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INTRODUCTION

The term "impulse buying behavior" evokes different
connotations to different researchers., It 1s for this rea-
son that 1t is difficult to formulate a universal definition
for all research in the field. Engel, Kollat, and Blackwell
(1968) 1ist some of the definitions given to impulse pur-
chasing by those who have done research in this fleld:

(1) "An impulse purchase is an unplanned
spur of the moment decision to pur-
chase a product,"

(2) "An impulse purchase is a logical and
efficient way of making purchase de-
cisions since by walting until one
1s in the store to finalize purchase
intentions, a more comprehensive and
realistic evaluation of purchase al-
ternatives can often be made.,"

(3) "There 1s no such thing as an impulse
purchase, Rather, there are four
types of unplanned purchases: (1)

Pure impulse i1s a novelty or escape
type purchase which breaks a normal
buying vattern: (2) Reminder impulse
occurs when a shopper sees an 1lten
or recalls an advertisement or other
information and remembers that the
stock at home 1s low or exhausted:
(3) Suggestion impulse purchasing
occurs when a shopper sees a prod-
uct for the first time and visual-
izes a need for it; and (4) Planned
impulse purchasing takes place when
the shopper makes specific decisions
on the baslis of price specials, cou-
pon offers and the like,"

(4) "Shoppers are questioned upon entering
the store as to what they plan to pur-
chase and records are made of what
they do in fact purchase, Those 1ltems
purchased but not mentioned during the
first interview are impulse purchases,"



(5) "Impulse purchasing 1s the difference

in purchases between a sample of cus-

tomers reporting actual purchases

(exposed to in-store stimull) and an-

other sample of customers reporting

what they anticipated buying while

sitting in their living rooms (not ex-

posed to in-store stimuli).”

(6) "Impulse purchasing is the difference

in a store*s sales volume during weeks

in which a holiday occurred with the

week immediately following during

which a holiday did not occur.”
Kollat and Willett (1969) feel that this lack of consensus
concerning the definition of impulse purchasing has a very
negative affect on the abllity to compare findings and ac-
cumulate information about what type of behavior impulse
purchasing constitutes, It 1s this author's opinion that
although there 1s this problem of numerous definitions for
the same behavior, it 1s still possible for the concept of
impulse purchasing behavior to be a valuable tool for mak-
ing marketing decislons,

The definition each researcher used when he set out

to measure impulse purchasing behavior was dictated by the
methodology employed. E.I. du Pont De Nemours and Company
(1965) concerned itself with measuring the degree of impulse
buying associated with different products and product cate-
gorles avallable to the consumer in the supermarket, As
the shoppers entered the store, they were asked by trained
interviewers what they intended to buy. All of these 1ltems

were written down and then the customer was asked what

brand of each item he or she planned to buy. After the



shoppers had finished their purchasing, the interviewers
agaln made a 1list of items. Thls second 1list included on-
ly those items actually purchased. An impulse item was
then deflined as any item appearing on the second 1list
(actual purchases) that did not appear on the first 1list
(planned purchases). The results of thls study showed
that 49,9% of all the purchases were made on an unplanned
basis,

Stern (1962) was also concerned with different rates
of impulse buylng assoclated with various product cate-
gories. Unlilke the Du Pont study, he was more concerned
with the influence of product varlables such as price, need,
product 1life, mass distribution, self service, mass ad-
vertising, prominent store display, size, and ease of stor-
age, Hls concluslons were that an item 1s more likely to
be unplanned if the price is low, 1t there is only margin-
al need for it, if 1t 1is readily avallable, if it 1s of a
self service nature, 1f 1t 1s wildely advertised, if 1t 1is
prominently displayed, 1f it has a short life, if it 1is
small and lightwelght and if 1t 1s easy to store., Stern
sums up his thoughts on why an item will be an lmpulse
purchase rather than a planned purchase in the following
paragraph:

"When the act of buying requires a rela-
tively heavy expenditure of money, time,

physical effort or mental effort then the
buying becomes more difficult and the



purchase 1s subjected to more thoughtful
consideration and planning. Conversely,
when buying 1s easy - that 1is, when the
expenditure of money, time, physical ef-
fort or mental effort is small - there 1is
a greater likelihood that the purchase
will be an impulse purchase,"”

Other researchers such as Clover (1950), and West
(1951) have concerned themselves with impulse purchasing
for a different reason, They were interested in study-
ing the rates of impulse purchasing exhibited in different
types of stores, The first study sought data on whether
sales lost during the weeks in which one-day closings oc-
curred were made up during the following week. It was
assumed that the more important impulse purchasing was to
a store, the less likely 1t would be to make up 1ts sales
the following week. Since the results showed that in an
overwhelming majority of the stores, lost sales during a
week with a closing were not made up the next week, Clover
advised that the retaller follow a policy of making it as
easy as possible for consumers to make purchases, Unlike
the first study which used sales volume as an indicator of
impulse purchasing, West (1951) used an interviewing tech-
nique very similar to that used in the Du Pont (1965) study.
The four types of retall outlets used were food stores, drug
stores, varlety stores, and department stores., The results
showed that the percentage of all sales which were impulse

purchases were as follows: food stores 43,5%, variety stores

41,5%, department stores 33.6% and drug stores 26.6%.



In almost all of the previously noted studles, the cus-

tomer was usually neglected, but thils was not the case in
the study by Kollat and Willett (1967). They were concern-
ed in thelr study with determining the degree to which cus-
tomers differ in thelr susceptibility to unplanned purchas-
ing and with discovering what customer characteristics are
assoclated with differential susceptibility to unplanned
purchasing., The interviewing method was the same as that
used in the Du Pont (1965) study, but an additional con-
trol group was added which did not experience interviewing
before making thelr purchases, This was done to see if

the entry interview had any affect on the purchasing behav-
ior, They concluded that the overall affect was negligible,
Kollat and Willett divided thelr findings into three major
kinds of variables: (a) variables that are not related

to unplanned purchasing and do not affect it; (b) variables
that are related to but do not affect unplanned purchasing;
and (c) variables that are related to and affect unplanned
purchasing., Educatlion of the household head, income of the
household, occupation of the household head and silze of the
shopping party were found not to be associated with unplan-
ned purchasing. Number of people living in the household,
sex of shopper, number of shopping trips made per week,
day of week, and time of day were found to be related to
unplanned purchasing but did not affect 1t. These variables

are related to unplanned purchasing because they influence



the amount of items bought, however, they do not have a
causal affect on the rate of unplanned purchasing, Posi-
tive findings were that: (a) generally, the percentage of
unplanned purchasing increases irregularly as the length
of marriage increases; (b) there is generally more unplan-
ned purchasing during major shopping trips; and (c) when
a large number of 1tems is purchased those shoppers with
a list make a smaller percentage of unplanned purchases,
Kollat and Willett point up one very important fac-
tor which may cause measures of lmpuse purchasing to be
distorted, They refer to this factor as the customer-
commi tment hypothesis, By this they mean that differences
between purchase intentions and actual purchases are caused
by incomplete measures of purchase intentions. This occurs
when the customer is unable to spend the time necessary to
recite all purchase intentions, or when the customer who
1s shopping without a list 1s asked to remember all the
items he or she intends to purchase, It may also occur
when the customer knows what he or she will purchase but
1s unable to verbalize this intention for the interviewer,
Many people in the marketing field feel that exposure
to in-store stimull triggers all unplanned purchasing, but
thlis is not consistent with the findings of Kollat and wWil-
lett (1969). They found that exposure to in-store stimuli
triggers some of the unplanned purchasing, but by no means

all of it. It 1s their opinion that the rate of unplanned



purchasing 1s caused by "the type of stimulation technique,
the product that is being promoted, and the customer who
selectively exposed himself to, and selectively percelves,
the promotional stimuli."

A study undertaken by Mass Retalling Institute (1971)
broke a tradition in the study of impulse buying behavior,
Almost all of the studies up to this point were conducted
in a supermarket setting. Thls study, 1n cooperation with
the Du Pont Company Consumer Products Division, focused on
consumer buying habits in self-service general merchandise
stores., The information obtained was concerned mostly
with who shops in these stores, what they liked and dis-
liked about these stores, and what their shopping behavior
was 1n these stores. To obtaln the desired information,
each of the shoppers in the study was 1lnterviewed after
their shopping had been completed., There was no interview
done before the shopping took place, The major finding
concerning impulse buying was that 56% of all the shoppers
made at least one unplanned purchase,

The present study was a desire to combine the meas-
urement of unplanned purchasing in a self-service general
merchandise store with customer characteristics associated
with differential susceptibility to unplanned purechasing
as studied by Kollat and Willett (1967). Unlike the pre-
vious studies, the classification of purchases was broken

down into three categories, The first purchase category



was planned purchase. Thils was any item which the S sald
they specifically planned to purchase when they entered

the store. The second category, semiplanned purchase,

was any i1tem which the S saild they remembered they needed
while they were shovping. The third category, unplanned
purchase, was any item which the S sald they bought only
because they came across it while they were shopping. The
items in thls category were neither planned before entering
the store nor remembered while shopping.

The ma jor objective of thls study was to be able to
formulate a profile of customer characteristics which are
most likely assoclated with impulse buying behavior. In-
formation of this nature could be of valuable assistance
to a store owner trylng to increase sales, This profile
could help him to make decisions on whom to gear his ad-
vertising toward, This information could also be used to
determine how to arrange stock in a store so that those
people who do more impulse buying come in contact with

certain items that are more frequently bought on impulse,



METHOD
Subjects

The Ss were 200 shoppers 1n a self-service general
merchandise store. They ranged in age from 17 years to
over 60, Of the total, 47 were men, 105 were women, and
L8 were husband and wife shopping together. There were
33 single Ss and 167 married Ss. In order to be included
in the study, the S had to make at least one purchase,
Any shopper with over twelve ltems was excluded as a S,
because of time limitations and possible shopper incon-
venlence,

Setting

Thls study was done in the Turn Style store located
next to the Maple H11ll Mall in Oshtemo, Michigan., Data
were collected from October 18, 1972 to October 24, 1972,
The locatlion of the Turn Style store 1s such, that a shop-
per can enter the Jewel food store adjacent to it, without
having to go outside., The Ss responses were tallied in the
morning, afternoon, and evening so that a better cross sec-
tion of all shoppers could be obtained., Thls was also the
reason why S responses were collected during each day of
the week.

Procedure

Each of the Ss was approached by thils researcher as

they walted on line to pay for their purchases, They were

told that thls was a study of impulse buying behavior, be-
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ing conducted by a graduate student at Western Michigan
University, who had nothing to do with the management of
the Turn Style store, Those shoppers who sald they could
spare a few minutes to participate in the study were then
given a questionnaire to fill out (see Appendix A), This
questionnaire included items such as sex, age, marital
status, educational level, and number of children. These
variables were needed in order to construct an impulse
buyer profile, This profile would outline the character-
istics most prevalent in shoppers who buy on impulse,

After the Ss filled out this first part of the ques-
tionnaire, they were told that the next thing to be done
was to break down theilr purchases into three categories,
Each S was then asked which ltems they specifically planned
to purchase when they entered the store (planned purchase),
Then each S was asked which items they purchased because
they remembered they needed them while shopping (semiplanned
purchases), Finally, each S was asked which items they
purchased only because they came across them while shopping
(unplanned purchases), Items in thils last category were
nelther planned by the shopper before entering the store,
nor did the shopper remember she needed the item while shop-
ping.

Each item purchased was tallied by the researcher ac-
cording to article and price, The departments in the store

were broken down into 10 major categories for an easier



11
assessment of the data, In certaln instances when duplicate

items were purchased, the items were listed as one, but

the total cost of the duplicate 1tems was listed in the

price column, A record was also kept of which purchases
were on sale and which were not,

In an attempt to avold problems encountered in earlier
research, only one post-shooping interview with the shopper
was conducted. Pollay (1968), in a paper criticizing the
methodology employed by Kollat and Willett (1967), pointed
out two of the sources of blas caused by their interview-
ing procedure., Pollay felt that the questioning of shoppers
about purchase intentlons was the first source of bias, He
argued that by forcing the shopper to recite thelr intentlons,
Kollat and Willett were actually committing the shopper to
fulfill these intentions. The shopper would feel that he 1s
disappointing the interviewer if he doesn't make all the
purchases he listed earlier. The other source of bias was
the awareness on the part of the shopper that theilr purchases
would be tallied at the check-out counter, Pollay felt that
because of thils, the shoppers would be more likely to change
their purchase behavior so that more status purchases would
be made, By using only a check-out interview, the problem
of shopper 1nabllity to glive complete purchase intentions

would also be eliminated.



RESULTS

Chi Square analyses were run comparing each item in

Column A with each item in Column B,

Column A-Shopper Varilables

Sex of shopper

Age of shopper

Marital Status

# of years married

# of children

# of children living at home
Last time in Turn Style
Shopped in Jewel

Used shopping list

Method of payment

Colump B-Purchase Variables

# of planned purchases

# of semiplanned purchases

# of unplanned purchases
Total # of purchases

Cost of planned purchases
Cost of semiplanned purchases
Cost of unplanned purchases
Total cost all purchases

# of sale items purchased

# of nonsale items purchased

Educational level

Table 1 1lists all of the Chi Square analyses run,

Of the 110 analyses run, 38 proved to contain significant
differences at .05 (24 of these were significant at ,01),.
A separate table for each significant Chi Square analysis
is found in Appendix B.

Analyses of the results showed the sex of the shopper
to be a significant factor when compared with the number
of unplanned purchases, total number of purchases, cost
of planned purchases, cost of unplanned purchases, total
cost of all purchases, number of sale items purchased and

number of nonsale items purchased, None of the other

12



Table 1

List Of All Chil Square Combinations Run

Variables ar Obtained X2
Sex vs Planned Purchases L 5.693
Sex vs # Semiplanned Purchases 2 3.873
Sex vs # Unplanned Purchases L 29,636%*
Sex vs Total # Purchases 6 36, 292%*
Sex vs Cost Planned 6 14,080*
Sex vs Cost Semiplanned 6 4,625
Sex vs Cost Unplanned 6 L8, 4Y] **
Sex vs Total Cost 6 29,163%*
Sex vs # Sale Items L 15,02 %%
Sex vs # Nonsale Items 6 12,768*
Age vs # Planned 6 10,204
Age vs # Semiplanned 3 2.538
Age vs # Unplanned 6 11,503
Age vs Total # 9 15,414
Age vs Cost Planned 9 12,450
Age vs Cost Semiplanned 9 3.830
Age vs Cost Unplanned 9 13,850
Age vs Total Cost 9 14,515
Age vs # Sale Items 6 24, 323%*
Age vs # Nonsale Items 9 9.052
Marital Status vs # Planned 2 3,451
Marital Status vs # Semiplanned 1 0,000
Marital Status vs # Unplanned 2 9,278%*
Marital Status vs Total # 3 11,872%%
Marital Status vs Cost Planned 3 2.941
Marital Status vs Cost Semiplanned | 3 3.538
Marital Status vs Cost Unplanned 3 12,924 %%
Marital Status vs Total Cost 3 13,424 %%
Marital Status vs # Sale Items 2 12,287%*
Marital Status vs # Nonsale Items 3 3.761
Years Married vs # Planned 6 8.772
Years Married vs # Semiplanned 3 L,137
Years Married vs # Unplanned 6 6.771
Years Married vs Total # 9 15.230
Years Married vs Cost Planned 9 11.483
Years Married vs Cost Semiplanned 9 2.618
Years Married vs Cost Unplanned 9 10.123
Years Married vs Total Cost 9 13,201
Years Married vs # Sale Items 6 19, 343 %*
Years Married vs # Nonsale Items 3 3.761

# Children vs # Planned 6 15,360%
# Children vs # Semiplanned 3 1,864

# Chilldren vs # Unplanned 6 12,332

# Children vs Total # 9 28,880%*
# Children vs Cost Planned 9 13.630

# Children vs Cost Semiplanned 9 6.675

* Significant at ,05
** Significant at ,01



Table 1 Continued

Obtained X2

Variables ar

# Children vs Cost Unplanned 9 26,377%%
# Children vs Total Cost 9 21,335*
# Children vs # Sale Items 6 12,471

# Children vs # Nonsale Items 9 12,902

# Children at Home vs # Planned 6 12,872%
# Children at Home vs # Semivlanned?3 1.691

# Children at Home vs # Unplanned [6 16,609%
# Children at Home vs Total # 9 25,796%*
# Children at Home vs Cost Plan, 9 17.503%
# Children at Home vs Cost Semi, 9 14,318

# Children at Home vs Cost Unplan, |9 21,839%#*
# Children at Home vs Total Cost 9 14,874
# Children at Home vs # Sale 6 11, 269

# Children at Home vs # Nonsale 9 12,276
Last in Store vs # Planned L 0.914
Last in Store vs # Semiplanned 2 2,509
Last in Store vs # Unplanned L 2,985
Last in Store vs Total # 6 4,917
Last in Store vs Cost Planned 6 7.098
Last in Store vs Cost Semiplanned |6 L, shy
Last in Store vs Cost Unplanned 6 2.210
Last in Store vs Total Cost 6 7.944
Last in Store vs # Sale Items L 4,211
Last in Store vs # Nonsale Items |[6 7.576
Shopped Jewel vs # Planned 2 0.559
Shopped Jewel vs # Semiplanned 1 1.946
Shopped Jewel vs # Unplanned 2 3.901
Shopped Jewel vs Total # 3 1.787
Shopped Jewel vs Cost Planned 3 0.516
Shopped Jewel vs Cost Semiplan, 3 4,815
Shopped Jewel vs Cost Unplanned 3 7.402
Shopped Jewel vs Total Cost 3 2,844
Shopped Jewel vs # Sale Items 2 4,505
Shopped Jewel vs # Nonsale Items 3 L, 448
List vs # Planned 2 31,893%*
List vs # Semiplanned L 0.151
List vs # Unplanned 2 8.198*
List vs Total # 3 10,013%
List vs Cost Planned B 10,.470%
List vs Cost Semiplanned 3 2,469
List vs Cost Unplanned 3 2,952
List vs Total Cost 3 4,732
List vs # Sale Items 2 13,761 %*
List vs # Nonsale Items 3 11,011%
Paid With vs # Planned L 12,454*
Paild With vs # Semiplanned 2 5.376
Paild With vs # Unplanned L 10, 562*




Table 1 Continued

Varilables ar ObtalnedX2
Pald With vs Total # 6 27,753%*
Paid With vs Cost Planned 6 22,237%%
Paild With vs Cost Semiplanned 6 20, 569 %%
Paid With vs Cost Unplanned 6 12,930%
Paid With vs Total Cost 6 23,254 %*
Paid With vs # Sale Items L 17,39 2%*
Paild With vs # Nonsale Items 6 17.,624%*
Education vs # Planned 6 4,051
Education vs # Semiplanned 3 54335
Education vs # Unplanned 6 6,123
Education vs Total Cost 9 10.172
Education vs Cost Planned 9 L, 775
Education vs Cost Semiplanned 9 6.392
Education vs Cost Unplanned 9 12,760
Education vs Total Cost 9 13,630
Education vs # Sale Items 6 2,086
Education vs # Nonsale Items 9 7.969

15
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Chl Square analyses, with sex of the shobper as a variable,

proved to be signiflcant,

Of the ten Chl Square analyses run, with the age of the
shopper as a varliable, the only significant one was that
which compared this factor with the number of sale items
purchased, All other analyses, with the age of the shop-
per as a varlable, were not significant.

Chli Square analyses showed marital status to be a
significant factor when compared with the number of un-
planned purchases, total number of items purchased, cost
of unplanned purchases, total cost of all purchases, and
number of sale items purchased, None of the other analy-
ses, With marital status as a variable, were found to be
significant,

The number of years the shopper was married was sig-
nificant only when compared to the number of sale ltems pur-
chased., All other analyses proved to be nonsignificant,

Chl Square analyses showed number of children to be
a significant factor when compared to the number of plan-
ned purchases, total number of items purchased, cost of
unplanned purchases, and total cost of all items purchased.
None of the other Chl Square analyses, with number of child-
ren as a variable, were significant.

Number of planned purchases, number of unplanned pur-
chases, total number of items purchased, cost of planned

purchases and cost of unplanned purchases were found to be



significant when compared with the number of children liv-
ing at home, Chl Square analyses for the other combina-
tions were not significant,

None of the analyses run with the last time the shop-
per was in Turn Style as a factor proved to be significant,
From the X2 values 1n Table 1, 1t can be seen that none of
these analyses proved to even approach significance.
Planning to shop in Jewel, or having shopped in Jewel al-
so proved to be a nonsignificant shopper varilable,

The number of planned purchases, number of unplanned
purchases, total number of items purchased, cost of plan-
ned purchases, number of sale items purchased, and number
of nonsale items purchased were all found to be signif-
icant when compared with the use of a shopping list,

Chl Square analyses were nonsignificant for the other pur-
chase variables compared with the use of a 1list.

The method of payment, (cash, check, or credit card),
was found to be the shopper variable most often signif-
1cant when compared to the purchase variables., Chl Square
analyses showed method of payment to be a significant fac-

tor when paired with the number of planned purchases, num-

ber of unplanned purchases, total number of items purchased,

cost of planned purchases, cost of semiplanned purchases,
cost of unplanned purchases, total cost of all items pur-
chased, number of sale items purchased, and number of non-

sale items purchased, Only when the method of payment was

17
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compared to the number of semiplanned purchases were the

results nonsignificant.

None of the Chi Square analyses with education of the
shopper as a variable proved to be significant at the .05
level,

A number of comparisons were investigated which sought
to combine two shopper variables with the purchase break-
down variable of impulse purchase cost., The observations
cited here, are only a product of the direct examination
of the frequencles of data given by the 200 Ss. No formal
statistical analysis was performed on these data, therefore
the results are merely trends in the information collected,
The value of these observations is also questionable due to
the small frequencles obtained in several of the categor-
les, PFurther research with a larger sample would make
these observations more meaningful,

Women shopping alone, and husbands and wives shopping
together without a 1list, have a tendency to spend more
money for impulse items than those who shop with a list,
The use of a shopping list did not appear to affect the
amount men spent on impulse items. There was no differ-
ence in the amount of money spent on impulse items when
single and married men were compared. Married women did,
however, spend more than single women on impulse purchases,
Having shopped in Jewel Supermarket made no difference in

the impulse purchasing of men, but women did spend slightly
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more on impulse 1tems. The payment of purchases by cash,

check, or credit card appeared to have no bearing on the
impulse purchasing behavior differences of elther men or
women, Table 2 summarizes the frequenclies used to determine
the above trends,

Due to the fact that there were 110 Chi Square an-
alyses run, one would expect to get several that were sig-
nificant by chance alone, This researcher feels that this
1s a possibllity, but he feels that thls factor would have
been of greater importance if there had not been as many
significant results found.

The final area of data investigated was concerned
wilth the departments in the store where the greatest pro-
portion of i1mpulse purchasing was taking place., Table 3
summarizes the results of this investigation., The results
show that the greatest percentage of impulse purchasing
takes place in the clothing (34,20%), toy (16.87%), and
candy and photo (16.63%) departments.

A tally of all the responses glven by the 200 Ss 1s
found in Table 4., Frequency of response to each question
and the accompanying percentages are glven for each pos-

sible response category,



Table 2

Response Frequencies For Cost
Of Impulse Purchases

Single Men Married Men _
0-$2.99 16 0-%2.99 26
$3-%45.99 0 $3-%5.99 1
89 plus 0 $9 plus 2
List-Men No List-Men
0-$2099 7 0- 2099 35
$3-35.99 0 $3-85.99 0
6-%$8.99 0 $6-$8.99 2
9 plus 0 $9 plus 3
___Single Women Married Women
0-%$2.99 % 0-%2.99 51
$3-85.99 0 §B-~5.99 19
$6-88.99 1 6-$8.99 5
- $9 plus 1 $9 plus L
List-Women No List Women
0-82.99 21 0-$2.99 53
%9 plus 1 $9 plus L
Husband & Wife-List Husband & Wife-No List
0-%2.99 L 0-%$2.99 10
$3-%$5.99 b $3-%5.99 11
$6-48.99 ] $6-%8.99 4
$9 plus 1 $9 plus 13
Women-Shopped in Jewel Women-Shopped in Jewel
Yes No
0-$2.99 39 0-8$2.99 36
33-$5.99 12 $3-$5.99 7
6-88.99 5 36-$8.99 1
89 plus 3 9 plus 2




Table 2 Continued

Men-Shopped in Jewel Men-Shopped 1in Jewel

Yes No
0-%2.99 8 0-%2.99 U4
$9 plus 0 39 plus 2

Women-=-Paid With

Women-Paid With

Women-Paild With

Cash Check Credit Card
0-%2.99 38 0-$2.99 32 0-$2.99 L
$3-85.99 15 $3-85.99 5 $3-85.99 0
$6-88.99 2 $6-$8.99 3 $6-$8.99 1
$9 plus 2 $9 plus 3 $9 plus 0
Men-Paid With Men-Paid With Men-Paild With
Cash Check Credit Card
0-$2.99 30 0-$2.99 10 0-$2.99 2
9 plus 2 89 plus 0 $9-plus 0
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Breakdown of Impulse Purchases
by Department

Table 3
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Department # impulse cost impulse % of all g
items items impulse sales
Clothing ok $238.56 34.20
Health and
Beauty 8l $80.79 11,58
Domestics 16 $63. 20 9.05
Toys 50 $117.77 16,87
Hardware 6 $10.11 1,42
Sporting Goods 3 $8.32 1,20
Housewares 21 $31.88 L, 56
Candy and Photo L $116.13 16,63
Auto Supplies 16 $18,42 2.63
Appliance 1 $12,.99 1.86
Total 345 $698.17 100,00




Table 4

Tally of Responses to Questionnaire

Variable # of Responses Percentage
Sex:
Male L7 23.5
Female 105 52.5
Husband and Wife L8 24,0
Age:
10-29 years 89 by, s
30-39 years L6 23,0
L0-49 years 41 20.5
0 plus 24 12,0
arital status:
Single 33 16.5
Married 167 83,5
# of Years Married:
0-9 years 92 46,0
10-19 years 47 23,5
20-29 years L2 21,0
_30 plus 19 9.5,
# of Children:
Oorl 80 4o,0
2 62 31.0
3 37 18,5
4 or more 21 10,5
# of Children at Home:
Oor1l 115 57.5
2 55 27.5
3 21 10.5
4 or more 9 4.5
Last Time in Store:
1 week ago 104 52,0
2 weeks ago L9 24,5
3_weeks or more L7 23,5
Shopped at Jewel Food Store:
Yes 99 49,5
No 101 50,5
Used Shopping List:
Yes 4s 22.5
No 195 77.5
Method of Payment:
Cash 104 52,0
Check 82 41,5
Credit Card 14 6.5
Educational Level:
H.S. unfinished 15 7.5
H.S. finished 76 38.0
College unfinished 69 34.5
College finished Lo 20,0

N=200 for each wvariable
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DISCUSSION
Sex of Shopper

When the sex of the shopper was compared with the
purchase breakdown variables, the results showed that the
husband and wife shopping together purchased more 1items,
and spent more money than either the men or women shopping
alone, Of particular interest to this researcher was the
fact that the husband and wife shopping together purchased
more 1lmpulse items and spent more money for them than did
the men or women shoppling alone. Thils greater amount of
impulse purchasing done by the husband and wife jointly,
was most likely a direct result of the fact that they also
made more total purchases, and spent more for them than
elther the men or women shopping alone. A retaller know-
ing this should try to make it more attractive for the
husband to shop with his wife, thus increasing the proba-
bility that impulse purchasing would take place, Store ad-
vertisements should include items which the husband would
be interested in, as well as items which the wife might
want to purchase,

Age of Shopper

The only analysis which was significant in this group
was the one comparing the age of the shopper with the num-
ber of sale items purchased. Those Ss from age 30-49 were
found to be the ones who bought the most sale items, A

possible explanation for thls would be that these years
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are usually the ones where the income of the family 1s the
highest, These people are the ones who are able to go out
and purchase an item without worrying about the money they
are spending. Those people in the lower and higher age
groups usually have smaller incomes, so they only make
purchases which they specifically need., Therefore they
would be less likely to be tempted to purchase items just
because they are on sale,
Marital Status

Analyses of Chl Square results showed that the Ss
who were married made more impulse and total purchases
than the single Ss, They also spent more money on the im-
pulse items and more money overall than did the single Ss.
More sale 1tems were also purchased by the married Ss,
It is probable that more items were purchased and more
money was spent by married people, because they were mak-
ing purchases for more than one person., The problem arises,
however, since the results show that there was only a sig-
nificant difference in the number and cost of the impulse
items purchased, but not in the planned and semiplanned pur-
chase categories, The argument that the married shopper
1s buying for more than one person, does not hold up here,
since 1f thls were the case, there would also be a differ-
ence in at least the planned category as well,

Number of Years Married

The comparison of number of years married with the
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number of sale items purchased was the only analysis which
was significant in this group, It was found that those Ss
married from 10-29 years purchased more sale items than
elther those married under 10 years or those married over
30 years, As wlth the age factor, this could merely be a
reflection of the amount of money the S had to spend or
needed to spend, Those married under 10 years are just
getting started in life, so there 1s usually a tight bud-
get, while those married over 30 years are more settled
and posslibly saving towards the retirement years,
Number of Children

Analyses of the results concerned with the number of
children, showed that the total number and cost of items in-
creased as the number of children increased, This 1s an
expected result because the more people the shopper 1is buy-
ing for the more items must be purchased, The result that
more planned items were purchased as the number of children
increased 1s explailned in the same manner, Impulse pur-
chasing was also found to increase as the number of child-
ren increased, When compared to the number of 1lmpulse
purchases, the Chl Square value just missed being signif-
lcant at ,05, but the analysls with the cost of the inm-
pulse purchases was significant at .01,

Number of Children Living at Home
The planned, unplanned, and total number of 1items

purchased increased as the number of children living at
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home increased., These Ss also spent more money on planned
and unplanned purchases than those Ss with fewer children
living at home, It 1s reasonable to assume that as the
number of children the shopper has at home increases, the
necessity of making more purchases to satisfy thelr needs
also increases, It 1s thls researcher's observation that
a good deal of the unplanned purchasing which took place
was directly affected by the number of children along on
the shopping trip. These data were not systematically
recorded and no statistical analyslis was done., However,
this researcher belleves this could be the major reason
why the amount of impulse purchasing increased as the
number of children increased,
Last Shopped in Turn Style

Analyses of these results showed that the amount of
time that has passed since the S was last in the store
has no bearling whatsoever on thelilr purchasing behavior.
For this particular store, this would seem to indicate
that there is not a significant number of shoppers who
come in each week only to buy those items which are on
sale, If thls were not the case, then there would have
been significant results in the analyses with the number
of sale 1tems purchased and the number of planned items
purchased,

Shopped in Jewel

Having shopped in Jewel or planning to shop in Jewel
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made no difference in the purchasing behavior of the shopo-

pers in Turn Style according to the results found in this
study.
Use of a Shopping List
According to the Chil Square analyses of results, those
Ss with a 1list purchased more planned items, pald more for
these planned items, and made more purchases overall than
those Ss who shopped without a list., A greater number of
unplanned purchases were made by the Ss who shopped with-
out a 1list., Any item written down on a 1list would be
classiflied as a planned purchase if the purchase was made,
Therefore, the results showing that those Ss with a 1list
made more planned purchases would have to be the only
logically acceptable result. An unknown percentage of
those shoppers without a 1list, may have only been in the
store to look around. Since they had no purchase inten-
tions, any purchase they made was more likely to be an
impulse purchase than those made by a S with a list,
Method of Payment
When the method of payment was compared with the
purchase breakdown varliables 1t was found that more plan-
ned items, more unplanned items, and more total items
were purchased by those Ss using a credit card than by
those using a check or cash, Those who paild with check
did buy more than those using cash., The planned, unplanned,

and total cost was also greater when the S used a credit
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card, When it came to cost of semiplanned purchases the

results varlied. When a check was used, the cost of semiplan-
ned purchases was greater than when eilther a credit card or
cash was used. More sale items were purchased by those who
used a check, and more nonsale items were purchased by those
who used a credit card. These results would seem to indicate
to the retaller that he should make it as easy as possible
for the shoppers to pay for thelr purchases wlith a check or
credit card., Turn Style has instituted a new service to
prevent delays at the checkout counter when purchases are
pald for by check, It 1s also thelr policy to accept many
of the maj)or credit cards, Thls researcher feels that the
management of Turn Style should look into the feasibllity
of 1ssuing thelr own credit cards which would make 1t even
easier for the shopper to pay for hls purchases,
Education of The Shopper

The education of the shopper was included in the
gquestionnaire as an indirect method of measuring the in-
come of the family., All of the results concerned with
the educational level of the shopper proved to be non-
significant., It 1s impossible to determine whether the
economic level of the family was in reality a nonsigni-
ficant factor in the purchasing behavior, or if the re-
sults were caused by the instrument employed to measure
the family income,

There are several reasons for the high incidence of
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impulse purchasing that took place in the clothing, toy,

and candy and photo departments, The high percentage of
impulse purchasing in the candy and photo departments
(16.63%), was most likely caused by the fact that this study
was done during the period right before Halloween, Many of
the displays around the checkout counters contained candy,
so therefore the shopper came into contact with these
i1tems more frequently than others., As for the toy depart-
ment (16.87%), as stated before, many of the Ss with small
children along bought them a 1ittle toy or game to keep
them quiet while they were shopping. The large percen-
tage of all impulse purchases made in the clothing depart-
ment (34,20%), was apparently the result of several factors,
During the period of time thls study was conducted there
were numerous sales of clothing items which attracted many
shoppers, Another factor was that for ease of data collec-
tion, all clothing purchases were combined regardless of
whom the 1tems were bought for, The third contributing fac-
tor was the display of many new clothing styles tor the ap-
proaching winter season,

Due to limitations of time and resources, this study
i1s by no means an exhaustive exploration of all the variables
which combine to determine impulse purchasing behavior, If
there were no limitations, this researcher would have liked
to have used a larger sample taken from several stores over

a longer period of time. In addition, the problem of small
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frequenclies when variables are combined would be over-
come with a larger sample, The design of this study was
such, that only situation svecific descriptive results
were obtained, With more extensive research it would be
possible to obtain results which could be applied in a

more general sense,



SUMMARY

This study was conducted wlith the objectlive of form-
ulating a profile of customer characterlistics most often
found among those shoppers who buy on impulse,

A questionnalre method was employed to collect the
information from the Ss, as they walted to pay for thelr
purchases, Each of the 200 Ss was asked to tell this re-
searcher which of thelr purchases were planned, semiplan-
ned, and unplanned, The three classifications of pur-
chases were deflned for each S so they could place each
item purchased into the appropriate category.

Analyses comparing each of the 11 shopper variables
with each of the 10 purchase breakdown variables were
performed, These Chl Square tests of significance re-
vealed differences in 38 of the 110 tests, Husbands and
wives shopplng together were found to make more impulse
purchases than elther men or women shopping alone, Mar-
ried shoppers made more 1lmpulse purchases than single
shoppers, Impulse purchasing increased as the number of
children, and number of children living at home increased.
The amount of 1mpulse purchasing was greater among those
customers who shopped without a 1list, Finally, the shop-
pers who pald for thelr purchases with elther a check or
a credilt card made more lmpulse purchases than those shop-
pers who pald for thelr purchases with cash.

The age of the shopvers, the number of years the
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shopper was marrled, the last time the shopper was in the
store, whether or not they shopped in the adjacent Jewel
Supermarket, and the educatlon of the shopper were found to
have no significant influence on the 1impulse purchasing

behavior.,
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Appendix A

Impulse Buying Questionnaire

Male Female
Age: 10-19
20-29
30-39
Single Married

Number of years married

Number of children __

Number of children living at home
When did you last shop in this store?

Husband and Wife

Lo-49
50-59
60 plus

During the last week
During last 2 weeks
During last 3 weeks
Over 3 weeks ago

Did you shop or are you planning to shop at Jewel today?

Was a shopping list used? Yes

Purchases were paid for with Cash

Education level attained:
High School unfinished
High School finished

Yes
No

No

Check Credit Card

College unfinished
College finished

Purchase Breakdown:

# of planned purchases
# semiplanned purchases
# unplanned purchases
Total # of purchases

Number of sale items purchased

Number nonsale items purchased

Cost of planned purchases
Cost semiplanned purchases
Cost unplanned purchases
Total cost of purchases




Appendix A Continued

Clothing: Sale
Health and Sale
Beauty:

Domestics: Sale
Toys: Sale
Hardware:  Sale

Purchase Breakdown

Sa
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Sporting Goods:

Housewares:

Candy and Photo:

Auto:

Appliance:

Sale

Sale

r“d

rH

rm



APPENDIX B

Chi Square Analyses Tables
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Chi Square Analysis for # of
Unovlanned Items vs Sex
of Shooper

Across Variable- # of Unplanned Items
With
Down Variable- Sex of Shopver

0-2 1tems 13-5 items 6-8 items Total

Male i 3 0 7
Pemale 87 17 1 105
Husband & 2L 23 1 u8
Wife

Total 155 43 2 200

Chi Square = 29,636
Degrees of Freedom = 4

Significant at .01
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Chl Square Analysis for

Total # of Items vs

Sex of Shopper

Across Variable- Total # of Items

With

Down Variable- Sex of Shopper

0-2 1tems 3-5 items 6-8 items 9 Or more Total
Male 6 29 11 1 L7
Female 5 51 43 6 105
Husband & i | 11 23 13 L8
Wife
Total 12 91 77 20 200

Chi Square = 36,292
Degrees of Freedom = 6

Significant at .01
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Chl Square Analysis for
Cost of Planned Items
vs Sex of Shopper
Across Variable- Cost of Planned Items
With

Down Variable- Sex of Shooper

0-$2.99 #$3-85.99 $6-88.99 #9 vlus Total

Male 18 7 10 12 L7
Female 359 31 24 15 105
Husband & 8 12 11 17 48
Wife

Total 61 50 L4g Ly 200

Chi Square = 14,080
Degrees of Freedom = 6

Significant at ,05%
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Chil Square Analysis for
Cost Unplanned Items
vs Sex of Shopper
Across Variable- Cost of Unplanned Purchases
With
Down Varilable- Sex of Shopper

0-$2,99 $3-$5.99 $6-$8.99 $9 plus Total

Male 42 1 2 2 L7
Female 75 19 6 5 105
Husband & 14 15 5 14 48
Wife

Total 131 35 13 21 200

Chl Square = 48,441
Degrees of Freedom = 6

Significant at .01
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Chi Square Analysis for
Total Cost vs Sex
of Shopper
Across Varilable- Total Cost of All Items
With

Down Variable- Sex of Shopper

0-$2,99 $3-85.99 $6-$8.99 $9 plus Total

Male 6 10 12 19 L7
Female 2 25 33 Ls 105
Husband & 1 L 5 38 L8
Wife

Total 9 39 50 102 200

Chi Square = 29,163
Degrees of Freedom = 6

Significant at ,01
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Chl Square Analysis for

# Sale Items vs
Sex of Shopper
Across Variable- # of Sale Items
With

Down Variable- Sex of Shopper

0-2 1tems 3-5 items 6-8 items Total
Male 38 8 1 L7
Female 56 Ls L 105
Husband & 21 25 2 L8
Wife
Total 115 78 7 200

Chi Square = 15,024
Degrees of Freedom = 4

Significant at .01
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Chil Square Analysis for

# Nonsale Items vs

Sex of Shopper

Across Variable- # Nonsale Items
With

Down Variable- Sex of Shovper

0-2 1tems 3-5 items 6-8 items 9 plus Total
Male 21 22 U 0 47
Female L9 L6 9 1 105
Husband & 11 28 6 3 48
Wife
Total 81 96 19 4 200

Chi Square = 12,768
Degrees of Freedom = 6

Significant at .05
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Chi Square Analysis for
# Sale Items vs
Age of Shopper
Across Variable- # of Sale Items

With

Down Variable- Age of Shopper

0-2 1tems 13-5 items 6-8 items Total
10-29 63 26 0 89
30-~39 16 29 2 L7
Lo-49 20 17 3 Lo
50 plus 16 6 2 24
Total 215 78 7 200

Chi Square = 24,323
Degrees of Freedom = 6

Significant at ,01
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Across Variable- # of Unplanned Purchases

Chl Square Analysis for
# Unplanned Items vs
Marital Status

With

Down Varlable- Marital Status of Shopper

Single

Married

Total

0-2 items 3-5 items 6-8 items Total
31 1 1 33
124 42 1 167
155 L3 2 200

Chl Square = 9,278

Degrees of Freedom

Significant at .01

2
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Chl Square Analysis for
Total # Items vs
Marital Status
Across Variable- Total # of Items Purchased
With
Down Variable- Marital Status of Shopper

0-2 items 3-5 items 6-8 items 9 plus Total

Single 3 23 6 ¥ 33
Married 9 68 71 19 167
Total 12 91 77 20 200

Chi Square = 11,872
Degrees of Freedom = 3

Significant at .01
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Chi Square Analysis for
Cost Unplanned Items
vs Marital Status
Across Varlable- Cost Unplanned Items
With

Down Variable- Marital Status of Shovper

0-$2.99 $3-85.99 $6-%83.99 #9 plus Total

Single 30 0 2 1 33
Married | 101 35 11 20 167
Total 131 35 13 21 200

Chi Square = 12,924
Degrees of Freedom = 3

Significant at ,01
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Chl Square Analysis for
Total Cost of Items
vs Marital Status
Across Varilable- Total Cost of all Items
With

Down Variable- Marital Status of Shopper

0-$2.99 $3-85.99 $6-88,99 $9 plus Total

Single L 11 9 9 33
Married 5 28 b1 93 167
Total 9 39 50 102 200

Chi Square = 13,424
Degrees of Freedom = 3

Significant at ,01
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Chi Square Analysis for

# Sale Items vs
Marital Status

Across Variable- # Sale Items

With

Down Variable- Marital Status of Shopper

0-2 1tems 3-5 items 6-8 items Total
Single 28 5 0 39
Married 87 73 7 167
Total 115 78 7 200

Chil Square = 12,287
Degrees of Freedom = 2

Significant at .01
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Chl Square Analysis for
# Sale Items vs
Years Married
Across Variable- # Sale Items

With

Down Variable- # Years Married

0-2 1tems 3-5 items 6-8 items Total
0-9 years 64 27 il 92
10-19 years 18 27 2 47
20-29 years 19 20 3 L2
30 plus 14 4 1 19
Total 115 78 7 200

Chi Square = 19,7343
Degrees of Freedom = 6

Significant at .01
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Chi Square Analysis for
# Planned Items vs
# of Children
Across Variable- # of Planned Items Purchased
With
Down Variable- # of Children

0-2 items 3-5 items 6-8 items Total

Oorl Ls 33 2 80
2 22 36 4 62
3 10 22 5 37
4 or more 9 9 3 21
Total 86 100 14 200

Chi Square = 15,360
Degrees of Freedom = 6

Significant at ,05
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Chl Square Analysis for
Total # Items vs
# of Children
Across Variable- Total # of Items Purchased
With
Down Variable- # of Children

0-2 1tems 3-5 items 6-8 i1tems 9 plus Total

Oorl 6 L9 22 3 80
2 3 23 29 7 62
3 0 14 19 L 37
4 or more 3 5 7 6 21
Total 12 91 77 20 200

Chl Square = 28,880
Degrees of Freedom = 9

Significant at .01
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Chil Square Analysis for
Cost Unplanned Iteus
vs # of Children
Across Variable- Cost Unplanned Items
With
Down Variable- # of Children

0-8$2,99 $3-$5.99 $6-$8.99 49 plus Total

Oorl 62 10 L L 80
2 Lo 9 5 8 62
3 21 10 L 2 37
4 or more 8 6 0 7 21
Total 131 35 13 21 200

Chi Square = 26,377
Degrees of Freedom = 9

Significant at ,01

sS4



Chl Square Analysis for
Total Cost of Items
vs # of Children
Across Variable- Total Cost of Items
With

Down Variable- # of Children
0-$2,99 $3-85.99 $6-88.99 $9 plus Total

0 or1l 2 22 20 31 80
2 0 10 19 33 62
3 0 6 8 23 37
4 or more 2 1 3 15 21
Total 9 39 50 102 200

Chi Square = 21,335
Degrees of Freedom = 9

Significant at .05
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Chl Square Analysis for
# Planned Items vs #
Children at Home
Across Variable- # Planned Items Purchased

With

Down Variable- # Children at Home

0=2 items 3-5 items 6-8 items Total
Oor1l 60 L9 6 115
2 18 33 L 55
3 5 14 2 21
L or more 3 b 2 9
Total 86 100 14 200

Chi Square = 12,872
Degrees of Freedom = 6

Significant at .05
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Chil Square Analysis for
# Unplanned Items vs
# Children at Home
Across Variable- # Unplanned Items Purchased
With
Down Variable- # Children Living at Home

0-2 items 3-5 items 6-8 items Total

0 or 1 9l 20 1 115
2 41 14 0 55
3 17 3 1 21
4 or more 3 6 0 9
Total 155 43 2 200

Chi Square = 16.609
Degrees of Freedom = 6

Significant at .05
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Chil Square Analysis for
Total # Items vs #
Children at Home
Across Variable- Total # Items Purchased
With
Down Variable- Number of Children Living at Home

0-2 items 3-5 1tems 6-8 items 9 plus Total

Oorl 9 63 36 7 115
2 3 17 29 6 55
3 0 9 9 3 21
4L Or more 0 2 3 b 9
Total 12 91 77 20 200

Chi Square = 25,796
Degrees of Freedom = 9

Significant at .01
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Chi Square Analysis for
Cost Planned Items vs

# Children at Home

Across Variable- Cost Planned Purchases

With

Down Variable- # Children Living at Home

0-$2.99 $3-85.99 $6-88.99 $9 plus Total
Oorl L2 32 20 21 115
2 13 14 15 13 55
3 6 L 6 L] 21
4 or more 0 0 L 5 9
Total 61 50 Ls Ly 200

Chi Square = 17,503
Degrees of Freedom = 9

Significant at ,05
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Chl Square Analysis for
Cost Unplanned Items vs
# Children at Home
Across Variable- Cost Unplanned Purchases
With
Down Variable- # Children Living at Home

0-$2,99 $3-85.99 $6-$8.99 $9 plus Total

0 orl 81 16 10 8 115
2 33 11 3 8 55
3 15 5 0 1 21
4 or more 2 3 0 b 9
Total 131 35 13 21 200

Chl Square = 21,839
Degrees of Freedom = 9

Significant at ,01
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Chi Square Analysis for
# Planned Items vs Use
Of Shopping List
Across Variable- # Planned Items Purchased
With
Down Variable- Use of Shopping List

0-2 items 3-5 items 6-8 items Total

Yes 5 31 9 Ls
No 81 69 5 155
Total 86 100 14 200

Chi Square = 31,893
Degrees of Freedom = 2

Significant at ,01
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Chl Square Analysis for
# of Unplanned Items vs
Use of Shopping List
Across Variable- # Unplanned Purchases
With
Down Variable- Use of a Shopping List

0-2 items 3-5 items 6-8 1tems Total

Yes ] 3 1 L5
No 114 40 1 155
Total | 155 43 2 200

Chil Square = 8,198
Degrees of Freedom = 2

Significant at .05
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Chl Square Analysis for
Total # of Items vs
Use of Shopping List
Across Variable- Total # of Items Purchased
With
Down Variable- Use of a Shopping List

0-2 items 13-5 items 6-8 items 9 plus Total

Yes 1 13 24 7 us
No 11 78 53 13 155
Total 12 91 77 20 200

Chl Square = 10.013
Degrees of Freedom = 3

Significant at ,05
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Chl Square Analysis for

Cost Planned Items vs

Use of Shopping List

Across Variable- Cost Planned Purchases

With

Down Variable- Use of Shopping List

0-$2,99 $3-85.99 $6-$8.99 $9 plus Total

Yes
5 15 12 13 4s
No
56 35 33 31 155
Total
61 50 Ls Ly 200

Chi Square = 10,470
Degrees of Freedom = 3

Significant at .05
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Chi Square Analysis for
# Sale Items vs
Use of List
Across Variable- # Sale Items Purchased
With
Down Variable- Use of a Shopping List

0-2 items 3-5 items 6-8 items Total

Yes 16 25 4 bs
No 99 53 3 155
Total 115 78 7 200

Chi Square = 13,761
Degrees of Freedom = 2

Significant at .01
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Chl Square Analysis for
# Nonsale Items vs
Use of List
Across Variable- # Nonsale Items Purchased
With
Down Varlable- Use of a Shopping List

0-2 1tems 3-5 items 6-8 items 9 plus Total

Yes 25 12 7 1 Ls
No 56 84 12 3 155
Total 81 96 19 4 200

Chi Square = 11,011
Degrees of Freedom = 3

Significant at ,05
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Chi Square Analysis for
# Planned Items vs
Method of Payment
Across Variable- # Planned Items Purchased

With

Down Variable- Method of Payment

0-2 items 3-5 items 6-8 items Total
Cash 56 b2 6 104
Check 26 48 8 82
Credit Card 4 10 0] 14
Total 86 100 14 200

Chi Square = 12,454
Degrees of Freedom = 4

Significant at .05
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Chl Square Analysis for
# Unplanned Items vs
Method of Payment
Across Variable- # Unplanned Purchases

With

Down Variable- Method of Payment

0-2 items 3-5 items 6-8 items Total
Cash 86 17 1 104
Check 61 21 0 82
Credit Card 8 5 1 14
Total 155 L3 2 200

Chi Square = 10,562
Degrees of Freedom = 4

Significant at ,05
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Chil Square Analysis for
Total # of Items vs
Method of Payment
Across Variable- Total # of Items Purchased
With
Down Variable- Method of Payment

0-2 1tems 3-5 items 6-8 items 9 plus Total

Cash 10 56 37 1 104
Check 2 30 35 15 82
Credit Card 0 5 5 L 14
Total 12 91 77 20 200

Chi Square = 27,753
Degrees of Freedom = 6

Significant .01
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Chil Square Analysis for
Cost Planned Items vs
Method of Payment
Across Variable- Cost of Planned Purchases
With
Down Variable- Method of Payment

0—32099 33-$5-99 $6"'$8-99 $9 plus Total

Cash 46 22 20 16 104
Check 14 25 21 22 82
Credit Card 1 3 b é 14
Total 61 50 Lg Ly 200

Chil Square = 22,237

Degrees of PFreedom = 6

Significant at .01
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Chl Square Analysis for
Cost Semiplanned Items
Method of Payment

Across Varlable- Cost Semiplanned Purchases

With

Down Variable- Method of Payment

0-$2.99 $3-$5.99 $6-$8.99 $9 plus Total
Cash 97 2 2 3 | 1o4
Check 63 12 ? 0 82
Credit Card L 2 0 1 14
Total 171 16 9 Y 200

Chi Square = 20,569
Degrees of Freedom = 6

Significant at ,01

71




Chi Square Analysls for
Cost Unplanned Items vs

Method of Payment

Across Variable- Cost Unplanned Purchases

Down Variable- Method of Payment

Cash

Check

Credit Card

Total

Chi Square = 12,930
Degrees of Freedom

Significant at ,05

With

72

0-$2.99 $3-$5.99 $6-$8.99 $9 plus Total
72 20 6 6 104

52 14 6 10 82

7 1 1 5 14
131 35 13 21 200



Chl Square Analysls for
Total Cost of Items vs
Method of Payment
Across Varlable- Total Cost of All Purchases
With

Down Variable- Method of Payment

0-$2.99 $3-85.99 $6-$8.99 $9 plus Total

Cash 9 27 28 Lo 104
Check 0] 11 21 50 82
Credit Card 0 1 i | 12 14
Total 9 39 50 102 200

Chl Square = 23,254
Degrees of Freedom = 6

Significant at ,01

73



Across Variable- # Sale Items Purchased

Down Variable- Method of Payment

Cash

Check

Credit Card

Total

Chl Square = 17,392

Degrees of Freedom = 4

Chil Square Analysis for

With

# of Sale Items vs
Method of Payment

Significant at .01

7

0-2 items 3-5 items 6-8 items Total
71 32 1 104

34 b2 6 82

10 L 0 14

115 78 7 200



Chil Square Analysis for
# Nonsale Items vs
Method of Payment
Across Variable- # Nonsale Items Purchased

With

Down Variable- Method of Payment

0-2 items 3-5 items 6-8 items 9 plus Total
Cash L6 ué 11 1 104
Check 34 L1 6 L § 82
Credit Card 1 9 2 2 14
Total 81 96 19 4 200

Chi Square = 17,624
Degrees of Freedom = 6

Significant at .01
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