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(ABSTRACT)

This study measured the grocery shopping behavior of households
through a hand delivered and hand retrieved questionnaire. The focus of
this study was the identification of the convenience store as a place
where grocery shoppers purchase fill-in grocery items between major
supermarket trips. The survey measured the shopping behavior of
households toward supermarkets and the shopping behavior of the
households toward convenience stores.

This study replicates the Sequence of Effects Model of grocery
shopping behavior and a grocery shopping strategy typology to address the
issue of how convenience store patrons differ from nompatrons in their
attitudes and behavior toward grocery shopping and in their attitudes and
behavior toward their primary supermarkets. This research also addressed
the differences in relationships with the primary convenience store among
patrons with different rates of patronage.

The attitude of grocery shoppers regarding their trust of
supermarkets to have fair prices and quality products was found to
influence their perception of their primary supermarkets. Grocery

shoppers were also found to express an inverse relationship between the



feelings of time pressure during fill-in grocery shopping trips and their
perception of their primary supermarkets.

The typology of grocery shoppers was found to describe different
convenience store patrons as well as supermarket patrons. Typology
membership indicates the likelihood of a shopper being a convenience store
patron.

Convenience store patrons were found to give lower evaluations to
their primary supermarkets, to feel greater time pressure during fill-in
shopping, and to be less involved in information search than nonpatrons.
They were also found to have larger evoked sets than grocery shoppers who
do not patronize convenience stores. Convenience store patrons were found
to hold greater feelings of personalization and socialization with their
primary convenience store when they had greater frequency rates.

The supermarket was found to be the store of choice for fill-in
grocery shopping by an overwhelming majority of grocery shoppers.

The study results show theoretical, methodological, and substantive
implications concerning grocery shopping behavior and the patronage of
convenience stores. This study concludes with suggestions for future

research.
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CHAPTER 1

INTRODUCTION

This research uses the prior research results in consumer behavior
and retail patronage choice processes as a basis to challenge the
currently accepted definition of the convenience store as being solely a
place where patrons purchase fill-in items, forgotten items or emergency
needs between major supermarket shopping trips. An assertion in this
research is that the body of patrons that utilize convenience stores
constitutes a heterogeneous group as to their motivations for choosing
the convenience store as a place to shop. This assertion is in contrast
to the view, implied by the currently accepted definition, that
convenience store patrons are a homogeneous group. A second assertion
in this research is that the more fundamental measures of target markets
such as; demographic variables, psychographic variables, and general
opinion and activity variables, will also yield findings of heterogeneity
among the patrons of convenience stores. A third assertion is that the
primary reason for the continued acceptance of the prevailing definition
is the lack of empirical knowledge about the patrons of convenience
stores. There is the lack of empirical knowledge about the patron and
the choice processes that result in the patronage of the convenience
store. There 1s also a dearth of information regarding the choice

influences that lead to the nonuse of the convenience store.
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The significance of these assertions is that the managements of all
forms of grocery stores hold incomplete knowledge and information about
the household attitudes and behaviors related to the patronage and nonuse
of the convenience store. A lack of knowledge of patrons' choice
processes will lead to inappropriate strategies and policies. A greater
level of knowledge would impact positively upon management decisions
regarding competitive strategies, assessments as to trends and direction
of the grocery industry, operational decisions, and marketing strategies

and plans.

The Research Problem

Store choice is influenced by specific characteristics of buyers.
Therefore, some stores have customers with a particular profile while
other stores attract differing shopper profiles (Engel, Blackwell, and
Miniard 1990).

Retail executives are increasingly aware of the diversity in the
patterns of shopping behavior among consumers. This diversity has been
accompanied by a shift in the channel power relationships in the
distribution of goods and services. Both the diversity in the pattern
of shopping behavior and the power shift have encouraged researchers to
focus more attention on patronage behavior in an effort to better
understand the consumer (Darden and Lusch 1983).

Surprisingly, the convenience store has almost been ignored in the

research activities in academic circles. Even though the convenience

Chapter I 2



store is identified as being a food store, generally it has been
overlooked in studies about grocery stores, grocery shopping, and grocery
competition. Numerous studies have explored various grocery shopper
typologies, shopper attributes, store choice determinants, and other
facets of grocery and food shopping, but, rarely have these studies
included convenience stores. The result is that the literature on grocery
shopping behavior and store choice processes lacks empirical evidence of
the nature of convenience store patrons.

At issue is whether the determinant attributes for behavioral choice
of convenience store patrons has remained unchanged on a temporal or

situational basis.

Background

A major reason that academic researchers have ignored the
convenience store in their research efforts may be because the accepted
definition of the convenience store identifies it as a place where
fill-in, forgotten or emergency goods are purchased. For example,
McCarthy and Perreault (1990) describe the convenience store as:

.a convenience oriented variation of the conventional
limited-line food store....convenience stores limit their stock

to "pick-up" or "fill-in" items like bread, milk, ice cream and

beer. Such stores fill needs between major shopping trips to

a supermarket. (p. 305)

McCarthy used this same definition in his 1978 edition and Evans and

Berman (1992) echoed this view while observing that the convenience store

is, "usually a well-situated, food oriented store.'" Evans and Berman also
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noted that convenience stores account for eight percent of annual grocery
sales in the United States.

The idea of a single purpose or function for the convenience store
is unique among retail institutions and springs from views advanced in
the past. For example, Duncan and Philips (1967) stated:

....these "vest pocket" supermarkets cater to workers whose odd
hours prevent their shopping regularly elsewhere. (p. 18)

The definitions advanced by these and other academic sources have
influenced the conduct of grocery store patronage research. Some market
researchers have chosen to avoid the convenience store in patronage
research efforts. This influence is highlighted by the example of Ezell
and Russell (1985). They explained that they avoided convenience stores
in a survey of a single and multiple person household grocery shoppers
because they assumed that these shoppers only patronize convenience
stores to obtain "fill-in" merchandise. They offered no empirical support

for their assumption.

The "odd-hours" use in 1967 has been supplanted with an assumed
"fill-in" role and either may provide the motivation for some patrons of
some convenience stores. However, when the currently offered definition
of the convenience store is extended to the total group of patrons
attracted to this form of retail institution the implication is that the
group 1s homogeneous as to motivation for the choice or use of a

convenience store.
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Industry Developments

The industry trade reports published annually by Progressive Grocer
show the convenience store industry to be a growth industry on the
measures of; number of stores, sales, and market share. Table 1 shows
the relative number of grocery stores by type of store for 1979 and 1992.
Chain supermarkets declined by 535 units (2.9%). The wholesale clubs,
however, show an increase of 500 units as this is a new category for the
1992 report. These stores were previously considered to be competition
from outside the grocery industry. The independent supermarkets declined
by 2,665 units or 17.3 percent and small stores decreased by 52,275 units
or 51.7 percent. Convenience stores grew, in number, from 34,125 to
58,200 - an increase of 24,075 stores or 70.5%. The convenience stores'
unit growth partially offset a decline of 54,975 grocery stores (all other
types) to result in an industry decline of 30,900 units for the fourteen
year period.

It is apparent that convenience stores have become more readily
available to consumers and other forms of grocery stores have become less
available, particularly the small neighborhood grocery store. The
convenience store may be replacing the neighborhood small store and the
shopping behavior patterns of convenience store patrons as well as grocery
shoppers in general may be changing.

Table 2 shows changes in the sales growth patterns of the various
types of grocery stores. In the fourteen year period convenience store

sales grew by $§17.0 billion. This is a sales growth of 170 percent versus
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TABLE 1

NUMBER AND PROPORTION OF GROCERY STORES BY
TYPE OF STORE FOR 1979 AND 1992 WITH NUMBER
AND PERCENT OF CHANGE BETWEEN 1979 AND 1992

# Stores| % Of # Stores % Of Number % Of
Type of Store 1979 Total 1992 Total Change | Change
Chain Supers 18,225 10.8 17,690 12.8 -535 -2.9
Independents 15,375 9.1 12,710 9.2 -2,665 | -17.3
Total Supers 33,600 19.9 30,400 22.0 -3,200 -9.5

Small Stores 101,175 59.9 48,900 35.4 -52,275 | -51.7
Wholesale Club? 500 A 500 | 100.0
Convenience 34,125 20.2 58,200 42.2 24,075 70.5
All Stores 168,900( 100.0 138,000 100.0 ||[-30,900 | ~18.3

1. The classification of Supermarkets in 1979 began with sales

of $§1 million.
than $1 million.
million.

Small Stores were stores with sales of less
In 1991 the limiting sales figure was §$2

2. New category for 1992 previously considered as competition
from outside the grocery industry.

Sources: Progressive Grocer, April 1980, April 1993, "Annual Re-

Chapter I
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Chapter I

SALES OF GROCERY STORES BY TYPE OF STORE

TABLE 2

FOR 1979 AND 1992
WITH CHANGES BETWEEN 1979 and 19921

Sales $ % Of

Type of Store 1979 1992 Change | change
Chain Supermarkets $ 92.9 | $204.3 $111.4 | 119.9
Independent Supers 61.2 82.0 20.8 34.0
Total Supermkts $154.1 | 286.3 132.2 85.8
Small Stores 35.3 52.8 17.5 49.6
Wholesale Club? 16.5 16.5 | 100.0
Convenience Stores> 10.0 27.0 17.0 | 170.0
All Grocery Stores $199.4 | $382.6 || $183.2 91.9

1. In billions §.

Sales figures are in nominal dol-

lars. The classification of Supermarkets in 1979
began with sales of $1 million.
stores with sales of less than $1 million.
the limiting sales figure was $2 million.

Small Stores were
In 1991

New category for 1992 previously considered as
competition from outside the grocery industry.
Sales include supermarket items only.

Sales of supermarket items only, figures exclude
gasoline sales.

Sources: Progressive Grocer, April 1980, April 1993,

"Annual Report of The Grocery Industry."



an overall industry sales growth of 91.9 percent. The convenience store
sales growth was almost twice the grocery industry growth. The
convenience store sales grew by more than twice that of the 85.8 percent
for all supermarkets, more than triple the 49.6 percent sales growth for
small stores and five times the sales growth of independent supermarkets.
While convenience stores grew from a significantly smaller sales base than
other types of stores the sales growth is still remarkable. This growth
must reflect changes in either the purchase volume per patron, the
frequency of store visits per patron, an increase in the number of
patrons, changes in the patrons' use of the store, or some mix of
increases in all of these. The performance of both the independent
supermarkets and small stores appears to have contributed to the positive
growth of the convenience stores in both number of units and sales.
Market share growth paralleled the unit and sales trends for the
convenience store. Table 3 shows the relative market share held by each
type of grocery store in 1979 and 1992 and the changes in market share
over the ten year period. Convenience stores' market share grew from five
percent to 7.1 percent, a growth of forty-two percent. The chain store
supermarkets showed a growth in market share from 46.6 percent to 53.4
percent. This growth of 14.6 percent 1s contrasted with a decline in
market share for independent supermarkets of thirty percent. The small
stores showed a decline in market share from 17.7 percent to 13.8 percent.
The category of wholesale clubs is new for 1992 and this store form has
achieved a 4.3% market share. The number of small stores and their market

share has clearly declined while the large stores (including the wholesale

Chapter I 8



TABLE 3

SALES AND MARKET SHARE OF GROCERY STORES BY TYPE OF STORE
FOR 1979 and 1992
WITH CHANGES IN MARKET SHARE BETWEEN 1979 AND 19921

Sales |Market Sales [Market % Pt. |% Share

Type of Store 1979 ([Share % 1992 Share %| | Change | Change
Chain Supers $ 92.9 46.6 $204.3 53.4 6.8 14.
Independents 61.2 30.7 82.0 21.4 -9.3 -30.
Total Supers 154.1 77.3 286.3 74.8 -2.5 -3.
Small Stores 35.3 17.7 52.8 13.8 -3.9 -22.
Wholesale Clubs? 16.5 4.3 4.3 | 100.
Convenience3 10.0| 5.0 27.0 7.1 2.1 | 42.

All Stores $199.4 | 100.0 $382.6 100.0

3.

In billions §. Sales figures are nominal dollars. The clas-
sification of Supermarkets in 1979 began with sales of §1
million. Small Stores were stores with sales of less than §1
million. In 1991 the limiting sales figure was $2 million.
New category for 1992 previously considered as competition
from outside the grocery industry. Sales include supermarket
items only.

Sales of supermarket items only, figures exclude gasoline
sales.

Sources: Progressive Grocer, April 1980, April 1993, "Annual Re-

port of The Grocery Industry."
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clubs) and convenience stores have grown in number and market share.
Given the significant drop in the number of small stores (Table 1) this
sector of the grocery industry most likely reflects some consolidation
as overlapping competitors ceased operations as well as being replaced
by convenience stores. The relative market share changes are yet another
indication of shifts in consumer shopping preferences, shopping patterns
and in market structure.

Another indication that not all consumers choose the convenience
store for the same reason can be found in a report that appeared in the
National Petroleum News September, 1990 issue. The fourteen different
merchandise formats given in Table 4 were found to exist among convenience
stores. While this isn't an exhaustive list it points to the variation
in the product mix and positioning efforts among the 58,200 convenience
stores. The different formats are used to draw patrons to the stores
which have a broader convenience store merchandise offering than the
emphasized product. Different stores are satisfying different product
needs and therefore different motivations. The variety of formats gives
weight to the argument that the convenience store serves a range of

consumers and that some variety exists in their store choice processes.

Introduction Summary

Progressive Grocer has maintained for several years that the grocery
industry has been polarizing with the larger chain supermarkets at one

end of the spectrum and small stores and convenience stores at the
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TABLE 4

MERCHANDISE EMPHASIS FORMATS USED IN CONVENIENCE STORES

Ice Cream Tobacco Products
Soft Drinks Beer
Fountain Specials Singles
Plastic squeeze bottles Can insulators
Multi-packs Multi-packs
Coffee Delicatessen
Multiple brands and types Cooked foods
Sold by the cup Deli sandwiches
Frequent buyer plan Soft Serve Yogurt
Lottery tickets Video rentals
Fast foods Chicken Dinner Packages
Hamburgers Mini-buffet
Hot dogs

Fried Chicken

Source: National Petroleum News, ''C-Store Profit Boosters,"
September 1990, p. 38-55.
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opposite end. The data appear to support the argument that chain
supermarkets and wholesale clubs are replacing the independent
supermarkets while in terms of units the convenience store is replacing
the small store (Tables 1 and 2). The new category of wholesale clubs
also shows the changing nature of competition among the supermarkets.

Despite a 51.7% reduction in the number of small stores, this
category of stores showed a sales gain of 49.6 percent (Tables 1 and 2).
These changes and the performance of other forms of grocery stores raises
the question as to what patronage choice dynamics are taking place in the
grocery industry.

Generally, the use of supermarkets and wholesale clubs suggests the
purchase of large bundles and less frequent shopping trips. However,
supermarkets have sought to enhance their competitiveness with longer
hours of operation, adding small bundle checkout lanes, salad bars, and
delicatessens. These offerings are efforts to develop a greater frequency
of patronage, promote small bundle patronage, and are in direct
competition with convenience stores.

The use of convenience stores suggests the opposite of large bundles
and infrequent trips. Convenience store patrons purchase smaller bundles
per trip and are said to make more frequent trips to the convenience store
than supermarket patrons make to the supermarket.

Questions remain as to the choice processes and behavior patterns
for the patrons of convenience stores. These questions are not answered

by sales data and store counts. The balance of competitive forces among
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the various types of grocery stores needs to be explained as well as the
behavior of patrons and nonusers of convenience stores.

Despite the performance of the convenience store industry on the
three growth measures of number of stores, sales, and market share, little
empirical research has been conducted to define the patrons and explain

the patronage choice processes that result in the behaviors toward this

form of retailer.

OBJECTIVES

This research will, broadly stated, pursue the following objectives

relative to the use of the convenience store by households:

1. Determine the role that the convenience store plays in the
total acquisition of grocery products by households.

2. Determine the number of shopper typologies among the
patrons of the convenience store.

3. Determine the behavioral characteristics that describe the
various shopper typologies.

4. Identify the determinant attributes that influence the use
or nonuse of the convenience store among grocery shoppers.

5. Compare and contrast convenience store patrons and
nonpatrons.

OVERVIEW OF THE CONCEPTUALIZATION OF THE STUDY

Much of the prior retail patronage research has been observed as

having been conducted with a focus that was too narrow (Monroe and
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Guiltinan 1975; Hirschman and Stempfl 1980; Darden and Lusch 1983). The
lack of sufficient models and measures to adequately explain and predict
patronage choice behavior has also been observed for some time (Darden
1980; Monroe and Guiltinan 1975; Peterson and Kerin 1983; Sheth 1983).
Demographics and traditional gravity models are no longer sufficient for
the explanation of patronage choice behavior (Darden and Lusch 1983).

This research argues that the existing definition of the convenience
store reflects a lack of understanding of grocery store patrons in general
and convenience store patrons specifically. This lack of understanding
stems from the failure of market researchers to include the use of the
convenience store in the theoretical, conceptual and practical aspects
of the consumer's grocery acquisition efforts. A further argument is that
the models, methods, and means to develop consumer research on grocery
consumers provide support for the conceptualization of convenience store
patrons as multifaceted individuals. The body of convenience store
patrons are varied as to demographics, shopping orientation, motives and
the extent of use in their patronage of the convenience store. These
patrons also make varied uses of the convenience store in their total
acquisition of grocery products.

The study of the images that consumers hold of a variety of retail
store types has shown that the attributes upon which the image is forged
correlated with the behavior of those consumers toward the stores being
evaluated (Peterson and Kerin 1983). Image studies have also shown that
the attributes that patrons use to create the images of particular stores

are not transferable across store types nor across consumer markets
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(Hawkins et al., 1976; Hirschman et al. 1978). These findings suggest
that the images held and the attendant behavior toward grocery stores do
not serve to explain conceptual constructs or practical attributes that
patrons use to evaluate the convenience store. Therefore, the attributes,
the motives, and the influences that determine patrons' images and their
use or nonuse of a convenience store are largely unknown and with little
empirical support.

The general view that a taxonomy of patrons (based on a variety of
variable sets) provides a means to understand why people patronize a
particular store began with Stone (1954). He found four different types
of department store patrons, based on their shopping orientations, among
the 124 patrons he interviewed. The stream of research to disaggregate
consumer groups has been a steady one since Stone's initial effort
(Bellenger and Korganokar 1980; Darden and Ashton 1974; Darden and
Reynolds 1971; Guiltinan and Monroe 1980; Moschis 1976; Stephenson and
Willett 1969; Tauber 1972; Westbrook and Black 1985; Williams, Painter
and Nichols 1978). The dimensions upon which patron groups have been
classified have included demographic variables, psychographic variables,
shopping orientations, economic  variables, attitude variables,
socialization processes, shopping strategies, and shopping motivations.

Table 5 shows eight different typology labels which were drawn from
the ten typology studies listed in the table. (Table 5 is a modified
version of Table 12 which shows greater detail.) Although Westbrook and
Black (1985, p. 83) commented that, 'only a few typologies appear

consistently across studies," Table 5 shows consistency on four
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