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ABSTRACT
This thesis aims to investigate whether shopping is still a gendered activity in

the 21st century. Past research in a number of social science disciplines with a focus

on consumer affairs indicated that traditionally shopping was part of the woman’s

domain and therefore it was seen as an activity only women engaged in. More

current research has however suggested that shopping is no longer just a female

activity, and asked for more research to be conducted into both male and female

consumer behaviour. The present thesis focuses on recreational shopping and

attempts to address the issue of male and female consumer behaviour by means of a

multi-method approach. Chapter 1 summarises the background literature and

provides the rationale for the research conducted in this thesis. Chapter 2 focuses on

the methodological issues relating to the present studies provides a justification of

each methodological approach used. Chapters 3 to 6 present the empirical work

carried out for this thesis and Chapter 7 presents the conclusions drawn from the

research carried out.

In Chapter 3 we present an investigation of participants’ (27 men and 71

women) written accounts of past (good and bad) and ideal shopping experiences

using thematic analysis. The findings show that women report higher overall

shopping enjoyment than men, which is in agreement with previous research results.

However, men and women describe similar obstacles and negative experiences that

deter them from participating or wanting to participate in shopping activities, and

they exhibit similar motivations when thinking about shopping. In contrast, all

descriptions of ideal shopping experiences were highly idiosyncratic.

The study presented in Chapter 4 explores the relationship between product

involvement and shopping enjoyment. One hundred and seventy-four participants
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(69 men and 102 women) responded to an online questionnaire, which measured

attitudes towards shopping in general and shopping in a high involvement situation.

As in the previous study, the results showed that overall women reported much

higher general shopping enjoyment than men. But when product involvement was

high men reported a more positive attitude toward shopping than when just rating

shopping in general. This suggests that the issue of gender differences in shopping

enjoyment needed to be investigated further and that a more fine-grained approach to

research in this area was required to explore the differences and similarities in the

way that men and women approach this activity.

In Chapter 5 we investigate potential differences and similarities in men and

women’s conceptions of shopping. The first study in this chapter asked participants

to list types of shopping or shopping activities as they came to mind and the second

study utilised a free-sort task. Surprisingly, the results from the Chi-Square analysis

of Study 3 and EXTREE and INDSCAL analysis of Study 4 showed that there are

very few significant differences in how men and women view shopping. Thus, it

seems both sexes appear to think about shopping in very similar (if not the same)

ways.

In order to address this question in more depth, the study presented in

Chapter 6 took a different methodological approach. Here, a focus group study was

carried out to explore what lies behind men and women’s conceptions of shopping.

Three groups (N=19) of first year undergraduate students participated in focus groups

and discussed what they thought and felt about shopping. Results showed that

perceptions of what shopping is are very strong even amongst this group of young

consumers. Finally, the results are reviewed in Chapter 7 together with their

implications, limitations of the present research and possible future directions.
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CHAPTER 1
INTRODUCTION AND SETTING THE SCENE

Many ideas have struggled over the centuries to dominate the planet. Fascism.
Communism. Democracy. Religion. But only one has achieved total supremacy. Its

compulsive attractions rob its followers of reason and good sense. It has created
unsustainable inequalities and threatened to tear apart the very fabric of society.

More powerful than any religion, it has reached into every corner of the globe. It is
consumerism.

Jonathon Porritt, 2007, chairman of UK’s Sustainable Development Commission.
(Smith, “Stop shopping ... or the planet will go pop”, 2007)

The focus of this thesis is shopping; a topic everyone should be familiar with,

seeing that as demonstrated by the quote above most humans in the developed world

engage in this activity on an almost daily basis in one way or another (Bergadaá,

Faure, & Perrien, 1994; Guiry & Lutz, 2001; McCracken, 1988). Belk, Wallendorf

and Sherry Jr. (1989) for example identified consumption (and with that shopping) as

the new religion, because religion has undermined its own sacredness, and therefore

people need to turn elsewhere for the same extraordinary experiences that rise above

every day life. Belk et al. (1989) also argue that consumption is not only an exchange

of money for goods, but that it involves forms of ritualistic behaviour which is what

makes it similar to religion. Additionally, Goss (1993) argued that: “shopping has

become the dominant mode of contemporary life” (p. 18)

Research into shopping from the perspective of consumer affairs and

consumer behaviour has been conducted for several decades in a number of

academic disciplines including marketing, sociology, retail anthropology, and

psychology. Marketing as well as retail anthropology have concentrated more on

finding out about why consumers purchase different products and how they use

different retail outlets, as the research from this feeds directly into advertising and

marketing theory. Sociology and psychology have focused more on consumers’
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motivations for buying certain products and how different products can relate to

identity.  The most key feature of these different approaches to shopping is however

that shopping seems to be a highly gendered activity - most notably a female one,

although there was some evidence that researchers were becoming aware that these

patterns of behaviour were changing. For example Firat (1994) had stated that:

Largely, consumption has become an acceptable activity, even for males, who

have been relatively freed from having to represent only the masculine

because of the cultural break that has begun to take place between the

categories of gender and sex. (p. 216)

Several other researchers (Bakewell & Mitchell, 2004; Dholakia, 1999; Dholakia,

Pedersen & Hikmet, 1995; Fisher & Arnold, 1994) made the point that because of

the changes society has been undergoing, men by default have to be more involved in

every day shopping and consumption behaviours. For example people in general are

staying single longer, thus a single man also has to take care of himself for longer,

where previously a wife or female partner might have taken care of his shopping

needs. In similar fashion, Roberts (1981) also noted that since people are staying

single longer, it helps them in acquiring consumer skills unusual for their sex; for

example, women might be more likely to purchase a car, while men could be getting

more involved in shopping for and preparing meals than a historical perspective

might have indicated.

Otnes and McGrath (2001) investigated to what extent stereotypes

surrounding male shopping behaviours were still true and found that most of them

could now be refuted because men as well as women participate in shopping

behaviours. In addition, Holt and Thompson (2004) showed that at least in the USA
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“men who have been described as emasculated by recent socioeconomic changes,

construct themselves as masculine through their everyday consumption” (p. 425).

All of these findings and claims were in direct opposition to some earlier

findings of Hoeger (2005), which motivated the work for this thesis. Hoeger (2005)

focused on women’s collective shopping behaviours. The findings of this qualitative

focus group study showed overwhelmingly that the participants (all women) all

severely disliked shopping with men, be it partners, family members or friends. The

main reason they gave for disliking shopping with men was that men were described

as unhappy shoppers, and this makes the shopping experience unpleasant for these

women. For example, when asked about preferred shopping partners one of the

female participants in Hoeger’s (2005) study said: “I have never known a guy that I

can go shopping with who wouldn’t moan the whole day” (Participant 2, focus group

2) to which another one of the participants replied:

I know! I hate going shopping with my husband or my dad. They are two

people who I would just never go shopping with. My dad hates it when we go

shopping and the same for my husband. He always gets bored and then

complains ‘I’m not feeling well, I want to go home.’(Participant 3, focus

group 2.)

A topic such as shopping can often be conceived as trivial, because it is an every day

experience for many people, as well as being conceived of as a female activity which

in itself makes the activity appear less worthwhile for men (Firat, 1994). However, as

Lunt and Livingstone (1992) aptly put it: “the study of the (apparently) trivial is not

in itself trivial, for while our everyday lives consist of just such a series of

experiences – chatting to our friends, watching television, cooking a meal, going

shopping – it is through such activities people produce and reproduce significant
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social divisions such as those of gender or class…” (p. 1). This led to the conception

of the current programme of research, which aims to answer the following main

question: Is shopping still a gender-based activity in the 21st century? The series of

studies investigating this question from a variety of angles will be presented in

Chapters 3 through 6. First, however, the relevant research literature will be reviewed

to provide the context for what follows.

Previous research

Much of the earlier research within the consumer affairs domain (from about

the 1950s to the 1980s) focused on either segmenting consumers into groups based

on their shopping preferences, the so-called shopper typologies (Darden & Ashton,

1975; Lesser & Hughes, 1986; and Stone, 1954 amongst others), or on gender

differences with regard to shopping behaviour (Campbell, 1997; Lunt & Livingstone,

1992; Miller, 1998 amongst others). Some researchers investigated how experiential

factors and motivation play into this (Hirschman & Holbrook, 1982; Tauber, 1972),

whilst others focused on the processes of consumer decision-making (Sproles &

Kendall, 1986) and other aspects of economic behaviour. It needs to be noted that

there is a very broad spectrum of types of shopping ranging from the routine of food

shopping to buying a car or a house with many different types of shopping in

between. These different types of shopping can be appealing to both men and women

within their different roles as well as be appropriate at different stages in the life

cycle. Because the spectrum of different types of shopping is so large, there needs to

be a focus for the present programme of research. Thus, the focus of this thesis is on

leisure shopping. This was decided because it is a type of shopping that both sexes

engage in and as such might give more insight into how men and women think about
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shopping, and may in turn provide us with more insight into whether shopping is still

considered a gendered activity in the 21st century.

Recreational shopping was also considered to be the most appropriate way to

investigate the gendered differences that exist in findings from consumer behaviour

research. Bellenger and Korgaonkar (1980) were some of the earliest researchers to

investigate recreational shopping in any detail and they developed a profile of the

recreational shopper. They argued that at that point consumption was not considered

from the view point of leisure, which they felt warranted further investigation. They

argued that up to that point shopping had been viewed more as an economic

household activity, suggesting: “that a shopper will minimize the time [and other

resources] required to accomplish the needed shopping task” (Bellenger &

Korgaonkar, 1980, p.79.)  In other words consumption was considered only in terms

of necessity. This meant that the more pleasant leisure aspects were not considered

particularly noteworthy, making it a somewhat neglected area in consumer research

until relatively recently.

However, in the 1970s and 1980s consumer researchers started to look more

closely at the experiential (non-utilitarian) aspects of and motivations behind

shopping (Holbrook & Hirschman, 1982; Hirschman & Holbrook, 1982; Tauber,

1972). Tauber (1972) investigated what it was that made people shop, apart from the

desire to purchase a specific product (Tauber, 1972). These aspects of shopping

research will be discussed further below.

Shopper Typologies

Before turning to consumption and consumers in more detail, we will look

briefly at how consumer research has been conducted in the past. As mentioned
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earlier, a variety of researchers had focused their attention on developing ways of

grouping shoppers into different categories. Shopper typologies were created to

segment consumers into groups on the basis of their shopping preferences. In general

it can be said that the shopper typology literature proposes a relatively simple

difference between people who like shopping and people who do not (Reid &

Brown, 1996).  In this vein, Stone (1954) seems to be the first researcher to approach

the issue of shopping typologies. He surveyed 124 female department store shoppers

about their shopping preferences and on the basis of cluster analysis, concluded that

his sample could be divided into four different groups of shoppers: economic

shoppers; personalizing shoppers; ethical shoppers; and apathetic shoppers. The

economic shopper is first and foremost concerned about price and quality of a given

product. The personalizing shopper is much more concerned with having the

opportunity to interact with other people during the shopping activity than being

concerned with price and quality. In other words, in the personalizing shopper’s

mind, price and quality come second to the possibility of interaction with other

people (Hewer & Campbell, 1997). This shopper goes out to shop for reasons other

than just shopping alone; s/he enjoys the social interaction s/he gets with other

people while s/he is out and the actual shopping task (which for the economic

shopper is the reason to go shopping in the first place) only comes second. Then

there is the ethical shopper, who considers moral factors when making a purchase,

and last but not least, the apathetic shopper for whom shopping is an unpleasant

activity which is done merely out of necessity. Since Stone (1954) asked his

respondents rather broad questions about their shopping orientations – such as

“would you rather do business with local independent merchants or large chain

stores?” – this typology can be seen as a general one. From Stone’s viewpoint it
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appears that shoppers can be categorised into one of these types for all shopping

situations. Although it seems more appropriate to assume that shoppers can be either

one of these shopper types depending on the shopping situation.

Following Stone’s pioneering work were a number of other researchers who

developed a range of different consumer and shopper typologies. These varied in

terms of the number of different ‘types’ of shoppers they identified and the

approaches they took. Here is a small sample: Darden and Ashton (1975) for

example devised a typology of seven different types and related it to food shopping

in supermarkets only. They mailed out self-administered questionnaires, and received

responses from 116 middle class suburban housewives. Their analysis using profile

analysis, hierarchical grouping procedures and ANOVA enabled them to draw the

conclusions that supermarket shoppers can be grouped into the following 7 “types”:

apathetic shoppers (who show no real interest in the kind of supermarket they go to,

as they do not like grocery shopping), demanding shoppers (whose highest priority in

choosing a supermarket is that the store offers high quality products at good prices),

quality shoppers (who prefer to go to supermarkets that offer high quality products in

both produce and meat), fastidious shoppers (who prefer to go to supermarkets that

have brand new and clean facilities), stamp preferrers (usually female customers who

rather frequent a store that offers coupons than one that does not) , convenience

shoppers (whose only requirement to visit a store is that it is in a convenient location)

and stamp haters (who are the opposite of stamp preferrers, as they prefer not to visit

stores that utilise coupons).

Williams, Painter and Nicholas (1978) also developed a typology focusing on

food shopping. They employed a questionnaire methodology and analysed their data

using cluster analysis. They found there to be four different types of shoppers:
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apathetic shoppers once again are shoppers who do not like the experience,

convenience shoppers tend to “trade high prices for increased

convenience”(Williams et al., 1978, p.38), price shoppers “perceive that their

favourite store charges low prices” (Williams et al., 1978, p.38) and therefore they

continue to visit this store, and involved shoppers to whom convenient store location,

ease of shopping , and competitive prices are most important factors when choosing

a store.

Lesser and Hughes (1986) surveyed 6,808 people (across 17 different areas in

the US) in their research and came up with a number of different types of shoppers.

They identified inactive shoppers, active shoppers, service shoppers, traditional

shoppers, dedicated fringe shoppers, price shoppers, transitional shoppers,

convenience shoppers, coupon savers, innovators, and a miscellaneous category

called unclassified. They describe their different shopper types as follows. Inactive

shoppers have just as the label suggests very restricted interest in the activity, and

therefore they prefer a retail outlet that makes the experience as convenient as

possible. Active shoppers like the activity and they also enjoy just “shopping

around”. Their major concern is that prices are right. Service shoppers’ highest

priority when selecting a retail outlet is that they received excellent service from

employees, if not they quickly lose interest and search for another store. Even though

traditional shoppers have no requirements with regard to store type and price, they

still do not really enjoy shopping very much. While dedicated fringe shoppers are

described as having a need to be different, price shoppers are described as being

incredibly price conscious. Transitional shoppers do not like the shop around for low

prices; they rather make up their minds quickly once they have become interested in

a product (Lesser & Hughes, 1986).  Since these researchers found the same
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distributions of shopper types in 17 different areas across the US, it would be

appropriate to say that this study was the most scientifically rigorous of the ones

reported here, and most likely also the one with most external validity (with certain

limits), as most of the other studies discussed here used purely descriptive techniques

and had rather biased samples with primarily female participants. Reid and Brown

(1996) argue that this shopper typologies literature suggests a basic split between

those who like shopping and those who do not, however this argument can be taken

even further, as all the typologies include more than just those two types of shoppers.

Sproles and Kendall (1986) approached this topic from a somewhat different

angle. Their research developed a measure to reveal consumers’ decision-making

styles, as they considered a consumers’ decision-making style to be similar to the

concept of personality, suggesting that consumers have very idiosyncratic ways of

making decisions. The main motivation for developing this measure was to describe

individual consumer styles, to inform consumers about decision-making

characteristics, and advise families on managing their household finances more

effectively.

All consumer/shopper typologies were developed with an emphasis on the

individual and his or her approach to shopping, but eventually it related back to

group rather than individual differences. Overall the literature revolving around

consumer/shopper typologies was a very helpful and necessary research agenda at

the time and even still is so now, as the different typologies offer a widespread

terminology for describing ways in which consumption is done and also what

consumers are like (Holt, 1995).

Additionally, from this review of the literature we can establish that a

common theme emerges through all of these studies, which is that each and every
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one of these typologies does include some sort of a recreational shopper (Stone’s

personalizing shopper, Lesser and Hughes’ active shopper to name a few). This is a

shopper who is characterised by being an individual who enjoys the activity of going

shopping in its own right. He or she sees shopping as something that is done for fun

and not just when it is needed. As mentioned before Bellenger and Korgaonkar

(1980) developed a more detailed profile of recreational shoppers and argued that

these shoppers (apart from enjoying shopping as a leisure type activity) are more

likely to be women who are

looking for a pleasant atmosphere with a large variety of high-quality

merchandise. Compared with the economic shopper [as identified by Stone,

1954] the recreational shopper tends to spend more time shopping even after

making a purchase, is more prone to buy something she likes irrespective of

urgency or need, and spends less time deliberating before making a purchase”

(Bellenger & Korgaonkar, 1980, p. 84-91).

Consequently, it can be argued that shopping behaviour is more than just

maximising instrumental utility, and therefore motivations and hedonic experiences

need to be considered as well and will be discussed in the sections below.

Shopping Motivations

Almost parallel to the development of shopper typologies, another line of

research appeared in the early 1970s, which investigated people’s motivations for

going shopping.  Research investigating shopping motivations was different from

shopper typology research conducted up to this time in that it was more general in its

approach. It focused on all reasons why people shop, rather than focusing on reasons

consumers patronise certain retail outlets.
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Tauber (1972) for example focused on people’s motivations for shopping and

simply asked people to talk about their most recent shopping trip. From their

responses he compiled a list of shopping motivations. Most interestingly some of

these had very little to do with the actual purchasing of products. He argued that

people have personal and social motives for shopping; he classified role playing,

diversion, self-gratification, learning about new trends, physical activity, and sensory

stimulation as personal motives, whilst social experiences outside the home,

communication with others having similar interests, peer group attraction, status and

authority and pleasure of bargaining were classified as social motives (Tauber,

1972). As noted above many of these shopping motivations are not directly related to

making a purchase, however all of these different activities were mentioned while

talking about a recent shopping trip. Tauber’s (1972) research showed how much can

be involved in any given shopping trip, and also that going shopping must not

necessarily mean that one wants to make a specific purchase. However, this research

was conducted in the US, which has always had a more prominent shopping mall

culture, which could have also led to these results. For young girls in particular,

shopping malls are places to meet with friends (Haytko &Baker, 2004), but it could

also be conceived as such for older people and maybe that is why the participants in

Tauber’s (1972) study described their most recent shopping trips in terms of so many

other things besides making purchases.

Mooradian and Olver (1996) used Tauber’s ideas and argued that shopping

motivations could be linked to personality. They argued that since the personality

inventory they used (Costa & McCrea’s (1992) NEO personality inventory) has been

linked to genetics (Mooradian & Olver, 1996), the argument can be made that some
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people may be born to shop while others are born to buy, bargain, etc. (Mooradian &

Olver, 1996).

Experiential aspects of consumption

In the early 1980s Hirschman and Holbrook (1982) and Holbrook and

Hirschman (1982) were the first to talk about what they called the experiential

aspects of the consumption process. They argued that since for a number of

consumers shopping mainly is a leisure type activity those aspects that relate to the

experience of shopping (e.g., consumers’ feelings, fantasies) need to be

acknowledged as well as the practical (e.g., utilitarian) side of it (Hirschman &

Holbrook, 1982). Shopping is not only done to fulfil an identified need for a certain

product (i.e. we’ve run out of milk so new milk needs to be bought) but also for

reasons solely related to the hedonic aspects of shopping. Just as Bellenger and

Korgaonkar’s (1980) research had demonstrated already, many consumers are

recreational shoppers meaning that they enjoy shopping in its own right, without the

need to buy a certain product.

Csikszentmihalyi (1975) explored the concept of flow in several activities,

namely rock climbing, playing chess, dancing and playing basketball. He defined

flow as a cognitive state characterised as an optimal experience that is intrinsically

enjoyable. There are several aspects involved in the flow experience: a centring of

attention on a limited stimulus field, a loss of self, but at the same time a feeling of

being in control of one’s self and environment, and there is an ‘autotelic’ aspect so

that the activity is its own reward. Novak, Hoffman and Yung (2000) put this

research into a consumer behaviour context and showed that consumers can also

have similar experiences to flow when shopping. For example, Novak et al. (2000)
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describe the way shoppers can lose track of time when involved in shopping

activities, as a flow-like state.

Hedonic vs. utilitarian shopping value

Once it was established that the experiential aspects of the shopping

experience should not be ignored, researchers started to focus on breaking down the

consumption experience into its parts; the hedonic and the utilitarian aspects of

shopping.

Babin, Darden, and Griffin (1994) explored both of these dimensions and

approached shopping from a work versus fun angle. They found that for consumers

shopping can feel either like work or like fun, depending on the circumstances. Their

research developed a scale to measure hedonic and utilitarian shopping values. Items

which measure the hedonic value of shopping include: “shopping as a joy”,

“shopping as an escape”, “enjoying shopping in its own right”, “shopping being a

‘spur-of-the-moment’ activity”, “shopping as adventure” and “shopping as

distraction from daily routine”, whilst items measuring utilitarian shopping value

were items that correspond to terminology that puts the activity into work

terminology, such as a quick, painless, successful shopping trip (finding what was

needed, not having to go to another shop, finding just what the person is looking for).

Campbell (1997) agreed with the notion that this dichotomy exists. He

however argued that this distinction is to be made between men and women’s

approaches (and attitudes) toward shopping. According to Campbell (1997), it is men

who approach shopping from a work perspective, and women who approach it from

a leisure (or fun) perspective, and therefore men and women enjoy this activity to

different degrees. It can be said that men have a much more utilitarian approach to
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shopping, while women have a much more hedonic approach to it. Campbell (1997)

took the argument further and stated that men and women have “contrasting

ideologies” when it comes to shopping; men view shopping in a work frame whilst

women view it in a leisure frame (Campbell, 1997).

Babin et al. (1994) also stated that whether or not people value the hedonic or

the utilitarian approach to shopping more might depend on the circumstances (is the

trip planned or not, does something specific need to be purchased, is this trip just for

fun, is the trip with other people, etc) and the context of the shopping trip. These

results were also supported by previous research conducted by the present author

(Hoeger, 2005). As stated above female participants in a focus group study revealed

that their shopping enjoyment (particularly when shopping with other people)

depended heavily on the situation under which the shopping activity was carried out.

For example participants in this study mentioned that they preferred running errands

by themselves, as this saves time, and the feeling of “dragging someone along” is

reduced. Participants also mentioned that shopping trips with others can be more fun

than trips on their own, because of the social valued that can be derived from such a

shopping trip, although such a shopping trip with other people might lead to a

temptation to spend more money than originally planned. Thus when resources such

as time and money are limited shopping alone might be preferred even if it is not

enjoyed to the same degree (Hoeger, 2005).

Arnold and Reynolds (2003) concentrated their research on only one part of

this hedonic - utilitarian dichotomy – the hedonic side. Their study revealed that the

hedonic components of the shopping experience can be broken down into several

different factors. All or only some of these factors may be important to consumers

during any shopping episode. These are: adventure shopping, value shopping, role
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shopping, idea shopping, social shopping and relaxation shopping. They measured

adventure shopping with items such as “I find shopping stimulating” and “shopping

makes me feel like I am in my own universe”. Value shopping was measured using

items like “for the most part I go shopping when there are sales” and “I enjoy

hunting for bargains when I shop”. Role shopping is related to shopping for others

and was measured with items such as “I feel good when I buy things for the special

people in my life” and “I enjoy shopping around to find the perfect gift for

someone”. Idea shopping refers to keeping up with the latest trends and was

measured with item as “I go shopping to experience new things” and “ I go shopping

to see what new products are available”. Social shopping refers to how consumers

might gain pleasure from shopping with other people, whilst relaxation shopping

refers to the fact that shopping can make you feel better about yourself. All of these

different aspects of hedonic shopping value as examined by Arnold and Reynolds

(2003) are remarkably similar to the shopping motivations uncovered by Tauber’s

(1972) study.

Especially the research conducted on shopping motivations and the

experiential aspects of shopping demonstrates how much shopping is an all

encompassing activity. It is clearly something more than the mere exchange of

money for goods for many consumers and this merits the focus on recreational

shopping for this programme of research.  Additionally, this stream of research has

been more informative and less rigid in its approach to shopping than the shopper

typology literature has been. Considering that Babin et al. (1994) suggested that

whether people value the hedonic or utilitarian approach to shopping depends on the

circumstances rather than being firmly set.
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Sex differences literature

Reviewing all of the sex differences literature would go far beyond the scope

of this thesis. However, since this project aims to examine and challenge the

gendered nature of shopping a short discussion of some aspects of the sex differences

literature is necessary. A large body of research exists, which covers the sex

differences literature in great depth. The most important finding of this body of

research leads to the conclusion that sex differences can be more or less pronounced

depending on circumstances. If a situation makes gender more salient then the gender

difference will be more pronounced. For example a study on shopping for make-up

or other beauty products might make gender much more salient than asking

participants about shopping in general. This is also the reason the shopping situations

in this programme of research were kept as general as possible. The degree to which

gender is important in any particular situation will also dictate how much men and

women will participate in gender related behaviours (Palan, 2001).

There are several other arguments that are often posed about the differences

between boys and girls. One of the most recurring ones is that girls are raised to be

more sociable than boys (see Shaw, 1974 for example), and therefore researchers

might have drawn conclusions such  that women tend to enjoy things where they can

get a lot of personal contact with other people, whilst men tend to not enjoy such

activities.  Considering the research discussed above, shopping can definitely be seen

as such an activity. Although, it is often overlooked that men do engage in a lot of

activities that involve personal contact and socialising with other people as well,

going to the pub for a pint with friends, or playing sports.
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Furthermore, with regard to this point, Maccoby and Jacklin (1974)

maintained that men and women both enjoy social contact to the same degree, and

that both are as able as the other to learn how to conduct themselves in social

situations. Additionally, they argue that: “in childhood girls are no more dependent

than boys on their caretakers, and boys are no more willing to remain alone… girls

do not spend more time interacting with playmates; in fact the opposite is true at least

for certain ages” (p. 349).

Hyde (2005) conducted a review of 46 meta-analyses about psychological

gender differences and found that overall the effect sizes in those previously

conducted studies on gender differences were rather small and therefore proposed the

Gender Similarities Hypothesis which suggested that males and females are actually

more similar than they are different on these variables (cognitive, verbal/nonverbal

communication, social/personality variables, psychological well-being, and others).

Overall she found that in the studies reviewed “78% of gender differences [were]

small or close to zero” (Hyde, 2005), which supported and extended previous

research that had found that 60% of effect sizes were small or close to zero (Hyde,

2005). However, there are still aspects where differences between males and females

are quite pronounced. There were several areas where the effect sizes were rather

large, but these instances related to actual biological functions such as motor

performance, where the differences between men and women are due to a difference

in amounts of muscle mass and bone size, which is related to biological sex, rather

than any psychological differences.

Consequently, there are very large differences between genders in biological

characteristics, but the differences in psychological characteristics are not so clear-

cut, and there is debate over when these psychological differences between genders
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are large and when they are small. The only firm agreement that can be found is that

when gender is (or is made) salient, differences between men and women will be

more pronounced (Maccoby & Jacklin, 1974). Since there can be either large or

small differences between men and women on different variables, this could also

apply to shopping behaviour. With this in mind, it makes sense to argue that in

certain situations men and women are more similar in their approaches to shopping

and in other situations they are more different. In addition to the questions mentioned

above, this thesis will aim to explore potential similarities and differences between

male and female shopping behaviours.

Sex differences in shopping

Looking at the development of shopping research, the way research was

approached and interpreted has gone through a number of changes. Stone’s (1954)

work introduced the first phase or stage where the majority of studies were

conducted only with women as research participants (Stone, 1954, Darden & Ashton,

1975, Westbrook & Black, 1985). It is debatable whether or not it was an issue that

only women were asked to participate in these studies but this seemed to be the status

quo at the time and gender was hardly debated as an issue in these studies.

Considering this and the historical division of labour (men in the work place and

women in the home, so women were more likely to be the ones taking care of the

shopping as well as being readily available research participants) it makes sense that

women were seen to be the predominant shoppers for a long time, while men were

thought to not be involved in the activity at all.

The next stage seemed to begin in the 80s and 90s when consumer

researchers appeared to recognise that previous research had used only women as
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participants. Consequently, they argued that it must only be women who do all the

shopping and so they arrived at the following conclusions. Lunt and Livingstone

(1992) argued that at least in industrialised countries shopping is a gendered activity,

which means that women and men are involved in shopping to different extents.

Women are the ones who happily shop around and gather all the information from

the shops, while men only get involved when it is time to make the decision on how

much (of his well earned) money should be spent for the new kitchen, and other

larger items such as cars etc.

Campbell (1997) argued that men and women have, what he called,

contrasting ideologies when it comes to shopping. Women tend to view it as a leisure

type activity, whereas men tend to view shopping as work. If one accepts that, it

comes as no surprise that on average women tend to have a more positive attitude

towards shopping than do men. Indeed, in his focus group study Campbell (1997,

2000) found that women were more likely to say that they “love shopping” while

men in those groups were much more likely to say that they “hate shopping”. There

is a possibility however, that the composition of these focus groups accentuated the

different approaches men and women might have to shopping, which could have led

to these very strong differences between men and women. It would have been helpful

if he had utilised single sex focus groups in addition to these mixed focus groups.

This issue will be discussed in more detail in Chapter 2.

Similarly, Miller (1998), argued that due to societal norms gender roles were

assigned to men and women this way and therefore women were the ones who

shopped and men were the ones who paid (Miller, 1998). Moreover, Miller’s (1998)

extensive ethnographic investigation of a North London neighbourhood showed that

for some women shopping can be an important way to express love to their families.
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He concluded that they see shopping as a way to care for and provide for their loved

ones.

From the year 2000 onwards there appears to be a change in focus again in

the consumer research literature with researchers starting to question whether in fact

women are the only ones actively engaging in shopping behaviour. Many consumer

researchers (see above) now argue that men are just as involved in the shopping

process as women are, and more specifically that men’s shopping behaviours should

not be ignored (Otnes & McGrath, 2001; Bakewell & Mitchell, 2004; Holt &

Thompson, 2004). Otnes and McGrath (2001) were among the first researchers to

explore the male shopping experience in more detail and identified three common

stereotypes of men’s shopping behaviour, which they found to be mostly untrue.

These stereotypes are: “grab and go,” “whine and wait,” and “fear of the feminine.”

The ‘grab and go shopper’ is one who does not want to waste a lot of time in the

process of shopping. This shopper knows what he wants, and therefore does not need

to spend much time looking around and as a result he goes to the store buys what he

wants and leaves. The ‘whine and wait shopper’ is the disinterested shopper who

endures (but does not enjoy) the process, while someone else does the shopping

(most likely the partner). ‘Fear of the feminine’ refers to a dislike by men of doing

anything that could be considered as a female activity. The realities of these

stereotypes looked somewhat different according to Otnes and McGrath (2001). The

only example of male ‘grab and go’ shopping behaviour in this study was in the

context of buying a Valentine’s Day gifts. Similarly, they did not observe any

instances of men acting in line with the ‘whine and wait’ shopper stereotype.

However, they did find that women tended to interpret their male partner’s behaviour

as such. Finally, their data also strongly contested this last stereotype of male
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shopping behaviour. Male participants did not only display ‘fear of the feminine’,

some of the male participants even discussed how they were sometimes teased by

friends about their ‘lady-like’ shopping behaviours. Bakewell and Mitchell (2004),

also classified men as an important consumer group and explored their consumer

decision-making styles using Sproles and Kendall’s (1986) Consumer Styles

Inventory. This study found that unlike the above-mentioned stereotype that men do

not enjoy shopping; men in 2004 do take part in the shopping process and may even

enjoy it.

Also research by Holt and Thompson (2004) showed that at least in the USA

“men who have been described as emasculated by recent socioeconomic changes,

construct themselves as masculine through their everyday consumption” (p. 425).

Thus there must already be legitimate ways for men to participate in shopping

behaviours. Still there seems to be a social representation (Moscovici, 1981) of

shopping as a female activity (see Chapter 6 for a more in-depth discussion on this),

which could be the reason that men are still less likely to (admit to) engage(ing) in

shopping behaviours.

Summary and overview of the current research
To summarise, the above literature review has shown that there are still a

number of issues relating to consumer behaviour and gender, which need to be

uncovered. There is a lot of information in the literature about differences between

male and female shopping behaviours, but there is also much contradiction about

whether men enjoy shopping as much as women. The above discussion has shown

for example that, according to Bellenger and Kargoankar (1980), women are much

more likely to be recreational shoppers than men, and that as such women tend to
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enjoy shopping more than men. Campbell (1997) has also shown that men and

women have distinctly different ideas about what the purpose of shopping seems to

be. Men tend to think of it as a work type activity, while women think of shopping as

something to be done and enjoyed. Furthermore, Lunt and Livingstone (1992) have

also found that shopping still seems to be a gendered activity at least in the western

world. At the same time however, several researchers have argued that men are

becoming more interested and involved in shopping behaviours (Bakewell &

Mitchell, 2001; Otnes & McGrath).  This thesis aims to find out if there are

differences between men and women with regards to shopping behaviours and if

there are difference what these might be.

As mentioned above this thesis focuses on shopping as a recreational activity

and therefore it asks several questions. The main question, which drives this thesis is

whether shopping still is a gendered activity in the 21st century, and if so why and in

what ways.

In addition, supplementary questions will drive the investigations for each

empirical chapter presented in this thesis. As mentioned above, the evidence about

gendered shopping is still mainly contradictory. Consumer research conducted in the

80s and 90s seems to suggest that women are the predominant shoppers, while

consumer research conducted from 2000 onwards seems to suggest that men as well

as women are active participants in consumer culture. To understand this more

clearly Chapter 3 asks: Do men and women experience shopping differently or the

same?  Andto see if there are situations where men, as well as women, enjoy

shopping more than in general Chapter 4 looks at the contextual factors and asks if

product involvement can have an impact on shopping enjoyment for men and

women.  The introduction and discussion of the background literature (especially the
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typologies literature) has shown that shopping can mean different things to different

people at different times, therefore Chapter 5 investigates how men and women

conceptualise shopping, and finally Chapter 6 looks more closely at the way men and

women talk about shopping and how this relates to what men and women think and

feel about shopping.

The answers to these questions have important implications for a variety of

different fields within the consumer affairs domain. For example within psychology,

an assumption such as ‘women are the only predominant shoppers’ could lead to an

assumption that only women may be compulsive shoppers. In this case, because

men’s shopping behaviours have been ignored and under explored, there might be a

lack of knowledge of what men’s underlying motivations are for engaging in these

compulsive shopping behaviours. This in turn could lead to the development of

inappropriate treatments. Therefore, the more we know about both men’s and

women’s shopping behaviours and their underlying motivations, the more it can help

with developing appropriate interventions for compulsive shopping behaviours.

Within consumer behaviour and economic psychology research, information about

how both men and women shop and spend money could help understand how

consumers might behave in times of economic crises. To survive, retailers need

consumers to purchase their products more so than at other times, and understanding

all consumers’ (not just half) motivations and behaviours would be beneficial.

The next Chapter will provide a more detailed overview of each of the

empirical chapters presented in this thesis. It will also provide more details about the

multi-method approach of this thesis as well as discuss the issues relating to the

various methodological approaches used and provide a clear justification for each.
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CHAPTER 2
METHODOLOGICAL ISSUES

In order to investigate the research questions posed in this thesis a number of

different methodological approaches were employed. These included an online

qualitative survey, an online quantitative survey, a free-sorting study, and a focus

group study. Each method used has its own strengths and weaknesses, but using a

combination of different methods helps to balance these out. This chapter aims to

give a clear account and justification for the use of each methodological approach

employed in this thesis. Choosing the correct methodology for any study conducted

is the most important part of conducting research (Breakwell & Rose, 2000) as

different research questions warrant the use of different methodological approaches

and using both qualitative and quantitative approaches was seen as the best way to

address the questions posed in this thesis.

Qualitative versus quantitative approaches in consumer behaviour research
Research within the consumer affairs tradition seems to have always adopted

the view that qualitative and quantitative research methods need to go hand in hand

to gain the best insight into the subject under investigation. There are many

advantages and disadvantages for both qualitative and quantitative research methods.

For example, qualitative data often provides a rich and detailed account of the

phenomena under investigation (Geertz, 1973), while quantitative data allows the

collection of larger amounts of data over much shorter time periods, especially when

carried out on the Internet (Kraut, Olson, Banaji, Bruckman, Cohen & Couper,

2004).
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Previous research on consumer behaviour has utilised both qualitative and

quantitative techniques, and each approach has enabled the researchers to gain

important insight into the subject matter. As seen in Chapter 1, quantitative research

has often been used when the objective was to group consumers into different groups

or consumer types, whilst qualitative techniques were used when more detailed

descriptions were needed from each participant. For example, Lesser and Hughes

(1989) were able to reach a very large population in their different studies to

investigate different shopper types, whereas Campbell (1997, 2000) used qualitative

data from focus groups to assess potential differences in men’s and women’s

approaches to shopping.

The literature review has briefly highlighted that the experiential aspects of

shopping can be as important to consumers as the actual purchase of a product

(Hirschmann & Holbrook, 1982), and therefore these aspects of consumer behaviour

should not be ignored. The way consumers view the shopping experience could have

great impact on how consumers view the prospect of future shopping trips. Chapter 1

has also shown that there are still a number of researchers who think that shopping is

something that only women do. As mentioned before Lunt and Livingstone (1992)

argued that shopping is a gendered activity. Similarly, as stated previously, Campbell

(1997) had found that compared with women, men tend to be much less inclined to

admit that they enjoy shopping. It is reasonable to make the assumption that men

refer to their past shopping experiences when making this judgement about their own

shopping enjoyment. Therefore it was appropriate to explore how men and women

describe their past shopping experiences. The purpose of the first study was to gain

an initial understanding of men and women’s perceptions of past shopping

experiences. This could facilitate the understanding of both sexes’ positive and
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negative thoughts and feelings about shopping, which in turn may help explain why

men and women engage or not engage in shopping behaviours. To do this a short

open-ended qualitative survey was designed with two parts. Part one asked

participants to fill in a sentence completion task, and in part two participants were

asked to give detailed accounts of their past (bad and good) shopping experiences as

well as describing what an ideal shopping experience would be like for them.

Malterud (2001) argued that qualitative research is most often used when meanings

of social phenomena, as they are experienced by individuals themselves, are the

focus of investigation, which is the reason this qualitative approach was employed in

this instance. Similarly, Ashworth (2003) also pointed out that the majority of

psychological researchers who want to investigate people’s experiences of a given

social phenomenon are more inclined now to use qualitative rather than quantitative

approaches. The reason for this is that qualitative methods have the advantage of

yielding rich descriptive accounts in participants’ own words of a specific

phenomenon under investigation (Geertz, 1973). This rich and detailed description in

participants’ own words was precisely what was necessary to gain a good initial

understanding about how both men and women viewed their past shopping

experiences, to highlight potential gender differences. The combination of using the

sentence completion task and getting participants to write about their past shopping

experience gave us a much better idea of how positively or negatively men and

women viewed shopping activities. Having participants’ own accounts and thoughts

and feelings about shopping has helped identify positive and negative feelings both

men and women might have about shopping, and at the same time highlighted these

much more than a quantitative survey might have done at this stage. Because in a

quantitative survey participants would be limited to the concepts and understanding
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of the researcher’s own view of past shopping experiences. This first study was a

good way of opening up the area of investigation and it helped gain an initial

understanding of how men and women have experienced shopping in the past, as

well as offering a look at how much or how little shopping still is a gendered activity

in the 21st century.

Pope and Mays (1995) amongst others have argued that the use of qualitative

methods can help guide and inform further quantitative studies. Study 1 showed only

a few differences in how men and women described their past shopping experiences.

However, it did provide some indication that product involvement should be

investigated further, as participants described ideal shopping experiences mostly in

terms of what products they would want to buy.

Therefore, it was appropriate to investigate the relationship between product

involvement and shopping enjoyment in more detail in Study 2. Using a quantitative

online survey this study explored how product involvement relates to shopping

enjoyment for both men and women. Zaichkowsky (1985) developed an effective

way to measure involvement with products via ratings of bi-polar semantic

differentials. This technique was changed slightly here. The major interest was to see

how participants viewed shopping in general and also shopping for a particular

product. The “attitude toward the act scale” (Bruner, Hansel & James, 2005) was

adopted here, as it has been viewed as a good indicator of how people feel about a

certain object, as well as having good validity (Allen, Machleit, & Kleine, 1992;

Bagozzi, 1981 & Childers, Carr, Peck & Carson, 2001) and reliability (Allen et al.,

1992; Gardener, Mitchell & Russo, 1985). In this second study the main interest was

to see if men would report higher shopping enjoyment and rate shopping more

positively under certain circumstances. A second interest was to carry out statistical
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techniques to test for gender differences, which made the use of a survey more

appropriate.

Conducting research online
Both studies described above were conducted via the Internet. There are

several issues to consider when conducting research online rather than in the lab.

Obviously, there are a number of advantages using the Internet to carry out research;

for example namely the cost of resources is noticeably reduced (Kraut, et al., 2004),

and the time spent on recruitment of larger groups of participants can be reduced

greatly.

Another way of reducing the use of resources is the possibility of making

debriefing materials available via the internet as well. Both studies used an online

survey software package (PHP Surveyor Version 0.98) to create the surveys. This

allowed the final page of the questionnaire to display the debriefing information,

including information about how to contact the principal investigator with any

questions, after participants had completed and submitted their answers.

Using the Internet to conduct research studies can also help with ensuring

participants’ anonymity (Kraut et al, 2004). The use of the PHP programme allowed

the data to be imported directly from the server into a statistical analysis programme

(SPSS V. 15 for Windows); a feature that also helps reduce data entry errors. No

identifying data was stored with the answers to any questions provided by

participants, and if an email was required (as in Study 2 for the prize draw)

participants were instructed on the final page of the survey to email the investigator

separately.

However, using the internet as a research medium also presents a number of

challenges which need to be overcome (Kraut, et al., 2004). One of these challenges
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is the fact that the researcher has no control over the environment where the

participant completes the study. There is the possibility that participants may not pay

as much attention to reading instructions or providing their answers, which may

cause problems when analysing the data. However the studies used here were kept as

simple as possible, minimising such risks.

The fact that participants can remain completely anonymous can be a

disadvantage as there is not much control over who fills in an online survey. This

fact has been addressed in the design of the surveys, as an option has been included

which records the IP address of a computer so only one survey could be filled in

from any one computer.

Another disadvantage of conducting a survey purely on the internet is that

potential participants who do not have access to a computer at home would be

excluded from the study, which can produce a bias in the sample. To minimise this

kind of sample bias the studies were advertised through email as well as in computer

rooms, on research participation notice boards and the university notice board. This

way, participants who may not have had access to the information about this study

otherwise, could still have found out about the study and participated. Additionally,

Dittmar, Long and Meek (2004) and Kraut et al (2004) have pointed out that there

used to be a difference between the number of men and women who had access to

the Internet but that this difference is getting smaller and smaller.

Having started with a qualitative and a quantitative study it was still unclear

why the gender differences in attitudes toward shopping seem to persist so strongly.

To investigate how participants construed shopping in general, Studies 3 and 4

explored how men and women viewed the whole process of shopping. Study 4 used a

short online questionnaire asking people merely to list either types of shopping or
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shopping activities which came to mind most readily. Asking about both types of

shopping and shopping activities was important at this stage, as this gives a fuller

picture of what types of activities are involved in the process of shopping as well as

of the different types of shopping. This was done because most typical items should

be recalled sooner than less typical items, and this way we would get a better picture

of what participants actually think shopping is. Later on, in Study 5 we used a more

in-depth item generation and card-sorting task to elicit participants’ views about the

concept of shopping. The way different things are construed can help understand

how people view the world. Study 4 utilised this fact to gain a better understanding

of how participants comprehend what shopping means to them. Other studies that

have assessed the ways people construe different concepts have used similar methods

to generate items (Dube & Bel, 2003; Fehr, 1994; Fehr and Russell, 1994). The

reason that participants were asked to participate in the item generation task was to

ensure that we did not overlook anything which could be seen by this population as

being a part of shopping, and also to reduce researcher bias in selection of the

exemplars to be used for the card-sorting task. Tversky (1977) noted that similarity is

one of the ways humans make sense of the world; therefore using this card-sorting

task would help us understand more about how both men and women view the

concept of shopping.

The studies in Chapter 5 highlighted subtle differences in how men and

women conceptualised shopping, but there was no indication of the source of such.

Thus, Chapter 6 concludes this thesis with another qualitative investigation. For this

purpose a focus group study was set up, to investigate in more detail where these

differences within the concept of shopping are between men and women. Three

groups of participants (one all female, one mixed and one all make) took part in this
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study (see Chapter 6 for a more detailed description of the groups of participants and

the procedure). The focus groups explored in more detail how young men and

women think and feel about shopping, and how these thoughts and feelings relate to

their own shopping behaviours. Once again this qualitative approach gave

participants the opportunity to talk about the subject matter in their own words.

Wilkinson (2003) notes that although focus group research is often viewed as

being ‘deceptively simple’ (p. 184), it is still very valuable because the “dynamic

quality of group interaction, as participants discuss, debate and (sometimes) disagree

about key issues, is generally a striking feature of focus groups” (p. 185). At this

point we were interested in this particular feature of focus groups, namely the

interaction between participants. As mentioned before, such an approach can greatly

improve the richness of the data and with that the insight we may gain into the

subject matter of this programme of research.

As briefly discussed above, there has long been a heated debate over the

merits of qualitative versus quantitative research techniques (see Berg, 2001). This

thesis aims to capitalise on the strengths of using both quantitative and qualitative

methods in combination. The use of the qualitative survey at the beginning provides

an opportunity to open up the field of investigation with more open-ended and

exploratory questions. The chapters that follow enable the researcher to home in on

more specific questions about where the differences lie between men and women’s

attitudes towards shopping. Overall it could be said that the quantitative studies

usually addresses the what while the qualitative research allows us to explore in more

detail the how and the why.
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Strengths of Thematic Analysis
We turn now to consider in more detail the option chosen for qualitative

analysis in this thesis. Thematic analysis (Braun & Clarke, 2006) was used to analyse

the data from both qualitative studies presented in Chapter 3 and Chapter 6 of this

thesis. We chose to use thematic analysis as opposed to other forms of qualitative

analysis because of a number of advantages thematic analysis has over other

qualitative techniques, such as discourse analysis. The most distinct advantage that

approaches such as thematic analysis and grounded theory offer over discourse

analysis is that they allow the researcher to draw out themes across a whole data set

as opposed to individual data items (Braun & Clarke, 2006), which was a clear

advantage for the qualitative work presented here. In Study 1 we analysed three

different accounts each from 98 people, and in Chapter 6 we analysed transcriptions

from three separate focus group sessions on the same topic. Being able to draw out

themes across these large data sets was more useful than examining small sections of

text in detail, as we were interested in an overall view of participants’ experiences

and approaches to shopping. Therefore discourse analysis (for example) would not

have been a suitable choice.

Braun and Clarke (2006) list a number additional advantages of thematic

analysis; it is flexible, and it is easy to learn and therefore accessible to researchers

who have had little contact with qualitative research techniques. Thematic analysis is

also useful for summarising key features of large data sets and it can help with

highlighting any similarities and differences across data sets. The latter two

advantages were exceptionally important for the present thesis.
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Ethical issues
Having considered the scientific issues relating to the work presented here,

the following section addresses the ethical issues concerned. All studies presented

here were conducted according to the guidelines set out by the School of Psychology

Ethics committee. These guidelines are informed by the British Psychological

Society (BPS) and the American Psychological Association (APA) guidelines for

ethical treatment of research participants. For each study an ethical approval form

was submitted to the School of Psychology Ethics Committee before any data was

collected (see Appendix A, p. 170 for copies of ethics approval forms for studies 4

and 5). Only after approval was granted did data collection commence. Prior to any

participation in these studies all participants were informed of the purpose of the

research in question and their consent was obtained. All participants were informed

of their rights to withdraw from any study at any time without prejudice, and

confidentiality of their results was guaranteed in writing (see Appendix I, p. 196 for

an example of a consent form, and Appendix F, p. 192 for an example of debriefing

material).

The following four chapters will provide more in-depth information about

each of the empirical studies conducted as part of this thesis. We begin in Chapter 3

with Study 1 which explores men’s and women’s accounts of past (good and bad)

and ideal shopping experiences.
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CHAPTER 3
THE SHOPPING EXPERIENCE - ARE MEN AND WOMEN REALLY THAT

DIFFERENT?

As mentioned in Chapter 1 the focus of consumer research seems to have

changed quite drastically over the past decade from the very strong assertion that

men and women differ greatly in their shopping behaviours to the equally strong

suggestion that men can enjoy and use shopping in very similar (if not the same)

ways as women (Holt & Thompson, 2004). Before this change many consumer

researchers had made the assumption that only women engage actively in shopping

behaviours at the same time as enjoying these activities (Campbell, 1997; Lunt &

Livingstone, 1992; Miller, 1998 amongst others). Now the focus seems to have

changed to most consumer behaviour researchers advocating more research into

men’s shopping behaviours. Otnes and McGrath (2001) for example stated that it

would be foolish to ignore men’s shopping behaviours any longer.

This thesis mainly focuses on shopping as a recreational activity, as opposed

to the economic definition of a mere exchange of money for goods. Despite the

growing body of research indicating that men’s and women’s engagement with

shopping is similar, there still seems to be a quite strong public opinion that shopping

is predominantly a female activity and consequently that men do not engage in this

activity much (see Chapter 6 for a more detailed discussion on this).

As outlined in the introductory chapter, research conducted in the fields of

consumer behaviour and psychology has had very similar approaches and results

over several past decades. In general, findings have indicated that women are the

predominant shoppers while men are less likely to engage in this activity (Stone,

1954; Campbell, 1996; Lunt and Livingstone, 1992; Reid & Brown, 1996). However,
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for the most part the participants in these studies have been women (Reid & Brown,

1996). This reflects the way gender roles were assigned in the past with men as

breadwinners and women as homemakers. As a result women may have been much

more likely to be available to be approached by researchers, either in the home or

while on a shopping trip. Nonetheless, the majority of this past research has strongly

suggested that shopping is mainly a female activity (e.g., Campbell, 1997; Dholakia

& Chiang, 2003; Lunt & Livingstone, 1992) and that overall women tend to report

higher shopping enjoyment than do men (Bellenger & Korgaonkar, 1980; Campbell,

1997). More recent research in the field of consumer behaviour has suggested that

men can be just as involved in the shopping process as women are seen to be, and

that they may enjoy it as well. For example, Otnes and McGrath (2001) found that

the stereotypes many people hold about male shopping behaviour are mostly

inaccurate when their actual shopping behaviour is observed in more detail. Other

researchers (Dholakia, 1999; Dholakia, Pedersen & Hikmet, 1995) have suggested

that because society has changed it means that both men’s and women’s roles have

changed and therefore men (as well as women) need to be much more involved in

shopping behaviours that may not have been part of their shopping repertoire before

(Roberts, 1981).

Koran, Faber, Aboujaoude, Large and Serpe (2006) have shown that (at least

in the United States) there is almost the same prevalence of compulsive buying

behaviour in men as there is in women. This suggests that if men (as well as women)

have some prevalence to become compulsive buyers that must mean that they

already are engaging in the activity more actively than has been assumed in the past.

This is supported by Holt and Thompson’s (2004) argument that a number of men,

who feel that they have become emasculated due to societal changes (loosing their
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jobs, women entering the work force etc.), have started to reclaim their masculinity

by means of compensatory consumption. In sum, past research points to the fact that

it is not just women who engage actively in consumption, but that men do so as well.

However, there still are very strong perceptions surrounding shopping and they all

define shopping as a female activity, and mere engagement in shopping does not

equal enjoyment of the activity.

Previous research by the principal investigator (Hoeger, Young and

Schroeder, 2006) has indicated that men and women may have very similar concepts

of what shopping is as an activity (see Chapter 5 for a more in-depth discussion on

this), even though other researchers have found that men in general do not perceive

their consumption activities to be shopping (Tuncay, 2007, personal

communication). This could be due to the fact that they want to distinguish

themselves from women and feminine behaviours (Campbell, 1997). Moreover, even

though men and women seem to have very similar concepts when asked about

shopping in general there still seem to be differences in how men and women

perceive shopping as an activity they engage in themselves. That is, men and women

may think about their shopping activities in very different terms. Men might not

consider their consumption activities to be shopping, while women freely agree that

they engage in shopping and that they enjoy it. As mentioned in Chapter 1, Tauber

(1972) investigated different motivations for shopping to determine whether

shopping involved more than simply making purchases. He found that people have

very different motivations, some are personal and others are social. Tauber (1972)

did not address whether there were any difference between men and women and their

shopping motivations. His sample consisted of an equal number of men and women,

so he could have made an assessment of the differences between men and women.
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This shows that previous researchers seem to have been mainly uninterested in fully

exploring gender differences in shopping behaviour, which is one of the main

contributions of this thesis.

The purpose of the present study was to gain a better understanding of the

main drivers and motivators for men and women to engage (or not to) in shopping

activities, by focussing on people’s past (good and bad) and ideal shopping

experiences. In Tauber’s (1972) study participants were asked to describe their last

shopping trip. In the present study it was deemed most appropriate to ask participants

to describe past shopping experiences, both good and bad, to distinguish what

motivates people to engage in the activity and what discourages them from

participation. Additionally, participants were asked to describe their ideal shopping

experience, to add to the overall descriptions and also to see if these descriptions

addressed the positive parts of the good shopping experiences and the negative parts

of the bad shopping experiences. This study was exploratory and aimed to see

whether men and women produced radically different accounts of their experiences.

Method

Participants and Recruitment

Ninety-eight people volunteered to take part in the present study. The sample

consisted of 27 males and 71 females, and ages ranged from 21 to 67 years (Moverall =

36.9 years, S.D.overall = 11.83; Mmen = 40.68, S.D. men =15.33; Mwomen = 35.48,

S.D.women =12.21). All participants completed all parts of an online open-ended

questionnaire.

Participants were recruited via email, which included a link to the online

survey, and they were asked to forward the email to other people they knew who
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might also be interested in participating. The majority of participants completed the

survey in English and a few participants responded in German. The latter were

translated by the principal investigator and included in the overall sample.

Design and Procedure

An online survey with both open-ended and closed questions was created in

PHP Surveyor Version 0.98. First, to get an overall impression of participants’

feelings towards shopping they were asked to carry out a sentence completion task

up to 5 times. Participants were asked to complete the following sentence: “Shopping

is…” Most participants gave between three and five responses for this task. In the

next two sections participants were asked to write short paragraphs describing their

worst and best shopping experiences focusing on those elements that were

responsible for making the experience either very bad or very good. The instructions

given for the first two sections were almost identical; just the word unpleasant was

changed to pleasant for the second question. The instructions for the ‘worst shopping

experience’ question were:

For this question please take a few moments to think about the most

unpleasant shopping experience you have ever had and then try to describe it

in as much detail as you can. We are interested in what made the experience

so unpleasant. Here are a few questions you might want to consider (but

please do not feel limited by them): 1) who did you go with? 2) When did

you go? But again do not think too hard about it as we are interested in the

first thoughts and feelings that come to mind”.

The instructions for the best shopping experience followed the same format. Next,

participants were asked to think about their ideal shopping experience, as follows:



Chapter 3 – The Shopping Experience

49

This question is a little bit different. Here I would like you to describe what

your ideal shopping experience would be like. To make it easier and more

realistic imagine that you have £2000 to spend as you want. Tell us about

how you would spend it? (i.e. What would you spend it on? Where would

you go? etc.)

This was followed by a question asking participants to rate their enjoyment of

shopping on a scale from 1 (I hate it) to 7 (I love it) and the survey ended with a few

demographic questions about participants’ age and gender and then left room for

comments. (See Appendix B, p.174, for a full version of the questionnaire used).

Qualitative Analysis

All participants wrote about a paragraph in response to each of the three

questions asked. Thematic analysis (Braun & Clarke, 2006) was used to examine the

data as mentioned in Chapter 2. To start the analysis the data corpus was divided into

three data sets corresponding to the worst, best, and ideal shopping experiences. As

the data for this study were collected online there was no need for transcription. All

data relating to the worst shopping experience were read and re-read repeatedly to

gain familiarity with the data, notes were taken about the content of each

participant’s responses, and initial codes were assigned. Next, codes were collated

into possible themes and then each theme was reviewed to make sure that each theme

reflected the meanings of all the relevant data extracts. After this, the themes were

named and a short description was written to define the meaning and scope of each

theme. Finally, responses from men and women were compared. These analytical

steps were repeated for the data concerning the best and ideal shopping experiences.
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Results and Discussion

Quantitative Results

The responses to the ‘sentence completion’ task at the beginning of the questionnaire

were coded in terms of positive and negative comments. Inter-rater reliability for two

independent raters (Miles & Huberman, 1994) was 82%. The proportions of positive

responses differed by gender. Women gave significantly more positive responses (M

= 1.68) than did the men (M = 1.0) t(96) = 2.50, p = 0.01.

Analysis also revealed a main effect for gender on ratings of enjoyment of shopping

F(1,96) = 4.14, p = 0.04, with women reporting significantly higher enjoyment (M =

4.324) than the men (M = 3.519). These results support the general notion of past

research that women seem to view shopping more as a leisure type activity than do

men (Campbell, 1997), as the female participants here indicated to enjoy shopping

significantly more than men.

Qualitative results

This section of the discussion is divided into two parts; part one focuses on

participants’ best and worst shopping experiences, and part two discusses their ideal

shopping experiences. Male and female descriptions of best and worst shopping

experiences resulted in the development of very similar themes; unless otherwise

noted, therefore, each theme reflects the views of both men and women. The analysis

of participants’ accounts of their past shopping experiences yielded three overall

themes: shopping under pressure, service quality and personnel and internal factors,

while the analysis of participants’ ideal shopping experiences led to the development

of one theme: Needs vs. Wants.
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Part 1: Participants best and worst shopping experiences

Theme 1: Shopping under pressure

Shopping under pressure is the first theme to be discussed as it was the most

mentioned factor to influence the shopping experience in a negative way. When

participants talked about their worst shopping experiences they often mentioned

shopping under some form of pressure, and that it was this pressure which made the

shopping experience negative. Participants mentioned pressure in connection with

shopping during holiday times, and more specifically during the pre-Christmas

shopping period when many people are trying to get presents in time for Christmas,

while everyone else is trying to do the same. One female participant described her

worst shopping experience like this:

Christmas shopping just before Christmas. You don’t get a parking space for

ages. When you finally reach the shop you want to go to there are masses of

people. Makes me feel claustrophobic and I just want to get out of it. But I

need to get the presents. So I have to suffer. Long queues on the checkouts.

Nightmare. (#2, female, age 41).

Another female participant, also talks about the negativity of Christmas shopping:

Christmas shopping on Oxford Street in Central London in the middle of

December. I had taken the day off work and was looking forward to it, but

the reality was extremely busy, over-priced and stressful! I went with my

boyfriend, and I hate shopping with other people – I’m always worried

they’ll get bored of traipsing around. (#34, female, age 26)

One of the male participants also describes shopping at Christmas time as stressful:

Christmas shopping on my own in December. The stress of having a lot of

things to buy for other people, not knowing for sure what to get, not having
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enough time, going into the kinds of shops I don’t usually go to. (# 56, male,

age 38)

And another male participant describes his worst shopping experiences like this:

Christmas shopping at weekends. I went the weekend before Christmas with

my parents. Really busy, queued for ages, no space as so many people, tills

busy, no parking, credit card machines busy. Nightmare! (# 64, male, aged

22)

All four of these descriptions show how stressful consumers find shopping at

this particular time of year. It is not just that one has to get presents for the loved

ones in a relatively short period of time, but many other shoppers are out at the same

time. However, these feelings are not restricted to shopping around Christmas time.

This pressure participants feel they are under could equally apply to shopping in any

other kind of shopping situations under pressure.. Shopping under any kind of

pressure could make the whole shopping experience more stressful. For example

trying to shop for a specific item, or shopping with only a short time available, or

shopping with another person could also make a shopper feel under pressure. The

second quote above also shows an element of the latter.

As well as shopping with a (possibly unwilling) companion, the mere

presence of other shoppers can also make shopping unpleasant. A number of

participants mentioned this: “Shopping around Christmas time is stressful. The need

to get gifts and fight huge crowds and wait in queues is the worst part.” (#1, female,

age 31) Or: “Shopping at a really crowded Cribbs Causeway, before last Christmas

in what is a soulless, sterile, plastic environment.” (# 44, male, aged 61).
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Another participant mentioned not liking too many other shoppers to be around in

her description of a worst experience:

The places were really busy, there were queues to go to the changing rooms,

there were too many people and as the sales were on, people were grabbing

clothes from your hands. As I find it difficult to find things that fit

particularly trousers which I wanted to get and I couldn’t try them on, I just

had to leave with nothing. (#58, female, age 25)

It becomes clear from these illustrations that shopping under any kind of pressure can

make shopping very unpleasant for both men and women. Several of the participants

in the present study mentioned instances of having to go shopping under some form

of pressure while describing their unpleasant shopping experiences. Not just being

short of time, as often happens during shopping for the holidays, but also the fact that

other people can interfere with the shopping experience. This may not even be

someone a participant has chosen to go shopping with, but just other shoppers who

happen to be out shopping at the same time. Prus (1993) also noticed this when he

examined how shoppers can be influenced by others in their shopping decisions. It

should also be mentioned that Christmas shopping was mainly viewed in negative

terms by the participants in the presents study, and only very rarely was Christmas

shopping noted in a positive way.

Theme 2: External factors: Service Quality and Personnel

This second theme was mentioned by many of the participants in the present

study, and therefore it must be a very important part of the shopping experience for

many participants, both male and female. It should be noted however, that
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participants had much more to say about negative service encounters than the

positive ones. For example, one female participant said:

One weekday I went into town on my own to get a pair of shoes but the shop

assistant was really unhelpful as she said the didn’t know where the shoes I

wanted were located in the stockroom, and she didn’t know what they were

called, and she didn’t even go and look for them. I thought she was really

incompetent and was really annoyed to have to leave without buying them

just because she couldn’t do her job properly. (#10, female, age 23)

Another woman wrote this:

During the worst shopping experience I ever had, I was with my mother and

father. We were at outlet stores during tax-free week. You’d think that stores

would make sure that tons of people were working during this week, but no.

Lines were swerving throughout the store, people were extremely rude

(customers and employees). I have worked in retail in the past, this was not

the right way to go about it. (#29, female, aged 23)

A male participant described a negative service encounter like this:

I went by myself to try finding some new clothes. The shop assistant was

really pushy and constantly asked if she could help me with something, even

though I had declined her offer. This type of trying to get you to buy

something is especially annoying when they ask you how everything is, when

you are trying stuff out in the changing room. (#88, male, aged 27)

The above descriptions show how much participants value good customer service,

and how important it is for a good shopping experience. It is curious however that

participants seem to perceive the interaction with the service personnel as service,

this is something also found by Bitner, Booms, & Tetreault (1990). With regard to



Chapter 3 – The Shopping Experience

55

the perception of what consumers think customer service, Bitner et al, (1990) also

state the importance of well trained service personnel:

many times that interaction [between the customer and personnel] is the

service from the customer’s point of view, yet front-line employees are not

trained to understand customers and do not have the freedom and  discretion

needed to relate to customers in way that ensure effective service. (p. 71)

The above descriptions also show how quickly consumers pick up on failures on the

part of the retailer, and how memorable these experiences can be for a consumer.

However, the positive aspects of service quality and  personnel, and how these could

lead to a positive overall shopping experience were also mentioned by many of the

participants in the present study. For example one participant wrote: “Went alone

into a hardware shop I’d never been into before. Asked the assistant about an item

and they were very knowledgeable about it, made eye contact and smiled”. (#61,

female, age 24) Another participant also commented on how a helpful shop assistant

turned the shopping experience into a pleasant one:

I took my daughter to get shoes. We tried on loads of shoes in the more

modern type of shoe shops and were disappointed. When I finally found a

traditional shoe shop I put myself in the assistant’s hands. She knew exactly

the right questions to ask, knew exactly what shoes were in stock, knew

precisely how to fit my daughter’s feet. How wonderful to deal with an

efficient, helpful and knowledgeable assistant. Made what might have been a

typically frustrating day of shopping turn into an experience I will remember

with pleasure. (#46, male, age 41)

And another participant mentioned as well how the sales person’s attitude made the

shopping experience much more pleasant:
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I went with a friend and the sales people were attentive, but just friendly. You

didn’t feel like they were trying to sell you anything. The shop was fun

without being cheesy or trying to hard to be what it thought it should. (#59,

female, age 36)

The above results relating to theme 2 share some similarities with the findings

of Hart, Farrell, Stachow, Reed and Cadogan (2007). These authors suggest that

enjoyment of the shopping experience is reflected by four dimensions: accessibility,

atmosphere, environment and service” (p. 597). The results presented above relate

directly to Hart et al’s (2007) fourth dimension: personnel. Many of the participants

mentioned some form of contact with service personnel in their descriptions of both

positive and negative shopping experiences. Additionally, most participants in

general had much more to say about their negative shopping experiences than their

positive ones. This can have important consequences, as, according to Hart et al.

(2007) a positive shopping experience can influence customers’ intentions to come

back to a store. Conversely, if customers do not value the quality of the service they

receive from personnel in a shop they may be discouraged from making a purchase

and at the same time they may also be deterred from coming back to that particular

store (Babin, Babin and Boles, 1999), and this could be a detrimental outcome for a

retailer.  The importance of service quality and well trained front-line employees is

also mentioned by Bitner, Booms & Tetreault (1990).
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Theme 3: Internal Factors – self-perceptions

This third theme refers to the internal feelings and perceptions of the

participants in this study. A number of participants described issues relating to the

following three sub-themes: body image issues, regret, and memorable experiences.

The first relates only to women participants, while the other two reflect all

participants’ views.

Body image issues

This sub-theme was derived only from the female data and reflects their

feelings about themselves in certain situations rather than focusing on the service

received. When the female participants wrote about negative shopping experiences,

many of them referred to how shopping for clothes led them to focus on (what they

saw as) their own physical shortcomings. For example one female participant put it

this way:

Unpleasant shopping experiences occur when I am on my own, and when I

am shopping in order to buy clothes for a big event. Almost always, I can

never find anything that quite fits and I always walk away feeling fat. (#23,

female, age 28)

And another woman said:

I find clothes shopping to be the most unpleasant experience. I have a hard

time finding styles and sizes that fit me (I’m a non waif woman, if you hadn’t

guessed already.) I don’t normally worry about my weight or my size but

shopping throws those issues into sharp relief… (#20, female, age 29)

Finally, another woman said:
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I had to buy a traditional dress for a friend’s wedding – we spent the entire

day shopping trying to find the perfect dress – but as I am fat I had a rough

time finding one that fit well. We spent the entire day moving from shop to

shop and by the end of it I was exhausted and pissed off. (#42, female, no age

reported)

Although these quotations reflect how these female shoppers felt about themselves

rather than the service they received, such reactions made a big impact on their

experience of going shopping. It is interesting that such comments only came from

female participants as women are more likely than men to be shopping for

“appearance-related goods”. Such goods are also more likely to be chosen by

compulsive shoppers (Dittmar, 2004), though presumably they would only be bought

if the shopping experience was successful in enhancing the customer’s view of

herself. Of course, in the case of compulsive shoppers, or even ‘normal’ impulse

buying, regret may be the final outcome, as we see in the next section.

Regret

Two different kinds of regret were mentioned. The first is post-purchase

regret and the second is regret after not having made a purchase. The latter was often

linked with feelings of frustration that the item was not purchased and an opportunity

was missed. Here is an example of post-purchase regret:

I went on my own to get myself clothes that I needed but I did not see

anything I liked. Having taken the trouble to go shopping I felt I could not go

home empty handed so bought some stuff anyway. I did not wear the clothes

much and I feel bad about wasting my money. (#13, female, age 54)
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This participant realised that her situation could have been better (i.e. she would be

happier and have more money to spare) had she not made an unwise purchase. This

example shows the issue of regret may only be indirectly related to the actual

shopping experience. In actuality the shopping experience itself may have been very

positive, but these feelings that came afterwards have turned the experience sour.

The following quote illustrates what it feels like to experience regret over not buying

something and then wanting it later:

I had seen a pair of really nice shoes in another town, hesitated and then

decided not to buy them. The next day I regret it and tried to find them in my

home town. I looked all day, everywhere, but no luck. I was very frustrated at

the end. (#6, female, age 31)

Memorable experiences in the past

What made a shopping experience really positive for many participants, were things

that made the experience especially memorable. One male participant for example

wrote: “The first few times I ever went shopping in the West End of London with my

first ever real girl friend – many many years ago .” (#18, male, aged 60). Another

male participant wrote:

Searching for records with my friends when I was 16 and finding a rare

record before my friends, it was a communal experience and but at the same

time competitive. I remember finding a rare album and feeling like I scored

the winning goal in the FA cup. (# 45, male, age 25)

And another male participant mentioned:

I was travelling between work venues. I saw a shirt I wanted in a shop

window. My bus was about 500 yards away in slow moving traffic. I went
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into the shop. They had the shirt in my size. I bought it and paid for it and

caught my bus. The shirt was wonderful and I had it for nearly 20 years. (#66,

male, aged 47)

These last two descriptions given by male participants are interesting. In both quotes

the men describe a situation where they – due to luck – managed to get an item that

was very valuable to them. At the same time these quotes also display an element of

competitiveness. In the first quote the participant talks about finding a rare record

before his friends managed to get to it, while the in the second quote the participant

talked about beating the traffic and still managing to get the item wanted. Otnes and

McGrath (2001) argue that for men shopping has a lot to do with being successful in

achieving a goal, and that men generally shop to win. Both quotes given here by

male participants also demonstrate this.

Several more participants described memorable shopping experiences while

on a holiday. For example: “I had a trip to Sydney with my sister about 10 years ago,

for the sole purpose of buying clothes. We had a reasonable amount of money to

spend and spent two days shopping and eating out.” (#21, female, age 47). Another

participant said: “Shopping in Sri Lanka on holiday was great. The shops are less

crowded and well laid out, and the prices kept me happy!” (#34, female, age 25).

Other participants referred to important moments in their lives such as buying a

wedding dress or choosing wedding rings as memorable and positive experiences.

These descriptions reflect something special that was happening in participants’ lives

at the time, rather than being about the product that was being bought, or the service

experience. Thus it can be argued that sometimes the way shopping is perceived by

consumers can be about much more than the actual purchasing experience.  Just like

Tauber’s (1972) shopping motivations demonstrated that some people may go out
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shopping for reasons unrelated to products to be purchased, here we have also

demonstrated that some consumers may find other elements of the shopping

experience as or more important than the actual purchasing of products.

In this first part, the qualitative results presented covered participants’ views

of their past (positive and negative) shopping experiences. Important issues

participants mentioned in their accounts of past shopping experiences were the

negative impact shopping under any kind of pressure can have on the shopping

experience, the positive and negative influence that customer service can have on the

shopping experience and the influence of internal factors on the shopping experience.

In part 2 participant’s views of what would make for an ideal shopping experience

will be presented.

Part 2: Participants ideal shopping experiences

Theme 4: Needs versus Wants

Participants’ ideas about their ideal shopping experiences were extremely

varied and are therefore more difficult to summarise thematically.  as they were often

highly idiosyncratic. As mentioned above participants were asked to imagine that

they had £2,000 to spend, a considerable sum for most people. Very similar to the

distinction that can be made between hedonic and utilitarian shopping values (Babin

et al, 1998) participants’ descriptions of their ideal shopping experience focused

either on wants or needs. Some participants talked about buying items that they had

wanted to buy for a long time, while others talked about taking the opportunity to

finally fix something on the house. And there did not seem to be a difference

between men and women and whether they tended to focus on their wants or needs at
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this stage, as both male and female participants mentioned both instances. Here is

one description from a participant mainly concerned with items she wants:

I would go to Oxford Street in London. I would buy one of the swatch

watches that I love. I would get some good nice shoes. A nice coat and some

nice tops. I don’t have a particular shop in mind but it can be anywhere. I

would like some nice handbags and of course I will not forget the accessories

(earrings and necklaces) and if it is winter I would love a couple of scarves.

And if I have some money left I would get myself some Godiva dark

chocolate. (#3, female, no age reported)

Another participant said: “I would probably buy something for myself that I had been

wanting such as the latest electronic gadget…” (#86, female, aged 33). A male

participant wrote: “I would go to my favourite music shop and try out new guitars,

banjos, keyboards and other instruments. I would spend hours and would end the day

with £2000 worth of high quality instruments” (#35, male, aged 64). A further male

participant wrote:

Difficult question. It would probably be going to buy something like camera

equipment, in an unpressurised environment, having first had the chance to

research thoroughly to decide the two or three options I’d be interested in. I

would almost certainly be alone, or perhaps with somebody else with fairly

specialist knowledge of what I was trying to achieve who could advise

sensibly. (#54, male, aged 48)

One participant, who focused purely on needs, wrote: “I would spend it on improving

my house” (#83, male, aged 67), while another participant, who much more focused

on necessity, also added some detail about what would make it an ideal experience:
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I’d make a list of everything I need, then I would go with a friend who is

honest. I’d go to a big shopping centre and buy some of the things that I need,

but also things that just take my fancy (# 23, female, aged 28).

Another participant, who also focused more on what would be necessary, wrote: “ I

have no idea. It seems like a total waste of money. My wife and I would discuss what

was needed and then purchase it, or put it towards international travel.” (#74, male,

no age reported). The following quotes are from participants, who combined both,

wants and needs:

I don’t know about “ideal”, but I’m afraid if I had £2K to spend how I wanted

I’d do one of two things. Either put it towards something which needed a

large lump sum (reducing the mortgage, major repair or whatever) or blow it

all on a great holiday somewhere exotic. Actually I think I’d really enjoy the

whole planning a holiday experience-brochures, websites, guidebooks etc.,

choosing a location. (P#37, female, age 38)

Finally, this participant’s description of her ideal shopping experience embraces

many of the themes that were covered in the above discussion of the worst and the

best shopping experiences:

I think I would spend most of it on clothes and shoes. I would probably go to

the stores I usually go to, and hopefully they would have really big sales

going on, so I could get even more clothes for the same amount of money! I

would probably go by myself, because I like to take a lot of time looking at

everything, and trying everything on. Sometimes when I go shopping with

my husband, he tends to find nice clothes really quickly and he makes

decisions to buy really quickly also, whereas I take a lot more time to decide

whether or not to buy something. When I feel rushed, I sometimes regret my
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decisions later. I don't really like when salespeople follow me around and

offer their opinion on clothes, I just like to look around for things, and then

try them on, and decide for myself if I like them or not... (P#9, female, 29)

These quotes covering participants’ ideas of the ideal shopping experience

indicate the variety of ways participants would like shopping to be. Some of these

have addressed issues relating to the themes mentioned for positive and negative

experiences; some participants mentioned that the ideal shopping experience would

be in an unpressurised environment, or with dedicated shop assistants. Overall it can

be said that both male and female participants’ responses were similar, in that some

participants focused more on products that they wanted to buy, while others focused

more on items that would be necessary, i.e. buying things for improving the home.

Conclusion

This was an exploratory study, so the findings need to be considered with

some caution. There were more women than men in the sample, and future studies

would aim for a more equal gender split. Also, perhaps because the data were

collected on line, participants tended to be in the younger age ranges, and may not

reflect the views of older consumers, or those without access to the internet.

However, despite these limitations, the findings indicate that when asked to

consider their best and worst shopping experiences, men and women described very

similar experiences. Good and bad shopping experiences were pretty much mirror

images of each other, especially when participants talked about the impact of such

factors as service and quality and personnel. When the service was perceived as good

this led to an overall positive shopping experience, and the opposite was true when
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the service personnel did a poor job. Men and women did not differ in the way they

described such experiences.

Secondly, shopping under pressure was an issue common to both men and

women when describing their negative experiences. Other, more psychological

factors were also important for both men and women. For example, having a

(positively) memorable experience, or experiencing post-decisional regret were

mentioned by men and women alike. However, the only other ‘internal’ factor – that

of body image issues - was mentioned as a negative factor only by the women.

When asked to think about what would be an ideal shopping experience,

things were less clear-cut: each participant had a different (and often highly personal

view) of what this might be. This may, in part, because they were focusing more on

what they would do with £2,000 rather than what their ideal experience of shopping

would be like.

However, it is also important to note that these similarities in the ways in

which men and women experience shopping stand in stark contrast to the

quantitative results found in this study. The male participants evaluated shopping as a

general concept in much more negative terms than the female participants did, as

men provided more negative words to the sentence completion task than the women.

In addition men also were much less likely to say that they love shopping than the

female participants in this study. This suggests that shopping as a general concept is

seen as more negative for men, however, if more context is added, as it was in this

study by having participants describe specific past shopping experiences, these

differences becomes much less pronounced..

In conclusion, it appears that men and women may experience shopping in

rather similar ways, even though they evaluate the general concept much differently.
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This may be of interest and come as a surprise to retailers, who should take note of

the possibility that when consumers receive poor service from retail staff, they may

project this onto the retailer themselves with consequences for future visits to the

same shop (see Baker, Parasuraman, Grewal & Voss (2002).

Considering the similarities in men’s and women’s evaluations of past

shopping experiences it is still curious that there are such differences between men’s

and women’s attitudes toward and evaluations of shopping. Men used less positive

words to describe shopping in the sentence completion task at the beginning of the

survey, and men also were much less likely to indicate that they love shopping. Still

when talking about the ideal shopping experience, many of the male participants

were excited about the possibility to purchase an item with the hypothetical amount

of money. The next study will explore this further and investigate whether product

involvement may lead to a more positive evaluation of shopping as a general activity

in men as well as in women.
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CHAPTER 4

SHOPPING CAN BE FUN AFTER ALL: HOW PRODUCT INVOLVEMENT

CHANGES PERCEPTIONS ABOUT SHOPPING

As noted before in previous chapters in this thesis, it seems to be a well-

documented fact in the research literature that men and women enjoy shopping to

different extents. Bellenger and Korgaonkar (1980) established a profile for

recreational shoppers and found that women were much more likely to be

recreational shoppers than men. Suggesting that women derive much more pleasure

from this activity than do men. Later, Guiry, Mägi and Lutz (2006) also found that

recreational shoppers are more likely to be women; however, their study focused on

the context of clothes shopping only so these results need to be verified in a broader

context. This is the aim of the current study.

It was also mentioned before that Lunt and Livingstone (1992) made a case

that, at least in the Western world, shopping is very much an activity that differs for

men and women, in the sense that women are the predominant shoppers and men

usually only get involved in the purchase decision when larger purchases are to be

made for the household. In a similar fashion, Campbell’s (1997) research showed

that men and women seem to have what he calls ‘contrasting ideologies’ when it

comes to shopping. Men in general see shopping as something that is a chore, and

therefore view it from a work point of view, while women tend to enjoy shopping

and see it as a leisure time activity, mirroring Bellenger and Korgaonkar’s (1980)

approach.

In Chapter 1 it was stated that Campbell (1997) found that in a mixed sex

focus group setting women were much more likely to admit that they enjoyed

shopping, while men in these focus groups were more likely to say the opposite.
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Moreover, the women in these focus groups were also much more likely to express a

very strong positive attitude and said that they loved shopping, while the men were

much more likely to express a very strong negative attitude and were more likely to

say that they hated shopping. Miller (1998) also maintained that shopping is very

much a part of the woman’s domain. He argued that women use shopping (in this

case he mainly focused on food shopping) to express love for their families and that

shopping activities carried out by these women may be seen as a kind of sacrifice for

their families. Other research has similarly identified shopping as firmly settled

within the woman’s domain (Reid & Brown, 1996) and has reasoned that this is

because of the way gender roles have historically been assigned – men as

breadwinners and women as homemakers.

Although there is support for the argument that men do not engage willingly

in shopping behaviours, recent research has begun to look at this issue more closely.

As mentioned before, Otnes and McGrath (2001) set out to dispute a number of

stereotypes people tend to hold about men and their shopping behaviours, and they

successfully showed that some stereotypes of male shopping behaviours are no

longer true. They argue that in many cases “men shop to win” (Otnes & McGrath,

2001, p. 131.) They explain this in the following way. The basis for their argument

that men shop to win is what Pleck (1976) called gender-role transcendence. Having

gender-role transcendence means having an understanding that gender roles have

become much more relaxed in society. Men, who have reached an understanding of

gender-role transcendence can and do engage in behaviours that would previously

have been associated with women only, such as shopping behaviours. At the same

time as this gender-role transcendence is recognised it is also matched by men’s

desire for achievement (Pleck, 1976). In the case of shopping, men may make use of
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the Internet to distance their shopping behaviours from that of women, but at the

same make use of the Internet to be able to achieve to fulfil their shopping needs.

Dittmar, et al. (2004) support this as they mention that men prefer shopping on the

internet over shopping stores which is preferred by women. Furthermore, Otnes and

McGrath (2001) argue that to still view “shopping as a gendered activity is an

oversimplification” (p. 113). This view is shared by the present authors and several

others. Firat (1994) for example mentioned that gender roles have become much

more relaxed, and therefore it is more acceptable for men to be involved in

consumption activities. Masculine does not necessarily only equal male anymore just

as feminine does not necessarily only equal female anymore. This is also the case for

shopping behaviour. Many men and women in today’s society for example stay

single longer than generations before and therefore they need to provide for

themselves, which means that men as well as women need to shop for themselves.

Additionally, women will have to engage in shopping behaviours they may not have

engaged in before (e.g. buying a car), and the same is true for men (Roberts, 1981).

The notion that men supposedly “shop to win” (Otnes & McGrath, 2001) is

interesting as it could mean that they spend more money on higher quality goods.

This, in turn, might suggest that men are more materialistic than women or, at least,

might be more status oriented than women. When reviewing the literature on

consumer socialisation in children it seems a very consistent finding that boys tend to

be more materialistic than girls (John, 1999). Kasser (2005) and Kasser and Ryan

(1993) also argued that overall men demonstrate more materialistic tendencies than

women. In light of what was discussed above this is a very curious fact. For, if men

are in fact more materialistic than women, they should be more interested in

shopping as an activity, if only to shop for high quality goods to impress others?
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When this fact is paired with Otnes and McGrath’s (2001) theory that men shop to

win it becomes even more surprising that the overwhelming public opinion is still

that men do not enjoy shopping and therefore they do not do it.

Given that there is an overwhelming public opinion that women enjoy and

engage in shopping more than men, this study aims to address whether there are

situations in which men enjoy shopping more than the past literature covered in the

previous chapters seems to suggest.

From the above introduction the following predictions are made. Since

previous research has found that women are more likely to be recreational shoppers

(Bellenger & Kargaonkar, 1980; Guiry, et al, 2006) and because of the strong public

opinion that women are the ones who will normally do the shopping, we predict that,

H 1: Overall women will report higher shopping enjoyment than men.

Additionally, Dittmar, et al (2004) stated that women prefer shopping in

traditional brick and mortar shopping outlets, while men prefer to shop online. Thus,

we predict that

H 2: women will have a more positive attitude than men toward shopping on the high

street and

H 3: Men will have a more positive attitude than women toward shopping on the

Internet.

The study presented in the previous chapter showed that participants’ ideal

shopping experiences were construed mostly in terms of the kinds of products they

would want to purchases with the hypothetical amount of money, thus it seems that

an interest in a product might lead to a more positive evaluation of the shopping

experience for that particular item. Therefore, we predict that,
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H 4: both men and women will have a more positive attitude toward shopping for a

chosen product than for shopping on the high street and on the Internet in general.

Lastly, in line with previous research by John (1999), Kasser (2005) and

Kasser and Ryan (1993) on materialism and Otnes and McGrath’s (2001) suggestion

that men shop to win we predict that,

H 5: Men will score higher on materialism than women.

Method

Participants

One hundred and seventy-four people volunteered to take part in the present

study. Initial data screening and analysis yielded 172 valid responses in the data set,

69 men, 102 women and one person who did not report his/her sex. There was an age

range from 17 – 73 years (M(overall) = 31.15, S.D.(overall) = 13.22, M(men)= 33.07 , S.

D.(men) = 13.99, M(women)=  29.96, S. D.(women)= 12.60).  The majority of the

participants were from the UK (77%).

Participants were recruited via a “snowballing” technique. The initial email

including a link to the online study was sent to University of Exeter School of

Psychology students. Participants were asked to forward the message to other people

they thought would be interested in participation as well. As an incentive for

participation in the study participants were given the chance to win one of five £20

gift vouchers.

Design and Procedure

An online questionnaire was developed to test the hypotheses. The

questionnaire was divided into four sections. Unless otherwise noted participants

responded on a scale ranging from 1 ‘disagree completely’ to 7 ‘agree completely’.

Section 1 measured participants’ attitudes toward shopping on the high street and
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online, using the ‘attitude toward the act’ scale provided by Bruner, Hensel and

James (2005). This consisted of 10 items and used a 7-point semantic differential

scale (i.e. good-bad, pleasant- unpleasant, negative-positive etc.).

Section 2 started with a short introduction telling participants to think of a

product they were “interested in”. Next, participants were instructed to answer the

remaining questions in this section with the chosen product in mind. Product

involvement was measured in a variety of ways. First, we used an adapted version of

the ‘product knowledge scale’ (Bottomley, Doyle, & Green, 2000), which here

consists of three 7-point Likert scale questions including items such as “compared to

the average person I know, I know a lot about this product” and “my friends consider

me an expert on this product”. Second, we used one item asking participants how

familiar they felt with the product compared to the average buyer (I am very/not all

familiar with this product); the responses to this question were once again measured

on a 7-point scale. Thirdly, two more questions assessed participants’ involvement

with their chosen product. The first asked: “How much time do you spend thinking

about this product and your intention of making a purchase” with a 7 point response

scale from 1 “not at all” to 7 “all the time”. The second asked: “How much more do

you enjoy shopping for this product than shopping for other things?” with a seven

point response scale from 1 “a lot less” to 7 “a lot more”. In addition, the ‘Attitude

toward the act’ scale (Bruner et al, 2005) mentioned above was also used to assess

participants’ attitudes toward shopping for their chosen product.

Section 3 measured shopping enjoyment and materialism. Shopping

enjoyment was measured with items such as “I enjoy shopping more than most

people I know” and “shopping picks me up on a dull day” from the 8-item shopping

enjoyment scale (Reynolds & Beatty, 1999), once again using a response scale from
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1 ‘disagree completely to 7 ‘agree completely’. Materialism was measured with the

15 item materialism scale (Richins, 2004) and included items such as “I’d be happier

if a could afford to buy more things”, “ it sometimes bothers me quite a bit that I

can’t afford to buy all the nice things I like” and “ buying things gives me a lot of

pleasure”. Finally, the questionnaire closed with a demographic section, which asked

participants to indicate their age, sex and their country of residence. (See Appendix

C, p. 176, for a full version of the questionnaire).

Treatment of data

The data were transferred from the PHP Surveyor software into SPSS

v. 15 for Windows. As mentioned before this way of directly transferring data from

the online survey creator into the statistical package reduces the possibility of

making errors. Before the analysis all scales were tested for reliability, and then

collapsed using aggregate scores into a single score for each participant for each

scale (see Table 1 below, also see Appendix D, p. 182). All scales were constructed

so that a low score indicated disagreement and a high score indicated agreement.

Table 1

Summary of scales used with means, standard deviations and alpha levels

Scale
Range
of
scores

Mean SD Cronbach’s
alpha

High Street

Shopping

10-70 45.20 9.93 .90

Online shopping 10-70 47.52 8.35 .87

Shopping for desired

product

10-70 55.29 8.89 .91

Involvement 6-42 30.31 4.70 .76

Shopping enjoyment 8-56 30.27 10.12 .92

Materialism 15-105 53.24 13.07 .89
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Results

Manipulation check

To check whether participants chose a highly involving product for

themselves, we performed a check to see whether all responses given for the items

measuring product involvement were above the value of 4, which was labelled

‘neither agree nor disagree’. This test was significant, t(171) = 17.60, p < .001, M =

30.31, S.D. = 4.71, and so it was assumed that all participants chose a highly

involving product for themselves.

Consistent with H1, the results of an independent samples t-test of the

shopping enjoyment scale revealed a significant difference between men and women

on levels of shopping enjoyment, t(166.48) = 4.63, p<.001, (Mwomen= 32.91, SD=

10.63; Mmen=26.26, SD=8.11), meaning that women reported significantly higher

levels of shopping enjoyment than did men.

Hypothesis two was also supported by the data. An independent samples t-

test showed that women evaluated shopping in the high street (M=46.68, SD=10.54)

more positively than did men (M= 42.96, SD=8.62), t(169) = 2.43, p=.02. H3 was not

supported; men and women did not differ in their evaluation of shopping on the

Internet.

Hypothesis four was once again supported by the data. Paired samples t-tests

revealed that men felt more positively towards shopping for their chosen product

(M=53.97, SD=8.94) than for shopping on the high street (M=42.96, SD=8.62), t(68)

= -9.08, p<0.001. Men also felt more positively about shopping for their chosen

product (M=53.97, SD=8.94) than they did about shopping on the internet (M=47.35,

SD=8.53), t(68) = -4.45, p<0.001. Similarly, Women had a more positive attitude

towards shopping for their chosen product (M=56.21, SD=8.83) than they did toward

shopping on the high street (M=46.68, SD=10.54), t(101) = -7.84, p<0.001. Women
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also thought more positively about shopping for their chosen product (M=56.21,

SD=8.83) than they did about shopping on the internet (M=47.67, SD=8.31), t(101) =

-9.35, p<0.001.

Table 2

Paired samples t-tests for attitudes towards shopping on the high street, online and
for a desired product by gender

High street Online

M SD M SD T p

Men 42.96 8.62 47.35 8.53 -2.66 .01

Women 46.68 10.54 47.67 8.31 -.74 .46

High Street Special product

M SD M SD T p

Men 42.96 8.62 53.97 8.95 -9.08 .00

Women 46.68 10.54 56.21 8.83 -7.84 .00

Online Special Product

M SD M SD T p

Men 47.35 8.53 53.97 8.95 -4.45 .00

Women 47.67 8.31 56.21 8.83 -9.35 .00

Hypothesis five was not supported. Men and women did not differ on their

materialism scores. However, we did find that there was a significant positive

correlation between shopping enjoyment and materialism for the whole sample

r(172) = 0.49, p < .001). The correlation between shopping enjoyment and

materialism was also significant for just the female sample r(102) = 0.57, p< .001

and also for the male sample r(69) = 0.39, p=.001). A Fisher’s r-to-z test was carried

out to check whether the correlation for the male sample is different from that of the
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female sample, and this was not significant, z = 1.48, p = .07. To do this we used the

following formula1:

z  r'1 r'2
1

n1 3 


1
n2  3 

From the calculation we can conclude that the correlation between shopping

enjoyment and materialism is stronger for the women than for the men in this study.

Discussion
The aim of this study was to investigate recreational shopping in a broader

context than Guiry et al. (2006) have done. They had argued, similarly to Bellenger

and Kargaonkar (1980) that women are more likely to be recreational shoppers, but

only assessed this within a clothes shopping context. Using a clothes shopping only

context as a basis to suggest that women are more likely to be recreational shoppers

than men is problematic because, as an item to be purchased, clothes are much more

associated with women than with men, as Dittmar, Beattie and Friese (1995) found

that women are more likely to buy goods that are concerned with appearances, while

men are more likely to purchase functional goods.

The data presented here provided support for three out of the five hypotheses

tested above. Some of these results indicate that some very well established facts

about consumer behaviour can be challenged while others seem to confirm solid

results reported from previous work. To summarise we found that (i) women report

higher shopping enjoyment than men; (ii) women have a more positive attitude

toward shopping on the high street; (iii) men do not have a more positive attitude

toward shopping on the internet; (iv) both men and women have a more positive

1 The calculations for this were done using the online calculator at
http://faculty.vassar.edu/lowry/rdiff.html
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attitude towards shopping for a desired product than shopping either on the high

street or the internet; and (v) men and women do not differ in their levels of

materialism.

Hypothesis one stipulated that women would report higher shopping

enjoyment than men and this prediction was supported by the data. This finding

shows that when asked outright about enjoyment of shopping women are much more

likely to indicate that they enjoy shopping as an activity. We also found this in the

study presented in Chapter 3. In that study we asked participants to indicate how

much they enjoyed shopping, and women were much more likely to say that they

“loved it”, much like Campbell (1997) found in his study. Whether this means that

women also engage more in the activity still remains to be answered, but it is

reasonable to argue that due to higher levels of reported enjoyment it is likely that

women would also engage in more shopping behaviours than men. Additionally, the

point can also be made that women may still be considered to be the predominant

shoppers, as they might be perceived to enjoy the activity more. Lunt and

Livingstone (1992), Campbell (1998), and Dittmar et al (1995) may be right to argue

that shopping is still in the woman’s domain.

We also predicted that women would have a more positive attitude towards

shopping on the High Street than men, and this was also supported by the data.

Previous research had also found this. Bellenger and Korgaonkar (1980) for example

stated that women are much more likely to be recreational shoppers and as such they

“tend to spend more time in shops even after making a purchase, [additionally they

would be] more prone to purchase something [they] like irrespective of urgency or

need, and spend less time deliberating before making a purchase” (p. 91).

Additionally, they also argued that recreational shoppers do most of their shopping in

http://faculty.vassar.edu/lowry/rdiff.html
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department stores and in-closed in shopping malls. This was also supported by

Dittmar, et al. (2004) as mentioned above; they argued that women are more likely to

prefer traditional shopping outlets to shopping online. These notions are supported

by the present data. Women rated shopping on the high street more positively than

did men. Similarly, the present results lend support to what Campbell (1997) argued

when he stated that men and women have contrasting ideologies about shopping. He

argued that women tend to see it as a leisure type activity while men view it as a

work type activity. Looking at shopping from a leisure point of view could mean that

one would enjoy all that comes with this activity, such as walking through the shops,

or looking at merchandise without necessarily having to achieve something. In

contrast viewing shopping from a work perspective does seem to indicate that

achievement is an essential part of the activity. This might explain why the female

participants in this study felt more positively about shopping on the high street than

men. This also supports Otnes and McGrath’s (2001) theory about men’s shopping

behaviours. Shopping on the high street could been seen by participants as a much

longer process of shopping than possibly shopping on the internet and therefore men

rated it less favourably. This also supports the fact that women scored higher on

overall shopping enjoyment.

It should be noted, however, that hypothesis three, men would have a more

positive attitude towards shopping on the Internet than women, was not supported.

As an activity shopping on the internet seems well suited to the male shoppers’

attitude towards shopping as a general activity; shopping on the Internet is very

convenient (one does not have to go near a shopping mall, or the high street which in

this study men viewed less favourably than women), and one can get something done

quickly and without interruptions (which supports Otnes and McGrath’s point about
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men needing to achieve something when they shop). But women might find the

advantages of shopping online actually quite positive as well, which is why there was

no difference between the evaluation of shopping online between men and women.

Women might also enjoy the convenience of being able to easily make a purchase

without the hassle of having to actually go to a shop. Also shopping online can save

money, which both men and women might have thought about when evaluating this

activity. Another reason there was no difference between how men and women rated

shopping online could be that over recent years the Internet has become much more

accessible, and therefore more women might be seeing the advantages of shopping

online for certain products. This could be why there was no difference in women’s

ratings of shopping on the high street or shopping online, for women as well as men

may appreciate the value that shopping online can bring in terms of resources.

We also predicted that both men and women would have a more positive

attitude toward shopping for a chosen product than for either shopping on the high

street or the Internet. This was supported by the data; both men and women felt more

favourably about shopping for a product they were interested in. This result shows

that there are indeed some instances when men will acknowledge that they feel

positively about shopping. However, this was only the case when asked about an

actual product in which participants already had an interest, and also intended to

make a purchase. Nonetheless, men did evaluate shopping for this desired product in

much more positive terms than they did shopping in general. This result shows just

how important the actual product to be bought can be in the evaluation of the entire

shopping experience. We had found in Study 1 in Chapter 3 that when participants

described their ideal shopping experience it was mostly done in terms of the products

they would want to purchase with the hypothetical amount of money. Even though
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Tauber (1972) argued that most shopping motivations were not related to the actual

products being bought at all, here we have some indication of just how important

products may in the evaluation of shopping as an activity.

Hypothesis 5 predicted that men and women would differ in their

materialistic attitudes. This prediction was not supported by the data presented here.

This was surprising, especially because previous research had found such reliable

results stating the different levels of materialism between men and women. It is

possible that the materialism scale used here was outdated, even though Richins

(2004) had recently updated the scale. Still it has been found in other contexts that

men are more competitive than women (Cashdan, 1998), which would also suggest

that they should be more concerned with higher quality products. Rather than

assessing participants’ levels of materialism, it would have been more useful to

assess participants’ tendency for status related consumption activities. It may be

possible that men would have scored much higher on this than women.

As mentioned above however, there was a correlation between shopping

enjoyment and materialism, which was stronger for the female participants in this

study than for the male participants. One can only speculate why this might be. One

explanation for this effect could be that women are more likely to be socialised to

enjoy shopping more, and this enjoyment of shopping as an activity could also mean

that they were more likely to score higher on the materialism scale, considering that

the materialism scale included items such as “buying things gives me a lot of

pleasure” and “I like a lot of luxury in my life” and the shopping enjoyment scale

included items such as “shopping is a good way for me to relax” and shopping picks

me up on a dull day”.
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These results need to be considered with some caution due to the limitations

present in this study. First, the balance between male and female participants is fairly

uneven in this study; out of 172 participants only 69 were male; however a ratio of

40:60 should be acceptable. Conducting research on differences and similarities

between men and women on any variable is often a challenge, especially when

considering that women in general tend to be more co-operative (Fife-Shaw, 2000).

Additionally, Simmons and Emanuele (2007) found that women are more altruistic

with both time and money. This combined with the fact that women are more co-

operative can account for why there are more women participants in this and other

studies in this thesis. Also as mentioned briefly above, the materialism scale used

here may be quite outdated, and we rather should have included a measure about

status consumption, which would have given us more of an understanding about men

and women’s concerns with higher quality products.

Conclusion
To conclude, in this study we have shown that overall men and women seem

to evaluate shopping quite differently in that women tend to view shopping much

more positively than men. This is in line with the traditional view of shopping as

mentioned in Chapter 1. However, in this study we asked participants to evaluate

shopping in general as well as shopping for a specific product of interest which the

participants chose themselves. In the latter case we found that highly involving

products can lead male as well as female participants to evaluate shopping for that

product much more positively, than shopping in general. Thus we can say that there

are in fact situations where men may view shopping as a positive experience, even

though in general they would still rate shopping more negatively than women would.
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However, we still do not know why men rate shopping in general so much

more negatively than do women. It could be the case that men and women hold

drastically different concepts of what shopping is in their minds, and therefore when

asked about specific shopping episodes for specific products, as we have done in the

present study, it led to the positive evaluations of shopping for that desired product.

Consequently, the studies in Chapter 5 will examine the concept of shopping more

closely to see whether men and women have dramatically different concepts of

shopping in their minds.
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CHAPTER 5
THE CONCEPT OF SHOPPING: SIMILARITIES AND DIFFERENCES BY

GENDER

The idea that shopping is a homogeneous concept would be an easy

assumption to make. Shopping is such an all encompassing activity; most people do

it on an almost daily basis (Bergadaá, et a., 1994), so it is reasonable to assume that

most people would define it in the same or at least similar terms.  However, even a

cursory examination of the results obtained by previous research in the field leads to

the conclusion that it is not homogeneous, and that there is great variety in how

shopping is done and how it is perceived. The shopping typologies literature

mentioned previously (see Chapter 1) demonstrates that shopping is not the same for

everyone and that there are at least group-based differences in how people shop. For

example, as mentioned in the introductory chapter, different studies have identified a

number of different shopper types. Stone (1954), the pioneer of shopping typology

research, identified 4 different types of shoppers, while Lesser and Hughes (1986)

identified 11 different types. Additionally, Woodruffe (1997) suggested that the

shopping experience may be different for men and women. She examined the role

compensatory consumption plays for women and showed that women tend to use this

behaviour to offset negative thoughts and feelings (Woodruffe, 1997). Similarly,

Hama (2001) also found that women are particularly likely to use shopping as coping

behaviour for stress.

In order to be able to talk more clearly about shopping and to know how the

average consumer views this activity it is important to define more precisely what

shopping actually means for consumers. Additionally, there is a need to acknowledge
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that there may be a variety of definitions of shopping as an activity. It was mentioned

before that the way shopping is defined can range from shopping being a leisure type

activity where the individual enjoys just shopping in its own right without the need to

make an actual purchase, such as the recreational shopper (Bellenger & Korgaonkar,

1980) to shopping being considered a work type activity where the shopper does not

enjoy the activity of shopping very much and would only engage in it when

absolutely necessary, for example when a particular product is needed at the time,

such as Stone’s (1954) apathetic shopper. However, in the literature to date there

does not appear to be any attempt to define what shopping is, even though past

research has acknowledged that shopping is an activity that nearly every human

being participates in one way or another (Bergadaá et al.,1994, Goss, 1993).

The studies presented in the previous two chapters have shown that there

actually is only a small difference between how men and women evaluate their past

shopping experiences. Also the studies have shown that even though men tend to not

enjoy shopping in general very much, there are instances where men evaluate

shopping much more positively. For example, in Study 1 when asked to think about

what an ideal shopping experience would be like, most participants talked about this

ideal experience in terms of a long wanted product. Study 2 showed that when

participants were asked to evaluate shopping for a high involvement product, these

evaluations were much more positive, than participants’ evaluations of shopping in

general. Therefore the aim of the studies presented in the present chapter is to define

more clearly how laypeople define shopping, and also to see whether there are any

differences in the ways in which men and women define shopping.

The review of the literature has shown that shopper typologies developed in

the 1970s and 1980s explored differences in shopping preferences and styles and
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addressed a number of different variables, but to our knowledge gender was never

included as a variable. As mentioned previously, within the consumer behaviour

literature it has been a seemingly well-established fact for several years that men and

women shop differently, or in other words that shopping is a ‘gendered’ activity

(Campbell, 1997; Lunt & Livingstone, 1992). Additionally, Lunt and Livingstone

(1992) and later Miller (1998) made a case that the actual act of shopping seemed to

be much more part of the woman’s domain, while the man’s role only seemed to be

to supply the necessary funds. Similarly, Campbell (1997) showed that women are

much more interested in the activity than men are, and that they are also much more

likely to have a positive attitude to the activity. However, later research by Otnes and

McGrath (2001) and Bakewell and Mitchell (2004) showed that men and women’s

shopping behaviour may not be as different as most research suggests, and therefore

men’s shopping behaviour should not be ignored by current and future researchers.

As mentioned before the main purpose of this thesis is to closer investigate

the gendered nature of shopping, and the purpose of the studies presented in this

chapter is to see how participants define shopping. We approached the topic that

shopping is not necessarily a gendered activity, with the general research question: If

shopping is not a gendered activity, why does it appear that men and women have

different interests in shopping? Do men and women have different concepts of what

shopping is, and does this account for engaging in the activity to different degrees?

As demonstrated in the introductory chapter previous research has looked at

several different aspects of consumption behaviour, and even though some past

research has investigated different aspects of the concept of shopping, such as

browsing (Bloch, Ridgeway, & Sherrell, 1989) and provisioning for the family

(Miller, 1998), no other research, to our knowledge, has carried out an in-depth
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examination of the concept of shopping. The aim of Study 3 was to examine how

men and women conceptualise shopping and with that to establish what shopping is,

where it is done, and by whom.

STUDY 3
Research in the area of cognitive psychology has shown that when people are

asked to generate members of a category they are very likely to name the most

typical members first (Mervis, Catlin, & Rosch, 1976). Similarly, the most typical

members of a category should be recalled more quickly and more easily than atypical

members of a category (Rothbart, Sriram, & Davis-Stitt, 1996). So asking

participants directly to list the sorts of activities that fall under the heading ‘types of

shopping’ and ‘shopping activities’ for them was considered to be the best place to

start this investigation of the concept of shopping. This methodology was adopted

from Russell and Fehr (1994) and Fehr (1994) who explored several other concepts

held by laypeople (i.e. love and anger).

One convention in research is to test for differences, and therefore the null

hypothesis should posit that there are no significant differences between the groups.

However, this present study is based on previous research mentioned above that has

established that there are differences between men and women with regards to

shopping behaviour. Additionally, in Chapter 1 we mentioned that Hyde (2005)

proposed the Gender Similarities Hypothesis, which states that differences on

psychological variables between men and women are much smaller than usually

assumed. Thus we predict that:

H1: Since gender differences on a range of different variables between men and

women were generally found to be small in Hyde’s meta-analysis (Hyde, 2005) men



Chapter 5 – The Concept of Shopping

87

and women should produce similar lists for types of shopping and shopping

activities.

Method

Participants and Recruitment

One hundred and six volunteers took part in this research (38 males and 68

females). Of these, 52 (23 male and 29 female) filled in a survey about types of

shopping and 54 (15 males and 39 females) filled in a survey about shopping

activities (please see below for a more detailed description of the survey design).

There was an age range from 17 to 62 years (M = 32.97, SD = 9.75). A snowballing

technique was used to recruit participants. An email was sent out to potential

participants, which included a link to the online survey, distributed within the School

of Psychology and the School of Business and Economics at a University in the

Southwest of England. The recruitment email also asked any potential participants to

forward the email to anyone else they thought would be interested in participating.

Materials

A short electronic survey was created using PHP Surveyor version 0.98 for

the purpose of this study. The survey started out by asking participants to give their

consent for participation and then asked participants to list either types of shopping

or shopping activities. There is only a subtle difference between these two themes,

but the understanding of how both of these are construed by participants should help

us understand more of how men and women conceptualise shopping. We

manipulated the survey so that these two questions were randomised electronically,

and thus roughly half of the participants answered the question about types of

shopping and the other half responded to the question about shopping activities. The
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survey ended with a few questions asking participants their age, sex and invited them

to leave any comments they thought helpful to the investigator (see Appendix E, p.

180 for a copy of the questionnaire).

Procedure

Participants were sent an email that contained a link to the online survey that

could be filled in at the participants’ convenience. As mentioned previously, the

study was also advertised on flyers in computer rooms and on the university notice

board to reach a larger number of participants, but also not to exclude participants

who do not have access to a computer at home. The randomisation of the two

questions, as described above, yielded 106 usable responses altogether, 52 for ‘types

of shopping’ and 54 responses for ‘shopping activities’. The answers to the first

question make up a list of all the different types of shopping people mentioned, and

the answers to the second question give more information about what people do

while they are out shopping.

Analysis

As stated above 52 (23 men and 29 women) respondents produced lists

containing their descriptions of types of shopping and 54 (15 men and 39 women)

respondents produced lists containing their descriptions of shopping activities. The

first step in the analysis was to divide participants’ responses into themes for each

question (see table 3 below). For this analysis items which were similar in meaning

were grouped together, so items such as shopping for food, grocery shopping, food

shopping were grouped together into the main category food shopping just as items
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such as shopping on the Internet, online shopping, e-shopping, and shopping online

were grouped together into the category Internet shopping.

Table 3

Items listed overall for types of shopping and shopping activities in order of
frequencies

Variable

Types of shopping Shopping activities

Food Walking around

Clothes Having lunch

Internet Having coffee

Window Browsing

Gift Gathering information

Items listed Electronics/technology Meeting with friends

CD/DVD Comparing prices

Hobby Trying on clothes

Furniture Bargain hunting

Books Buying things

Household items Having a break

Shoe Choosing things

Toiletries/cosmetics Visiting bank/ATM

Next, lists of the top seven categories mentioned by men and women were compiled

(see Figure 1 and Figure 2, p. 91-92). These were all categories (clothes shopping for

example), which were mentioned by five participants or more.
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Chi square analyses were conducted to see if there are any overall differences

between men and women and the categories they mentioned, which could show

potential differences of how they conceptualise shopping.

Results
From Table 3 it can be seen that the top seven types of shopping mentioned

by women in order were: food shopping, clothes shopping, gift shopping, Internet

shopping, window shopping, electronics shopping and CD/DVD shopping. For men

the order was slightly different; they also mentioned food shopping and clothes

shopping first, then electronics shopping, CD/DVD shopping, gift shopping, Internet

shopping and window shopping.

Table 4

Mentions of top types of shopping among male and female participants

Types of shopping Men
(n=23)

Women
(n=29)

2 p

Food shopping 22 28 0.03 ns

Clothes shopping 19 26 0.55 ns

window shopping 3 3 0.09 ns

gift shopping 5 13 3.02 ns

electronics shopping 9 3 5.99 p=0.01

CD/DVD shopping 10 2 9.67 p=0.00

Internet shopping 4 5 0.00 ns

When asked about types of shopping men mentioned CD/DVD shopping

significantly more often proportionately than did women, χ2 (1) = 9.67, p = .002.
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Additionally, men mentioned electronics shopping significantly more often

proportionately than did women, χ2 (1) = 5.99, p = .01.

For shopping activities, the following were mentioned in order by women:

comparing prices, having lunch/eating snacks, walking around, having coffee,

browsing, meeting friends and gathering information. For men the lists included:

having coffee, followed by comparing prices, walking around, gathering information,

browsing, and having lunch/eat snacks. Meeting friends was not mentioned at all by

the male participants (see table 5 below).

Table 5

Mentions of top shopping activities among male and female participants

Shopping activities Men
(n=15)

Women
(n=39)

2 p

Comparing prices 6 17 0.81 ns

Walking around 5 13 1.00 ns

Having lunch 3 13 0.27 ns

Having coffee 5 13 1 ns

Browsing 7 20 0.76 ns

Gathering information 1 10 0.12 ns

Meeting friends 0 7 0.09 ns

As Table 5 shows, in the sample who answered the question about shopping

activities there were no significant differences between shopping activities

mentioned by men and women.

Discussion
This study aimed to find out whether men and women have similar concepts

of shopping. From the results it seems that there are hardly any differences in the
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way men and women conceptualise shopping. Lists produced by men and women for

both types of shopping and shopping activities were nearly identical, and this

suggests that men and women may have very similar concepts of what shopping

means to them. In addition, these results have also shown what items are most

typically associated with shopping by men and women. For example food shopping

and clothes shopping were mentioned by nearly all of the men and all of the women.

The only differences were that men mentioned shopping for CDs/DVDs

proportionately more than did women. Similarly, higher proportions of the male

participants also mentioned shopping for electronic or technological items, such as

computer equipment or software, than did women. Goods related to electronics and

technology, have been shown to be the only items where men have tended to show a

much higher interest in shopping in past research (Otnes & McGrath, 2001). This

also highlights once again, that interest may indeed play a vital role in shopping

enjoyment as Dittmar et al., (1995) have also found that items like CDs and

electronic goods are purchased more often by men than they are by women. It should

be mentioned at this point that because of the relatively small sample size, some of

the other differences might not have been significant due to low statistical power. For

example the 2-value for gift shopping was 3.02 (see table 4 on p. 90), and it is

possible therefore that this difference could have been significant with a larger

sample.

Another very interesting finding from the current study is that several of the

participants, when providing comments at the end of the survey, wrote that they saw

themselves as shoppers typical of their gender. For example, one male participant

aged 42: “I am a typical male and never shop for pleasure. All my window shopping

is done on the internet.” Other participants made similar remarks. This shows that
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participants viewed themselves and their shopping behaviours very much in terms of

typical gender-roles, which suggests that perceptions about traditional gender roles

and what these mean in terms of behaviour still seem to be quite strong amongst the

general population.

Other participants made the point that situational factors may also play an

important role in shopping behaviour and shopping enjoyment, as the following

female participant’s (aged 36) comment demonstrates: “I hate shopping most of the

time due to a lack of time, as I run my own business. I have only ever taken time

over shopping when children were too small to have conversations with”. Another

female participant (aged 23) noted in the comment section: “I am very conservative

while shopping as I am very poor at the moment”. Similar results were obtained in a

previous qualitative study conducted by the present author (Hoeger, 2005).

Participants in that study noted that shopping enjoyment depended heavily on the

situation and the nature of the task. Meeting friends was not at all mentioned by the

male participants as a shopping activity. This suggests that for men shopping does

not have a social aspect as for them, while it does for women.

Study 3 set out to investigate whether men and women have the same or

different concepts of shopping in their minds. The results have indicated any

differences in the concepts men and women hold of shopping are subtle. However,

the design of Study 3 was limited as it asked very narrow questions about the things

one might buy and the things one might do when out shopping. Thus, the question

whether or not there are differences in the concepts men and women hold of

shopping remains. Moreover, do men think about shopping as something that is done

by women, and do women think about shopping in terms of women as well? This

could be an answer to why men and women have such similar concepts of shopping
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in mind. Study 4 will address this in two ways: first, it aims to achieve a more

balanced sample in terms of gender and secondly, it will employ a less direct way of

eliciting conceptual data, namely, via the methods of item generation and free-sort.

STUDY 4
The purpose of Study 4 was to explore the concept of shopping in a more

rigorous manner than Study 3, and in a way that would allow us to investigate any

potential differences and similarities by gender. Study 3 suggested that men and

women had very similar conceptions of shopping, but due to the limitations of the

design it was difficult to examine this in any great depth or to draw strong

conclusions, partly due to the small sample size and partly because of the gender

imbalance.

This study attempts to extend the findings of Study 3 in a number of ways.

This more in depth approach to the study of concepts that we are adopting here has

proved to be fruitful in earlier research investigating laypeople’s concepts. For

example, Dube and Bel (2003) began their exploration of the concept of pleasure via

item generation method by asking participants to list as many instances of pleasure

they could think of. Fehr (1994) and Russell and Fehr (1994) adopted similar

approaches when exploring the concepts of love and anger. In the present study,

these methods were applied to the concept of shopping. The resulting proximity data

were modelled by means of two different multivariate techniques, namely Individual

differences scaling (INDSCAL; Carroll & Chang, 1970) and Extended similarity tree

analysis (EXTREE; Corter & Tversky, 1986). This was done to see if there are

differences in the ways men and women conceptualise shopping and where these

differences lie.
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Method

Participants

A total of 338 participants participated: 228 participated in the generation of

exemplars in Phase 1 and 100 participated in the free-sort task in Phase 2. For the

228 participants (77 males and 151 females) in Phase 1 there was an age range from

17 to 61 years (M = 21.65, SD = 6.60). For the 100 participants (50 males and 50

females) that took part in the free-sort task in Phase 2 of Study 5.2 there was an age

range from 18 to 63 years (M = 27.02, SD= 10.02). Participants were recruited from

the first year participant panel in psychology at a University in the Southwest of

England and they participated for course credit.

Materials

Phase 1: Generation of Exemplars

The 228 volunteer participants (77 male and 151 female) from the School of

Psychology at a University in the Southwest of England were given 3 minutes to

generate exemplars of shopping to be used in the free-sort study with the following

instructions:

In this study we are interested in how you define a certain concept. For

example, if we ask you to think about pleasure, you might write down:

vacation, fun, sexual pleasure, freedom, music and so on. The concept we are

interested in in this study is shopping. What does shopping mean to you?

Please write down whatever comes to mind when you think of shopping.

Write down anything you can think of, positive or negative. There are no

right or wrong answers. We just want to know what comes to your mind

when you think of shopping.
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The full list of items was then entered into a spreadsheet and sorted into

alphabetical order. Items that were similar in terms of semantic content were grouped

together. For example, mood boosting, mood lifter, mood lifting, relieves stress, anti-

depressant, cheers you up, can change your mood for better or for worse, comfort,

and comforting were all grouped together and after further analysis labelled ‘mood

changing’. The 30 most frequently mentioned items from the final list were chosen

for the free-sort phase of the study.

Table 6

Final 30 exemplars used in free-sort task

Item
number

Exemplar Item
number

Exemplar

1 money 16 presents
2 debit/credit cards 17 big cities
3 clothes 18 time consuming
4 fun 19 walking around
5 bags 20 making purchases
6 exciting 21 bargains
7 girly 22 Christmas
8 mood changing 23 boring
9 friends 24 having a break
10 enjoyable 25 busy
11 tiring 26 changing rooms
12 having new things 27 expensive
13 day out 28 food
14 gathering information 29 browsing
15 people/crowds 30 pleasure

Design and Procedure

Phase 2: Free-sorting task. Participants were invited to the laboratory and

presented with a pack of 30 10.5 x 7.5 cm index cards, each carrying one of the 30

items that had been generated in Phase 1. Participants were given a data sheet and

asked to read and sign the consent form attached at the front and then to fill in the
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demographics section. Following that, participants were given an instruction sheet to

ensure all participants received the same instruction:

I will give you a set of cards with 30 different words on it all relating to the

concept “shopping” these are items that have been generated in a previous

study. I would like you to take about 15 minutes to sort these into groups

according to similarity of these items. As an example if you had the following

list of words: chair, arm chair, sofa, table, desk, book shelf, you might sort

them into three groups, 1 chair like, 2 table like, 3 shelf like. Again there is

no right or wrong answer here I am interested in how you would sort them.

Most participants needed between 5 and 10 minutes to complete the task, after which

participants were thanked for their participation.

Treatment of data

The first step was to enter all data into two 30 (items) x 50 (participants)

spread sheets one for females and one for males, each indicating for each participant

which items had been sorted together into a group. The top row of the spread sheet

had all the items numbered from 1 to 30 and the left hand column had numbers 1-50.

As an example see table 7 on the next page, which shows the data for male

participants 1-5:
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Table 7

Illustration of data treatment for free-sort analysis

items 1-30

p.
no. 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30

1 2 4 1 2 1 1 1 3 2 3 4 3 2 4 4 4 2 1 1 2 3 4 4 2 4 4 2 3 1 2

2 6 6 3 7 4 7 1 7 1 7 8 4 7 5 8 8 8 8 5 6 7 8 8 7 8 3 6 2 5 7

3 8 8 5 7 5 2 5 7 5 7 6 4 7 1 6 8 7 6 6 8 3 8 6 7 8 5 8 7 7 7

4 1 1 4 1 4 1 4 2 1 1 1 1 3 2 3 1 3 2 2 1 1 1 2 1 3 4 3 1 3 1

5 4 4 3 5 3 5 5 5 2 5 6 1 1 6 2 1 2 6 6 4 4 1 6 6 6 3 4 3 6 5
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As can be seen from the table above, participant 1 sorted the 30 items into four

groups; group 1 includes items 3, 5, 6, 7, 18, 19, and 29; group 2 includes items 1, 4, 9,

17, 20, 24, 27, and 30; group 3 includes items 8, 10, 12, 21, and 28; and group 4

includes items 2, 11, 14, 15, 16, 22, 23, 25, and 26. The data were then converted into a

binary co-occurrence matrix reflecting the number of times each exemplar was sorted

with another. Since both EXTREE and MDS deal with dissimilarities rather than

similarities, all proximity matrices were converted to distance matrices. One distance

matrix was created for all female participants and one distance matrix was created for

all male participants. Both of these were used as input for the analysis in both

programmes.

Results
The dissimilarities data from this study were analysed using both EXTREE (Corter &

Tversky, 1986) and INDSCAL (Carroll & Chang, 1970) using the Proxscal algorithm

via Multidimensional Scaling (MDS) in SPSS V.15. The MDS solution will be

discussed first as it provides a broader overview of the results and then the EXTREE

solution, which gives a more detailed solution, will be discussed.

INDSCAL solution

Multidimensional scaling was used to analyse the judgements of similarities

between the 30 items describing shopping derived in Phase 1 of this study. The

solutions for men and women were practically identical; therefore the section for the

interpretation will focus on the solution for women.

The two-dimensional solution was the most meaningful with regards to

interpretation. The normalised raw stress was satisfactory (0.078) and the solution

accounted for a very high 92% of the variance in the data.  Figures 3 and 4 below show

the two dimensional solutions for the data collected from women and the men,
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respectively. An examination of the figure for the female data reveals the following

pattern.  Dimension 1 of the INDSCAL solution seems to show the difference between

the pragmatics of shopping at the positive end and the negative feelings associated with

shopping at the negative end. Dimension 2 captures the social aspects of shopping at the

positive end and the financial aspects of shopping at the negative end. To give more

detail, the top left segment contains all items relating to the social aspects of shopping

(day out, pleasure, fun, having a break, exciting, enjoyable etc), which correspond to

the positive end of Dimension 2. The bottom left square contains all items that are more

negative, such as busy, walking around, boring, tiring etc. These are the more negative

things associated with shopping and are in line with the negative end of Dimension 1,

which describes the unlikable aspects of the shopping experience. The top right section

includes items that relate to the actual activity of shopping and what one can get out of

shopping, such as presents, food, having new things, clothes etc, and this corresponds

with the positive end of Dimension 2. The bottom right segment contains all items

relating to the financial aspects of shopping, such as bargains, money, debit/credit cards

and making purchases, all in line with the positive end of Dimension 1.
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Figure 3. Two-dimensional INDSCAL solution for female free-sort data
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Figure 4. Two-dimensional INDSCAL solution for male free-sort data
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INDSCAL is a very good technique for providing an overall picture of data of

this kind, as it provides a unique two dimensional solution of the data. However, it

does not provide sufficient detail in the data, because any further dimensions get lost

in a 2-D representation. One solution is to analyse the data by means of a non-

dimensional tree representation as well. This is the reason we also employed the

EXTREE (Corter & Tversky, 1986) analysis.

EXTREE solution

EXTREE solutions depict hierarchical and categorical structures within a

domain, where each item is shown as a node on a tree (Corter & Tversky, 1986). The

similarity of one item to another is indicated by the length of the branches that

connect them, and each set of highly similar items is shown by a common branch on

the tree. Longer branches mean that the items are more different from other items.

Furthermore, EXTREE also includes the ability for individual items or groups of

items to be sorted into more than one cluster, which is indicated by sharing the same

letters on the respective branches of the tree. These are also called marked features

(see Appendix D, p. 186-187). Figures 5 and 6 show the EXTREE solutions obtained

for women and men, respectively.

The EXTREE solution for women accounted for 82% of the variance in the

similarity ratings and the EXTREE solution for men accounted for 84% of the

variance in the similarity ratings. As can be seen from Figures 5 and 6, there are

differences in the hierarchical structures of the concept of shopping for men and

women, therefore these will be discussed separately.

The female EXTREE solution

Figure 5 below shows the EXTREE solution of the concept of shopping for

women. This solution shows a very clear picture of four main clusters.
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----------------------------------- 7  girly
|
| ------------------------ 9  friends
|   UUUUUUUU|
|   |       IIIIIII----------------- 13  day out
|   |
| | -------------- 4  fun

GGGGGG--|   |                |
| ----| ----|------------- 6  exciting
|           | DDDDDDDD---|   |
|           EE|          | ------------- 10  enjoyable
|             |          |
|             | ----------------- 30  pleasure
|             |
|             JJJJJJJJJJJ--------------------- 24  having a break
|
| ----------- 1  money
|                        DDDDDDDD------|
| ------------| ---------- 2  debit/credit cards
|            |           |
| -----------| -------------------- 27  expensive
| |          |
| | |CCCCCCCCNNNNNXXXXXXXXXXXXDDDDDD  20  making purchases
| |          |
| | -------------------------- 21  bargains
| |
| |                    HHHHHHHKKK----------------- 15  people/crowds
| |  OOO---------------|
| |  | IIIIIIIUUUUUUUU--------- 17  big cities
| |  |
|-|  |         DDDDDDDDEEEGGGGGG------------------- 8  mood changing
| |  |         |
| |  |         | -------------- 11  tiring
| |  | | --|
| |  |KK-------| --------| -------------- 18  time consuming
| ---|         HHHHHHHOOO|       |
|    |                   | -------------------- 23  boring
|    |                   |
|    | ------------------------ 25  busy
|    |
|    | ----------------------- 19  walking around
|    |              |
|    NNNNNJJJJJJJJJJ| -------------------- 14  gathering information
| CCCCCCCC|
| ----------------- 29  browsing
|
| ----------- 3  clothes
|          ZZZZZZZZZZZZ-------|
| -----| ----------- 5  bags
|-----|    |
|     | ----------------------------- 26  changing rooms
|     |
|     XXXXXXXXXXXX---------------- 12  having new things
|
| ---------------- 16  presents
| ------------------|
-------| ------------------- 22  Christmas

|
ZZZZZZZZZZZZ-------------------------- 28  food

Figure 5. EXTREE solution for female free-sort data
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Cluster 1 at the top of the tree shows all items that are related to the social

and fun part of shopping, such as girly, friends, day out, fun, exciting, enjoyable,

pleasure, and having a break. This suggests that for women this social aspect is an

important part of what shopping is. However, this first cluster is divided into two

sub-clusters, one dealing with the social part of shopping, one dealing with the

positive emotions derived from shopping.

Cluster 2 addresses the negative associations women have with shopping.

Items clustered together here are money, debit/credit cards, expensive, making

purchases, bargains, people/crowds, big cities, mood changing, tiring, time

consuming, boring, busy, walking around, gathering information, and browsing.

This cluster is also divided into two sub-clusters; the first one addresses the finance

aspect of shopping and the second one addresses the things associated with actually

going out and doing the shopping.

Cluster 3 describes pragmatics of shopping with items such as clothes, bags,

changing rooms and having new things. These are things you get at the end of doing

the shopping, with the exception of changing rooms, which can help you to get to the

end of the shopping.

Cluster 4 describes Christmas more than shopping itself; this is hardly

surprising as both phases of Study 4 were conducted in very close proximity to

Christmas time.

The male EXTREE solution

Figure 4 below shows the EXTREE solution for the male sample from this study.

This solution is less clear than the one for women, and it includes six clusters.

Cluster 1 includes the items girly, clothes, bags, and changing rooms and seems to

describe things that women do when they go shopping.
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CCCCCCHHHHHHHH-------------------- 7  girly
|
| KKK----------------- 3  clothes

--------------|   NNNNNNNNNN|
|             GGGG| ------------------------- 5  bags
|                 |
| ---------------------------------- 26  changing rooms
|
| -------- 1  money
| --------------------|
| ------| -------- 2  debit/credit cards
|                |     |
| --------------| UUUUUUUZZZZZZAAAAAAA--------- 27  expensive
|  |             |
|  |             |---------------------------- 20  making purchases
|  |             |
|GG| --------------------------- 21  bargains
|  |
|  |-------------------------------------- 12  having new things
|  |
|  |                      NNNNNNNNNNKKK-------- 16  presents
|  |----------------------|
|  | --------------------- 22  Christmas
|  |
|  NNNNNNNNNN------------------------------------ 28  food
|
|                    HHHHHHHH-------------------- 8  mood changing
|                    |
|                    | ------- 10  enjoyable
| |                |
|              CCCCCC|                |------- 6  exciting
|              | -----------------|
|              |                      |------ 4  fun
|--------------|                      |
| | --------- 30  pleasure
|              |
|              |     JJJJJJJJJJ------------------ 9  friends
|              |     |
|              OOOOOO| ------------------ 13  day out
| DDDDDDDD|
| ----------------- 24  having a break
|
|                     XXXXXXXXXXXXXXXJJJJJJJJJJ- 15  people/crowds
|---------------------|
|                     OOOOOO--------------- 17  big cities
|
| ---------- 11  tiring
|                                CCCCCC|
|                   HHHHHHHHZZZZZ| ------------- 23  boring
|XXXXXXXXXXXXXXAAAAA|A           |
| |            UUUUUUU--------- 18  time consuming
|                   |
| -------------------------- 25  busy
|
|             OOOOOODDDDDDDD-------------- 19  walking around
|             |
--------------|------------------------------- 14  gathering information

|
------------------------ 29  browsing

Figure 6. EXTREE solution for male free-sort data
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Cluster 2 is marked by items that describe both the financial aspects of

shopping and also Christmas shopping. It includes items such as money, debit/credit

cards, expensive, making purchases, bargains and having new things in one sub-

cluster and items such as presents, Christmas and food in another sub-cluster. Once

again it is not surprising that Christmas is included in this solution because of the

period of data collection being so close to Christmas. However, it is interesting to

note that it is included in this cluster with the finance items.

Cluster 3 is made up of items relating to emotions as well as social aspects of

shopping. It includes the following items: mood changing, enjoyable, exciting, fun,

pleasure, friends, day out, and having a break. This cluster is divided into three sub-

clusters, one just including the item mood changing, one including items relating to

positive emotions: enjoyable, exciting, fun and pleasure, and one relating to the

social aspect of shopping with friends.

Cluster 4 only has two items and it seems to describe big cities (big cities,

people/crowds). However, it should be noted that this cluster overlaps with Cluster 5

which describes negative aspects of shopping with items such as tiring, boring, time

consuming and busy. Finally, Cluster 6 describes things one does when one goes out

shopping.

Discussion
Study 4 set out to extend the findings of Study 3 and showed that there only

seem to be very subtle differences in the way in which men and women view the

concept of shopping. The INDSCAL analysis yielded practically identical solutions

for men and women, which is in line with the results of Study 3; namely that men

and women may hold very similar concepts of what shopping means to them. In

addition we also carried out an EXTREE analysis and this showed that there may be
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some differences between the ways men and women conceptualise shopping. As

briefly mentioned above, the solution for women provided much a clearer picture

than did the solution for men. For women four clusters emerged from the EXTREE

analysis showing a fairly clear structure with logical overlaps of clusters. For

example cluster one containing the items girly, friends, day out, fun, exciting,

enjoyable, pleasure and having a break overlaps with cluster three containing items

such as big cities and people/crowds. For men there were more clusters, much more

overlaps between the clusters and less obvious overlaps too (see Figure x). This

might suggest that women have a clearer picture in their minds about what shopping

is and what it means to them; while for men this is somewhat unclear. A possible

explanation for this could be what the findings of the previous studies have shown;

namely that a strong societal belief exists which sees women as the typical shoppers,

and therefore shopping is seen by women as a normal activity. And because

shopping is such a normal activity for women it makes sense that the EXTREE

solution for women is clearer than the one for men. In the male EXTREE solution

there was more overlap with positive and negative items for a number of the

exemplars, which points to the fact that men are more ambivalent about shopping

and that men have more mixed feelings about shopping than do women. It could also

mean that since shopping is so strongly associated with women men might have had

difficulties when considering the concept of shopping. They may have been thinking

both about how shopping applies to them as well as to the typical shopper – a

woman; this also would explain the rather messy structure of the concept of shopping

men seem to hold compared to the clear concept women hold of shopping.
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General Discussion
The present studies were carried out to investigate the differences and

similarities in the ways men and women conceptualise shopping. Both studies

provide very similar conclusions. Study 3 asked participants to list types of shopping

and shopping activities in order to find significant differences in the items listed by

men and women. The analyses showed only minor differences between the items

listed and thus it is suggested that the way in which men and women view shopping

is quite similar. Study 4 investigated the concepts men and women hold of shopping

in a much more subtle and rigorous way. Once again very similar results were found.

Thus, men and women seem to hold the same or at least very similar concepts of

shopping. The reason for these similarities is not clear. Is it because both men and

women think about the things that women do when primed with the concept of

shopping, purely because shopping seems to be correlated (equated) with being

female? Shopping is something that is natural for women to do, but not for men.

Of course the studies presented above (as for most research) are not without

limitations and these need to be taken into consideration. First of all the sample for

Study 3 was too small to be able to make any definitive statements about the nature

of the differences between male and female concepts of shopping, which is what

Study 3 set out to do. In addition, more women than men participated in study 3 and

also in Phase 1 of Study 4, though this may in part be due to the nature of the

research topic. However, the fact that more women did participate in both Study 3

and Phase 1 of Study 4 could mean that some of the items that were subsequently

used in the second Phase of Study 4 were more gendered than they might have been

if the sample had been more balanced. This gender imbalance might have led to

responses being more gendered. Therefore subsequent studies should ensure more

balanced samples to avoid the chance of such gendered responding.  Additionally,
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women in general are also more likely to respond to research invitations.

Furthermore, at least in Study 3, the research dealt with self report data and with this

type of data there is always the potential problem of social desirability biases (Fisher,

1993). Participants in the first study presented in this chapter may have been

motivated to present themselves as acting in line with perceived gender norms, which

still seems to be that men do not get involved in shopping very much and that women

are more active in this respect. With regard to the present research, this means that

women may have responded more positively.  However, it is unlikely that the issue

of self representation has been an issue in this case, for participants due to the way

the second study was set up. Participants were not asked to make a judgement about

shopping but merely to sort which of the 30 items relating to shopping they thought

went together. This should have helped reduce any kind of issue participants might

have had with demonstrating their views about shopping.

Conclusion
To conclude the studies presented here have established that men and women

seem to hold very similar concepts of shopping, but at the same time the ways in

which men and women evaluate shopping are still very different. The previous

studies have shown that men are still less likely to admit that they enjoy shopping,

even though past research has shown that in certain situations men are more likely to

enjoy shopping activities (Otnes & McGrath, 2001) than they did in the past. The

question that still remains now is whether there is something that accounts for this:

men and women have almost the same concept of what shopping is, but they seem to

evaluate shopping so differently. Could it be that both men and women think of

shopping as a female activity, and that this makes gender salient for the male and not

the female participants, which is why the difference exists in the general evaluation
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of shopping but not for the more specific evaluations of shopping as we have seen in

the contrasting results in both Studies 1 and 2. This suggests that a common

perception of shopping as a female activity seems to exist. This idea that a common

perception seems to exist that views women as typical shoppers, and what its

relationship is to men and women’s shopping enjoyment will be investigated in more

detail in the following chapter.
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CHAPTER 6

WHAT IS SHOPPING? MEN AND WOMEN’S VIEWS ABOUT SHOPPING

The previous four studies in this thesis have shown that identifying potential

gender differences in conceptions of shopping is far from easy. From the results of

the previous studies presented here it becomes apparent that actual shopping

behaviour may be more similar between men and women, than it is perceived to be.

In Study 1 we have seen that the descriptions of actual past shopping experiences did

not differ dramatically between men and women. Similarly, Study 2 showed that

interests and involvement with products led both men and women to report higher

shopping enjoyment than when they were asked to comment on shopping in general.

Studies 3 and 4 also showed that there may be some, more subtle differences in the

ways that men and women conceptualise shopping. What seems to be emerging, is

that there is a common perception, or social representation (Moscovici, 1981) of

shopping as a predominantly or typically female activity. Social representations have

been described as ideas, thoughts, images and knowledge about a subject matter of

social interest or a “social object”, such as shopping (Moscovici, 1981). Social

representations comprise any knowledge and ideas that are held by a social group

and they allow members of the group to communicate effectively and behave in the

“right ways”. As such, social representations can be seen as a guide for members of a

social group as they include information about norms of behaviour for the group, as

well as the group’s values and knowledge. If members of the group do not have this

information, their ability to be an effective member of the group is reduced.

However, through consulting the mass media and talking to other members of the

group the necessary information can be easily obtained. It is through these
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discussions that social representations are informed and strengthened. In the case of

shopping, the media does portray very clear pictures of what shopping is and who

does it. Advertisements on the television revolving around shopping more often than

not portray women as the typical household shoppers. For example, the recent

adaptation of the “Shopaholic” book series (Kinsella, 2000 though 2007) into a

cinematic release also portrayed the female as not just the shopper, but as the

compulsive shopper as well. Consequently, it is hardly surprising that the

overwhelming consensus of the general population about shopping still seems to be

that women rather than men do it. Norms of behaviour are changing much more

slowly than is the uptake of behaviour as we have seen in previous chapters

presented. Study 1 found that men do go shopping for pleasure, and that when

presented with an imaginary amount of money they are quite willing to spend it

online as well as in shops. Study 2 found that when asked to imagine a desired

product, men consider shopping (for this particular item) as much more pleasurable,

than shopping in general.

Study 1 showed that men and women do not seem to have greatly different

views about past shopping experiences (both positive and negative), but at the same

time men still reported significantly lower shopping enjoyment. Study 1 indicated

that when shopping for a product reflecting individual interests, it translates into an

increase in reported shopping enjoyment. Also, people’s ideal shopping experiences

varied widely. This testifies as well to the importance interests may play in shopping

enjoyment, perhaps even more so than other variables.

Study 2 also showed that men reported significantly lower shopping

enjoyment than did women overall; however on the topic of product involvement,

men tended to have a more positive attitude toward shopping for a desired product,
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than toward shopping in general. In response to the questions that still remained

unanswered by these studies, Studies 3 and 4 investigated how men and women

conceptualise shopping as an activity, and found that even though men and women

repeatedly report different degrees of shopping enjoyment, they seem to have very

similar concepts of what shopping means to them. Study 4 especially highlighted

subtle differences in the concepts of shopping that men and women hold, but it did

not reveal why the conceptions of shopping are so similar.

The present chapter will try to investigate this latter issue in more detail, by

exploring what underlies these social representations of shopping that seem to be

held by men and women. At the same time this chapter will assess in what ways

issues underlying the social representations about shopping influence how men and

women think and feel about shopping as something they engage in themselves. As

well as gaining a deeper understanding of the way men and women feel about

shopping, the aim of this study is to answer the main research question posed by this

thesis namely, is shopping still a gendered activity in the 21st century, and if so why

and in what ways? With regard to these social representations of shopping mentioned

above, there is a conundrum in that there is a perception of shopping as a female

activity. However the studies in Chapter 5 showed that the concept was not widely

different between men and women, therefore here we will endeavour to unpack what

shopping is further to gain a better understanding of the differences and similarities

between men and women.

Since the language participants use to describe their views about shopping is

an important consideration, we chose a qualitative research technique over a

quantitative method for this particular study. More specifically we chose focus

groups because they, much more so than other qualitative techniques, have the
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advantage of encouraging participants to interact with each other, giving them the

opportunity to challenge each other’s views and comments about a particular topic.

Additionally, in the focus group setting participants are encouraged to explore how

they are similar and different from the other participants; a process of sharing and

comparing what they think (Morgan, 1998), which then gives the researcher an

overview of the range of the individual’s experiences.

In the present study this was considered most beneficial, as the studies

reported earlier in this thesis indicate that shopping still seems to be firmly tied to the

female domain – though we have also shown that in certain circumstances men

evaluate shopping as positively as women do (see Chapter 4 for a discussion on this).

Additionally, the mixed gender group design used here should help to highlight any

differences between men and women.

Method

Participants and Recruitment

Three focus groups were carried out for this study (group 1 = 6 females,

group 2 = 3 females, 4 males, group 3 = 6 males). Participants were 19 (9 female and

10 male) first year undergraduate psychology students from the University of Exeter

who participated in exchange for course credit. The age range was from 18 to 45

(mean age = 20.32, S.D. = 6.05). All participants were recruited from the School of

Psychology first year participant panel. The study was advertised on the research

participation board (see flyer in Appendix H, p.195), which asked interested students

to contact the principal researcher. Once students contacted the researcher they were

sent an additional email which contained the same information as the flyer, and
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potential participants were informed that they could earn course credit for

participation in the study.

Materials

There are several approaches to moderating focus groups. In the present study

a general topic guide was used to help run each of the focus group sessions, instead

of a list of specific questions (Krüger, 1998). The topic guide consisted of 16 items,

and was used by the moderator during the session to prompt several issues,

including: what comes to mind when you hear the word shopper? What comes to

mind when you hear the word shopping? Why do people shop? Is there a difference

between why men and women shop? For a full version of the topic guide see

Appendix J, p. 198.

Design and Procedure

Stewart and Shamdasani (1990) caution that data collected from focus groups

must not only be analysed with the research questions at hand, but should also take

the group setting and the group dynamics and interactions into consideration. There

is little advice on the composition of the groups for focus group research (Millward,

2000). However, some research has suggested that men and women interact

differently in mixed-sex and same-sex groupings. This potential difference in

interaction was thought to be an advantage for the current study and thus three

different focus group sessions were run, one with all female participants, one mixed

group with both males and females, and one with all male participants. It was hoped

that this way the different ways of thinking and interacting would produce richer

data, given the way that shopping seems to be more closely associated with female

activities which means that the males in this study might have viewed the topic as

more controversial than the women.
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All participants were contacted via email a few days before the focus group

session was due to take place and asked to arrive about 10 minutes before the

scheduled start of the session. This was to remind participants that they had signed

up to take part and also to allow time for participants arriving late, and to answer any

queries before the session was to start. The email also reminded participants that

participation in the focus group session could earn them 2 hours of research

participation credit toward their module requirements.

Holbrook and Jackson (1996) noted that focus groups can have different

outcomes depending on whether participants know each other, and suggest that when

the topic of inquiry is delicate or deep-held views are to be examined, groups of

comparative strangers are more desirable for composition of these groups. In the

present study participants did not seem to know each other anymore than classmates

would know each other, which has hopefully meant that participants spoke more

freely than they might have otherwise.

Once all participants had arrived the consent form was handed out and

participants were asked to read through it to make sure everyone understood what

was going to happen during the session. After this was done and any participants’

questions had been answered, ground rules for the focus group discussion were

established. This was done to ensure all participants acted fairly and respected all the

other participants’ rights to their opinion. Participants were also directed to keep the

conversation confidential, and to not repeat what anyone said during the session

outside the study.

All three focus group sessions started with the card-sorting task used in Study

4 in the previous chapter. This task was used primarily as an “ice-breaker” as

suggested by Krüger (1998) and to get participants thinking about the topic of
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shopping in more detail. Once all had finished with the card-sorting task each

participant was asked in turn to explain their groupings and to give reasons for each

one, and the moderator asked for clarification where needed. After this the moderator

led the discussion using the topic guide, which was adapted for the second and third

focus group as stated above.

Because all participants were recruited from the School of Psychology’s first

year participant panel an extended debriefing session was required. Therefore at the

end of each focus group all participants were told the purpose of the study and given

more information about the wider research project. Participants were invited to ask

further questions about the nature of the study and were given more information

about the way the data would be analysed.

Treatment of Data

All three focus group sessions were recorded with an Olympus WS-110

digital voice recorder with permission of all participants in this study. After each

focus group session the digital file was imported onto a computer and the full session

was transcribed word for word, including hesitations and incomplete sentences. All

participants’ names were changed for the purpose of reporting the results in this

thesis (and any other resulting publications) and to guarantee their anonymity as

stated in the consent form.

Method of Analysis

Thematic analysis (Braun & Clarke, 2006) was used to examine the data from

the focus groups. To start the analysis the data corpus containing all three sessions of

the focus groups was divided up into three data sets – one for each focus group
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session. The transcript from each focus group was put into a separate word document

to start the first phase of thematic analysis as recommended by Braun and Clarke

(2006), who argue that the researcher needs to become as familiar as possible with

the data. One part of this is the process of transcribing the data.  First, the all female

focus group transcript was read and re-read repeatedly to gain familiarity with this

data set. During this initial reading-through stage, notes were taken about the content

of the transcripts and initial codes were assigned to the data. Next, all data relevant to

each code were collated into possible themes and then each theme was reviewed to

make sure that each theme still made sense in relation to all data extracts. Finally

themes were named and short descriptions were written for each theme to define

each more clearly.  The same steps were repeated for the transcripts from the second

and third focus group sessions (see Appendix K, p. 200 for the full transcript of the

mixed focus group session). This process was conducted independently by two

coders, who first completed coding the transcripts and then discussed the different

themes in detail before agreeing on which themes to carry forward for interpretation.

Results and Discussion
The analysis yielded two central themes: “the image of the shopper” and

“what is shopping?” The latter had various subthemes relating to both of these

themes. In the following sections, both central themes will be described and

discussed in detail before moving on to the subthemes and how these relate to the

perceptions that men and women have about shopping.  Figure 7 below provides an

overview of the first theme; the image of the shopper. As shown in the figure men

and women both perceive and react to a common stereotype of “the shopper” in

somewhat different ways.
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Figure 7. Image of the shopper diagram
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Theme 1: The image of the shopper

The image of the shopper was one of the items on the list of topics used to

guide the focus groups. It was nevertheless interesting to see how the participants in

these sessions described the shopper. Both the men and the women regarded the

image of the shopper as equivalent to the stereotype of the typical young female

shopper, who loves shopping and enjoys the activity very much. For her it is sociable

and fun. However, since the shopper is seen as female this raised different issues for

the men and women in the focus groups. The women had to consider their own

identity as female shoppers – something that did not apply to the men. Although men

subscribed to the stereotype, some of them tried to underemphasise their

stereotypical views about shopping. Ryan (aged 21, mixed sex focus group) for

example, tried to down play the fact that he thought shopping was related to women

almost exclusively, by using the more neutral term “people”.  However on several

occasions during the group discussions he caught himself saying “women” instead of

“people”:

I think with people that like shopping and people that like gym it’s the same

deal, they’re both a form of catharsis. They’re both used as a stress reliever.

It’s just you know … wom… argh I keep saying women, that’s just… I mean

people who like shopping go shopping not only to buy things, but also just to

let… like just to make themselves feel better about themselves and relax a

bit…

The setting of the focus group could have contributed to Ryan’s attitude here, since

he participated in the mixed-sex focus group with a female moderator. As mentioned

above, with focus group data, the context of the session is as important as the

research questions to be considered (Stewart & Shamdasani, 1990). In this case,
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Ryan was confronted with a mixed-sex focus group with a female moderator, and

therefore he might have felt that he needed to censor himself more. His negative

perception of shopping, and women as shoppers might have been much more direct

and open while in a different focus group situation, e.g. in a single-sex group with a

male moderator he may not have felt the same way and may have spoken more

freely.

The male view of the shopper

Even though shopping was not at all seen to be tied in with male identity, the

male view of the shopper was still not positive. Figure 7 above shows that the men

(especially in the all male focus group) tended to view the image of the shopper in

either neutral or somewhat negative terms. When asked: “when I say shopper what

images come to mind”, most male participants responded with: “The girl with all the

bags, going shopping” (Robert, aged 18, mixed focus group) and “women mainly

with lots of bags” (John, aged 19, all male focus group).

There were a few male participants who put it in more neutral terms, for

example Adam (aged 19, all male focus group), when asked about what images came

to mind when thinking about the shopper, said: “I think of supermarkets cause they

always like say that on TV, when they’re in an advert and they call it shoppers” or

Jake (aged 18, all male focus group) “just someone buying stuff”, while Dean (aged

19, all male focus group), responded: “someone with too much money and too much

time on their hands that thinks that they need to follow trends”. Max (aged 18, all

male focus group) just said “fashion victim” and John (aged 19, all male focus

group) came up with the following stereotype:
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Umm … you know a relatively young woman mainly um… I don’t know

almost frantically you know going from shop to shop um you know

frantically looking at new things coming in you know generic high street

shops like TopShop and Zara and that sort of thing, that’s what I imagine

anyway.

The way John used the word “frantic” here to describe the typical shopper implies a

very negative perception of the shopper. What is interesting about this image is that

most of the men seem to assume that women actually enjoy this aspect of shopping,

while most women when asked would probably deny this quite heavily. Throughout

the three focus group sessions there seemed to be a distinction between those who

enjoy hunting for bargains in cheaper stores and those who do not enjoy this type of

shopping and who prefer a nicely laid out shop where one does not have to search

heavily for the items needed.

The female view of the shopper

The stereotype of the typical female shopper as perceived by the male

participants was largely shared by the women, e.g.: “someone quite wealthy, a girl”

(Michelle, aged 19, all female focus group), “yeah definitely female, with lots of

bags” (Claire, aged 20, all female focus group) and “I think of them with someone

else as well, I don’t think of just one single shopper, I normally think of more people

together”(Jasmine, aged 18, all female focus group). In addition to these fairly

neutral views of shopping as something that women typically do, some of the female

participants also had rather negative views about the stereotype. Christina (aged 21,

mixed focus group) offered a particularly negative image of the shopper:
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I think they can be older like you get the whole kind of like it’s like the

young girl going shopping but like 20 years down the line so it’s a woman

who’s like I’m gonna be really stereotypical here but who’s like married into

money and her new husband has just given her a credit card and she’s just

gone off and she’s got the tan and she’s got the like … yeah like everything

about her is perfect and she is the shopper who’s going in and she doesn’t

care she’ll just pick up three of everything and swipe her card and it’s not her

money and yeah.

It seems to be the more social aspect or peer-pressure that Christina finds irksome, as

demonstrated by the following excerpt where she was asked what makes shopping so

unlikeable for her:

well there is this big expectation of me because I am a girl and like all of my

friends if they say well they are not really my friends cause I don’t like going

shopping (laughing) but like if a group of girls who I like associate myself

with they’ll be like oh we’re going out shopping like it just fills me with

dread like the thought that they expect me to and there is this kind of

expectation I know I won’t reach of like following them into changing rooms

and having to lie about how good they look and like it’s just a nightmare.

However, not all of the young women in this study had such negative views of the

shopper, even though hardly any of them thought of themselves as that kind of

stereotypical shopper. Jasmine (aged 18, all female focus group) for example did not

necessarily see herself as the girly shopper, but she had a much less strong reaction

than Christina (above).

Umm, I don’t know, probably because maybe I am not that girly and I don’t

always enjoy like really girly orientated shopping so I don’t always like
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going. I do like going with other girls, but sometimes I find it quite not as

enjoyable like I … this is going to sound really ridiculous… I like going with

my mum and stuff, but sometimes when I go with my friends I feel like

pressurised so I don’t really enjoy it as much.

The fact that Jasmine and Christina differed so much in how they talked (and felt)

about shopping could be due to the difference in the gender composition of the focus

groups they participated in. Jasmine was a participant in the all female group, whilst

Christina was in the mixed-sex group. Being in a mixed sex setting would probably

have made gender more salient to the participants, which in turn could have had an

impact on how strongly they would have felt about shopping. Additionally, the

young women in this study all thought of the shopper as someone who is fashionable

and likes to shop, but none of them really wanted to be that shopper. This was

evident in the way they talked about the shopper, first describing her in fairly

positive terms. For example here is the exchange between participants in the first all

female group: “lots of bags” (Claire, aged 20) followed by Danielle (aged 19): “and

nice shoes, fashionable” and Jasmine (aged 18): “and I think of them with someone

else as well, I don’t think of just one single shopper. I normally think of more people

together” to which Danielle (aged 19) then adds the negative aspect of the fashion

victim, even if she does not describe the shopper in those terms: “or someone with

big sunglasses and a little dog under their arm”, which is followed by laughter from

the whole group.

One of the factors that might help to drive the stereotype is that both male

and female participants made reference to the fact that shopping is geared much

more towards women than it is at men. For example, the make-up of the High Street

with all its clothes shops and other shops, aimed specifically at women, makes it
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much more inviting to them as a place to do the shopping than to men, and helps to

reinforce the stereotype of shopping as a female activity.

Identity

One of the key factors in the way that men and women in the focus groups

talked about the shopper was the issue of identity. The statements from both men and

women above have shown that shopping is stereotypically perceived as intertwined

with female identity, but not at all with male identity. Historically, shopping has been

viewed as a female activity as has been discussed in Chapter 1, and it seems that this

view has not substantially changed.

Christina (aged 21, mixed-sex focus group) was somewhat of a special case,

as she seemed to feel particularly threatened as a woman by the image of the

shopper. She wanted to make sure that her identity, as a young woman, was not

linked to this stereotype. During the task at the beginning of the focus group session

she called one of the groups she sorted the cards into what shopping should be like.

When asked to elaborate she said (in quite an ironic tone): “because that’s how I

know that girls are supposed to find shopping like with their friends and girly and all

of those things um… and how all my friends want me to be basically… and I am not

like that.” The tone of voice Christina used, here and also earlier when she described

‘the shopper’ above, indicates that she clearly sees the ‘shopper’ as a lesser being.

This could be her way of distancing herself from the negative image of the female

shopper while still maintaining her female identity which is separate from the female

shopper. This is something that can be explained by aspects of social identity theory

(SIT) (Tajfel & Turner, 1986). SIT stipulates that there are three parts which form

our social identity; categorization, identification and social comparison.



Chapter 6 – Perceptions of Shopping

129

Categorization relates to the fact that as humans we tend to group other people (and

ourselves) into distinct groups, whereas identification means that humans will

classify themselves into groups. Additionally, as part of categorization we also have

views about how superior and/or inferior these groups might be, which is called

positive and negative distinctiveness, meaning that humans tend to view groups they

belong to (in-groups) as more positive than groups they do not belong to (out-

groups).

In addition, as stated previously, differences between sexes are most

accentuated when gender is made salient (Jacklin & Macoby, 1974), This could have

happened merely because the topic under investigation here has so many associations

with the female given by the social representations about shopping that seem to be in

existence. As I have argued before, the topic at hand, shopping, might be enough to

make gender a salient variable, and therefore in the series of studies carried out in

this thesis the differences between men and women in their shopping behaviours

have been highlighted in the previous studies, and it could also have been the case in

the present study. It may have increased how much the men and the women in this

study identified with either being a man or a woman. More specifically, Christina’s

strong negative comments about shoppers could mean that she thinks that shopping

is an activity that only women engage in, and therefore she may identify less with

being a woman in this instance. However, it could also mean that because she

identified highly with being a woman, and at the same time felt that women are

inferior to men, their behaviours must be too, so she does not like shopping.

To summarise, this first theme showed quite dramatically how much

shopping is still wrapped up in female identity, but not at all with male identity. Both

male and female participants in this study viewed shopping typically as an activity
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that is firmly part of the female domain. This also meant that some of the female

participants expressed much more negative views of the shopper, because it seems

that women can feel much more threatened by this image of the shopper or

consumer. For men this threat to identity seemed to be not there, they did not have to

actively distance themselves from it and therefore their image was framed in more

neutral and only partly negative terms.

Theme 2. The participants’ view of shopping

How participants conceptualise the activity of shopping was already a theme

in the previous chapter, and it re-emerged in the focus group data. “The view of

shopping” was also one of the items on the topic guide, but rather than asking the

participants who the shopper is, this question was used to get a better understanding

of the underlying process of the activity. By this point the participants had completed

the card-sorting task and explained their groupings, so they had been primed to think

about shopping. Participants’ views of shopping had several aspects, namely

‘shopping is essentially clothes shopping’, ‘shopping as a social experience’ and

‘interests are related to shopping enjoyment’, which will be discussed below.

‘Shopping’ is essentially clothes shopping

Throughout all three of the focus group discussions it became noticeable very

quickly that most participants, when asked to think about shopping, automatically

thought about clothes shopping rather than any other type. This echoes the findings

of the earlier studies: e.g., a large proportion of both male and female participants

mentioned clothes shopping as a “type” of shopping in Study 3 and it was frequently

mentioned as relating to shopping in the item generation task for Study 4. In the
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present study, when participants were asked what came to mind when they heard the

word ‘shopping’ the answers were: “Clothes mainly” (Claire, aged 20, all female

focus group), “High street sort of clothes shopping more or less, I didn’t really think

of supermarket food shopping sort of like designer even though I don’t buy designer

clothes but that’s what I was thinking about” (Daniel, aged 20, all male focus group)

and “I didn’t associate food with it at all. It was yeah very much kind of shopping

clothes shopping” (Ryan, aged 21, mixed-sex focus group). It was not only during

the initial question about what shopping means that participants seemed to think

about clothes shopping mainly as shopping, but throughout all discussions, it was

clothes shopping that seemed to dominate their thinking.

Shopping as a social experience

As stated in the description for Theme 1 shopping was very much seen as a

social experience by the young people in this study, something that was mentioned

by all but one of the participants. The exception was, Michael (aged 45, in the

mixed-sex focus group), a mature student, married with children, who saw shopping

rather differently from the rest of the participants. For him shopping was the routine

weekly food shop or shopping for clothes, neither of which he enjoyed at all. This

may have been because he was in a very different stage in the life cycle (married

with children) compared to the rest of the participants (first time students, not

married, no children) and may therefore have placed less importance on shopping to

define his identity. However, there were some aspects of shopping that he did enjoy;

these were also the types of non-utilitarian shopping that younger people enjoyed,

i.e. leisure shopping. Here is one example:
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I served my time as a mechanic so cars has always been a great love of mine

and I would restore camper vans Volkswagen campervans and you know

that’s the sort of thing so I would think nothing of going and spending £70 or

£80 on buying one spanner and absolutely think nothing of it but going and

spending £70 or £80 on a pair of jeans I think that’s madness so I do have

your guilt complex but not for everything for certain things I can totally put

that aside and say that’s what I need that’s what I want that’s how much it’s

gonna cost and I’ll pay that and get… get pleasure out of having got that

particular thing for what I want to achieve.

Due to Michael’s personal situation this reaction is understandable. He has a family

to support, and therefore certain types of shopping could evoke quite a lot of guilt for

him. He continues to explain how spending money on frivolities is unacceptable for

him:

But in other areas I would have a guilt trip. I wouldn’t pay £30 for a piece of

salmon just because it was shipped down from Scotland specially when I can

get it in Iceland for £1.50 frozen you know I would have guilt about doing

that but I wouldn’t have guilt about buying something really special like a

spanner so I could see other people having the same thing with their clothes

some people won’t have guilt about buying an expensive Armani suit um

versus other who won’t. So there is a guilt trip that goes with shopping

definitely especially when you’ve suddenly got no money and something else

you need to do the guilt comes flooding back

It becomes even clearer that as someone at a very different stage in the life cycle as

the other participants, Michael has very different priorities when it comes to

shopping. Spending money on unnecessary frivolities is unacceptable to him.
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However, it is also not necessary for him to engage in these behaviours anymore

because, as opposed to the rest of the participants, he has already established his own

identity. Even if he at one time in his life viewed shopping as an important way to

negotiate his identity, it is no longer necessary for him.

As mentioned earlier, the rest of the participants saw shopping as a social

experience, which is particularly enjoyed by girls and women. Jasmine (aged 18, all

female focus group) mentioned how much she enjoyed shopping with her mum, just

as a joint activity and said: “ yeah it is sharing the time with someone as much as

actually getting stuff”. Claire also mentioned at the very beginning of the focus

group discussion:

… And then my other group was just day out and it’s just really girly. And

I’ve put changing rooms in with that because you always have a laugh in the

changing rooms trying on clothes and we go to the city and just have fun, but

it’s not something I would do with a guy, it’s just a girly day out (Claire, aged

20, all female focus group).

Claire’s comment here shows how much she thinks shopping around with a group of

female friends is just what girls and women do as a day out activity. But most

importantly shopping is something done for fun, with friends, when there is no need

for a specific product. When asked about what came to mind when I said shopping,

Robert (aged 18, mixed focus group) said: “I thought about groups of girls with loads

of shopping bags, enjoying it”. This is similar to the finding in Study 5.2 that the

social aspect of shopping was considered a part of the concept of shopping for both

men and women.

Although some of the male participants saw shopping as something that girls

did in groups, some of them also mentioned going shopping with friends. Jake (aged



Chapter 6 – Perceptions of Shopping

134

18, all male focus group) said: “yeah it’s nice to spend time with other people

because like shopping by yourself is kind of boring but it’s nice when it’s with other

people ‘cause you can talk and stuff and then it’s nice”. Martin (aged 19, mixed sex

focus group) also mentioned how shopping can be a social activity for him: “I don’t

mind going shopping with friends, with close friends I wouldn’t go for the shopping

I would go to be with my friends for a bit and that’s fine… ” John (aged 19, all male

focus group) said:

um I suppose I shop for a lot of different reasons like I shop out of necessity

go food shopping and things um sometimes you can shop to socialise and

then it’s sometimes quite good walking around with some kind of vague

purpose but it’s good to sort of talk or something if you wanna just talk to

other people it’s quite a good thing to occupy you while you do that um and

sometimes uh if you want to treat yourself you know if you got some extra

money then um it’s sometimes quite good you know just to go out by

yourself and  buy something that you wanted for a while.

Participants made a distinction between shopping for something specific, and just

having a fun day out with friends. These two activities serve distinctly different

purposes as Chloe (aged 18, all female focus group) described here:

um I would also go with my sister and my mum because they would be more

um focused on me as well… umm… but I think it’s like a different thing

going with my friends is just like to like fool around and not like … I

wouldn’t go with my friends with the intention of actually buying stuff, I

would only do that if I was with my friends and then did see something that

oh my god I really want that and going to buy it or whatever. But mostly

when I go with my friends it’s just to be with my friends more than anything.
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And then when I go with my sister and my mum it’s to actually buy

something cause I need something…

As can be seen from this quote from Chloe, shopping is viewed as being quite

different from buying or making a purchase. Although making a purchase can be

part of shopping, shopping seems to be seen in broader terms as a process that does

not necessarily conclude with the purchase of a product. This was also something

that came up in the all male focus group. Max (aged 18, all male focus group) for

example said:

[buying] it’s an aspect of shopping but maybe not compulsory to shopping.

Like you say I’ve been shopping with people so I’ve gone shopping but I’m

not shopping for myself I am just going along with them. So I think shopping

is just like you know… I don’t know the act of browsing for goods and then

potentially buying them… maybe.

These quotes show how much more shopping is perceived as a social activity

primarily aimed at spending time with friends, and maybe only secondarily as a way

to make purchases.  Dean (aged 19, all male focus group) makes an interesting point

as well: “It can be shopping without buying, but you can’t buy without shopping.”

Interests are related to shopping enjoyment, especially in a social setting. In relation

to seeing shopping as a social activity carried out mostly by women, was also this

subtheme, which deals with the fact that shared interests are very important for a

pleasant day out shopping. We have already shown that interests can matter in

shopping enjoyment in the previous chapters in this thesis. In Study 1 we found that

when participants described their ideal shopping experiences most participants just

thought about buying things they had wanted for quite some time, but never could
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afford. In Study 2 we also demonstrated that when we added shopping for a desired

product as a variable both male and female participants rated shopping much more

positively than when they just thought about shopping in general.

In the present study participants also talked about how important matching

interests are for the enjoyment of a shopping trip or a day out shopping, and

especially so with friends. This was also demonstrated by what the young

participants talked about in these groups. Claire (aged 20, all female focus group)

was the first to mention how much she liked shopping with her best friend because

they were on the same wavelength about things. They liked the same clothes and had

the same style. Later she talked about going shopping with her boyfriend who has

other interests and she finds it very boring because he is so much into his music.

Actually many of the participants talked about how they did not enjoy shopping with

certain other people because they felt like they were dragging them around, or they

were the ones being dragged around.

Jasmine (aged 18, all female focus group) said:

I think it totally depends on what shopping it is, cause like my brother really

enjoys shopping if he is shopping for games or something, but we just

automatically think of shopping for clothes. But like my dad and my brother

would enjoy shopping for other things other than clothes they’d actually

enjoy that.

This second theme also showed how much shopping is still tied to women and their

behaviours. Shopping was seen as being equal to clothes shopping by a majority of

the participants, as well as a social experience, which is particularly enjoyed by

women. And even though some of the male participants admitted to having gone

shopping with a group of friends, this would not be something they would do often.
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Conclusions

Both studies in the previous chapter showed how similar the concept of

shopping appeared to be for men and women. This did however come as a surprise,

as the evidence from the previous studies presented here also seemed to show that

men and women have very different attitudes towards shopping in general. Study 2

for example showed that women were likely to report much higher shopping

enjoyment than men, and they were also much more likely to rate shopping on the

high street more positively than men.

The present chapter set out to explore in more detail the issues underlying the

social representations of shopping as a female activity, and it was hoped that this

would shed more light on the overall issues of this thesis. More specifically this

chapter aimed to understand how young men’s and women’s thoughts and feelings

about shopping could be related to and /or influence their shopping behaviours.

Combined with the results of the previous studies in this thesis this could help us

answer the overall research question, which has driven this thesis; is shopping is still

a gendered activity in the 21st century, and if so why and in what ways.

However, before reviewing the overall findings of this study, we should

consider some of its limitations. First, the sample was fairly small and homogenous,

and this makes it more difficult to generalise the findings beyond this group of young

undergraduate psychology students. With the exception of one older participant

(Michael) it consisted of first year undergraduate students all from a similar age

group. Since Michael’s thoughts and experiences of shopping were fairly different

from the rest of the group, it may have been useful to conduct a larger study with

different age groups to compare experiences of people who were at different stages

in their life cycle. This could have a large impact on people’s thoughts and feelings



Chapter 6 – Perceptions of Shopping

138

about shopping. Also since all participants were first year undergraduate students the

majority of them probably did not have much disposable income and therefore how

they thought about shopping might have been different to a sample with more of a

disposable income. It is likely that such a non-student group may have agreed much

more with Michael’s viewpoint about shopping and would focus more on the

utilitarian aspects of shopping as described above, while the rest of the participants in

this study clearly favoured the social aspect of shopping. In general shopping would

be viewed more as a routine activity and less recreational by a non-student sample.

However, at the same time, a group of non-students with more disposable income

may also focus their shopping activity more at products with higher value and status,

than the student group may have focused on.

In addition, the way the focus group sessions ran was quite different across

the three groups. In the all female group, there was hardly any difficulty to start and

keep the discussion going throughout the whole session. The same was true for the

mixed-sex focus group. However, in the all male focus group it was at times, very

difficult to get the participants talking about the subject matter. There is the

possibility that the topic of discussion (i.e. shopping) itself could have made the fact

that the interviewer was a woman much more salient to all the participants than

another topic might have done. After the focus group session was complete some of

the male participants confirmed this suspicion, when they referred to the fact that

they felt somewhat uneasy talking about the stereotypes they held of women

shopping in front of a female moderator.

In addition to being confronted by the female moderator, the fact that the

items used in the ice breaker task were generated by a higher proportion of female

participants than males might also have swayed participants in the focus groups to
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think more about shopping in a gendered way. Therefore in future work it would be

advisable to remove such loaded items from such tasks to see whether similar results

may be found.

Despite the limitations mentioned, some interesting findings emerged from

this study. More specifically, this study has shown that a social representation of

shopping exists and that it is tied to a highly gendered stereotype held by both men

and women. This stereotype of shopping appears to be still very strong, even among

this group of young people. Both the young men and women viewed the shopper as

female, and therefore their behaviours and what they think and feel about shopping

are very different. For example, many of the young men in the different focus groups

appeared to dislike most shopping because for them it was associated with being

feminine, especially clothes shopping. And because all participants equated shopping

with clothes shopping, this may have increased the males’ aversion to shopping.

However, viewing shopping in a negative way was not unique to the male

participants. Some of the female participants did so as well. They seemed to be faced

with a dilemma; they shared and recognised the same stereotypes of the shopper and

shopping that the men held, and they did see shopping as part of their female

identity. Yet, at the same time these young women tried to distance themselves from

the extremely negative aspects of the shopper, namely the hyper-consumer whom

Christina described, or the fashion victim mentioned by several other participants.

Clearly, the negative images these young people seem to hold of consumerism and

materialism seem to be related to these negative views held about shopping and the

shopper.

As discussed above, one female participant in particular had very strong

views about what shopping should be like, which for her may have increased the
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discomfort of being associated with shopping as a woman. The different composition

of the focus groups highlighted this dilemma for women. In the all female focus

group, Jasmine made reference to the fact that she does not think of herself as too

girly and therefore she does not enjoy girly shopping too much, but she did not refer

to the shopper in as negative terms as Christina did, who was surrounded by a mixed

group of people, and may have felt more under pressure to defend her position as a

woman who does not enjoy shopping.

To conclude, this study has helped to highlight some of the underlying issues

about shopping which the previous chapters have drawn attention to. The main

finding is that social representations surrounding shopping seem to be extremely

persistent, and therefore the stereotypes held about shopping seem to have not

changed dramatically from the historical perspective that women are the predominant

shoppers.
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CHAPTER 7

GENERAL DISCUSSION AND CONCLUSIONS

It saddens and amazes me that there are people out there who actually hate
shopping. Men, for instance, are traditionally supposed to be hopeless at it:
grumpy and monosyllabic when lured down the high street, wishing they were
at home browsing the web for gadgets instead. Now, I don’t want to come
over all American self-help manual here, but hating shopping is a terrible
accident. It happens when people who’ve never shopped properly, and allow
one bad experience to contaminate and sully the rest of their shopping life. It
is extremely sad, a) because it just is and b) because we all have to shop,
whether we like it or not. So we may as well like it. Even heterosexual blokes.

India Knight (2003)

Knight (2003) makes a valid point; all of us, whether man or woman, have to

engage in some kinds of shopping behaviours, so we may as well enjoy them.

However, this may be easier said than done, mainly due to the associations attached

to the terminology surrounding shopping. Before discussing the results and

implications of the research presented here, we will briefly summarise the research

questions posed in this thesis and then we will summarise the findings from each of

the empirical studies carried out. Next, we will discuss the implications of the

findings from the studies presented here in light of what they mean for the field of

consumer behaviour and consumer psychology. Then we will briefly cover the

limitations of the research conducted for this thesis and discuss directions for future.

Finally, conclusions are drawn from the work presented.

Overview of the Research Questions

The overall research question driving this thesis as set out in the first chapter

was whether shopping remains a gendered activity in the 21st century. The review of

the literature in the introductory chapter established that, for several decades,

consumer researchers seemed to believe that shopping was only something to be
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engaged in and enjoyed by women and this led to the conclusion by Lunt and

Livingstone (1992) and many others that shopping was and still may be a gendered

activity at least in the Western World. Only over the last decade or so have consumer

researchers started to acknowledge the fact that men as well as women may engage

in and enjoy shopping. Firat (1994) had argued that shopping has become an

acceptable activity for men as well as women (p. 216), and a decade later Holt and

Thompson (2004) and Schroeder and Zwick (2004) amongst others showed that men

have the propensity use compensatory consumption behaviours to reclaim lost

masculinity.

In addition to the main research question, each empirical chapter presented

here is driven by a supplementary related research question. First, Chapter 3 is driven

by the investigation of potential differences in how men and women experience

shopping. Next, Chapter 4 explores whether the difference in how men and women

experience shopping is simply a matter of different product involvement, and

whether product involvement increases shopping enjoyment and attitudes toward

shopping. Then, Chapter 5 continues with an investigation into men and women’s

concepts of shopping trying to answer the question; do men and women

conceptualise shopping in different ways? Finally, Chapter 6 asks how men’s and

women’s perceptions of shopping relate to what they think and feel about shopping.

Summary of the Findings

The Shopping Experience

How important the shopping experience can be for consumers was first

highlighted in the early 80s by Hirschman and Holbrook (1982) and Holbrook and

Hirschman (1982). About two decades later Campbell (1997) suggested that men and

women view shopping in different ways, with men seeing it as a chore and women as
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a leisure activity. The investigation of the shopping experience in Chapter 3

demonstrated that men and women described their past (positive and negative)

shopping experiences in very similar ways. Their descriptions of past shopping

experiences, both good and bad, revolved around both external and internal factors

and covered themes such as shopping under pressure, service quality and personnel,

and internal factors – such as self-perceptions. The only observed difference

between men’s and women’s descriptions of past shopping experiences was that as

part of internal factors – self-perceptions women described instances of negative

feelings when trying on and buying clothes. A majority of the women made

reference to such body image issues, whereas men did not mention this at all. This

suggests that women, more so than men, may use shopping to make themselves feel

better. They do this through buying goods for the purpose of enhancing their physical

appearance. An alternative explanation could be that this aspect of exhibited concern

over appearance is much more important to women than men, and that if they fail to

enhance their appearance shopping can become a much more negative experience.

Dittmar and Drury (2000) also observed this phenomenon when investigating the

difference in impulse buying between normal and compulsive shoppers; overall, they

found that women tend to focus their impulse purchasing on items that may help

them connect with other people and are more concerned with emotions and

appearance, while men focus their purchasing on goods that are more concerned with

‘personal identity’ and are functional items.

In contrast to these qualitative results we also found that men and women

seem to evaluate shopping as a general concept in very different ways than these

more specific descriptions of past shopping experiences. For the sentence completion

task men used significantly more negative words to describe shopping than did the
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female participants. Additionally, another question asked participants to rate their

enjoyment of shopping. Here again we found a significant difference between how

men and women evaluated shopping in a more general context, with women

reporting significantly higher enjoyment than men.

Product Involvement

The results from Chapter 3 suggest that the shopping experience may be very

similar for men and women. At the same time the results also imply that men still

refrain from admitting that they enjoy shopping, as they reported significantly lower

shopping enjoyment than women. This led us to the investigation of how product

involvement may be related to attitudes people hold toward shopping. The study in

Chapter 4 demonstrated that product involvement does seem to lead to a more

positive evaluation of shopping, but at the same time men once again reported

significantly lower overall shopping enjoyment in a more general context than didthe

women in this study.  This suggests that shopping enjoyment in a more general sense

does not seem to be linked to product involvement, but to something else instead. We

still cannot be sure what this something may be. However, it is possible that a

common perception about shopping still links the activity to only female behaviours,

and even though Otnes and McGrath (2001) and others as mentioned in the

introductory chapter argued against this gender bias, men may not actually want to

engage (or at the least admit to engaging) in behaviours linked so strongly to women.

These points were highlighted by Lunt and Livingstone (1992) and Campbell (1997)

when they argued that shopping is a still very much a gendered activity. Given this

inconsistency between the literature and our findings, we turned to a more thorough

exploration of the concept of shopping as this might elucidate more on the way that

men and women perceive shopping.
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The Concept of Shopping

The results of Study 3 suggested that the concept of shopping appeared to be

very similar in men and women’s minds. As mentioned previously, humans organize

objects in their minds by similarity and dissimilarity (Tversky, 1977) and therefore

Study 4 was designed to understand in more detail how both men and women

conceptualise shopping. Surprisingly, the MDS analysis showed that men’s and

women’s concepts of shopping are almost exactly the same. Both men and women

regarded the attributes of shopping in much the same ways. However, the EXTREE

solutions revealed certain differences. Considering the clusters of items from the

EXTREE solutions, the main aspects associated with shopping are: social aspects,

financial aspects, practical issues to do with actual making purchases and shopping,

and positive and negative feelings related to shopping. For women there was a clear

pattern surrounding the above aspects that are part of shopping, and thus items

relating to ‘having a fun day out with friends’ were clustered together in one group,

items to do with the financial aspects of shopping were in another group. This cluster

was combined with a large cluster that combined all the negative aspects of ‘being

out in the big city’. The last two clusters for women were about ‘practicalities of

shopping’ and ‘Christmas’. As mentioned before, the structure of the concept of

shopping for men was less clear; there was one cluster which seemed to describe

‘shopping as it is done by women’, followed by a cluster related to the ‘financial

aspects of shopping’, then a cluster with ‘positive emotions relating to shopping’ and

one with ‘negative emotions associated with shopping’ and finally one small cluster

relating to ‘the practicalities of shopping’. These aspects, combined with the findings

of the previous studies presented in this thesis, may also suggest that men and

women view shopping still as something done by women only. However, since the
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data collected in the studies in Chapter 5 do not allow drawing such conclusions the

final study was developed to understand more about what young men and women

think and feel about shopping, and how those thoughts and feelings may be related to

their attitudes toward shopping.

Perceptions of Shopping

The final study in Chapter 6 showed that there was a very strong stereotype

that was common to both men and women. Both male and female participants

seemed to have a very clear picture in their minds about the shopper and shopping.

As described in the previous chapter, the participants (both male and female) saw the

shopper first and foremost as a female and the fact that the female participants also

had this strong picture of a female in their minds led some of the women in the study

to feel more threatened by the stereotypical image of the shopper, which led them to

a very strong negative view of the shopper. However, since the shopper was seen as

typically female, the male participants had no such problem, and their stereotypes of

the shopper were mostly neutral or only slightly negative. This difference in identity

concerns between men and women may be the factor that maintains the apparent

differences in attitudes toward shopping and shopping behaviours between men and

women, despite the fact that both genders engage in these activities.

It seems that the answer to the main research question posed in this thesis is

both yes and no. On the one hand shopping is no longer such a predominantly

gendered activity, because just as past research (Otnes & McGrath, 2001; Bakewell

& Mitchell, 2004; Holt & Thompson, 2004 amongst others) had indicated, men do

actually engage in more shopping behaviours than they used to in the past. On the

other hand, in the minds of both men and women, shopping still is firmly regarded as

something that is strongly associated with the female sex.
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Throughout the studies conducted for this thesis, there has been a sense that

the perceptions that participants seemed to have about shopping were much more

related to the associations they seemed to make with the word shopping rather than

the actual activities associated with it. As such shopping as a consumption activity

seems to be only associated with women, and not at all with men. This was also

supported by the results of Study 5. It is possible that if we had used different

terminology to describe the consumption experiences we were interested in (e.g.,

buying items, making purchases), we may have obtained different results. And this is

a distinction to make in further research attempting to pursue this topic.

Implications of the Findings

Consumer Education

As briefly mentioned in the introductory chapter, the research presented here

does have important implications for a variety of different fields within the consumer

affairs domain and especially so in the current times of economic uncertainty. In

such uncertain economic times consumers become vulnerable, and therefore it is

much more important for researchers within the consumer affairs domain to know as

much as possible about consumers’ motivations for shopping. Having as much

information as possible about all consumers’ shopping behaviours can greatly

influence the successful development of consumer education programmes. The series

of studies presented here has demonstrated that a common perception or social

representation seems to exist that women still are the primary shoppers, as well as

being the ones who enjoy the activity the most. If this perception is also strong

amongst those developing consumer education programmes or materials they may be

in danger of targeting the material only at women. This could leave men without

advice they might need. Especially, since advertising and marketing campaigns are
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likely to become more aggressive, as this uncertain economic climate also affects

companies whose main purpose is to make a profit, even when consumers may not

have the same amount of disposable cash and can be affected negatively.

Therefore, the results from the studies presented in this thesis have important

implications for researchers in the consumer affairs domain, especially the “newer

wave” as described in the introductory chapter. We mentioned that a number of

researchers have put forward strong arguments that shopping should no longer be

regarded as a gendered activity, and that men participate in many shopping activities

as well now (Bakewell & Mitchell, 2004; Dholakia, 1999; Dholakia et al, 1995;

Fischer & Arnold 1995; Otnes & McGrath, 2001). The results from the studies

carried out in this thesis have only partly supported this notion. For example,

evidence from Study 1 showed for example that yes both men and women seem to be

engaging in shopping behaviours, and Study 2 showed that when involvement with a

product is high men even evaluate shopping in a much more positive way. But at the

same time, shopping as an activity was only rated favourably by the female

participants in the studies conducted. This suggests that yes men do shop, but for the

most part they do not enjoy it as a leisure activity in the same way as women do.

This supports the claims and findings of Lunt and Livingstone (1992) and Campbell

(1997, 2000) and other researchers who have argued that shopping is still very much

a gendered activity, much more so than the claims that shopping has become less of a

gendered activity in recent years.

Furthermore, Study 2 has shown that especially men particularly evaluated

shopping for a desired product significantly more favourably than shopping on the

high street or shopping online. At the same time men also rated shopping on the

Internet more favourably than they did shopping on the high street while women did
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not evaluate shopping on the high street and shopping online differently. This is

something that can be of use to marketers when developing new campaigns for

products especially when these are targeted at men. In that case, marketers could

ensure that any products men are more likely to be highly interested in are easily

available for them to purchase online. Dittmar et al. (2004) already noted that men

prefer shopping online and that women tend to prefer shopping in actual stores. It

seems that the actual interaction with the product is not as important for men during

the shopping process, as they can derive the information gained from this in other

ways (e.g., online product reviews). As mentioned before, Otnes and McGrath

(2001) also noted that for men achievement is very important when shopping, and it

is possible that shopping in stores where other people are present could therefore be

distracting for men. For women this is different because for them shopping can serve

many different functions in different situations. The focus group discussions in Study

5 provided good supporting evidence for this. Especially in the all female group, as

the young women made very clear distinctions between shopping situations in which

the primary focus was to make purchases versus those shopping situations where the

primary focus was to spend time with their friends. So one of the main differences

between men and women and their shopping behaviours seems to be that for men

achievement is the most important part of shopping, because they see shopping as a

means to an end, while for women shopping can be a means to an end when they

have a specific purchase to make, but it can also be an end in itself. The focus group

discussions also made it very apparent that for young women in particular the social

aspect of shopping can be a very important way of socialising with friends, but at the

same time the young women in the focus group also differentiated going shopping

with friends from shopping for a purpose.
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Compulsive Shopping Behaviour

A large amount of research also exists on gendered compulsive shopping;

Koran et al. (2006) estimated that at least in the US there is about the same

prevalence of compulsive buying behaviour in men and women. The more research

uncovers about both men’s and women’s shopping behaviours and motivations the

better it will be for any interventions that are developed in order to help patients

overcome compulsive spending behaviour. This could also be related to Otnes and

McGrath’s (2001) argument that men shop to win. Other research has also shown

that men tend to be more competitive in other domains, and especially so with other

men (Cashdan, 1998). It is reasonable therefore to argue that for those men who are

concerned with higher status objects to impress others, shopping can get out of hand

as easily as it could for women. This is because men might be more likely to buy

items which are of better quality and therefore more expensive, as these would be

most likely to impress others, while women are much more likely to buy items which

are concerned with their appearance and which help them connect with others. These

are important considerations when addressing compulsive behaviour in men and

women, as it seems that both sexes have very different motivations for making

impulse purchases (Dittmar & Drury, 2000; Dittmar, et al, 1995).

As mentioned before, the terminology surrounding consumption activities

can be heavily laden with meaning and suggest something concerning the female.

This was something that especially surfaced in the focus group discussions in Study

5. The word shopping conjured up many different things, but the most interesting

finding was that all of the things were related to something women do. This was a

trend that earlier studies in this thesis had pointed at as well, but only the discussions

in Study 5 confirmed these suspicions. This is a very important consideration for
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future research. The terminology used when describing the different shopping

scenarios seems to be as important as any other methodological consideration made

when designing a study investigating consumer behaviour, because ‘going shopping

for something’ and ‘buying something’ may appear to be the same in meaning, but

for participants these may be very different concepts.

Marketing and Retailing Industry

Surely the marketing and retailing industry may also be interested to know

more about how consumers are behaving in the market place and even more so when

economic times are difficult. Advertising campaigns need to become much more

considered, and targeted more appropriately to the correct target groups as it

becomes more and more difficult for especially smaller less established companies to

deal with the aftermath of the economic downturn. For these companies information

as that gathered in this thesis can be vitally important as they can learn more about

how (especially) young men and women think about the market place and consumer

activities, so these companies can produce more appropriate campaigns to appeal to

these consumer groups. The studies presented in this thesis have shown that overall

men tend to think about shopping much more negatively than women do, however

once the context of a specific shopping episode is introduced as we did in Study 2,

men were able to think about shopping in a more positive way. Therefore it may be

important for marketers and retailers to focus much more on the products when they

are designing campaigns targeted at men, while they should be highlighting the

social aspects of the whole shopping experience when targeting women. This point is

also supported by the findings of Study 5. As for the male participants shopping was

much more about the final outcome (i.e. the product they were looking for) while for

the female participants the overall experience of shopping and socialising was almost
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as important as the end product. The young women in the focus group study made a

distinction between shopping for something specific and just shopping around;

shopping around can be done with a group of friends whereas shopping for

something specific seems to much more focused activity where only very specific

people are allowed to help.

Limitations

This thesis set out to explore potential differences and similarities between

men and women in the context of shopping. Conducting research on differences and

similarities between men and women on any variable is always a challenge,

especially when considering as mentioned before that women in general tend to be

more co-operative (Fife-Shaw, 2003) and give more of both time and money. These

two facts combined can account for why there was such an oversubscription of

female participants in this thesis. If women are more inclined to donate their time,

they may also be much more likely to respond to a call for research participation.

This tied up with the topic of investigation in the present thesis can make it even

more challenging for any researcher. Shopping as a topic is often trivialised which

can also make it more difficult to recruit people who will actively engage with the

material presented to them during a study. This could be addressed by using a more

diverse set of products and shopping experiences in study scenarios, which would

apply to both men and women. For example to gain a greater understanding of the

shopping processes men and women engage in, a study could use shopping scenarios

and types of products appealing to men and women. So for men, the scenario could

include shopping on the Internet for technological goods, or shopping for cars, as

these have been associated more with men.
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In addition, the studies presented here rely mostly on self-report data. It is

possible that demand characteristics interfered with participants’ responses to some

of the questionnaire items, but this is always an issue with human participants in

research. We can never know with absolute confidence whether what participants say

in a research setting is the same as what they would do in a normal day to day

setting. Hopefully, conducting the studies via the Internet has helped to reduce this

inconsistency, since all participants were reassured at the beginning of any study

they participated in that their responses would be stored apart from any identifying

data. But since most studies were conducted via the Internet it would be difficult to

verify the truth of the answers provided. Also, it would be difficult to verify that

participants really are who they claim to be. For example the studies presented in

Chapters 3 and 4 asked participants to indicate whether they were males or females,

however this cannot be verified due to the way the studies were conducted. However,

it seems unlikely that participants would have given untruthful answers when they

had already taken the time to fill in the survey (all demographic questions were

presented towards the end of the questionnaires), therefore we assume that few, if

any, of the participants gave misleading information. Social desirability biases

(Fisher, 1993) may have influenced the findings in some of the studies in this

programme of research, more than demand characteristics. As we have seen in the

studies presented and previous research, shopping has been and still seems to be very

much associated with women, and therefore both men and women may have been

responding to the questions asked in the studies much more in line with what they

thought were acceptable gender-roles (i.e., women may have exaggerated their

enjoyment of shopping, while men may have exaggerated their hatred of shopping).

However, by using a multi-method approach we hope to have minimised these
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problems, for example by conducting the majority of the studies online and by using

some less direct methods such as those used in Chapter 5. It is only in the focus

group study that the identity of the investigator is likely to have had much impact on

the salience of gender.

Furthermore, as mentioned before it is possible that the results of the focus

group study in Chapter 6 were somewhat influenced by the use of the card sorting

task at the beginning of each focus group, due to the way the items used for the task

were generated in Study 4. In general the use of such ice-breaker tasks is useful in

getting the group to talk to each other and also to help them generate some ideas for

the discussion, however because in the item generation task in Study 4 more female

participants responded to the survey, it might have inadvertently led the focus group

participants to view shopping as a female activity and therefore they may have talked

about shopping in a more gendered fashion than they might have done without this

initial task.

The fact that the majority of the participants in this programme of research

were drawn from the undergraduate population at a fairly high ranking UK university

also needs to be taken into account. Such a group of students obviously would think

about shopping differently than the average person, or even than a group of

participants drawn from a lower ranking university. This is something that shall be

addressed in a more considered fashion in future research.

Future Research Directions

The limitations of the focus group study reported in Chapter 6 could be

addressed in future studies with more time and other resources by improving the

design in the following ways. A large focus group and in-depth interview study could
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be set up addressing similar issues, but using more participants from varying

backgrounds and age groups. In addition to answering the questions posed in Chapter

6, such a design could also help answer more detailed questions about how shopping

behaviour changes across the life cycle. For example, it makes sense that younger

people are more preoccupied with shopping - defined by the majority as clothes-

shopping -as a leisure activity, because they are still negotiating their identities. At

the same time it makes sense to argue that once people are getting to the point in

their lives where they are settling down and starting a family, they become less

engrossed with establishing their identities and therefore also less concerned with

clothes shopping as a leisure activity. There is a possibility that at the time of

building a family and home together, especially younger couples, may replace the

identity enhancing types of shopping (e.g., clothes shopping) with shopping for

home-related products. However, it would be interesting to see whether this changes

again once people reach retirement age, where a shift occurs from the work life to a

non-work life. Usually at this point children would have left the house as well, so

there would be more time and potentially more money for recreational shopping once

again, particularly since the money that may have been spent on children before

could now be spent on oneself again.

There is also the necessity to investigate the meaning of the word shopping

more closely. There seems to be a very strong association between the word

shopping and the female, and therefore it would be worthwhile to design a larger

programme of study to understand this relationship better, as well as the concept of

shopping. The most suitable way to investigate this further would be to develop a

larger programme of research to investigate the concept of shopping as seen by men

and women fully. The studies presented in Chapter 5 can be seen as a useful
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beginning in such an endeavour, and we mentioned the work of Fehr (1994), Russell

and Fehr (1994) and Dube and Bel (2003). Based on their investigations of the

concepts of love, anger and pleasure, a whole programme of research could be

developed to explore the concept of shopping. The first steps would be a replication

of the item generation task in Phase 1 of Study 4 with a more balanced sample in

terms of gender and age to see if this would produce the same or a broader set of

dimensions of shopping than we found in this study. Following on from that, studies

could be developed to test the dimensions identified in Chapter 5. Until more is

known about the concept of shopping and how it may influence the way men and

women think and feel about it, it is relatively impossible to know why there are such

strong associations between the word shopping and women’s activities. The studies

presented in this thesis have only lightly scratched the surface of what seems to be a

much deeper issue. Therefore it is important that future research acknowledges the

importance to investigate the issue of gendered shopping in a much more rigorous

way before drawing conclusions about how male and female shopping behaviours

may have changed over time.

Conclusion

To conclude, the work for this thesis was inspired by certain paradoxes that

seemed to exist in the field of consumer research. Previous work conducted by the

present author did not seem to support the claims made by the “new wave” of

consumer researchers that shopping was an activity involving men just as much as

women. Findings from that earlier focus group study showed how much women

disliked shopping with men (see Chapter 1 for more detail on this). The studies

presented here have demonstrated that indeed men do participate in shopping

behaviours, but at the same time they still seem to be very reluctant to admit that
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they actually shop, and even less that they may enjoy shopping. Studies 1 and 2 have

shown this; men have repeatedly rated shopping much less favourably than women,

even though there were very few actual differences between how men and women

described the shopping experience.  It may be that this could be due to the fact that

for men shopping is much more a means to an end or a necessary evil that must be

endured to get the products they want, much in line with Campbell’s (1997)

argument that men and women have contrasting ideologies of shopping. Men see it

as work, while women see is as a leisure activity, which supports the fact that women

are much more likely to admit that they like or even love shopping. At the same time

women also seem to be able to derive much pleasure from the mere process of

shopping, whereas for men it seems to be  the product they want to buy, which they

derive this pleasure from. This may be the reason men evaluated shopping for a

desired product so much more positively than shopping on the high street or

shopping online in Study 2.

The most interesting and surprising finding from the work presented was however,

the way women’s identities seemed to be severely threatened by the perception of the

shopper, which, for both men and women is a woman, particularly one that

represents a fashion victim (see Chapter 6). And it seems to be these concerns for

female identity (as separate from the shopper) that appear to keep the idea, that

shopping is a female activity only, alive. For men, however, it did not seem that their

identity was tied up with their idea of the shopper. In conclusion, this programme of

research as shown that as a general concept shopping is still a very gendered activity,

even though when considering results from studies 1, 2, and 5 presented evidence

that younger men also engage in more shopping behaviours. Thus, we can say that
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shopping in the 21st century is much less of a gendered activity than it has been

viewed from the early 90s onwards by researchers in the field of consumer research.
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APPENDIX B – QUESTIONNAIRE STUDY 1

What is shopping like for you?
This is a survey about how people experience shopping

SECTION 1

A) Think about shopping. Like anything else you’ll have had good times and bad
times. We are interested in you and what you think and how you feel about the
activity.
In this first question we want you to tell us about your thoughts and feelings. To do
that we would like you to complete the following sentence, but don’t think too hard
about it as we are interested in the first feelings that come to your mind. Try to
complete at least three of them, and all five if you can.

Shopping is:
Shopping is:
Shopping is:
Shopping is:
Shopping is:

SECTION 2

B) For this question please take a few moments to think about the most unpleasant
shopping experience you have ever had and then try to describe it in as much detail
as you can. We are interested in what made the experience so unpleasant. Here are a
few questions you might want to consider (but please do not feel limited by them!):
1) Who did you go with? 2) When did you go? But as before do not think too hard
about it as we are interested in the first thoughts and feelings that come to your mind.
Please write your answer here:

C) Now think about the most pleasant shopping experience you have ever had and
then try to describe it in as much detail as you can. Just as before we are interested in
what made the experience so pleasant. To help you in your response, here are a few
questions you might want to consider (but please do not feel limited by them!): 1)
Who did you go with? 2) When did you go? But just like before do not think too hard
about this as we are interested in the first thoughts and feelings that come to your
mind.
Please write your answer here:

D) This question is a little bit different. Here I would like you to describe what your
ideal shopping experience would be like. To make it easier and more realistic
imagine that you have £2000 to spend as you want. Tell us about how you would
spend it? (i.e. What would you spend it on? Where would you go? etc.)
Please write your answer here:
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SECTION 3

E) Now please rate your overall enjoyment of shopping (on the scale below).

I hate
it!

1 2 3 4 5 6 7 I love
it!

SECTION 4
Demographics

In this section we would like you to give us a bit more information about yourself.
All answers will be kept strictly confidential and all identifying information will be
stored separately from your responses. These questions are only used for the purpose
of data analysis.

F) Are you (please tick one)?
Male
Female

G) What is your birth date?

H) Where are you from?

SECTION 5
Comments

Should you have any comments that you think might be helpful to me please add
them in the space provided below. Thank you again for participating in this research.
Your help is greatly appreciated. Please do not forget to submit your responses by
clicking the "submit" button on the next page.
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APPENDIX C – QUESTIONNAIRE STUDY 2
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APPENDIX D – SELECTED OUTPUT FROM SPSS

Reliability analysis for the Shopping Enjoyment Scale used in Study 4.1

Reliability Statistics

.926 8Cronbach's
Alpha N of Items

Item-Total Statistics

27.1706 83.065 .733 .601 .918

26.8941 79.077 .762 .671 .916

26.4706 80.653 .754 .640 .916

26.6000 76.963 .818 .692 .911

25.9412 83.855 .657 .488 .923

26.4059 77.047 .778 .659 .915

26.3118 77.281 .795 .664 .913

27.0471 79.643 .704 .553 .920

I enjoy
shopping
more than
most people I
know
shopping is a
good way for
me to relax
shopping
picks me up
on a dull day
I love to go
shopping
when I can
find the time
shopping is a
waste of my
time
shopping is
not a way I like
to spend any
leisure time
shopping is
not
entertaining to
me
shopping is
not one of my
favourite
activities

Scale Mean
if Item

Deleted

Scale
Variance if

Item Deleted

Corrected
Item-Total
Correlation

Squared
Multiple

Correlation

Cronbach's
Alpha if Item

Deleted
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Paired Samples t-tests for Study 4.1
For women

Paired Samples Statistics

46.6765 102 10.54191 1.04380
47.6667 102 8.31119 .82293
46.6765 102 10.54191 1.04380
56.2059 102 8.82765 .87407
47.6667 102 8.31119 .82293
56.2059 102 8.82765 .87407

HIGHSTSHOP
ONLINESHOP

Pair
1

HIGHSTSHOP
SHOPFORPROD

Pair
2

ONLINESHOP
SHOPFORPROD

Pair
3

Mean N Std. Deviation
Std. Error

Mean

Paired Samples Test

-.99020 13.56064 1.34270 -3.654 1.673 -.737 101 .463

-9.52941 12.27467 1.21537 -11.94 -7.118 -7.841 101 .000

-8.53922 9.22724 .91363 -10.35 -6.727 -9.346 101 .000

HIGHSTSHOP -
ONLINESHOP

Pair
1

HIGHSTSHOP -
SHOPFORPROD

Pair
2

ONLINESHOP -
SHOPFORPROD

Pair
3

Mean
Std.

Deviation

Std.
Error

Mean Lower Upper

95% Confidence
Interval of the

Difference

Paired Differences

t df
Sig.

(2-tailed)

For Men

Paired Samples Statistics

42.9565 69 8.61503 1.03713
47.3478 69 8.53337 1.02730
42.9565 69 8.61503 1.03713
53.9710 69 8.94587 1.07696
47.3478 69 8.53337 1.02730
53.9710 69 8.94587 1.07696

HIGHSTSHOP
ONLINESHOP

Pair
1

HIGHSTSHOP
SHOPFORPROD

Pair
2

ONLINESHOP
SHOPFORPROD

Pair
3

Mean N Std. Deviation
Std. Error

Mean
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Paired Samples Test

-4.39130 13.73940 1.6540 -7.692 -1.09074 -2.655 68 .010

-11.014 10.08128 1.2136 -13.44 -8.59271 -9.076 68 .000

-6.62319 12.37063 1.4892 -9.595 -3.65144 -4.447 68 .000

HIGHSTSHOP -
ONLINESHOP

Pair
1

HIGHSTSHOP -
SHOPFORPROD

Pair
2

ONLINESHOP -
SHOPFORPROD

Pair
3

Mean
Std.

Deviation

Std.
Error

Mean Lower Upper

95% Confidence
Interval of the

Difference

Paired Differences

t df
Sig.

(2-tailed)

INDSCAL analysis Study 5.2

Case Processing Summary

60
2

30
1740b

0
870

Cases
Sources
Objects

Total Proximities
Missing Proximities
Active Proximitiesa

Proximities

Active proximities include all non-missing proximities.

a.

Sum over sources of all strictly lower-triangular and
strictly upper-triangular proximities.

b.

Stress and Fit Measures

.07885

.28080a

.69615a

.18447b

.92115

.95977

Normalized Raw Stress
Stress-I
Stress-II
S-Stress
Dispersion Accounted
For (D.A.F.)
Tucker's Coefficient of
Congruence

PROXSCAL minimizes Normalized Raw Stress.
Optimal scaling factor = 1.086.

a.

Optimal scaling factor = .920.

b.

Dimension Weights

.472 .473

.472 .471Source
FEMALE
MALE 1 2

Dimension
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Dimension 1
0.50.40.30.20.10.0

D
im
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on
 2

0.5

0.4

0.3

0.2

0.1

0.0

MALE

FEMALE

Dimension Weights
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EXTREE Common Features Study 4

For women

extree analysis (EXTREE version 1.5):
Ivonne (50 females sorting 30 exemplars on shopping

final set of marked features:

feature  objects sharing feature
------- -----------------------

C     [ gathering information, browsing , making purchases ]

D     [ mood changing, fun , exciting , enjoyable ,    pleasure]

E     [ mood changing , fun , exciting , enjoyable ,

Having a break ,   pleasure , ]

H     [ people/crowds , tiring , time consuming , boring
busy , ]

I     [ big cities , day out , ]

N     [ making purchases , gathering information,

walking around ,   browsing , ]

O     [ tiring , time consuming , boring , busy,

people/crowds , Big cities , ]

U     [ big cities , friends , day out , ]

X     [ making purchases , having new things , ]

Z     [ clothes , bags , food , ]

D     [ money , debit/credit cards , making purchases, ]

G     [ mood changing , fun , exciting , girly, friends ,

enjoyable , day out , having a break , pleasure ]

J     [ having a break , gathering information, walking around

browsing , ]

K     [ people/crowds , mood changing , tiring , time

consuming ,     boring , busy , ]
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For Men

extree analysis (EXTREE version 1.5):
Ivonne (50 males sorting 30 exemplars on shopping)

final set of marked features:

feature  objects sharing feature
------- -----------------------

C [ girly , fun , exciting , mood changing , enjoyable ,

pleasure , tiring , boring , ]

H     [ girly , mood changing , tiring , time consuming ,

boring , ]

N     [ presents , food , clothes , bags , ]

O     [ big cities , walking around , friends , day out ,

Having a break ]

U     [ time consuming , expensive , ]

X     [ people/crowds , tiring , time consuming , boring

busy , ]

Z     [ expensive, tiring , time consuming , boring ,]

A     [ expensive , tiring , time consuming , boring ,

busy , ]

D     [ walking around , day out , having a break , ]

G     [ clothes , bags , changing rooms , money ,

debit/credit cards ,    having new things , presents ,

making purchases , bargains ,  Christmas ,

expensive , food , ]

J     [ people/crowds , friends , ]

K     [ clothes , presents , ]
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APPENDIX E – QUESTIONNAIRES STUDY 3
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APPENDIX E – STUDY 4 PHASE 1 ITEM GENERATION TASK

Section 1

Before we start we would like a bit more information about you, which will help us
organise the data:

How old are you? _________________________

Are you? Please circle one

Male Female

Section 2

In this study we are interested in how you define a certain concept. For
example, if we ask you to think about PLEASURE, you might write down:
vacation, fun, sexual pleasure, freedom, music, and so on. The concept we are
interested in, in this study is SHOPPING. What does SHOPPING mean to
you? Please write down whatever comes to mind when you think of
SHOPPING. Write down anything you can think of, positive or negative.
There are no right or wrong answers. We just want to know what comes to
YOUR mind when you think about SHOPPING.

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
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APPENDIX F – STUDY 4 PHASE 1 DEBRIEF

Once again thank you very much for participating in my study, which is part of my
PhD work. My research mainly focuses on shopping behaviour, and more
specifically on how men and women shop, and what their motivations are. I am not
interested in mundane everyday behaviour, but in the fun side of shopping, the kind
you do in your free time or when you buy things that you want, which is often called
recreational shopping.

Additionally I am interested in finding out what the differences and also the
similarities are in men and women’s attitudes towards and motivations for shopping.
And to start I need to know how people define what shopping is. That’s what this
study will do.

For some people shopping might just be a simple exchange of money for goods, but
for other people there might be a lot more involved to make an activity shopping.
These hedonic aspects of shopping have been explored before, but no one has ever
defined shopping properly.

If you are interested in knowing more about this, there will be a second part to this
study and you are welcome to participate. It will involve a simple card sorting task,
and you can earn research credits for it depending on how long it takes you to
complete the task. If you would like to know more about this, or would like to
participate in this research please contact me at the following email address:
i.hoeger@exeter.ac.uk and I will also be advertising it on the research participation
board when I am ready to collect data.

Thanks,

Ivonne Hoeger

mailto:hoeger@exeter.ac.uk
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APPENDIX F – STUDY 4 PHASE 2 FREE-SORT

Hello and thank you for agreeing to take part in this study.

First I want you to know that in this study there are no right or wrong answers, I am
purely interested in how you sort words belonging to a particular concept into
different groups, if any. There can be as many or as little groups as you think there
should be.

I will give you a set of cards with 30 different words on it all relating to the concept
“shopping” these are items that have been generated in a previous study. I would like
you to take about 15 minutes to sort these into groups according to similarity of these
items. As an example if you had the following list of words: chair, arm chair, sofa,
table, desk, book shelf, you might sort them into three groups, 1 chair like, 2, table
like, 3 shelf like. Again there is no right or wrong answer here I am interested in how
you would sort them.

Once you are done sorting them, turn the cards over (pay attention that you don’t get
the groups mixed up) and find the numbers on the back of the cards and write them
down on the sheet I gave to you according to the groups you’ve sorted them in (the
group number is irrelevant).

When that’s done please return the stack of cards and the answer sheet to me and you
are free to go.

Thank you again for your help.

Ivonne Hoeger
PhD Candidate
School of Psychology



Appendixes

193

Hello and thanks for agreeing to participate in my study, your help is
greatly appreciated!

Please answer the following questions before you start with the rest of
the experiment:

1) How old are you? ____ years

2) Are you? Male Female

3) What school are you studying in?

Group 1 ___________________________________________________
Group 2____________________________________________________
Group 3____________________________________________________
Group 4____________________________________________________
Group 5____________________________________________________
Group 6____________________________________________________
Group 7____________________________________________________
Group 8____________________________________________________
Group 9____________________________________________________
Group 10___________________________________________________
Group 11___________________________________________________
Group 12___________________________________________________
Group 13___________________________________________________
Group 14___________________________________________________
Group 15___________________________________________________
Group 16___________________________________________________
Group 17___________________________________________________
Group 18___________________________________________________
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APPENDIX H – STUDY 5 FOCUS GROUP RECRUITMENT FLYER

Study volunteers wanted

To be involved in a study about shopping.

To participate in a focus group discussion

about

SHOPPING HABITS, IMPULSIVE BUYING, STEREOTYPES
SUROUNDING SHOPPING AND WHAT COMES TO MIND WHEN YOU

THINK ABOUT SHOPPING

All you will have to do is sit in a room with a few other people and talk about
your experiences of shopping for about 1 hour.

If you are interested, please contact Ivonne Hoeger (School of Psychology,
University of Exeter) I.Hoeger@exeter.ac.uk, or Dr. Carole Burgoyne (School of

Psychology, University of Exeter) C.B.Burgoyne@exeter.ac.uk for more
information.

mailto:Hoeger@exeter.ac.uk
mailto:Burgoyne@exeter.ac.uk
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APPENDIX I – FOCUS GROUP CONSENT FORM
PURPOSE OF STUDY:

This focus group study is part of work being conducted for my PhD work which

focuses on consumer behaviour and stereotypes surrounding this. This study will

pose as the final part of my PhD work and will hopefully help me answer some of

my remaining questions, as well as support results from previous studies.

PROCEDURES:

Taking part in this study will involve taking part in a focus group discussion. For the

purposes of my research, and with your consent, I would like to tape record and

transcribe the focus groups. The tapes will only be heard in full by the investigators

for the purposes of transcription and analysis, and any information that could identify

you will be removed. All information provided by you will be kept strictly

anonymous and will be treated as strictly confidential, and the recordings will only

be used for the purposes stated above and in accordance with the ethical standards of

confidentiality that govern psychologists. Short excerpts from the focus groups may

be use in written or oral presentation; however any identifying information will be

removed prior to that and the excerpts will only be tagged with your age and gender.

Your name and contact details will never be stored together with the focus group

data and will be destroyed at the end of the study.

If you have any questions about the study, please ask them before signing the

consent form.

Thank you for agreeing to take part in this research. Before we begin I would like to

emphasise the following:

 Your participation is completely voluntary
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 Any information provided by you in this focus group will be kept

anonymous and confidential

 You are free to refuse to answer and of the questions

 You are free to withdraw from this study at any point and without prejudice

CONSENT

I give my informed consent to participate in the focus group study about

‘Experiences of shopping’. I have read and understood the consent form. Upon

signing below, I will receive the tear-off copy of the consent form from the study

investigator.

Name

(printed):_______________________________________________Date:_________

_

Name

(signature):_________________________________________________________

Investigator:_________________________________________________________

------------------------------------------------------------------------------------------------------
----
CONSENT

I give my informed consent to participate in the focus group study about

‘Experiences of shopping’. I have read and understood the consent form.

Name

(printed):_______________________________________________Date:_________

__

Name

(signature):_________________________________________________________

Investigator:_________________________________________________________
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APPENDIX J – FOCUS GROUP SCHEDULE

1) Start the focus group with the card sorting activity

a. These are 30 words or phrases which have been produced in a

previous study and all of these words or phrases are in some ways

related to shopping. Take a few moments to sort them into groups.

You can have as many or as few groups as you think is necessary.

2) When everyone is done we talk about the criteria used to sort them

a. Please explain your different groupings

3) So when I say shopping what comes to your mind?

a. Make sure we don’t talk about grocery shopping or other routine

things.

4) Why do people shop?

5) And when I say shopper?

a. If they come up with the stereotype then ask why that was what came

to mind. Where does the stereotype come from?

6) Do you like shopping?

a. Why/why not?

7) Do you go shopping often?

8) What sorts of things do you buy?

9) Do men shop?

a. Why?

10) Do women shop?

a. Why?

11) The differences between shopping and buying
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a. This was mentioned in the first group so has been added to the topic

guide for the next two sessions

12) How do you feel about shopping with other people?

a. Make them elaborate

b. Who do they like shopping with

c. Who do they hate shopping with

d. Why?

13) What do you think about this picture?

14) At the very end maybe also do the card sort again to see if anything has

changed in the groupings
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APPENDIX K – FOCUS GROUP TRANSCRIPT MIXED FOCUS GROUP
SESSION

Experimenter: ok to start turn over the cards in front of you and just have a look at
them all spread them out there is 30 of them and they are all words or phrases that I
have got from a previous study and these are all related to shopping in some way or
another. And what I would like you to do is sort them into groups. If you think they
all belong into one group you can have one group and if you think none of them are
related to each other sort them into 30 groups.

Everybody done?

Who had one or two they couldn’t put into a group? Which ones did you have that
you couldn’t put into a group?

Emma: um browsing and gathering information…

Experimenter:  ok can you explain your groupings to us and tell us why you put the
two that you didn’t know what to do with into those groups?

Emma: well this is to do with money so browsing usually involves spending money
at the end of it… um… and then gathering information wasn’t really sure but these
all like things like clothes, food and bags so gathering information with that items to
buy wasn’t really sure.

Experimenter: ok and how about that last group?

Emma: um that’s how you’re feeling when you’re doing it when you’re shopping

Experimenter: ok… how about you?

Christina: um I couldn’t find a place for mood changing or big cities um and my
groupings basically money what I think shopping should be like how I know my
friends find shopping what I find shopping um like practicalities food having a break
and then my two I don’t know where they go.

Experimenter: why did you call that group how shopping should be?

Christina: because that’s how I know that girls are supposed to find shopping (ironic
tone) like with their friends and girly and all of those things um… and how all my
friends want me to be basically

Experimenter: ok but you’re not like that?

Christina: I’m not like that

Experimenter: ok and how about you? You said you had some odd ones out as
well…
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Robert: um yeah well gathering information and girly cause girly I think shopping
can be girly but it doesn’t really go with any of my other groups and I never go
shopping to gather information… really… then my groups are um what I what I do
when I am shopping like browsing, making purchases… what I buy like Christmas,
presents, food, clothes. Um these are the enjoyable things about shopping… well
what can be enjoyable about shopping … oh no wait these are the things that aren’t
enjoyable about shopping and these are the enjoyable things about shopping…

Experimenter: what are the things that aren’t enjoyable about shopping? What did
you put in there?

Robert: um expensive, busy, mood changing, cause it puts me in a bad mood uh…
boring, people/crowds, tiring, and time consuming. Then there are things that can be
enjoyable like bargains, fun, friends, day out, enjoyable. And then these are just
things that I associate with going shopping like changing rooms, money, bags, credit
cards, and then the other two that I couldn’t group.

Experimenter: ok… all right how about you? How did you group your cards?

Jenny: um different types of shopping cause I have like Christmas shopping, and
then normal clothes shopping and then food shopping and then just like going into
town just to look and…

Experimenter: ok what’s the two that you put together there on the side?

Jenny: um boring and food… food shopping

Experimenter: ok why did you put those together? And into its own group?

Jenny: um because like food shopping in a supermarket I don’t associate with going
clothes shopping and things…

Experimenter: ok how about the next one? How did you group your cards?

Michael: I’ve only got 2 groups… this group were the things that I find are
necessities of shopping and all the rest of them I would just wouldn’t associate them
with shopping cause they don’t attract me into that particular area

Experimenter: ok which ones did you put into the necessities?

Michael: um the necessities are the bargains, the money, the credit card, um the time
consuming, food and tiring… also put mood changing in there (inaudible) cause
sometimes it cheers me up if I find a good bargain makes me  happy other times it
makes me crazy so that… those things I know they happen when I go shopping  and
then the things I have to deal with whereas these things I just…. I wouldn’t even
consider them shopping if for instance it’s busy I don’t go shopping, I don’t like
going shopping for clothes, I don’t associate shopping being girly, or enjoyable or
pleasurable or any of those kind of things it’s not an activity that interests me at all

Experimenter: ok yeah that’s fine… how about you?
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Ryan: um I did a little bit more objectively um this group is basically sort of
insignificant things associated with shopping so I put everything that I found to be
just a necessity nothing nnnn not necessarily to do with shopping but some things
that happen and and not necessarily involved in buying anything so walking around
um busy having a break things like that. This group was um things that I do associate
with shopping um and yeah things that happen when you do go shopping so there is
the credit cards, money, bargains, making purchases, having new things. Um this
group is basically describing words so words that could describe how people feel
about shopping um so not necessarily what I think cause there is boring, there is fun,
there is pleasure, there is tiring so there is kind of a mixture. This one um is sort of a
subgroup of the insignificant things really just things that ummm… like objects and
places that are associated with shops so changing rooms um and other things such as
yeah the objects so clothes. Um and then the last group was kind of the three that I
had left over that seemed to go together which were friends, presents and Christmas
which I suppose I could call……….. optimistic group of sort of words associated
with shopping.

Experimenter: (nonverbal agreement) why… that second to last group why didn’t
you put it in with the first one?

Ryan: because I found that these are very much associated with shopping these are
not necessarily associated with shopping so they can be but they are not um
necessarily… so time consuming I mean shopping can be kind a time consuming but
it doesn’t always have to be big cities, they are not always in big cities walking
around it does walking around but you know um… people and crowds, having a
break, you don’t have to have a break whereas these are things that actually like
always… well it’s difficult I can’t, I’m trying to not to generalise here but bags,
food, changing rooms, clothes… I find that they are almost certainties in a way.

Experimenter: ok …. And how about you?

Martin: uh I grouped mine into three groups ummm the groups are depending on
whether they’re just neutral terms like these ones in the middle or whether they have
positive connotations or negative connotations. Uh so for the first group I have things
like credit cards, money, time consuming, expensive. And for the positive group
there is fun, exciting, day out, bargain… and in the middle there is just kind of terms
that have no sort of indication of whether they’re good or bad like changing rooms,
bags, clothes, walking around, ect.

Experimenter: ok all right… um when I just said shopping what did you think about?

Robert: I thought about groups of girls with loads of bags, enjoying it

Christina: I thought about that big group (pointing to her cards) that I don’t like.
Exactly what he said like girls shopping loud like busy and they’re all screaming and
ugh…

Martin: I thought about Tesco
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Ryan: I didn’t associate food with it at all. It was yeah very much kind of shopping
clothes shopping

Emma: spending lots of money

Ryan: but not necessarily that I’d do it, but just that’s how I associated it

Michael: mine was totally food. That’s always interesting (laughing). I don’t get any
kicks out of going shopping at all. It’s a necessary evil. Um and when I go shopping
I think what drives me mad about food shopping is when they shift the thing from
where I expect it to be… moved the bread to a different aisle that drives me mad. So
it’s a necessary evil I just have to go in and get my food and leave. It’s ideal.

Martin: I can kind of see it as a hobby. I can understand that people have it as a
hobby and it’s it can be a fun thing to do as in and … some people find it interesting.
It doesn’t really interest me that much. But then I am sure there are things that I
mean that it wouldn’t interest anyone else either.

Ryan: I think the reason that I didn’t associate food with the word shopping was
because I see food as something that has to be done whereas shopping I see as a um
like a hobby like a pleasure activity not necessarily for me I’m talking quite
objectively here but so … if I never went clothes shopping again it wouldn’t really
bother me that kind of yeah but whereas food is more necessary.

Experimenter: how about the rest of you?

Christina: I really enjoy food shopping (laughs) like that’s the only like shopping I
really enjoy so I can see there is a point to it like I know that if I buy nice food then I
can have a nice meal and that will make me happy whereas if I go setting out like to
buy and outfit I know it will just end in a disaster. I end up like being worse off
money wise… I get really angry with myself and everyone around me and the outfit
will look rubbish cause I am not focused on like a happy I’m not in a happy frame of
mind so…

Robert: food shopping is a lot easier which is why I like it. Say I was going out to
buy stuff for a meal I know exactly what I am going to get so I can just get it straight
away but if I go out shopping thinking like I want a pair of jeans I can’t just go to
one place and not care, I have to look around different shops to find a pair I like and
that’s annoying

Emma: that’s the fun bit

Robert: especially when you can’t find something

Emma: food shopping is I find it really boring (Jenny agrees) and shopping for
clothes is fun cause I dunno just lots of options

Experimenter: what makes it fun? For you?
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Emma: if like you’re on your own it’s not fun but if you’re there with your friends I
dunno it’s just a nice day out just enjoyable to buy new things and be with your
friends

Jenny: it’s not even buying things sometimes you just wanna go and try things on
(Emma agrees)

Emma: just looking around (Ryan: laughs)

Martin: food shopping can be fun dessert shopping is fun serious cake shopping is
fun

(Jenny: food shopping with my parents, I like food shopping with my parents)

Ryan: because they pay

Everyone agrees laughing

Experimenter: so what makes it so horrendous for you? The idea of having to go
shopping

Christina: well there is like this big expectation of me because I’m a girl and like all
of my friends if they say well they are not really my friends cause I don’t like going
shopping (laughing) but like if a group of girls who I like associate myself with
they’ll be like oh we’re going out shopping like it just fills me with dread like the
thought that they expect me to and there is this kind of expectation I know I won’t
reach of like following them into changing rooms and having to lie about how good
they look and like it’s just a nightmare if like my real friends know if I am gonna go
shopping with them I’ll walk in and if I don’t see it within like 2 minutes whatever
(inaudible) I’ll just walk out and go home like I I don’t know it’s kind of yeah it’s a
mixture of expectations which I know I am not gonna reach and um just that feeling
of like it’s like this frantic thing it’s just like the most ridiculous thing to do to
yourself for pleasure (ironic laughing 17 mins in) like I just don’t understand like in
places like TK Max it’s like a free for all and you walk in and there is girls
screaming and like fighting over bags and stuff some primal like …like… it’s just
crazy I don’t know…

Robert: I don’t like Primark

Emma: yeah and it stresses me out when things aren’t ordered and like when sale
things are just all over the floor can’t shop like that

Experimenter: why not?

Emma: because it’s just stresses me out when I’ve things on the floor and nothing’s
on hangers and I just don’t like that

Experimenter: what’s the problem with that?
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Emma: it’s effort to pick stuff up and look at it and I dunno I just don’t like it as
much

Jenny: you just want to go in and see what you’re looking for rather than have to
work and pick everything up

Ryan: isn’t that part of the fun?  (Jenny: no) the sort of experiences that the fun is
sort of that the search

Michael: the search for to the coat hangers yeah but…

Emma: yeah but not crawling on the floor

Michael: to me picking up stuff from the floor is like buying second hand goods. If I
want to go buy a pair of clothes then I’ll buy a new shirt and not one that has been
tried on by 20 sweaty bodies and then just dropped on the floor because they don’t
want it

Ryan: it may have been but just been put back on the hanger

Laughing

Michael: it might well be yeah, but I’m suckered into that…

Ryan: to me that’s sort of the same thing um you know…. If I am looking in Primark
to be fair Primark …. I can’t … I don’t like Primark but I if I had to by something
like if I had to buy a t-shirt of something I was running out of clothes or whatever
because I can’t work the washing machine say for example that happened I’d go to
Primark because I know that I can get something for like £3 and that it would look
fine and do the job and I’d be happy with it and yeah it’s mayhem and yeah the
queue is miles long and that I can’t stand so often I’ll go in look at the queue and go
back out but um it it doesn’t really sort of make much difference to me if everything
is nicely presented um because I am in there for a functional purpose rather than a
pleasurable purpose

Martin: I quite like it when stuff is not nicely presented cause you know that when
you go into a shop and you’re buying clothes or whatever the lighting is set up just
so in a position and the clothes is so that when you try it on you think yeah wow I
can almost look attractive in that and then you take it home and you actually realise
that in a slightly different light or whatever it looks completely crap whereas if you
go into Primark you know you know exactly what you’re buying is absolutely
rubbish.

Michael: I have to defend Primark cause I’ve never gone into it when it’s in a mess
I’ve always gone (inaudible then laughing)… so I don’t shop I won’t go into an
expensive clothes shop cause I grudge the money for it but I shop in Primark and QS
and and I go there at time when I expect it to be quiet like never on a Tuesday when
the pensioners get their pensions yeah you choose times when it’s quiet and the stuffs
on the shelves if it’s got long queues I won’t even go food shopping when there is a
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long queue if I can’t drive into an empty parking space in Tescos I won’t drive
around looking for one I expect my parking space to be there

Ryan: um one thing that I … can’t really stand well it was a horrible experience I had
um occasionally I will get dragged out often by females to go shopping um and once
I went to the Abercrombie & Fitch shop in London like centre of town near Carnaby
Street um and I realise that I am actually wearing a t-shirt from Abercrombie & Fitch
but I didn’t buy it… so let’s put that aside um going into the shop first of all there’s
topless men standing at the entrance to the shop which I … just… went over my head
and girls getting their pictures taken with them which was just weird and then um it’s
like a night club… um through the air air vents they like sickly um aftershave or
whatever was being kind of blown into the shop to make people smell it … that made
me feel a little bit ill it was so dark there was only sort of really sort of low lights on
some of the clothes so that you could actually see what you were getting it was like a
night club, loudest music you couldn’t ask anybody anything… basically people
were employed the people that worked there were employed there because they
looked good they were sort of aspiring models or whatever so if you actually wanted
some help shopping you couldn’t get it and I was literally in there for 5 minutes and I
had to get out cause I was starting to feel ill it was just oh so yeah I don’t enjoy that
part of shopping…

Experimenter: anybody else?

Emma: I don’t like it when people that work there bother you so much like can I
help… can I help… can I help… or when you are on a mission to get something… I
find it really annoying

Ryan: they think you are shoplifting… that’s why… not necessarily you…

Experimenter: is there an optimal level of helpfulness?

Emma: they can ask once…

Michael: there’s times when I have gone into somewhere big like PC world right
where I am not familiar but I know there is something I want and there is just so
much in there you’d love someone to come up and say can I help you and you can’t
find them. But then when you’re in shops where you do know where everything is
people come after you and go can I help can I help

Emma: or if it’s empty and like five people come to you so that’s the same thing

Robert: sometimes they come up to you as soon as you come through the door that’s
annoying like you clearly cannot help I am just walking in yeah I think I think it’s
it’s nice when they do ask you if you’ve been there for a while and like you look like
you can’t find something then I appreciate it but if they say it straight away it’s can
be quite annoying

Experimenter: somebody else?
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Christina: I think I mean I think it’s quite unfair of me but I get really angry when
people come and talk to me like anyone… if I am shopping I am not there because I
want to be there so leave me alone I am trying to get out as quick as I can having said
that like in Primark they actually have no brains like whatsoever… so you’re if you
genuinely have a problem like you’re trying to take back and item and you’re trying
to have a conversation it‘s just not worthwhile like you should actually just go and
hit your head a against a brick wall because talking to them they’re saying oh I’ll get
my manager and like the hierarchy of like god know how that even works like they
just go I’ll get my manager and then the manager comes out and goes like oh I can’t
help I’ll have to ring head office and it’s like do you know what it was £3 I am just
going to take it back home like that really upsets me as well so I don’t think I will
ever gonna be pleased with like the level of help in shops like if they’re not there
then I’ll be like well where are they… but if they are there like I’ll be like leave me
alone so it’s just not a good place for me to be the way I do things so yeah

Martin: I think one thing I really don’t get is shoe shopping I just don’t get it I used
to be a shoe shop sales person like and I used to badger people for shoes and it’s the
most annoying thing in the world I realise it’s quite difficult to stock shoes it’s like
you’ve got to get each style in each size but it’s the most annoying thing cause you
you genuinely if you find one thing that you like and there will only be one then you
try and get it and then it’ll never be in the size you want, like that’s some kind of
unwritten rule where they never have anything in the specific size that anyone wants
and it’s true as well I used to work at JJB Sports and you used to go out the back and
they used to have virtually no stock so everybody used to be asking for things and no
one ever had them. That’s frustrating it’s just a waste of time…

Ryan: yeah that thing having a kind of background knowledge of a shop through for
example working in one aides your either like or dislike of shopping cause I worked
for Next and didn’t enjoy it because …. They had this sort of snooty air about them
where you… I mean you have to wear a suit to work every day fair enough they want
people to look smart but it it’s Next… it’s not I mean come on and um just yeah it’s
not fun I didn’t enjoy… (Emma: clothes shops are the worst places to work in)
putting things back on hangers when people have just come taken them off the
hanger and then thrown them on the floor and I know I said that didn’t bother me
when I was going to look for things but when I have to put (Emma: work) things
back on then that’s annoying

Emma: folding stuff as well that’s annoying because I use to work at Ralph Lauren at
Vista Village (?) and it’s just awful you just you are meant to fold like 30 things and
then 10 people come in then it’s destroyed and that’s two hours work so that that
makes me annoyed even though I like things to be neat when I walk in and look…

Christina: that’s because you’re working in Ralph Lauren though like if you worked
I Primark it’s like everyone expects it to be a mess so people just walk in and go oh
dear that’s a mess and no one will clean it up whereas working in Ralph Lauren it’s
like everyone is walking in and they want it to be like an experience so it has to be
really really neat and tidy

Ryan: yeah I am gonna have a go at that as well another shop Jack Wills now I don’t
get on with Jack Wills because … (Robert: shouldn’t have gone to Exeter) yeah (all
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laughing) well yeah oh no don’t even say that um… but I don’t… it… it’s the same
it’s just like a rubbish Abercrombie & Fitch or trying to be Abercrombie & Fitch and
why would you want to do that when that makes you feel ill um but yeah just their …
it’s got kind of a

Robert: it’s expensive with no reason to be (other agreeing )

Emma: yeah as soon as you walk in

Robert: it’s really pretentious … (Ryan: agrees) I hate it I hate Jack Wills

Ryan: um and now I don’t want to get personal with people who wear it like fair
enough I I’d wear clothes… I don’t really care what make they are practically
everything I am wearing now is a gift I haven’t bought much for myself but people
who are like kitted out from head to toe just because it’s a symbol and because it’s
like a statement … that’s…. I mean everyone’s entitled to do what they want really
but… it’s … testing not that it should bother me … really when I think about it
because what’s it doing to me? it’s not harming me in any way… but … just those
little things in life that that just sort of …. Why are you doing that?

Michael: what I hate about food shopping and I love food shopping I love taking it
off the shelf and putting it in the basket I hate taking it out of the basket or the trolley
or whatever and putting it on the conveyor belt to take it off the conveyor belt to put
it into the trolley to take it out of the trolley to put it in to the back of my car. Now
one experience I have had, I lived in Canada for a couple of years and I went
shopping over there and you scanned it as you were putting it into your trolley you
paid for it when you got to the end they packed it into bags put it onto a conveyor
belt tat then took it out the back you drove your car around they loaded it into the
boot of your car and you went home and that is ultimate food shopping. You spend
an awful lot more though… that’s brilliant but it’s the lugging of shopping around
and yeah it’s just … it’s just isn’t  on

Robert: how would that work? Wouldn’t there just be huge rows of cars all just
waiting their shopping

Michael: no they are massive shopping malls they just the shopping malls themselves
were huge absolutely humongous (sp?) and there were 7 or 8 you know there were
just as many drive outs for your car as there were check outs and you literally soon
as you bought your shopping you just went around you said I am picking my car up
in an hour and they’d have it down there for in an hour’s time it’s like you go to
Iceland and then booking to have your shopping delivered. It’s brilliant it was
absolutely…. you didn’t once you put it on the conveyor belt you didn’t touch it
again till you took it out of your car at home.

Experimenter: do you think that would work in the UK?

Michael: um no I think Tescos is big enough there is a lot more space in Canada so
they got room to spread things out it’s be into… well I have seen places where
they’ve got um over in Cambridge somewhere when I was over there um in a little
town near Cambridge they have a place where you can scan your shopping as you’re
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putting it into your trolley and then you just went to a customer services and they just
scanned the machine that you’d been scanning and paid for it… huge element of trust
as obviously shoplifting is a massive issue here in Britain um so there is a huge trust
issue but I mean it worked in that shop I didn’t do it I’d just seen trolleys that were
doing it … so yeah in Canada it was great made that experience far better… that’s
the other thing, I hate about food shopping is standing to have a look at the reduced
items and realise not only is there nothing you want but they didn’t reduce it by very
much so you wasted your time (Christina: agrees) standing there

Christina: yeah like just 6p … who cares?

Michael: yeah I’d rather have a fresher one that lasts a few days longer… they do
have their cons…

Experimenter: yeah well lets go on to the next question I was gonna ask um when I
say shopper what sort of image comes to mind?

Robert: the girl again… the girl with all the bags going shopping (Ryan: agrees)

Experimenter: does anybody disagree?

Emma: no that’s the image that came my head too

Jenny: I had an image I saw and old person with the shopper trolley things that they
have and pull behind them

Christina: I think they can be older like you get the whole kind of like it’s like the
young girl going shopping but like 20 years down the line so it’s a woman who’s like
I’m gonna be really stereotypical here but who’s like married into money and her
new husband has just given her a credit card and she’s just gone off and she’s got the
tan and she’s got the like … yeah like everything about her is perfect and she is the
shopper who’s going in and she doesn’t care she’ll just pick up three of everything
and swipe her card and it’s not her money and yeah…

Experimenter: how about the rest of you?

Martin: I was actually thinking of the brand happy shopper but I am sure it’s not
relevant um I…  don’t know shoppers I just imagine a whole crowd of people and
the busyness of it….. which is something I don’t like which is probably why I
thought of it

Experimenter: ok

Emma: girls normally shop in twos that’s normally a group (Michael: only twos?
That seems very specific)
some talking over each other
someone says well there is always another person

Michael:it is crowds and hassle and … grief would make me think of a shopper  I
would never call myself a shopper would be like ewwww I prefer to call myself fat
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than call myself a shopper cause I am a happy fat person but I am not happy shopper
not by any stretch of the imagination

Experimenter: is anybody here a happy shopper?

Jenny: yeah
Emma: yeah

Ryan: it depends what you mean really by shopper really I mean it… obviously it is
going to be subjective but I mean you can be a shopper by definition if I am going
out and I am shopping I am therefore a shopper but … I am … like the image of a
shopper or the generalisation of a shopper being somebody who doesn’t place that
much importance on money necessarily but more importance on getting nice things
and new things and… um….. but it can also be… um … a… generous kind of trait
because I know a few people that like going shopping for other people to buy things
for other people so for presents and birthday presents things like that they enjoy that
I don’t even enjoy that because I never know what to buy anyone but it’s… yeah… it
it it can be sort of a good thing in a way

Robert: I think it’s completely subjective to how successful your shop is cause
because I don’t enjoy window shopping if I go out and I spend like three hour in
town looking for things and end up going home with nothing I’ll be really annoyed
cause it’s a complete waste of time and I won’t actually enjoy the process but if I go
out like say there is 5 things I wanna get and I get all 5 I manage to find all 5 things
and I like them then I’ll go home in a good mood purely because I like what I’ve got
so …

Jenny: cause sometimes you get to the end of three hours and you haven’t bought
anything so you just buy something just because you think it has been a waste of
time so I better buy something

Emma: it’ll only be a good shopping trip if you get something in the first like half an
hour or the first shop you go in cause otherwise it becomes really annoying if you’re
looking at all these places and you haven’t got anything

Martin: I think at the end of the day I have to call myself happy shopper because y…
I like the idea of choice and everybody of you are shopping there’s a choice and if…
the only way that you can deal with having a choice is by shopping like in one way
or another and if you didn’t it would just be like communism or something where
you didn’t have a choice and that would be bad (Some talking over each other and
laughing) so if you like having a choice between something you have to be a happy
shopper

Michael: see that’s the bit I struggle with most of the time that there is too much
choice I’d rather go take it or leave it and that very much is how I shop. I go into the
shop they’ve got what I want I buy it I don’t go see if I can get it £10 cheaper
somewhere else I go that’s what I want I want that now I buy it um and I am not
bothered if was to walk out of the shop and walk back to the car and then spotted
somewhere else cheaper that wouldn’t bother me either I’ve just gone and got what I
wanted. It’s when I go in and the then you know I went to look at buying a laptop
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and all I wanted was a laptop. To me that’s quite simple, you switch it on, you use it,
it works. Then when he starts telling me all these other things you can do with it and
add on to it and I just don’t know anymore and then left the shop without a laptop
cause I didn’t know what I wanted when I left then so too much choice is one of the
problems I have with shopping … that there is too much choice.

Ryan: maybe there is no choice at all maybe it’s just an illusion of choice and just…
uh… uh… a trick to oppress the lower classes yeah there is no choice at all you’ve
got a you’ve got to just accept conventional or beliefs and how other people dress is
how you dress… that person is wearing that new coat I’ll need to get something like
that cause that’s so in fashion at the moment

Experimenter: but then you might have to dress up in Jack Wills because everybody
else in Exeter does?

Robert: that actually happens there’s a uniform there’s a uniform

Christina: is that the Holland Hall uniform?

Jenny: I am in Holland Hall and I am not wearing that stuff my whole flat doesn’t

Robert: yeah I’ve seen lots of people going to town not with like minus Ugg boots
flip flops and they come back with the stuff … I don’t buy into it

Martin: there is always that fashion girl like around here if it’s cold still no one wears
a coat (Robert: shorts and flip flops) yeah if it’s cold I saw someone yesterday
actually I saw about 5 people wearing flip flops even though it was raining and cold.
Is that some kind of fashion statement? If it is it is something I have clearly missed.
(Michael: wellies) definite wellies weather

Experimenter: or they are from somewhere where it is much colder and they think
it’s actually still quite warm (laughing)

Ryan: maybe it’s a student thing they’re just too lazy to put on shoes (36.42.8)

Experimenter: you’re all students, are you too lazy to put on shoes?

Robert: I don’t tie my shoe laces

Some talk about whether they tie their shoes and the talk about Velcro shoes, are
they made for adults?

Experimenter: I’m curious everybody here across the board and also in the previous
group last week everybody across the board when I said shopper it’s a woman… why
do you think that is? I am really curious what you think about that. Where does that
comes from?

Ryan: that’s a big question
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Emma: well normally in shops like TopShop and TopMan there is always a massive
girls section and there’ll be like a tiny smaller men’s section in quite a few shops it’s
like that

Ryan: shopping and shops aim their products at women unless they’re a like
particularly for men for like… shopping is aimed at women basically because
whether it’s … nature or nurture a lot more women enjoy the process of shopping or
looking for clothes then men. Now I am not saying that a lot of men don’t enjoy that
and it probably if you think about it it’s a product of the society because more and
more men are now becoming interested in shopping and the whole metro sexual kind
of phase that’s coming out um that’s becoming more and more prevalent so maybe
it’s just that society’s deemed it that way because men went out earned the money
women cleaned the home once they’ve done that what else have they got to do? I
mean that’s all they do go out and look at shop windows…

Michael: hole and digging springs to mind when you say things like that

Ryan: I think there is nothing wrong with saying that I think that’s a perfectly adept
view of what’s going on.

Michael: no I mean when you said women clean the house and when they are done
what else have they got to do…

Ryan: that’s what women’s jobs were… that’s what they did. Men was the
breadwinner woman looks after the home

Christina: I think it’s the opposite of that I think that in this kind of society where
women are having kids later and going out earning their money they’re the career
women so they have to spend their money on something and they’re going out and
what they’re buying is kind of a fruit of their labour it’s like I don’t have a kid at
home and my husband might not be very happy with me but I am independent and I
am earning my own money and I am going out and spend it really I wish I had that
mentality but sadly I don’t um but like there is a [inaudible] about what you said with
the shops, it’s like a vicous circle because there aren’t any shops aimed like at well
there are shops shops are aimed at women therefore women enjoy shopping and men
are like no shopping is for girls because all the shops are aimed at girls like my
boyfriend really really loves shopping and it’s tragic because he has to go out on his
own and he’ll be like yeah I’ll go to TopMan and you can go into TopShop and it’s
like I really don’t want to do that like and I must be the only girl who sits outside
changing rooms just reading a book waiting for my boyfriend like it’s complete role
reversal like he spends his life going into Zara and like TopMan and I just like
they’re the  two shops really that he can shop in they are like High Street chain shops
like he’ll shop in Zara and TopMan and there are like a couple of others like one off
kind of like boutique-esque shops that he can shop in but apart from that there is no
like main stream shop for him so yeah…

Martin: I think it’s a bit of a red herring kind of argument if you’re trying to like find
out the root cause of why the image that everyone conjures in their head is of a
woman shopping cause I think it’s a bit of a chicken and an egg argument either
people… women like shopping more and that has created a society where stuff is
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where shopping is aimed at women or the other way around … but either way they
reinforce each other um I think that guys probably like shopping more than  most of
them care to admit um and there is quite a lot of products aimed at guys and a lot of
stuff aimed at guys as well but sort of overall sort of it is orientated more towards
women I think like the reason I said guys like it as well like everyone likes being told
they look good and if you go shopping with a group of people and you tried
something on and you go out of the changing room I don’t know anyone who is
gonna go yeah you look crap in that that’s terrible… I mean I wouldn’t dare, my
girlfriend would kill me if I said that. But uh even of guys go out guys like to be told
they look good as well so I think that’s what sort of core of shopping is sort of
making yourself feel good and if you feel like you look good you probably feel good
etcetera

Michael: it’d be the core of clothes shopping though wouldn’t it (Martin: yeah
probably wouldn’t work with food shopping) so this is with clothes… but there is
electrical good shopping, Christmas present shopping, shopping for other people um
still very much seems to be a target market for women. But I take advantage of that
cause I am married and I… my wife doesn’t like shopping either which is a great
thing cause it saves a fortune but she will do it rather than me doing it and I get the
excuse to say like oh you know what I need to take the car to the garage and check
the tires I’ll make up excuses to get out of it and it’s like a mundane task that’s been
left to someone it has to be done so it gets left to my wife

Experimenter: so why do you think she does it anyway?

Michael: cause she loves me. She’d do that for that reason. She doesn’t do it because
she likes it… not at all

Experimenter: do you think she feels like it’s her role?

Michael: no she wouldn’t take it as her role at all which is why and not to get
grumpy or anything but I would my wife does it lot more things that just staying
home and just tidying the house there is loads of things she gets involved in. and the
least choice out of all these things she has in her day is to actually go shopping

Ryan: can I just say that I am not a chauvinist. I am not a modern chauvinist I was
just talking in the past I was saying that that was that was the role of women it…
wa… it… it … it’s just a fact that happened may not have been good ma not have
been bad it happened that’s basically what I was saying but yeah I don’t know I can’t
get over the guilt that I get if I buy something that I deem as quite expensive. I think
women well people who like shopping have a … a… away of overlooking that or
disregarding it because the pleasure that they get from having found something that
looks so good out weighs that guilt um…

Experimenter: I’m not quite sure I understand what you mean by that guilt? Of
spending money?

Ryan: yeah because I think what could I have done with that money

Christina: and women don’t think that?
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Ryan: no I didn’t mean women…  I meant people who like shopping

Emma: you do for a second though

Martin: I think everyone probably thinks that

Michael: like I would feel that way about clothes but just… I served my time as a
mechanic so cars has always been a great love of mine and I would restore camper
vans Volkswagen campervans and you know that’s the sort of thing so I would think
nothing of going and spending £70 or £80 on buying one spanner and absolutely
think nothing of it but going and spending £70 or £80 on a pair of jeans I think that’s
madness so I do have your guilt complex but not for everything for certain things I
can totally put that aside and say that’s what I need that’s what I want that’s how
much it’s gonna cost and I’ll pay that and get… get pleasure out of having got that
particular thing for what I want to achieve. But in other areas I would have a guilt
trip. I wouldn’t pay £30 for a piece of salmon just because it was shipped down from
Scotland specially when I can get it in Iceland for £1,50 frozen you know I would
have guilt about doing that but I wouldn’t have guilt about buying something really
special like a spanner so I could see other people having the same thing with their
clothes some people won’t have guilt about buying an expensive Armani suit um
versus other who won’t. so there is a guilt trip that goes with shopping definitely
especially when you’ve suddenly got no money and something else you need to do
the guilt comes flooding back

Martin: I’d agree with that especially with some things like I mean with clothes there
is the whole guilt thing I don’t really buy that many expensive clothes so I’m I just
… well stuff like technology as well so computers and stuff like um I wouldn’t think
that much of spending that little bit extra to get a much better computer because I
know that further down the line it’ll still work and still be sort of of a reasonable spec
and quality I don’t understand why people buy things that are ready made when they
could do things themselves like a computer for example I don’t understand why
people buy computer straight out of when you can build one and it’s really easy you
just buy the parts and you put it together

Michael: I would say that about cars… would you buy a car though and build it
yourself?

Martin: that’s my plan this summer [laughing]

Robert: I think going back to question I think about why everyone think of a girl or a
woman when they say shopping it’s just … shopping for some reason has a feminine
connotation in the same way as if you’d said driver what comes to mind… I am sure
everyone would come up with a man because cars are seen as a masculine thing. I
think it’s just as simple as that

Martin: I am not so sure about cars, because when you just said cars I thought of
Sabine Schmitz

Robert: who? The German woman
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Martin: the German Nüburgring race car driver

Christina: that’s the first thing you though of (unbelievingly)?

Emma: I just thought of a man

Michael: instead of Jeremy Clarkson? What are you playing at?  I mean I think to go
again with the issue of shopping it’s only recently for example I’ve noticed anyway
on advertisements that  and taking up up you point earlier is that men have gone
shopping in Morrisons you know they are pushing the trolley around and the man’s
getting the bits and pieces so they’ve got male starts actually being portrayed as
doing the shopping as well as having the females stars portrayed and that’s a change
in the advertising world as I see it which would fit in with your comments about the
stereotypical role.

Ryan: yeah it would follow the change in society because equality of the sexes is
well

Christina: don’t you think that’s for the women though like they haven’t got the
Hamster [meaning Richard Hammond from Top Gear] on the Morrison’s adverts so
the men can go hey Top Gear it’s ok for me to shop it’s for the women so they go oh
look isn’t he cute like or old women go awww look at him

Ryan: yeah but with that as well it’s easier for a man to identify with another man
going shopping than it is for a man to identify

Christina: not in Morrisons though… like you can’t go down the pub with your
mates and you’re like she sent me to Morrisons again like you get slated [laughing]

Ryan: you can go down and say look it’s good enough for …

Christina: I think there is like two different categories like emerging like I think it is
really clear that women do the shopping so there is a whole market of stuff like I
don’t think women would necessarily go like technology shopping like I think that’s
for the men still so men could easily go to PC world like you’d always see the wives
and like being dragged around by the men in PC world whereas it’s like with
shopping and clothes it’s it is the feminine it is like a female thing and I think that’s I
don’t know if that’s because the men feel they need somewhere to go like they need
to have a place to shop too I don’t know but like it’s always the wide screen TVs
there is always a line of blokes looking at wide screens and are like oh yeah I am
gonna get like whatever and that’s what I am gonna spend my money on and
surround sound this and all the women going oh my god

Jenny: but I think that’s the male way of making them selves feel better whereas
women will go out and buy clothes to make ourselves feel better there is a lot of
adverts play on women’s insecurities and stuff and then there is always that different
make-up products and slimming things so
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Experimenter: so do you think that’s why people shop? Why do you guy shop? Do
you guys shop?

Robert: it’s necessity (someone agrees)

Jenny: I shop for myself like not food shopping clothes shopping (Emma: agrees)

Emma: just to have a look around to have something to do pass the time sometimes

Ryan: I shop only… well I buy something only when I particularly need it like at the
moment I need some new black shoes so I am gonna go shopping for them but I am
putting it off as long as I can until  can go when I am back home so that my girl
friend can come and she can basically do most of it and I can stand outside till I have
to come and try them on

Experimenter: I was going to say though isn’t it a bit difficult with shoes?

Ryan: yeah but um I just thought of something a minute ago might not be anything to
do with why you think of women when you think of shopper but because I probably
generalise and say that women in a family do the food shopping if like I am saying
like a nuclear family um the women would go and do the weekely shop and then
advertising campaigns are aimed at women then because they know that they’d be
out and then doing the food shopping and then they’d look over at Monsoon or
whatever and think oh well maybe I that’s a nice poster I might have a look or look
at that in the window I might go and have a look so maybe there is a kind of
unspoken um secret that women are more susceptible to kind of advertising
campaigns

Experimenter: how about gadgets?

Ryan: yeah… well I can only speak from personal opinion and don’t doesn’t really
do it for me

Robert: I think the word shopping has oh I don’t know if other people argree but I
think the word shopping itself um has sort of come to mean clothes shopping because
if somebody is going to buy food they’ll say oh I am going food shopping if they are
buying Christmas presents they’ll say I am going Christmas shopping but no one
says I am going clothes shopping they just say I am going shopping so that’s why I
think of the girl with the bags of clothes just cause I associate the word shopping
with clothes shopping

Experimenter: that’s a really interesting point cause when I started out I said these
things are all related to shopping but in your heads I said clothes shopping I bet that’s
what came to your minds you weren’t thinking about shopping in general it was
clothes shopping (they agree) … why do you think that is? Does anybody have any
thoughts on that

Martin: I think it’s the well it’s the biggest kind of shopping that’s used for
recreation like hardly anybody goes recreational shopping for computers or
recreational shopping for food I mean a lot of people some people do but not like a
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vast majority of people whereas loads and loads of people go recreationally shopping
for clothes I think that is probably why the term has stuck.

Emma: yeah the majority of city centres are like surrounded like involve clothes
shops really whereas like the electrical shops normally on the outskirts like not as
publicised (Christina: or in a retail park… with the carpets ) and clothes shops are
just everywhere you go

Martin: that’s the difference though, one is functional like MFI for example is
functional whereas like going to Bay or Next or whatever is kind of more decorative
and it is almost like a sport it’s like going to see a film like going in and having a
look at all the clothes and stuff uh and that’s probably why the name has stuck
because that’s the one that has the most sort of recreational aspect

Ryan: yeah I think I think uh necessities don’t particularly require a label so to say
shopping you don’t need to label things that everyone has to do so I am trying to
think of a relevant example but it’s difficult um …. Does everybody understand what
I am saying

Experimenter: are you trying to say there is a difference between buying something
and going shopping?

Ryan: no I am trying to say that shopping is brings up the shopping is sort of seen as
clothes shopping the word shopping is though of as clothes shopping because other
types of shopping for example food shopping things that everybody has to get um it
doesn’t it it it doesn’t really need to be

Christina: doesn’t need to be talked about because everyone will be doing it

Ryan: yeah doesn’t need to be um labelled or or or … whereas shopping for
recreation so you don’t particularly need these clothes but I am going to go out and
buy them anyway cause they make me feel good that’s when the label comes in into
use

Martin: shopping beyond necessity (Ryan: agrees)

Michael: I only go really really do only go shopping for food but I’ll go out to buy a
pair of shoes and I’ll say I need a pair of shoes I don’t say I am going shopping so if
I was to go home tonight and were to say come on darling we’re going shopping my
wife would expect to go to a food supermarket whereas if was going to get
something for a computer or going to get a pair of jeans or going to get for a her a
new dress or anything like that then we would specify well lets go and get a dress
there might be where we well anytimes… as a child when I grew up you went to the
High Street and your food shops were there your baker shops and everything else
were there and on the extremities of the High Street were all the clothes shops and
you already pointed out the city centres are different now the city centres have the
clothes and the foods are on the extremities of it so the shops was always like the
centre of the town and yeah maybe the word just stuck from there where we say I am
going down to the shops you mean you’re going down to the town centre it’s just the
town centre snow is not food shops so not the necessities are there anymore now it is
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the luxury items that are in the town centre yeah I mean there is only just recently a
Tesco opened up in the centre of Exeter other than that you wouldn’t have a food
shop in the centre of Exeter and now they are talking about a Sainsburys at the other
end it really was you know I never really go into the centre of Exeter cause there is
nothing there that I see but I still see that I go shopping but it’s because that’s the tag
shopping is getting the groceries, getting the necessities

Martin: weirdly for me I don’t know about the rest of you but when I was a kid like
really young shopping for me meant food shopping and it meant being really bored
and that’s all that shopping was, I don’t think I really knew about clothes shopping it
didn’t sort of factor in

Christina: I think it is an age thing

Jenny: yeah because I never food shop for myself really so whenever I went
shopping it was for clothes yeah so I think of shopping as clothes (Emma: agrees)
cause it was like mum shopping food shopping that is

Christina: there is also that like coming of age thing when you’re like 13 and like this
is when I discovered I hated shopping … but yeah you’ve been given your own
money and you are with friends and it’s like this massive deal s you’re not going to
go and spend it on food yeah it is like and then if you’re still living at home there is
like that kind of in between stage you’re living at home so you don’t need to buy
necessities but you’ve got your own money so if you don’t need to spend it on food
then go and spend it on whatever like shopping

Jenny: because when you are a teenager you’re trying to like identify yourself aren’t
you so you feel like experimenting with new looks and things and your more like um
like and you’re reading magazines and seeing things and thinking oh I have to have
that ad that sort of thing.

Experimenter: so what sort of things do you buy? When you go shopping

Michael: food

Christina: yeah

Jenny: clothes

Emma: clothes

Robert: clothes anything else you can get on the internet

Experimenter: how about you guys?

Ryan: things that I need so that could be clothes that could be food that could be
anything

Experimenter: so you only buy stuff when you need it? When it’s necessary
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Ryan: prett much yeah

Michael: when I go DIY shopping and furniture shopping you know those it’s
homemaking essentials isn’t it so you sometimes you have to go buy a light bulb

Experimenter: how about shopping with other people? We’ve established you
absolutely dread that, it’s not to be done. How about the rest of you

Jenny: depends who like whoever you’re shopping with influences what you buy
what you look at sort of thing

Emma: when it’s too big a group it’s not

Jenny: yeah cause everyone wants to look at

Emma: and you split up anyway so it’s not really much point

Jenny: or if you go with a friend with different tastes to you and like they’ll say oh
you don’t look good in that cause they don’t like that sort of thing

Martin: I don’t mind going shopping with friends with close friends I wouldn’t go for
the shopping I would go to be with my friends for a bit and that;s fine um obviously I
wouldn’t be buying anything unless I need it cause I don’t get it although saying that
like all this buying stuff you need thing if you like for instance my bag broke the
other day and I had to go and buy a new satchel  but I still bought one that I thought
looked nice I didn’t go and I am gonna go and buy the most functional satchel
possible you still go yeah this one is quite nice if you can um you know… but I don’t
mind going shopping with other people as long as it’s not the focus of it isn’t on the
shopping it on spending time with every one

Jenny: I buy more when I am on my own… (Emma: agrees) like when I am in a
group I definitely buy less cause you’re preoccupied by looking at things that they
think are nice (Emma: or chatting or and you’re chatting and not really looking at
what’s actually there)

Experimenter: so who is the ideal person to go shopping with?

Jenny: my mum

Experimenter: why?

Jenny: they’re honest (Emma: agrees yeah they are honest and they tell you) they
have money

Emma: and they give you like guidance of what looks good and stuff

Michael: that’s only for clothes though

Emma: yeah true if it is electricals it’s dad
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Michael: like for me it is DIY stuff definitely my dad he knows his stuff, but my
mom wouldn’t be any help, and neither with clothes, but food bargains she knows
her stuff. My wife I’ll only shop for clothes with my wife um even my children I’ll
shop with them for their clothes but not for mine so it really depends on what I am
going for and whose company I want to be in and whether I would actually value
their opinion like I wouldn’t go shopping for clothes with somebody who I didn’t
value their opinion for anything, clothes, DIY, gardening. I just wouldn’t take them
with me if they didn’t have an opinion I wanted to hear

Experimenter: anybody else?

Christina: I wouldn’t go shopping with my mum like we don’t really get on very well
like it would just give us fuel for an argument I mean as I get older we’re getting on
a bit better but like that really horrible thing where everyone is going out with their
friends buying stuff because I so hated going shopping she literally have to drag me
around and be like we have to try these clothes on or we don’t know if they are going
to fit and that’s just reinforced how much I hate shopping today because like it
always used to end up in argument and I wouldn’t be allowed the thing that i wanted
and then and the fact that she had to pay for it like I’ve always got an issue with
people paying for stuff for me like I want to be able to do it myself and like so now
she kind of force money on me if I was to go home and be like oh I really need this
and she would be like well here is some money towards it and I wouldn’t be able to
take it like that’s the other reason I hate shopping cause I have to be able to afford it
myself and if I can’t afford it then I just won’t buy it but food shopping it all goes out
the window, like I just love food shopping so much I’ll go like I’ll drag my boyfriend
around food shopping he like doesn’t understand it but if I can have  a meal planned
in my head or like something really exciting that I am gonna do with food then I get
really like excited about it and drag him around and he is really good fun to go with
cause he does the whole like this is so boring this is rubbish and we kind of have like
a token system where like it’s like a verbal token where if he comes food shopping
then I have to be dragged around clothes shopping with him but not my family. My
dad’s like an ageing hippy and he is like oh I don’t believe in this consumerism
rubbish so he just sits at home and doesn’t really go out shopping he like shops in
markets and stuff and won’t like go into a supermarket ever just on principle and all
of those kind of things so I don’t go shopping with him ever

Martin: I like food shopping um I don’t like food shopping for like really mundane
things like food shopping for apples is not cool, like food shopping for like chocolate
is cool, food shopping for cake is cool and I could go on forever um but I don’t know
if I would go food shopping with anyone because they would infringe on my cool
binging of buying crap basically um like (Michael: cook it or peel it it’s not good)
yeah it’s just boring I don’t know… but if you can get like half price an decent
biscuits then that’s great um… but I don’t know if I’d go shopping with anyone food
shopping whereas I probably would have to go shopping with someone clothes
shopping um I have to take someone with me just cause I couldn’t do it I just
wouldn’t do it on my own I’d feel so depressed going round looking at clothes
thinking yeah yeah I mean
Experimenter: I find that really interesting what you just said because last week
when I did the focus group I had a group of girls in the room and when I asked the
question do men shop? They said no they don’t men will go oh I need a pair of jeans
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they will go in a shop pick up the first pair if jeans they see buy it and take it away.
They won’t even try it on and they will get home and realise it doesn’t fit but they
don’t care. Is that true? For you the four of you?

Robert: no I am so so so fussy about clothes shopping purely because I don’t wanna
waste my money I so badly do not want to like regret buying it in the end so I’ll take
time… but at the same time I will never go with someone because I want to do it as
quickly as possible and having someone with me would just mean the whole process
will be dragged out a bit longer and I don’t enjoy the process so I want to get in and
out as quickly as possible. But I will take time and care over what I buy

Ryan: see the best type of clothes shopping for me is when I go in I see something I
wouldn’t be on my own that’s another thing … the person I’d probably go clothes
shopping with would be my girlfriend because I trust her opinion she’s not gonna put
me in something that she doesn’t I look good in because it would just defeat the
object of her being with me and um she enjoys it so I’d yeah that’s why I‘d say her
but the ideal shopping is going in, seeing something that just jumps out yeah I really
like that that’s what I need I’ll get that and not having to go around and try
everything on now what you said about they go in pick up the first pair of jeans they
see won’t try them on and just take‘em  if I didn’t have to try them on I wouldn’t
because that … is quite testing I don’t particularly enjoy doing that because that’s
just a bit of a hassle so if I can get away with looking at the size holding it up against
me and thinking (someone agrees) this is probably gonna fit I’ll do that and then
worst thing that could happen I have to take it back … I’ve still got the receipt you
know that’s the worst thing that could happen and it might seem illogical because I
could just try it on ad then I wouldn’t have to make two journeys but I just want to
get out quickly

Martin: I think I I know well part of the reason I said I have to have someone to
come with me and it would probably be my girlfriend as well cause I know that if I
go in I will genuinely go into a shop and just go that will do and just walk out again
with it, so it’s kind of like a half truth whereas I know my girlfriend would stop and
make me try it on… I can’t stand trying things on it’s just the most horrible laborious
experience what is the point of getting undressed to get dressed again unless you’re
going to bed I mean it’s just useless and you put stuff on and like then you have to go
out and show her what I am trying on like I am some kind of crazy catwalk model
yeah so it’s just horrible and then you have to go get dressed again and then you have
to try the next size up or down and see if it’s a better or worse fit and I know if I am
on my own I’d never do that

Experimenter: what do the girls in the room think about that?

Jenny: that’s half the fun if you’re going shopping with your girlfriends (inaudible)
Christina: my boyfriend will like go round spend about an hour finding the right pair
of jeans try it on without me go and get me ask me to look at him trying them on then
he’ll buy them, then he’ll take them home, then he will like he’ll look at them in the
mirror and not like them, take then back to the shop and then the experience will start
all over again and he’ll do that probably three times for every pair of jeans he keeps
and it’s the same with t-shirts it’s everything he buys. And like he actually enjoys it
like it’s not like he just a really bad judge and he yeah it’s like a mistake or an
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accident he is doing it as part of… he… he…  like for me I go in and if it’s not there
like I said it was not there in 2 minutes I’ll be out the shop if I find it I’ll by I’ll take
it home that’s the end of the experience whereas for him like this experience goes on
for days and days like trying it on, taking it back, getting a new one… that’s like …
ugh yeah so he is not… but then having said that like he would never ever go
shopping with any of his bloke friends like he wouldn’t say to them hey do you want
to come shopping with me everybody would be like no…like that just wouldn’t
happen … he with them he is all right oh lets go down the gym and like have protein
shakes he can’t say lets go to TopMan and try on clothes like it’s not cool

Experimenter: why not?

Christina: um cause I don’t know it’s like this front that um I think most blokes have
like especially my boyfriend and his friends it’s all like no we don’t do shopping but
they clearly do because they’re so caught up on what they look like and how they
comes across they in order to stay looking as good as they do they have to like have
an upkeep like you don’t do that unless you go shopping kind of like once a month
and get a new top and new clothes so it’s kind of like an unwritten rule like you just
don’t talk about it with your guy friends but it’s kind of like a nudge…

Emma: none of the guys I know shop together

Ryan: I’ve got quite a few guy friends that really enjoy going shopping and talk
about it and it’s it’s a topical conversation so it’s like this is back home um if I
haven’t seen them for a while and we’re like meeting up and they’ve bought
something new in the day they’ll be talking about oh look I got this and this looks
really good like it’s really nice fitted t-shirt um so I think there are quite a few guys
that um have that kind of mentality that shopping is not for girls it’s just … I
mean….

Experimenter: everybody can do it

Ryan: yeah

Jenny: but I think the guys would have to have quite a strong group of friends to go
shopping with because I think … people go shopping to make themselves look better
and so that would be sort of exposing like admitting that they have some insecurities
by like wanting to keep going shopping and buy ne clothes to make themselves feel
better and they don’t want to admit that in front of other…

Ryan: I think it could be flipped around and it could also show quite a lot of
confidence that they’re not worried about appearing feminine or … well you could
say gay um by talking about fashion and clothes because they like it and yeah it’s not
something that they’re gonna sort of hide or be worried about how people gonna
judge them for

Jenny: would they be the same if they went shopping on their own do they go?

Ryan: yeah they do go shopping on their own they they don’t necessarily go
shopping all together that’s the thing so they’re coming and they talk to each other..
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oh look what I bought and they talk to me as well and say oh look what I bought here
and I’ll say oh that’s really nice

Jenny: I think that’s why most men don’t go shopping though

Martin: I think I am kind of apathetic if like talking about clothes comes up and stuff
and then we’ll talk about it and if not then we won’t I mean like I am can never I am
never gonna convince anyone with the whole gym protein shakes kind of image just
never gonna happen so like when clothes come up we talk about clothes otherwise
you know…. We don’t … I don’t think it’s not really an issue like um have I been
shopping with friends who are guys… yeah like if we are downtown and if we need
some clothes again I suppose it’s kind of like back to that necessities thing then yeah
we’ll happily go together it’s not like oh no you’re a man I can’t go shopping with
you um you know and so it’s not I don’t really see it as that much of an issue

Robert: I think I would actually rather I think I’d actually prefer to talk about … to
be heard talking about clothes than to be heard talking about they gym. Cause (Ryan:
laughs) no I really would because there is like there is a guy in my accommodation
he always like say over dinner he’d always shout over something about the gym and
I just think oh please don’t because then it looks it looks like I am obsessed with the
gym or something… I would actually much rather be heard talking about clothes

Jenny: yeah because that looks like you’re obsessed with your image rather than
shopping cause everyone does shopping so

Experimenter: but then somebody I don’t remember who said it earlier but somebody
said earlier that women go shopping to make themselves look better (Jenny: feel
better) ok to feel better about themselves so if you go to the gym that probably make
you feel better about yourself and shopping makes you feel better (Jenny: it’s a lot
more effort than shopping though)

The men disagree

Martin: I’d rather work out in a gym for three hours than go shopping sometimes
especially

Michael: no I’d rather go shopping

Martin: um especially I come from Brighton and Brighton I don’t know if any of you
have ever been there it’s just can be evil shopping just evil there’s so many people
and it’s quite small space and it’s not laid out in a methodical way cause it’s quite
old and uh the Primark is literally…

Christina: I don’t mind that though thinking that in Brighton it’s all like little
independent shops like I actually have more time for that because I think (Michael:
agrees) because that#s quite interesting like I am not gonna see that in another city
like I have never seen that shop before so I am gonna walk in like there is a Bonsai
Tree shop in Brighton I’m like hey I am gonna walk in there because that doesn’t
happen every day you know whereas you go like Princesshay and it’s like oh there is
a Zara and a TopShop and a Mango and a you and it’s like … that’s what I hate so
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much about it is that kind of … like … (somebody says chain stores) yeah it’s a
chain store thing and like you see a pair of shoes and you’re oh I really like those
shoes oh I’ll just go back like 300 miles up north and find the same shoes because
it’s a chain store whereas Brighton is awesome like

Martin: that’s actually a very interesting point the chain stores the big ones like
Primark and Next and stuff are horrible but actually in the lanes in the smaller stores
actually that can be almost enjoyable

Christina: especially for present shopping

Emma: yeah to get like unique things

Martin: so maybe there is a thing about like big stores and independent stores

Christina: you’re making me rethink all my like all the time I’ve been like no
shopping is rubbish but actually…

Michael: but is it the shopping or is it the experience cause I would agree with that
concept I am happier walking around popping into loads of little shops that I haven’t
seen before than going into the same old same old it’s almost as good as going to a
museum or an art exhibition or something cause you see stuff that isn’t there, not
necessarily wanting to buy it cause a lot little shops are out of the price range so like
I won’t spend it but um finding those things is actually quite good… on the clothes
shopping vein I do fall into that old man category of if it looks comfortable then I’ll
buy because I am not interested in fashion um I will try on shoes and jeans just to
make sure they fit my feet and my waist because there forever changing um but other
than that I wouldn’t think of trying clothes on in the shop I literally go in that pair of
jeans they are black I want black jeans that’s the ones that will fit they’ll do

Jenny: I think girls look at so much stuff they that you can’t just go and buy that one
and they browse like lots of different things you’d spend so much money like cause
you want to choose you wanna try them all on and then pick like your favourite

Ryan: I think with people that like shopping and people that like gym it’s the same
deal, they’re both a form of catharsis they’re both used as stress reliever it’s just you
know… wom… argh I keep saying women that’s just … people who like shopping
go shopping not only to buy things but also just to let like just make themselves feel
better about themselves and and relax a bit. People going to the gym not necessarily
to relax but to make yourself feel better I mean you go to the gym for an hour and
then you think (Jenny: it’s a distraction) I have actually done something for an hour

Jenny: it’s a whole different world a bit of distraction from everyday life

Ryan: yeah ok

Martin: what if like um clothes shopping for women is seen as bigger because it
takes longer because it’s more difficult. I know like whenever I go clothes shopping
with my girl friend like there is so many different things that you have to think about
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like sizes are completely different whereas like a guy you know if you’ve got your
waist size and the size of your inside leg you survive…

Jenny: for women clothes sizes are different in every shop

Emma: every shop it’s so annoying

Martin: whereas for guys it’s just like if you know your dimensions

Jenny: but yeah it’s also yours is all in measurements isn’t it, it’s like 8 10 they’re
different and they are not the same throughout all the shops

Martin: so maybe that’s why women spend more time shopping if they do spend
more time shopping because of the it’s actually more difficult and like with guys it’s
like you a t-shirt and trousers (Jenny: yeah for you a t-shirt is a t-shirt) whereas for
women there is loads of differences

Jenny: yeah loads of different shapes and things as well

Martin: yeah and different styles and stuff

Jenny: there is more choice for females so because it’s probably aimed at females
(Martin: yeah absolutely)

Experimenter: so how would you define a difference or is there a difference between
shopping and buying?

Ryan: they’re not necessarily, they’re not necessarily linked

Robert: you can go shopping without buying anything

Jenny: I see shopping as the experience rather… and buying is the actual doing it

Emma: when I think of shopping I think of buying cause …

Experimenter: so you would be disappointed if you went out shopping and you came
home with nothing?

Emma: yeah

Christina: same … it’s a bit of a failed shopping mission (Emma: agrees) if you
haven’t bought anything

Jenny: yeah and you know if you needed something then you know you’re gonna
have to go again and have another look around the same shops

Michael: I don’t know if I’d be disappointed but if I went shopping I would expect to
buy something I wouldn’t go shopping to look around the shops … yeah I would go
shopping to buy that’s yeah… not to browse not to window shop … I mean I have
walked down the High Street in the middle of the night sort of thing with my wife
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and look into shop windows but that wasn’t to go shopping that was to get out of the
house and get away from the kids so that’s window shopping to me… because
window shopping when the shops are actually open doesn’t make sense to me that’s
when you should be going to buy something

Experimenter: why does it not make sense?

Michael: cause I just don’t see the point like you can do that when the streets aren’t
busy and it’s nice and quiet and you can still look in the shop windows like
everything is there it’s better lit up whereas if you’re going to look in the shop
widow when it’s open you might as well go in the shop and have a proper look

Experimenter: so then for you there isn’t a difference between shopping and buying

Michael: no I would only go shopping to buy I would expect to buy… it’s a purpose.
If they didn’t have the thing I wanted and I didn’t get the thing I wanted I wouldn’t
be disappointed though so if I went to… if I went to buy a pair of black shoes
because that’s what I needed to buy if they didn’t have my size of blacks or a pair of
black shoes that I didn’t like in that particular shop and I went home without them I
wouldn’t be disappointed

Experimenter: ok how about you?

Emma: um well I often I’ll go shopping or nor shopping just have a look around
before I’ve got money so I know what I want to buy when I do have money and if I
haven’t if I have gone home when I’ve gone to buy something and I haven’t bought
anything that would annoy me because you spend all that time and nothing has
happened

Michael: cause you didn’t buy the thing you wanted when it was in the shop when
you went to get it

Emma: well not necessarily like I don’t … sometimes I go shopping I don’t really
know what I want just if I like see stuff

Jenny: you just want something  (inaudible)

Michael: it would be a disappointment to go to a shop, see something I like and say I
want that but I can’t buy it right now I’ll get it tomorrow and then go back in
tomorrow it’s sold. That would be disappointing. (Emma: agrees) but…

Experimenter: but is that really disappointing? Or is that frustrating?

Emma: frustrating more than disappointing

Jenny: I think I look in the shop and when I find something I um I like convince
myself that I need it so then like oh yeah …

Martin: I think I shop to buy because I have I know no one buys anything for me I
have to buy it myself so I have to like check the budget before I go and how much I



Appendixes

226

can like … so I need to consider that… so that’s why I have to shop to buy cause I
have to know how much there is left

Experimenter: how about the rest of you, do you shop to buy or do you just shop?

Ryan: yeah well shopping for necessities for like … like I claim to do it would be
silly of me to not buy anything if I went shopping because I wouldn’t go shopping in
the first place if I didn’t need to buy something

Experimenter: so for how many of you… shopping and buying is the same thing?

Most can’t really make up their minds

Martin: it is for me but it might not be for everyone

Experimenter: just to wrap up I would like you to shuffle up your cards and then sort
them again just to see if you would sort them differently now. I am just interested if
you think of it differently now.
Who sorted them exactly the same? A few say they have
Who sorted them differently?
Christina: um well I have got the same like girl what I should be doing line but then
the rest of it is kind of changed like I put now what I am feeling um what I feel about
shopping kind of it’s a bit more clear now in my head that actually I don’t like it
because it’s expensive, boring, tiring, time consuming, busy, crowds and it changes
my mood. Whereas I think those things a couple of those things went with the more
practicality like more practical aspect when actually I am relating them to me now.
But I still don’t know what to do with big cities, I don’t know where that goes.

Experimenter: how about you?

Robert: well girly… now the only one I can’t put in was gathering information
originally girly wasn’t in there either and that’s now in that um things that I don’t
like line and also a few things that were like just neutral that I associate with
shopping are now negative like bags, changing rooms, uh debit/credit cards, yeah
those three are now in the bad thing group and presents and Christmas are now in the
good things group that’s all I’ve changed

Experimenter: did you change anything?

Jenny: um I’ve got gathering information which I haven’t put in now, like if I gather
I don’t go shopping to gather information I normally do it like online beforehand so
you can sort of have an idea what’s in the shops before you go um and I have put
bags in with food shopping

Michael: sorted them the same

Martin: I sorted them the same apart from girly is in it’s own section uh mainly
because I just can’t I don’t know I am not associating it with any of the other things
and it’s kind of it’s only stand alone issue outsides of every thing else
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Experimenter: ok um now I have got a picture to show you and I would just like to
have your reaction to it

(laughing)

Michael: I don’t take issue with the male one um but I have seven sisters and I don’t
know any of my sisters ever spend 3 hours or that much money on a pair of trousers
so and I know my wife wouldn’t and I have three daughters and I know they
wouldn’t either probably because I’d kill them but I can agree certainly with the idea
of 6 minutes and just a couple quid that’s not a problem

Christina: I think I am a man pretty worried about that

Martin: I don’t think it would be female and male just someone who likes shopping
and someone who doesn’t like shopping

Christina: yeah

Emma: but the female probably didn’t just buy pants because she went to all these
different stores and saw lots of other things


