Chapter 2

Methodology

2.1 Introduction


This chapter lays down the methodology to carry out both the field survey and the questionnaire survey. The immediately following section surveys the literature on research to understand consumer behaviour in Hong Kong and retail mix. The third outlines the choice of variables and the design of the questionnaire. The fourth details the retail mix survey. The fifth document the procedures of the questionnaire survey. The final section deal with the method involved in data analysis.

2.2 Literature Review


In Hong Kong, there are a few researchers concerning consumer behaviour. However, most of them concern behaviour only on particular items, such as watches (Liu, 1972), jeans (Ho, 1974), facial skin cream (Hsu, 1988) and mobile telephone service (Cheng, 1994). Seldom are there researches examining in a study a spectrum of products in one region.


Since the Hong Kong Government wanted to provide functional and attractive retail facilities for residents in 1983, Planning Department was committed to propose a retail development guidance in Chapter 6 of Hong Kong Planning Standard and Guideline (HKPSG) and consumer behaviour in Hong Kong received unprecedented attention. HKPSG on retail facilities focused on shopping centres because the significance of traditional street frontage retailing has declined in new development areas with the growth of air conditioned self-contained malls (Planning Department, 1998). Its aim was to assess shopping demand through consumer characteristics in a region in order to estimate the retail floorspace needed in the region. However, the assessment was too general and superficial. It only assessed the consumer behaviour on convenience goods, comparison good and restaurants. These three categories are too broad and cannot assess the real need of consumer.


During 1995, the government commissioned consultants to undertake a “Study on Shopping Habits and Revision of Chapter 6 of the HKPSG”. It was the most thoughtful study towards consumer behaviour in Hong Kong. In order to concentrate on the quality of retail facilities that residents required, the study included the price, choice of shop, choice of goods, choice of shopping centres, the quality of service and transportation problems as variables. On the supply side, however, only five major product types were included. They are grocery items, clothing and footwear, consumer durables, restaurant, leisure and entertainment. Although improvement had made on the HKPSG, the grouping of product is still very broad. Moreover, the study is in large scale. The focus on regional area such as new town is not enough. It cannot reveal real needs of a group of people in a region and thus cannot provide appropriate retail facilities for local residents. It may be detrimental to new town because if its retail facilities cannot satisfy the needs of local residents, out-of–town shopping behaviour will take place and the planning of the town may fail in the end.


Giving these deficiencies, it becomes necessary to examine the literature in western countries as a supplement. Study on consumer behaviour is not a new topic especially in business field. It can be concluded that consumer behaviour refers to the behaviour that consumers display in searching for, purchasing, using, evaluating, and disposing of products and services that they expect will satisfy their needs (Solomon, 1996). It includes the study of what they buy, why they buy it, when they buy it, where they buy it, how often they buy it, and how often they use it (Schiffman, 1987).


Not all people in a society have the same consumer behaviour (Loudon, 1993). That is why it is unavoidable to involve the concept of subcultures when studying consumer behaviour. It is commonly defined as a distinctive groups of people in a society who share common values, customs, behaviour, environmental factors and so forth (Loudon, 1993; Peter, 1994). To identify subcultures, people especially marketers generally use demographic characteristics (Mowen, 1987; Peter, 1994). It is the most frequently used variable to make management decision focusing on consumer behaviour in both public and private sectors (Zaltman, 1983). Scholars suggested that age, sex, marital status, occupation and income level should be included in the study of demographic characteristics (Peter, 1993; Zaltman, 1983). Different cultures have different consumer behaviours and so as sub-culture (Peter, 1994; Wells, 1996). Use income level as an example. People with higher incomes usually have higher requirements towards goods and services than those with lower incomes. Thus, their behaviours are supposedly different.


In short, demographic characteristics is the most obvious and important variable affecting consumer behaviour directly. In the field of geography, Guy (1994) states that “a whole new science of ‘geodemographics’ has grown up in recent years, studying the relationships between consumer demand, demographic structure of the population, and characteristics of residential areas (Guy, 1994:6).”


James, Edward and David (1995) offer very good idea on the shopping behaviour outside and inside the town. They defined the terms “inshopping” for the behaviour that consumers are satisfied with their retail provision in their communities and buy goods and services within the community, while “outshopping” as the behaviour that consumers are dissatisfied with their retail provision within their communities and buy goods and services outside. They pointed out that historically, residents, who were limited by distance from other towns, usually satisfy their needs inside their towns. However, the developments in transportation and communication technologies offer an opportunity for residents to obtain goods and services outside their town, and the historical pattern was disrupted. Besides, other variables such as working outside the community also enhance the outshopping behaviour. These changes in consumer behaviour also take effect on the goods and services provided in a shopping centre because some districts and local centres no longer serve all the needs for the local residents. They only have to provide convenience goods and services for the local residents. James, Edward and David also hypothesized that if a community’s centre has the goods and services which the residents wish to purchase, the residents will follow an inshopping behaviour rather that a outshopping behaviour.


Follow the logic derived by James, Edward and David, an outshopping phenomenon to certain extent implies that retail provision in a community cannot satisfy the needs of residents. This leads to the study on the retail mix of shopping centres in the community. Martin (1982) defined the retail mix of a shopping centre as a policy to control the number of traders, the size of their premises, their styles and goods and services rendered in order to maximizing the patronage of the shopping centre. While Dawson (1983) defined it as the proportion of space and/or number of units of each type of retail and services occupy. Based on these two definitions, tenant mix can be regarded as a policy of developer to control the types of tenant and the number of tenants operating in the centre. Thus, it is not improper to say that the retail mix policy controls the quantity and quality of retail provision in a shopping centre. Potter (1980) identifies three main elements in retail quality. First, the commodity component is made up of variations in price and quality between establishments which are offering the same type of good. Second, the service component which comprises operational skill or politeness of service. The last one is the structural component which arises from the appearance of shops. All these factors affect consumers’ subsequent choice of shopping centre. To maximize the patronage of a shopping centre, it is crucial for a developer to figure out an optimum tenant mix to cater for their catchment population.


In conclusion, the demographic characteristics of residents in a community generate different needs and consumer behaviours. The retail mix of the shopping centres may or may not satisfy their needs. If residents cannot satisfy their needs in the community, outshopping behaviours occur. Put it into the study of the outshopping behaviour of TKO residents, we should then study the consumer behaviour of the residents and the retail mix in the shopping centres in TKO (Figure 2.1).

2.3. The Questionnaire


The questionnaire was designed to help analyzing the consumer behavior of the residents (Appendix 2). It consists of three sections. The first section has three closed-end questions to deal with the outshopping frequency of the interviewees. The second section has seven questions, with the first two being divided into some sub-questions. These two questions try to find out the quality and quantity of retail provision in TKO 

Figure 2.1: Basic Analytic Logic of the Thesis
from the view of local residents. They collect information about what interviewees buy outside the town and the reasons for outshopping. The other five questions acquire information about where they buy outside, the people they shop with and some information about their shopping behavior inside the town. The first two sections basically ask about the consumer behaviour of the residents and the third part asks some demographic characteristics such as age, gender and occupation of the interviewees. It is supposed that the demographic characteristics will affect the consumer behaviour of the residents. The categories of household incomes, occupations, ages and districts in the third part are mainly based on census.

2.4 The Retail Mix Survey


The area of TKO can be defined in six Tertiary Planning Units (TPUs). They are 833, 835, 836, 837, 838, 839 (Appendix 1). In TKO, street retailing only occupies very little space. For this reason, the retail mix concerned in this dissertation is limited to the six main shopping centres in TKO (Appendix 3). That means street retailing does not included in this survey.


In order to obtain the updated retail mix in the six shopping centres and have a rough impression on what shopping facilities does TKO provide, a two days study has held to record all the shop’s names and shop types in each shop of the six shopping centres on 2/1/99 and 3/1/99. There are seven shop types (Table 2.1). After all shops in the six shopping centres has been recorded and grouped, the number of shop in each category is counted and the retail mix of each centre is known.

Table 2.1: Shop Types

Retail Type
Examples

Food Retail
Cooked food store, Supermarket, Candy store, Bakery

Household Products
Department store, Furniture, Electronic appliance

Clothing
Fashion wear, Clothing store, Shoes, Bags

Jewellery / Accessories
Jewellery, Optical centre, Watch

Health & Beauty
Clinic, Pharmacy, Salon, Beauty Centre

Entertainment & Leisure
Cinema, TV game centre, Bookshop, Newsstand

Financial Services
Bank

2.5 The Questionnaire Survey


There are two sample points. One of it is at the main entrance of Hau Tak shopping centre where locate on the Chung Wa Road and another one is at the main entrance of Metro City Plaza where locate at the Mau Tai Road (Appendix 3). The survey was held from 3/1/99 to 9/1/99.


Owing to the limited time and manpower available, only 120 samples had been taken. Before taking that 120 samples, 15 pilot samples had been made to test the feasibility of the questionnaire and some modification on the questionnaire were made after the pilot survey.


In order to obtain a more representative sample, stratified sampling method was introduced when choosing the samples. All samples were divided into three age strata according to the family life cycle
. The first stratum is age from 15 to 29. The second stratum is age from 30 to 54 and the third is age 55 or above. Respondents in the same group have similar consumption power and share the similar consumer behaviour. Since consumer behavior between male and female are supposed to be different, each of the three strata has been further divided into two subgroups equally by gender. In short, the 120 samples will have been divided into six groups equally by age and gender. Each group thus should have 20 samples (Table 2.2). This sampling method helps to avoid the occurrence of unbalance sample in gender and age. 

Table 2.2: Distribution of Age and Gender in the Samples

Gender
Age Group
No. of samples

Male
15-29
20


30-54
20


>55
20

Female
15-29
20


30-54
20


>55
20


Total
120


It is noteworthy that consumer concerned here are those with age above 15 as we assume that below that age should not have enough consumption power and they do not have enough shopping experience to finish the questionnaire. Shopping trips that only made for market area are also excluded from the study because buying food from markets are daily needs especially for housewives and it is not the behaviour that to be examined in this study.

2.6 Data Analysis


Before go into the analysis, some data preprocessing must be performed first. It is because the grouping of household income, occupations and age in the third part are base on Census and it is too detail. However, the sample size is too small and some categories only have one or two samples. It is not significant to analyze if the data are not grouped to form a meaningful unit.


Same with the sample, 3 age groups have been formed. The age from 15 to 29 represents the youth, 30 to 54 represents middle age and 55 or above represents elderly. Occupation has also formed into three major groups, they are high rank, low rank and economically inactive. High rank includes managers and administrators, professionals and associate professionals. All workers, clerks, operators and assemblers are categorized as low rank. Retires, students and housewives are categorized as economically inactive. The last variable have to be grouped is household income. Household income under 10,000 are grouped as low income group. Income between 10,000 and 24,999 are middle income group and income over 25,000 are regarded as high income group.


The data of the questionnaires were analyzed by a computer software call SPSS (Statistical Package for Social Science). After all questionnaires had been filled and completed, the data were entered into this system after grouping. During the analysis, section one and two were regarded as dependent variables and all demographic characteristics and relevant background of the interviewees in section three were regarded as independent variables. As different scales of data should use different ways to analyze, this study require two ways to analyze different questions.


The first way to analyze was using ANOVA (Analysis of Variance) in SPSS. ANOVA was employed because this study suppose that respondents with different demographic characteristics will have different behavior and ANOVA is used to test whether there is significant difference between different groups of respondents answering the same question. Null hypothesis was set to test the significance (Table 2.3) and the level of significant is 0.05. If the significant value of the analysis is bigger than 0.05, we should accept the hypothesis and conclude that there is no significant effect of the independent variables on the dependent variables which being tested. If the significant value of the analysis is less than 0.05, we should reject the hypothesis and conclude that there is significant effect of the independent variables on the dependent variables. However, ANOVA cannot show the relationship between two variables. Therefore, Pearson’s correlation coefficient (R) was employed to test the strength of association and the direction of association between two variables if the hypothesis is rejected. The value R is range from 1 to –1. If it is positive, that means the two variables are positively related and if it is negative, that means the two variables are negatively related. To know the exact meaning imply in the direction of association of the result, it is necessary to know what value were inputted for each option to the system (Appendix 4). Moreover, the strength of association has five levels (Table 2.4). Not all level of the strength of association are accepted in this study. If the value R is range from 0.2 to –0.2, the strength of association is slight and it is not valuable to discuss. All results in this test will be presented in tables.

Table 2.4: Strength of Association for Pearson’s Correlation Coefficient (R)

Pearson’s Correlation Coefficient (R)
Strength of Association

-0.2 ~ 0 or 0 ~ 0.2
Slight

-0.4 ~ -0.21 or 0.21~ 0.4
Low

-0.7 ~ -0.41 or 0.41 ~ 0.7
Moderate

-0.9 ~ -0.71 or 0.71 ~ 0.9
High

-1 ~ -0.91 or 0.91 ~ 1
Very high


In this study, the above method was used to test how different demographic characteristics of respondents influence on shopping frequency, the goods and services that respondents shop outside, the reasons for outshopping and the opinion towards shopping centres in TKO. It was also used to find out whether living duration in TKO will affect the frequency of outshopping and the satisfactory level of the retail provision in TKO (Figure 2.2).

Figure 2.2: Analytic Logic for ANOVA and Person’s Correlation Coefficient


Not all variables in the questionnaire can be used the Pearson’s correlation coefficient to measure the association because using Pearson’s correlation coefficient, data must be of interval or ratio scale and it is also assumed that the variables have a linear relationship. When the data are in nominal scale, the second way of analysis will be employed. It was to count the frequency in each variable in related to other variables. In this study, this method test whether the workplaces of respondents affect their shopping district when outshopping and which shopping centres they prefer when they want to buy goods in TKO. The date for outshopping and the kind of persons the respondents usually accompany with will just count their frequency and it is hoped that it can help predicting their purposes of shopping. The details of analysis are provided in Chapter 4.

2.7 Summary


After reviewing the literature, the main merits and demerits of the past studies have been identified. Some methods and variables that are appropriate to this study were also discussed. It has been elaborated the way to investigate consumer behaviour and retail mix by questionnaire and field surveys. This chapter finally discussed the way information obtained from the questionnaire survey will be analyzed by the computer software SPSS to maximize reliability and accuracy.
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� Family life cycle is a classification scheme that segments consumers in terms of changes in income and family composition and the changes in demands placed upon this income. Please refer to “Consumer behavior” by Peter Olson for detail.
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