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Relationship Between Age, Store Attributes, Shopping Orientations, and Approach-Avoidance

Behavior of Elderly Apparel Consumers

Letecia N. Moye

(ABSTRACT)

Elderly consumers are often overlooked in the retail marketplace; however, evidence

suggests that the elderly population has a considerable amount of discretionary time and purchase

power. Unlike past generations, this consumer group is relatively healthy, active, and demands a

wide array of products and services. The purpose of this research was to determine the relationship

between store attributes and approach-avoidance behavior of elderly apparel consumers. In

addition, this research examined the relationships between age, the importance of store attributes,

and shopping orientations of elderly apparel consumers.

Data were collected using a convenience sample of persons 65 and older from the

southeastern part of the United States. The final sample consisted of 208 subjects. Four hypotheses

were formulated. Data were analyzed using frequencies, chi-square, factor analysis, regression,

and MANOVA.

Results revealed that elderly consumers in this study preferred to shop department stores

and mass merchandisers for clothing. These consumers reported that they would spend more time

and money in retail stores that offered credit, discounts for those 65 and over, and liberal return

policies. Further, the consumers reported they would not return to and would avoid looking around

in retail stores without rest areas, with difficult to find items, inferior products, and poor business

practices. Regression analyses showed significant relationships between shopping orientations and

three of the five attribute factors. MANOVA revealed significant differences between two age

groups and the importance placed on quality products, store reputation, and well-known

labels/brands. Chi-square analyses showed no significant relationship between age and shopping

orientations.
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CHAPTER I

INTRODUCTION

The elderly population, defined as those 65 years or older, has increased substantially since

the turn of the century. According to Census data in 1990, the elderly population is growing at a

moderate pace, and is expected to increase rapidly by the middle of next century. This elderly

population will grow at an average of 2.8% annually as the "baby boom" generation approaches

age 65 (Bureau of the Census & National Institute on Aging, 1993). As the elderly population

continues to grow, it becomes important to understand their behavior as it relates to the retail

marketplace. Evidence suggests that elderly consumers possess a considerable amount of income

and wealth. For example, Schewe (1989) reported that consumers 65 years and older control more

than 50% of the nation's discretionary income as well as 77% of all financial assets. Additionally,

Speer (1993) noted that this age group has a per-capita discretionary income of approximately

$7,000 a year. Knowledge of the economic status of elderly consumers should aid retailers as they

try to understand the behavior and interests of this population.

The behavior and interests of the elderly population have changed over the years. In the

past, the entire population was characterized as having similar health, living conditions, patterns of

behavior, and spending habits. This was a stereotype, and perhaps was not true. Unlike past

generations, today's elderly demand a wide range products and services. Elderly consumers are

relatively healthy and active and do not want to be portrayed as frail or sedentary (Pol, May, &

Hartranft, 1992). According to Shim and Bickle (1993), elderly persons engage in several activities

outside the home, such as travel, hobbies, sports, physical fitness, and volunteer work. Two-thirds

of those 65 and over rate their health as good or excellent compared to others their age. This is

what creates an extremely heterogeneous group of consumers, and thus presents challenges for

retailers. If retailers are to successfully serve this target market of elderly consumers they must

understand elderly shopping needs and preferences. The elderly population has not been given

much attention in the literature. Therefore more research is needed to identify the retail attributes of

importance to this consumer group.  

The decision to patronize a retail store usually starts with a set of characteristics or store

image attributes. Consumers often use these attributes to determine whether or not retailers can

cater to their specific needs. Consumers are likely to avoid those stores that do not present the

desired retail environment and seek a more congenial store to patronize. Lindquist (1974-75)
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identified nine image attributes that contribute to favorable or unfavorable consumer attitudes

toward retail stores. These attributes were merchandise, service, clientele, physical facilities,

convenience, promotion, store atmosphere, and post-transaction satisfaction. In addition to

identifying  those attributes that influence patronage decisions, retailers must also understand

approach-avoidance behavior.  

 Mehrabian and Russell (1974) proposed a model for describing responses to an

environment. They postulated that responses to an environment can be considered as approach and

avoidance. Approach-avoidance behavior involves an individual's desire to stay in or leave an

environment,  to  look around or explore an environment, or to communicate with others in an

environment. Donovan and Rossiter (1982) applied Mehrabian and Russell's (1974) concept to

retail environments. They described approach-avoidance behavior in four ways: physical approach-

avoidance, exploratory approach-avoidance, communication approach-avoidance, and performance

and satisfaction approach-avoidance. According to Donovan and Rossiter (1982), the four aspects

of approach-avoidance can be related to store patronage, in-store search and exposure to retail

offerings, interactions with store personnel and floor staff, as well as repeat shopping frequency

and time and money spent in a retail store.

    Significance of the Study    

Today, more research is needed to identify the specific needs and concerns of elderly

consumers at the retail level. Research studies in the past have attempted to identify the needs and

wants of elderly consumers at the retail level and the relationship between retail store attributes and

store choice (Lambert, 1979). However, no research to date has focused on how retail store

attributes affect approach-avoidance behavior of elderly consumers.

Several researchers have identified elderly persons as a heterogeneous group of consumers

and developed age segments, which suggests that elderly persons are a very diverse population

(Longino, Soldo, & Manton, 1990; Neugarten, 1974; Riley & Suzman, 1985). Age segmentation

is important because elderly consumers can no longer be characterized as a single, homogeneous

group. Evidence suggests that elderly consumers have different needs and wants, they demand a

wide variety of goods and services, and they have different patterns of behavior. Therefore, this

study will investigate the relationships between age, store attributes, and shopping orientations.     

A study of retail approach-avoidance behavior of elderly consumers is important for

several reasons. First, retailers attempting to target elderly persons will find this research

important. Empirical research will provide retailers with the necessary tools to develop effective
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strategies to better serve this consumer group. Second, this research will contribute to a better

understanding of the needs and wants of elderly consumers, as well as provide a basis for further

study. Finally, elderly consumers who are concerned that retail stores are not providing the goods

and services demanded will also find this research important.  

    Purpose of the Study

Elderly consumers represent a growing segment of the population. Because this population

has experienced increases, it is important to understand their retail marketplace behavior. Today's

elderly population is characterized as being more diverse, thus they present new challenges for

retailers. Therefore, more empirical studies are needed to determine the needs of this group.   

The purpose of this research was to identify the retail approach-avoidance behavior of

elderly apparel consumers. The objectives of this research was to determine the relationship

between store attributes and approach-avoidance behavior elderly consumers and to determine the

relationships between age, the importance of store attributes, and shopping orientation.
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 CHAPTER II

REVIEW OF LITERATURE

The purpose of this research is to determine the relationship between store attributes and

the approach-avoidance behavior of elderly apparel consumers. In addition, this research will

examine the relationships between age, the importance of store attributes, and shopping

orientations of elderly apparel consumers. The review of literature will include the following

sections (a) overview of retail operations (i.e., types of retail operations, store vs. nonstore retail

operations, trends in retail operations), (b) store attributes, (c) characteristics of the elderly

population (i.e., demographics of aging, consumer characteristics), (d) behavior patterns of

consumers (i.e., approach-avoidance behavior, patronage behavior, store patronage and retail

consumers), (e) shopping-orientations profiles, and (f) store attributes and elderly consumers.

     Overview of Retail Operations

Retailers ensure that all goods designed and produced reach the ultimate consumer. They

serve as information sources for consumers, and stimulate a demand for apparel products (Jarnow

& Guerreiro, 1991).  Of the two million retailers in the United States, approximately 135,000

specialize in fashion apparel and accessories and 70,000 include apparel and accessories among

their merchandise (Frings, 1991).

    Types        of        Retail         Operations   

Retail operations in the United States grew as a result of the Industrial Revolution. Stores

opened in developing cities close to production centers, and provided the basis for retail growth.

More retailers emerged as more people migrated to cities. The importance of retail operations for

consumers extends as far back as 1826 when Samuel Lord and George Washington Taylor

opened the first department store (Frings, 1991). Since then, retail operations have become as

diverse as the consumer groups they serve.

The four major types of retail operations include: department stores, specialty stores,

discount stores, and nonstore retailers. Classifications within the industry overlap in many ways,

and experts do not agree on how to categorize stores. Retailing has changed over the years to

reflect the changing needs of consumers. New categories have evolved and existing ones

combined (Frings, 1991; Jarnow & Guerreiro, 1991).     

In general, department stores carry a wide variety of merchandise lines (i.e., men's,

women's, and children apparel; home furnishings; and household items) and provide services,
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such as credit, return privileges, deliveries, and mail order catalog. Specialty stores, on the other

hand, deal with single category merchandise or related categories (i.e., clothing and accessories),

which are geared to a specific target customer. These stores carry narrow lines of merchandise,

with  large assortments of each line. In addition, discount stores sell merchandise at lower prices

and concentrate mainly on national brands. Discounters operate as self-service retail

establishments, with no mail or telephone orders, no free deliveries, and limited return privileges

(Jarnow & Guerreiro, 1991). 

Darden and Dorsch (1990) categorized nonstore retailers as catalog, computer, television,

and direct mail shopping. Aaron Montgomery Ward and Richard Sears pioneered the concept of

mail order catalog in 1872 and 1893, respectively. Early catalogs were introduced to give rural

customers with limited transportation an alternative to merchandise offered by country stores

(Jarnow & Guerreiro, 1991).  Today, mail order customers are described as individuals with busy

lifestyles, high incomes, and a college education. Generally, most consumers shop by mail for

convenience purposes (Waldrop, 1993).   

    Store        vs.         Nonstore        Retail         Operations    

In 1980, mail order (i.e., nonstore retail operations) grew at twice the rate of sales in retail

stores (Shim & Drake, 1990). Shim and Mahoney (1992) reported that catalog retailers

outnumbered annual store sales at a rate of 10%. Catalog and mail order houses for apparel

products in 1992 totaled more than 9,000 and accounted for $5.6 million in sales.

According to Sarkissian (1989), Growth in nonstore retail operations (e.g., direct

marketing and in-home shopping) is due to  changes in consumer lifestyles, buying habits, and

new technology. Changes in lifestyle are reflected by an emphasis placed on leisure, an increase in

working women, a greater demand for service and convenience in shopping, and an increase in

credit card usage. Growth is also due to problems consumers have encountered with retail stores

(Sarkissian, 1989). For instance, retail consumers complain of inadequate parking, long lines,

congestion, and uninformed personnel in stores (Engel, Blackwell, & Miniard, 1986). Catalogs

have also experienced their share of customer complaints. According to Waldrop (1993), catalog

customers complain of long delivery and unsatisfactory merchandise. Findings from a report by

the Roper Organization state that one in four customers received merchandise that looked better in

the advertisement, and one in seven customers reported receiving merchandise that had not been

ordered (Waldrop, 1993). Sarkissian (1989) suggested that catalog and direct mail as well as other

forms of nonstore retail operations will continue to divert dollars from retail stores.
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    Trends       in        Retail         Operations   

The emergence of various forms of electronic shopping, such as video kiosks and on-line

computer shopping are expected to present continued problems for retail store operations. In order

to keep up with the changing consumer preferences, retail stores will have to change their way of

thinking. In the future these stores will be expected to change their ideas about pricing policy,

pricing strategies, and channels of distribution. Furthermore, Sarkissian (1989) states that stores

may respond to policy changes by altering product offerings. Everyday low pricing is a strategy

that may be used to target those customers that have little time for comparison shopping.

Additionally, the emergence of new channels of distribution and the use of some old channels can

also help retail stores respond to changing consumer preferences.   

Retail trends identified by Sarkissian (1989) suggest several implications for retail stores in

order to respond to changing consumer preferences. He states that specialty stores must continue

to provide small focused assortments of merchandise in great depth. Department stores, as well as

specialty stores will have to depend on private label products. Furthermore, specialty stores must

continue to aggressively promote their store name and brands. Discounters, such as Walmart will

have to continue their everyday low pricing for customers with time demands. In addition to

projections made by Sarkissian (1989), store and nonstore retail operations must focus on those

store attributes that ultimately influence consumer preferences for their retail establishments.  

    Store Attributes   

Previous researchers have identified a variety of attributes important to consumers. Retail

and marketing literature suggests that stores must identify those attributes of importance to

consumers and provide products and services demanded by their target markets. Consumers differ

with respect to their preference for retail attributes and store patronage. A feature or attribute of

importance to one consumer might be less influential for another consumer in determining store

choice. Differing demographic characteristics, as well as lifestyle variables among consumers

account for differences in the importance of particular attributes (Haynes, Pipkin, Black, & Cloud,

1994; Pessemier, 1980). Shim and Kotsiopulos (1992) state that store attributes are criteria

important to consumers in deciding where to shop. Attributes may include merchandise and

service dimensions (e.g., quality, assortment, return policy, delivery) which retailers use to satisfy

their target consumers. It is important that retailers use such strategies to attract consumers to the

stores and to keep their loyalty.
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Attributes which influence consumer selection of and preference for certain stores are

determinant store attributes (Pessemier, 1980). Lumpkin, Greenberg, and Goldstucker (1985) note

that attribute determinance relates to the relative importance of each attribute in influencing store

patronage. They suggested a number of attributes influence decisions regarding store patronage. If

retail stores under consideration are perceived differently with respect to a selected store attribute

and that attribute is rated important, then that attribute is most likely considered a determinant. On

the other hand, the attribute is not important in selecting a retail store if it is perceived as being

equally present in all stores or if it is not present among all stores. The purpose of this research

was to determine if age contributed to differentiating wants, needs, attitudes, perceptions, and

behaviors. The sample for this study was divided into four age groups: 59 and younger, 60 to 64,

65 to 74, and 75 and older. Findings indicated that the elderly were more concerned with

environmental and transportation issues and price than their younger counterparts.

Store image has been known to influence consumer patronage. Schiffman, Dash, and

Dillon (1977) studied the influence of image characteristics on store choice of two competing

stores. This study used customers from an audio equipment specialty store and a full line

department store. The final sample consisted of 424 customers, of which 267 were specialty store

customers and 157 were department store shoppers. Schiffman et al. (1977) used convenience of

store location, best price and/or deals, guarantee/warranty policies, salesmen's expertise, and

variety of merchandise as image attributes for their research. Respondents were asked to rate the

degree of importance for each attribute. Findings indicated that specialty customers rated the

expertise of the salesmen and the assortment of brands and models as important. Department store

customers, on the other hand, were more concerned with store location and warranty policies.

Hansen and Deutscher (1977-78) studied the importance of store image characteristics on

retail store selection. The sample included 485 individuals in Columbus, Ohio. Half of the subjects

responded to image questions about grocery stores, while the others answered questions related to

department stores. Findings indicated several important differences among the two groups.

Department store customers were more concerned with quality of merchandise, ease of the

shopping process, and post-transaction satisfaction. However, grocery store shoppers were

concerned with merchandise mix and cleanliness of the store, as well as ease of the shopping

process.     
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    Characteristics of the Elderly Population    

The 1950s marked a noticeable increase in the elderly population in the  United States.

During this time, the elderly accounted for 8.1% of the total U.S. population. Prior to 1950, the

elderly represented only 4.1%. Some factors that contribute to population aging demographics

include (a) growth in the absolute size of the elderly population, (b) changes in the relative number

of older persons or structural changes, and (c) increased life expectancy (Longino, Soldo, &

Manton, 1990).

The elderly population has also experienced differences in consumer characteristics. Past

studies have described the elderly population as homogeneous. However, recent studies indicate

that the elderly are a heterogeneous group of consumers with a variety of consumer preferences.

Today's elderly are more diverse, and will become less alike as they age (Longino, et al., 1990).

     Demographics        of         Aging    

 The "graying" of America is hardly considered a new phenomenon. Since the turn of the

century, the elderly population has increased more rapidly than the general population. Continued

growth is expected as the postwar "baby boomers" become of age between 2010 and 2030. As the

baby boomers turn 65, the elderly population is expected to increase from 13.8% to 17.3%

(Longino, et al., 1990).

In the United States, the elderly are identified as those 65 years and over. At the

chronological age of 65, adults are able to draw full Social Security benefits and other entitlements,

such as Medicare coverage (Longino et al., 1990). Population trends indicate that those over 65

will soon represent 20% of the nation's population (Mason & Bearden, 1978a). Currently, those 85

and older represent the fastest growing age segment (Schewe, 1989). This cohort group is

expected to triple by 2020, and almost double again by 2040. Research has shown that effective

planning is necessary to provide for the needs (i.e., nursing home facilities) of this cohort group.

According to the 1990 U.S. Bureau of the Census, the elderly represented 12.6% of the

total population, which consisted of approximately 31.1 million people. Of the elderly counted in

1990, 27 million were whites and 2.5 million were blacks. The white elderly are expected to

increase to 78% in 2020 and decline to 67% afterwards. In 1990, blacks represented 8% of the

population. This ethnic group will experience a slow increase to 10% between 1990 and 2050.  

Schewe (1989) describes the current elderly population as more physically robust, wealthy,

better educated, and more satisfied than any other



9

time in history. He reports that two-thirds of those 65 and over rate their health as good or

excellent compared to others their age. Growth trends among the elderly are due to better nutrition,

improved living conditions, advances in medicine, as well as a decline in birth rate (Visvabharthy

& Rink, 1985).

Schewe (1989) states that life expectancy in 1900 was mid to late 40s. The United States

has experienced increases in life expectancy since the early 1970s. Improvements at ages 65 and

85 are due to declines in chronic diseases, (i.e., heart disease, strokes, and cancer) (Longino et al.,

1990). Life expectancy is reported at 71.2 years for males and 78.3 years for females (Schewe,

1989). Longino et al. (1990) state that elderly women outnumber elderly men in all racial groups,

because women are likely to live longer than men. They suggest that women live longer because

men have a higher death rate from heart disease and other high-risk behaviors. Furthermore,

genetics and environmental factors contribute to the differences in longevity between men and

women. According to the Social Security Administration, male life expectancy will increase to

73.9 years in 2000 and 80.8 years for females (Longino, et al., 1990). Educational attainment has

also changed for the elderly population.

Today, the elderly are more likely to have completed high school. In 1991, black high

school graduates represented 28%, while whites and Asians represented 61 and 60%, respectively.

Whites, blacks, and Asians, aged 65 to 74 are more likely to be high school graduates compared to

those of the same race group aged 75 and older. Growth in the proportion of elderly with at least a

high school education is expected to increase as the younger cohorts seek higher levels of

education. Generally, improvements in education are likely to create differences in the interests,

needs, resources, and abilities of the future elderly (Bureau of the Census & National Institute on

Aging, 1993).

In terms of income, most elderly households reported less than $25,000 in 1990.

However, a great disparity exists between whites and blacks. Whites and Asians were most likely

to report incomes greater than $50,000. Forty-four percent of blacks aged 65 to 74 had incomes

under $10,000 and 61% of blacks in the 75 and older group had incomes less than $10,000

(Bureau of the Census & National Institute on Aging, 1993). Furthermore, those 65 and over

control more than 50% of the nation's discretionary income, and 77% of all financial assets.

According to Speer (1993), this age group has a per-capita discretionary income of $7,000 a year.

The elderly population also differs according to age segments.    
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    Consumer        Characteristics   

Today, elderly persons are very diverse, and cohorts will continue such diversity in future

years. Most scholars agree that as individuals age they become less alike. Therefore, persons of the

same age may have very few commonalties. Early research of the elderly population focused on

them as a single, homogeneous group, however recently researchers have begun to acknowledge

distinct age segments within this population (Longino, et al., 1990).

In order to identify the characteristics of the elderly population, scholars have created age

categories. Neugarten (1974) categorized individuals aged 55 to 74, the young-old, as generally

very active and in good health. She characterized those 75 and over as suffering from chronic

illness and role losses (i.e., the "miseries" associated with aging). Riley and Suzman (1985)

developed more refined categories for the elderly. They identified those aged 75 to 84 as the old-

old and those 85 and older the oldest-old. In addition to these categories, Longino, et al. (1990)

characterized the 65-74 age group as the young-old. The majority of elderly persons in America,

often referred to as the "invisible elderly", are relatively active, healthy, and independent.

Contrary to stereotypes, not all of the elderly, including the oldest-old are socially,

physically, or economically dependent. Today, elderly persons have careers outside the home and

lead active lifestyles after age 65 (Chowdhary, 1989). Greco (1987) reported that the elderly in

good health and middle socio-economic classes do volunteer work, have part-time jobs, and are

enrolled in continuing education programs. As lifestyles of the elderly change, so will their

preferences for consumer products and services. Growth in the elderly population is expected to

have a dramatic impact on the products and services offered in the marketplace. Activities, such as

travel, hobbies, sports, physical fitness, and volunteer work encourage consumers to replace

wardrobes more often than previous generations (Shim & Mahoney, 1992).

Jackson (1992) studied the relationship between aging and expenditures on apparel for

elderly age 60 and above. This study included several categories of clothing for men (e.g., suits,

coats and jackets, shirts, active sportswear) and women (e.g., dresses, vests and sweaters, pants,

nightwear). Jackson (1992) suggested that aging does not necessarily affect personal apparel

expenditures.  Findings indicated that as income increases, so does spending on apparel, regardless

of age. Further, the elderly tend to be more similar to other consumers with regard to income and

expenditures. The elderly are a heterogeneous group of consumers, and as size of the population

increases, so will their potential market for apparel.
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    Behavior Patterns of Consumers

Shopping behavior is influenced by the images that consumers form about stores,

products, and services. Ultimately, positive consumer response to retail stores have a strong

impact on patronage. Shopping behavior is defined as activities that take place while individuals

examine or purchase merchandise and services. Shoppers, browsers, customers, or buyers engage

in several shopping related behaviors. Shoppers examine or purchase merchandise, browsers

examine merchandise specific to their needs, while customers and buyers purchase merchandise.

Shoppers patronize stores for social and personal reasons. Further, they visit stores to acquire

information, for social interaction, as well as to acquire merchandise (Darden & Dorsch, 1990). In

addition, consumers respond to differences in retail stores. They reveal preferences for a retail

environment based on several factors. These preferences are described as approach-avoidance

behavior.

     Approach-Avoidance        Behavior   

Individuals respond to environments in a variety of ways. Mehrabian and Russell (1974)

state that an individual engages in either approach or avoidance behaviors in environments to show

preference or lack of preference for a situation.  Approach behaviors are described as a willingness

to stay physically in an environment, to look around or explore the environment, to verbally

express preference for the environment, and to approach others and specific tasks in the

environment (Mehrabian & Russell, 1974). In contrast, avoidance behaviors are characterized as a

desire to leave and not return to an environment, to avoid moving through an environment, to

avoid interacting with others or to ignore communication attempts by others in an environment,

and to avoid performing specific tasks due to dissatisfaction with the environment. Mehrabian and

Russell (1974) conducted three preliminary studies to identify the emotional responses that

individuals exhibit while in an environment. The researchers proposed that approach-avoidance

behaviors are the result of three basic emotional states. These emotional states are pleasure,

arousal, and dominance. For each study undergraduate students were presented with eight stimulus

situations and asked to describe how they would feel in each situation by using adjective pairs.

Students were asked to report their emotional reactions to a variety of situations using semantic

differential scales. The researchers then used the results of the preliminary studies to further test

individual responses to environments.

 Donovan and Rossiter (1982) related approach-avoidance behavior to retail environments.

They suggested the following relationships (a) physical approach-avoidance can be related to store
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patronage, (b) exploratory approach-avoidance can be related to retail offerings or attributes, (c)

communication approach-avoidance can be related to interactions with sales personnel and floor

staff, and (d) performance and satisfaction approach-avoidance can be related to repeat shopping

frequency and time and money spent in the store. Donovan and Rossiter's (1982) study used the

Mehrabian-Russell (M-R) model with a group of graduate students. The purpose was to test the

model in retail settings. Subjects were asked to visit two or three randomly selected retail stores on

a different day and time. A questionnaire was used to measure respondents' emotional states while

in the store on a semantic differential scale. Findings indicated that store atmosphere was related to

two emotional states in the M-R model: pleasure and arousal. Donovan and Rossiter (1982)

suggested that retailers could use their research to explain and predict the effects of in-store

changes on shopping behavior.  

    Patronage        Behavior   

According to Bitner (1992), the physical environment creates an image and influences

individual behavior in service businesses (i.e., retail stores, hotels, restaurants, professional offices,

banks, hospitals). Bitner (1992) describes "the place where the service is produced" as the factory

(p. 57). Further, she suggests that the physical environment may influence a customer's

satisfaction with the service. Generally, consumers look for cues of a firm's capabilities and quality

before a purchase. Therefore, an organization's environment must reflect the needs and preferences

of customers and service employees. 

Holman and Wilson (1982) state that consumers shop those stores that provide the proper

environment. The physical environment creates an image of a retail store and its services. The

environment may have an impact on customer satisfaction, which may eventually affect store

patronage. If consumers do not enjoy shopping with a particular retailer, they locate a more

congenial store for future purchases. Thus, it is important for retailers to identify and satisfy

consumer needs. Retailers should identify those store attributes that will result in positive

responses from their target markets and provide those attributes that will have an affect on future

patronage decisions.

Patronage behavior encompasses the decision process related to where consumers shop,

how they shop, and what they purchase (Moschis, 1992; Stafford & Stafford, 1986). The driving

force behind this decision process is  patronage motives which are "the reasons why consumers

shop and make purchases at certain retail stores" (Michman, 1991, p. 179). Consumers patronize

retail stores for several reasons, which may include store prices and values, merchandise selection,
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purchasing convenience, services offered, merchandise quality, treatment by store personnel, and

store reputation and status. Consumers also select stores based on proximity, in-store shopping

convenience, and wide selection of merchandise. According to Lumpkin (1985), consumers shop

for enjoyment, socialization, as well as for economic reasons.  

Pessemier (1980) identified four factors that influence patronage behavior. These factors

include (a) customer characteristics, such as demographics, personality, and lifestyle

characteristics; (b) store characteristics (i.e., clientele mix, merchandise offerings, location, and

store image); (c) competitive environment-number and location of stores in an area, volume of

business by stores; and (d) socio-economic environment (i.e., lifestyle and attitudinal factors). He

suggested that demographic and lifestyle variables identify the needs of individuals and

households, however they seldom determine store and brand choices. Further, Pessemier states

that consumer perceptions and preferences (i.e., beliefs about stores and likes and dislikes about

stores) are linked to patronage behavior.

    Store        Patronage       and        Retail        Consumers   

Summers, Belleau, and Wozniak (1992) examined the relationship between store

patronage and rural and urban consumers. Of the 518 subjects that responded to the questionnaire,

331 patronized department stores more than discount stores or boutiques. In addition, older

respondents were more aware of quality when shopping for clothing than younger respondents.

Those who were retired scored significantly higher than any other group on identifying quality.

As quoted in Schwartz (1990), "the habit of shopping in department stores depends more

on one's generation, or "cohort," than it does on one's age" (p. 42). Middle-aged consumers

patronize department stores more often than younger consumers. Schwartz (1990) reports that

department stores receive a large portion of their dollars from older consumers. Shoppers aged 65

and older spend 39 percent of all their retail dollars at department stores, while people aged 18 to

24 only spend 22 percent.

Lumpkin and Greenberg (1982) researched the apparel shopping patterns of 2,854 elderly

consumers. Of the total that completed the questionnaires, 1,741 were female and 1,113 were

male. This study was part of a national survey conducted in order to better understand the elderly.

The results of this study indicated that department stores and specialty stores were patronized by

the elderly more often than discount stores.

Shim and Mahoney (1992) used groupings to develop a profile of elderly mail-order

catalog users of fashion products. The sample included 872 respondents age 55 years or older. The
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purpose of this study was to develop a profile of heavy catalog users in relation to shopping

orientations, catalog shopping attributes, lifestyle activities, and demographics. Heavy catalog users

were defined as those who spent $1000 or more. Light users were classified as spending less than

$500. Heavy catalog users of fashion products tended to prefer shopping by catalog over local

stores, were less concerned with price, were fashion-conscious, had greater income, participated in

social events, were time-conscious, and were credit users.

Smallwood and Wiener (1987) also profiled catalog shoppers. They attempted to predict

and contrast light and heavy catalog shoppers according to fashion opinion leadership, clothing

interest, importance of selected clothing attributes, and demographic variables. Findings revealed

that heavy catalog shoppers scored higher on fashion leadership questions than light shoppers.

Heavy catalog shoppers also had higher incomes and exhibited a high interest in clothing.

Furthermore, results indicated that the importance of garment care and fiber content were

significant variables in predicting and contrasting light and heavy catalog usage. In addition to

profiling consumers according to catalog usage, researchers have also developed models to

understand specific variables that may influence retail store patronage.    

  Shim and Kotsiopulos (1992a) tested Darden's (1980) patronage model of consumer

behavior. They investigated the relationships between store attributes, shopping orientations,

information sources, and personal characteristics. Findings indicated that shopping orientations did

have an impact on patronage behavior. Therefore, Shim and Kotsiopulos concluded that patronage

behavior should be explained in terms of store attributes and shopping orientations. Further, they

found that shopping orientations had a stronger impact on patronage behavior than store attributes.

For instance, the findings implied that patronage behavior was best predicted by the use of credit,

appearance management, fashion consciousness, and grooming habits, rather than on the  store

attributes of quality, return policies, and location convenience. As a result of this study, patronage

profiles were developed by store type (i.e., discount, specialty, department, catalog). Previous

research also suggests that lifestyle segmentation may have an impact on retail store patronage.

Bellenger, John, and Bryant (1980) studied lifestyle segmentation and retail patronage of

1,572 Atlanta residences. Lifestyle segmentation was based on responses to 20 attitudinal

measures and participation in 49 activities or hobbies. Patronage behavior was determined by

asking respondents if he or she had shopped a particular store within the last 30 days and the

number of times he or she shopped stores within the last 30 days (regular shoppers). This study

involved three types of retail stores: department stores, discount stores, and chain grocery stores,
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all of which had multiple locations. Findings indicated that lifestyle measurements did not relate to

patronage behavior for all locations and types of stores. Bellenger et al. (1980) suggested that

lifestyle might relate to patronage behavior for a single store in a given location. In addition to

lifestyle measurements, consumers may also be classified according to their shopping orientations.

    Shopping-Orientation Profiles   

Shopping orientations or shopping patterns include "activities, interests, and opinions

concerning the shopping process" (Moschis, 1992, p. 231). Orientations are formed through past

shopping and retail experience and personal-value system (Darden & Dorsch, 1990). They reflect

consumer needs for products and services and determine personal, economic, recreational, and

social motivations for shopping (Lumpkin, Hawes, & Darden, 1986; Shim & Mahoney, 1992).

Several researchers have developed shopping orientation profiles in order to better understand

consumers (Bellenger & Korgaonkar, 1980; Gutman & Mills, 1982; Huddleston, Ford, & Bickle,

1993; Lumpkin, 1985;  Stone, 1954). Gutman and Mills (1982) defined consumers as leaders,

followers, independents, neutrals, uninvolveds, negatives, and rejectors. Stone (1954) characterized

consumers in four ways. He defined consumers as economic, personalizing, ethical, and apathetic.

Stone (1954) noted that the personalizing shopper preferred to patronize local stores. The

uninvolveds and apathetic shoppers displayed very little interest in shopping and felt store type was

unimportant. Generally, the uninvolveds spent less on apparel. Ethical shoppers can be described

as those that prefer to shop specific local stores rather than chains. Lumpkin's (1985) study

validates previous research conducted by Stone (1954). In both studies, the economic shoppers

were described as having concern for finances. Stone (1954) indicated that price, quality, variety,

and efficiency are major concerns of economic shoppers. Lumpkin (1985) described elderly

consumers as uninvolved, economic, and active based on their shopping orientations. The

economic shoppers were more concerned with finances and did not shop discount stores more

than other groups. The uninvolveds shopped less often than others, regardless of store type. The

active apparel shoppers spent more on clothing during the previous year, and the uninvolved

shoppers spent the least. The economic consumers and the active apparel consumers shopped

specialty stores more frequently than discounters. Furthermore, Lumpkin (1985) found that the

active apparel shoppers patronized stores in which they were known by personnel. Lumpkin

(1985) noted that economic shoppers checked advertisements less often and used credit more than

any other group.  
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Gutman and Mills (1982) described consumers as leaders, followers, independents,

neutrals, uninvolveds, negatives, and rejectors. In terms of shopping, leaders were not concerned

with price, they were non-traditional, seemed to enjoy shopping, and scored high on factors

relating to fashion leadership. Followers enjoyed shopping, just as the leaders, but were more

traditional. Independents showed an interest in fashion, but had strong antifashion attitudes

towards designers and other fashion experts. Neutrals, uninvolveds, and negatives were similar to

the uninvolveds and apathetic shoppers in Lumpkin (1985) and Stone's (1954) research. These

groups showed little or no fashion interest, leadership, and scored low on antifashion attitude

questions. The uninvolveds and apathetic shoppers in previous research had little interest in

shopping and store type was unimportant.

 Rogers (1983) described leaders as those who were able to influence the attitudes,

behavior, or opinions of others. They engaged in more social activities, had higher socio-economic

status, had greater exposure to the mass media, and were more innovative than followers. The

active consumers in Lumpkin (1985) can be compared with those in Huddleston, Ford, and Bickle

(1993). Huddleston et al. (1993) studied the mature consumer and fashion leadership. They found

that elderly fashion opinion leaders were very socially active, had an interest in new products, and

served as a source of information for others. Furthermore, active apparel shoppers were interested

and involved in sports and artistic activities, enjoyed shopping, were fashion innovators and

fashion opinion leaders, and spent a great deal of their income on clothing.

Shim and Kotsiopulos (1993) classified female apparel shoppers into shopper orientation

groups. The following groups were used to segment 514 female shoppers: highly involved apparel

shoppers (46%), apathetic apparel shoppers (34%), and convenience-oriented catalog shoppers

(20%). After the shopper profiles were identified through cluster analysis, these groups were

compared on several characteristics using MANOVA and chi-square statistics. The shopper

groups differed in terms of information sources used, importance of store attributes, patronage

behavior, lifestyle activities, and demographics. The highly involved shoppers preferred to shop

for clothing and accessories at malls or specialty stores. In order to appeal to these shoppers

retailers should focus on store quality. Retailers that offer basic, traditional merchandise would

appeal to the apathetic apparel shoppers. This group was described as not being involved in fashion

and appearance management. The convenience-oriented catalog shoppers preferred to shop at the

most convenient stores and at those stores where they could save time. Women in this group used

catalogs and credit cards frequently.
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Bellenger and Korgaonkar (1980) studied the female recreational shopper. This research

focused on developing a shopper specific profile. Recreational shoppers were defined as those who

enjoy shopping as a leisure-time activity and seek fashion information about merchandise quality,

fashion trends, and prices. The sample included 324 shoppers in both mall and non-mall locations.

Every fifth shopper to pass a designated area was selected to participate. The data analysis was

carried out in two stages. Cross tabulations and discriminant analysis were used to test the

hypotheses. Findings indicated that the recreational shopper was an active woman that enjoyed

activities, such as hiking, camping, and attending sports events. She entertained at home and

enjoyed reading women's magazines and local newspapers. Quality of merchandise, variety of

merchandise, and decor were very important factors in choosing a store. This shopper preferred

department stores, and did most of her shopping in closed malls.

Several researchers have developed orientations to describe consumers (Bellenger &

Korgaonkar, 1980; Gutman & Mills, 1982; Huddleston, Ford, & Bickle, 1993; Lumpkin, 1985;

Stone, 1954), however, Stone (1954) was one of the first to classify consumers by shopping

orientations. Shopping orientations are used to describe consumer shopping experiences.

Orientations reflect consumer needs and preferences for shopping and determine personal,

economic, recreational, and social motivations for the shopping process. Previous research

suggests that shopping orientations can also be influenced by store attributes (Lumpkin, 1984;

Shim & Kotsiopulos, 1992). Thus, it is necessary to identify those store attributes important to

consumers.

    Store Attributes and Elderly Consumers   

Store attributes, such as image, location, and services influence consumer decisions to

patronize or shop at particular retail stores (Lindquist, 1974-75). Research on the elderly indicate

specific attributes are more important for this group. Chowdhary (1989) studied the apparel

shopping behavior of 70 elderly men and women age 65 and over. This study investigated

satisfaction and dissatisfaction with clothing and facilities. Results indicated that shopping ease,

wide variety, and label/brand were important factors when shopping for clothing. Respondents

were satisfied with a good selection, closeness of the mall, and reasonable sales. Respondents

expressed dissatisfactions with fit and size of clothing, youthful styles, an abundance of imported

clothes, and services offered. Although this study found no significant age related attributes, Shim

and Mahoney (1992) identified the following shopping attributes of the elderly: courteous

treatment and assistance from sales personnel, convenient parking, in-store rest areas, readable
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labels/tags, availability of advertised products, and ease of store layout. Some studies indicate that

mobility is a concern for the elderly, however, Lumpkin, Greenberg, and Goldstucker (1985)

found that consumers were not concerned with getting in and out of the stores. In addition,

proximity of stores was not important. 

The relationship between retail store attributes and lifestyles of mature consumers was

investigated by Huddleston, Ford, and Mahoney (1990). This study involved females over 50

years of age. The importance of retail attributes found in this study were similar to findings from

other studies (Chowdhary, 1989; Lumpkin & Hite, 1988; Moschis, 1992). Findings suggested that

availability of advertised products, store reputation, ease of finding items, convenient parking,

readable labels and tags, knowledgeable sales personnel, and attractive prices were important.

However, respondents did not find age related attributes important (i.e., sales personnel your own

age).

Lumpkin (1984) studied the effect of retirement versus age on the shopping orientations of

older consumers. He hypothesized that older retired consumers would differ from those not retired

regardless of age. Four age groups of older consumers were used: 55 to 64, retired; 55 to 64, not

retired; 65 and over, not retired; and 65 and over, retired. Results of this study indicated the 55 to

64 groups were significantly different from those over 65. Persons in the 55 to 64 age group

placed more emphasis on assistance from store personnel, wide variety in merchandise, credit

availability, and low prices. The 65 and older group placed emphasis on brands than on store

reputation, they shopped different stores and purchased specific brands, utilized advertised

specials, and shopped around to verify the value of merchandise, rather than for the best price.

Also, the 65 and over group, regardless of retirement was described as a relatively distinct

segment. Thus, this finding suggests that the elderly are not a completely homogenous group.

Several studies regarding the elderly report their special preferences and needs for

determining store patronage (Lumpkin & Greenberg, 1982; Lumpkin, Greenberg, & Goldstucker,

1985; Visvabharathy & Rink, 1985). According to Lumpkin, Greenberg, and Goldstucker (1985),

elderly consumers consider a number of factors when shopping. Their study involved the

following categories: convenience-store location and mobility, in-store convenience and physical

environment, price and quality aspects, and special needs of the elderly. Findings suggested that

the elderly want quality products at attractive prices. They have a need for clothing in appropriate

styles and sizes and desire to return merchandise that is not suitable for their needs. Moreover,

Moschis (1992) states that elderly consumers use a variety of criteria when selecting a retail store.
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He notes that services offered, such as courteous, patient treatment by store employees, assistance

in locating products, transportation to and from shopping areas, and places to rest when they

become tired are important to elderly consumers. Furthermore, he states that these services

become important to elderly consumers as they increase in age due to cognitive and biological

changes.

Visvabharathy and Rink (1985) defined the needs of elderly consumers somewhat

differently. They reviewed previous research relating to elderly needs and identified areas of

improvement in the marketplace. This research discussed ways to help marketers better serve the

elderly in promotion, pricing, products, packaging, and place. The elderly need special products

and services not currently offered by all businesses. Retailers need reserve parking spaces for the

elderly, handrails and ramps, package carry-out, and wheelchairs and walkers. In addition, retailers

should keep aisles clear, and offer assistance in locating and removing products from shelves.

Lambert (1979) found similar concerns in examining needs and wants at the retail level. This study

examined two age groups, 55 to 64 and 65 and older. Respondents identified discounts above the

customary 10 percent, better treatment by store personnel, assistance in locating products, and

package carryout as some of their concerns with retailers.  

Lumpkin and Hite (1988) examined retail offerings and the needs of elderly consumers.

The sample included 1,482 elderly persons throughout the United States. Compared with national

statistics, these respondents were better educated, more affluent, had higher incomes, and were

considered to be active consumers in the marketplace. The elderly in this study ranked discounts,

rest areas, store proximity, convenient parking, suitable sizes and styles of clothing, and in-home

shopping important. The retailers, on the other hand placed more importance on economic-related

attributes, such as sales and credit, product variety, and convenient/fast checkout. This study also

examined the consumer's perception as to whether the retailers provided store attributes in

comparison to what the retailers actually provided. Additionally, this study measured the retailer's

perception as to what attributes the elderly consumer considered most important. Eight

services/characteristics were significantly different for the elderly and retailers. Elderly consumers

perceived the following attributes to a greater extent than the retailer actually provided them: sales

and discounts, comfortable physical environment, knowledgeable salespersons, ability to return

unsatisfactory products, and transportation to the store.

Previous researchers have identified several important store attributes for elderly

consumers. Research indicates that the elderly use specific attributes to make store patronage
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decisions. Some of the most important attributes identified in the literature were shopping ease,

wide variety, label/brand name, courteous treatment from store personnel, in-store rest areas,

readable labels/tags, store reputation, discounts, and quality products. These attributes, as well as

the importance of lighting, temperature, background music, size range availability, sales, credit

availability and the importance of return policies will be examined in this study. The literature

suggests that these store attributes influence selection of and preference for certain retail stores by

elderly consumers.  

    Summary    

Consumers often decide to patronize retailers based on several attributes. Past research

identified attributes that contribute to an  appropriate retail environment. Some of these were

merchandise, service, clientele, physical facilities, convenience, and promotion (Lambert, 1979;

Linquist, 1974-75; Lumpkin, Greenberg, & Goldstucker, 1985). Evidence suggests that retailers

must understand their target consumers in order to develop effective retailing strategies.

Elderly persons were described as being senile, frail, poor, and having no interest in the

products and services currently offered by retailers, yet research has shown that the elderly use a

variety of criteria when choosing a retailer. Past studies have identified several retail store attributes

important to elderly consumers (Huddleston, Ford, & Mahoney, 1990; Lambert, 1979; Lumpkin,

Greenberg, & Goldstucker, 1985; Lumpkin & Hite, 1988; Mason and Bearden, 1978b). Some of

these attributes are ease of finding items, knowledgeable sales personnel, discounts, assistance

locating items, price, and quality. 

The review of literature discusses behavior patterns in terms of shopping orientations and

patronage. Previous research suggests that shopping orientations are based on past shopping

experience (Shim & Kotsiopulos, 1992). They also reflect differences in consumer needs for

products and services. The literature identifies attributes, such as product selection, quality, store

personnel, and customer services that are important to store patronage. Furthermore, it discusses

attributes important to elderly consumers. For example, elderly consumers place more importance

on courteous treatment/assistance from store personnel, knowledgeable store personnel, discounts

for seniors, rest areas in the store, convenient parking, store location, and price/quality of clothing

(Huddleston, Ford, & Mahoney, 1990; Moschis, 1992; Shim & Mahoney, 1992). Most retail and

marketing research focus only on attributes important to the elderly, and not on the influence of

these attributes on approach-avoidance behavior.
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Approach-avoidance behavior involves four aspects--physical, exploratory,

communication, and performance and satisfaction. Evidence suggests that this concept may be

related to retail settings based on  consumer store patronage, retail offerings or attributes,

interactions with store personnel, and time and money spent in an environment (Donovan &

Rossiter, 1982). Shopping behavior (i.e., activities that occur while consumers examine or

purchase merchandise) of the elderly in terms of approach-avoidance is an area that is lacking in

the research literature (Darden & Dorsch, 1990) . This may be due to the fact that elderly

consumers are often overlooked in the marketplace. Previous research indicates that as the size of

the elderly population increases, so will their potential as a viable market segment (Chowdhary,

1989; Greco, 1987; Schewe, 1989). The purpose of this research was to explore approach and

avoidance behavior at the retail level in order to gain a better understanding of the needs and

preferences of  elderly consumers.
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CHAPTER III

STATEMENT OF THE PROBLEM

The purpose of this study was to examine the relationships between age, store attributes,

approach-avoidance behavior, and shopping orientations of elderly apparel consumers in retail

environments. The research objectives, conceptual framework, hypotheses, conceptual definitions,

assumptions, and limitations, are presented in this chapter.

The relationship between store attributes and approach-avoidance behavior of elderly

consumers has not been thoroughly addressed in research literature. Past studies have identified the

needs and concerns of this group with respect to store patronage (i.e., store choice), but no research

has explored the influence of store attributes on each aspect of approach-avoidance behavior of

elderly apparel consumers.

Store patronage refers to an individual's choice for a particular retail store (Shim &

Kotsiopulos, 1992). However, approach-avoidance behavior explores consumer responses within

a retail environment. This concept identifies an individual's preference or lack of preference for a

retail store based on the following: store patronage, retail offerings or attributes, interactions with

store personnel, repeat shopping, and time and money spent in a store (Donovan & Rossiter,

1982; Mehrabian & Russell, 1974).

 Elderly consumers represent a growing segment of the population, thus it is important to

explore their preferences for retail stores and to identify store attributes of importance. They

represent a viable consumer segment due to increased purchase power and growth in numbers.

Today, more research is needed on the marketplace behavior of elderly consumers to establish

effective retail strategies for targeting this group.   

     Objectives   

1. To determine the relationship between store attributes and approach-avoidance behavior of 

elderly apparel consumers.

2. To determine the differences between age groups for the importance of store attributes of 

elderly apparel consumers.

3. To determine the relationship between shopping orientations and the importance of store 

attributes of elderly apparel consumers.

4. To determine the relationship between age and shopping orientations

of elderly apparel consumers.
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    Conceptual Framework

The conceptual framework for this research is based on the relationships between age, store

attributes, shopping orientations, and approach-avoidance behavior. Models and concepts

developed by Darden (1980), Donovan and Rossiter (1982), Shim and Kotsiopulos (1992), and

Mehrabian and Russell (1974) were modified to form the framework for this study. Specifically,

this research investigated the relationships between age, store attributes, shopping orientations, and

approach-avoidance behavior of elderly apparel consumers as shown in Figure 1.

Darden (1980) developed a patronage model of consumer behavior. The overall objective

of this model was to operationalize consumer patronage intentions. Darden's model proposed

relationships betweenpersonal characteristics (i.e., terminal values, lifestyles, social class, and stage

in the family life cycle) and shopping orientations, personal characteristics and information

sources, and information sources and shopping orientations. In addition, Darden proposed direct

sequential relationships among shopping orientations, store attributes, and patronage behavior. The

model consists of a stimulus section that produces a series of needs, by which the consumer

begins to search for information. The purpose of this process is to find a store and/or product

combination that will satisfy the needs of the consumer. The consumer decides to visit stores

within the evoked set. Decisions about stores are made based on store attribute beliefs and store

attribute saliences. These attributes, as well as inhibitors (i.e., income, time, social pressure) create

patronage intentions, which determine patronage behavior and results in stores visited and products

purchased. Finally, patronage behavior modifies attribute beliefs, shopping orientations, and results

in the reduction of consumer needs through social experiences. Additionally, patronage behavior

results in immediate or direct consumption through time.

Shim and Kotsiopulos (1992a) utilized Darden's patronage model of consumer behavior as

the theoretical framework for their study. They modified Darden's model to examine the patronage

behavior of apparel shopping. This research was the first of a two-part study of apparel shopping.

Part one of the research examined the relationship among several variables that determine

patronage behavior of apparel shopping. These variables were patronage behavior, store attributes,

shopping orientations, information sources, and personal characteristics. The objectives of the

study were to predict patronage behavior of apparel shopping; to predict store attributes, which

influence patronage behavior; to predict shopping orientations, which influence store attributes; and

to predict information sources, which impact shopping orientations. Shim and Kotsiopulos
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(1992a) suggested that shopping orientations represent a key variable in patronage behavior and

information sources and personal characteristics are the antecedents to shopping orientations.

The researchers tested the relationships among the variables with 482 female consumers.

The subjects were randomly selected from a list of 1,400 females from National Demographics

and Lifestyles in New York. Subjects were asked to complete a questionnaire based on apparel

store patronage, shopping orientations, store attributes, information sources, and personal

characteristics. More specifically, they were asked to indicate where they purchased most of their

clothing, to indicate the importance of twenty-four store attributes from previous research, to

identify personal characteristics, such as lifestyle activities, social class, family life cycle, and

demographics, to indicate how often they used information sources when they purchased apparel,

and to indicate the shopping orientation category that best described their shopping activity. The 11

shopping orientation profiles included the confident shopper, brand conscious shopper,

convenience/time conscious shopper, mall shopper, local store shopper, apathetic toward "made in

USA" shopper, catalog shopper, appearance manager, credit user, economic shopper, and the

fashion conscious shopper. Store attributes of importance to some of these shoppers included

customer services for the fashion conscious, the credit user, the apathetic toward "made in USA",

and the brand conscious shoppers. Price/return policies were important to the economic and the

apathetic toward "made in USA" shoppers. In addition, easy access was important to the

convenience/time conscious shopper, the appearance manager, the mall shopper, and the apathetic

toward "made in USA" shoppers. Results of the study indicated that all four variables (i.e., the

importance of store attributes, shopping orientations, information sources, and personal

characteristics) were predictors of apparel store patronage. These variables appeared to have some

degree of predictability among the four different types of stores (i.e., discount stores, specialty

stores, department stores, catalog shopping) included in this research. In addition, shopping

orientations and the importance of store attributes were more important than personal

characteristics or information sources in explaining patronage behavior of apparel shopping. The

researchers concluded that additional factors, not included in Darden's (1980) model should be

used to explain patronage behavior.

Part two of the Shim and Kotsiopulos (1992b) study investigated patronage choice

behavior in apparel shopping. The purpose of this research was to test and extend the model

developed in part one. Modifications to Darden's (1980) patronage model of consumer behavior

were also used in this part of the research. In addition to the relationships proposed in part one of
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the study, the researchers tested two more direct linkages among shopping orientations, store

attributes, and patronage behavior and information sources, shopping orientations, and store

attributes. Results of this study revealed that shopping orientations had an impact on patronage

behavior. Thus, patronage behavior should be explained in terms of store attributes and shopping

orientations. Shopping orientations were found to have a stronger impact than store attributes on

patronage behavior. Therefore, it was concluded that consumers should be segmented according to

their shopping orientations rather than store attributes. This study also found that store attributes

were influenced by information sources and that information sources directly influenced the

importance of store attributes. Based on the results of this study, the researchers proposed a

revised model of apparel retail patronage. With respect to consumer behavior, previous

environmental researchers have attempted to describe consumers in terms of their  approach or

avoidance within environments.      

According to Mehrabian and Russell (1974), behavior within an environment can be

described as approach or avoidance. Approach behaviors are a willingness or desire to stay,

explore, interact, and return to an environment. Avoidance behaviors, on the other hand relate to a

desire to leave and not return to an environment. The researchers conducted three preliminary

studies with undergraduate students to develop the verbal measures for each dimension of

approach-avoidance. Results from the studies indicated that these behaviors can be described in

terms of three emotional states--pleasure, arousal, and dominance. Pleasure was identified as

feelings of happiness, joyfulness, and satisfaction. The degree to which a person feels excited,

stimulated, alert, or active in an environment was identified as arousal. Furthermore, dominance

was identified as the extent to which a person feels in control, or free to act in an environment.

Donovan and Rossiter (1982) used Mehrabian and Russell's concept of approach-

avoidance in retail settings. They studied the approach-avoidance behavior of a group of graduate

students. The students were asked to visit two or three randomly selected retail stores on a different

day and time. A questionnaire was used to measure respondents' emotional states while in the

store on a semantic differential scale. The researchers proposed that four aspects of approach-

avoidance are related to retail environments. They suggested that physical approach-avoidance can

be related to store patronage, exploratory approach-avoidance can be related to retail offerings or

attributes, communication approach-avoidance can be related to interactions with store personnel

and floor staff, and performance and satisfaction approach-avoidance can be related to repeat

shopping frequency and time and money spent in the store.
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Previous researchers have attempted to explain the process of consumer patronage

behavior through models and empirical studies (Darden 1980; Shim & Kotsiopulos, 1992). Some

of the variables investigated include patronage behavior, store attributes, shopping orientations,

information sources, and personal characteristics. The present study included some of these

variables, as well as the concept of approach-avoidance behavior, which was previously studied by

Mehrabian and Russell (1974) and Donovan and Rossiter (1982). 

The relationship between shopping orientations and the importance of store attributes was

investigated by Darden (1980) and Shim and Kotsiopulos (1992). These researchers also identified

the relationship between the importance of store attributes and patronage behavior. This study

explored these relationships, as well as several others. For this study, however, patronage behavior

was referred to as physical approach-avoidance behavior. In addition to physical approach-

avoidance behavior, this study investigated the other three dimensions of approach-avoidance (i.e.,

exploratory, communication, performance and satisfaction) as described by Donovan and Rossiter

(1982). Furthermore, Shim and Kotsiopulos (1993) stated that shoppers with different orientations

have different consumer and demographic characteristics, marketplace behavior, preferences for

stores, and emphasize different store attributes. Therefore, this study explored the relationships

between age and shopping orientations and age and the importance of store attributes for elderly

apparel consumers. This research used three of the shopping orientations from Shim &

Kotsiopulos (1993). The orientations were brand-conscious/loyal, convenience/time-conscious,

and economic/price conscious. Previous related research found that elderly consumers place

importance on label/brand name, convenience-store location, mobility, in-store convenience, as

well as prices and discounts (Chowdhary, 1989; Lumpkin et al., 1985; Lumpkin & Hite, 1988)

Additionally, the literature suggests that shopping orientations or past shopping experiences

influence the importance of store attributes (Darden, 1980; Shim & Kotsiopulos, 1992). Thus, this

study further explored these relationships for elderly apparel consumers.  

    Conceptual Definitions   

1.    shopping        behavior   - activities that occur while individuals examine or purchase 

merchandise and services (Darden & Dorsch, 1990).

2.    approach        behavior    - an individual's willingness to stay physically in an environment, to 

look around or explore an environment, to verbally express preference for an environment, 

and to approach others and specific tasks in the environment (Mehrabian & Russell, 1974).
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3.    avoidance        behavior    - an individual's desire to leave and not return to an environment, to 

avoid moving through an environment, to avoid interacting with others or to ignore 

communication attempts by others in an environment, and to avoid performing specific 

tasks due to dissatisfaction with the environment (Mehrabian & Russell, 1974).

4.    apparel       store        patronage   - "a store choice behavior which represents an individual's 

preference for a particular store for purchasing apparel products" (Shim & Kotsiopulos, 

1992, p. 50).

5.    store       attributes    - criteria or features that make up a variety of merchandise dimensions (e.g.,

quality, assortment, fashion) and the service dimension (e.g., general service, return 

policy, delivery) (Shim and Kotsiopulos, 1992)

6.    shopping        orientations   - categories of shopper styles that reflect consumer needs for 

products and services. They also determine personal, economic, recreational, and social 

motivations for shopping (Lumpkin et al., 1986; Shim & Kotsiopulos, 1993; Shim & 

Mahoney, 1992).

7.     brand       conscious/loyal       shopper   - shopper category that reflects the consumer's desire to 

purchase certain well-known brands of clothing from particular stores (Shim & 

Kotsiopulos, 1992a).  

8.    convenience/time       conscious       shopper   - shopper category that reflects the consumer's desire 

to purchase clothing at the most convenient store. Also, this shopper prefers not to spend 

too much time planning clothing shopping (Shim & Kotsiopulos, 1992a).

9.    economic/price       conscious       shopper   - shopper category that reflects the consumers' desire to 

shop around for bargains and pay attention to clothing prices (Shim & Kotsiopulos, 

1992a). 

     Null Hypotheses

1-Ho. There is no relationship between store attributes and approach-avoidance behavior

for elderly apparel consumers.

There is evidence showing the importance of investigating approach-avoidance behavior

with respect to store attributes. Environmental psychologists suggest that individuals react to

places using two different forms of behavior: approach and avoidance (Donovan & Rossiter,

1982; Mehrabian and Russell, 1974). Specifically Donovan and Rossiter (1982) identified the

importance of approach-avoidance in retail settings. Further, Bitner (1992) noted that the physical
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design, decor elements, and consumer variables within service organizations have an impact on the

behavior of both customers and employees.

2-Ho. There is no difference between age and the importance of store attributes for elderly

apparel consumers.

The differences among age and the importance of store attributes of elderly consumers has

not been thoroughly addressed in the literature. According to previous research, consumers differ

with respect to their preference for retail attributes. A feature or attribute of importance to one

consumer might be less influential for another consumer depending on demographic

characteristics and lifestyle variables (Haynes, et al., 1994; Pessemier, 1980; Shim & Kotsiopulos,

1992b).  

3-Ho. There is no relationship between shopping orientations and the importance of store

attributes for elderly apparel consumers.

Previous research has identified a relationship between shopping orientations and the

importance of store attributes ( Bellenger et al., 1977; Darden, 1980; Shim & Kotsiopulos, 1993).

However, few studies have identified the relationship among these variables for elderly apparel

consumers. Darden (1980) developed a conceptual model to express this relationship and Shim

and Kotsiopulos (1992b) tested the relationship with female apparel shoppers. In addition,

Bellenger et al. (1977) studied the relationship between shopping orientations and store attributes

of female recreational shoppers. Shopping orientations for the present study were based on the

results of previous related research. Store attributes of importance to elderly consumers were used

to determine the shopping orientations examined. Some of these attributes were label/brand name,

convenience-store location, mobility, in-store convenience, and attractive prices and discounts

(Chowdhary, 1989; Lumpkin et al., 1985; Lumpkin & Hite, 1988). Thus, this study focused on

the brand-conscious/loyal shopper, the convenience/time conscious shopper, and the

economic/price conscious shopper.  

4-Ho. There is no relationship between age and shopping orientations for elderly apparel

consumers.

Shopping orientations reflect the categories of shopper styles and determine consumer

personal, economic, recreational, and social motivations for shopping. Empirical evidence

suggests that shoppers with different shopping orientations have different demographic and

psychographic characteristics (Shim & Kotsiopulos, 1993). Lumpkin (1984) studied the effect of

retirement versus age on the shopping orientations of older consumers. Results revealed that the
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shopping orientations of younger consumers were significantly different from the older

consumers.   

     Assumptions   

1. Respondents included in the sample can accurately answer questions related to their apparel

shopping experiences.

2. Individuals place a certain level of importance on store attributes included in this study.

3. Attributes included in this study exist in all types of retail store operations.

4. Respondents' behavior will reflect one of the three types of shopping orientations included 

in this study.

5. Respondents could read and understand the questionnaire.

    Limitations   

1. The results of this study should be cautiously generalized to other geographic regions. 

More than half of the subjects were selected from Southwest Virginia and with a 

convenience sample.

2. This study involved only one product category (i.e., apparel), and the results may not 

apply to shopping for other products.

3. This study focused only on retail stores.

4. This study focused on the subjects responses' and not their actual retail marketplace 

behavior.
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CHAPTER IV

RESEARCH AND DESIGN METHODS

The research was designed to examine the approach-avoidance behavior of elderly

consumers, age 65 and older. More specifically, this research explored the relationships between

age, store attributes, shopping orientations, and approach-avoidance behavior. A questionnaire was

developed to measure the variables included in this study (See Appendix A). This chapter will

discuss the sample, instrument, operational definitions, data collection, and statistical analysis.

    Sample   

The data were collected using convenience sampling. Convenience sampling was used

because the sampling units were accessible, easy to measure, and required the least time and cost

expenditure (Ko, 1995). The goal of this study was to include 200 elderly subjects affiliated with

retirement groups, church groups, and volunteer and service organizations. The final sample

consisted of 208 elderly persons from the Southeastern part of the United States.

   Instrument Development

     Measures   

The instrument, shown in Appendix A, was designed using attributes and scales from

previous related research. The instrument was divided into four sections: importance of store

attributes, approach-avoidance behavior, shopping orientations, and demographics. The first

section included questions on store patronage. Respondents were asked how often they shopped of

clothing with the following retail operations: department store, mass merchandiser, specialty store,

discount/off-price retailer, catalog, outlet store. The response scale ranged from 1 to 4 (1 = never

and 4 = frequently). This section also measured the importance of 15 selected store attributes.

Categories of store attributes were store atmosphere and merchandise assortment, background

music, quality and reputation, sales and customer services, and in-store convenience. Each attribute

was measured on a 6-point Likert scale (1 and 2 = not important and 5 and 6 = very important).

The store attributes were selected from the review of literature (Huddleston, Ford, & Mahoney,

1990; Lumpkin, Greenberg, & Goldstucker, 1985; Lambert, 1979; Lumpkin & Hite, 1988; Mason

& Bearden, 1978a). Table 1 identifies the commonalities of store attributes studied by previous

researchers.

Section two measured exploratory approach-avoidance behavior. The four statements in

this section were revised from a set of questions used by Donovan and Rossiter (1982). These



32

statements were related to time spent browsing, apparel expenditures, future patronage, and the

desire to explore or look around in stores.  Each statement was ranked on a 6-point Likert scale (1

and 2 = disagree and 5 and 6 = agree). Statements in this section were related to each of the 15

retail store attributes used in section one.  

Section three of the instrument measured two dimensions of approach-avoidance behavior

(i.e., communication and performance and satisfaction) and shopping orientations. The nine

approach-avoidance questions this section were related to customer-store personnel interactions

(e.g., Do you ask store personnel about upcoming sales or store events?). Subjects were asked to

respond "yes or no" to these questions.

Table 1

    Commonalities        of        Store         Attribute       Importance       Identified        by        Previous        Researchers   

                                                                                                                                                

Attributes Chowdhary  Shim & Mahoney Lumpkin & Hite   Lumpkin Lumpkin et al.

(1989) (1992) (1988)  (1984) (1985)

                                                                                                                                                

lighting X
temperature X
background music X

variety of styles suited to age X X X
size ranges available X X
sales (marked down prices) X X

quality products X
store reputation X
well-known labels/brands X

credit availability X
discounts for those 65 and over X
return policy X

readable labels/tags X
rest areas (chairs/benches) X X
ease of finding items (no clutter) X X X
                                                                                                                                                                                                                        

Shopping orientations were also measured in section three. Six statements from Shim and

Kotsiopulos (1992) were measured on a 6-point scale (1 and 2 = disagree, 5 and 6 = agree).

Shopper profiles included were brand conscious/loyal, economic/price conscious,

convenience/time conscious.

The final section of the instrument consisted of demographic characteristics. The

characteristics were age, sex, education, employment status, and household income. Questions
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related to clothing expenditures and average time spent shopping per visit were also included. This

section was included for descriptive purposes.  

    Pilot        Test   

The questionnaire was pilot tested with 10 elderly persons, age 65 and older in Southwest

Virginia.  Participants in the pilot study were not included in the main study. The pilot test was

conducted to improve content validity and face validity of the questionnaire. Respondents were

asked to evaluate the structure, wording, difficulty or ease of the questions, as well as the time

required to complete the questionnaire. They were also asked to make suggestions for

improvement. Suggestions included adding outlet stores to the types of retail stores shopped most

often, clarifying instructions, and using the appropriate wording to describe the sample. The

amount of time needed to complete the survey was approximately 15 minutes. As a result of the

respondents' input, changes were made and the questionnaire was pilot tested a second time with

another group of elderly persons.

   Instrument        Reliability       and         Validity

Cronbach's alpha coefficient was computed to test for internal consistency for the factors.

According to Nunnally (1978) internal consistency is based on the average correlation among

items within a test. Nunnally (1978) states that a scale is considered to have good reliability if the

scale has an alpha value of .70 or greater. Furthermore, he states that the size of the reliability

coefficient is based on the average correlation among test items and the number of items. The

items with alpha values of .70 or greater were retained for this study.

The instrument's validity was tested to ensure that the instrument was measuring what it

was designed to measure. To establish content validity, three faculty members were asked to

evaluate the items included in the questionnaire against the research objectives.

     Operational Definitions   

1.    importance        of        physical       store       attributes    - respondents' ranking of the importance of store 

attributes was measured on a 6-point Likert scale. The ratings ranged from 1 to 6 (1 and 2 

= not important, 5 and 6 = very important). Categories of attributes were store atmosphere 

and merchandise assortment, background music, quality and reputation, sales (i.e., marked 

down prices) and customer services, and in-store convenience.  

2.    characteristics        of       store        personnel       attribute   - this attribute was measured as the age of 

store personnel, knowledge of store personnel, friendliness of store personnel, and 

helpfulness of store personnel.
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3.    store        personnel-customer       interaction       attribute   - this attribute measured communication 

with store personnel by the subjects requesting information or assistance.

4.     physical       approach    - respondents' indication of shopping six types of retail operations for 

clothing (occasionally, frequently).

5.     physical       avoidance   - repondents' indication of not shopping six types of retail 

operations for clothing (seldom, never)

6.    exploratory       approach-avoidance   - respondents' ranking of four stems (i.e., time and money 

spent in retail stores, future patronage, a desire to look around in retail stores) related to 

each of the 15 retail store attributes. Statements were measured on a 6-point Likert scale,

1 and 2 = disagree, 5 and 6 = agree.

7.    communication       approach-avoidance   - respondents' reply to yes/no questions concerning 

customer-store personnel interactions. Questions were related to communication about 

upcoming sales or store events, assistance locating and removing items from shelves 

or racks, and advice regarding clothing selection.

8.     performance       and       satisfaction       approach-avoidance   - respondents' reply to yes/no questions 

concerning future patronage, loyalty, as well as  characteristics and attitudes of store 

personnel.  

9.    shopping        orientations    - respondents' ranking of six statements related to three shopper 

profiles (i.e., brand-conscious/loyal, convenience/time-conscious, economic/price 

conscious. These statements were measured on a 6-point Likert scale, with 1 and 2 = 

disagree and 5 and 6 = agree. Prior to data analysis, the six statements were added together 

to form the three shopper categories. Statements were combined in order to categorize 

shoppers according to one of the three orientations.

     Data Collection    

Data were collected using a convenience sample of elderly persons from the Southeastern

part of the United States. Elderly persons affiliated with retirement centers, church groups, and

volunteer and service organizations in Southwest Virginia and North Carolina were the subjects

for this study. Additionally, residents of communities in North and South Carolina participated.  

Prior to data collection, this research was approved for exemption status as required by the

Institutional Review Board (IRB). Exemption was granted by the Board because there were no

risks involved to subjects participating in this study (See Appendix A). Permission for data
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collection was obtained from directors of centers and service organizations in Southwest Virginia

and North Carolina, as well as individual participants.

The survey was administered at social activities for elderly persons in Southwest Virginia.

Before distributing the survey, the researcher introduced herself and asked for volunteers to

participate in a survey related to their apparel shopping experiences. For some participants the

researcher had to read questions to the subjects and assist with completing the questionnaire. Upon

completion of the questionnaire, subjects were thanked for their participation.

Mail questionnaires were used to collect a majority of the data due to time constraints at

regular meetings and social activities in Southwest Virginia and to survey respondents from North

and South Carolina. Respondents were given a self-addressed stamped envelope, consent form

and a questionnaire to complete and return to the designated individual (See Appendix B).  They

were asked to answer all questions based on their experience with retailers. The questionnaire was

distributed to approximately 285 elderly persons; 208 surveys were returned.

    Statistical Analysis   

This study was a quantitative study that tested the relationships between age, store

attributes, shopping orientations, and approach-avoidance behavior of elderly apparel consumers.

For all analyses, statistical significance was set at a level of .05. Data analysis consisted of factor

analysis, descriptive statistics (i.e., frequencies, percentages), Multivariate Analysis of Variance

(MANOVA), regression, and chi-square. The data analysis by Hypothesis is shown in Table 2.
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Table 2

    Summary        of         Data         Analysis        by         Hypothesis   

                                                                                                                                                                                                                        

Objective   Hypothesis              Independent              Dependent                 Statistical
Variable/Item #          Variable/Item #           Analysis   

                                                                                                                                                                                                                         

1                       1                          store attributes     approach-avoidance          
         behavior

   
1a                     importance of (2) •  physical (1)      Chi-square

                    store attributes

1b •  exploratory (3a-6b)          Frequencies

1c •  communication (7-9)          Frequencies

1d •  performance (10-15)         Frequencies
        and satisfaction

2                       2     age (23) importance of (2) MANOVA
store attributes

3 3 shopping (16-21) importance of (2) Regression
orientations store attributes

4 4 age (23) shopping (16-21) Chi-square
orientations

                                                                                                                                                                                                                              

Factor analyses were performed to reduce the scales and Cronbach alpha coefficients were

used to evaluate internal reliability of the factors. MANOVAs were used to measure differences

between the age groups and the importance of store attributes (i.e., categories of environmental

dimensions, product selection, quality/reputation, customer services, in-store convenience).

Regression was selected to explore the relationship between shopping orientations (i.e., brand

conscious, convenience, economic) and the importance of store attributes. Chi-square analysis

examined the relationship between age and shopping orientations. Frequencies, percentages, and

chi-square were used to examine the relationship between store attributes and the four dimensions

of approach-avoidance behavior.

Missing values (i.e., any items not answered) were not included in the statistical analysis.

Although some researchers discard the entire questionnaire if respondents do not answer all items,

Aaker, Kumar, and Day (1995) suggest that a less extreme way to handle missing values is to

discard only the problem questions and retain all others. For example, in parts of the analysis

involving age, only those respondents who answered the question were included. Therefore,

sample size (    n    ) varied for each question.
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     Hypotheses Testing

1-Ho. There is no a relationship between store attributes and approach-avoidance behavior

for elderly apparel consumers.

Hypothesis 1 tested the relationship between store attributes and each aspect of approach-

avoidance behavior that was measured in terms of physical, exploratory, communication,

performance and satisfaction. Store attributes for each dimension of approach-avoidance were

different. Prior to hypotheses testing, factor analyses were performed on the store attributes in

section 1 and section 2 of the questionnaire. For section 1, thirteen of the 15 physical store

attributes were retained and grouped into 5 factors. The factors were categorized as store

atmosphere and merchandise assortment, background music, quality and reputation, sales and

customer services, and in-store convenience. Section 2 measured exploratory approach-avoidance

in relation to each of the 15 physical store attribute factors in section 1. Separate factor analyses

were performed on the four dimensions of exploratory approach-avoidance and factors grouped

differently for each dimension. The dimensions were avoid looking around, spend more time,

avoid returning, and spend more money. In addition, factor analysis was not performed on the

other aspects of approach-avoidance (i.e., physical, communication, performance and satisfaction)

because the format of the questions differed. Store attributes for communication and performance

and satisfaction approach-avoidance were embedded in the question. Communication approach-

avoidance was measured in relation to interactions with store personnel (i.e., communicating about

upcoming sales or store events, assistance with merchandise, advice regarding clothing selection)

and performance and satisfaction approach-avoidance was measured in relation to characteristics of

store personnel (i.e., knowledgeable, courteous, friendly, helpfulness, attentiveness). 

Physical approach-avoidance questions measured store choice or apparel patronage

behavior on a 4-point Likert scale ranging from never to frequently.

1a-Ho. There is no relationship between physical store attributes and physical approach-

avoidance behavior for elderly apparel consumers.

For physical approach-avoidance, the relationship among the six types of retail stores (i.e.,

department stores, mass merchandisers, specialty stores, discount/off-price retailers, catalogs,

outlet stores) and the five store attribute factors was tested using Chi-square analysis. This

relationship was tested at the .05 level of significance. The hypothesis was rejected if Chi-square

revealed a significant relationship between any of the retail stores and the five store attribute

factors.  
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1b-Ho. There is no relationship between physical store attributes and exploratory

approach-avoidance behavior for elderly apparel consumers.

Frequencies were tabulated to determine which physical store attribute factors contributed

to exploratory approach-avoidance behavior. The four dimensions measured were time and money

spent in retail stores, future patronage, and the desire to look around retail stores. The hypothesis

was rejected if the frequency results revealed a favorable response from more than 50% of the

subjects for any exploratory approach-avoidance dimension and the store attribute factors. 

1c-Ho. There is no relationship between interactions with store personnel and

communication approach-avoidance behavior for elderly apparel consumers.  

Communication approach-avoidance behavior was measured by the subjects responses to

questions regarding the attribute store personnel-customer interaction. Attributes measuring

interactions with store personnel and communication approach-avoidance were embedded in the

question. Frequencies and percentages were calculated for each question to identify approach-

avoidance behavior. The hypothesis was rejected if the frequency results revealed a favorable

response from more than 50% of the subjects regarding communicating with store personnel

about upcoming sales or store events, assistance locating and removing items from shelves or

racks, and advice about clothing selection.  

1d-Ho. There is no relationship between characteristics of store personnel and performance

and satisfaction approach-avoidance behavior for elderly apparel consumers.

Frequencies were tabulated to determine whether store personnel characteristics influenced

performance and satisfaction approach-avoidance behavior. Attributes measuring the two

variables,  characteristics of store personnel and performance and satisfaction, were embedded in

the question. The hypothesis was rejected if more than 50% of the subjects responded favorably to

any of the six items regarding behavior related to age of, knowledge of, helpfulness of, and

treatment by store personnel.  

2-Ho. There is no difference between age groups for the importance of store attributes for

elderly apparel consumers.

For testing Hypothesis 2, Multivariate Analysis of Variance (MANOVA) was employed

to examine differences between age and the importance of store attributes. The sample was divided

into three age groups. Group 1 was between the ages of 65-74, group 2 was between the ages of

75-84, and Group 3 was 85 and older. For the analysis, however, groups 2 and 3 were combined

because group 3 consisted of approximately 11 subjects. Differences were tested at a significance
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level  of .05. The null hypothesis was rejected if the results showed a significant difference

between age groups for any one of the 5 factors.

3-Ho. There is no relationship between shopping orientations and the importance of

physical store attributes for elderly apparel consumers. 

To test Hypothesis 3, multiple regression was used to investigate the relationship between

shopping orientations (i.e., brand conscious, convenience, economic) and the importance of store

attributes. The six items (i.e., 16-21) were combined to form the three shopping orientation

profiles. Items 16 and 17 of the questionnaire were combined into one variable to identify the

brand conscious shopper. Items 18 and 19 were combined to identify the convenience shopper and

items 20 and 21 were combined to identify the economic shopper. Regression was performed with

each of the five store attribute factors as the dependent variable and the three categories of shopping

orientations as the independent variables. Multiple regression is used when a single dependent

variable is presumed to be related to one or more independent variables. This procedure predicts

changes in the dependent variable in response to changes in several independent variables (Hair,

Anderson, & Tatham, 1987). This relationship was tested at a .05 level of significance. The three

categories of shoppers were brand conscious shopper, convenience shopper, and economic

shopper.   

4-Ho. There is no relationship between age and shopping orientations for elderly apparel

consumers. 

Hypothesis 4 was tested using Chi-square analysis. This analysis was used to examine the

relationship between age and the three shopping orientations at a .05 level of significance. Chi-

square is used to determine the number of responses, objects, or people that fall into two or more

categories (Huck, Cormier, & Bounds, 1974).
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CHAPTER V

RESULTS AND DISCUSSION

The purpose of this study was to examine the approach-avoidance behavior of elderly

apparel consumers. Relationships between age, the importance of store attributes, shopping

orientations, and approach-avoidance behavior of a sample of elderly consumers were investigated.

Elderly persons, age 65 and older were chosen to participate. This group was chosen since the

elderly population has experienced substantial growth since the turn of the century and is expected

to continue to increase. Elderly persons are often overlooked in the marketplace, but previous

studies indicate that the elderly represent a viable consumer segment within the population. This

chapter presents a description of the sample and hypotheses results.

The statistical analyses conducted for this study were factor analysis, Multivariate Analysis

of Variance (MANOVA), regression, chi-square, and descriptive statistics (i.e., frequencies,

percentages). Factor analyses were performed to reduce the scales. Cronbach alpha coefficients

were used to evaluate internal reliability. MANOVAs were used to examine the differences

between age groups for the importance of store attributes (i.e., categories of environmental

dimensions, product selection, quality/reputation, customer services, in-store convenience) using

the Wilks Lambda statistic. Regression was selected to explore the relationship between shopping

orientations (i.e., brand conscious, convenience, economic) and the importance of store attributes.

Chi-square analysis examined the relationship between age and shopping orientations.

Frequencies, percentages, and chi-square analysis were used to examine the relationship between

store attributes and each aspect of approach-avoidance behavior. For all analyses, except

frequencies, statistical significance was set at a level of .05. Sample size (    n    ) varied for all analyses

because some respondents did not answer all questions.

     Variable Development   

    Factor Analysis   

Separate factor analyses were performed on the importance of 15 store attributes in section

one of the questionnaire and for each dimension of the exploratory approach-avoidance behavior in

section two. Shopping orientation items were not included in the factor analysis because these

statements were analyzed and used in a previous research study by Shim and Kotsiopulos (1993).

Items with a minimum eigenvalue of one were used to control the number of factors extracted.
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Hair et al. (1987) state that factors with eigenvalues greater than one are significant and all

factors less than one are insignificant and disregarded. The factor analyses were run to evaluate the

internal reliability and to form the factors from those items clustered together. The analyses are

important to ensure that items selected from scales are measuring what they are designed to

measure. In addition, factor analyses ensure that items do not overlap with other items from other

scales.

    Criteria       for        Factor        Loading    . According to Nunnally (1978), items must receive a minimum

score of .50 for items to load. On the other hand, Kerlinger (1973) states that there is no generally

accepted standard error of factor loading. Some factor analysts do not consider a loading less than

.30 or even .40, however some do. Hair et al. (1987) suggest that a factor loading greater than .30

is considered significant. A loading of .40 is more important and a loading of .50 or greater is

considered very significant. Items loading above .40 and on one factor were retained for this study.

Any items that did not meet both criteria were removed from the analysis.

    Results        of       the        Factor         Analyses   . Factor analysis resulted in five factors. For the 15 store

attribute items included in question 2, with the exception of two attributes, return policy and rest

areas, all other store attributes were retained for this study. These attributes were removed from the

analysis because they loaded on more than one factor. Separate factor analyses were also

performed on the exploratory approach-avoidance items. Exploratory approach items were

questions 3b, 4b, 5a, and 6a and exploratory avoidance items were questions 3a, 4a, 5b and 6b.

These items consisted of four dimensions in relation to each of the 15 store attributes. Each

dimension generated different factors for the analysis. The dimensions included in this study were

spend more money, spend more time, avoid looking around, and avoid returning. The spend more

money dimension resulted in five factors. The attributes bright lighting and youthful styles were

removed from the analysis because they loaded on more than one factor. The spend more time

dimension resulted in four factors. The attribute readable labels/tags was removed. The avoid

looking around dimension and the avoid returning dimension resulted in four factors each and all

store attribute items were retained.

    Face         Validity

The researcher developed a list of A priori expectations for the 15 store attributes in section

one of the questionnaire. The A priori expectations were compared with the factors identified in the

factor analysis (See Table 3).
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Table 3

     A        Priori        Expectations       and        Factor         Analysis        of        Store         Attribute       Importance

                                                                                                                                                

A Priori Expectations Factor Analysis

                                                                                                                                                

    Environmental        Dimensions       Store        Atmosphere       and   
lighting      Merchandise        Assortment    (F1)
temperature lighting
background music temperature

variety of styles suited to age
size ranges available

    Product        Selection       Background         Music    (F5)
variety of styles suited to age background music
size ranges available
sales (marked down prices)

    Quality       and        Reputation       Quality       and        Reputation    (F3)
quality products quality products
store reputation store reputation
well-known labels/brands well-known labels/brands

    Customer        Services       Sales       and        Cust.        Services    (F2)
credit availability sales (marked down prices)
discounts for those 65 and over discounts for those 65 and over
return policy return policy

   In-store        Convenience      In-store        Convenience    (F4)
readable labels/tags readable labels/tags
rest areas (chairs/benches) ease of finding items (no clutter)
ease of finding items (no clutter)
                                                                                                                                                            
     Note:     Column 1 represents the store attribute categories identified in the literature before the factor analysis
was performed. Column 2 represents the store attribute factors and the new category names after the factor
analysis. (F1-F5; Factors 1-5)  
                                                                                                                                                            

For  Factor 1, the items that were consistent with the A priori expectations and factor analysis were

lighting and temperature. Although variety of styles suited to age and size range availability were

not consistent with the A priori expectations, they were retained as items in the scale. For Factor 2,

credit availability and discounts for those 65 and over were consistent with both groups. The

attribute sales (marked down prices) was not consistent, but it was kept for this study. For Factor

3, quality products, store reputation, and well-known labels/brands were all consistent with the a

priori expectations. For Factor 4, readable labels/tags and ease of finding items (no clutter) were

consistent, however background music in Factor 5 was not. Items not consistent with A priori
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expectations were retained because they were identified in the literature as important attributes for

elderly consumers. In addition, these attributes were retained because they loaded at or above .40

for the factor analysis.

    Reliability    

After the factor analyses were performed, Cronbach alpha coefficients were computed for

the five store attribute factors and for each dimension of the exploratory approach-avoidance

factors. Cronbach's alpha was calculated to test for internal consistency. According to Nunnally

(1978) internal consistency is based on the average correlation among items within a test. Nunnally

(1978) states that a scale is considered reliable if it has an alpha value of .70 or higher. Thus, this

study used alpha values of .70 or higher. Furthermore, Nunnally states that the size of the

reliability coefficient is based on the average correlation among test items as well as the number of

items.

    Results        of       the        Reliability        Testing    . The store attribute factors, the factor loading, and the

standardized alpha coefficients are shown in Table 4. Factor loading ranged from .52 to .84, and

standardized alpha coefficients ranged from .78 to .51. All items with an alpha value of .70 or

higher were considered reliable (Nunnally, 1978). For this study, store attribute items included in

Factor 1 and Factor 3 had alpha values of .70 or higher. However, the remaining factors, Factor 2,

Factor 4, and Factor 5 received alpha values below .70. Items receiving alpha values below .70

were retained because this study was exploratory in nature. Thus, caution should be taken in

generalizing relationships with these factors.

 With respect to exploratory approach-avoidance, each of the four dimensions consisted of

factors with alpha values below .70. Tables 5 through 8 contain the individual factors, factor

loading, and standardized alpha coefficients. For spend more time (Table 5), of the five factors

included, Factor 1 and Factor 2 had alpha values of .78 and .82, respectively. Two of the four

factors for the spend more money dimension (Factor 1 and Factor 2) had alpha values above .70.

Factor 1 and Factor 2 received alpha values of .76 and .86, respectively (See Table 6). For the

avoid looking around dimension (Table 7), Factor 1 and Factor 2 had alpha values of .81 and .89.

The remaining factors, Factor 3 and Factor 4, were below .70. Table 8 shows the factors, factor

loading, and the standardized alpha coefficient for the avoid returning dimension. Of the four

factors, two had alpha coefficients above .70. Factor 1 received an alpha of .84 and Factor 2

received an alpha of .82.
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Table 4

    Factor         Analysis        of       the       Importance        of        Store         Attributes       (Section       I)

                                                                                                                                                

Factors loading   eigenvalues       alpha

 coefficient
                                                                                                                                                

    Factor        1    2.44 .78
lighting .78
temperature .61
variety of styles suited to age .75
size ranges available .75

    Factor        2    2.12 .63
sales (marked down prices) .68  
credit availability .60  
discounts for those 65 and over .81  

    Factor        3    2.11 .77
quality products .82
store reputation .68  
well-known labels/brands .84  

    Factor        4    1.76 .51
readable labels/tags .52  
ease of finding items (no clutter) .82

    Factor        5    1.23
background music1 .83
                                                                                                                                                
1Single-item measure; alpha not applicable
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Table 5

    Factor         Analysis        Results       for       the        Spend         More        Time         Dimension        of        Exploratory         Approach

                                                                                                                                                

Factors    loading    eigenvalues alpha

coefficient
                                                                                                                                                

    Factor        1    2.89 .78

credit availability .81

discounts for those 65 and over .84
liberal return policy .83
bright lighting .63
readable labels/tags .56  

    Factor        2    2.08 .82
inferior products .83
poor business practices .86

    Factor        3    1.88 .61
youthful styles .62
few sales .48
no rest areas .76

    Factor        4    1.54 .60
many well-known labels/brands .79
many size ranges available .77

    Factor        5    1.17 .33
cold temperatures .50
soft background music .87  
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Table 6

    Factor         Analysis        Results       for       the        Spend         More         Money         Dimension        of        Exploratory         Approach

                                                                                                                                                

Factors loading eigenvalues alpha

                                                                                                                  coefficient                       

    Factor        1    3.08 .76

soft background music .59
credit availability .77
discounts for those 65 and over .80
liberal return policy .79
many  size ranges available .52  

    Factor        2    2.75 .86
no rest areas .67 
difficult to find items .81
inferior products .86  
poor business practices .86

    Factor        3    1.78 .66
cold temperatures .73
few sales .76

    Factor        4    1.45 .49
readable labels/tags .83
many well-known labels/brands .79
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Table 7

    Factor         Analysis              Results       for       the         Avoid        Looking         Around         Dimension        of        Exploratory         Avoidance   

                                                                                                                                                

Factors               loading eigenvalues alpha
  coefficient

                                                                                                                                                

    Factor        1    2.83 .81

no rest areas .60
difficult to find items .86
inferior products .85
poor business practices .84

    Factor        2    2.76 .89
credit availability .75
discounts for those 65 and over .87  
liberal return policy .89  

    Factor        3    1.99 .68
readable labels/tags .72
many well-known labels/brands .77  
many size ranges available .66

    Factor        4    1.78 .57
few sales .50
bright lighting .69  
cold temperatures .47
soft background music .71  
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Table 8

    Factor         Analysis        Results       for       the         Avoid        Returning         Dimension        of        Exploratory         Avoidance   

                                                                                                                                                

Factors                loading eigenvalues alpha
             coefficient

                                                                                                                                                

    Factor        1      2.98 .84
bright lighting .62  
soft background music .69  
credit availability .77  
discounts for those 65 and over .82
liberal return policy .77

    Factor        2    2.66 .82
no rest areas .54
difficult to find items .89  
inferior products .86
poor business practices .83  

    Factor        3    2.01 .69
many size ranges available .73
readable labels/tags .71
many well-known labels/brands .67  

    Factor        4    1.72 .52
youthful styles .54
few sales .77
cold temperatures .71
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     Description of the Sample   

The data were collected by convenience sampling with elderly retail consumers from the

Southeastern part of the United States. The final sample consisted of 208 subjects. Section five of

the questionnaire requested demographic information from the respondents. To obtain a profile of

the apparel consumers, respondents were asked to complete questions regarding their age, gender,

education, employment status, income, clothing expenditures, and their average time spent

shopping for clothing. Table 9 shows the distribution of the respondents by demographic

characteristics. Sample size  (    n    ) varied for each survey question because some respondents did not

answer all questions.

Over half of the subjects (62.6%) were between the ages of 65-74, followed by the 75-84

group (31.6%). Seventy-nine percent were women and 21.3% were men. Although geographic

location was not included as a demographic question, a majority of the subjects resided in

Southwest Virginia.

Respondents indicated their highest level of education achieved. The largest percentage of

subjects, 22.4% indicated high school or less. This could explain the inability of some respondents

to read and understand the questionnaire. Twenty-two percent reported some college or trade

school. Twenty percent of the respondents completed graduate school, while 14.6% earned a

college degree.

The employment question revealed that a majority of the respondents, 92.7%, were retired.

Only one percent were employed full-time and four percent worked part-time. Questions related to

time spent shopping and clothing expenditures were also included in this section of the

questionnaire (See Table 9 Continued). Fifty-three percent of the respondents spent 1-2 hours

during one visit when shopping for clothing. With regard to clothing expenditures, 43.7% of the

respondents spent $200-499 on clothing for themselves last year. The second largest group,

25.5%, spent $500-999 on clothing. Only 2.9% reported spending $2000 or above.

The income distribution showed that 28.7% of the respondents had a total household

income below $10,000 last year before taxes. Seventeen percent reported $20,000-29,999, while

18.5 percent reported $50,000 or more.
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Table 9

     Distribution        of        Respondents        by         Demographic        Characteristics   

                                                                                                                                                

Demographic        Frequency Percent
Characteristic
                                                                                                                                                

     Gender   

Male   44   21.3

Female 163   78.7

Total 207 100.0

     Age   

65-74 129   62.6

75-84   65   31.6

85 and older   12     5.8

Total 206 100.0

    Education    

High School or Less   46   22.4

High School Graduate   44   21.5

Some College or Trade School  45   22.0

College Degree  30   14.6

Graduate Degree  40   19.5

Total 205 100.0

    Employment        Status   

Full-time     2     1.0

Part-time     9     4.4

Retired 191   92.7

Unemployed        4     1.9

Total 206 100.0
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Table 9 (Continued)

     Distribution        of        Respondents        by         Demographic        Characteristics   

                                                                                                                                                

Demographic        Frequency Percent
Characteristic
                                                                                                                                                

    Time        Spent        Shopping    

Less than 1 hour   57   27.5

1-2 hours 110   53.2

2 + hours   40   19.3

Total 207 100.0

     Money        Spent        on        Clothing    

Below $200   33   16.2

$200-499   89   43.7

$500-999   52   25.5

$1000-1499   18     8.8

$1500-1999     6     2.9

$2000 or above     6     2.9

Total 204 100.0

     Household       Income   

Below $10,000   51   28.7

$10,000-19,999   25   14.0

$20,000-29,999   31   17.4

$30,000-39,999   19   10.7

$40,000-49,999   19   10.7

$50,000 or above   33   18.5

Total 178 100.0
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    Test of Hypotheses   

     Hypothesis        1

There is no relationship between store attributes and approach-avoidance behavior for

elderly apparel consumers.

Factor analyses, frequencies, and chi-square analysis were used to test the relationship

between store attributes related to the physical aspects and the personnel aspects of retail stores and

approach-avoidance behavior of elderly apparel consumers. Frequencies were run on the

dimensions measuring physical, communication, and performance and satisfaction approach-

avoidance. Chi-square analysis was used to test the relationship between store attributes and

physical approach-avoidance. Separate factor analyses with varimax rotation were performed on

each dimension of exploratory approach-avoidance (i.e., time and money spent in retail stores,

future patronage, and the desire to look around or explore retail stores). Frequencies were then run

on each factor retained from the factor analyses.

1a-Ho. There is no relationship between physical store attributes and physical approach-

avoidance behavior for elderly apparel consumers.

Table 10 shows the physical approach-avoidance behavior of respondents. Physical

approach-avoidance was measured according to responses to item 1 of the questionnaire regarding

shopping frequency for each store type. The types of retail stores were department stores, mass

merchandisers, specialty stores, discount/off-price retailers, catalogs, and outlet stores.

It was noted that elderly consumers in this study preferred to shop for clothing at

department stores and mass merchandisers. Thirty-two percent of the respondents preferred to

shop department stores "frequently", followed by 46% that shopped "occasionally". Thirty-two

percent of the respondents "frequently" shopped mass merchandisers. In addition, 33%

"occasionally" shopped mass merchandisers, such as Walmart and Kmart for clothing. Only nine

percent "frequently" shopped specialty stores and 15% "occasionally" shopped specialty stores.

Finally, only a small percent of the respondents reported "frequently" shopping discount/off-price

retailers, catalogs, and outlet stores for clothing. These findings support Mason and Bearden

(1978b) and Lumpkin (1985) who found that elderly consumers do not use catalogs for shopping.

Furthermore, Lumpkin (1985) found that these consumers tend to shop department stores most

frequently. Findings from the present research also concur with Schwartz (1990) and Lumpkin

and Greenberg (1982) who found that middle-aged consumers and elderly consumers prefer to

shop department stores.  
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Table 10

    Shopping        Frequency       for        Store        Types       (Physical         Approach-Avoidance        Behavior)   

                                                                                                                                                

Physical Frequency Percent
Approach-Avoidance
                                                                                                                                                

     Department       store

Never 8 4.0

Seldom 36 18.2

Occasionally 91 46.0

Frequently 63 31.8

Total 198 100.0

     Mass         Merchandiser

Never 20 10.6

Seldom 45 24.0

Occasionally 62 33.0

Frequently 61 32.4

Total 188 100.0

    Specialty       store

Never 76 42.9

Seldom 58 32.8

Occasionally 27 15.3

Frequently 16 9.0

Total 177 100.0
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Table 10 (Continued)

    Shopping        Frequency       for        Store        Types       (Physical         Approach-Avoidance        Behavior)   

                                                                                                                                                

Physical Frequency Percent
Approach-Avoidance
                                                                                                                                                
     Discount/Off-price       retailer   

Never 101 57.4

Seldom 45 25.6

Occasionally 20 11.3

Frequently 10 5.7

Total 176 100.0

    Catalog    

Never 99 55.9

Seldom 39 22.0

Occasionally 29 16.4

Frequently 10 5.7

Total 177 100.0

     Outlet       store

Never 82 45.3

Seldom 45 24.9

Occasionally 42 23.2

Frequently 12 6.6

Total 181 100.0
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    Results        of         Chi-square          Analysis   . Chi-square analysis was used to test the relationship

between the store attribute factors and physical approach-avoidance (i.e., each store type). Table 11

shows the results of the analysis by store type. Results revealed that attributes included in Factor 1

(p=.03) and Factor 3 (p=.001) were significantly related to department stores at the .05 level of

significance (See Table 11). Attributes included in Factor 1 were lighting, temperature, variety of

styles suited to age, and size range availability. Quality products, store reputation, and well-known

labels/brands were the attributesin Factor 3. These findings were not consistent with Chowdhary

(1989) who found that elderly consumers preferred to shop department stores because they had

better prices and a wide variety of merchandise. Mass merchandisers and outlet stores were related

to the attributes in Factor 2 (p=.048 and p=.006, respectively) at the .05 level of significance. Sales

(marked down prices), credit availability, and discounts for those 65 and over were among the

attributes included. In addition, background music (Factor 5, p=.009) was also significantly related

to mass merchandisers. The music attribute did not group with any other attributes for the factor

analysis. Significant relationships were not found between the store attribute factors and specialty

stores, factors and discount/off-price retailers, and factors and catalogs at the .05 level (See Table

11). However, based on the frequency results and the significant chi-square analyses for outlet

stores, department stores, and mass merchandisers hypothesis 1a was rejected.
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Table 11

    Chi-square          Analysis         of        the         Relationship         Between         Physical          Approach-Avoidance        and         Store

     Attribute        Factors   

                                                                                                                                                

Store Type Factor 1 Factor 2 Factor 3 Factor 4 Factor 5

                                                                                                                                                

     Department       store

df 48 42 36 21 15

Value 68.125 39.092 72.855 19.465 10.523

Prob. .030* .599 .001* .555 .786

     Mass         Merchandiser

df 48 42 36 21 15

Value 47.576 58.361 29.331 13.580 30.914

Prob. .490 .048* .777 .887 .009*

    Specialty        Store

df 48 42 36 21 15

Value 40.393 38.924 40.420 14.398 13.207

Prob. .774 .607 .281 .852 .586

     Discount/Off-price   

df 48 42 36 21 15

Value 63.868 28.332 31.997 27.673 14.362

Prob. .062 .947 .659 .150 .498

    Catalog

df 48 42 36 21 15

Value 46.367 46.882 30.827 16.597 20.285

Prob. .540 .279 .713 .735 .161

     Outlet

df 64 56 36 28

Value 66.431 86.214 28.415 25.372

Prob. .393 .006* .812 .608

                                                                                                                                                

* Significant at .05 level
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1b-Ho. There is no relationship between physical store attributes and exploratory

approach-avoidance behavior for elderly apparel consumers.

 The statements for exploratory approach-avoidance included time and money spent in retail

stores, future patronage, and the desire to look around retail stores. Statements in this section were

related to each of the attributes included in section one. Subjects were asked to indicate their level

of agreement with each stem (e.g., "I spend more time in retail stores that have") in relation to 15

retail store attributes. The scale ranged from 1 to 6, with 1 to 3 representing disagreement and 4 to

6 representing agreement. Factor analyses and frequencies for each factor retained from the factor

analyses were calculated for each dimension of exploratory approach-avoidance. Frequency results

showed that respondents would spend more time in retail stores that offered attributes in Factor 1

(See Table 12). Therefore, credit availability, discounts for those 65 and over, liberal return

policies, bright lighting, and readable labels/tags were identified as influencing time spent in retail

stores. Eighty-seven percent of the respondents reported they would spend more time in retail

stores that offered these factors. A majority of the respondents also revealed they would spend

more time in retail stores offering attributes in Factor 4 (e.g., well-known labels/brands, several

sizes of clothing). Attributes in Factor 4, however, received alpha values less than .70. Therefore,

caution should be taken in generalizing the relationship between this factor and approach-avoidance

behavior.

In regards to money spent in retail stores, over 75% of the respondents reported that they

would spend more money in retail stores with soft background music, credit availability, discounts

for those 65 and over, a liberal return policy, and in those retail stores that offered several sizes of

clothing (Table 13). Moreover, 88% of the respondents reported that they would spend more

money in retail stores with attributes in Factor 4--readable labels/tags and many well-known

labels/brands. However, caution should be taken in generalizing the relationship between this factor

and approach-avoidance behavior because Factor 4 received an alpha value less than .70.

With regard to avoidance behavior, respondents reported they would avoid looking around

retail stores with attributes in Factor 1. As shown in Table 14, 80% of the respondents indicated

that they would avoid looking around retail stores with no rest areas, difficult to find items, inferior

products, and poor business practices.



58

Table 12

    Frequency        of        Exploratory         Approach        Behavior-Spend         More        Time   

                                                                                                                                                

Factor Frequency /No. of Percent
Respondents

                                                                                                                                                

I spend more time in retail stores that have:

    Factor        1    

credit availability 151/173 87.3%

discounts for those 65 and over
liberal return policy
bright lighting
readable labels/tags

    Factor        2
inferior products 30/187 16.0%
poor business practices

    Factor        3
youthful styles 42/164 25.6%
few sales (higher prices)
no rest areas (chairs/benches)

    Factor        4    
many size ranges available           144/171                                84.2%
many well-known labels/brands

    Factor        5
cold temperatures  65/183           35.5%
soft background music
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Table 13

    Frequency        of        Exploratory         Approach        Behavior-Spend         More         Money    

                                                                                                                                                

Factor Frequency /No. of Percent
Respondents

                                                                                                                                                
I spend more money in retail stores that have:

    Factor        1    
soft background music     125/162 77.2%
credit availability
discounts for those 65 and over
liberal return policy
many size ranges available

    Factor        2
no rest areas (chairs/benches)   31/182 17.0%
difficult to find items
inferior products
poor business practices

    Factor        3
cold temperatures   49/179 27.4%
few sales (higher prices)

    Factor        4    
readable labels/tags                            167/190                              87.9%
many well-known labels/brands
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Table 14

    Frequency        of        Exploratory         Avoidance        Behavior-Avoid        Looking         Around    
                                                                                                                                                

Factor Frequency /No. of Percent
Respondents

                                                                                                                                                
I avoid looking around retail stores that have:

    Factor        1    
no rest areas (chairs/benches)   134/167 80.2%
difficult to find items (clutter)
inferior products
poor business practices

    Factor        2    
credit availability    41/180 22.8%
discounts for those 65 and over
liberal return policy

    Factor        3    
readable labels/tags                         52/164 31.7%    
many well-known labels/brands
many size ranges available         

    Factor        4
few sales (higher prices)    61/177 34.5%
bright lighting
cold temperatures
soft background music
                                                                                                                                                

Respondents also reported that they would avoid returning to stores which had no rest

areas, difficult to find items, inferior products, and poor business practices (Table 15).

Additionally, attributes in Factor 4 were also identified as influencing future patronage. Fifty-two

percent indicated that they would not return to stores with youthful styles, few sales, and cold

temperatures (See Table 15). Factor 4  received an alpha value of less than .70.  

Frequency results revealed that approach behavior was influenced by credit availability,

discounts for those 65 and over, liberal return policies, bright lighting, readable labels/tags, many

well-known labels/brands, several sizes of clothing, and soft background music. On the other

hand, avoidance behavior was influenced by no rest areas, difficult to find items, inferior products,

poor business practices, youthful styles, few sales, and cold temperatures. Therefore, hypothesis

1b was rejected.
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Table 15

    Frequency        of        Exploratory         Avoidance        Behavior-Avoid        Returning    

                                                                                                                                    

Factor Frequency /No. of Percentage
        Respondents

                                                                                                                                    
I avoid returning to retail stores that have:

    Factor        1    
bright lighting 32/174 18.4%
soft background music
credit availability
discounts for those 65 and over
liberal return policy

    Factor        2
no rest areas (chairs/benches) 134/170 78.8%
difficult to find items (clutter)
inferior products
poor business practices

    Factor        3    
many size ranges available                     54/178 30.3%
readable labels/tags            
many well-known labels/brands

    Factor        4
youthful styles  94/180 52.2%
few sales (higher prices)
cold temperatures
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1c-Ho. There is no relationship between interactions with store personnel and

communication approach-avoidance behavior for elderly apparel consumers.

The relationship between communication approach-avoidance behavior and store attributes

was determined according to the subjects' responses to items 7, 8, and 9 in section three of the

questionnaire. The store attribute being measured was interactions with store personnel.

Frequencies were calculated for the communication approach-avoidance questions (i.e., section

three of questionnaire). Respondents were asked to answer "yes or no" to questions related to

communicating with store personnel about upcoming sales or store events, assistance locating and

removing items from shelves or racks, and advice regarding clothing selection.

Results, as shown in Table 16, indicated that 57.1% of the respondents asked store

personnel about upcoming sales or store events. Furthermore, 84.3% reported they asked store

personnel for assistance locating and removing items from shelves or racks and 54% indicated

they sought the advice of store personnel regarding clothing selection. Frequency results revealed

that the majority of the respondents interacted with store personnel. Therefore hypothesis 1c was

rejected.

These findings were similar to Lambert (1979) and Moschis (1992) who found that elderly

consumers wanted assistance locating products in stores. Additionally, they wanted complete and

readable store directories, and groupings of products frequently purchased by the elderly.

Furthermore, Gelb (1978) suggested that retail clothing stores should have a special department  

Table 16

    Frequency        of        Communication         Approach-Avoidance

                                                                                                                                                

Communication Yes No         Total No. of
Item  %  %         Respondents
                                                                                                                                                

Do you ask store personnel about    57 43 205
upcoming  sales or store events?

Do you ask store personnel for    84 16 204
assistance locating and removing items  
from shelves or racks?

Do you seek the advice of store    54 46 204
personnel regarding clothing selection?
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to offer advice on choosing the right brands, and assistance removing hard to reach items from

displays and shelves for the elderly. More than 50% of the respondents in this study requested

merchandise assistance from store personnel which Gelb (1978) suggests may indicate a need for

special departments within retail stores to assist elderly consumers.  

1d-Ho. There is no relationship between characteristics of store personnel and performance

and satisfaction approach-avoidance behavior for elderly apparel consumers.

The relationship between store attributes and performance and satisfaction approach-

avoidance was measured based on the subjects' responses to items 10 through 15 in section three

of the questionnaire. The store attribute examined for this hypothesis was characteristics of store

personnel. Subjects were asked to respond to "yes or no" questions regarding loyalty, time and

money spent in retail stores, and age of store personnel. Frequencies were calculated for each

performance and satisfaction question in Section three of the questionnaire. Frequency results

revealed a relationship between store personnel and performance and satisfaction approach-

avoidance, therefore null hypothesis 1d was rejected.

As shown in Table 17, an overwhelming majority of the respondents, 97.5%, reported they

would return or remain loyal to retail stores with knowledgeable and courteous store personnel

when shopping for clothing. On the other hand, 85.4% indicated they would not return or remain

loyal to retail stores with uninformed and impolite store personnel.

Ninety-six percent of the respondents reported they would spend more time in retail stores

when shopping for clothing with friendly store personnel. In addition, 89.0% indicated they would

spend more money in retail stores with helpful and attentive store personnel.

With regard to age of the store personnel, more than half of the respondents (57.1%) did

not prefer to shop retail stores with personnel their own age. However, only 16.2% indicated they

would avoid retail stores with few store personnel their own age (See Table 17).

These findings support Lambert (1979), Moschis (1992), and Gelb (1978) who noted

those 65 and older wanted store personnel to treat them with more courtesy, dignity, and patience.

Furthermore, Shim and Mahoney (1992) reported that courteous treatment and assistance from

sales personnel was important to elderly consumers. Gelb (1978) found that more than half of her

respondents agreed with the statement "I would pay a little more to shop in a store that went after

the business of retirement-age people." Gelb (1978) implies that the elderly expect courteous and

patient treatment from store
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Table 17

    Frequency        o       f        Performance       and        Satisfaction         Approach-Avoidance

                                                                                                                                                

Performance and  Yes No Total No. of
Satisfaction Item        %  %  Respondents                                  
                                                                                                                                                
Do you return or remain loyal to retail stores     98   2          203
with knowledgeable and courteous store
personnel?

Do you prefer to shop in retail stores with store         43 57           196
personnel your own age?

Do you return or remain loyal to retail stores     15 85           199
with uninformed and impolite store personnel?

Do you spend more time in retail stores with      96  4           201
friendly store personnel?

Do you avoid retail stores with few store           16 84           197
personnel your own age?

Do you spend more money in retail stores          89 11           200
with helpful and attentive store personnel?     
                                                                                                                                                
personnel. Findings of the present study also concur with Huddleston, Ford, and Mahoney (1990)

who found that mature female consumers did not place an emphasis on store personnel their own

age. Therefore, Huddleston et al. (1990) concluded that age related services were not critical in

determining retail store selection.

 Finally, frequency results and chi-square analysis revealed a significant relationship

between store attributes and approach-avoidance behavior for elderly apparel consumers. With

regard to physical approach-avoidance behavior, a majority of the respondents preferred to shop

for clothing at department stores and mass merchandisers. For department stores, lighting,

temperature, variety of styles suited to age, size range availability, quality products, store

reputation, and well-known labels/brands were important to respondents. Sales, credit availability,

discounts for those 65 and over, and background music were important when shopping for

clothing in mass merchandisers. More than half of the respondents reported they would ask store

personnel about upcoming sales and store events, ask for assistance locating merchandise, and

seek the advice of store personnel regarding clothing selection. Additionally, a majority of the

respondents preferred knowledgeable, courteous, friendly, helpful, and attentive store personnel

when shopping for clothing. Therefore, hypothesis 1 was rejected.  
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     Hypothesis        2

There is no difference between age groups for the importance of store attributes for elderly

apparel consumers.

Multivariate Analysis of Variance (MANOVA) was used to test the differences between

age groups for the importance of store attributes. The Wilks' Lambda statistic revealed statistically

significant results (p=.0314). Two age groups were involved in this analysis (i.e., 65-74 and 75

and older). Of the 5 store attribute factors included this study, Factor 3 (e.g., quality products, store

reputation, and well-known labels/brands) was significantly different for the age groups [F=6.73,

df=1, p=.0103] and Factor 1 approached significance. Therefore, the null hypothesis was rejected

at the .05 level of significance. Results of the analysis for each store attribute factor are presented in

Table 18. An analysis of the means shown in Table 19 indicated that the younger age group placed

more importance on quality products, store

Table 18

     ANOVA        Summaries       for         Age       and        Store         Attribute        Factors   

                                                                                                                                                

Factor F df P

                                                                                                                                                

    Factor        1              3.14 1/173         .0783

lighting
temperature
variety of styles suited to age
size ranges available

    Factor        2      .35 1/173         .5554
sales
credit availability
discounts for those 65 and over

    Factor        3              6.73 1/173         .0103*
quality products
store reputation
well-known labels/brands

    Factor        4    .72 1/173         .3981
readable labels/tags
ease of finding items

    Factor        5              2.74 1/173         .0996
background music
                                                                                                                                                
* Significant at .05 level
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Table 19

     ANOVA        Summaries        of         Means       for         Age       and        Store         Attribute        Factors

                                                                                                                                                

Factors          65 to 74     75 and older
                 age group       age group

                                                                                                                                                
    Factor        1         5.03 4.77
lighting
temperature
variety of styles suited to age
size ranges available

    Factor        2         4.49 4.39
sales
credit availability
discounts for those 65 and over

    Factor        3         5.05 4.67
quality products
store reputation
well-known labels/brands

    Factor        4         5.29 5.39
readable labels/tags
ease of finding items

    Factor        5         2.81 2.39
background music
                                                                                                                                                
reputation, and well-known labels/brands. This group also placed more importance on lighting,

temperature, variety of styles suited to age, and size range availability. Neither group placed

importance on background music. Empirical research suggests that the elderly population can be

segmented into age groups. The elderly are not necessarily alike, and segmentation may be the key

to understanding consumer habits and behavior. This research confirms findings by Lumpkin,

Greenberg, and Goldstucker (1985) who studied the needs of elderly consumers and their store

patronage. The elderly in their study reported environmental and transportation issues as important,

however their younger counterparts did not. Findings from Lumpkin et al. (1985) suggest that, in

some instances, age can determine the importance that elderly consumers place on certain store

attributes.  
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     Hypothesis        3

There is no relationship between shopping orientations and the importance of store

attributes for elderly apparel consumers.

Shopping orientation was determined by combining the six statements included in section

three of the questionnaire into three categories. Items 16 and 17 of the questionnaire represented

the brand conscious/loyal shopper, items 18 and 19 represented the convenience/time conscious

shopper, and items 20 and 21 represented the economic/price conscious shopper. Multiple

regression was used to test the relationship between the three shopping orientation profiles and the

importance of store attributes for each factor included in section one of the questionnaire. The

independent variables were the three categories of shopping orientations, and the five store attribute

factors were the dependent variables. 

    Brand         Conscious/Loyal         Shopper   . The regression models in Tables 20 and 21 were

significant in predicting overall importance of store attributes in Factor 1 (    F     [3, 168] = 6.334,

p=.0004) and in Factor 3 (    F     [3, 168] = 9.987, p=.0001). A test of the contribution of each

independent variable to attributes in Factor 1 resulted in significant t-values at the .05 level for the

brand conscious elderly shopper. For Factor 3, t-values were also significant at the .05 level for the

brand conscious shopper. These findings suggest that brand conscious elderly shoppers placed

importance on lighting, temperature, variety of styles suited to age, and size range availability. In

addition, the brand conscious elderly shopper placed importance on quality products, store

reputation, and well-known labels/brands. Findings from the present study are similar to the

recreational shopper studied by Bellenger and Korgaonkar (1980). The recreational shopper wants

quality of merchandise, variety of merchandise, and an attractive store decor. Shim and

Kotsiopulos (1992a) found that customer services were important for the brand conscious/loyal

shopper. The brand conscious shopper in this study can be compared with the highly involved

apparel shoppers in Shim and Kotsiopulos (1993). Previous research found that the highly

involved shoppers placed importance on merchandise selection and tended to be more brand and

fashion conscious.   

    Convenience/Time         Con       scious         Shopper   . As shown in Table 21, attributes in Factor 3

resulted in significant t-values at the .05 level for the convenience/time conscious shopper (t = -

2.120, p = .0355). This suggests that elderly consumers in this shopper category found quality

products, store reputation, and well-known labels/brands important. Lumpkin (1984) found that

retired persons, those 65 and older, place an emphasis on brands as opposed to store reputation,



68

Table 20

    Results       from        Regression         Analysis       for         Hypothesis        3--Factor              1    

                                                                                                                                                

Analysis of Variance

Source DF Sum of Mean F Value Prob>F
Squares Square

                                                                                                                                                

Model 3 15.06935 5.02312 6.334 0.0004*

Error           168      133.22425 0.79300

C Total          171      148.29360

------------------------------------------------------------------------------------------------------------

Root MSE Dep Mean C.V. R-square Adj. R-sq

0.089051 4.94186 18.01966 0.1016 0.085

-----------------------------------------------------------------------------------------------------------------
Parameter Estimates

Variable DF Parameter Standard T for HO: Prob>|T|
Estimate Error           Parameter=0

                                                                                                                                                

Intercept 1 3.767189 0.34890510 10.797 0.0001

Brand Consc. 1 0.110412 0.02879580   3.834 0.0002*

Convenience 1         -0.001269 0.02663179  -0.048 0.9620

Economic 1 0.037644 0.02871501   1.311 0.1917

                                                                                                                                                

* Significant at .05 level
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Table 21

    Results       from        Regression         Analysis       for         Hypothesis        3--Factor        3    

                                                                                                                                                

Analysis of Variance

Source DF Sum of Mean F Value Prob>F
Squares Square

                                                                                                                                                

Model 3 23.71334 7.90445 9.987 0.0001*

Error           168      132.97077 0.79149

C Total          171      156.68411

------------------------------------------------------------------------------------------------------------

Root MSE Dep Mean C.V. R-square Adj. R-sq

0.88966 4.90891 18.12333 0.1513 0.1362

-----------------------------------------------------------------------------------------------------------

Parameter Estimates

Variable DF Parameter Standard T for HO: Prob>|T|
Estimate Error           Parameter=0

                                                                                                                                                

Intercept 1 4.664089 0.34857301   13.381 0.0001

Brand Consc. 1 0.141347 0.02876839     4.913 0.0001*

Convenience 1         -0.056395 0.02660644    -2.120 0.0355*

Economic 1         -0.045269 0.02868768    -1.578 0.1164

                                                                                                                                                
* Significant at .05 level
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however Lumpkin (1985) found that elderly consumers placed more importance on store

reputation than brand. Lumpkin (1984) suggested that consumers in this age group shop different

stores for certain brands to reduce risk. These findings were not consistent with Shim and

Kotsiopulos (1992a) who found that easy access was important for convenience/time conscious

shopper.

    Economic/Price         Conscious         Shopper   . Table 22 presents the results of the regression

analysis for Factor 2. The regression model was significant in predicting overall importance of

store attributes in Factor 2 (    F     [3, 168] = 11.836, p = .0001). A test of the contribution of each

shopper orientation to attributes in Factor 2 resulted in a significant t-value for the economic/price

conscious shopper (t = 5.508, p= .0001). Sales (marked down prices), credit availability, and

discounts for those 65 and over were the attributes important to consumers in this shopper

category.

Findings from this research are similar to the economic shoppers previously studied by

Lumpkin (1985) and Stone (1954). In both studies,  the economic shoppers were described as

having concern for finances. Stone (1954) found that price, quality, and efficiency were major

concerns of economic shoppers. Moreover, Lumpkin (1985) found that economic shoppers

checked advertisements less often and used credit more than other shopper profiles. Price/return

policies were important to economic shoppers in Shim and Kotsiopulos 1992a. The economic

shoppers in this study can also be compared with Shim and Kotsiopulos' (1993) highly involved

apparel shoppers. The researchers found that the highly involved shoppers were more economic

and price conscious than other groups included in their study.

The regression model was significant in predicting a relationship between each shopping

orientation profile and certain store attributes (Factor 1, Factor 2, and Factor 3) at the .05 level of

significance. Therefore, the null hypothesis was rejected. Additionally, no significant relationships

were found between the three shopper profiles and Factor 4 and Factor 5. Tables 23 and 24 show

the results of the regression analysis.

Additional analysis were conducted to determine the relationship between shopping

orientations and physical approach-avoidance behavior. Results of the regression analysis revealed

significant relationships between shopping orientations and three of the six store types included in

this study (See Appendix C).   
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Table 22

    Results       from        Regression         Analysis       for         Hypothesis        3--Factor        2    

                                                                                                                                                

Analysis of Variance

Source DF Sum of Mean F Value Prob>F
Squares Square

                                                                                                                                                

Model 3 39.64529 13.21510 11.836 0.0001*

Error           168      187.58210   1.11656

C Total         171      227.22739

-----------------------------------------------------------------------------------------------------------

Root MSE Dep Mean C.V. R-square Adj. R-sq

1.05667 4.43798 23.80977 0.1745 0.1597

------------------------------------------------------------------------------------------------------------

Parameter Estimates

Variable DF Parameter Standard T for HO: Prob>|T|
Estimate Error           Parameter=0

                                                                                                                                                

Intercept 1 2.633550 0.41401052   6.361 0.0001

Brand Consc. 1 0.041559 0.03416907   1.216 0.2256

Convenience 1         -0.030031 0.03160126  -0.950 0.3433

Economic 1          0.187691 0.03407321   5.508 0.0001*

                                                                                                                                                

* Significant at .05 level
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Table 23

    Results       from        Regression         Analysis       for         Hypothesis        3--Factor        4    

                                                                                                                                                

Analysis of Variance

Source DF Sum of Mean F Value Prob>F
Squares Square

                                                                                                                                                

Model 3 2.10537 0.70179 1.171 0.3223

Error           168     100.66207 0.59918

C Total         171      102.76744

------------------------------------------------------------------------------------------------------------

Root MSE Dep Mean C.V. R-square Adj. R-sq

0.77407 5.32558 14.53487 0.0205 0.0030

------------------------------------------------------------------------------------------------------------

Parameter Estimates

Variable DF Parameter Standard T for HO: Prob>|T|
Estimate Error           Parameter=0

                                                                                                                                                

Intercept 1 4.837040 0.30328337   15.949 0.0001

Brand Consc. 1 0.013470 0.02503055     0.538 0.5912

Convenience 1          0.002399 0.02314950     0.104 0.9176

Economic 1          0.040381 0.02496033     1.618 0.1076
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Table 24

    Results       from        Regression         Analysis       for         Hypothesis        3--Factor        5    

                                                                                                                                                

Analysis of Variance

Source DF Sum of Mean F Value Prob>F
Squares Square

                                                                                                                                                

Model 3 6.43369 2.14456 0.805 0.4925

Error           168      447.33376 2.66270

C Total         171      453.76744

------------------------------------------------------------------------------------------------------------

Root MSE Dep Mean C.V. R-square Adj. R-sq

1.63178 2.67442 61.01432 0.0142 -0.0034

------------------------------------------------------------------------------------------------------------

Parameter Estimates

Variable DF Parameter Standard T for HO: Prob>|T|
Estimate Error           Parameter=0

                                                                                                                                                

Intercept 1 1.955000 0.63933946     3.058 0.0026

Brand Consc. 1 0.062235 0.05276589     1.179 0.2399

Convenience 1          0.049339 0.04880053     1.011 0.3135

Economic 1         -0.013293 0.05261786    -0.253 0.8009
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     Hypothesis        4

There is no relationship between age and shopping orientations for elderly apparel

consumers.

Chi-square analysis was employed to determine the relationship between age and shopping

orientations. Subjects were divided into two age groups, 65-74 (n=129) and 75 and older (n=77),

for this analysis. As shown in Table 25, results of the chi-square analysis revealed that age was not

significantly related to the three shopper profiles (i.e., brand conscious/loyal shopper,

convenience/time conscious shopper, economic/price conscious shopper). Therefore, the null

hypothesis failed to be rejected at the .05 level of significance. This could be attributed to the

disproportionate number of respondents in the two age groups. The findings of this study differed

from those of Lumpkin (1984) who found a relationship between age and shopping orientations.

Lumpkin, however, studied the age groups 55 to 64 and those over 65, whereas the present study

only comprised elderly persons 65 and over. Lumpkin's results revealed that those over 65 were

significantly different from those in the 55 to 64 age group. Elderly persons in the 55 to 64 age

group placed more emphasis on shopping efficiency related factors and economics (e.g., store

personnel assistance, wide variety of merchandise, credit utilization). Those in the 65 and older

segment placed more importance on shopping value, which reflects an emphasis on labels or

brands of apparel and advertised specials. Subjects, age 65 and older, in this study also placed

importance on similar attributes. Overall, more than half of the subjects placed importance on a

variety of styles suited to age (80%), sales (74%), well-known labels/brands (53%), and discounts

for those 65 and older (64%). Results of this study do not support the relationships (i.e., age and

shopping orientations) found by Lumpkin's study. Perhaps the findings differed from Lumpkin

(1984) because this reseach only studied elderly persons 65 and over.  

Table 25

    Chi-square         Analysis        of        Shopping         Orientations        by         Age   

                                                                                                                                                

Shopping Orientation df Value Prob.

                                                                                                                                                

Brand Conscious/Loyal 10 10.245 .419

Convenience/ Time Conscious 10 10.404 .406

Economic/Price Conscious 10 13.757 .184
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     Discussion of the Model

As shown in Figure 2, the model of consumer approach-avoidance behavior proposed for

this research supported three of the four relationships examined. Chi-square analysis revealed a

significant relationship between store attribute factors and physical approach-avoidance behavior.

Moreover, frequency results found relationships between store attributes and exploratory,

communication, and performance and satisfaction approach-avoidance. MANOVA summaries

show significant differences between age groups for the importance of store attributes. Based on

the MANOVA summaries of means for age and store attribute factors, the younger age group

(65-74 group) differed significantly from the older age group (75 and older) for the importance of

store attributes. The regression analysis revealed a significant relationship between the threee

shopping orientations (brand conscious/loyal, convenience/time conscious, economic/price

conscious) and the store attribute factors. Finally, the relationship between age and shopping

orientations was not supported. Chi-square analysis revealed no significant relationship between

age and shopping orientations.  
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CHAPTER VI

SUMMARY, CONCLUSIONS, IMPLICATIONS, AND RECOMMENDATIONS

    Summary    

The purpose of this research was to identify the retail approach-avoidance behavior of

elderly apparel consumers. More specifically, this research proposed to determine the relationship

between store attributes and approach-avoidance behavior of elderly consumers. Additionally, the

relationships between age, the importance of store attributes, and shopping orientations were

investigated.

The literature reviewed in this study related to the importance of store attributes, the

relationship between store attributes and retail patronage, and behavior patterns of consumers.

Literature also discussed the importance of store attributes and the shopping orientations of elderly

consumers. The importance of store attributes for retail consumers was well documented. Past

studies have identified several retail store attributes important to elderly consumers (Huddleston,

Ford, & Mahoney, 1990; Lambert, 1979; Lumpkin, Greenberg, & Goldstucker, 1985; and

Lumpkin & Hite, 1988). Some of these attributes are ease of finding items, knowledgeable sales

personnel, discounts, assistance locating items, price, and quality. With regard to shopping

orientations, past studies have identified shopper styles that describe consumer needs for products

and services and that reflect consumer shopping experiences (Bellenger & Korgaonkar, 1980;

Gutman & Mills, 1982; Huddleston, Ford, & Bickle, 1993; Lumpkin, 1985; Stone, 1954). The

conceptual framework for this research was based on the relationships between age, store

attributes, shopping orientations, and approach-avoidance behavior. Models and concepts

developed by Darden (1980), Shim and Kotsiopulos (1992), and Mehrabian and Russell (1974)

were modified to form the framework for this study. The proposed framework, the model of

consumer approach-avoidance behavior, was based on the idea that store attributes influence

approach-avoidance behavior. Furthermore, this model proposed a relationship between shopping

orientations and store attributes. Based on the premise that consumers differ with respect to their

preference for store attributes, the model also identified the relationships between age, shopping

orientations, and store attributes. The literature suggested that demographic variables, as well as

lifestyle variables may account for differences that consumers place on the importance of store

attributes (Haynes, et al., 1994).      
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A survey instrument was designed using attributes and orientations from previous related

research. The instrument consisted of four sections which measured the importance of store

attributes, the four dimensions of approach-avoidance behavior, shopping orientations, and

demographic characteristics. Section I measured physical approach-avoidance (i.e., store

patronage) on a 4 point Likert-type scale. This section asked respondents to indicate how often they

shopped for clothing at six types of retail operations. The stores included department stores, mass

merchandisers, specialty stores, discount/off-price retailers, catalogs, and outlet stores. Section I

also measured the importance of 15 store attributes on a 6-point scale. Environmental dimensions,

product selection, quality/reputation, customer services, and in-store convenience were the

categories of store attributes. Section II measured the four dimensions of exploratory approach-

avoidance in relation to the 15 store attributes on a 6-point Likert-type scale of agreement.

Approach-avoidance concepts (e.g., physical, exploratory, communication, and performance and

satisfaction) were modified from previous studies by Mehrabian and Russell (1974) and Donovan

and Rossiter (1982). Section III measured communication, performance and satisfaction approach-

avoidance and shopping orientations. Communication and performance and satisfaction questions

were modified from previous research by Donovan and Rossiter (1982). Three of the six

categories of shopping orientations used by Shim and Kotsiopulos (1993) were also included in

this section. The last section requested information related to demographics, time spent shopping,

and clothing expenditure.

For this study, four hypotheses were formulated to investigate specific relationships

between variables identified from previous research. Specifically, the hypotheses were formulated

to test the relationships between age, store attributes, shopping orientations, and approach-

avoidance behavior of elderly apparel consumers.

A convenience sample of 208 elderly consumers from the Southeastern portion of the

United States were surveyed. Persons affiliated with retirement centers, church groups, volunteer

and service organizations, and residents of small communities participated. To be eligible for this

study, subjects had to be at least 65 years of age. Over half of the subjects (62.6%) were between

the ages of 65-74.  Seventy-nine percent were women and 21.3% were men. Fifty-three percent of

the respondents spent 1-2 hours during one visit when shopping for clothing. Furthermore,

approximately 44% of the respondents spent $200-499 on clothing for themselves last year. The

second largest group (25.5%) spent $500-999 on clothing.
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The data were analyzed using factor analysis, MANOVA, multiple regression, chi-square,

and descriptive statistics. Statistical significance was set at 0.05 for this study, however results that

approached significance were also discussed. Separate factor analyses with principal components,

varimax rotation were performed on the 15 store attribute items and on each dimension of

exploratory approach-avoidance. Factor analysis was used to reduce the scales and Cronbach alpha

coefficients were used to test the reliability of each factor. Frequencies and chi-square analysis

were used to determine the relationship between store attributes and approach-avoidance behavior.

MANOVA with Wilks Lambda criterion was used to determine whether a significant difference

existed between age groups and the 5 store attribute factors. Multiple regression examined the

relationship between the three categories of shopping orientations and the 5 store attribute factors.

Chi-square was also used to explore the relationship between age and shopping orientations.

Frequencies and percentages were calculated for each survey question. Sample size (    n    ) varied for

each question because some subjects did not answer all questions.

    Test of Hypotheses   

1-Ho. There is no relationship between store attributes and approach-avoidance behavior

for elderly apparel consumers.

Factor analyses, frequencies, and chi-square analysis were used to test the relationship

between store attributes and approach-avoidance behavior. Frequencies were run on the

dimensions measuring physical, communication, and performance and satisfaction. Chi-square

analysis tested the relationship between physical store attributes and physical approach-avoidance.

Separate factor analyses and frequencies were run on the exploratory dimensions.

For the 15 physical store attribute items (question 2), with the exception of two attributes,

return policy and rest areas, all other store attributes were retained for this study. These attributes

were removed from the analysis because they loaded on more than one factor. Separate factor

analyses were also performed on the exploratory approach-avoidance (questions 3ab, 4ab, 5ab,

6ab) items. These items consisted of four dimensions in relation to each of the 15 store attributes.

Each dimension generated different factors for the analysis. The dimensions included were spend

more money, spend more time, avoid looking around, and avoid returning. For the spend more

money dimension, bright lighting and youthful style attributes were removed from the analysis

because they loaded on more than one factor. For the spend more time dimension, the readable

labels/tags attribute was removed. All store attribute items were retained for the avoid looking

around dimension and the avoid returning dimension.
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1a-Ho. There is no relationship between physical store attributes and physical approach-

avoidance behavior for elderly apparel consumers.

Consumers included in this study preferred to shop at department stores and mass

merchandisers most often, followed by specialty stores. Discount/off-price retailers, catalogs, and

outlet stores were ranked about the same by the elderly consumers. Chi-square analysis was used

to test the relationship between the store attribute factors and physical approach-avoidance (i.e.,

each store type). For department stores, lighting, temperature, variety of styles suited to age, and

size range availability were significantly related to approach-avoidance behavior at the .05 level of

significance. Quality products, store reputation, and well-known labels/brands were also identified

as important when shopping at department stores. These findings were consistent with Chowdhary

(1989), Schwartz (1990), and Lumpkin and Greenberg (1982) who found that elderly consumers

preferred to shop department stores because they had a variety of styles and size range availability.   

Mass merchandisers, outlet stores, and sales, credit availability, and discounts for those 65

and over were statistically related at the .05 level of significance. Background music was also

significantly related to mass merchandisers. Significant relationships were not found between the

store attribute factors and specialty stores, factors and discount/off-price retailers, and factors and

catalogs at the .05 level. Based on the frequency results and the chi-square analysis, null hypothesis

1a was rejected for hypothesis 1.

1b-Ho. There is no relationship between physical store attributes and exploratory

approach-avoidance behavior for elderly apparel consumers.

The statements for exploratory approach-avoidance included time and money spent in retail

stores, future patronage, and the desire to look around retail stores. Statements were related to each

of the attributes included in section one of the questionnaire. The attributes that influenced the

spend more time and the spend more money dimension for the majority of the elderly in this study

were credit availability, discounts, liberal return policies, bright lighting, readable labels/tags, many

well-known labels/brands, several sizes of clothing and soft background music. The attributes that

influenced avoidance behavior for the majority of the elderly in this study were lack of rest areas,

difficult to find items, inferior products, poor business practices, youthful styles, few sales, and

cold temperatures. Null hypothesis 1b was rejected.  
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1c-Ho. There is no relationship between interactions with store personnel and

communication approach-avoidance behavior for elderly apparel consumers.

Results of frequency tabulations revealed that more than half of the respondents asked store

personnel about upcoming sales or store events. These respondents also identified that they sought

the advice of store personnel regarding clothing selection. Additionally, an overwhelming majority

(84.3%) reported they asked store personnel for assistance locating and removing items from

shelves or racks. Therefore, null hypothesis 1c was rejected. Previous research from Gelb (1978)

suggests that perhaps elderly consumers need special departments within retail stores to offer

assistance.

1d-Ho. There is no relationship between characteristics of store personnel and performance

and satisfaction approach-avoidance for elderly apparel consumers.

Frequency results revealed that store personnel characteristics were related to the

performance and satisfaction dimension. The approach behavior of a majority of the respondents

was positively influenced by stores with knowledgeable and courteous store personnel and helpful

and attentive store personnel. This finding confirms research by Gelb (1978) who stated that

elderly consumers expected courteous and patient treatment from store personnel. Avoidance

behavior was influenced by age of store personnel in that the majority of the respondents did not

prefer to shop stores with personnel their own age. Therefore, null hypothesis 1d was rejected.

2-Ho. There is no difference between age groups for the importance of store attributes for

elderly apparel consumers.

Multivariate Analysis of Variance (MANOVA) was used to test the relationship between

age and the importance of store attributes. Results indicated that age was significantly related to the

following attributes: quality products, store reputation, and well-known labels/brands, therefore the

null hypothesis was rejected. These findings confirm Lumpkin et al. (1985) who suggested that, in

some instances, age can determine the importance that elderly consumers place on certain store

attributes. The younger age group (65-74 group) in this study placed more importance than the

older group (75 and older) on lighting, temperature, variety of styles suited to age, and size range

availability.

3-Ho. There is no relationship between shopping orientations and the importance of store

attributes for elderly apparel consumers.

The null hypothesis was rejected based on the results of the regression analyses which

revealed three substantial relationships between shopping orientations and the importance of store
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attributes. The brand conscious shopper placed more importance on bright lighting, cold

temperatures, variety of styles suited to age, size ranges available, as well as quality products, store

reputation and well-known labels/brands. For the convenience/time conscious shopper, quality

products, store reputation, and well-known labels/brands were important. The economic shopper

placed more importance on sales, credit availability, and discounts for those 65 and over.  The

economic shoppers in this study were similar to Stone (1954) and Lumpkin (1985) who found

that these shoppers were concerned with finances, price, quality, and efficiency.  

4-Ho. There is no relationship between age and shopping orientations for elderly apparel

consumers.

Chi-square analysis was used to explore the relationship between age and shopping

orientations. Results revealed that age was not significantly related to the three shopper profiles

(i.e., brand conscious/loyal shopper, convenience/time conscious shopper, economic/price

conscious shopper). Therefore, the null hypothesis failed to be rejected at the .05 level of

significance.

    Conclusions   

Over the years the elderly population has experienced substantial growth. Due to these

demographic changes, retailers in the future will have to adapt their strategies in order to appeal to

elderly consumers. This study focused on identifying the store attributes that contributed to retail

approach-avoidance behavior of elderly consumers. Retailers often manipulate various store

attributes to attract a specific target market. This study confirmed the importance of specific store

attributes for attracting elderly consumers and for maintaining their patronage. Further, this

research confirmed that knowledgeable and courteous store personnel and helpful and attentive

store personnel also influenced the retail store patronage of elderly consumers in this study. 

Results revealed that elderly consumers in this study preferred to shop department stores

and mass merchandisers, such as Walmart and Kmart, most often. The elderly consumers

identified several store attributes of importance with respect to store type. Among these were

quality products, store reputation, and well-known labels/brands for department stores. When

shopping for clothing with mass merchandisers, elderly consumers wanted sales, credit

availability, and discounts. The importance of these attributes was expected because they are

consistent with the image of both department stores and mass merchandisers and because some

elderly persons in this consumer group are retired and therefore on a restricted or limited budget.

Those consumers included in the younger age group (67-74 group) were significantly different
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from those in the older group (75 and older) for the importance of store attributes. The younger

group placed more emphasis on quality products, store reputation, well-known labels/brands,

lighting, temperature, variety of styles suited to age, and size range availability. The importance of

apparel attributes for this group could be due to the fact that this group is still very active and

involved in more activities which require a variety of apparel. These attributes were not only

important for the younger age group, but for the brand conscious/loyal shopper and the

convenience/time conscious shopper as well. Thus, it appears that consumers with these shopping

orientations tend to be younger and perhaps more active (Neugarten, 1974).

In addition to favoring department stores, the elderly consumer in this study also interacted

with store personnel and sought their assistance with merchandise selection. The characteristics of

store personnel were also important for the continued patronage of elderly consumers. These

findings suggest that elderly consumers will shop retail stores with store personnel who are young,

helpful, friendly, courteous, and patient. Perhaps department stores appeal to elderly consumers

because these stores stress the importance of personal communication (Lumpkin, 1985). Gelb

(1978) suggested special departments within retail stores should be available to offer advice for

elderly consumers on choosing the right brands and to offer assistance removing hard to reach

items.    

   Implications

Results of this study provide a number of implications that may be useful to retailers.

Elderly consumers preference for department stores and mass merchandisers suggest that these

retailers must have courteous and knowledgeable store personnel, but not necessarily older store

personnel in their stores to provide assistance for these consumers. Respondents in this study

reported they needed assistance locating and removing items from shelves, while others reported

they sought the advice of store personnel regarding clothing selection and inquired about upcoming

sales and store events. Therefore retailers who intend to target the elderly should hire personnel

who are willing to attend to the needs of this consumer group. Furthermore, store attributes of

importance to the elderly suggest that retailers may have to adjust lighting, temperature, and

readability of clothing labels/tags in their stores in order to promote continued patronage from

elderly consumers.

Also, retailers should know that consumer habits and behavior differ among the elderly

population. Previous research suggests that consumers are less alike as they age (Longino, Soldo,

Manton, 1990). Segmenting the elderly population into age groups may be successful for retailers.
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Providing different types of clothing, as well as services for each consumer age group might be

necessary based on the activity level of the age group. For this study, no relationship was found

between age and shopping orientation, however previous research does reveal a relationship.

Further research is needed to identify if age influences orientation type. Retailers can learn more

about the elderly consumer by conducting surveys, such as the one included in this study, to learn

more about different store attributes influencing their consumer behavior.

According to findings from this study, shopping orientations influence the importance of

store attributes among elderly apparel consumers. Retailers should identify the shopping

orientations of elderly consumers to better serve this group. Previous research suggests that

shopping orientations are based on past shopping experiences and reflect consumer needs for

products and services (Darden & Dorsch, 1990; Shim & Mahoney, 1992). Results from this

study indicated that the categories of shoppers placed importance on different attributes. For

instance, the convenience/time conscious shopper placed importance on quality products, store

reputation, and well-known labels/brands. The economic/price conscious shoppers placed

importance on sales, credit availability, and discounts. Therefore, retailers targeting consumers of

different orientations must consider attribute importance.  Based on these shopper categories and

the preferred store types, department stores would appeal to the convenience/time conscious

shopper and mass merchandisers would appeal to the economic/price conscious shopper.  

With regard to approach-avoidance behavior, the elderly in this study reported different

attributes that influenced their behavior. Some attributes  more than others affected approach, as

well as avoidance. For this study, respondents reported they would spend more time and money in

retail stores with credit availability, discounts for those 65 and over, and a liberal return policy.

Consumers avoided stores (i.e., did not return, did not desire to look around) without rest areas,

difficult to find items, inferior products, and poor business practices. Therefore, retailers should

provide benches or chairs throughout the store for elderly consumers to rest, layout the store so

that merchandise is easy to find, provide quality products, and provide good customer service

(e.g., liberal return policies). Approach-avoidance behavior involves knowing the target customer

and knowing what they need and want in a retail store. Therefore, each service or product attribute

within a retail store should be geared to the consumer. This study was exploratory and provided a

basis for further research on elderly apparel consumers. Future research should focus on

developing a more complete profile of elderly apparel consumers, so that retailers can successfully

target this market.       
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    Recommendations for Future Research

1. A similar investigation using interviews to obtain a more in-depth analysis on why certain 

store attributes are more important than others. This would allow elderly consumers to 

express areas of concern not addressed in studies involving questionnaires.

2. A similar investigation with a larger sample size using random sampling to study different 

age segments within the elderly population and in different areas of the country.

3. An investigation comparing the elderly age groups with younger consumers on store 

attributes and shopping orientations. This would be interesting to determine if the elderly 

and younger consumers have similar shopping orientations and attach importance to the 

same store attributes.

4. Although catalog shopping was not reported as a preferred method of shopping, an 

investigation of other forms of shopping, such as home shopping networks and computer 

shopping for clothing would add to the body of knowledge related to the shopping 

practices of elderly apparel consumers.

5. A similar investigation to study age, activity level of the elderly and the importance of store

attributes.
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Investigator: Letecia N. Moye

You are invited to participate in a study on apparel shopping. This study is an investigation of the apparel
shopping experiences of consumers age 65 and older. The information collected from this study will be
beneficial to retailers who want to market their apparel products to this group of consumers.

The procedure to be used in this research is a questionnaire. To participate in this project you must be at
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APPAREL SHOPPING QUESTIONNAIRE

You are invited to participate in a study on apparel shopping. The purpose of this study is to investigate the
apparel shopping experiences of consumers age 65 and older.

Please take a few minutes to answer this questionnaire regarding your preferences as a retail consumer.
There are no right or wrong answers and your responses will be held in strict confidence. To participate in
this project you must be at least 65 years old.

This research is needed to help fulfill the requirements for my master's degree in Clothing and Textiles.
Thank you for your time and cooperation.

Letecia N. Moye
Graduate Student
Clothing and Textiles Dept.
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    Section I   .
1. Please    circle    the number that best represents how often you shop for CLOTHING with each type 

of retail store.

         Never   Seldom   Occasionally  Frequently

Department store (Leggett, J. C. Penney).................... 1 2 3 4

Mass Merchandiser (Walmart, Kmart)......................... 1 2 3 4

Specialty store (LaVogue, Lazarus, Lerners)............... 1 2 3 4

Discount/Off-price retailer (TJ Maxx, Marshall's)....... 1 2 3 4

Catalog (Speigel, L. L. Bean)..................................... 1 2 3 4

Outlet Store (Virginia Apparel, Donn Kenney).......... 1 2 3 4

2. Please    circle    the number that best represents how important each store service or characteristic is to 
you when shopping for CLOTHING.

Not important                Very Important

lighting........................................................ 1 2 3 4 5 6
temperature.................................................. 1 2 3 4 5 6
background music........................................ 1 2 3 4 5 6

variety of styles suited to age........................ 1 2 3 4 5 6
size ranges available..................................... 1 2 3 4 5 6
sales (marked down prices)........................... 1 2 3 4 5 6

quality products........................................... 1 2 3 4 5 6
store reputation............................................ 1 2 3 4 5 6
well-known labels/brands.............................. 1 2 3 4 5 6

credit availability.......................................... 1 2 3 4 5 6
discounts for those 65 and over.................... 1 2 3 4 5 6
return policy................................................ 1 2 3 4 5 6

readable labels/tags....................................... 1 2 3 4 5 6
rest areas (chairs/benches)............................. 1 2 3 4 5 6
ease of finding items (no clutter).................. 1 2 3 4 5 6
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    Section II   . INSTRUCTIONS: Please    circle    the number that best represents your agreement with the

following statements for each of the store services and characteristics listed. All statements relate to

shopping for CLOTHING.

3a. I avoid looking around retail stores that have:

 Disagree     Agree

readable labels/tags............................. 1 2 3 4 5 6
no rest areas (chairs/benches)............. 1 2 3 4 5 6
difficult to find items (clutter)............ 1 2 3 4 5 6

inferior products................................ 1 2 3 4 5 6
poor business practices...................... 1 2 3 4 5 6
many well-known labels/brands.......... 1 2 3 4 5 6

youthful styles................................... 1 2 3 4 5 6
many size ranges available................. 1 2 3 4 5 6
few sales (higher prices)..................... 1 2 3 4 5 6

3b. I spend more time in retail stores that have:

inferior products............................... 1 2 3 4 5 6
poor business practices...................... 1 2 3 4 5 6
many well-known labels/brands......... 1 2 3 4 5 6

youthful styles.................................. 1 2 3 4 5 6
many size ranges available................. 1 2 3 4 5 6
few sales (higher prices).................... 1 2 3 4 5 6

4a. I avoid returning to retail stores that have:

 Disagree      Agree

youthful styles.................................. 1 2 3 4 5 6
many size ranges available................ 1 2 3 4 5 6
few sales (higher prices).................... 1 2 3 4 5 6

readable labels/tags............................ 1 2 3 4 5 6
no rest areas (chairs/benches)............. 1 2 3 4 5 6
difficult to find items (clutter)........... 1 2 3 4 5 6

inferior products....... ........................ 1 2 3 4 5 6
poor business practices....................... 1 2 3 4 5 6
many well-known labels/brands.......... 1 2 3 4 5 6

4b. I spend more money in retail stores that have:

readable labels/tags............................ 1 2 3 4 5 6
no rest areas (chairs/benches)............. 1 2 3 4 5 6
difficult to find items (clutter)............ 1 2 3 4 5 6

inferior products................................ 1 2 3 4 5 6
poor business practices....................... 1 2 3 4 5 6
many well-known labels/brands.......... 1 2 3 4 5 6
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INSTRUCTIONS: Please    circle    the number that best represents your agreement with the following
statements for each of the store services and characteristics listed. All statements relate to shopping for
CLOTHING.

5a. I spend more time in retail stores that have:

 Disagree    Agree

credit availability................................ 1 2 3 4 5 6
discounts for those 65 and over.......... 1 2 3 4 5 6
liberal return policy........................... 1 2 3 4 5 6

bright lighting................................... 1 2 3 4 5 6
cold temperatures.............................. 1 2 3 4 5 6
soft background music...................... 1 2 3 4 5 6

readable labels/tags............................ 1 2 3 4 5 6
no rest areas (chairs/benches)............. 1 2 3 4 5 6
difficult to find items (clutter)............ 1 2 3 4 5 6

5b. I avoid returning to retail stores that have:

bright lighting.................................... 1 2 3 4 5 6
cold temperatures............................... 1 2 3 4 5 6
soft background music....................... 1 2 3 4 5 6

credit availability................................ 1 2 3 4 5 6
discounts for those 65 and over.......... 1 2 3 4 5 6
liberal return policy........................... 1 2 3 4 5 6

6a. I spend more money in retail stores that have:

 Disagree    Agree

bright lighting.................................... 1 2 3 4 5 6
cold temperatures.......................... ..... 1 2 3 4 5 6
soft background music....................... 1 2 3 4 5 6

credit availability................................ 1 2 3 4 5 6
discounts for those 65 and over.......... 1 2 3 4 5 6
liberal return policy........................... 1 2 3 4 5 6

youthful styles................................... 1 2 3 4 5 6
many size ranges available................. 1 2 3 4 5 6
few sales (higher prices)..................... 1 2 3 4 5 6

6b. I avoid looking around retail stores that have:
bright lighting................................... 1 2 3 4 5 6
cold temperatures.............................. 1 2 3 4 5 6
soft background music...................... 1 2 3 4 5 6

credit availability............................... 1 2 3 4 5 6
discounts for those 65 and over......... 1 2 3 4 5 6
liberal return policy........................... 1 2 3 4 5 6
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    Section III   . INSTRUCTIONS:  Please    circle    the letter that best represents your response for each of
the following questions. All questions relate to shopping for CLOTHING.

          YES       NO

7. Do you ask store personnel about upcoming sales or store events? Y N

8. Do you ask store personnel for assistance locating and removing Y N
items from shelves or racks?

9. Do you seek the advice of store personnel regarding clothing selection? Y N

10. Do you return or remain loyal to retail stores with knowledgeable and Y N
courteous store personnel?

11. Do you prefer to shop in retail stores with store personnel your own Y N
age?

12. Do you return or remain loyal to retail stores with uninformed and Y N
impolite store personnel?

13. Do you spend more time in retail stores with friendly store personnel? Y N

14. Do you avoid retail stores with few store personnel your own age? Y N

15. Do you spend more money in retail stores with helpful and attentive Y N
store personnel?

INSTRUCTIONS: Please    circle    the number that best represents your response for each of the following
statements. All statements relate to shopping for CLOTHING.

 Disagree   Agree

16. It is important to buy well-known brands 1 2 3 4 5 6
for clothing

17. I try to stick to certain brands and stores 1 2 3 4 5 6

18. I usually buy at the most convenient 1 2 3 4 5 6
store

19.  I don't like to spend too much time 1 2 3 4 5 6
planning my clothing shopping

20, A person can save a lot of money by 1 2 3 4 5 6
shopping around for bargains

21. I pay a lot more attention to clothing 1 2 3 4 5 6
prices now than I ever did before
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    Section IV     . INSTRUCTIONS: Please    circle    the letter that best represents your response for each of the
following questions.

22. What is your gender?

A. Male

B. Female

23. Which of the following categories best describes your age group?

A. 65-74

B. 75-84

C. 85 or older

24. Which of the following categories best describes your highest level of education?

A. High School or Less D. College Degree

B. High School Graduate E. Graduate Degree

C. Some College or Trade School

25. Which of the following best describes your current employment status?

A. Full-time C. Retired

B. Part-time D. Unemployed

26. On average, how much time, during one visit do you spend shopping for clothing?

A. Less than 1 hour

B. 1-2 hours

C. 2 + hours

27. How much did you spend on clothing for yourself last year?

A. below $200 D. $1000-1499

B. $200-499 E. $1500-1999

C. $500-999 F. $2000 or above

28. What was your total household income last year before taxes?

A. below $10,000 D. $30,000-39,999

B. $10,000-19,999 E. $40,000-49,999

C. $20,000-29,999 F. $50,000 or above

THANK YOU FOR YOUR TIME
AND COOPERATION!
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APPENDIX C

Additional Analysis
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     Additional Analysis   

There is no relationship between shopping orientations and physical approach-avoidance

for elderly apparel consumers.  

Multiple regression was used to investigate the relationship between shopping orientations

(i.e., brand conscious, convenience, economic) and physical approach-avoidance. Physical

approach-avoidance was determined by the subjects' rating of six store types included in section 1.

The stores included department stores, mass merchandisers, specialty stores, discount/off-price

retailer, catalog, and outlet stores. Regression was performed with each of the six store types as the

dependent variable and the three categories of shopping orientations as the independent variables.

Multiple regression is used when a single dependent variable is presumed to be related to one or

more independent variables. This procedure predicts changes in the dependent variable in response

to changes in several independent variables (Hair, et al., 1987). This relationship was tested at a .05

level of significance.

Results revealed no significant relationship between the three shopping orientations and

department stores. There were significant relationships between the economic/price conscious

shopper, mass merchandisers, and catalog shopping. Significant results were also found between

the brand conscious/loyal shopper and specialty stores. This finding is consistent with Shim and

Kotsiopulos (1992b) who found that specialty store shoppers were more concerned with brand

names or new fashion. No relationship was found between the orientations and discount/off-price

retailers (See Tables C1 through C5). However, Shim and Kotsiopulos (1992b) found that those

who patronized discount stores placed importance on sale prices and they tended to be economic

shoppers.      
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Table C1

    Results       from        Regression         Analysis       for        Shopping         Orientations       and         Department        Stores   

                                                                                                                                                

Analysis of Variance

Source DF Sum of Mean F Value Prob>F
Squares Square

                                                                                                                                                

Model 3    2,27970 0.75990 1.077 0.3607

Error           158       111.49808 0.70568

C Total           161      113.77778

------------------------------------------------------------------------------------------------------------

Root MSE Dep Mean C.V. R-square Adj. R-sq

0.84005 3.03704 27.66018 0.0200 0.0014

------------------------------------------------------------------------------------------------------------

Parameter Estimates

Variable DF Parameter Standard T for HO: Prob>|T|
Estimate Error           Parameter=0

                                                                                                                                                

Intercept 1 2.678235 0.34339166   7.799 0.0001

Brand Consc. 1 0.061470 0.05640562   1.090 0.2775

Convenience 1         -0.037205 0.05090363  -0.731 0.4659

Economic 1 0.056640 0.05504409   1.029 0.3051
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Table C2

    Results       from        Regression         Analysis       for        Shopping         Orientations       and         Mass         Merchandisers   

                                                                                                                                                

Analysis of Variance

Source DF Sum of Mean F Value Prob>F
Squares Square

                                                                                                                                                

Model 3 14.49355 4.83118 5.089 0.0022

Error           158      150.00645 0.94941

C Total           161      16450000

------------------------------------------------------------------------------------------------------------

Root MSE Dep Mean C.V. R-square Adj. R-sq

0.97438 2.83333 34.38973 0.0881 0.0708

------------------------------------------------------------------------------------------------------------

Parameter Estimates

Variable DF Parameter Standard T for HO: Prob>|T|
Estimate Error           Parameter=0

                                                                                                                                                

Intercept 1 2.207921 0.39830066   5.543 0.0001

Brand Consc. 1         -0.029642 0.06542499  -0.453 0.6511

Convenience 1         -0.093013 0.05904322  -1.575 0.1172

Economic 1 0.237833 0.06384575   3.725 0.0003*

                                                                                                                                                

* Significant at .05 level
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Table C3

    Results       from        Regression         Analysis       for        Shopping         Orientations       and        Specialty        Stores   

                                                                                                                                                

Analysis of Variance

Source DF Sum of Mean F Value Prob>F
Squares Square

                                                                                                                                                

Model 3 13.56062 4.52021 5.323 0.0016

Error           158      134.17395 0.84920

C Total          161      147.73457

------------------------------------------------------------------------------------------------------------

Root MSE Dep Mean C.V. R-square Adj. R-sq

0.92152 1.85802 49.59685 0.0918 0.0745

------------------------------------------------------------------------------------------------------------

Parameter Estimates

Variable DF Parameter Standard T for HO: Prob>|T|
Estimate Error           Parameter=0

                                                                                                                                                

Intercept 1 1.512055 0.37669526   4.014 0.0001

Brand Consc. 1 0.236631 0.06187608   3.824 0.0002*

Convenience 1         -0.017529 0.05584048  -0.314 0.7540

Economic 1         -0.110916 0.06038250  -1.837 0.0681

                                                                                                                                                

* Significant at .05 level
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Table C4

    Results       from        Regression         Analysis       for        Shopping         Orientations       and         Discount/Off-price        Retailers

                                                                                                                                                

Analysis of Variance

Source DF Sum of Mean F Value Prob>F
Squares Square

                                                                                                                                                

Model 3   4.69838 1.56613 2.137 0.0977

Error           158      115.80162 0.73292

C Total          161      120.50000

------------------------------------------------------------------------------------------------------------

Root MSE Dep Mean C.V. R-square Adj. R-sq

0.85611 1.61111 53.13776 0.0390 0.0207

------------------------------------------------------------------------------------------------------------

Parameter Estimates

Variable DF Parameter Standard T for HO: Prob>|T|
Estimate Error           Parameter=0

                                                                                                                                                

Intercept 1 1.403843 0.34995594   4.011 0.0001

Brand Consc. 1 0.020974 0.05748387   0.365 0.7157

Convenience 1         -0.092315 0.05187670  -1.780 0.0771

Economic 1 0.102882 0.05609631   1.834 0.0685
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Table C5

    Results       from        Regression         Analysis       for        Shopping         Orientations       and        Catalogs   

                                                                                                                                                

Analysis of Variance

Source DF Sum of Mean F Value Prob>F
Squares Square

                                                                                                                                                

Model 3 15.75030 4.25010 5.238 0.0018

Error           158      128.19414 0.81136

C Total          161      140.94444

------------------------------------------------------------------------------------------------------------

Root MSE Dep Mean C.V. R-square Adj. R-sq

0.90075 1.68519 53.45126 0.0905 0.0732

------------------------------------------------------------------------------------------------------------

Parameter Estimates

Variable DF Parameter Standard T for HO: Prob>|T|
Estimate Error           Parameter=0

                                                                                                                                                

Intercept 1 1.953912 0.36820540   5.307 0.0001

Brand Consc. 1 0.042293 0.06048153   0.699 0.4854

Convenience 1          0.131469 0.05458196   2.409 0.0172*

Economic 1         -0.201990 0.05902162  -3.422 0.0008*

                                                                                                                                                

* Significant at .05 level
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