal influence as compared with other

sources of influence.

(21) Perry, M., and Hamm, C., "Canonical Analysis of Relations
Between Socioeconomic Risk and Personal Influence in Purchase
Decisions," Journal of Marketing Research, Vol. 6 pp. 351-354

August 1969.
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The sample was 101 male Oklahoma State University
under-graduates. They were given a questionnaire that asked them to
rate the socioeconomic risk and interpersonal influence. The social
risk rate was defined as how the purchase decision will affect the
opinion of other people. On the other hand, economic risk was defined
by how the purchase would affect the individual's ability to make other
purchases. So it has been related to price of product, individual

income, ability to pay and alternative uses of money.

In the present case, the store of risk and influence indexes
for each of the 25 products were computed on each purchase separately,
using the individual's scores for that purchase alone. The purpose of
this procedure was to find the a and b weights that would maximize the
canonical correlation for each of the 25 purchases. The canonical
analysis provided an opportunity to examine, besides the rank order of
all products, the relation between risk and influence for each product
separetely.

|

As a result of this study, men's cologne scored the highest

risk, where as color TV set was found to have social risk related with

it. With respect to personal influence, no significant pattern has been

found.

The findings suggested that promotional strategies in the
high?risk purchases situation should try to reach the consumers through
personal channel (opinion leaders, word-of-mouth) rather than general

media. They should also emphasize the social benefits of the purchase

more than economic¢ ones.
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The third article related to this subject belonged to

Olshavsky and Miller. (1972) was titled "Consumer Expectations, Product
Performance and Perceived Quality". (22)

The study investigated the effects of disconformation of
expectancy for a product in both negative and positive directions under
controlled laboratory conditions. Two levels of expectation and two of
product performance created four conditions: high expectation high
performance; high expectation-low performance; 1low expectation-high
performance; low expectations-low performance. The predictions involved
in the study were based on congruity balance models and dissonance
theory. These were the thories of consumer behaviour for attitudes
which were mainly derived from social psychology.

The study design included 100 male volunteers from
undergraduate marketing classes. Each subject received money for their
participation. The study was a 2 x 2 factorial design with high and low
levels both for expectation and performance. The product in question

was a tape recorder of a reel tape.

As a result, the two hypotheses were confirmed, that was the
suggestion that both overstatement and understatement should result in

unfavorable products evaluation was supported.

(22) Olshavsky R.W., Miller J,A, "Consumer Expectations, Product
Performance and Perceived Quality,” Journal of Marketing
Research, Vol. 9 pp. 19-21 February 1972.
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At the end of the study, the authors also stated that while
business ethics and consumerism might clearly direct the promoter to
make realistic claims for his product, the results here suggested that
overstating the quality of a complex, multidimensional product
apperantly contributed to a more favorable evaluation and

understatement to a less favorable evaluation.

This study will help the decisions on risk reduction methods
by assuming that both under and overstatement of these methods can have

unfavorable results on the consumers.

Woodside A.G., (1972) in ‘his study, " Informal Group
Influence on Risk Taking" (23) tried to measure the effect of informal
groups to create a shifty behaviour on the consumer. The following
vhypotheses concerning shifts in willingness to take risk were tested in

this study:

(a) Consumers acting as a group are more willing to choose
riskier and potentially more beneficial product

alternatives after group discussion than before it;

(b) Consumers, acting individually after group discussion are
more willing to <choose riskier and potentially more

beneficial product alternatives than before it.

(23) Woodside, A.G., "Informal Group Influence on Risk Taking,”
Journal of Marketing Research, Vol. 9 pp. 223-225 May 1972.
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Fifty-six housewives participated in the experiment. A
hypotethical consumer-risk taking instrument was developed to determine

the perceived risk levels Ffor specific purchase situations. The

housewives answered the risk-taking instrument for two times: before

discussion after discussion. And the change in housewives willingness

to take risk in the product situations was measured as the difference
between before and after discussion scores on the risk taking
instrument. A positive result indicated as increase in the willingness

to take risk gnd vice versa. All the answers for eight products were
summed for each individual. ‘

As a result, the first hypothesis was supported. Older women
who were older than 50, seemed more apprehensive of the risky product
choices and didn't participate in discussions. The second hypothesis
was also supported and young housewives appeared to have covertly

accepted the overt group decision change toward risk taking.

The study indicates that the risky-shift phenomenon found in
social psychology studies may also exist in consumer-related product
decision making. It can be said that a risk-reduction process or
neutrilizing process of disagreeable group judgements that unwise

decisions were made wasn't supported. (24)

All of the above reviewed studies, contributed to the
particular masters thesis by theorizing risk, risk reduction methods,
and personal influences on risk. They covered a period of time between

1967 and 1983 and indicated the evolution of risk concept clearly.

i

(24) This article has been questioned by Reingen and Woodside has
redefended his article; in Journal of Marketing Research,
Vol.XI pp. 223-226 May 1974.
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2.2. Studies Related to Female Food Shopping Behaviour:

In this section some selected studies on female
characteristics as they are related to food shopping behaviour and

patterns will be reviewed. The number of the articles that will be

reviewed are seven.

In the following pragraphs, articles conceptualizing the

changing female role in the market place will be reviewed first.

Mec Call, S.H. in her article (1977) named "Meet The
Workwife,"” (25) investigated how the women changed as they started

working.

The marketers insisted that as the women started to work
outside, the women acquired two major societal roles. An outside worker
and a housewife; these double roles these created a new lifestyle which
had implications for marketing practices.

The reasons for working outside were listed as follows:

(a) Some jobs especially require women to work,

(b) New birth control procedures,

(25) Mc. Call, S.H., "Meet The Workwife," Journal of Marketing
pp. 55-61, July 1977.



- 39 -

(¢) The increase in life expectancy of women,
(d) The continously rising cost of living,

(e) The poliferation of labour-saving devices for women to be

used at home,

(f) Most of the women being more and more satisfied by their

jobs; and

(g) The role of "workwife" becoming acceptable to the culture.

The article moreover 1looked at the relation between the
\working women and their possible changes in consumer behaviour, due to

their newroles.

In the following study, Douglas 8. and Urban D.C., in their
study, (1977) "Life Style Analysis to Profile Women in International
Markets,”" (26). They tested the life style or psychographic variables
which could provide some insights to use effective market segmentation

strategies in different countries.

¥

(26) Douglas, S., Urban, D.C., "Life Style Analyis to Profile
Women in International Markets," Journal of Marketing
pp. 46-54, July 1977.
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This study of women in three countries, USA, UK, and France

illustared how research could be used in examining consumer behaviour.
The comparison of women's life styles were based on data collected

independently in the three countries, using different designs and
questionnaires.

This study enlightened the differences of major-life-style

dimensions identified by six factors for the three countries.

(a) The home factor: In all three countries, the traditional

male role ideology remained as a central theme in women's

lives.

(b) The social factor: This factor was involved with
involvement in social activities. In UK and USA this
factor tended to be highly personalized, individual,
suggesting a certain dynamism. In France, women appeared
to identify their own their own self-concepts relative to

people around them, rather than independently.

(¢c) The frustration factor: In USA and UK this emerged
primaly in terms of dissatisfaction with home life or the
degree of personal achievement. On the other hand, in
France, this factor appeared to be more introvert and
personal, manifested by self-confidence, shyness,

uncertainty'about future.

(d) The innovation factor: In USA and UK this factor, took
the form of willingness to experiment and buy new things.
In France it was related with buying new products with

.interest in fashion and in being well dressed.
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(e) The intellectual factor: Tn the USA and UK, but not in
France, covered a number of things, ranging from

preferences for print media to TV; classical as opposed

to popular music.

(f) The role factor: Only in French sample, this factor was
basic it was concerned with traditional perceptions of

male and female roles.

These studies suggested the existance of comparable basis for
examining life-style patterns in international markets and the
implications of differences in lifestyle patterning would vary from one

product class to another.

In the following study, Reynolds W.D., Crask M.R., and Wells
D. (1977) main focus were women as its title, "The Modern Feminine Life

Style," (27) indicated.

As contempory society was redefining the role of the house
wife and as the feminism was rising in parallel with the increasing
number of working-women. The authors tried to explain and find the

place of women in the society in their article.

(27) Reynolds, F.D., Crask, M.R., "The Modern Feminine Life
Style,” Journal of Marketing pp. 38-45, July 1977.
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In this study traditional and modern women were compared by

171 agree, disagree interest and opinion statements, 88 frequency of

participation

activity statements 58 personal usage statements, 86

media-exposure and several demographics.

The results related to demographics were as follows:

(a)

(b)

(c)

(d)

(e)

(f)

(g)

(i)

(3

A greater percentage of women were in the modern group,
due to demographic 'age'. Only those women over 55 years

old were more traditional,
Lower education level was observed for traditional people,
Non-working women were more traditional,

The women are trying to break their bondage from the
house, by not trying to destory the power structure in

the family,

Modern women were showing the glimpses of being more

attendant to their physical attractiveness,

women preferring modern orientation also professed a

cosmopolitan, self-confident attitude,

Modern women and working women demonstrated more

participation in all activities except church attendence,

4

Media patterns also changed for modern and traditional

women; and

Modern women were less satisfied with their current
situation in 1life than did traditionalists but more

optimistic about the future.
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Lozer, W. and Smallwood, J.E. (1977) in their study titled
"The Changing Demographics of Women", (28) investigated trends that had

great and growing significance for marketing management.

The following were reported by the writers:

(a)

(b)

(c)

(d)

(e)

(f)

The number of working women _neariy doubled between
1950-1974 in USA. The 1largest increase occuring among

youngest and oldest;

The 1labour force participation for married women has

increased;

The higher the husband's and family's earnings, the more

likely was there to be a workingwife;

Increasing educational accomplishments by women portended

larger proportions of women in the labor force;

Full-time and part-time opportunites of employment were

increasing; and

The reasons why women work were, necessity and personal

preference.

(28)

Lazer, W.,Smallwood J.E., "The Changing Demographics
wWomen," Journal of Marketing pp. 14-22, July 1977.

of



The

(a)

(b)

(c)

(d)

(e)

(£)

(g)

(h)

(i)
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implications for marketers were:

Working women could justify economic expenditures for,

and - psychologically accept, expensive appliances and

household equipment,

Working women were unable to shop during'regular shopping

hours, !
Some shopping might be done by wives, daughters and sons,

Appliances that formerly had a female image, like vacuum

cleaner, tended to take a unisex image,

Working women placed a premium on & youthful appearance
and on the "maintenance of self'". Advancement in business

was often associated with being young,

The family-dominated meal scene and wives roles has been

changed with fast food or family-restaurants,

Working women were more education oriented and interested

in self improvement, travel, leisure and individualism,

Working women tended to become more equal-decision makers

at home,

Availability of services on weekends became increasingly

important,
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(j) Women disliked the way they're depicted in ads, if there

was a considerable variance between their desired and
actual roles,

(k) Price for some products became less important than

availability and time savings,

(1) Women were becoming more cosmopolitan in their tastes and

expectations as they're exposed to world outside home.

In 1977, Ferber M.A. and Lowry H.M. wrote an article titled
"Woman's Place: National Differences in the Occupational Mosaic™ (29).
In this article international differences and similarities between
women were studied. The aim was to examine the situation in a wide
variety of countries with different cultures, religious faiths, and
political and economic ideologies. If the economic status of women
differed significantly among such countries, the conclusion that

biology was not the sole determinant of women's destiy was inescapable.

The data of women of 157 countries which were obtained from
International Labour Organization were studied in parallei to economic

development.

(29) Ferber, M.A., Lowry H.M., "Woman's Place: National
Differences in The Occupational Mosaic,” Journal of Marketing

pp. 23-30, July 1977.
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The conclusions were as follows:

(a) The ratio of 1labour Fforce parlicipation of women as
compared to men varied widely, and the variations could

not be attributed to economic development,

(b) While women's occupational distribution differed
significantly from that of men in all countries, it also

differed significantly between countries studied,

(c) While earnings of women were lower than those of men in
all countries, the extent of the difference varied widely

between countries over time.

This evidence weakened the idea that the economic status of
-‘women was primarily determined by inherent, immutable differences
between the sexes and pointed toward the importance of cultural beliefs

in determining women's place.

The following studies which will be discussed 1in the

following paragraphs concentrate on food shopping of women .

Reilly M., (1982) in his article named "Working Wives and
Convenience Consumption," (30) examined role overload as a possible
explanation for the lack of direct links between working wife families
and cohvenience consumption. The model the author uses to explain the

relationship is given below:

(30) Reilly, M., “"Working Wives and Convenience Consumption,”
Journal of Consumer Research, Vol. 8, pp. 407-418, March 1982.
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FIGURE:2-4 A CASUAL MODEL
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¥ ¥ Indicates Unanalyzed Correlation
«—» Indicates Proposed Causal Flow

Source: Article

In the above figure, its proposed that when the wife was
working as she would have a work overload, she would turn to
convenience goods, although her education 1level draws her back a
little. Moreover she would have more time saving durables at home. Of
course total family income which increased as a function of woman's
working would affect the time saving durables owned. Family social

status would also influence these home appliances utilization.



The data used to test the structural-equation model resulted
from personal interviews and self-administered questionnaires using an
area cluster sample. Multiple measures of family social status and work

involvement were taken. The structural equation parameters were

estimated using a LISREL IV computer program.

The hypothesized relationships which are also shown in the.
figure above, were all statistically significant with the exception of
that between family social stalus and durable ownership and that
between role overload and convenience foods served. Therefore its‘
reasonable to conclude that the proposed model of relationships between
the wife's work status and family's consumption behaviour accurately

represents the data.

The last article which will be rewieved in this section, has
contributed to the particular master's thesis with a mecasure of
traditionality and being contemporary. This article is written by
Roberts M.L., and Wortzel R.H., (1979) is titled as "New Life Style
Determinants of Women's Food Shopping Behaviour." (31)

As women participated in labour force more and- more,
marketers focused’ attention on changing life styles and consumption
patterns. In this study, life-style variables were used as predictors
of food-shopping behaviour. The purpose behind this was that, the
author -thought that rather than working(nonworking classification

‘general role orientations would reflect women's attitudes better.

(31) Roberts, M.L. and Wortzel, R.H., "New Life Style Determinants
of -Women's Food Shopping Behaviour,” Journal of Marketing,
Vol. 43 Number 3, PP 28-40, Summer 1979.
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This paper presented the results of a sludy of women's
attitudes and behaviour related to one of their traditionally important

consumption-related roles: food-shopping and food-preparation and

discussed their remifications for marketing strategy. This as shown in
the figure below:

FIGURE 2:5 HIERARCHY OF EFFECTS MODEL OF FOOD SHOPPING GOALS

General Role

Orientations Food Food Shopping
vis a vis family |=%}| Preparation |[~mp] Goals and

and outside world ’ Styles Behavior

Source: Article

Specifically, the following hypotheses were dealt with:

(a) H,: Wwomen who are oriented toward traditional roles or 1life
styles will exhibit traditional attitudes toward meal

preparation and food shopping.

A. Traditional women in lower family income brackets will be

concerned about price.

B. Traditional women in higher income brackets will be concerned

about quality.



(b)

(c)

(d)

responded
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Women who are oriented towards contemporary roles or

life styles will be concerned about saving time

regardless of family income.

Specific attiludes toward meal preparation will be
better predictors of food shopping goals and behaviours

than will general role orientation variables.

Demographic variables including women' s employment

status will be poor predictors of food shopping and

behaviours.

These hypotheses were tested using a structured questionnaire

by 169 people of voluntary organizations.

The following findings can be stated:

(a)

(b)

(c)

Traditionally oriented women were older, married longer,
had larger households, tended not to have small children.
They were 1in lower income group. Fewer demographics
correlated with a "Contemporary Orientation" which was
independent of age, and comprimised of women who were
moére likely to be working now and even more likely to

plan to work in the future,

There were few correlations between the demographics and

shopping goals and behaviours,

i

The number of significant correlations decreased as the
analysis progressed from the role orientation factors to
the food peparation styles and onto shopping goals and

behaviours,
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(d) No one demographic variable was strong enough to predict
role orientation. There was instead a complex mingling of

influences which affected women's role orientations,

(e) Traditional orientation was the most highly correlated
with concern for quality, had small correlation with
concern for time. This indicates that the traditional
woman wants to provide high quality food for her family

at a reasonable cost considering time little,

(f) In order to test H3 and H4 a multiple correlation
analysis was conducted. But the results of these analysis

are not stable enough to be conclusive,

(g) For ‘'concern for price' and ‘price minimization', the
demographic variables contributed as much or more of the

explained variance than did all the life-style factors.

As considering the study as a whole, the writers thought that
the results seemed to point the way to further research which should be
useful in helping to specify determinants of women's food shopping

behaviour.

Moreover this study also showed that unidimensional view of
women's roles could lead to insignificant correlations or unwarranted
correlations. Therefore it would be better to hold a multidimensional

view of women's world and her various roles.
i

A1l of these reviewed articles constitute the theoretical
background of the master's thesis. The review was done by classifying

the articles into two major groups: those related to the concept of

risk and those related to the concept of females.
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Within  the first group, the articles that were
conceptualizing risk were reclassified. In this section, starting by
Bauer, articles defining risk, classifying it, searching the relation
between risk and brand loyalty, assesing the perceived risk created by
phone-shopping, evaluating perception of risk in buying from a store or
a salesman, measuring perceived error tolerance for new product,
investigating risk for different brands of automobiles, studying
perceived risk cross-nationally were reviewed. The second
relassification of perceived risk was related to risk reduction methods
in this section, information seeking effect, warranty effect, prior
experiences, word of mouth communication were the studied variables.
The last reclassification included personal influences on perception of

risk, including expectations, informal group influence, and

self—confidence;

With in the second group, the articles studied were related
to women's changing characteristics and female food shopping behaviour.
Working status, education and income level, traditional and

contemporary life styles were the related variables.
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CHAPTER THREE

III. A STUDY ON WOMEN'S FOOD SHOPPING BEHAVIOUR AND RISK
PERCEPTIONS

In the first part of this chapter, the field study of which
results are analysed in the following sections, and in the second part

related findings will be described.

3.1 Research Design and Methodology:

3.1.1 Problem Formulation and Research Purpose:

Perception of risk is one of the classical themes of Consumer
Behaviour and there are a number of studies have been conducted on it.
As women's role is ‘increasing in the society, women have also been
subject of many studies. But all of these studies are made‘ in USA.
Moreover, all of these studies related to perception of risk were
" related to what we mfght refer as the definition of perceived risk in
certa1n shopping behaviours and its relation to certain demographic and
psycholog1cal ~self explanatory variables. Only a few were related to

risk reduction methods and all were conducted with American samples.
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Therefore Turkey appears to be an unexplored area for risk
perception. At the same time, there's a development towards creating
public opinion for consumer protection. Moreover employment rate among
women who do food shopping is increasing. But its Iimportant to

emphasize the degree of consciousness women acquire in food shopping.

The purpose of this study is to analyse risk perceptions and
risk reduction methods which Turkish women face in food shopping. The
effects of demographics and psychographics are also used as variables
that can have effect in food shopping. The study also analyses if
perceptions of risk are discriminated by working-status, kind of risk

women with children perceive, and risk reduction methods.

3.1.2 Research Objective and Research Questions:

The above discussed research purpose was testified with the
help of a field study that was carried in Bosphorus University. The

direction of this study can be explained by the following questions:
(a) Who does food shopping at home?
(b) Who must do food-shopping?
(c) What are thé attitudes towards food shopping?

(d) What is the frequency of food shopping?
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(e) Which outlets are preferred in food shopping?
(f) What kinds of foods create hesitation in buying situation?

(g) Can some demographics and psychological variables be the
determinants of food shopping?

(h) What kinds of risks are faced in food-shopping?
(i) Which risk reduction methods are more favored?

(i) Do certain risk reduction methods define a certain

profile of women?
(k) As a new role of women emerging in our society; the
workwoman to replace the housewife, how will food-

shopping behaviour be effected?

(1) Is food shopping and risk behaviour critically different

for working and non working women?

3.1.3 Model and Hypotheses:

The variables that were used in this study can be modeled as

in the following flowchart:
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FIGURE 3:1 A MODEL FOR FIELD STUDY

‘ Choice
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Source: Thesis
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In the study the following hypotheses will be analysed:

(a)

(b)

(c)

(d)

(e)

(£)

(g)

(h)

Working women perceive higher risk in food-shopping

than non-working women.

Working women exercise time 1loss more than non

working women in food shopping.

Working women exercise money-loss more than non

working women in food shopping.

wWomen with children exercise more hazard loss than

non-working women in food shopping.

Non-self confident women eXxercise more ego loss

than self-confident women.

women prefer consumer-protective ways of risk

reduction methods most.

Risk reduction methods discriminate low risk

percetvers from high risk perceivers.

Demographic variables of age, marital status,

education, income, working status, childownership,
)

‘and  self-confidence with being contemporary/

traditional together discriminate low risk

perceivers from high risk perceivers.
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3.1.4 Data Collection Procedure, Instrument and the Sampling Plan:

This study can be considered as a descriptive research
because its aim is to describe certain characteristics of two groups:

high and low risk perceivers and it will help us to make some
generalizations,

The descriptive research made is in the form of a
cross-sectional one as its use of 8 sample of elements from the
population of interest where the elements are measured at a single
point of time. It provides a snapshot of variables at a single point of
time. Moreover, the type of the study is a field study as its concerned

with in-depth study of few typical situations. (32)

For sampling, a non-probability design of a mixture of qﬁota
and convenience sampling is used. The questionnaire which is the main
data collection instrument has been distributed in the campus of
Bosphorus University. The students who have volunteered to help this
particular master's thesis, have been instructed for the administrating
tﬁe questionnaires which were answered by-females. Of 116 distributed
questionnaires 88 have been returned and 85 of them were utilized in

data analysis, indicating a collection success score of 73 per cent.

(32) Churchill, G. Marketing Research: Methodological Foundations.

2 nd ed. Illinois: The Dryden Press, 1976. pp. 49-65
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Therefore, data was collected from female respondents whiéh
constituted closest environment of Bosphorus University students. They
were either the students' mothers, sisters or neighbours. A balance of
working to non-working women ratio has been maintained as a major aim
of the sampling. As a result, 51.8 and 48.2 were the percentages for

working to non-working women respectively.

The data collection instrument was a structured and
undisguised questionnaire. Questions were pfesented with exactly the
same wording and in the same order to all respondents. The main aim of

this was standardization and guarantee of the comparability of the

responses.

Moreover, in the questionnaire the responses as well as the
questions were standardized. Fixed alternative questions in which
\responses are limited to stated alternatives were utilized. Although
the respondent might have difficulty in replying, the answers are easy
to tabulate and analyse. But still this type of questionnaire has
advantages such as, the subject does not have an opinion still is
forced to answer and the subject does have an opinion but none of the

response categories allow accurate expression of it.

In the following paragraphs, the 10 sections of the

wquestionnaire will be explained: (33)

Section 1: 1In this section, there are two questions which are aiming
to define the responsible member/members of the family for

food shopping at present and ideally.

(33) See: Questionnaire in Appendix 1.




Section 2:

Section 3:

Section 4:

Section 5:
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This section consists of a set of questions which searches
women's attitudes towards food shopping. The categories are
related to degree of fondness of food shopping. An ordinal

categorized scale is utilized for this purpose.

This section investigates the frequency of feod shopping.
The categories are more than once a week, once a week, once
in two weeks, and others. An ordinal categorized scale is
used.

This section is related to outlets of foodshopping. The
responses are expected by a likert scale for this question.
For outlets like, grocers’', supermarket, market,
cooperatives, Belediye Tanzim (Municipality Store),
specialty shops (butchers', etc), the frequency of
food-shopping is analysed in four categories: always-

frequently-sometimes-never.

In this section, the level of hesitancy involved in buying
food product <classes such as meat products, cans,
convenience food, milk and dairy products, flour and floury
products, - fresh fruit and vegatable, The 1levels of
hesitancy are measured as always, frequently, sometimes,

never by a hultiple likert scale.
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Section 6: This section includes three questions which measure level

of risk. The high and low risk categories are obtained by

the manupilation of the results. The risk measures were:
(34)

(a) Would you say that you are "always", "frequently",
"sometimes", or '"never" certain that a brand of the
product you have not tried before will work as well as

your present brand?

(b) Would you say that there's "a great deal", "some", '"not

much”, "no" danger in trying a brand of the product you

have never used before?

Section 7: This section includes the questions where kinds of risk
perceived in food shopping are examined. There are 13
comments referring to women's feelings when a food item
they bought, turns out to be unfresh, useless or corrupt
and the attitudes of the respondents towards these claims
are required. The comments are randomly 1isteq each one
deéining one of the kinds of losses; ego loss, time loss,
money loss or hazard loss. (35) By a mathematical
manipulation, for each respondent a time loss, money loss,
ego loss or hazard loss score is also obtained. These

scores are used in further analyses.
i

(34) Hoover, R., Green, R., Seagert, J., "Cross National Study of
Perceived Risk", Journal of Marketing, pp. 102-108, July 1978.

(35) Roselius, Ted, "Consumer Rankings of Risk Reduction Methods",
drurnal of Marketing Vol. 35 pp. 50-61, January 1971.
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The below table shows perceived risk comments:

TABLE 3:1 PERCEIVED RISK COMMENTS
I think I used up time for something worthless.
I lose confidence in the brand.

I feel dump.

I think I spent money for something worthless.

I think I did something which is harmful to health.

I feel very upset.

I think I could do something else in the time I Spent.

I think I would buy better things with the amount at stake.
I feel sorry for I'm deceived.

I lose confidence in the outlet.

I think I'11 spend time in rebuying.

I think someone else must do the shopping.

I think I risked the family's health.

Source: Questionnaire.
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This section deals with Risk Reduction Methods for
perceived risk. A likert scale of conformity is employed
for responses. Respondents had to evaluate 11 risk reliever

methods. The risk relievers are listed in the following
table:

TABLE 3:2 RISK RELIEVERS

I don't shop in the same outlet again.
I don't buy the same brand again.

I look for Turkish Standards Institution or Food Control

Endorsement.

I want to taste/try.

want my money back.

want to take advice.

want to buy most expensive brand.

shop around.

want to buy the most advertised brand.

want other people to shop.

¢

tell others about the item.

Source: Questionnaire.
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Section 9: This section probes the socio-demographic characteristics

of women. Age, marital status, education level, net total

family income, childownership are the variables studied.

Section 10: This section deals with two psychological variables. The
first one aims at the classification of women as
contemporary and traditional. The comments are responded on
an agreement scale which was in the form of 1likert. The

composite value of scores are used for classification. (36)

The second variable is related to general-self-confidence.
The scores are obtained by a likert scale of fitness. The
scores are manipulated to classify women into two groups;

as self confident and non-self confident. (37), (38)

After all the questionnaires were coded, SPSS (Statistical
Package Program for Social Sciences) have been employed and
sub-programs like one-way Frequency, Cross-tabulations and Discriminant

Analysis were utilized.

The below table summarizes the kinds of analysis conducted on

the hypotheses:

(36) Roberts, M.L., Wortzel, H.L., "New Life Style Determinants of
women's Food Shopping Behaviour", Journal of Marketing,

Vol. 43, pp. 28-40 Summer 1979.

(37) Locander, W.B., Hermann, P.W., "The Effect of Self-Confidence
and Anxiety on Information Seeking in Consumer  Risk
Reduction”, Journal of Marketing Vol. 9 pp. 268-274, May 1979

(38) See: Appendix 2 for the adapted form of Gorsuch, Spielberger
and Lushene's "Self Evaluation Test". The test is adapted by
Oner and Le Compte in Besphorus University.
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TABLE 3:3 HYPOTHESES AND ANALYSES

Hypothesis

Operationalization

of Variables

Type of Analysis
Conducted

. Working women

perceive higher risks

. Working women exercise

higher time loss

. Working women exercise

higher money loss

. Women with children

exercise higher hazard

loss

. Non-self confident women

exercise higher ego loss

. Women prefer consumer

protective ways of risk

reduction

Risk reduction methods
discriminate high and

low risk perceivers

Demographics and ‘
psychographics
discriminate high and

low risk perceivers

Working status and risk

perception

Working status and

time loss

Working status and

money loss

Working status and

hazard loss

Self-confidence and

ego-loss

Risk red&ction methods

Risk perception and

risk reduction methods

Risk perception and age,
income,education,morital
status,childownership,
self confidence,

contemporary/traditional

Cross-tabulation

Cross—-tabulation

Cross—-tabulation’

Cross—tabulation

Cross-tabulation

Frequency analysis

Discriminant

analysis

Discriminant -

analysis

Tnurco

Theaig
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3.1.5 Limitations of The Study:

Data collection procedure and analysing it has consumed a
recognizable level of accuracy and effort. Nevertheless, this study has
some limitations either caused by the sample, or the way the questions

are directed to the respondents. These limitations will be discussed in

this section.

The major 1limitation of the study roots from the
administration of the study. The questionnaires were filled by the
respondents without directly facing the writer. The students who were
responsible for the distribution of the questionnaires were informed,
“but the writer thinks that this might not be enough. Moreover the
sample, = which consisted of the <close environment of Bosphorﬁs
University students, namely their mothers, neighbours etc., come from
upper income and education levels of the society. This limits the scope
of generalization of our findings to other samples; therefore, the
study lacks external validity. The application of the recommendations
which will be discussed in chapter four, section two, will be suitable

when similar groups in the society are target markets or a target in.

any study.

One other limitation of the study is due to the lack of
literature on this subject in Turkey. The study is an overlapping study
of two subjects; risk perception and female shopping behaviour. Both of
these subjects are untou;hed in our country. This has led the writer to
utilize studies that were representing other cultures' behaviour. But,
the effect of this limitation has been decreased to some extent by an

accurate translation and adaptation of the questions.
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The 1last 1limitation of the study turns out to be the

unidimenSional view of women's role and related behaviour. That is, the
relationship between women's

food shopping and certain demographics,
one taken at a time are investigated. But this can lead to
insignificant or unwarranted conclusions. Whether a women is employed
outside home or not, she is likely to hold a multidimensional view of
her world and her various roles, which is directly correlated with
their perception of risk and risk reduction methods. In this study,
other than multidimensional view of their world, unidimensional
demographic variables are used, which.turns out to be a limitation.
Future studres are hoped to include multidimensional views in place of

unidimensional.

3.2 Findings:

In this second part of chapter three, the results of the
study will be reviewed. This review will follow an order where summary
findings will be discussed first. Hypotheses related findings will

succeed summary findings. Finally, other findings will be discussed.

3.2.1 Summary Findings on Variables Studied:

i

In this section, the results of the frequency analyses
applied on the data will be given in the form of tables. Each table

will have a short explanation below it.
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TABLE 3:4 SOCTO-ECONOMIC COMPOSITION OF SURVEY RESPONDENTS

Socio—Economic Variables Number Percent
Age:
20 and lower 10 11.8
21 - 30 23 27.1
31 - 40 19 22.4
41 - 50 23 27.1
51 - 60 9 10.6
61 — more 21 1.2
85 100.0

Marital Status:

Single 23 27.5
Married 54 63.5
Widow/Divorced 8 9.0

85 100.0
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TABLE 3:4 CONTINUED

Socio~Economic Variables Number Percent

Education Level:

Literate 3 3.5
Primary School » .1
Middle-School S 5.9
High School 26 30.6
College/University 38 44.7
Graduate 7 8.2
85 100.0
Income:
Low o 22 25.9
High 23 27.1
85 100.0
Working Status:
" Yes 44 51.8
No 41 48.2
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TABLE 3:4 CONTINUED

Socid-Economic Variables

Number Percent
Child Ownership:
Yes 48 56.5
No 37 43.5
85 100.0
Contemporary/Traditional: \
Contemporary 56 65.9
Traditional 29 _34.1
85 100.0
General Self Confidence:
Self-Confident 55 64.7
Non self-Confident 30 35.3
85 100.0
Source: Thesis (39)
(39) See: Questionnaire in the Appendix 1. The findings

related to gquestions 1 to 8 in page 3.

are
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As seen from the above table distribution of socioeconomic

characteristics are quite balanced across sub categories. For every

variable studied, variance scores were low which was a determinant of

healthy distribution.

TABLE 3:5 SURVEY RESPONDENTS' SHOPPING PRACTICES AND ATTITUDES

Shopping Practices and Attitudes . Number Percent

Who does food shopping:

Mother 56 67.5
Father 6 7.2
Mother and father together 16 19.3
Each member of the family 3 3.6
Other 2 2.4
83 100.0

Who should do food shopping:
Mother 49 58.3
Father _ 3 3.6
Mother and father together 17 20.2

Each member of the family 9.5

8
Other » 7 _ 8.3
84 100.0
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TABLE 3:5 CONTINUED

Shopping Practices and Attitudes Number Percent
@ttitudes toward food shopping:
I like doing it a lot 21 24.7
I like doing it 44 51.8
I don't like doing it 17 3.5
I do it when I have to 3 20.0
85 100.0
Shopping Trips:
More than once a week 63 75.0
Once a week 18 21.4
Once in two weeks 2 2.4
More 1 1.2
84 100.0

Source: Thesis (40)

As seen from the above table, "mother" does and is expected
to do food shopping within the family. Food shopping was moderately
liked by women and was performed more than once a week by the majority

of the sample.

(40) See: Questionnaire in the Appendix 1. The findings are
related to questions 1, 2, 3, 4 in page 1.



TABLE 3:6 OUTLET PREFERENCES OF SURVEY RESPONDENTS

. Brocers' — Supermatket Market  Cooperative Munipality Store Specislty.outlets
preference No Percent No Percent Nu Percent No Percent No Percent No Percent
Always 19 24.4 21 24.1 16 19.0 2 2.4 3 1.6 22 26.2
Frequently/ .

Geherally iz 140 42  a%.4 13 15.5 6 7.1 i 1.2 21 25.0
Sottet imes 49 57,6 21 24.7 30 35,7 21 25.0 29 34.9 34 a1.7
Never 5 5.4 i 1.2 25 29.8 55 65.5 50 60.2 6 7.1
Total 85 100.0 85 100.0 84 100.0 84 100.0 83 100.0 83 100.0

Source: Thesgig (41)

As the above table repbésents outlets 1ike grocers, supermsrket
atid specialty outlets where oly one kind of food is sold (butchers,
etc.) are always and ftredently proferred. Open market i# mediumiy
preferred whereas coopotatives and municipality stores are less preferted.

{41) See: OQuestionnaire in the Appendix 1. The findings are
related to questions 5.
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TABLE 317 MESTTANCY LEVELS FOR CLASSES OF FOOD tTEMS

Hesitation

Meat Products

#ilksDiary

Cantied Food Ready-Food Floury Items Fruit and Vegetab]
Level No Percemt No Percefit No Percent No Percent No Percent No Percefit
Always g 10.6 21 24.7 42 50.8 8 9.5 - - 1 1.2
Generally 17 20.0 12 14.1 26 31.3 16 19.1 6 7.1 6 7.1
Sometines 44 51.8 33 38.8 9 10.8 33 39.3 39 45.9 23 27.1
Nevet 15 17.6 19 22.4 6 7.3 27 32.1 40 47.0 55 64.7
Total 85 100.0 B85 io00.0 83 100.0 84 100.0 85 100.¢ 85 100.0

Source: Thesis (42)

As seel [rom the above table, it's obviou# that the leQel of

hegitancy exercised 1is highest in

ready-food. 1t's Ffollowed by canned
fond, meat producks; milk and didery product, fresh Fruit and vegzetable,

flour and derivatives being the least hesitated product class.

{42)

See:

Questionhaice

in

pelated to question 6.

the Appendix

1.

the findinge

are
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TABLE 3:8 RISK PERCEPTION LEVELS

Risk Perception Levels Number Percent
Low risk perceivers 38 44.7
High risk perceivers 47 55.3

85 100.0

Source: Thesis (43)

The sample turned to be divided into two levels of high and

low risk perception as seen from the above table.

(43) See: OQuestionnaire 1in the Appendix 1. The findings are

related to questions 7 and 8.
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TABLE 3:9 TYPES OF LOSS EXPERIENCED

Totally Agtee bisagree Totally Mean Variance

pes of Agree bisagree
Loss No Percent Mo Pekcent No Petcent Mo Percent

1 think 1 uged up

iy time 23 27.1 3 Y i9 22.4 5 5.8 z.971 .733
1 lose confideiice

i brand 49 57.6 23 38.8 2 2.4 1 1.2 1.471 .371
1 feel dump 7 8.2 16 18.8 41 48.2 21 26.7  2.894 762
1 think 1 spent money

for something

worthless 52 61.9 23 27.4 7 8.3 2 .6 1.512 .566
1 think the item

may be harmful for

Health 26 31.0 38 45.2 11 13.1 9 87 2.036 .878
1 feel upset 31 36.5 38 44,7 14 16.% 2 z:4-  1.847 607
1 could do other

things in the time

1 spent 23 211 33 38.4 19 22.4 10 i1.4 2z.188 . 940

1 could buy other
things with the
money at stake 40 47.1 38 44,7 4 4.7 3 3.5 1.647 . .541 -




TABLE 3:9 CONTINUED

Totally Agree Disagfee Totally Meah vVariance
Typer of Agree bizagree
Loss Mo Percent HNo percent No Pereent No  Percent
i) 1 Fell sorry fFor
i'in deceived 21 25.0 40 47.8 17 20,2 6 7.1 2.09% .738
j) 1 lose confidence .
in otitlet 24 28.2 34 40,0 19 22.4 8 9.4 2.12% 876
ky 1 think 1'11 spend
more time in rebuying 4 4.7 37 43.5 33 38.8 11 12.%  2.600 .600
1) 1 think someone else
must do shopping i 1.2 3 3.5 37 43.5 &4 51.8  3.4%9 394
) 1 think 1 risked
family's health 1o i1.8 26 30.6 37 43.5 iz 14,1 2.60G0 L7867
Source: Thegiz (44)
(44) See: Questiontdire in Lthe Appendizx 1. The findings dre

reldated to qusstions 10 and 2.
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An agreement percentage which is derived from a compiled scote
of lotally agree and agree level, shows that kinds of lo#ses such as lose
confidence i1 the brand, buy something else with the amount at stake,
spend tohey Cor something worthless, feel upset, do something which might

be harmful Lo heaith,

feel deceived were the ones

that were highly

dgreed. All the above kihds of losses were accepted by fmore thar 70

percent of Lhe sample.

TABLE 3:10 CONFORMITY WITH RISK REDUCTION METHODS

Most sulting Suiting tess Suitinp Wot Suiting Mean Vaciance
Relievers No Percefit No Percent Mo Pergent Mo Percent
4) I don't shop in the
gsame- place again 13 15.3 23 27.1 33 38.8 16 18.8 2.612 o931
b) 1 don't buy the same
brand again 45 52.9 20 23.5 19 22.4 i 1.2 t.7id .729
¢) T look for THi or
Food Conttsl Stamp 35 41,7 33 39.3 8 9.5 8 8.5 1.889 . 886
d) 1 want to tiy/tuste 15 7.9 43 51.2 is 17.9 13 13.1 2.252 822
e¢) 1 want my money baek 17 20.0 14 16.5 23 27.1 31 36.5 2.800 1.305
£) 1 want information
From others g 10.7 40 41.6 25 29.8 10 119  2.429 1706
g) 1 want to buy the
most expensive brand 4 4.7 15 i7.6 31 40.0 32 7.6 3.108 .739
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TABLE 3:10 CONTINUED

S \
|

Risk Host Suitimy _ Suiting _  Less Suiting Not Suiting Mean V@rianc:_-_e‘\
Relievets No Percent MNo Percent Mo Percent No  Percent
h) 1 shop around 26 30.6 3z 37.6 23 271 4 4.1 2.059 NI

1) 1 waht to buy the

most advertised brand - . 9 10.6 24 28.2 52 51.2 3.506 467

3) 1 want other people
p

to shop - - 1 1.2 20 23.8 63 75.0 3.738 L2290

k) 1 tell others
aboitt it 17 20.0 30 35.3 25 29.4 13 15.2 2400 .9%7

Scource: Thesis (45}

The preceeding table shows that, utilizing a conformity score
which shows the combined effect of the First two levels (most suiting and
sulting', consumer protective way of trisk reduction method that i, *I
lovk ter Turkish Standdrds Institution or Food Cotittfel Endorsemant¥,
ratked the Fivst. It's Followed by "1 don't buy the same brand again®,
and fFirnally by "1 waht to try" as preferred risk reduction methods.

(45) See: Questiofthaire 1in the Appendizx 1. The Ffindings are
related to questions 11 and 2.
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3.2.2 Findings on Hypotheses:

In this chapter, findings on the eight hypotheses of the
field study will be presented. (46)

3.2.2.1 Working Status and Risk Perception:

The hypothesis that working women perceive higher risks in
food-shopping than non-working women was supported by the data with a
X2 value of 11.68, at one degree of freedom, with a significance
. level of .0006. The contingency coefficient value (c), was found to be

~
.39 meaning a moderate association exists between the two variables.

73.7 per cent of non-working women were found to be low risk

perceivers, where as 66 per cent of working women were high risk

perceivers.
TABLE 3:11 RELATIONSHIP BETWEEN WORKING
STATUS AND RISK PERCEPTION
Variables X2 calculated d.f 1678 cv/ce
Wworking Status 11.68 1 .0006 .39

and Risk Perception

Source: Thesis (47)

(46) For detailed information, computer outputs in Appendix 3 can
be seen.
" (47) d.f. is degrees of freedom
o is significance level .
cv/ce is cramer's V or contingency coefficrent



3.2.2.2 ‘VWorking Status and Time Loss:

The hypothesis that working women percerve higher time loss
in food shopping than non-working women was supported. The risk

reduction methods pertaining time saving support this hypotheses as
seen from the below table.

TABLE 3:12 RELATIONSHIP BETWEEN WORKING
STATUS AND TIME LOSS

Variables v X2 calculated d.f o cv/cc

a)Working status and
store loyalty as a risk

reduction method . 7.78 3 .0509 .30

b)Working status and
most advertised board
‘as a risk reduction

method ' ' 8.28 2 .0519 .31

é)WOrkinggstatus.and
someone else must do :
food shopping as a
‘risk reduction method 9.40 2 .0091 .33

Source: Thesis
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Working women preferred risk reduction methods of store
loyalty, buy the most advertised brand and someone else must do Ffood
shopping as these methods helped them to save time in food shopping.

Therefore, the working women must have exercised time loss to prefer

these risk reduction methods. The three risk reduction methods that

were mentioned above were preferred by 61.1 per cent, 80.5 percent, and

80.2 percent of the.working women respectively.

3.2.2.3. Working Status and Money Loss:

The hypothesis that working women perceived higher money loss
in food shopping than non-working women was not supported significantly

by the data. At three degrees of freedom, the significance was found to
be .5407.

TABLE 3:13 RELATIONSHIP BETWEEN MONEY
LOSS AND WORKING STATUS

Variables X2 calculated d.f X cv/ec

Money loss and

working status 2.16 3 . 5407 .15

Source: Thesis

The hypothesis that women who have shildren will exercise

. 2
more hazard loss was supported by the data, with a X 10.89, three
degrees of freedom, significance .0123 and a contingency cofficient

value of .36.



It's seen that 72.9 per cent of women having children
declared to exercise hazard loss. .

Some other findings showing significant relationships between
child ownership and risk reduction methods which also contribute to the

support of this hypothesis can be seen in the table below:

TABLE 3:14 RELATIONSHIP BETWEEN
CHILDOWNERSHIP AND HAZARD LOSS

Variables X2 calculated d.f ol cv/cc

a)Childownership and

_ Heazard Loss ‘ 10.89 3 .0123 .36

b)Childownership and
risk reduction method
of TSI and Food Control
Stamp 71.22 3 .0665 .29

c)Childownership and
risk reduction method
of Shopping around 6.79 3 .0700 .23

d)Childownership and
risk reduction method

of shopping around 8.70 3 .0336 .32

e)Childownership and
I think I did something
harmful to health 7.90 3 .0479 .31

Source: Thesis



Women who have children preferred Turkish Standards
Institution or Food Control Stamp, buying the most expensive brand,

shopping around by 89.4, 81.8 and 79.2 per cents respectively.

Moreover of those who had children 79.2 percent stated to

exercise the feeling of " I think I did something harmful to health",
. 2

which has & X" of 7.90 with three degrees of Ffreedom, .0479

significance and a .31 contingency coefficient value.

3.2.2.5 Self Confidence and Ego Loss:

The hypothesis that non-self confident women exercise more

ego-loss than the self-confident was supported by two findings.

Of  non-self confident women 62.1 per cent revealed to
exercise type of loss; "I lose confidence in the store". This
relationship was supported by the data, with a X2 value 11.72, three
degrees of freedom, at a significance level of .0082 and a contingency

coefficient value of .37.

Moreover, of non-self confident women 62.1 per cent revealed

to utilize risk reduction method; "I try to get advice from others",
. 2

This relationship was supported by the data with a X~ value 9.57,

three degrees of freedom, at a significance level of .0226 and a

contingency coefficient value of .34.
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TABLE 3:15 RELATIONSHIP BETWEEN EGO LOSS

AND SELF CONFIDENCE

Variables X2 calculated d.f

cv/ce

a)Self confidence and
I lose confidence

in brand 11.72 3

b)Self confidence and
- risk reduction method
of try to get advice
from others 9.57 3

.0082

.0226

.37

.34

Source: Thesis

3.2.2.6 Rankings of Risk Reduction Methods:

The hypothesis that consumers preferred consumer protective

ways of risk reduction methods was confirmed by the data as the risk

reduction method of, "I look for Turkish Standards Institution and Food

Control Endorsement", was conformed by 81.0 per cent of the respondents.
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3.2.2.7 Discrimination of Low Risk Perceivers From High Risk

Perceivers by Risk Reduction Methods:

The purpose of the discriminant analysis was to test the
seventh hypothesis of the study which was if the risk reduction methods
that werc utilized in this study, discriminated two groups of people
high risk perceivers and 1low risk perceivers. In other words,
perception of risk was the dependent variable and the risk reduction
methods like, not to shop in the same store: not to buy the same brand;
looking for Turkish Standards Institution or Food Control Endorsement,
want to try; want money back; want to take information from others;
want to buy the most advertised brand; want other people to shop; to
tell to others about the item, were all independent variables of this

discriminant analysis.

In the following table, statistical findings of the

discriminant analysis will be presented:

TABLE 3:16 STATISTICS OF THE DISCRIMINANT FUNCTION

Statistics Value
Eigen Value ,31401
Conanical Correlation .489
Wilk's Lambda .7610
Chi-Square 20.345
Degrees of Freedom 11
Significance . 0.041
Centroid of Group l:Low Risk Perceivers -0.53582

Centroid of Group Z:High Risk Perceivers 0.44056

Percentage of Correct Classification 73.71

Source: Thesis
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As seen from the above table, risk reduction methods can

discriminate 1low risk perceivers from high risk perceivers at a
significant level. Group centroids indicate that low risk perceivérs

have higher discriminant scores than the high risk perceivers.

Using an acceptance 1limit of .35 for the standardized
coefficients, the risk reduction method of not to shop in the same
store (coefficent:.72960) and buying the most adver tised brand
(coefficent:.37604) discriminated low risk perceivers better than risk
high perceivers. Among the two risk reduction methods the first is
approximately twice in importance in differentiating among low and high
risk perceivers. On the other hand, risk reduction methods of to buy
the most advertised brand and to shop around helped to discriminate
high risk perceivers better. Moreover, the first of these risk
reduction methods is approximately twice in importance in

differentiating the two groups.

The whole discriminant function's correct classifying
percentage is 73.71 and the proportion test applied indicates that this
classification is 99 per cent significant, that is discriminant
function does a good job in classifying the existing sample.

(z value 4.27, p<.05)

It's seen in the following table, 3:17‘that risk reduction
methods which describe low risk perceives better were not to shop in
the same store, not to buy the same brand, want to try, want money
back, want to take information from others, want to buy the most
advertised brand, want othérs to shop, and to tell others about the
item. For high risk perceives look for TSE or food control endorsement,
want to buy the most expensive brand and to shop around scored higher

indicating that they described better.
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The below table shows the results of the univariate analysis:

TABLE 3:17 TMPORTANCE OF PREDICTOR VARIABLES (UNIVARIATE ANALYSIS)

Low Risk High Risk Wilk's

Variables Perceivers Perceivers Lambda Fcalculated
Not to shop in the same store 2.9459 2.3333 .8991 8.9793
Not to buy the same brand 1.8649 1.5778 .9716 2.3364
Look for TSE or food control

endorsement 1.7838 1.9778 .9894 .8580
Want to try 2.3514 2.2000 .9932 .5502
Want money back 2.9189 2.7333 .9933 .5403
Want to take information

from others 2.5135 2.3778 .9936 .5176
Want to buy the most expensive

brand 2.9459 3.2667 .9656 2.8469
To shop around 2.0000 2.0889 .9975 .2017
Want to buy the most advertised

brand ' 3.6216 3.4667 .9866 1.0864
Want others to shop 3.7838 3.6889 .9899 .8164
Want to tell others about the

item 2.4865 2.3333 .9937 .5064

Source: Thesis
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3.2.2.8 Discrimipation of Low Risk Perceivers From High Risk

Perceivers by Demographics and Psychographics:

The purpose of this discriminant analysis was to test the
last hypothesis of the study which was if the demographic and
psychographic variables discriminated two groups of people: high risk
perceivers and low risk perceivers. In other words, perception of risk
was Lhe dependent variable and the demographics of age, marital status,
education, family income, working status, child ownership and
psychographics of contemporary/traditionality and general self

confidence were all independent variables of this discriminant analysis.

In the following table, statistical findings of the

discriminant analysis will be presented:

TABLE 3:18 STATISTICS OF THE DISCRIMINANT FUNCTION

Statistics Value
Eigen Value .21248
Conanical Correlation .420
Wilk's Lambda .8235
Chi-Square 15.338
Degrees of Freedom 8
Significance 0.053
Centroid of Group l:Low Risk Perceivers 46443
Centroid of Group 2:High Risk Perceivers ~.37549
Percentage of Correct Classification 69.41

Source: Thesis
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As seen from the above table, demographic and psychographic
variables can discriminate 1low risk perceivers from high risk
perceivers at a significant level. Group centroids indicate that high

risk perceivers have higher discriminant scores than the low risk .
perceivers.

Using an acceptance 1limit of .35 for the standardized
coefficients, the demographic of working status (coefficient:.97147)
and childownership (coefficient:.3§820) discriminated 1low risk
perceivers from high risk perceivers. The first demographic
discriminated high risk perceivers better than low risk perceivers and
the latter discriminated low risk perceivers better than high risk
perceivers. Working status was approximately triple in importance in

differentiating the two groups.

The whole discriminant function's correct <classifying
percentage is 69.41 and the proportion test applied indicates that this
‘classification is 99 per cent significant, that is discriminant
function does a good job in classifying the existing sample.(z

value;3.57; p<.05)
The below table shows the results of the univariate analysis:

TABLE 3:19 IMPORTANCE OF PREDICTOR VARIABLES (UNIVARIATE ANALYSIS)

Low Risk High Risk Wilk's

Variables Perceivers Perceivers Lambda Fcalculated
Age 3.1579 2.8936 .9888 .9404
Marital Status . 1.6053 1.6596 .9969 .2620
Education Level 4.1053 4.4681 .9757 2.0630
Family Income 1.9737 2.0426 .9978 .1843
Working Status 1.2632 1.6596 . 8444 15,2921
Child Ownership 1.4211 1.4468 .9993 .0554
Contemporary/Traditional 1.3421 1.3404 1.0000 . 0002
General Self Confidence 1.3158 1.3830 .9951 L4076

Source: Thesis
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It's seen in the table 3:19 that among the demographic and
psychographic variables which describe low risk perceivers better was
age. All the other variables like marital status, education level, family
income, working status, childownership and general self confidence was
describing the high risk perceives group where as

contemporary/traditionalty didn't have a discriminating power at all.

3.2.3 Other Findings:

In this part of this chapter, finding unrelated to hypothesis,
nevertheless have some statistical and explanatory value will be
discussed. These findings will be either related to level of perceived

risk, kinds of losses and kinds of risk reduction methods.

3.2.3.1 Findings Related to the Level of Risk

TABLE 3:20 LEVEL OF RISK AND SIGNIFICANT FINDINGS

2
Relationships X d.f cc/ev a
. Level of risk by "who
must do food shopping" 12.39 4 .38 0147 .
Level of risk by "Age" 14.22 5 .41 .0143
Level of risk by "hesitancy
faced in buying meat, fish,
poultry ‘ 9.82 3 .34 .0201

Source: Thesis



- 92 -

Of low risk perceivers, 75.7 percent declared mother, 10.8
percent mother and father together, 2.7 percent each member of the
family, 10.8 per cent any one (not cared) must do food shopping at
home. Of high risk perceives 44.7 percent declared mother, 27.7 mother
‘and father together, 14.9 percent each member of the family, 6.4

percent any one must do food shopping at home.

Of low risk perceivers, 18.4 per cent were members of younger
age, 34.2 percent medium age and 47.4 percent older age groups, whereas
of high risk perceivers 6.4 percent were younger age, 61.6 per cent

medium age 32.0 percent older age groups.

Of 1low risk perceivers, 10.5 percent declared to hesitate
highly 57.9 per cent exercised medium hesitation, and 31.6 percent
exercised no hesitation in the stage of buying meat, fish and poultry
products. Of high risk perceivers the hesitation levels such as "high",

"medium” and '"not at all", were exercised by 10.6, 83.0, 6.4 percents

of the respondents respectively.

3.2.3.2 Findings Related to Kinds of Losses:

The following table show the statistics about the

relationships between demographics/psychographics and comments on

different kinds of losses.



TABLE 3:21 KINDS OF RISK AND SIGNIFICANT FINDINGS

Relatibnships ' X d.f ce/ev a
Having children and lose

confidence in brand ’ 8.37 3 .31 .0389
Having children and

feel dump 9.25 3 .33 .0262
Having children and

feel upset 6.69 3 .29 .0728
Having children and

alternative time loss 8.63 3 .31 .0317
Having children and feel

sorry to be deceived 11.95 3 .38 L0076
Contemporary/Traditional

and alternative time loss , 9.00 3 .33 .0293
Self confidence and think @o

risk family health 7.73 3 .30 .0519

Source: Thesis
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When the food purchase is a failure, of those respondents who -

had children, 97.9 percent declared conformity with the comment that
they "lose confidence in the brand”, 78.3 percent agree that they "feel
dump"”, 62.3 per cent agree "to feel upset”™, 67.9 percent agree that
they think "they could do any other thing in the time they spent"”, and

65.6 percent agree that "they feel sorry for being deceived.”

Of the contemporary women respondents 66.1 percent declared
that "they could do other things in the time they spent during food
shopping", where as of self-confident women 75.5 percent declare that

"they wouldn't think that they risked the family health".

3.2.3.3 Findings Related to Risk Reduction Methods:

The only finding which is related to risk reduction method

and self confidence variable is shown in the below table:

IABLE 3:22 RISK REDUCTION AND SIGNIFICANT FINDINGS

Type of relationships X d.f ce/ev a
Self confidence and risk '

reduction method of want

others to shop 8.37 3 .31 .0389

Source: Thesis
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73.9 percent of the non-self confident women responded that
they would like other people to shop as a risk reduction method for the.
risks they perceive in food shopping.

3.2.4 Agsociational/Directional Findings:

In this section, the associations which are not found
statistically significant, however after the proportion-test applied
indicated to have value in the direction of some relationships will be
listed. The associations are related to risk reduction methods and
variables such @&s marital status, income, being contemporary/

traditional and self-confidence.

a) 64.3 percent of the married women didn't want other
people to do food shopping.

b) 63.1 percent of the low income group members declared
that they would like advise.

¢) 64.7 percent of the low income group members declared
that they wouldn't buy the most expensive model.

d) 67.0 percent of the low income group member declared that
they would shop around.

e) 66.8 percent of the low income group members declared-
that they wouldn't buy the most advertised brand.

£) 64.7 percent of the contemporary women declared that they
wouldn't buy the most advertised brand.

g) 64.4 percent of the contemporary women declared that they
wouldn't want other people to shop. '

h) 60.7 percént of the non-self confident women declared

that they would like to take information from others.
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CHAPTER FOUR

IV. CONCLUSIONS and IMPLICATIONS:

This chapter will be discussed in two main sections;

(a) Interpretation of the findings: Conclusion

(b) Importance and Implications of the study.

4.1 Interpretation of the Findings: Conclusion:

In this study which is applied on women subjects, many

highlights of their food shopping behaviour are obtained.

The study was conducted on 85 female respondents via data

‘collection procedure of dquestionnaire. The questionnaire included -

questions that. probed into food shopping behavior, kinds of risks
perceived in food shopping and relevant risk reduction methods. The
filled-up questionnaires were analysed by using computer programs like

cross—-tabulations, frequency distributions and discriminant analysis.

Tn the following paragraphs, the findings of the study will

be interpreted and some conclusions will be reached.
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The shopping role is perceived to be a female phenomenon and
is rarely shared with the husband and other members of the family. The
mother actually shops and is expected to perform it. Even the women who
declared a dislike towards food shopping didn't want to share the
responsibility of food shopping. This revealed that women wanted to

keep their maternity role as a strong decision maker within the family.

‘ In this study it's found that supermarkets and specialty
outlets are favored places for food shopping; where as cooperatives and
Municipality Shopping Places (Belediye Tanzim) aren't. This might be
due to the fact that the number of the latter are few in number,
therefore they cannot meet the needs of large gorups and also they
present a poor image in the eyes of the public. They are also known to
sell rather cheap items which is not an attractive characteristics.
Supermarketsvare increasing in number and they can provide customers

with a variety of products.

Another finding is the hesitation in buying ready food items
and canned food is high. This finding can be explained by the fact that
Ehey are potential threats to decline the maternal role of women in the
family. Moreover the fact that cans are packaged-women can't see
inside-increases the ambiguity they face, thus increase their hesitancy

level.

The frequency of food shopping is high in Turkey. Food items
are offered to sale not.being processed like in USA or in European
countries. Moreover people are accustomed to eating fresh food. These

are the underlying facts why women did food shopping more than once a

week.
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Food is a product class which can be said to hold latent
risk. Of the two components of risk, consequences component weighs more
than the wuncertainty component for the risks encountered 1in food
shopping. Food items are generally small and information search and
process is relatively easy compared to specialty or shopping goods.
Still we may classify losses that will result from unsatisfactory

shopping experiences as time, money, ego and hazard loss.
The ranking of the types of losses according to their

comformity scores by the respondents indicate that seven of the risk

types are agreed by more than 65 percent of the respondents.

TABLE IV: 1 RANKINGS OF LOSSES BY CONFORMITY SCORES

Comments on Losses %

I lose confidence in the brand 96.4
I could buy beéter things #ith the amount at stake ‘ 91.8
I spent my money for something worthless l 88.3
I feel upset 81.2
I think I did something harmful for health 76.2
I think I spend my time for a worthless thing 71.8
I lose confidence in thé store 68.2
I would to better things in the time I spent 65.4

Source: Thesis
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For food items, its observed that brand loyalty can be easily
detoriated when the women buy an unfresh, corrupt or useless item. It

can be discussed that past experiences play a great role in the
formation of brand loyalty.

Money loss is another type of loss faced even though the
amount at stake is not of a large size. The declining purchasing power

can be an explanatory issue for this fact.

For ego loss comments "I feel upset", and "I think I'm
deceived", were more conformed by the women than "I feel dump". The
latter is a harsh comment for the respondents and is conformed only by
27 percent of the whole sample. THis indicates how women try to conceal

how they felt when they face an unsatisfactory shopping experiment.

Hazard loss 1is expressed by the comment "I think I did
something harmful to health". In a county where red paint is mixed to
tomatopaste and plastic beans are sold as lantills, consumers are
expected to be sensitive to health related risks. Therefore it's also
self-explanatory why the women preferred consumer protective ways of

‘risk reduction methods.

People reported to be aware of time loss when they have

alternatives to do in the time they spent.

It was found that working women perceived higher risk than
the non-working women. As women's role are changing in the society,
since they have began té participate in the workforce, changes are also
expected in their food shopping behaviour and decision making patterns.
Women who work can be considered to combine all the effects of higher

education and income level, being contemporary and self confident, thus

create a new group of females.
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As working women are under constant time pressure, it was
expected thal they will exercise time loss. It was found that women
preferred time saving methods of risk reduction. They would try to
minimize time consumed by visiting the same store when they did food
shopping, buying the most advertised brand, that is a brand they have
already been informed about and will not consume time in searching, and

want pther people to shop for her not to spend any time at all.

The sample of working women which the data is gathered from
has indicated that they didn't exercise money losé. This is logical
because working women belong to higher income level and food shopping
represents small amount at stakes compared to the total of the
earnings. During the interviews the working women expressed that in

order to buy something worthy, they are ready to pay higher prices.

As to the finding related to hazard loss, the women who owned
children have maternity role and are too much concerned about the
family health, especially well being of their children. This is also
related to Turkish culture. This issue also influences the type of risk
reduction methods preferred. The women who have children would look for
Turkish Standards Institution or Food Control Endorsement which will be

the guarantee of not giving harm to their children.

In a similar study performed in USA, buying the most -
expensive model (48) is the least favored method for all types of risk.
But in Turkey, there is a belief about a close correlation of price and
quality. There's even proverbs in the culture telling that cheap items
have no value. Therefore women with children try to maximize quality,
and minimize hazardous. consequences by buying the most expensive

products.

(48) Roselius, T., "Consumer's Ranking of Risk Reduction
Methods", Journal of Marketing, Vol. 25 pp.56-61,

January 1971.
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Women with children also shop around to find the best choice
for their family thinking that among a wide variety of goods they will
find a best chorce which will not be harmful to health.

An association of self confidence and ego loss was observed
in the study. Non self confident women declared that they will 1lose
confidence in the store when the food item they bought turned out be
useless. The type of self confidence studred is general self confidence

not specific self confidence and the type of loss exercised belongs to
ego hurting type.

Another finding is that women who don't have general self

confidence want to have information from others, that is rely on
word-of -mounth communication a lot, which will help them to strengthen

~their confidence in food shopping.

The issue of consumer protection is getling more and more
publicity in Turkey. One of the findings of the study is related to
this issue. In the overall sample Turkish Standards Institution or Food
Control Endorsement was the most favored risk reduction method. This
explains the fact that such controls are not sufficient for food items
in Turkey, peopie are face to face with food poisoning and they want to
be protected by law. The second favored risk reduction was that the

consumer wants to try the food item.
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When they taste it, consumers believe that they have made the.
right choice. Prior trials increase the confidence of the individual in
the brand. This also indicates that the packaged goods are less favored
as food items, as they limit the chance of trying. The third ranking
among the risk reduction methods was not buying the same brand again.
This has implications in two ways: When the consumer finds out that the
food item is corrupt, stale or useless, the individual can change his
brand. On the other hand, he will replace it by the brand that he has
tried before; due to a previous finding, the second ranking among risk
reduction methods. The fourth ranking risk reduction method was to shop
around. As explained above, shopping around presents a variety of
choices to the consumer among which she's expected to select the best

one.

Among the Risk Reduction Methods, not to shop in the same
store has been found to be the strongest to discriminating high and low
risk perceivers. Moreover this method of risk reduction defines low
risk perceivers better than the high risk perceivers. That is low risk
perceivers prefer not to shop in the same outlet, that is they donot
have store loyalty. On the other hand, high risk perceivers have store
loyalty. This is important because the curicial factor to discriminate
between the high and low level risk perceivers is not the brand but the
outlet where it's sold. High risk perceivers expect worse consequences
if they change their outlets than they stick to their present outlet.

For a low risk perceiver this decision is quicker and easier to make.

For the demogfaphics, only working status is found to be
significant in defining high risk perceivers and discriminating high
and low level risk perceivers. As mentioned before working role

combines the effects of income, education and social roles and explains

high risk perception better.
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Within the family, its obvious that mother is seen as the
major food shopper and only in cases when self-confidence is low and
time consumption is to be minimized, women would like other people do
food shopping. This explains the fact that mother likes the role of
food shopper and even food-shopping doesn't create the highest level of
liking, they don't let their decision maker strength to decline.

High risk percivers were to a large extend, medium aged women

who had younger children and were of working status.

Although meat, fish and poultry was not sold in packages in
Turkey, that is the customer has a chance to observe, they are the food
items in which so many deceit have been made and public opinion has
been frequently raised, even on. Therefore high risk perceivers were

‘quite cautiouns when they were buying these food items.

Child owners after hazard 1loss, indicated to exercise ego
loss, too. The ego losses were defined by feeling upset, feeling dump
and lose confidence in brand; weakening of brand loyalty. This can be
the interaction of self-confidence and childownership or women find it
easy to declare the severe types of ego loss, "I fell dump", and "I

fell upset". ‘ !

i

Childowners and contemporary women express that they, to some
extent, exercise time loss in terms of the alternative to do in the
period of time spent. The always have othep things to do, childowners

as they dedicate their time mostly to their children and contemporary

women have social roles outside the house.
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Also as association between non-self-confidence and hazard -

loss, "think to risk family's health" is found. Self-confidence women

donot accept the comment that their family of food-shopping risks the
family's health.

All of these above findings are expected to have implications
on marketers, acedemicians and the readers. The implications and

recommendations will be discussed in the following section.

4.2. Importance and Implications of the Study:

Perception of risk and relevant methods to reduce it is one
‘of the curicial subjects of consumer behaviour. When the marketer has
information on these and apply the useful methods, then unquestionably
he's going to operate in an environment where no uncertainties and
hesitation are present thus increase the potential of sales. Knowing
the level and kind of risk perceived, the marketers can make their
decisions about product, price promotion and place. This particular
study is expected to have contributions in these areas and also provide
the necessary base for future research because it's one of the very few

similar studies conducted on Turkish sample and has a recency effect.

In complience with the findings of the study working women
perceive higher risks than the non-working -women. It can be said ;hat
perception of risk is a learnt phenomenon. As women are exposed to
outside information more when they work, 1it's clear that their
perception of risk will increase. In & society where working role of
women is rapidly becoming dominant, the marketers must give a special
emphasis in their decisions and apply some methods to reduce risk in

order to create consumer satisfaction which becomes an important

guarantee for future sales.
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In food products, consumers want an official protection. They
expressed this by their desire to see food control endorsement or
Turkish Standards Institution stamp. This risk reduction method was
highly favored by the respondents who experienced hazard loss and even
more by all respondents. Therefore such stamps will increase the

perceived quality of the product within a variety of choices.

Women who exercise ego loss who were primarily non-self
confident respondents declared that information gathering from others

was a suitable risk reduction method Ffor themselves.

In addition information on packages or point of purchase
displays with information for non-packaged items may be useful as

sources of information.

Products like meat, poultry and fish are subject to hesitancy
in shopping. Therefore such food items require more care from the
marketers. As the marketer gets information that sales decline occurs
due to hesitation faced in buying these items, he can apply extensive

strategies to increase the sales.

For priéing decisions this study will assist the marketer in
the sense that for some market segments, high prices are relevant for
the buyer. Women who have children and who reported to exercise hazard
loss chose to buy the must expensive model as a risk reduction method.
This indicates the consumers' perception that quality is related to

price; the higher the pricé is the stronger the belief that the quality

is higher. !
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The study provides some insights for place decision too.’
Working women preferred store loyalty to reduce perceived time loss.
Moreover as their food shopping goal is to maximize the satisfaction
within a limited time they prefer high quality outlets although they're
expensive. Supermarkets which are designed to provide quicker service

will be appreciated by working women and thus increase store loyalty.

Women with children declared they shopped around to reduce
risk. Therefore to appeal to this market segment, intensive
distribution of food products to several outlets will be a good placing

decision.

Non-self confident women who had higher ego loss were the
 se1f—confident ones, declared that they lost confidence in the store
when the Ffood item they bought turned out to be unfresh, corrupt or
useles. Therefore, improvement of store image will be an easier
strategy to adopt than lincreasing self-confidence of women for the

marketer to apply.

The marketer can apply two strategies: to convey store image

in an effective but free from the product line or to match the store -

image with the highest quality product which have a minimal probability

of not satisfying the customer.

The study aims to help the promotional activities of the
marketers. This is an important cost center for the marketer which
proves the value of the.right choice. For the above mentioned product,
and place decisions, messages can be transfered to customers by placing

cartoons, on-the-wall advertisements in the directions explained.
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But if the market segment is contemporary women, too much -
advertising causes a reaction which may result in declining sales. The
underlying proof is the finding of reluctance of contemporary women

towards the risk reduction method of buying the most advertised brand.

Moreover contemporary women also declared to exercise the
kind of loss, "I would do other things in the Lime I spenl".
Advertising massages of decreasing this time of loss will be effective
for the mentioned target market. For example, a modern dressed women
who is engaged in outdoor activities might convey the message of the

quick service and high quality outlet she's shopping from.

The study also indicated that ego loss was exercised as the
women responded that they will not buy the same brand once again.
That's for one unsatisfactory experience they will not establish brand
loyalty. Promotional activities, which has a female shopper as the
central image reporting the frequency of her buying that particular

brand will be effective.

v It's also indicated by our sample that women are involved in
food shopping more than men are. Therefore its important for the
promoter/advertiser to choose a female subject rather than a male in

order to guarantee a higher level of involvement with the message.

Information supply in the form of newspaper reports, TV
programs, advertisements and word-of-mounth communications will be
effective ways of promoée the findings of the study indicates that
these ways are going to work for non-self confident and low-income

level people. Mass communications campaigns may be adjusted accordingly.
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One implication of the study concerns with the measurement of.-
self confidence and being contemporary/traditional. There are doubts
about their reliability, such as the women didn't respond openly to
these questions or answered in the direction they would like to be. For
future studies, the research must bear in mind that personal questions

might have biases resulting from the respondents' concerns for privacy.

Moreover there are some comments containing repelling words
in their composition. They are comments like "I feel dump”, (kendimi
aptal hissederim); "I tell others about the item" (bagkalarina
kotiilerim); and the word "risk" (sakinca) mainly. Turkish women do not
want Lo confess that they have been dump because it's going to create
cognitive dissonance in them. For the same reason "I tell others about
~the item", is found as a repelling comment. And the word "risk" is not
found to be a good comment by the respondents. They put it forward as
"what risks can it be;"™ highlighting their dislike about the comment.

Future researcher must be very careful on this wording issue.

Besides the above implications, the study proposes some areas

for future studies to probe.

This study was carried on a particular sample. The same type
of a study can be conducted with other samples in which respondents are
selected randomly. Thus the problem of referring to a particular sample

is overcome and such stratified pieces of works will be more helpful

for marketers in decision making.
i

The aim of this particular study is to find out Lypes of
risks that are inherent in food shopping. The product class has proved
out to be very general. Each sub group of product class, due to the
fact thal Lthey are sold packaged or unpackaged and also due to their

characteristics, posses different kinds of risks.
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For instance kind of risk and risk reduction method differs -
for macoroni and canned food although both are packaged food items.
Therefore for some product classes risk reduction methods will be more

complicated than expected. This particular area of interest is not

included in the scope of this study which might be the scope of a
future study.

Another area of research which is not included in the context
of this study also proposes'another area of future study. The matching
of which risk reduction methods are remedies for what kinds of losses
are not tested by this particular survey. 1In famous Roseliué
article (49) a ranking of risk reduction methods were outlined for each
type of loss. The research can include other relevant risk reduction
methods which are not included in this particular study. Cents off
policies, displays, other information gathering methods such as reading
information on packages and paying attention to commercials can be

other types of risk reduction strategies.

(49) Roselius, T., "Consumer's Ranking of Risk Reduction
Methods", Journal of Marketing, Vol. 25 pp.56-61, January
1971.
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One other area of the study is related to brand loyalty which -

has an important correlation with risk perception. TIn this study brand

loyalty is tested implicitly through one risk reduction method, "I

won't buy the same brand again". One can study this concept more
explicitly, such as probing into if brand loyalty already existed
before the food shopping situation and in what direction it will change

after an unsatisfactory food shopping experiment.

Another suggestion for future studies will be a design which
will take multidimensional view of women's world and their various
roles into consideration, that 1is involve 1lifelstyles other than
certain demographics and pyschographics which are unidimensional. This

study is expected to be more explanatory for food shopping behaviour.

This study has included a combination of two overlapping
subjects: Women's shopping behaviour and perception of risk. As iL's
cpnducted in Turkey where a few studies have been made on this field
clearly indicates it's contribution to Consumer Behaviour studies in
Turkey. Regardless of its shortcomings it has two important

contributions;

(a) Tb the literature, being the most recent study carried in

Turkey where hardly eny literature exists; and

(b) To the marketers, to aid them in their decisions like

price, product, place and promotion.
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APPENDIX 2

SELF EVALUATION TEST
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KEY TO APPENDIX 3:

The codings used in the study are presented in this

to provide practicel usage to the reader:

VA: Level of Perception of Risk
1. Low 2. High

V2: Who should do food shopping
1. Mother 2. Father 3. Mother and Father
4. Each member of family 5. Don't care/Anybody

V6A: Hesitation in buying Meat/Poultry/Fish

1. Always 2. Generally 3. Sometimes 4. Never

For all the following, the categories will be:

section

1. Totally Agree 2. Agree 3. Disagree 4. Totally Disagree

VM ﬁoney Loss.

VT : Time Loss.

VH : Hazard Loss.

V10B: Loss Type-I lose confidence in Brand.

v10C: Loss Type-I feel dump.

V10E: Loss Type—i think I did something harmful to health.

V10F: Loss Type-1 feeliupset.

V10G: Loss Type-I think I could do other things in the time

I spent.




v1ioJ
V10N
V10P
V1iia
V1ic

-
.

53

.
.

V11F:
V11G:
V11iH:
V11J:
V11K:

V12

V15

V16
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Loss Type-I fell sorry I'm deceived.

Loss Type-I think someone else must do food shopping.

Loss Type-I think I played with the family's health.

Risk Reduction Method-I don't shop in the same outlet.

Risk Reduction Method-I look for TSI and Food Control

stamp.

Risk Reduction Method-I want advise from others.

Risk Reduction Method-I buy the most expensive brand.

Risk Reduction Method-I shop around.

Risk Reduction Method-I buy the most adverhised brand.

Risk Reduction Method-I want others to shop.

: Age Group

.a

.a

V17 :

vig :

V19

1. 20 and lower

2. 21-30 3. 31-40 4. 41-50

5. 51-60 6. Over 60

Marital Status
1. Not Married

Working Status
1. No 2. Yes

Childownership
1. No 2. Yes
Contemporary

1. No 2. Yes

Self Confidence
1. No 2. Yes

2. Married
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_ % 11.8 "/ % 59 %
2, 1 25 I 9 1 34
I 73.5 I 26.5 I 40,0
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hMBDAr(a¥MME EI ) = 022727 ,
ICERTAf Y C FF}CIENT (ASYMMETRéC) = ,0523g WITH VH
ICERTAINTY- COEFFICIENT ;SYMMETRé ) = 06761
'NOALL*S TAU B = 27224 SIGNIFICANCE =~ ,0037
f“gﬁLng*rAU4§9§7 31612 ZIGNIFICANCE = .0037
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IvloE
1 ROW
I TOTAL
} 1:{ 20{- - 30{ _____ L:_:{
1 20 I 18 .1 41 6 I 48
Ios3el 1 37.5 1 8,3 I 12,5 1 57.1
1 76:9 I b7:46 1 36:4 1 66.7 1
% 23.8 % 21l.4 % 4,8 % 7,1 %
T 6 1 20 I 7 1 3 1 36
I 167 I 55.6 I 19,4 1 8.3 I 42,9
26 38 11 9 84
~31.0 45,2 13.1 10.7 1000
32223 WITH 3 DEGREES OF FREEDOM  SIGNIFICANCE =
1ENY = 29335 '
= 6%2%99 ﬁl?H5v17 DEPENDENT, =
TENT (ASYMMETRIC) =  ,07135 WITH V17 DEPENDENT
G C e o
,  2less SICNIEICANGE =« 035k
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ING OBSERVATIONS = 1

* kK k K kK ¥ ¥ %X x ¥ %

L0479

DEPENDED
= 03970 WITH

+22106 WITH V10E DEPI
DEPENDENT,
07 JUN 84
hd L * 4 »



M SHOP RISK.. 07 «UN gy

. NONAME  (CREATION DATE = 07 JUN 84)
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o LOLPCT T TOTAL
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1 T Qéng 1 u202 I 2.1 % B.g 1 560
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= -% 56,2 % 23,8 % 1,2 % 4.8 %
2, 1 13 1 13 1 7 1 4 1 37 .
: I 25,1 I 25,1 I 18,9 1 10,8 I 44,0
B I 37.1 I 38,4 I 87,5 1 50,0 1
= % 155 % 15,5 i” 8,3 } 4,8 %
. .COLUMN 35 33 8 8 84
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TING?NCYMCOEFFéc ENT = ,28117
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* *'xlléﬂ?*;éfif#:* X ok K Kk kK k K Kk k K K k Kk k K K k ¥ K K %
‘COUN 1V11H
T
ROW PCT 1 ROW
coL PCT 1 TOTAL
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V17 e ———— ) QR R O e I
E 1. 1 17 1 21 1 10 1 0 I 48
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UNCERTAINTY COEFFICIENT METRIC) = 08754 WITH V17
UFSSRTqIM*'nggFFICIENT (SYMMETRéc) = 06269
KENDALLS TA = .530%6 SIGNIFICANCE = .0118
é%ﬁaéb:tﬁgTA93gS§* ,26796 &SIGMIFICANCE =  ,0ils
§8MER11§,011§YMMETRIC) = + 10438 WITH V17 DEPENDENT.
MEB;rvggw£S~MMETRIC) = 22 31
ETA = 7731993 WITH Vi~ BRPENDENT . -

W s e e ey e ew e

026717 WITH ViiH

e cdm se e e e e
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xxxxxxkxxxr CROSSTABULATION OF 4% &% x** %4« x*

- B Viog
X ok K Kk Kk K K K K £ k K k K K x ok ¥ & K ok K K K X K K Kk 4 K k % & K K ¥ k ¥ %k ¥ 4 5 x PAG

OVN | IVlOB
UNT
338 B9
ST O SN 73 SSIR-L.Y SRS SN 421
1, 1 |25 1 28] 1 1 1 1 I 55
I oD QU 1 1.8 I 1.8 I 6407
1 sl.0 1 83,8 I 50,0 1 100,0 I
1 29.4 1 32.9 % 1,2 % 1.2 1
B 2. 1 lok 1. 51 11 o I 30
S b B8 f 182 1 spi b 8 1 33
= “COLUMN 49~ 33 2 1 85
TOTAL 576 38,8 2,4 1,2 100,0

iéh;é £ 10.61612 WITH 3 DEGRFES OF FREEDOM  SIGNIFICANCE = 0140
§§G§§ : agﬁﬁgéi?gﬁT Z00000° WIT41V10 DEPENDENT = .08333 WITH V10B D

RTa -Egggas feTen '@“2“3 T = ) ) 08333 WITH V10F FPENDENT.
§£§i§§£A89gFEIE¥E§%§(%YEMQE¥Zé§;§;ANég%§§§B.WIT: " PEPENDENT. = .08282 wITH vi10B
ALL /S TAU C :388%e  2rénrFIiCAncE = 18817

E§'~ ST ). _T3goest WITH V1o DEPENDENT. = =.33515 WITH V10B DEPENDEN
=5 Al DQBENDENT. = 28933 WITH vi1g0B DEPENDENT.




FILE NONAME (CREATION DATE = 11 JUN 84)

% k% % k % %k ¥ * %k * % ¥ * *k *k k X CROSSTABULATTION 0 FV

VllF . : BY V19 [ .
X Kk ok K kK Kk Kk ok kK ok Kk Kk ok ok ok K & K K K x ok & % Kk x X ¥ K x ¥ Kk x x ¥ ¥ ¥ ¥ K% * %
VIn s
COUNT T
ROW PCT I ) ROW
coL PCT I TOTAL
TOT PCT 1 1.1 2.1
V1iF ——————— (TP R Ime——— .=l
1, I 35 1 14 1 49
I 71.4 1 28,6 I 58,3
I 648 I 46,7 1
I uwl,7 1 16,7 1
S L T ) L -] -
2. 1 19 I 16 1 35
I s4,3 1 45,7 I 41,7
I 25,2 1 53,3 1
I »2.6 1 19,0 1
N (PSP Y AP CRpR R (
COLUMNM 54 30 a4
TOTAL 643 35.7 100,0
CORRECTED CHI SQUARE = 1.92000 WITH 1 DEGREE OF FREEDOM SIGNIFICANCE = .
PHI = 17638 , S
CONTINGENCY COEFFICIENT = 17370 .
LAMBDA (ASYMMETRIC) = o 05714 WITH VI11F DEPENDENT, = T00000 WITH vio
LAMBDA (SYMMETRIC) = «03077 o
UNCERTAINTY COEFFICIENT (ASYMMFTRIC) = «02280 WITH VI11F DEPENDENT® : =
UNCERTAINTY COEFFICIENT (SYMMETRIC) = « 02327
KENDALL'*S TAU B = .17638 <cIGNIFICANCE = . 0540
KENDALL'S TAU C = 16667 aIGNIFICANCE = . 0540
GAMMA = « 35593
SOMERSS D (ASYMMETRIC) = 18148 WITH V14F DEPENDENT? 2 ¢17143 WITH
SOMERS+S D (SYMMETRIC) = . 17631 £1°
ETA = 017638 WITH V11F DEPEMNDENT, = 17638 WITH V19 DEPENDENT,

NUMBER OF MISSING ORSERVATIONC = 1
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GROUJP COUNTS

GROUP 1 nsRoup 2 TOTAL
COUnT 38.00600 u7.00n0 85.000u
ME ANS
GROUP 1 sROUP 2 TOTAL
vi2 3.,1579 2.8936 3.0116
vi3 1.6022 1.&5n? 3.285%
Vit 44105: Geltog e 305€
vie 115737 2.06ns 210118
vié 1.2632 16506 1.4804
vi7 1.4211 t.4upB8 4 1,4353
vig 1e3421 13404 1.3412
vio 1.3157 1.3830 1,3529
STARDARD DEVIATIONS
GROUP 1 nsRoup 2 TuTAL
412 tel2y? «08g2 i,
vil3 4950 l.u7§0 .5333
vis 1.2034 141200 1.1052
vid « 7529 7210 L7316
Vit U463 4740 .5027
vi7 «5008 5005 L49R7
vi8 4308 47AD JH769
vig 4711 JU Y 807

AILKRG, LAMBODA (U-oTATIGTIC) Alln UHIVARIATL F=RATIO wWITH

LOAND RZ LOGPEEG of Fo

vARIAoLE WILKS, LAMBOA r

vi2 .9888 TN
V13 9969 ,9530
Vib 9757 2.0630
vi% 9978 1843
vio olby 1542921
vi7 .9993 T L0554
vlg 1.0000 «00¢g2
V1ia 9951 L4076




ALIALYSTS NUMBER 1

SOLUTLION METHOD = DIPFrT,
PRTOR PROBABILITILS =

GROUP 1 GROUP 2
.50000 . 50000
DISCRIMINANT ETGENyALLIC RELATTIVE CAtIONICAL : FutleT10ng VoL C . "
PUHCTION PERCENTAGE CORRELATION PERIVED | isnoA M- 00ARE OF STENIFTrAN--
: : 0 8235 T :
1 .21428 160+0p 420 : Basn 15338 8 .053
REMATHING COMPUTATIONS WILL BE BASED Ol 1 DIGORIMINANT FUMCTION(G)
STANDARDIZED DISCRIMINANT FUHCTION COEFFICTIINTS
Func 3
V12 21367
Vi3 -.01542 i
vid -.1i2n59
55140
v -.97147 -
vi7 ogsggo j PREVICTION RESULT, -
vis -.17264"
vio -.07709
CEMTIRLING OF GRoups IH REDICED SpACL ACTUAL GRoup ”gﬂﬁgg ZSEUICTED GHOUP MEMRERS
T T e T T e ——————— —_———r . S = >
Func 1 GROUP . T - iil--_-t
GROUP 1 T S R 10
. 737y ~ne o
GROUP 2 -.37549 GROUP 2 0y i D635
‘ > o s
SNy ‘)():56‘9:;

PERCENT OF 4 GRoUpPLp, ¢

ASES CORPECTLY Cla

SSIFIEN: 69,41y
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ALALYSTS HUMBER 1

SOLUTION METHOD — DIRLCT,
PRIUR PROBABILITILS -

GROuP 1 GRoup 2
.50000 .5N000
DIGCRIMINANT ETGEHYALUE

FUlILTION
1 + 31401

RCMATWHING COMPOUTATIONS WILL BE DRAGLy O

STANDARDIZED DISCRIMINANIT rUNCTTION LolF] 1T

Fune 1
Viia =.72960
vilu -.141R5
viic SLl453
Viio -.000hh
vile =,13578
V1i1F ~.22714
viile LHR0NA
Vit « 35156
viidJ =.37A04
Viin ~. 09530
Vil 11187

CENTRLINS OoF Grours I pEHucin

Frjie€ 1
GRour 1 —.53582
GROUP 2 JH4UN56

SPACL

1

FuneT10pg

DILCRIMIVIANT FUHCTINMI(S)

i LW - - 3 ~ o
BEETVF CLARY HT=GAUARE [ STGMIFIFANC
. AR 2000305 11 .0ui
PREVICTION RESULTY -
Miw or
ACTUAL GROUP ‘Cral

CAGES

GROUP 1 37,

GROUP 2 '

i5e

PEPCENT OF » GROUPED

CASLL COPPECTLY CLASSTFIL1:

PREQICTED Gghoyn MEHRE R
N AL _HSE
GP . 1 GP. 2 ?IP

26, 11.
700 3% 20, 7%
1. 34,
24y THon

73.17%
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£ F ¥ 4k % Kk x x %k * xxxx CROSSTABULATION OF ¥ K K K ok ¥ X K % 4 % %

BY VeA
Eod ok ok k kK k kK Kk K k Kk K K x ok k £ F x ¥ Kk Kk X K X Xk x kK ¥ % % ¥ kK Kk ¥ ¥ k ¥ 5 4 x P/

ROW
TOTAL
S 33 SE-LP SR 4.
1 5 1 . 1; 1 12 1 3§
P 338 1 s 1 388 1 e+
j___5:9__f._20.0 1 14.1 7}
P o5t 1 5720 1 63 1 s5%%
I 70,6 I 61,4 1 20.0
I 14,1 1 31,8 1 3,5 1
T T s
201§ 5144 17,6 100.0
MEQ ===g 82338 WITH 3 DEGREES OF FREEDOM  SIGNIFICANCE =  ,0201
R Ty . -
0 = 3218
ééﬁ f méer C§é? .fgggq'w%%H6VA DEPENDENT, = .00000 WITH véa DEPENDENT.
ER?A¥§¥Y CBEgpicfENT.%ASYMMETRIC) = .0§728 WITH VA DEPENDENT » = 04073 WITH V6A
DALY SO CTET, (aNeTRIC) e oJ5E7 o) |
Eﬁtt;g }ﬁgégéﬁé» :58187 <creNiFrcalee = 10112
_Rsf D (ASYMMETRIC) = =,20153 WITH VA DEPENDENT ., T =e26484 WITH VAA DEPENDE
Y ) = o, '
tgs'é,gségsMw§¥ﬁ13A ZBQSENDENT. = ,21776 WITH VeA DEPENDENT,
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X % § * * X Kk k Kk kX k x ¥ Kk ¥ x K % CROSSTABULAT f;b N 0F - *
A 2

DFPENDEN-
LO07112 WITH

* X KK * # * * * K ok ok ok ok ok x k k Xk ¥ Xk x x ¥k ¥k ¥k x *k x *Bi ¥ X ¥ ¥ ¥ ¥ % ¥ &
TR as o (2
E Ir 1 ROW
L 1
S $8T gc; } _-_l:i __Z:i- o 3.} - 2:I-__ __?:I TOTAL
R I TN I RV T P o e i I
a1 B3 001 3%:8 1 5L 1 888§ w0
| Jyo38e3_Fo 20 . 4.8 3 1.2 ] 4.8 ]
= 2, 1 I 3 I 1; 1 7 1 3 1 4y
1 ub, 1 6.4 I 27, 1 14,9 I 6.4 I 56.0
P 46:3 11098 1 188 1 P83} i i
CooghN Gt 52 202 98 s 10
CHI EauAaE;Tég 12.39272 WITH 4 DEGRFES oF FREEDOM SIGNIFICANCE = :,0147
CR”& NG%A&M;CE§FF3$ .21622 a?égévA DEPENDENT, = +00000 wITH v2
bﬁcgaéa§§& Egg}giCIENT *&%*ﬁMETRIC) = 12313 WITH VA DEPENDENT, -
UNCERTAINTY "COEFFICIENT (SYMMETRIC) = «0901
&ENBAtb& %ﬁ‘u&?-, 34958 SISHIEIEANCE = 8893
77@
M iqj'" ¥ ggég):z .21772 WITH VA DEPENDENT . = 26567 WITH V2
88 -gﬂ,.58“10 WI¥H VA SQQENDENT = L,21156 WITH v2 DFPENDENT,

NUMBER OF'MISSING OBSERVATIONS = 1
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VA

* % k% k &k Rik:-%k. & k kK % X ¥ ¥ % ¥k ¥ ¥ x k ¥ & K x ¥ ¥k ¥ k %X ¥ k% x k ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ * ¥ % * *

- Eouii (VoA
g ] 5o
R IR ST S 1% SN 7 SRR Y |
1, I 4 I 5 1 17 1 12 1 38
I ad:5 1 33:8 1 38:0 1 Bh:8 1 v+7
JjooBe7 §_ 5.9 _f_ 20,0 1 1.1 7
2o E 10.2 } 25%% { 57?3 { 6.3 { 55?%
o I 55.6 1 70,6 I 61,4 1 20.0
o jllseg 1o iser g 31,8 1 3.5 1
CO6Y R 10.8 2034 5148 1718 10053
5 : 3 DEGREES OF FREEDOM  SIGNIFICANCE
by (Il = e #ft oceeen, :
;ERrAiﬁTY CBE%F§CIENT %ASYMMETRIC)== 108723 WITH VA
'ERTAoNTYASOEFg CIE§T2§§5§MET§éC%FICA ge236 ,0116
}Dgtt:g }§g§g§§;:_—‘26187 eréliricalce = 10118 :
wEgs?g Dagé§JmMTT?é$):= _—.20153 wITH VA DEPENDENT»
it .33995 WI TR A " 268B2npENT, = ,21776 WITH V6A

L ———— e _

07 JUN 84)

CROSSTABULATTION
BY VeA

T

07 JUN 8y

0F * K ¥ ¥k K ¥ K ¥ % 4 % ¥« #
PA
0201
+00000 WITH v6a DEPENDENT

DEPENDENT .,

T =.26u484 WITH V6A

c e e am W e A W e W e En g, e e WD MR L, o wm e E ,, OB mn R e G E SP ey M e um gy e wm am e am ws  wm

= 04073 WITH V6A

DEPENDE
DEPENDENT,

- s = e



07 JUN rny
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07 JUN 84)

(CREATTION DATE
* X kX k k ¥ ¥ ¥ k K k K kx ¥ %

V17

WOMEM SHOP RISK
FILE NONAME

* * %

£ ¥ k% ¥

DFPENDE
06781 WITH
DEP

WITH V10B

«25001
DEPENDENT,

«0389
« 08333 WITH V108

DEPENDENT.

85

100.0
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=2 o i Ny
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56,°F
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wWOMEN SPUF K1IoK

07 JUN ay

FILE  NONAME (CREATION DATE = 07 JUN 84)
* % % % K ¥ kx ¥ x %k ¥ *k X Kk X ¥ ¥ X CROSSTABULATION 0O F *******'***
V17 BRY "vioc
*»*7*7*********************************************
| EOUN p Vo€
ROW PLT 1 _ ROW
COL PCT 1 TOTAL
TOT PCT 1 1.1 23 3.} !
vi7  memeeese i St Sttt £l bt Gt
1., ! 6 1 12 1 23 1 7 1 48
1 %2.5 I 25,0 I 47,9 1 14,6 1 56,5
1 5.7 1 75,0 1 56.1i 1 33.3 1
% 7.1 % 14,1 % 27.1 % 8,2 %
2, 1 1 1 g 1 18 1 14 I 37
1 2.7 1 10,8 I 48,6 1 37.8 I 43,5
1 14.3 1 25.0 I u43:9 1 g6.7 1
% 1.2 % Go? % 21.2 § 1605 %
OLUMN 7 16 T 41 T o 85 N
CTOTAL 8,2 18,8 ua?z 24,7 100.0
CHI SQUARE = 9,24583 WITH 3 DEGRFES OF FREEDOM  SIGMIFICANCF = .0262
CRAMER,S V = '32281
Cgﬁgéﬁe%%g¥Mﬁg$E§%)r-NT :18919’a%%alvl7 DEPENDENT = 000
LAMBDA (SYMMETRIC) = 'é8§$ﬁ : e = +00000 wITH vioC DEPENDE
UNCERTAINTY COEFFICIENT (ASYAMpTRIC) = 08342 WITH V17 NEPENDENT, = 04697 WITH
UNﬁSRrAxNTY SOEFFlclENT (SYMMETRIQ) = ,86007 = . 5 Wl
ERDALLYS TA = ,ggzg SIGHIFICANCE = . i
KENDACL,S TAU_C.= - | b6 21duFicance = 8813
A = . . - - L - : 4 ,
SOMERS1S D (ASYMmETRIC) = 26428 WITH V17 DEpENDENT = «35698 WITH v10C OF
E?MﬁR&.S,Q (gIMM§¥RIC) = «30 Sé : R
A= T.32081 wITH Vi7 DPPENDENT = 32578 wITH vioc DEPENDENT,
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WOMEM SHOP RISK 07 JUN gy
FILE NONAME (CREATION DATE = 07 JUM 84)

* Kk K kX K K Kk ¥ K X %k kx Xk K kX x * % CROSSTABULATTION o F ok K R K ok K g g
ies RY "Vi0J
************************************************
Vind
COUNT I
ROW PCT 1 ROW
, €oL PCT 1 TOTAL
- TOT PCT } 1.1 2.% 3.7 o1
Vi7 G T SR QR I S I
- 1. 1 16 1 24 1 8 1 c I 48
‘ I 33,3 1 S0.0 I 16,7 1 .0 I 57.1
1 96,2 1 60,0 I 471 1 0 I
% 19.0 % 28,6 % 9,5 % o0 %
2, 1 5 1 16 1 9 1 6 1 36
T 13,9 I 44,4 I 25,6 1 16,7 1 42.9
% 22.8 I go.o I 52,9 71 109.0 %
OLUM —I_-~-ég--{--_2i%--%--19;;--}----:é_-1 84
COLUMN
o - TTOTAL 25,0 47.6 20}2 7.1 100.0
CHI SQUARE = 11.,950233 WITH 3 DEGREES oF FREEDOM  SIGNIFICANCE = L0076
CRAMER,S V = 37714 0 N €
O LBACTREY §E$E§E> " '19uuu'a?$glvl7 DEPENDENT 00000 Wl |
= "PENDENT, = .000 10J
EAMBDA (SYMMETREC) = e 08250 H O wiThH V10 DFPEND
UNCERTAINTY COEFFICTIENT (RS METRIC) = 12488 WITH V17 DEPENDENT, - 07038 WIT
EE55§551§T¥A605FFICIENT (SYMMET§éﬁiF§CAu60900 - )
“Lr = \ - L
geagggg,s TAUC = iﬂggl 21GNIEICANCE = +BBtY
A = .
§ D (ASYMMETRIC) 026269 WITH V1 DEPENDENT. = . ' |
SSHER§$§ D (sYMMETRIC) =~ .z 093@ 7 NDEMT 35648 WITH V10J DE
ETA = o37718 WITH V17 OFPEINDENT., - «35419 WITH V10J DEPENDENT,

NUMBER "OF MISSING OBSERVATIONS = 1



FILE  NONAME (CRFATIOMN DATE = 07 JUM 84)

¥ K K KK K Kk Kk %k * %k k ¥ k * * % CROSSTABULATTY ON 0 F -
V19 ‘ *v - BY Vi1K * X % % FoE ¥ 4w
******J***********************************;*-*****
COUN 1V11K
“ROW PET 1 ROW
COL PCT 1 TOTAL
TOT PCT % 2.1 3.1 .}
Vig = eememeeeme Tl e I
1. % é % 1 g % 83“6 ! 655%
L L .6 L 4
1 10&.0 I 43.0 I 73,0 %
% 1.2 % 9,5 % 54,8 %
2. 1 01 ~q 12 1 G171 1422
L oq' 06 L ]
I 00I660012700%
I 0 I 14,3 1 20,2 1
. ) T PR ) B R . I
COLUMpN 1 20 63 a8y
CHI SQUARE = 7.85404 WITH 2 DEGREES 0OF FREEDOM SIGNIFICANCE = .0107
CRA iR?S'V'S 30378
CONTINGENCY COEFFICTIENY = .29241 ,
tﬁ 8%7(é§§ME$§RE§)-: 6%3583 WITH V1g DEPENDENT, = «eN000Q0 WITH vi1t- PEPEMDEN
UNCERTAINTY COEgFICfENT.(AgYMMETRIC) = 07275 WITH V19 PEPENDENT, = 07687 LT1TH A
UNCERTQINTYVCOEFFICIENT (SYMMETRIC) = 07473
KENDALEYS TAU B = -.26442 GIGHMIFICANCE = .0077
é%QDAQE’S'TAUSCg§5 =.21939 &IGHIFICANCE =  ,0077
SOMERSYS D (AS?MMETRIC) = =-,28816 WITH vig DEPENDENT. T -, 24263 WITH Vilk DEPEL
EOMERS;S g (SYMMETRIC) = ~,24 #g : ’
YA = «30578 WITH Vig o% NDENT, = + 23670 WITH V11K DFPENDE T,
NUMBER OF MISSING ORSERVATIONS = 1
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OMEN SHOP RISK | 07 JUN fu
[LE. NONAME  (CREATION DATE = 07 JUN 84)
¥k E Kk k% £ k£ %k k k x k x k¥ CROSSTABULATION OF % % % % % % % % 5 5 % »

Vlg - BY "Vigp
f,_,,(,.* *********************************************
| cony 11"
ROW PCT % ROW
COL PCY TOTAL
‘o 7 TOT PCT _ _1:{ __2:i_ . -f:}_-----fli
oo 3 o8 F o120t 4728 1 a0l 1 6wt
1 s0.0 I S0.,0 1 70,3 1 91,7 1I
1 5.9 I 15,3 I 30,6 1 12,9 I
-I ———————— I ------ --I -------- I -------- I
2. 1 5 1 13 1 11 1 1 1 30
1 16,7 1 43,3 I 36,7 1 3.3 1 35.3
I 50.0 I 50,0 I 29,7 I 8,3 1
I 5.9 1 15,3 1 12,9 7Y 1.2 I
el | Qe PR e Jem—m———- 1
85
100.0
SIGNIFICANCE = .0519
= L.04167 wITH viQP DEPENDENT.
F DEPENDENT, = 04015 wITH Vi
=
I
Sl
22083 WITH Vig DEPENDENT . = =.33030 WITH V10p DEPEND
DESENDENT = . 28283 WITH Vi0P DEPENDENT,



FILE NONAME

(CREATTION DATE = 11 JUN 84)

X kK % %k k kx kx k Kk * k k kX * * x ¥ *
ViiF

CROSSTABULATTION

OF % % % % %

BY . V1§ e :
£ ¥ %k K Kk ¥k kK ¥ x Kk Kk k kK &k Kk % k &k ¥ ¥ ¥ % Kk %k k X % Kk X ¥ x *x * x & X * k % *iif* -
Visg
COUNT I
ROW PCT I ROW
coL PCT I TOTAL
TOT PCT I 1.1 2.1
V11F ——me—ee— [-femmmem [ -1
1, I 39 1 10 1 49
1 79.6 I 20,4 I 58,3 -
1 2.9 1 u5,5 1 B
I 46,4 I 11,9 1
_I-L_—-&_-I,__-----I
2, 1 23 I 12 1 35
I 5.7 1T 34,3 I 41,7
T 37.1 1 54,5 1
1 »27.4 1 14,3 -1
G RPN TT NP (S ——— {
coLumn 62 22 84
TOTAL 73.8 26.2 100,0
CORRECTED CHI SQUARE = 1.37947 WITH 1 DEGREE OF FREEDOM SIGNIFICANCE = 24 )2
PHI = 15561 , & -
CONTINGENCY COEFFICIENT = .15376
LAMBDA (ASYMMETRIC) = 05714 WITH VI1IF DEPENDENT., = $00000 WITH V15
LAMBDA (SYMMETRIC) = + 03509 ,
UNCERTAINTY COEFFICIENT (ASYMMETRIC) = ,01765 WITH V11F DEPENDENT® = 0,
UNCERTAINTY COEFFICIENT (SYMMETRIC) = .01912
KENDALL?S TAU B = .15561 <IGMIFICANCE = .0781
KENDALL*S TAU C = 13492 IGNIFICANCE = ,0781
GAMMA = « 34097 ’
SOMERS)»S D (ASYMMETRIC) = 17049 WITH VI1F DEPENDENT = +13878 WITH VIS5
SOMERSS D (SYMMETRICY = +15u60 - '
ETA = «15561 WITH VI11F DEPEMDENT . = ¢ 15561 WITH V15 DEPENDENT.,

NUMBER OF MISSING ORSERVATIONS = 1



¥ K Kk %k kK X %k K k k ¥k k% Xk Kk *k K * X

CROSSTABULATTION
BY V15§

0

F * X ¥ %

Aok kK ok ok ok K ko k k Kk K k Kk k k B K K K ok K k k K & K Kk Kk x k k ¥ & ¥ £ % x K K *

V116G
vVig
COUNT T
ROW PCT I
CoL PCT I
: TOT PCT I l1el
V116 it T EL P PR
1, 1 13 1 6
I 8.4 I 31,6
I 21,0 1 26.1
1 15.3 1 71
S QN SOy ANES (U
2., 1 49 1 17
I 74,2 1 25,8
I 79.0 1 73.9
I s7.6 I 20.0
S (L T AP S -
COLUMN 62 23
TOTAL 72,9 27.1
CORRECTED CHI SQUARE = 022
PHI = 905459 ‘
CONTINGENCY COEFFICIENMT = 0545
LAMBDA (ASYMMETRIC) = «00000 WITH
LAMBDA (SYMMETRIC) = . 00000

ROW
TOTAL
2.1
-]
I 19
I 22,4
I
I
I 66
I 77.6
1
1
-=]
85
100,0
WITH 1 DEGREF OF FREEDOM
1
V116 DEPEMNDENT, =

SIGNIFICANCE =

<00000 WITH v1!

UNCERTAINTY COEFFICIENT (ASYMMFTRIC) = «00274 WITH V116G DEPENDENT:
UNCERTAINTY COEFFICIENT (SYMMETRIC) =  ,00261

KENDALL»S TAU B = ~,05459 GIGNIFICANCE = . 3084

KENDALL'*S TAU C = -,0u4042 <IGMIFICANCE =  ,3084

GAMMA = -, 14175

SOMERS?S D (ASYMMETRIC) = =,05119 WITH V116 DEPENDENT ; -

SOMERSsS D (SYMMETRIC) =

ETA =

- 05448
«05459 WITH V116

DEPEMDENT, =

¢ 05459 WITH V15

-+05821 WI1
DEPENDEN"



woMerl HUF K1IDK 11 SUN AL

FILE NONAME (CREATTION DATE = 11 JUN 84)

kK K K K X K x kX xk x ks k% CROSSTABULATION OF 4% %% E¥ %4

ViiH BY V15
*******************************************,_***

vis .
COUNT I ’
ROW PCT I ROW
CoL PCT I TOTAL
TOT PCT I 1.1 2.1
Vi1iH e -t e --=1
1. I 46 1 12 1 58
I 79.3 1 20,7 I 68,2
1 4,2 1 S2,2 I
1 s4,1 I 14,1 1
B R LTI 0 (TP
2. I 16 1 11 I 27
I 59,3 1 40,7 I 31,8
I »5.,8 1 47,8 1
I 18.8 1 12,9 1
P (PG R S ) P 1
COLUMN 62 23 85
TOTAL 72.9 27.1 100,0
CORRECTED CHI SQUAPE = 2.80574 WITH 1 DEGREE OF FREEDOM _SIGNIFICANCE = . ,0939
PHI = .21012 ‘
CONTINGENCY COEFFICIENT = .20563 ; .
LAMBDA (ASYMMETRIC) = 00000 WITH V11H DEPENDENT, =  T0U00Q WITH V1S VPPE
LAMBDA (SYMMETRIC) = «00000 ;
UNCERTAINTY COEFFICIENT (ASYMMFTRIC) = «03403 WITH V11H DEPENDENTS = 403648 W
UNCERTAINTY COEFFICIENT (SYMMETRIC) = .03519
KENDALLS TAU B = «21012 <IGMIFICANCE = 0271
KENDALL*S TAU C = 17384  IGMIFICANCE =  ,0271
GAMMA = 44986
SOMERSS D (ASYMMETRIC) = 22020 WITH V1itH DEPENDENT?Y = «20051 WITH V8 I
SOMERSS D (SYMMETRICY = .2Nn89 : T

ETA = 21012 WITH VI1iH ‘DFPEMNDENT, = 021012 WITH V15 DEPENDENT.




WOMEN SHOP RISK
FILE NONAME (CREATTOMN DATE = 11 JUNM QQ)

¥ %k &k kK Kk k k ¥ x k Kk k kK kx k % ¥ X% CROSSTABULATTION OF % % % *

vViyJ BY ViS5
X ok ok kK kK ¥ k K k Kk ¥ k X *k ¥k ¥ ¥ % ¥k ¥ ¥ x k ¥ ¥k ¥k x ¥k k % x * * ¥ % %X Xk kog %k ¥ *

Vig
COUNT 1
ROW PCT I ROW
coL pPcT 1 TOTAL
TOT PCT 1 1.1 2.1
VilJ memme——— it S ity ==l
1, I 7 1 2 I 9
1 727.8 1 22,2 1 10,6 =
1 11.3 1 8.7 1
1 8.2 1 2.4 1
N G R ) R, .
2. 1 55 1 21 1 76
I 72,471 27.6 1 89,4
I 88,7 1 91,3 1
I pe75 1 24,7 I
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