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ABSTRACT 

The research concerns one of the more central components of 

store image, that of prestige or status. Relevant literatures include 

store image, occupational prestige, social class, and life style. The 

investigation focuses on two primary areas of inquiry. The first 

concerns establishing the construct validity of store prestige using a 

structural equations methodology. The second area examines the 

characteristics which cause individuals to differ in prestige grading 

and uses a similar methodology. 

Two scales are used to measure prestige, price, and quality of 

fifteen stores where clothing can be purchased. The results indicate 

that for this product class and the stores considered, individuals 

equate the three image dimensions at near unity. In this study the 

construct validity of store prestige is not supported. Future 

research using a broader range of retail institutions and different 

measurement techniques will lead to more definitive conclusions. 

Without firm conceptual standing of the measurement of store 

prestige, the second part of the dissertation is re-conceptualized. 

Store prestige dissensus and articulation are defined more generally 

as store image dis sensus and articulation. The sample as a whole 

exhibits a substantial degree of agreement when ranking the stores 

according to any of the three image dimensions. Yet, for stores which 

may be considered more high culture, there is significantly less 

agreement in rankings. Although not statistically significant, there 

xi 
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is a substantive trend toward increasing consensus in rankings among 

groups higher in education, occupational prestige, income, brows ing 

purchasing, and clothing involvement. Finally, with the exceptions of 

occupational prestige and income, all of these same characteristics 

are statistically significant predictors of store image articulation. 

The dissertation concludes with a model proposing cause and 

effect linkages of retail cognitive complexity. While the research 

was not originally pursued from a cognitive psychology framework, the 

results concerning store image articulation suggest several hypotheses 

involving the more general concept of cognitive complexity. 



CHAPTER 1 

INTRODUCTION 

The Problem 

Prestige and status are frequently used words from Americans' 

vocabularies. Advertisements are often heard touting the pres

tigiousness of homes, suburbs, stores, cars and a multitude of other 

products. People often speak of the prestigiousness of an occupation 

or style of life. The word prestige is applied to many disparate 

contexts, always attempting to communicate higher rank or social 

position. In fact, when people describe the meaning of prestige their 

responses will be vague and amorphous, but with the common underlying 

theme that prestige somehow means better. 

In the context of retail establishments, a sample of indi

viduals would probably agree that K-Mart is lower in prestige or 

status than Sears, which in turn is lower than Saks Fifth Avenue. 

Despite this agreement, the criteria underlying these prestige ranks 

would assuredly vary widely. Prestige is a collectively held attitude 

of social honor or respect given to individuals for their possession 

of various deference entitlements. But, it remains to be seen whether 

people employ anything close to this definition when they rank the 

1 



2 

prestigiousness of stores. Thus, a problem exists as to what indi

viduals mean when they describe stores in terms of prestige or status. 

The existence of this problem is verified by empirical 

evidence. Researchers have expended considerable efforts in uncover

ing the dimensions or attributes that consumers use to compare stores 

relative to one another. Falling under the rubric of store image 

research, studies have used approaches that can be described as either 

disaggregate or aggregate. The former type seeks to uncover an 

exhaustive list of image dimensions and provides actionable informa

tion for developing and monitoring retail strategy (e.g., Brown and 

Fisk 1965; Marks 1976; Schiffman et al. 1977). The aggregate approach 

to store image uses methods designed to determine only those attri

butes most salient in the minds of consumers. Results of such a study 

provide a more realistic interpretation of how consumers actually 

compare stores. Rather than have respondents rate stores on a lengthy 

list of researcher-provided attributes, an aggregate approach 

typically uses similarity-dissimilarity ratings as input to multi

dimensional scaling (Doyle and Fenwick 1974; Singson 1975; Jain and 

Etgar 1976). 

The most salient store image dimensions produced in aggregate

type studies include price, quality, prestige (or status), and depth 

of merchandise assortment. While price/quality was the primary MDS 

dimension in studies by Singson (1975) and Doyle and Fenwick (1974), 

Jain and Etgar (1976) uncovered a primary dimension of status or 

prestige. The uncertainty of the meaning of prestige is evidenced by 
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the similarity in the ordering of stores along the price/quality and 

prestige dimensions of these studies. Equivalent types of stores 

(e.g., local specialty and department, mass merchandise, and discount) 

are positioned similarly whether the dimension is price/quality 

(Singson 1975) or status (Jain and Etgar 1976). While theory implies 

that prestige is conceptually distinct from price or quality, the 

results of these two studies suggest conswners may perceive these 

dimensions as equivalent. 

Several studies have had respondents rate the prestige or 

status of stores (Brown and Fisk 1965; Mason and Mayer 1970; Felson 

1978) and of store's patrons (Weale 1961; Arons 1961; Burstiner 1974). 

A common finding is that the majority of respondents tend to rate 

stores and their patr0ns with marked similarity. But, in none of this 

literature have researchers addressed the problem of why a minority of 

respondents produce disparate store prestige or status ratings. 

Equivocal findings suggest that some individuals, seeking to maintain 

self-esteem, tend to inflate the prestigiousness of stores where they 

shop (Mason and Mayer 1970). Felson (1978) reasoned that material 

inequality has become more difficult to detect and is responsible 

for the minority of respondents in his study who were unable to rate 

the prestigiousness of stores. Yet, no research has provided explana

tion of why some individuals are better able to rate stores in terms 

of prestige or status than others. 

A significant amount of research in sociology has investigated 

occupational prestige or status. Although studies show a high degree 
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of agreement in respondent prestige hierarchies, two types of dif

ferences across those hierarchies have been observed. One of these 

differences, or prestige grading effects, is the tendency of some 

individuals to produce more elaborate or articulate prestige hier

archies than others. Since this tendency implies differences in the 

length of prestige hierarchies, it has been labelled the rubber band 

effect. The second type of prestige grading effect observed is the 

degree of consensus or agreement between hierarchies. While some 

groups of raters show high agreement, others do not. Several social 

characteristics have been linked to the rubber band effect and degree 

of consensus. In general, studies indicate that the higher an 

individual's level of education, occupational prestige, and income, 

the more likely he or she is to demonstrate elaboration and consensus 

in occupational prestige grading. 

Thus, a problem remains as to whether the prestige grading 

effects that occur in the context of occupations also occur in the 

context of stores. If discrepancy in store prestige ratings exists 

among individuals, retailers face a problem in communication. If the 

social characteristics which cause such discrepancies are isolated, 

improvement of this communication problem can be achieved. 

Contributions of the Study 

This study seeks to make academic and applied contributions in 

three primary areas. The most important contribution would be a 

definitive explanation of what people actually mean when they refer to 
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the prestigiousness of stores. This contribution would help to answer 

the question of what store image dimension is most salient in con

sumers' organizing schemes. If prestige is perceived as distinct from 

other descriptors such as price and quality, then the primary image 

dimension may very well be prestige. But, if it is not differentiated 

from price and quality, then the most salient image dimension is a 

general one which equates at least price, quality, and prestige. The 

vagueness in the meaning of prestige discussed earlier suggests that 

there could be other concepts embedded in a general dimension as well. 

Retailers seeking to position themselves in terms of prestige would 

benefit from understanding what criteria individuals use to arrive at 

prestige judgments. 

The second area of contribution is determining if consumers 

are influenced by their perceptions of the prestigiousness of stores. 

Theoretically prestige is positively related to power, which can 

appear as an ability to influence. If a consumer perceives a store as 

high in prestige~ he or she may in some manner be influenced by that 

store. For instance, a consumer may perceive sales clerks at a pres

tigious store as highly knowledgeable and be more likely to value 

their opinions. A consumer may also expect to be more confident when 

making purchases at a store perceived as high in prestige. Demons

trating this causal linkage between prestige and expectations might 

offer additional explanation to consumer satisfaction theory. 

Retailers attempting to promote consumer satisfaction would benefit 

from a better understanding of their patrons' expectations. 
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The final area of contribution is the development and testing 

of theoretical linkages between various social characteristics of 

individuals and the prestige grading effects described above. This 

task involves transfering sociological theory from occupational to 

retail contexts. The differences in prestige consensus and elabora

tion among individuals may exist in the context of stores, but the 

social characteristics which cause these effects may not be the same 

as in an occupational context. For instance, elaboration and con

sensus of occupational prestige hierarchies has been linked to 

ideological attitudes, as well as status variables including educa

tion, occupational prestige, income, and social class. The same 

prestige grading effects in the context of stores may be caused by 

these statuses. But, the effects are also likely caused by atti-

tudinal and experiential concepts particular to the retailing context. 

This final contribution will bring a fresh body of theory to 

the study of store image, while furnishing practitioners with valuable 

information for develping promotional and positioning strategies. For 

example, individuals who are most perceptive of the prestigiousness of 

stores may be recognized as a specific type of gatekeeper or opinion 

leader. These people might facilitate the diffusion of communications 

designed to promote prestige positioning. 
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Summary 

This chapter has provided the impetus for the research under-

taken in this dissertation. The research addresses two primary 

problems in the study of store image. The first problem concerns 

consumers I perceptions of what store prestige or status actually 

means. This concept may be the most salient store image dimension, 

but it is uncertain whether or not prestige is distinct from other 

dimensions such as price and quality. 

Discrepancies in store prestige ratings or rankings are the 

second problem investigated in this research. Evidence suggests that 

some individuals are more adept than others at rating the prestigious

ness of stores. Further, patrons of a store may view that store as 

higher in prestige than non-patrons. This portion of the dissertation 

focuses on understanding the characteristics of individuals which 

cause them to exhibit either more elaboration or consensus in grading 

the prestigiousness of stores. 



CHAPTER 2 

STORE IMAGE LITERATURE 

The majority of store image literature is concerned with the 

four main topics of the flow diagram in Figure 1. Accordingly, this 

review proceeds following the ordering of topics in the diagram. 

Conceptual Definitions of Store Image 

The introduction of the concept of image to economic contexts 

is traced to Kenneth Boulding (1956). Boulding hypothesized that 

individuals abstract only the most salient meanings about stimulus 

objects from the various sources of communication to which they are 

exposed. People then base their behaviors on these simplifications, 

rather than complex cognitive calculations. In the context of 

marketing, this concept has been applied to products and retail estab

lishments. 

A seminal study by Pierre Martineau (1958) advanced the pro

position that stores or shopping centers have unique combinations of 

attributes serving to define their personalities. Martineau hypothe

sized that the importance of personality or image is derived from the 

fact that "the shopper seeks the store whose image is most congruent 

with the image she has of herself" (p. 47). 

8 
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Fig. 1. An Organization of Store Image Literature 
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Martineau's study spawned an extensive and on-going stream of 

store image research. The majority of studies in this research stream 

has proceeded with a definition in which store image is characterized 

generally as those tangible and intangible store attributes most 

salient in peoples' minds. The behavior orientation of Kunkell and 

Berry (1968) and Berry (1969) is the most significant departure from 

mainstream definitions. For instance, compare the following four 

definitions of store image in contrast to the fifth definition of 

Kunkell and Berry (1968). 

Store image is ... the way in which a store is defined 
in the shopper's mind, partly by its functional quali
ties and partly by an aura of psychological 
attributes. (Martineau 1958) 

... is a complex of meanings and relationships serving 
to characterize the store for people. (Arons 1961) 

... a combination of tangible or functional factors and 
intangible or psychological factors that a consumer 
perceives to be present. (Linquist 1974) 

A store's image is a composite of dimensions that 
consumers perceive as the store. Store image is an 
overall picture that is more than the sum of the 
parts, for the parts interact with one another in the 
consumer's mind. (Marks 1976) 

Retail store image is the total conceptualized or 
expected reinforcement that a person associates with 
shopping at a particular store. (Kunkell and Berry 
1968) . 

Kunkell and Berry take a more Skinnerian departure by defining 

store image narrowly in terms of attributes of expected reinforcement. 

Although the first four definitions all describe a similar concept, 

the criticism has arisen that no definition of store image has gone 

far enough in terms of specificity (Peterson and Kerin 1983). Lack of 
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specification of types of stores, products, or respondents may yield 

variation in store images. For instance, patrons' images of a store 

may differ from nonpatrons. Images produced from an intertype set of 

stores (i.e., specialty, department, mass merchandiser) would differ 

from thos~ of a specialty store set where china can be purchased. The 

approach in this research will be to utilize the evaluation of image 

dimensions for a specific product and consider possible effects of 

store and respondent characteristics on the resulting images. 

Following Martineau's study, the majority of research has 

sought to generate the attributes or dimensions that constitute store 

images. Prior to considering this primary topic, the discussion 

considers managerial implications and concerns. 

Managerial Implications of Store Image 

The pragmatic value of store image is found in the development 

and monitoring of retail positioning strategies. This use of store 

image is poignantly described by King and Ring (1980) in what they 

call Local Retail Market Monitoring. Such monitoring measures his

torical and current positioning of retail establishments, and can 

produce "a comprehensive multidimensional perceptual map of the 

marketplace and identify key dimensions of competition among retailers 

in specific customer groups" (p. 39). 

For example, prior to entering a market, a prospective cloth

ing retailer might generate a store map in which major competitors are 

positioned on the image dimensions of price, quality, assortment, and 
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amount of service. This map might indicate the absence of a competi

tor featuring a particular constellation of these attributes, say high 

price, quality, service, and assortment. To the extent that a sub

stantial segment of consumers seek such a constellation (i. e., a 

clothing specialty retailer), the new entrant is provided with clear 

information in developing retailing strategy. The retailer's ability 

to position his or her store as desired is assessed by generating 

successive store maps over time. 

The preceding example illustrates two issues, which are dis

cussed in the next two sections of this chapter. First, uncovering a 

unique and successful niche in a local retail market requires the 

existence of a definable and substantial group of consumers seeking 

such an offering of products and services. But, reaching a target 

market may be difficult if people have disparate store images. A 

review of the literature suggests that differences in store images may 

be due to characteristics of individuals, objects under consideration 

(i.e., stores, departments, or even products), and methodology used in 

image generation. Explication of these three sources of image 

variation is the focus of the following section. 

Given that all sources of variation are considered in 

generating store images, a second issue concerns the validity of image 

as a predictor of store choice. Is Martineau's (1958) conjecture that 

store self image congruence determines store choice really valid? 
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Generation of Store Image Dimensions: 
Potential Sources of Variation 

Stimulus Object 

Regardless of the characteristics of the stimulus obj ect, 

Lindquist (1974) found that all studies produce some image components 

of the attribute groups displayed in Table 1. Fisk (1961) produced a 

similar list through reviewing numerous studies conducted by the 

Wharton Business Study Group. Despite the behavioral orientation of 

Kunkell and Berry (1968), these authors produced a nearly identical 

list of image dimensions to Lindquist's. 

The image inventories of Fisk (1961), Kunkell and Berry 

(1968), and Lindquist (1974) are broad and nearly exhaustive. While 

most studies have not explicitly considered stimulus objects as a 

source of image variation (see Table 2), several authors have argued 

that the specific dimensions produced in the conte=,t of different 

products or store types will differ. Cardozo (1974) provided respon-

dents with two general response contexts, shopping for housewares or 

shopping for beauty and health aids, and asked them to provide a list 

of stores and store attributes for comparison in either case. He 

found significant differences in both of these lists for the two 

response contexts. Finally, Peterson and Kerin (1983) found store 

names from an intrastore list (Le., Penny's and Folly's Department 

Stores) accounting for as much as 67% of the variation in store image 

responses. 



Table 1. Lindquist's Nine Store Image Attribute Groups 

1. Merchandise: quality, selection or assortment, style or fashion, 
guarantees, and pricing; 

2. Service: Service -- general, salesclerk service, presence of self
service, ease of merchandise return, delivery service, and 
credit policies; 

3. Clientele: Social class appeal, self-image congruency, and store 
personnel; 

4. Physical Facilities: Store layout, aisle placement and width, 
carpeting, and architectual; 

5. Convenience: Convenience -- general, locational convenience, and 
parking; 
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6. Promotion: Sales promotions, advertising, displays, trading stamps, 
symbols, and colors; 

7. Store Atmosphere: Warmth, and acceptance or ease on the part of 
the consumer; 

8. Institutional Factors: Conservative-modern projection of the store, 
reputation, and reliability; 

9. Post-Transaction Satisfaction: Merchandise in use, returns, and 
adjustments. 
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Table 2. Published Studies by Potential Sources of Image Variation: 
Object and Respondent Sources 

Source 
Stimulus Object of Study Respondent Characteristics 

b 
Study Inter- Intra- Department Shopping [::>ocial ::>ex 

store store Sj!ecific frejl. Class 
Martineau 1958 X 
Meyers 1960 X X 
Weale 1961 X 
Arons 1961 X X 
Rich & Portis 1964 X 
Brown & Fisk 1965 X X 
Kelly & Stephenson1967 X(GS) 
Kunkell & Berry 1968 X X 
Mason & Mayer 1970 X a X 
Perry & Norton 1970 X 
Lessig 1972 X(GS) 
McDougall & Fry 1974 X X 
Cardoza 1974 X(DS) X 
Burstiner 1974 X a 
Singson 1975 X X 
Pathak et al 1974 X X 
Doyle & Fenwick 1974 X(GS) 
Bellinger et al 1976 X 
Jain & Etgar 1976 X 
Marks 1976 X(SP) 
James et al 1976 X(SP) 
Beardon 1977 X X 
Schiffman et al 1977 X X 

a 
Hansen & Deutscher1977 X 
Hirschman et al 1978 X 
Ring 1979 X(SP) 
King & Ring 1980 X(SP) 
Peterson & Kerin 1983 X (GS) X 

a 

a. Source of variation was explicitly considered in study. 

b. Unless noted, all intrastore studies involved department stores 
GS = grocery store; DS = discount store; SP = specialty store 

X 

a 
,.psycho 
logical 

X 
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In sum, a subset of the Linquist nine-factor or Kunkell and 

Berry 12-factor image groups is likely to arise in any image study. 

But, the particular dimensions and the saliency of those dimensions is 

dependent on the specificity of the stimulus objects (Cardozo 1974; 

Peterson and Kerin 1983). When specificity is important in developing 

store images, researchers must develop image inventories using context 

specific situations. 

Respondent Characteristics 

As seen in Table 2, four characteristics of respondents can 

affect store images. Shopping frequency and social class, or indivi

dual components of social class, have received primary attention in 

this literature, while sex and psychological characteristics have 

received scant investigation. 

Shopping Frequency. Numerous studies indicate that the amount 

of shopping a respondent has done at particular stores systematically 

affects his or her store images. The most prevalent finding is that 

shopping frequency is positively related to image favorability (Meyers 

1960; Arons 1961; Mason and Mayer 1970; Beardon 1977; Schiffman, Dash, 

and Dillon 1977). This relationship has been supported whether 

shopping frequency is measured by amount purchased, or vaguely by a 

simple Lickert scale for frequency of shopping. Mason and Mayer 

(1970) claimed maintenance of self-image or self-concept caused 

respondents to inflate the favorableness of marketing policies, 

merchandise carried, physical appearance, geographical location, and 

status of clothing stores where they shopped. This study was later 
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criticized on several methodological grounds (Dolich and Shilling 

1971), but numerous other studies reporting similar findings lead to 

the proposition that the more an individual shops at a store, the more 

favorable his or her image of that store. 

Other studies confirm the intuitive proposition that the less 

an individual has shopped at a store, the more likely he or she is to 

have no image whatsoever of that store (Myers 1960; McDougell and Fry 

1974). Images may be acquired directly through experience or 

indirectly through communication from friends or media. Therefore, a 

stronger image should result by actual direct experience with an 

institution. 

Social Class. Social class has not only been found to be a 

store image dimension, but also a characteristic of respondents which 

influences store image evaluations. Several early studies hypothe-

sized that patron or store status is a major, if not primary, 

component of store image (Martineau 1958; Arons 1961; Weale 1961; 

Burstiner 1974). Martineau (1958) concluded that: 

The woman shopper has a considerable range of ideas about 
department stores; but these generally become organized on a 
scale ranking from very high-social status to the lowest
status and prestige. The social status of the department 
store becomes the primary basis for its definition by the 
shopper ... the shopper is not going to take a chance of going 
to a store where she might not fit in. (p. 127) 

Studies show that respcndents, with a fairly high degree of agreement, 

can rank or rate the social status of stores (Brown and Fisk 1965; 

Mason and Mayer 1970; Felson 1978) and of store's patrons (Weale 1961; 

Arons 1961; Burstiner 1974). For instance, Weale had respondents rate 
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the likelihood that 21 prototype consumers, representing a broad range 

of occupational statuses, would shop at four department stores. Dis

tinct profiles were produced according to this status for each of the 

four. Burstiner (1974) produced similar results when he had respond

ents rate the types of people who shopped at three New York department 

stores on a semantic differential scale. 

Attention to the interaction between respondent statuses and 

store images has been sparse. Respondent social class has been shown 

to influence the importance of other store image components. Brown 

and Fisk (1965) found Philadelphia department stores had clear con

sumer profiles with respect to patron social class, and that 

respondents of different social classes sought different clusters of 

image attributes. They hypothesized that such differences occur 

because of disparate risk exposure across social classes. 

Singson (1975) investigated the effect of respondent socio

economic status on store images using similarity ratings of several 

department, specialty and discount stores. Respondents were clustered 

in four groups according to income and education. While the two 

upper SES groups produced a two dimensional MDS solution, the two 

lower groups produced a one dimensional solution. When a second 

dimension was allowed for the latter groups, a poor correlation was 

observed between it and the second dimension in the higher SES groups. 

Higher and lower SES groups did show substantial agreement on the 

first dimension, which appeared to represent price/quality. 
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In sum, while social status or class has been found as a 

dimension of store image, little work has progressed investigating how 

respondent status or class interacts with store image evaluations. 

The findings of Brown and Fisk (1965) support the pragmatic use of 

social class or similar concepts as segmentation variables. Singson's 

(1975) study is more interesting in terms of exploring the relation

ship between respondent status and store image. His research suggests 

that while the most salient store image dimension is consistent across 

class or status levels, secondary and tertiary dimensions are not. 

Social class may be a concept that differentiates how individuals 

perceptually organize stores relative to one another. 

Sex and Psychological. Peterson and Kerin (1983) found mini

mal variation in images of Penny's and Foley's department stores due 

to either respondent sex (7.5%) or mood (1.3%). But, when two super

markets were used as stimulus objects, mood was found to account for 

18.2% of the variation in images. These authors concluded that as 

differences between stimulus objects decreases, other factors, such as 

mood, become more important sources of image variation. 

Methodological Sources of Variation 

As seen in Table 3, store images are affected by methodologi

cal considerations including scale type, statistical technique, and 

data collection environment. 

Scale type. Nearly all studies have used closed-ended, seman

tic differential scales. The table shows a trend away from the use of 

open-ended questions with a commensurate increase in the closed-ended 



Table 3. Published Studies by Potential Sources of Image Variation: 
Methodological Sources 

M h d 1 et 0 0 0 lca 1 S ource 
Scale Statistical Data Collection 

Study Open Closed Technique Environment 
b 

Myers 1960 X 
'veale 1961 X 
Arons 1961 X X 
Rich and Portis 1964 X 
Brown & Fisk 1965 X 
Kelly & Stephenson 1967 X X 
Kunkell & Berry 1968 X 
Mason & Mayer 1970 X 
Perry & Norton 1970 X Fac. 
Lessig 1972 X Fac. 
Brustiner 1974 X Chi. 
Pathak 1974 X Grp. (G) 
McDougall & Fry 1974 X X 
Cardoza 1974 X 
Doyle & Fenwick 1974 X MDS 
Singson 1975 X MDS 
Jain & Etgar 1976 X MDS 
Marks 1976 X Fac. 
James et al 1976 X X Cor. 
Beardon 1977 X X AN OVA 
Schiffman et a1 1977 X Chi. 
Hansen & Deutscher 1977 X 
Fe1son 1978 X 
Hirschman et a1 1978 X Fac. , Cor. 
Ring 1979 X MDS 
King & Ring 1979 X MDS 
Peterson & Kerin 1983 X Reg. X 

a a 

a. Only study to explicitly measure methodological source of 
variation in image profiles. 

b. Fac. = Factor Analysis; Chi. = Chi. Square; Grp. = Group 
comparison using F or T-tests; MDS = Multidimensional Sealing; 
Cor. = Correlation coefficient; Reg. = Regression. 
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scales demanded by more sophisticated statistical techniques. Early 

studies were more likely to ask respondents the first thing that came 

to mind when a store name was mentioned (Myers 1960), or the reasons 

for their preferences for a store (Rich and Portis 1964). These early 

studies provided an inventory of image dimensions which studies that 

followed utilized. 

The semantic differential became prevalent in studies by 

virtue of its ability to quickly furnish researchers with large 

quantities of data that are appropriate for multivariate statistical 

techniques. This proliferation was followed with critiques by 

numerous authors (e.g. Kunkell and Berry 1968; McDougal and Fry 1974; 

Cardozo 1974; Doyle and Fenwick 1974). The primary criticism of the 

semantic differential in image studies is that too often researchers 

have borrowed image inventories from past studies and used them in 

inappropriate contexts. Respondents may rate store characteristics 

which are not at all important to them, or are unable to rate those 

which they feel are important. In sum, the studies produce store 

images which are researcher biased. 

Recognizing the problems with the semantic differential, the 

most common solution is to first conduct a small study with open-ended 

questions to generate image dimensions for semantic differentials in a 

subsequent study using a larger sample. 

Statistical technique. Examination of the evolution of statis

tical techniques in Table 3 leads to several observations. First, 

early studies compared image profiles of stores and of respondents 
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(e.g., by social class groups) relying solely on visual interpretation 

(e.g., Byers 1960; Weale 1961; Mason and Mayer 1970). As research 

progressed on this topic, group and/or store image profile comparisons 

were subject to univariate (e.g., Pathak 1974) and bivariate (e.g., 

Burstiner 1974; Schiffman et al. 1977) statistical tests. 

A second observation is the proliferation of what can be 

called a disaggregate approach to measuring store images. This 

approach is in response to criticisms of the semantic differential 

mentioned previously. Image components are first generated through 

open-ended or focus group research. A broad list of these components 

is then used in semantic differentials in subsequent research. 

Finally, the large volume of image responses is made more parsomonious 

using factor analysis (e.g., Perry and Norton 1970; Marks 1976). For 

example, Marks (1976) had respondents rate a women's specialty 

clothing store on thirty image dimensions. Factor analysis produced 

eight reasonably interpretable factors, collectively explaining 73% of 

the total variance. 

A third observation from the table is the use of multidimen

sional scaling as a second approach to generating image dimensions. 

In comparison to the use of factor analysis, MDS can be considered an 

aggregate approach to store image generation. Respondents are asked 

only to rate the similarity of pairs of stores. Whereas the dis

aggregate approach may produce upwards of eight image dimensions, ~IDS 

produces two to three dimensions. Doyle and Fenwick (1974) produced 

a three dimensional solution from supermarket similarity data, the 
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dimensions representing quality, variety, and price. Jain and Etgar 

(1976) and Singson (1975) produced liDS solutions using similarity 

ratings of intrastore stimulus lists. Singson (1975) produced a 

three-dimensional map, representing the dimensions of price/quality, 

convenience, and product depth and width. Jain and Etgar (1976) 

arrived at a similar number of dimensions, yet their axes were 

labelled prestige, price, and department versus store-wide judgment. 

Although both the dis aggregate and aggregate approaches to 

store image research improve upon the problem of researcher bias 

mentioned previously, the subjectivity of interpreting factors or 

dimensions still leaves the potential for a similar bias. This 

problem was evident in the previously mentioned work of Marks (1976) 

in which a factor he labelled fashionability had high loadings on 

quali ty and value. In the case of liDS, Singson (1975) labelled his 

dimensions by correlating separately obtained semantic differential 

ratings with the liDS solution. Jain and Etgar (1976) interpreted 

their .dimensions by having respondents mention the first word that 

came to mind when a store name was given. A comparison of the maps 

produced in both of these studies (see Figure 2) shows them to be 

remarkably similar. Yet, the most salient dimensions in either are 

labelled differently. One of three possibilities may be occurring 

with regard to this most salient dimension of store image. First, 

price/quality may be an incorrect label. Similarly, prestige may be 

incorrect. Or, it may be that consumers compare stores primarily on a 
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general dimension in which price, quality, and prestige- are all 

equated. 

The aggregate and dis aggregate methodologies produce sig

nificantly different store images and are appropriately applied to 

different research problems. Considering Boulding's (1956) proposi

tion that images simplify the organization of products or stores, and 

that research indicates consumer decision making is usually extremely 

simple, it is somewhat surprising that researchers have suggested 

eight (Linquist 1974) or twelve (Kunkel 1 and Berry 1968) store image 

factor solutions. Use of the aggregate approach to store image 

research seems more appropriate for the academic endeavor of under

standing how consumers compare stores and make store choice decisions. 

Practitioners can benefit from using both approaches. The aggregate 

approach can help in making more global positioning decisions, while 

the disaggregate approach can furnish more specific information. For 

instance, at the aggregate level a retailer might seek a niche of high 

price/ quali ty. All nine of the factors in Table 2 would provide 

specific and actionable information for achieving that niche. 

Data Collection Environment. Peterson and Kerin (1983) con

ducted the only research explicitly considering the effect of the 

environment where data is collected on resulting store images. They 

collected image data in environments including classrooms, respond-

ents' residences, and shopping centers. Results indicated that 

environment accounted for 10.2% of the variation in image responses 

when stimulus objects were most similar (i.e., two supermarkets). 
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Store Image as a Predictor of Patronage Behavior 

Benefit segmentation of markets rests on the assumption that 

consumers choose products or stores which most closely possess the 

bundle of attributes that they desire. Accordingly, if a retailer is 

able to position his or herself as offering a unique bundle of attri

butes sought by a target market (i. e., an image), he or she should 

meet with success. Researchers have attempted to test the validity of 

this proposition using a variety of statistical techniques. Using 

simple comparisons of patrons of different store types, several 

studies have shown significant differences in the determinant image 

attributes influencing store preference (Beardon 1977) and choice 

(Schiffman, Dash, and Dillon 1977). 

The most prevalent methodology used to assess the predictive 

validity of store image has been to regress image ratings, or factor 

scores derived from those ratings, on measures of store loyalty 

(Lessig 1972; Bellinger, Steinberg, and Stanton 1976), store pre

ference (James, Durand, and Drenes 1976; Marks 1976), or store choice 

(Stanley and Sewall 1976; Nevin and Houston 1980). With preference of 

a single store as the dependent variable, regressions of image ratings 

explain 50 to 73% of the total variance. But, studies attempting to 

account for store loyalty or choice explain no more than 20% of total 

variation. The major portion of these behaviors is best predicted by 

driving time or distance (e.g., Stanley and Sewall 1976; Nevin and 

Houston 1980). 
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Thus, efforts to predict actual behavior using store image 

data have met with similar success as efforts to predict brand choice 

using multiattribute attitude models. In fact, one store image study 

was conducted using a Fishbein-type model (James, Durand, and Drenes 

1976). A similar conclusion regarding the pragmatic value of multi

attribute or store image models may be reached. Both provide 

managerially actionable data in conjunction with positioning strate

gies. Yet, when it comes to actually predicting behavior, neither is 

of much value to practitioners. 

Summary 

Perusal of the store image literature leads to presenting a 

review of this literature organized around four major topics. Con

ceptual definitions of store image tend toward generality. All 

definitions concur that store image involves the most salient tangible 

and intangible factors that individuals hold in their minds about 

stores. Yet, research indicates these images are affected by numerous 

factors considered in this chapter. 

For purposes of this dissertation, several observations from 

this review are paramount. First, aggregate images of stores may 

center around a primary dimension representing store prestige or 

social status. Yet, this finding is equivocal and two questions 

need to be addressed. First, when individuals organize stores 

around prestige or social status, is this the prestige or status 

of people who patronize stores? Or, is it of the store itself? More 
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importantly, is store prestige or status a distinct concept from price 

or quality? Or is there a general dimension of store image in which 

prestige, price, and quality are all equated? 

The second observation important to this dissertation is that 

respondent characteristics apparently affect evaluations of store 

images dimensions, whether that be store prestige, price, quality or 

an overall general dimension. A single, equivocal study (Mason and 

Mayer 1970) leaves in question how characteristics of respondents may 

affect the prestige or status aspect of store images. In Chapter 4, 

several rater characteristics are hypothesized to cause different 

effects on store images. 



CHAPTER 3 

PRESTIGE AND RELATED LITERATURES 

The purpose of this chapter is three-fold. The first concern 

is to develop a conceptual definition of store prestige. This task 

requires reviewing sociological literature that addresses the meaning 

of prestige, allowing construction of the desired definition. Given 

the conceptual definition of the topic of this dissertation, the 

second purpose is to review relevant literature in marketing and 

sociology. This review centers on the topics of social class and life 

style research. Finally, the third purpose of the chapter is to 

discuss the importance of consensus in prestige judgments. Again, 

literature from sociology is drawn on for this purpose. 

Defining Store Prestige: An Examination 
of the Concept of Prestige 

The Meaning of Prestige 

In deriving a definition of store prestige it is necessary to 

first define class, status, and prestige as the meanings of these 

concepts are at times blurred together. A proper definition of them 

is most accurately found in the theorizing of Weber. Weber saw 

society stratified on and the distribution of power affected by the 

three dimensions of class, status, and party. Class situation is a 

function of ownership of comparable goods and services for exchange, 

29 
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the sharpest cleavage being ownership of property. Status of an 

individual refers to evaluations of social prestige or esteem others 

make of his or her social position. The style of life of those of 

similar status serves as an indicator of how they have manifested 

their distinctiveness. Party is a third independent influence upon 

the distribution of power, which refers to any voluntary assocation 

formed to secure directive control of an organization. 

The three dimensions of stratification can be linked. For 

instance, a group of equal status may attempc to institute restric-

tions on ownership of property or other capital goods. Conversely, 

ownership of material goods mayor may not restrict entrance into 

status groups. Weber felt that in the long-run there is regularity 

between property ownership and status situation. Class and status are 

further qualified in the following quote: 

In contrast to the purely economically determined class 
situation, we wish to designate as 'status situation' every 
typical component of the life fate of men that is determined 
by a specific, positive or negative, social estimation of 
honor ... 

In content, status honor is normally expressed by the fact 
that above all else a specific style of life can be expected 
from all those who wish to belong to the circle ... 

Of course, material monopolies provide the most effective 
motives for the exclusiveness of the status group ... (Weber 
1946: 186-193) 

Weber's definitions of class and status have since been 

semantically muddled, this state magnified by the popularity of 

related concepts such as social class and socioeconomic status. 

Status has now become a vague concept, broadly used to refer to every-

thing from social status or status honor as Weber had used it, to sex, 
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military rank, and other population descriptors. Given this con-

fusion, prestige is a more accurate concept to use in place of what 

Weber called status. 

Although a prolifera of research has involved respondents in 

tasks of rating the prestigiousness or social standing of occupations 

or households (e. g., Davis 1956; Goldthorpe and Hope 1972; Laumann 

1966), the granting of prestige in the form of social honor or respect 

is a completely situational phenomenon. Such granting, or acts of 

deference, can only occur in a relationship between two or more 

individuals. Even if the majority of society agrees that the occupa

tion of judge is of the highest prestige, it will not affect the 

attitudes or behaviors of a gas station attendant toward a judge 

unless his or her occupation is "an element in a relationship between 

the person deferred to and the deferent person" (Shils 1968). When 

the judge pulls up to the pump and asks for gas, he or she is under 

the command of the station attendant. If the attendant somehow dis

cerns that his or her customer is a judge, respect and honor may be 

paid. 

The foregoing example raises several point.s. First, respect 

or obedience accruing from the provision of goods and services or from 

the role position within a micro-social unit (e.g., family, firm) are 

not acknowledgements of prestige or deference. Prestige and acts of 

deference are a function of macro-social sentiments or values. A 

CEO's ability to command respect of others is partly a function of his 
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or her role within the firm, and partly a function of the worth or 

dignity given that occupation on a societal level. 

A second point concerns the various bases of entitlements that 

lead to granting prestige. Besides occupation, other deference 

entitlements include income, wealth, education, and style of life. 

Yet, as the example illustrates, none of these sources result in acts 

of deference unless they somehow enter into a relationship. Style of 

life and occupation are the most visible and continuous sources (Shils 

1968). They provide titles or emblems that serve as criteria for 

prestige allocation across more situations than the other entitle

ments. Education and income mean little unless they are apparent or 

known. Belonging to the Bohemia club, being a past Secretary of 

State, and owning a home in a northern Chicago suburb all are more 

visible indicators of prestige. 

Implicit in the definition of prestige is the existence of a 

hierarchy. Granting prestige results in some form of symbolic power. 

For the concept of prestige to have meaning, society must collectively 

agree as to the ranking of individuals according to their levels of 

prestige. In sum, prestige is a collectively held attitude of social 

honor or respect given to individuals for their possession of various 

deference entitlements, which may lead to wielding symbolic forms of 

power. An individual's rank within a prestige hierarchy may allow 

(given the visibility of the entitlement) him or her to command such 

forms of power over those lesser in rank, while succumbing to the 

power of those greater in rank. 
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The forms of power that may be forthcoming from a prestige 

ranking are obtuse and varied. For instance, Landecker (1981) refers 

to command power, discretionary power, and gatekeeper power as forms 

of power accruing from positions higher in prestige. Conversely, 

prestige is more classically linked with rights of participation in 

different collectivities or centers, and limiting the possibilities of 

other people having access to those centers. Eisenstadt (1968) suc-

cinctly describes this type of power as "ascriptive limitations on 

institutional interactions; exchange and access to positions." 

(p. 71) Finally, sociological theory often links prestige to the 

ability to influence, similar to what Landecker called gatekeeper 

power. In this respect, the power of prestige has been described as 

follows: 

When we accept that another person ranks higher than we do, we 
automatically permit him to influence our behavior. We attend 
to him and defer to him. Since influence is the essential 
component of power, prestigious individuals are indeed power
ful. (Barkow 1975, p. 561). 

Similarly, Gilbert and Kahl (1982) cite imitation of life 

styles of individuals higher in prestige rank as a form of power. 

This form of power lies behind the theoretical rationale for the 

trickle down theory of fashion diffusion (Foley 1893; Simmel 1904). 

In the context of group dynamics, studies consistently find 

that prestige granted to individuals within groups results in the 

ability to influence other group members (Greenstein and Knottnerus 

1981; Field 1978; Berger and Fisek 1970). 
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A Definition of Store Prestige 

The previous discussion noted the imprecision of the term 

status. In the context of stores, status could refer to anything from 

profitability level to store type (e.g., grocery versus hardware). At 

the same time, research on occupational prestige shows that people 

respond equivalently to the terms status, social status, social 

standing and prestige (Goldthorpe and Hope 1972; Trieman 1977). The 

same result might occur in the context of stores. But, for defini

tional purposes, store prestige is the most semantically correct term 

for the concept under investigation in this study. 

Defining store prestige is not a straightforward task. 

Inanimate objects do not themselves have prestige as this concept has 

been defined. A structure housing merchandise for sale does not by 

itself acquire social honor and wield symbolic power. Yet, respond

ents can in substantial agreement rank the prestigiousness of stores 

(Felson 1978; Mason and Mayer 1970), fraternity and sorority houses 

(Krain, Cannon, and Bagford 1977), departments in universities (Sharp, 

Shin, and Smith 1982; Schichor 1970; Schichor 1973), countries 

(Schimbori, Ibeda, Ishida, and Kondo 1963), and housing (Mack 1951). 

Saks Fifth Avenue, Kappa Kappa Gamma, the Sociology Department at the 

University of Chicago, Japan, and Winnetka, Illinois, are all names, 

symbols, and objects that do not have prestige by themselves, but are 

representative of types of social actors. These names serve as 

cues that society associates with a relatively homogeneous group 

of individuals with respect to prestige or social status. Thus, the 
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prestigiousness of the members of the Sociology Department at the 

Unversity of Chicago, Kappa Kappa Gamma, and Winnetka is what under

lies the ability of members of society to rank these names along with 

others in terms of prestigiousness. 

The prestigiousness of stores can be similarly conceptualized. 

In an insightful reply to the Felson (1978) study cited earlier, Senon 

(1979) noted that respondents had rated stores (along with cars and 

suburbs), rather than the users of stores. Senon is clear as to the 

difference between these two tasks: "Prestige is not an inherent 

quality of the thing studied, but a quality which the thing supposedly 

imparts to its user or owner: what Felson is trying to measure is the 

imparting power of those things." (p. 119) This conception was used 

earlier in a study by Davis (1956) in which respondents ranked the 

social status of the occupants in living room pictures, without anyone 

shown in the pictures. His results strongly confirm that individuals 

can look at pictures, and based on the imparting power of the objects 

in those pictures, rank the prestigiousness of their occupants with 

substantial agreement. 

The rationale of Senon (1979) and Davis (1956) applies in 

constructing a definition of store prestige. Most types of stores, 

whether they be specialty, department, or discount, define and seek 

target markets which are relatively homogeneous with respect to 

socioeconomic characteristics. They carry a merchandise assortment 

sought by that target market and present that merchandise using con

gruent atmospherics and service. Thus, the architectural features, 
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merchandise, personnel and other attributes of a given retail estab-

lishment serve as indicators of the life style of its clientele. The 

merchandise at the store is carefully planned and presented so that a 

defined status of consumer is attracted as a patron. The type of 

merchandise and the distinctiveness of its presentation impart pres-

tigiousness upon the clientele and are symbolic of the prestigiousness 

of that clientele. The name of a store is a symbol that calls forth a 

wholistic mental image of a class of merchandise and atmospherics, 

which are representative of a life style associated with the pres-

tigiousness of its clientele. This line of thought leads to the 

following definition of store prestige: 

The prestige of a retail establishment is the level of social 
honor or respect given to the clientele associated with that 
store in the mind of the evaluator. It is a summary evalua
tion of all the informational cues brought to mind by an 
establishment I s name. These cues include the style of pre
sentation and communication of a class of merchandise that 
represent a life style connected with a level of pres
tigiousness of patrons. 

With a firm understanding of the conept under consideration, 

two areas of literature are of concern. These areas include the 

application of social class and life style in marketing contexts, and 

the degree of consensus found in prestige hierarchies. 

Social Class and Life Style 

Social Class 

Social class has been defined as "a group of people with 

similar levels of prestige and esteem who also share a set of related 

beliefs, attitudes, and values which they express in their thinking 
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and behavior" (Zaltman and Wallendorf 1979). This definition illus

trates the equivalency of the term social class to Weber I s status 

situation. In fact, Weber referred to social classes as groups which 

could freely move among different class positions. His social classes 

included manual working, petty bourgeoisie, propertyless white-collar, 

and dominant propertied (Giddens 1971). 

Much of the application of this concept in marketing contexts 

can be traced to the development of a social class index (ISC) by 

Warner and his associates (Warner and Lunt 1942; Warner et al 1949). 

The early proponents of social class in marketing saw consumer 

behaviors as one aspect of variations in life style across social 

classes (Martineau 1958a; Coleman 1960; Levy 1966). Social class was 

suggested and found to be a significant predictor of consumption for 

highly visible and social products, as well as for convenience goods 

(Coleman 1968; Schaninger 1981). Other studies have found consumption 

differences across social classes over a wide variety of products and 

services including cars, recreational vehicles, furniture, education, 

and entertainment (see Coleman 1983). 

Social class has been less frequently applied to explanation 

of patronage behaviors. Studies indicate social class is positively 

related to frequency of shopping trips (Rich and Jain 1968; Foxall 

1975). Social class has also been found to be a significant predictor 

of store choice for certain types of products. For example, upper 

class individuals were found to patronize specialty stores more 

than lower class individuals when shopping for furniture and clothing 
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(Schaninger 1981). Martineau (1958) and Levy (1966) both arrived at 

the more general conclusion that there is a congruence between store 

and patron prestige. 

Tauber (1972) obtained findings similar to Martineau I s from 

depth interviews, which led him to conclude that not only do consumers 

patronize stores where they are most likely to meet other people like 

themselves, but also that they are likely to seelt out stores that 

carry merchandise which people like them find accept(\ble. Rich and 

Jain (1968) describe consumers that are loyal to department stores as 

having white-collar occupations, higher incomes, and higher educa-

tions. Cox (1971) 

blue-collar workers. 

found discount store patrons normally to be 

Finally, Hirschman (1980) determined that career 

women are more likely to shop at specialty stores than are women of 

lower occupational statuses. 

Empirical evidence tempers the generality of the previous 

findings. The relationship between patron social class or prestige 

and store prestige is product and situation specific. For instance, 

Levy (1966) found that for merchandise low in risk upper class indivi

duals would shop at a national department store, while lower class 

people were likely to shop at a local department store only when 

purchasing gifts. Ryan (1979) found gift buyers of small appliances 

reported greater use of high prestige stores than self-use buyers of 

the same product. 

The concept of risk and involvement inherent to purchase 

occasions are hypothesized to affect store choice. Of the two types 
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of risk put forth by Bauer (1961) (economic and social), Prasad (1975) 

found social risk as more important in affecting store choice. When 

products are of low social-low economic risk or low social-high 

economic risk, there are no statistically significant differences in 

patronage attitudes toward discount stores among consumers of all 

social classes. But, regardless of the level of economic risk, when 

social risk is high, high social class respondents are unlikely to 

patronize discount stores. Similarly, Hirsch et al. (1972) concluded 

that for certain types of products, the store patronized can es

sentially operate as a mechanism for handling risk. 

The majority of research using the concept of risk suffers 

from poor criterion and construct validity rendering results equivocal 

at best (Ross 1975). Despite similar problems, the construct of 

product involvement has to some extent replaced the use of risk in 

marketing literature. Bloch's (1981) further conceptualization of 

this construct as consisting of situational and enduring involvement 

has improved its validity. The former may be defined as the temporary 

involvement or concern with a product during its purchase when there 

are high stakes associated with the purchase outcome. This definition 

is in correspondence with Ray's (1979) argument that there will be no 

one best method to measure involvement: "The components and effects 

of involvement will be governed primarily by the consumer decision 

situation." In this respect, gift-giving has recently been recognized 

as a specific instance of situational involvement (Belk 1981). 
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Enduring involvement is defined as the long-term product 

involvement that occurs even when a purchase goal is not operative and 

is "based not on risk but on the strength of the product's relation

ship to individual needs, values, or the self-concept" (Block 1981). 

Situational and enduring involvement, and the different types of risk, 

are potential constructs which may explain inconsistencies that occur 

in the relationship between patron and store prestige. This relation

ship does exist as the earlier cited evidence indicates, but is 

dependent on purchase occasions of high social risk or situational 

involvement. 

Life Style 

A separate stream of research from the investigation of social 

class and consumer behaviors has focused primarily on how life styles 

differ by levels of status and class. The aspects of life style 

studied include political and associational behaviors, in nddition to 

consumer behaviors. Sobel (1981) argues convincingly that the best 

index of life style is found in consumption behavior. Studies that 

have used consumption as such have typically factor analyzed volume of 

consumption of different goods and then attempted to predict these 

factors using occupational status, education, and income (cf., Felson 

1976; Gruenberg 1983; Hughes and Peterson 1983; Sobel 1983). This 

approach differs from social class research in which these three class 

and status indicies are combined into a single measure. 

The rationale underlying the study of life style by observing 

consumption behaviors is summarized nicely by Kahl (1957): 



Prestige tends to be bestowed through consumption behavior 
rather than income, for only that which can be seen can be 
judged. Consumption patterns and interaction networks are 
intimately linked; people spend their leisure time with others 
who share their tastes and recreational activities and they 
learn new tastes from those with whom they association. 
(p. 108) 
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Thus, the argument is that consumption of material goods provides 

evidence of a level of prestige, a visible indicator in much the same 

way that occupational titles are symbolic indicators of roles. 

Unfortunately, much of the research using material consumption 

as an index of life style has suffered from poor methodology. For 

instance, Felson (1976) used a factor model to analyze dichotomous 

purchase data having to do with living room items. This data included 

whether or not respondents owned everything from electric lamps to 

potted plants. Not surprisingly, Felson obtained a nine factor solu-

tion that explained only 13% of the variance in ownership of the 24 

living room items. He identified the first five factors as pictures, 

durables, books, religious, and "bric-a-brac." In a regression, 

Duncan's SEI scores and income were significant predictors of the 

durable factor, while correlations of the SEI scores, income, and 

education with the other four factors were all less than .10 in 

magnitude. 

The Masking of Material Inequality. Felson's (1976) results 

are representative of the impetus behind a more recent contention in 

life style research that material inequality in the United States, and 

to some extent abroad (Munters 1977), is no longer visible. Felson 

contends that his weak relationships were at one time much stronger. 
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His position now is that material life style may serve more to mask 

than to transmit material inequalities in the United States (Felson 

1978; 1979). A major point underlying this position is that regard-

less of class level, Americans and people of similarly industrialized 

countries tend to purchase a much larger and more diversified set of 

consumer goods than was once the case. The types of products once 

owned only by those individuals higher in social class have now 

shifted downward in the class structure, causing the perception of 

inequality to become more vague (Blumberg 1974; Munters 1977; Felson 

1979). 

Felson (1979) offers five additional reasons for the masking 

of material inequality: 

(1) The marginal propensity to consume declines with 
increasing income. A given increase in income does 
not lead to the same increase in total consumptiun, a 
point made by others as well (e.g., Caplovitz 1981). 

(2) The mark-up on products goes up proportionately more 
than the degree of material worth or quality of the 
product itself. 

(3) Different people may pay different prices for exactly 
the same goods. 

(4) The relationship between price and quality is 
extremely weak. 

(5) Many brands are inconsistent in quality. (p. 122) 

The argument for less visibility of inequality of material 

life styles is also evidenced by the decline of support for the 

trickle down theory of fashion diffusion (Foley 1893; Simmel 1904). 

This theory hypothesized that upper socioeconomic classes adopt 

fashions first as symbols of distinction and exclusiveness. Over 

time, lower classes copy upper class leaders, which at some point 

vulgarize the originally adopted fashions. More recent empirical 
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evidence still offers some support for the vertical flow hypothesis; 

early adopters of fashion are still higher on indicators of socio

economic status (King 1964; King, Ring, and Tigert 1980). Yet, 

research on the fashion involved consumer, as measured by both time of 

adoption and attitudinal scores (e.g., King, Ring, and Tigert 1980; 

Tigert, Ring, and King 1976), indicates that they exist across all 

strata and are more committed to a highly visible life style. 

Caveats to the Masking of Material Inequality. Several flaws 

exist in the previously reported research and expressed views con

cerning material inequality. First, the vertical flow hypothesis may 

very well not correspond with the prestige accorded to the goods 

involved in that flow. Indeed, inheritors of "old money," those 

typically labelled upper-upper class (e.g. Coleman and Rainwater 

1978), may prefer older styles of clothing and to shop for that 

clothing at "stores with decor featuring antiquities" (Packard 1959). 

In this instance, time of adoption would not be a valid indicator of 

the vertical flow hypothesis. A positive correlation between the 

vertical flow of products down the class structure and material 

inequality may not be universal across products or brands. 

Secondly, the methodology of the Felson (1976) study is repre

sentative of that stream of research and suffers from serious 

problems. In general, these problems revolve around using whether or 

not someone owns a television as evidence of how much prestige society 

should grant to that person's life style. For appropriate products, 

at least frequency of purchase should be used as a measure, rather 
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than a dichotomy (Schaninger 1981). More importantly, ownership or 

amount of ownership, of a product ignores the issue of style. All of 

the points cited earlier by Felson (1979) ignore the fact that brand 

names symbolize style and prestige. Ownership of a pair of Levis 

compared to a pair of Calvin Klein's, or of a Chevy Impala compared to 

a Mercedes Benz, says something completely different about the class 

or status of their owners. Felson's five points are completely objec

tive contentions about a largely subjective judgment. Prestige is a 

sentiment in the minds of the public, not a function of purely 

economic factors. 

A third point of concern in this research is that measuring 

ownership of material items does not fully account for consumption 

behavior as an index of life style. Experiential consumption, such as 

plays and trips abroad, is also consumption. Sobel (1981) measured 

experiential and material consumption and derived a four factor solu

tion including visible success (e.g., musical, health, and sports 

equipment), maintenance (e.g., routine expenditures such as food, gas, 

and clothing), high-life (e. g., entertainment consumed out-of-home 

such as food, alcohol, and music), and home life (e.g., televisions, 

radios, and other home entertainment items). Educational and occu

pational status were both significant and positive predictors of both 

visible success and high life. These findings indicate that material 

inequality still does exist and that inequality also is evident in the 

less tangible, experiential aspects of consumption. 
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While there is some valid evidence that material inequality is 

not as apparent as it once was, recognition of differences in prestige 

are still recognizable as established earlier in this manuscript. An 

interesting question, not investigated in the context of material 

consumption, is why some individuals are able to perceive these dif-

ferences better than others. Felson (1978) found definite hierarchies 

of prestige when he had respondents rate suburbs, car brands, and 

department stores, yet he also found a substantial number of 

respondents had no opinion for several of these items. What causes 

some people to have better defined prestige hierarchies of items than 

others? A related question has been the focus of substantial 

attention concerning occupational prestige hierarchies and may offer 

some help in isolating these causes. 

Occupational Prestige Consensus 

Theoretically, individuals in a prestige hierarchy defer to 

their superiors, derogate their inferiors and accept their equals. 

Yet: 

the advantage of power in the form of prestige remain distinc
tive in that they entirely depend upon the existence of some 
shared universe of meaning and value among actors concerned. 
If what is symbolized is subject to divergent evaluations, 
then 110 consistent basis for deference, differential social 
acceptance or derogation is present. (Goldthorpe and Hope 
1972, p. 25) 

Further, a substantial portion of research on occupational mobility 

depends on the validity of prestige scores. The B1au and Duncan 

(1967), and later the Wisconsin approaches to studying stratification 

processes were to first calculate prestige scores for father I sand 
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son's occupations and then derive correlation coefficients between the 

two, as well as between these scores and indicators of education and 

income. Therefore, United States as well as cross-country mobility 

studies are directly dependent on what is actually being measured with 

prestige scales and the resulting consensus of prestige judgments 

(Trieman 1975; Balkwell, Bates, and Garbin 1980). 

Research has firmly supported both intra- and intergroup 

occupational prestige consensus. Intragroup consensus has been 

surprisingly high (Alexander 1972; Goldthorpe and Hope 1972; Coxon and 

Jones 1978; Trieman 1977), and even the most conservative of statis

tical tests (the mean correlation of all pairwise correlations) 

produced a coefficient of .745 (Balkwell, Bates, and Garbin 1980). 

Studies have yielded intergroup correlations of .90 between children 

and adults (Simmons and Rosenberg 1971; Baxter 1976), and averages of 

.90 between countries (Inkeles and Rossi 1956; Trieman 1975; 1977). 

Theoretical arguments for and against high prestige consensus 

consist of two views, structuralist and culturalist. The structural

ists argue that all societies have relatively similar jobs that must 

be performed and therefore, that the occupational titles associated 

with those jobs should be accorded similar levels of occupational 

prestige (see Trieman 1977). The culturalists view is that "different 

societies, and even different subcultures within those societies, may 

have quite dissimilar opinions about the nature of social stratifica

tion in general, and of the occupational hierarchy in particular" 

(Coxon and Jones 1978). 
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The culturalist's view is not represented by any common 

paradigm. For instance, Barkow (1975) argues that the process of 

socialization influences the strategies individuals use for acquiring 

prestige and thus, strategies and evaluations are culturally dis

parate. Goode (1978) posits that members of different groups have 

different working ideals of what levels of performance command 

resulting prestige evaluations. Because overfulfillment of social 

norms should result in the granting of prestige, different groups 

should award differing levels of prestige for exactly the same 

performance. 

At first glance, the high correlations reported above are not 

supportive of the cul turalist view. But, as several scholars have 

pointed out, these high correlations indicate high relative consensus 

and not necessarily high absolute consensus (Hodge and Rossi 1978; 

Coxon and Jones 1978; Stehr 1974). In a relative sense, high cor-

relations obtained in studies are driven by widely differing 

occupations between poles of the prestige hierarchy. The intersubject 

or intergroup correlations between the ratings and rankings of those 

occupations at both ends of the hierarchy tend to swamp any dis

agreements over the amounts of prestige accorded those occupations in 

the middle. In fact, more disagreement does exist on the occupational 

ratings and rankings of those occupations of roughly middle pres

tigiousness (Coxon and Jones 1978). 

When occupational prestige grading is examined in an absolute 

sense, two primary effects are observed. The first effect, termed 
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egoism, occupational bias, or the rubber band effect, is that lower 

status individuals raise their relative status and decrease the status 

of those above them to diminish the differential between their occu

pational position and the positions of those above them (Alexander 

1972; Hodge and Rossi 1978; Gerstl and Cohen 1964; Davis, Gardner, and 

Gardner 1941; Laumann 1966). Two explanations are offered for occu

pational bias. First, an individual's occupation may serve as an 

anchor standard influencing judgment of other occupations. As the 

level of status of the rater decreases, so does the anchor standard by 

which prestige is accorded. Secondly, the bias effect may be driven 

by the need of individuals to maintain high self-esteem. Barkow 

(1975) argues that individuals strive to maintain high self-esteem 

primarily by carrying out strategies of prestige seeking. One 

strategy is cognitive distortion, of which egoism or occupational bias 

may be an example. 

The egoism effect is also evident in other contexts, such as 

Davis' (1956) study of prestige grading of living room pictures. In 

that study Davis found that lower status respondents awarded sig

nificantly less prestige than higher status respondents to living room 

pictures worthy of high prestige evaluations. Further, the earlier 

cited study by Mason and Mayer (1970) was based on the hypothesis that 

in order to maintain a high self-concept, coeds would consistently 

rank the store in which they were shopping as being higher in status 

than other stores. Although the original authors accepted this 

hypothesis, Dolich and Shilling (1971) reinterpreted the data and 
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found no statistical support for acceptance. Lack of statistical 

support may have been due to an extremely poor sampling procedure, 

leaving the shopping bias hypothesis still in question. 

The second effect observed in prestige grading is that as the 

occupational status of respondents decreases, the degree of consensus 

or agreement in prestige ratings between respondents also decreases. 

Equivalently, as the status of raters decreases, the dispersion 

between raters in prestige ratings increases. Reiss (1961) and 

Alexander (1972) both found increasing dispersion in occupational 

ratings and increasing "don I t knows" with decreasing rater status. 

Hodge and Rossi (1978) concluded that: 

All social strata or classes are participants in a scheme of 
national values concerning the relative status of occupations. 
The lower socioeconomic groups just exhibit more error. This 
randomization might well be extended to values in general and 
be a function of socializing agents such as parents, extended 
kin, family, friends, peers, and teachers. (p. 18) 

The authors claim that these socializing agents are more likely to be 

inconsistent from one agent to another for lower socioeconomic strata. 

Rater characteristics, other than occupational prestige, have 

also produced the egoism and dissensus effects. Egoism was observed 

when grade school and high school children were asked to report their 

imagined or aspirational statuses (Alexander 1972; Simmons and 

Rosenberg 1971). Children from white-collar backgrounds had higher 

occupational aspirations and in turn, had a wider range of occupa-

tiona 1 prestige ratings than those from blue-collar families. Guppy 

(1982) reinterpreted the data of four studies and conclusively 

demonstrated that group consensus goes down with decreasing education. 
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Ideology has also been empirically linked to prestige ratings. Agree-

ment with an attitudinal question having to do with the advancement of 

science, readership of science magazines, and friendship with a 

scientist all caused an upward bias in prestige ratings of science-

oriented occupations (Stehr 1974). In summary, "for any t\vO randomly 

chosen prestige graders, the level of agreement over evaluations will 

depend on the social characteristics of the respondents" (Guppy 1982, 

p. 1179). 

A separate concern is the variability in the wording across 

occupational grading studies. For instance, the original occupational 

grading study (NORC 1947) asked for the "social standing" of 90 occu-

pations. Later they asked respondents what feature about jobs 

resulted in a high level of social standing and only 14% indicated 

that feature to be social prestige. Yet, numerous studies have cor-

related results from questions explicitly asking for the prestige of 

occupational titles with the NORC data and obtained correlations in 

excess of .90 (e.g., Balkwell, Bates, and Garbin 1980). 

In an extensive review of this literature, Goldthorpe and Hope 

(1972) concluded that: 

We would suggest the operation that most respondents have 
tended to perform (perhaps in accordance with the principle of 
least (effort) is a far more obvious and simple one: namely, 
that of rating the occupation on the basis of what they know, 
or think they know, about a number of objective characteris
tics, evaluated in terms of what they contribute to the 
general 'goodness' of a job. (p. 31) 

This interpretation suggests that again, variation may be because of 

individuals using different objective criteria employed from their 



51 

respective frames of reference. Yet, even though those frames may 

differ, there still is extremely high resulting consensus as the 

studies reported indicate. 

Given the concern with question wording, several researchers 

have approached the grading exercise by using similarity-dissimilarity 

ratings between sets of occuvations to obtain multidimensional maps. 

In two of the three studies that used this methodology (Grasmick 1976; 

Kraus, Schild, and Hodge 1978), the major dimension explains approxi

mately half of the variation in the data. When separate samples rated 

the prestige of the same occupations, the resulting hierarchies cor

related with the major dimension at above .90. Conversely, in an 

indepth study with a smaller sample and using a similar methodology, 

Coxon and Jones (1978) obtained a primary dimension that they inter

preted to represent educational qualifications. 

Summary 

This chapter defines the concept of store prestige by thor

oughly reviewing the meaning of prestige. Prestige is defined as a 

collectively held attitude of social honor or respect given to indivi

duals for their possession of various deference entitlements. 

Theoretically prestige is positively related to an individual's 

ability to command symbolic forms of power. Yet, this association is 

conditional on the extent to which that individual's deference en

titlement is acknowledged by other people in social relations. Power 
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may surface in varied forms including influence, gatekeeper, command, 

or imitation. 

Because prestige is granted to and from social actors, stores 

themselves theoretically do not have prestige. At the same time, 

several studies are cited in which respondents had rated or ranked 

stores and other inanimate objects in terms of prestige or related 

concepts. A definition of store prestige is offered in which store 

names are posited to act as symbols or titles that represent the 

prestigiousness of their clientele. 

Literature from marketing and sociology positions the concept 

of store prestige relative to research on social class and life style. 

In general, that research indicates that individuals higher in social 

class tend to purchase products of higher social risk or involvement 

(e.g., furniture, clothing, gifts) more at specialty stores than do 

members of lower social class. Material consumption is arguably the 

most visible indicator of life style, yet attempts to measure life 

style as such suffer from poor methodology. A research question not 

definitively answered is whether or not material consumption has 

become so widely diffused through the class structure that material 

inequality no longer exists. A question of perhaps more interest is 

whether or not particular individuals, given their social charac

teristics, can differentiate material inequality more articulately 

than others. Characteristics that might be related to this ability to 

differentiate include occupational prestige, income, and education. 



CHAPTER 4 

HYPOTHESIS AND MODEL DEVELOPMENT 

Chapter 3 and 4 cited two studies which indicate that a store 

prestige hierarchy may exist (Mason and Mayer 1970; Felson 1978). 

Although individuals appear capable of rating the status of stores, 

the question remains as to whether or not this concept is distinct 

from price or quality (Simpson 1975; Jain and Etgar 1976). The most 

salient dimension individuals use to organize stores may be a general 

one in which prestige, price, and quality are all equated. The pre

sent state of knowledge of store prestige would be most advanced by 

explication of the two main topics of this chapter. These topics 

address the meaningfulness of the concept of interest and the extent 

to which individuals view this concept similarly. 

Construct Validation 

At present it is uncertain whether store prestige or status is 

differentiable from similar store image dimensions, such as price, 

quality, and fashionability of merchandise. The perceptual maps 

produced by Singson (1975) and Rich and Jain (1976) show extremely 

similar store positionings (see Chapter 2). Yet, the former author 

labels the most salient dimension in his map price/quality, while the 

latter name theirs store prestige. The primary research question 

addressed here is whether or not store prestige or status has the same 

53 
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meaning to individuals as price, quality, or similar store attributes. 

A second question is whether or not judging stores in terms of pres

tigiousness is really an implicit evaluation of the prestigiousness of 

store patrons as posited in Chapter 3. Finally, if store prestige is 

a distinct and meaningful concept, and enters into a social relation

ship, nomologically some act of deference should occur. Construct 

validation addresses all three research questions. 

Construct validity is the extent to which an operationaliza

tion measures the concept it purports to measure (Lord and Novick 

1978; Zaltman et al., 1973). Establishing construct validity requires 

demonstrating convergent, discriminant, and nomological validities, as 

well as reliability (Campbell 1960; Churchill 1979; Peter 1979; 1981). 

Here, construct validation is assessed using the structural equation 

methods suggested by Bagozzi (1980), applied successfully in the 

marketing literature (e. g., Ryan 1982; Phillips 1981). Reliability 

will be assumed adequate given the high test-retest reliability found 

by Goldthorpe and Hope (1972) with occupational prestige ratings. 

Using similar scales to those employed here, these researchers 

obtained a test-retest coefficient of .89 and concluded that future 

studies need not retest respondents. 

Convergent Validity 

Convergent validity is the extent of correlation between 

maximally dissimilar methods designed to measure the same concept. 

Any type of validity is predicated on a sound conceptual definition. 

Previously store prestige was defined as the level of social honor or 
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respect given to the clientele associated with a store in the mind of 

the evaluator. This definition is based on a body of literature which 

suggests that individuals' prestige judgments of stores are more 

likely judgments of the prestigiousness of the life style of the 

patrons of those stores. Although the conjecture was put forth by 

Senon (1979), it has not been explicitly supported by empirical 

research. Davis' (1956) study using living room pictures as sur-

rogates of occupant status offers the best support of this definition. 

Thus, to test for convergent validity multiple methods must be used to 

measure both store and patron prestige. 

Model. Using a covariance approach for assessing convergent 

validity tests the hypothesis that all variation in the multimethod

multitrait matrix is due to trait variation alone except for random 

error. Yet, all variation may not be attributable only to these two 

sources as there may be substantial systematic variation due to common 

methods. Conceptually, a model accounting for trait, methods, and 

random error is illustrated in Figure 3. If an acceptable X2 goodness 

of fit (using the rule of thumb of p > .10 suggested by Lawley and 

Maxwell (1971)) is obtained from the model in the absence of the 

method factors, convergent validity is concluded from the data. If 

this model does not achieve significance, methods factors are 

introduced and the model tested once more. Acceptance of this model 

leads to the conclusion that convergent validity is achieved when 

methods factors are taken into account (Bagozzi 1980; Phillips 1981). 
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Discriminant Validity 

Divergence among different concepts measured with like pro

cedures constitutes discriminant validity. These concepts should be 

competing explanations for the same phenomenon. Consumers use store 

images to organize their perceptions of stores relative to one another 

and to use in making store choice decisions. Store prestige and other 

image dimensions offer competing explanations for store choice. But 

the particular aspects of image that might determine store choice are 

situation specific. People are more likely to make purchases at 

higher prestige stores when social risk or situational involvement are 

high (Levy 1966; Prasad 1975; Belk 1981). For instance, without 

specifying a situational context it would not be appropriate to com

pare store prestige, merchandise selection, and distance as competing 

explanations for store choice. Therefore, those image dimensions 

considered as competing with store prestige should be similar con

cepts, such as price and quality, which would enter into a high social 

risk or situational involvement purchase occasion. Price and quality 

are used here to test for discriminant validity. Identical methods to 

those used to measure store and patron prestige are then used to 

measure these concepts. 

Model. Discriminant validity depends on measures of each 

trait converging on their respective latent constructs, while main

taining uniqueness from each other. Conceptually, this implies that 

the correlations between the traits in Figure 3 should be sig

nificantly less than 1. Discriminant validity is tested by taking 
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the difference in X~ values between the model as illustrated and the 

model with all intercorrelations fixed to unity. For the hypothetical 

model of Figure 3, the test for discriminant validity involves con-

sideration of the following three hypothesized models: 

AI -A6 , 80 - 80 ' ~21' ~31' ~32 unconstrained 
1 6 

~21 = ~31 = ~32 = 1 

H2 - HI 

HI is the test for convergent validity. Discriminant validity 

is assessed by taking the difference in the X~ values of the model 

with all ~ correlations constrained to unity (H2) and the uncon-

strained model (HI). Joreskog and Sorbom (1977) have shown the 

difference in X~ values to be asymptotically a X~ with the cor-

responding difference in degrees of freedom. Using the criteria of 

p > .10 (e. g., Lawley and Maxwell 1971), failure to accept H3 is 

evidence that the concepts do not achieve discriminant validity. 

Nomological Validity 

Nomological validity is the degree to which predictions from a 

formal theoretical network containing the concept under scrutiny are 

confirmed (Campbell 1960). The earlier discussion of prestige indi-

cated that in appropriate interpersonal relationships this concept is 

positively related to power or acts of deference. Many such acts may 

be obtuse and unobservable, such as imitation of the life styles of 

members higher in the prestige hierarchy by those lower in the same. 

In effect, this type of deference act is caused by a kind of subtle 

influence. 
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For stores of high prestige, the ability to influence consumer 

choice is attributable to what Landecker (1981) called gatekeeper 

power. Higher prestige clothing stores in an indirect manner control 

the prestigiousness of name brand clothing. Consider this quote by 

the president of a high fashion boutique on Rodeo Drive: "To maintain 

one's (clothing brand) image, one is better off to stay in a high 

prestige store. You enhance your name with association. Tell me your 

friends, and I'll tell you who you are" (Wall Street Journal 1984). 

Busines press is now reporting on the cancelling of channel rela

tionships by high prestige stores with Halston Enterprises for the 

latter's new channel arrangement with J. C. Penney (Wall Street 

Journal 1984). Once lower prestige stores are allowed to carry brand 

names once confined to only those stores at the top, the exclusiveness 

of those names becomes diluted and their prestige is lowered. Con

sequently, higher prestige clothing stores seek out new designer 

labels (and more recently are producing their own labels) to replace 

those whose prestige has been lowered. 

Thus, in an indirect sence, clothing stores of higher prestige 

act as gatekeepers in controlling the prestige accorded to clothing 

brands. A consumer's awareness of what stores can be counted on to 

have the most exclusive, prestigious brands should depend on the 

extent to which he or she is involved with clothing (Tigert, Ring, and 

King 1976; Baumgarten and Summers 1975; Bloch 1981) and has acquired 

knowledge through browsing and purchasing. 
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Returning to Shils I (1968) definition of prestige, acts of 

deference are only forthcoming when a deference entitlement, associ

ated with macrosocial values, is present in a relationship between two 

or more individuals. As studies suggest, store names, just as occu

pational titles, have such macrosocial values (e.g., Martineau 1958; 

Arons 1961; Mason and Mayer 1970; Felson 1978). But, an act of 

deference, evidenced by a successful act of influence, must be 

separated from the role common to all stores of providing goods and 

services. There must be a characteristic of the purchase situation 

which causes store prestige to enter into that situation. As the 

gift-giving literature and Prasad IS (1975) research make apparent, 

that characteristic is a purchase occasion of high social risk. Thus 

the type of influence under consideration is confined to purchase 

situations of high social risk, and exists when individuals have a 

higher probability of purchasing and more positive attitudes toward 

provision of products and services at prestigious stores. A test for 

nomological validity is stated formally in the following hypothesis: 

H4: The higher the prestige of a store, the greater the 

ability to influence purchases of high social risk. 

In other words, when individuals face high social risk 

purchase occasions, their behaviors and attitudes are more likely 

affected by high prestige stores. This influence might appear as a 

behavior such as store choice, or might take the form of attitudes 

concerning salespersons I opinions, expected satisfaction, or confi

dence in purchases. Because the survey design (discussed in Chapter 
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5) precludes asking respondents about past behaviors, a multi-item 

scale to measure influence is needed. Studies of small groups 

measure individuals' abilities to influence by the proportion of 

suggestions or other influence attempts accepted by others (Greenstein 

and Knotternus 1980; Berger and Fisek 1970). Here the hypothesis is 

tested using two attitudinal measures. Respondents will be provided 

with purchase occasions of hig social risk and asked for each store to 

rate their anticipated value of the opinion of a store salesperson and 

their anticipated confidence with the purchase. 

Consensus of Store Prestige Evaluations 

The second, and perhaps more important, topic addressed by 

this research concerns the similarity with which individuals perceive 

the prestigiousness of stores. This importance occurs because of 

retailers prevalence of using status and class variables in defining 

target markets. If members of markets defined as such differ in their 

perceptions of store prestige, retailers may not be appealing to the 

intended target markets. Evidence suggests substantial numbers of 

people have no idea as to the prestigiousness of some stores while 

others may be quite articulate (Felson 1978). For those individuals 

who have either no idea about or concern with the prestigiousness of 

stores, Felson's (1978) contention that material inequality is masked 

may be true. But, a subtle material inequality must be perceived by 

those individuals who are able to articulate stores in terms of 

prestige. The various nuances that separate the prestigiousness of 

stores are more complex than the presence of a particular product 



62 

class as Felson I s argument suggests. Rather these nuances rely on 

what brands are available in that product class, how it is presented, 

and who buys it. If the number of individuals unable to articulate 

the prestigiousness of stores is high, then it may not be prudent for 

retailers to use this concept as a positioning variable. Conversely, 

if the articulate segment is substanial, reaching them with prestige 

positioning may be prudent. In this case, knowledge of the charac

teristics of individuals in this segment is beneficial in developing 

retail strategy. 

The existence of an articulate prestige segment implies that 

the rubber band effect, present in an occupational context, is also 

present in a retail context. Findings from occupational prestige 

grading indicate that class and status variables are those charac

teristics which cause the length that individuals construe in this 

type of prestige hierarchy. In particular, those individuals with 

high levels of education are most likely to stretch out the length of 

occupational prestige hierarchies, while those lower in education 

decrease that length (the rubber band). 

In the context of retail prestige grading two basic questions 

need to be addressed. First, does the rubber band effect exist? An 

affirmative answer would imply that existence of a consumer segment 

articulate with respect to store prestige evaluation. The second 

question then, is how can the prestige articulate segment be 

described? If store prestige is an evaluation of the prestigiousness 

of a store I s patrons, then the same class and status variables may 
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cause store prestige articulation. Yet, if the. correspondence between 

rater status or class and store prestige articulation is absent, 

perhaps a concept such as product involvement would prove a superior 

segmentation variable for retailers wishing to pursue high prestige 

strategies. 

Both of these broad research questions receive primary 

emphasis within this section. Subsequent to developing hypotheses 

which address this question, demonstrating the existence of a common 

store prestige hierarchy is discussed. 

Common Hierarchy 

The discussion in Chapter 3 indicated that prestige is a valid 

concept only when individuals construe common prestige hierarchies. 

This commonality refers to relative prestige rankings of people, 

titles, or in this case, stores. Absolute differences in prestige 

grading is the focus of the following section. 

Although research shows that people may impute bias into store 

prestige or status rankings (Mason and Mayer 1970) and that numerous 

people are unable to grade stores in terms of the same (Felson 1978), 

the results from these studies indicates that the majority of 

respondents grade stores in terms of prestige or status with a great 

deal of homogeneity. 

archy is empirically 

statistical measures 

The existence of a common store prestige hier

verified in this study by applying several 

of agreement to the store prestige rankings. 

First, in accordance with the high level of agreement found in occu

pational prestige studies (e.g., Goldthorpe and Hope 1972; Balkwell, 
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Bates, and Garbin 1980), a Kendall's coefficient of concordance 

greater than .. 80 will be one indication of a common hierarchy. 

Secondly, Friedman's test for ranked data also is used to assess the 

level of agreement. A Friedman's test statistic greater than .05 will 

be a second indication of a common hierarchy. 

The Effect of Rater Characteristics on 
Store Prestige Evaluations 

Studies of occupational prestige grading have produced three 

similar grading effects, which were described in Chapter 3. While 

some studies have linked various statuses to individuals' admitted 

lack of knowledge about occupations (Reiss 1961; Alexander 1972), 

others have demonstrated that various rater characteristics cause 

individuals to be better able to articulate prestige differences among 

sets of occupations (Alexander 1972; Hodge and Rossi 1978; Gerstl and 

Cohen 1964; Laumann 1966). But, these two effects are not con-

ceptually distinct. Consider that articulation is an individual's 

ability to examine a group of occupations (or stores) and perceive 

differences between them. When an individual eliminates occupations 

because he or she has not heard or them, the total amount of perceived 

difference is automatically limited. An individual's ability to 

articulate differences in a set of occupations is first dependent on 

how many occupations that individual knows, and secondly on the dif-

ferences he or she perceived among those known occupations. Prestige 

articulation is a broader, more meaningful concept that encompasses 

admitted lack of knowledge. Therefore, store prestige articulation, 
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defined as the extent to which an individual is able to perceive 

differentiation in stores with respect to prestige, is the prestige 

grading effect investigated in this research. 

The third grading effect observed in occupational prestige 

studies is that decreasing levels of various individual statuses is 

associated with decreasing consensus as to the prestigiousness of 

occupations (Reiss 1961; Alexander 1972; Hodge and Rossi 1978). The 

existence of this effect has the same implications for retailing 

strategy as does the existence of the rubber band effect. For the 

segment with widely disparate store prestige evaluations, com

municating the same prestige positioning to all members would be 

impossible. But, this communication would be more accurately and 

similarly perceived by the high consensus segment. Specifically, 

store prestige dissensus is defined as the extent to which an indivi

dual's store prestige evaluations diverge from aggregate (e.g., of all 

individuals) prestige evaluations. 

Occupational prestige studies have demonstrated that status or 

class concepts are related negatively to prestige dis sensus and posi

tively to prestige articulation. Idealogical concepts have also 

proven significant in explaining these effects. Accordingly, hypoth

eses are developed here linking the grading effects in the context of 

stores with status variables, as well as consumer specific behaviors 

and attitudes. 

Education, Occupational Prestige, and Income. The literature 

review made apparent that each of these statuses similarly influence 
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occupational prestige grading. Following the definition of store 

prestige to its conclusion, the same relationship should be observed 

in this context. The definition stated that store prestige is a 

judgment of the prestigiousness of stores' clientele. Thus, occu

pational and store prestige grading are both judgments made using 

titles that represent individuals, and the characteristics raters 

bring to bear on such judgments should operate in a like fashion. 

Education is positively related to breadth and depth of 

knowledge. This extends beyond degree specific knowledge as indivi

duals higher in education tend to consume more media (Hornick and 

Schlinger 1981), and to have a wider circle of personal associations 

by which knowledge is acquired (Davis 1982; Greenburg 1983). Educa

tion has also been linked to purchasing a greater proportion of 

clothing at specialty versus discount stores (Dawson and Wallendorf 

1984). Given Jain and Etgar's (1976) perceptual map (see Chapter 2), 

this finding implies greater patronage of higher prestige stores for 

clothing purchases by individuals higher in education. Although 

indirect effects are not explicitly proposed here, education is 

expected to be positively related to store prestige knowledge. 

Occupations of higher prestige, and the higher incomes that 

tend to be associated with those occupations, should cause individuals 

of such rank to shop for symbolic and visible products at stores of 

higher prestige. Holding a professional occupation is associated with 

patronage of department and specialty stores (Rich and Jain 1968; 

Hirschman 1980), providing a mechanism for acquiring store prestige 
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Collectively, the following hypotheses reflect linkages 

between individual statuses and store prestige knowledge: 

HS a,b,c: The greater an individual's levels of educa

tion, occupational prestige, and income, the 

lesser that individual's store prestige 

dissensus. 

H6 a,b,c: The greater an individual's levels of educa

tion, occupational prestige, and income, the 

greater that individual's store prestige 

articulation. 

Following the convention of representing concepts with cir

cular symbols, Figure 4 illustrates the causal paths of hypotheses 5 

and 6. 

Shopping Experience. As indicated in the previously developed 

hypotheses, shopping in stores of higher prestige should provide more 

extensive informational cues for making store prestige evaluations. 

Direct effects of shopping experience on the evaluative effects of 

interest are proposed here. Shopping experience is derived from actual 

purchasing and from browsing, leading to the following hypotheses: 

H7: The more purchasing an individual has done at stores of 

higher prestige, the lesser that individual's store 

prestige dissensus. 

H8: The more purchasing an individual has done at stores of 

higher prestige, the greater that individual's store 

prestige articulation. 





H9: The more browsing an individual has done at stores of 

higher prestige, the lesser that individual's store 

prestige dissensus. 

HIO: The more browsing an individual has done at stores of 

higher prestige, the greater that individual's store 

prestige articulation. 
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These hypotheses are reflected by the causal paths pictured in 

Figure 5. 

In the context of stores, the store prestige articulation 

effect defined earlier may not be subtle enough to measure the bias 

effect found by Mason and Mayer (1970). If individuals have a 

tendency to overinflate prestige ratings only of stores at which they 

have shopped, this individual store effect will not be reflected by 

store prestige articulation. The bias effect, inconclusively observed 

in the Mason and Mayer (1970) study, is specifically stated in the 

following hypothesis: 

Hll: The more clothes an individual has purchased at a 

store, the more likely he or she will judge that store 

more prestigious than the average judgment of all 

individuals. 

Product Involvement. Product involvement, or in the context 

of clothing, clothing involvement, should cause greater prestige 

knowledge and familiarity with stores where clothing can be purchased. 

The effects of clothing involvement on store prestige evaluations 



Figure 5. Illustration of Hypotheses 7 Through 10 
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should be similar to those for education, income, occupational 

prestige and shopping experience. 

Clothing involvement plays an important role in more fully 

accounting for the effects of interest in store prestige ratings. 

This importance follows from the refutation of the trickle down theory 

of fashion diffusion. King and his associates find a weak relation

ship between fashion involvement and indicators of socioeconomic 

status (King, Ring, and Tigert 1980), which indicates that some 

individuals lower in these statuses are involved with fashion and may 

have more elaborate notions about the prestigiousness of clothing 

stores. Thus clothing involvement may be a stronger predictor of 

store prestige grading effects than are the statuses hypothesized as 

predictors previously. Hypotheses 12 and 13, illustrated in Figure 6, 

state formally the causal role of clothing involvement on store 

prestige knowledge. 

H12: Store prestige dissensus decreases the more 

an individual is involved with clothing. 

H13: Store prestige articulation increases the 

more an individual is involved with clothing. 

Summary 

This chapter develops the areas of investigation under

taken in this dissertation. The investigation addresses two topics. 

First, a latent structure model is constructed to test for construct 

validity. This model reflects the need to understand the true meaning 

of the store prestige concept. The most salient question is whether 



Figure 6. Illustration of Hypotheses 12 and 13 
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store prestige is distinctly different from potentially similar store 

image dimensions. 

The second area of investigation concerns how the prestigious

ness of stores may be viewed differently by members of the population. 

Two separate effects, which represent a more general factor of store 

prestige knowledge, are defined and provide indications of dif

ferences in store prestige judgments. Statuses and consumption 

specific characteristics of individuals are hypothesized to cause 

these effects. A summary of the causal paths between the six indivi

dual characteristics and the two store prestige grading effects, is 

illustrated in Figure 7. 
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CHAPTER 5 

QUESTIONNAIRE DEVELOPMENT AND DATA COLLECTION 

As the title indicates, this chapter describes the instrument, 

sampling technique, and sample used in this study. Maj or topics 

include the selection of stores and scales used in the questionnaire, 

and the pretest and final data collection procedure used to obtain the 

sample. Demographic indices are used to draw several conclusions 

concerning the representativeness of the sample. 

Questionnaire Development 

Store Selection 

Clothing was selected as a determinant of store selection 

because of its ability to convey information about individuals' 

statuses (Belk 1978; Holman 1980; 1981; Belk, Bahn and Mayer 1982; 

Douglas and Solomon 1983; Solomon 1983). Marketing scholars are 

increasingly recognizing that products, such as clothing, serve as 

symbols that individuals use in defining themselves as social actors 

(Holman 1980; 1981; Solomon 1983). One component of this definition 

is social status, whether such status is achieved with symbolic 

products implicitly or explicitly. Further, clothing stores were used 

as prestige stimuli in earlier studies by Mason and Mayer (1970) and 

by Felson (1978). Since prestige will be evaluated in the same con

text in this study (i.e., as opposed to jewelry, kitchen, or sporting 

75 
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goods stores), the results will be more directly comparable to these 

relevant studies. 

The selection of actual store names where clothing can be 

purchased is based on Hirschman's (1978) retail store typology, which 

approximates a price/quality continuum. This scheme includes tradi

tional department stores (characterized by high quality fashion appar

el), mass merchandise department stores (characterized by a wide 

variety of goods, but dominant in appliances), discount stores (charac

terized again by a wide merchandise variety, but dominant in health 

and beauty aids and home improvement items), and specialty stores 

(characterized by exclusive fashion apparel). Hirschman found this 

pattern consistent across six geographically dispersed cities. The 

typology was modified slightly by dividing traditional department 

stores into national and local (Tucson, Arizona). Accordingly, three 

stores were selected from each of five categories, resulting in the 

fifteen stores listed in Table 4. As this inventory reveals, the 

stores that were selected are reasonably well known, exceptions being 

perhaps local specialty and national department. But, inclusion of 

these latter store names is crucial to testing hypotheses concerning 

prestige articulation. Those individuals higher in this trait should 

have broader and more extensive knowledge of clothing stores. Given 

this fact, a more lengthy list than fifteen stores would have been 

advantageous. Yet, this advantage had to be weighed against the 

number of scales required for testing construct validity and the 

resulting time required per interview. 



Scales 

Table 4. Store Inventory Included on Questionnaire 

National Department 
Saks Fifth Avenue 
I Magnin 
Macy's 

Local Department 
Diamonds 
Levys 
Broadway Southwest 

Local Specialty 
Bel Aire 
Mills Touche 
Franklin's 

Mass Merchandiser 
Sears 

Discount 
Yellow Front 
K Mart 
Target 

Penneys 
Montgomery Wards 
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The majority of scales included on the data collection instru-

ment are for testing construct validity. A summary of the scales is 

provided in Table 5 and the survey instrument is included as Appendix 

A. Because of the numerous traits over which each store is evaluated, 

only two types of scales are utilized, rating and ranking. According-

ly, each of the fifteen stores is included on five-point rating scales 

for prestige, price, and quality. In addition, nomological validity 

requires measuring influence with similar scales for anticipated 

confidence and value of a salesperson in a gift-buying situation. 

Thus a total of seventy-five judgments are required of respondents 

that involve these rating procedures only. 

To test for convergent and discriminant validities, ranking 

exercises were constructed for store prestige, quality, price, 

and patron prestige. The ranking exercise proceeded by providing 
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respondents with fifteen separate cards, each containing a store name. 

They were first instructed to look through the cards, removing any 

which they had not heard of. They were then instructed to rank the 

stores from decreasing. to increasing prestige, constructing as many 

piles as desired. Interviewers then shuffled the cards and the pro

cedure was repeated for the remaining three traits. This ranking 

scheme required an additional sixty evaluations, making a required 

total of 135 evaluations made by respondents. 

The remainder of the instrument required scales for measuring 

the concepts included in the causal model developed in the previous 

chapter. No additional scales were needed to measure the dependent 

variables in the model as these are measured using the rating and 

ranking scales previously described. Therefore, the six remaining 

concepts measured include education, income, occupational prestige, 

spending, browsing, and product involvement. 

Education and income are measured on approximate eight- and 

twelve-point interval scales respectively. Household income was 

solicited in order to provide an accurate measure of a respondent's 

purchasing power. Respondents were also requested to furnish up to 

six occupational titles. These titles included the respondent's 

present and previous occupations, spouse's occupation, father's occu

pation, and occupational titles for the respondent's two closest 

friends. The latter were included based on the assertion that the 

status of one's life style is ultimately tied to one's circle of 

friends (Coleman 1983). Occupational titles are converted to prestige 
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scores using Trieman's International Standardized Prestige Scale 

(1975). Trieman demonstrated that his scale of over 500 occupational 

prestige scores was high in both validity and reliability. 

Purchasing and browsing at the fifteen stores are measured on 

approximate five-point interval scales. These scales led to the last 

thirty store evaluations required of respondents. Finally, the endur

ing component of product, or in this case clothing , involvement is 

measured with an eight item scale. This component, rather than situa

tional involvement, is of concern here as the extent of familiarity 

with clothing stores is of primary interest. Block (1981) and Tigert, 

Ring, and King (1976) have done pioneering work in developing valid 

and reliable clothing involvement scales. The multi-item scale used 

by Bloch (1981) which achieved high internal consistency, and several 

measures of fashion opinion leadership developed by Baumgarten and 

Summers (1975), and Tigert, Ring, and King (1976) complete the multi

item scale. By including a more exhaustive list of measures of fashion 

involvement, or opinion leadership, a better resulting latent construct 

should result. That is, the development of a multi-item measure 

should begin with an exhaustive number of items, later narrowing that 

list using a factor analytic technique (Churchill 1979). All together, 

a total of eight items were included on the instrument to tap the 

clothing involvement construct. 

Following the pretest discussed later in this chapter, the 

questionnaire was refined. The instrument ultimately used in data 

collection appears as Appendix A. 
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Table 5. Summary of Measures 

Measures for Construct Validity Model 

Construct 
Store Prestige 

Price 

Quality 

Influence 

Scale 
1. 5-point interval scale 
2. Ranking of stores 
3. Ranking of store patrons 

1. 5-point interval scale 
2. Ranking of stores 

1. 5-point interval scale 
2. Ranking of stores 

1. 5-point interval scale for con-
fidence 

2. 5-point interval scale for 
salesperson value 

Measures for Causal Model 

Construct 
Store Prestige Dissensus 

Store Prestige Articula
tion 

Education 

Income 

Occupational Prestige 

Scale 
1. Derived from store prestige 

measures (Chapter 7) 

1. Derived from store prestige 
measures (Chapter 7) 

1. 8-Point interval scale 

1. 12-point interval scale 

1. Trieman score of respondent's 
current occupation 

2. Trieman score of respondent's 
previous occupation 

3. Trieman score of spouse's 
occupation 

4. Trieman score of father's 
occupation 

5. Trieman score of close personal 
friend 

6. Trieman score of close personal 
friend 



Purchasing 

Browsing 

Clothing Involvement 
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1. 5-point interval scale measur
ing amount purchased at each 
store 

1. 5-point interval scale measur
ing how frequently been in each 
store in the last year 

1. 5-point interval scale for 
amount of knowledge about 
clothing fashions 

2. 5-point interval scale for 
amount of fashion information 
given to friends 

3. 5-point interval scale for 
interest in the subject of 
clothing fashions 

4. 5-point interval scale for 
frequency of browsing for fun 

5. 5-point interval scale for how 
likely to be asked about 
fashions 

6. 5-point interval scale for part 
played in clothing discussions 

7. 5-point interval scale for 
value as a source of clothing 
advice 

8. Number of exclusive fashion 
magazines read 

Sample Selection 

Population Definition 

The popUlation of interest is defined as women between the 

ages of 18 and 65. Sex and age were controlled within the sampling 

plan to eliminate potential unwanted sources of variation. As sugges-

ted by Calder, Phillips, and Tybout (1982; 1983), in the initial 

stages of theory development systematic sources of variation should be 

eliminated if possible in order to study the causal paths of interest. 

Once these paths have been tested, the theory may later be expanded by 
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incorporating other concepts. Since women between the ages of 18 and 

65 are more likely knowledgeable about clothing fashions and stores 

(Tigert, Ring, and King 1976), they represent the best population for 

testing the theory developed in this dissertation. Later efforts may 

attempt to assess the effects of sex on the causal paths within the 

theory. 

Pretest 

The initial questionnaire was pretested by an MBA class at the 

University of Arizona using four different sampling techniques. The 

population as just defined was common to each technique. Each student 

conducted two interviews, resulting in a total sample of approximately 

100. 

Two of the sampling plans attempted to achieve randomness 

using plus-one phone dialing and area household sampling. Both methods 

yielded response rates of less than 10%. These poor rates may be 

attributable to lack of incentive for respondents and the time involved 

in the pretest questionnaire (apprOXimately 45 minutes). More impor

tantly, both samples were virtually void of working women, an important 

population segment for a survey concerned with women's clothing. For 

all of these reasons, random sampling methods were not considered in 

final data collection. 

The remaining two samples used in the pretest were both conven

ience methods. One method consisted of interviewing the defined 

population on the University of Arizona Mall, the other interviewing 
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any friend fitting the population requirement. Both of these methods 

achieved better response rates, but also firmly suggested that the 

original questionnaire had to be shortened considerably. The multiple 

rating and ranking exercises were tedious and time consuming, and many 

respondents were reportedly annoyed. 

Data Collection 

Following the results of the pretest, a sampling plan using 

shopping mall intercept interviews was utilized for data collection. 

This technique was selected to take advantage of two primary benefits. 

First, shopping malls provide ample supplies of the population of 

interest. Secondly, this technique would allow maximum supervision of 

interviewers during data collection. 

The Tucson metropolitan area contains four shopping malls, 

broadly representing socioeconomic strata. Although attempts were 

made to collect data from each, management at two of the malls were 

not receptive. Unfortunately, one of these malls has patrons which 

would be considered lowest of the four in terms of socioeconomic 

indices. Yet, many of these patrons are Mexican and Mexican-American, 

which could cause language and cultural difficulties in daLa collec

tion. As ethnicity could be a factor affecting the causal paths under 

consideration, elimination of this mall may actually have been benefi

cial. Data collection did proceed at two of the remaining malls under 

a sampling plan designed to achieve maximum representativeness of 

their patrons. 
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Blair's (1983) work with shopper surveys suggests that mall 

samples should control for time, day, and location to avoid biases. 

To the maximum extent possible, all three of these considerations were 

factored into the sampling plan. The biggest constraints to achieving 

full representativeness with respect to time, day, and location were 

due to mall management. Location was confined to a single area in 

both malls. At Mall #1 interviewers were allowed to roam a central 

eating area. At Mall #2 a booth from which interviewers could not 

leave was provided. 

A review of several studies assessing the effects of sample 

size on goodness of fit indices in causal models indicates that a 

sample of 250 to 300 should be used in covariance analysis (Anderson 

and Gerbing 1984; Beardon, Sharma, and Teel 1982). A total projected 

sample size of 300 was divided in as equal manner as possible between 

possible combinations of days (e.g., weekend and weekday), times, and 

location. 

As part of an assignment, approximately fifty students from an 

undergraduate marketing class were trained to perform personal inter

views. As part of their training, students were given a readable 

article on the topic of interviewer biases and a set of questions 

pertaining to these potential biases in their upcoming data collection 

experience. The majority of the assignment grade rested on awareness 

and insightfulness in answering these questions. A class period of 

approximately fifty minutes was devoted to training. 'During this time 

each student received a questionnaire and a set of store cards, and 
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the entire instrument was reviewed in class. Students were required 

to sign-up for a three hour time period during which they would per

form a minimum of six interviews each. 

As an incentive to secure respondent participation, posters 

were constructed advertising a free ice cream cone for participating 

in the survey. In order to minimize the time required per interview, 

the questionnaire was constructed in such a manner that respondents 

were able to complete the last two-thirds of the survey on their own. 

This scheme assured the promised twenty minutes of response time in 

nearly all cases. It also allowed interviewers to start new inter-

views without wasting idle time. The researcher was on hand at all 

times to supervise interviewers and to check that self-response ques

tions were completed satisfactorily. 

A total of 306 questionnaires were completed over the five day 

period. Of this total, 22 were not useable due primarily to respon

dents not meeting age requirements. A small number was eliminated 

because respondents had failed to complete maj or sections of the 

survey. The age problem was for the most part unavoidable due to the 

awkwardness involved in verifying potential respondents' ages. After 

elimination, a useable sample size of 284 was obtained, with the day, 

time, and mall distribution found in Table 6. 

Table 7 compares the demographic breakdown of the sample with 

the population of Tucson. Inspection suggests the sample is skewed in 

favor of single, younger aged respondents (mean = 34.8, mode = 18). 

This overrepresentation is apparent in the relatively high proportion 
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of respondents who have achieved high school degree or some college. 

With the exception of a relatively high proportion of respondents with 

household income in the $35,000 and above category, the sample's 

income distribution' compares well with Tucson as a whole. The high 

representation in the upper income category probably reflects a high 

proportion of young respondents still living with their parents. 

Table 6. Final Sample by Day, Time, and Location 

Day Date Time Sample at Location Total 
Mall 111 Mall 112 

Weekday Friday A 10:00-4:00 38 
Monday D 10:00-4:00 53 
Wednes. F 12:00-8:00 63 154 

Weekend Saturday B 10:00-6:00 75 
Sunday C 12:00-6:00 57 132 

Total Obtained Sample 113 173 286 



Table 7. Comparison of Sample and 

Category 

Less than $10,000 
$10,000-$14,999 
$15,000-$19,999 
$20,000-$24,999 
$25,000-$29,999 
$30,000-$34,999 
$35,000 
Nissing 

Total 

Category 

Under 25 
25-34 
35-44 
45-54 
55-64 

or more 

65 or over 
Total 

Population Demographic 

Income 

Sample 
Absolute Relative 
Freouency Frequency 

45 15.8% 
35 12.3 
24 8.5 
17 6.0 
28 9.9 
30 10.6 
82 26.9 
23 8.1 

284 100% 

Sample 
Absolute Relative 
Frequency Frequency 

106 
71 
33 
18 
41 
15 

284 

37.3% 
25.0 
11.6 
6.3 

14.4 
5.3 

100% 

apopulation data provided by Tucson Trends 1980. 

Distributions 
a 

Population 
Relative 
Frequency 

29% 
16 
16 
11 
10 
6 

12 

100% 

Population 
Relative 
Frequency 

11% 
23 
17 
15 
15 
19 

100% 

87 
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Table 7. (Cont.) 

Marital Status 

Sample Population 
Absolute Relative Relative 

Category Frequency Frequency Frequency 

Married 161 56.7% 69% 
. Single 96 33.8 12 
Widowed 6 2.1 11 
Divorced 16 5.6 8 
Cohabit 4 1.4 
Missing 1 .4 

Total 284 100% 100% 

Education 

Sample Population 
Absolute Relative Relative 

Category Frequency Frequency Frequency 

Did not finish high school 16 5.6% 21% 
High school graduate 82 28.9 35 
Some college 108 38.0 25 
Undergraduate degree 39 13.7 11 
Graduate Studies 38 13.4 8 
Missing 1 .4 

Total 284 100% 100% 
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Assessing any possible effects from the relatively young 

sample on the investigation is difficult. That females age 18-24 are 

more or less knowledgeable of clothing stores than females of older 

age groups is not supported by any empirical evidence. Because this 

study has hypothesized a positive association between education and 

store knowledge, the relationship may be more detectable by virtue of 

a relatively high proportion of respondents who have completed at 

least some college. The same type of effect may occur because of the 

relatively high proportion of respondents with household incomes above 

$35,000. Yet, together these potential effects should not adversely 

affect the results of this investigation. If anything, both sample 

abnormalities yield a higher probability of confirming several paths 

of the causal model. 

Summary 

This chapter describes the instrument, sampling technique, and 

sample used in this investigation. The most poignant observation 

about the instrument is the domination of similar scales designed to 

test for construct validity. The initial section of the questionnaire 

involves four card sort exercises administered by interviewers, while 

the remaining questions are self-response and contain five additional 

rating scales of similar content. Mall intercept interviews were 

performed by undergraduate marketing students at two malls in the 

Tucson, Arizona metropolitan area. A useable sample size of 284 was 

obtained which appears adequately representative with respect to 

socioeconomic and age indices when compared to the Tucson population. 



CHAPTER 6 

METHODS AND RESULTS OF THE TEST FOR CONSTRUCT VALIDITY 

Chapter 4 developed two primary theoretical models tested in 

this investigation. This chapter reports the results of testing the 

first model, construct validity, while Chapter 7 reports the results 

from the second hypothesized model. 

Subsequent to assessing the fit of the structural equations 

model fully specified at the beginning of the chapter, issues of rank 

transformation and data aggregation are discussed. With the data in a 

suitable form, multiple models are fitted to the data leading to 

conclusions concerning the concepts and methods involved in the 

investigation. 

Specification of Construct Validity Model 

An abstract model testing for construct validity was provided 

in Chapter 4. Given the specification of measures from Chapter 5, 

this model may now be fully specified. The model of Figure 8 hypoth

esizes that variation in the covariance matrix derived from the seven 

measures is due primarily to the three traits. 

Using the equations provided by Goldberger (1974), identifica

tion is assessed by letting p equal the number of indicators and k the 

number of factors in the model. Goldberger has shown that for the 

general factor model the covariance matrix of observable indicators 

90 
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~ariRble Definition ---
Parameter Construct Parameter Measure 

~l Store Prestige xl Store Prestige Rank 
x2 Store Prestige Rate 

x3 Patron Prestige Rank 

~2 Clothing Price x4 Price Rank 
Xs Price Rate 

~3 Clothing Quality x6 Quality Rank 
x 7 Quality Rate 

Figure 8. Fully Specified Construct Validity Model 
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represents f equations in q unknowns, where f = p (p+l)/2 and q = p 

(k+l) - k (k-l)/2. For the model tested here f = 28 and q = 22, which 

is a necessary but not sufficient indication of identification. The 

analysis proceeded with the meeting of this requirement, but with 

cautious inspection of residuals and resulting matrices. 

Rank Transformation 

The rankings of store and patron prestige, price, and quality 

are in a less than informative form. Recall that respondents first 

eliminated all unfamiliar store cards, and then sorted the remaining 

cards into piles from lowest to highest for each respective attribute. 

Using their own discretion, respondents could form anywhere from one 

to fifteen piles of store cards for each attribute. While the most 

common heuristic was to sort the stores into four or less piles, a few 

respondents did have one store per pile in their ranking schemes. 

Leaving this ranking data in its raw form would result in skewed and 

peaked distribution of ranks. 

A transformation was employed to yield more uniform and normal 

rank distributions. The transformation entails summing the sequential 

number of each card in a pile and dividing by the number of cards in 

that pile. For instance, suppose a respondent had not heard of three 

stores and had sorted the remaining twelve cards into four piles of 

three cards each. The transformed rank scores for the cards are: 

Pile 1: 1+2+3/3 = 2 

Pile 2: 4+5+6/3 =5 



Pile 3: 7+8+9/3 = 8 

Pile 4: 10+11+12/3 = 11 
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Thus, all cards in pile one receive a score of 2, all cards in pile 

two a score of 5, and so on for the remaining cards. 

Inspection of skewness, kurtosis, and mean values for each 

store after the transformation shows an improvement in the suitability 

of these ranks for further analysis. Table 8 provides a summary of 

distribution statistics before and after transformation for each of 

the four variables. The transformation consistently yields variable 

distributions centered symmetrically around the midpoint on a IS-point 

scale. Yet the distributions are still relatively peaked, reflecting 

a great deal of agreement as to the rankings of stores over the four 

attributes. 

Data Aggregation 

The data is of a three-dimensional form, 7 measurements 

(attributes) by 15 stores by 284 respondents. Yet, the construct 

validity model illustrated in Figure 8 requires covariances derived 

from data of a two-dimensional form (attributes by respondents). 

There are two approaches to deriving the covariances for this model, 

group or aggregation analysis. 

Group Analysis 

Following this approach for testing construct validity, 

fifteen separate models would be tested using the group analysis 

provided by Joreskog and Sorbom's LISREL VI (1984). This procedure 
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derives the parameters of the model, coefficients of determination, 

goodness of fit indices, and root mean square indices for each group 

separately. In addition, the program provides a summary X2 statistic 

that indicates the degree to which the specified model fits all ~roups 

collectively. Using the latter statistic a decision could be arrived 

at concerning convergent and discriminant validities. 

Group analysis was initially pursued, but as analysis pro

ceeded multiple considerations deemed it inappropriate. Perhaps most 

importantly, Joreskog and Sorbom (1984) do not advocate using the X2 

statistic with ranked data. Ranked data is unlikely to produce 

matrices that are of full rank, making the X2 statistic and maximum 

likelihood estimators suspect at best. As judged by determinants of 

the matrices for each of the fifteen stores, the less than full rank 

condition is nearly universal. Polychrolic correlations were produced 

for each store using the program LISREL VI (which incidently, required 

recoding the ranked variables so that only eight potential values 

could be taken - a loss of information). The mean determinant pro

duced from the resulting fifteen matrices was .0807, with a range from 

.0039 to .1978. Since all of these determinants are small relative to 

the diagonal elements (i.e., all Is since they are correlation 

matrices) of their respective matrices, there is good reason to 

believe that all of the fifteen matrices have nearly perfect linear 

relationships among one or more variables. In this situation it is 

best not to use maximum likelihood estimation (Joreskog and Sorbom 

1984, p. IlI8). 
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Perusal of the ranks of individual stores provides further 

evidence of why maximum likelihood estimation is not suitable. 

Although the average skewness and kurtosis figures of Table 8 seem to 

indicate distributions approximating normality, the individual (store) 

distributions are particularly peaked. For stores in which there is 

substantial agreement (i.e., discount), kurtosis approaches values of 

20. 

Analysis of Aggregate Data 

An alternative to groupwise analysis, and the procedure used 

here, is to aggregate observations across stores. Treating each store 

as an individual observation of 284 judgments of the seven attributes, 

aggregation yields 15 X 284 observations, or 4260. With the data in 

this form, the distributions of the rank variables take on the values 

of Table 8. As such, the ranked as well as intervally scaled data are 

far closer to normality than they are on an individual store basis. 

Aggregation of the data as described, however, does not 

necessarily rectify the suitability of the data for maximum likelihood 

estimation. While the transformation and aggregation of the ordinally 

scaled variables improves the normality of the distributions, these 

variables nevertheless are ordinal in origin and maximum likelihood 

estimation should be approached cautiously. Furthermore, the affect 

of large sample sizes on the X~ goodness-of-fit statistic causes 

rejection of virtually any model (Joreskog 1974; Bagozzi 1980; Sobel 

and Bohrnstedt 1985). With large sample sizes the goodness-of

fi t statistic yields valid conclusions only by comparing values of 
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Table 8. Comparison of Ranked Da-ta Before and After Transformation 

Description of Distribution 
a 

Transformation 
Concept Status Skewness Kurtosis Mean Variance 

Before 2.25 6.53 3.04 2.36 
Store Prestige 

After .46 5.86 7.52 3.63 

Before 2.17 7.00 3.42 3.91 
Price 

After .53 6.56 7.51 3.40 

Before 2.13 7.21 3.23 3.87 
Quality 

After .32 4.58 7.43 4.10 

Before 2.13 5.85 3.09 3.48 
Patron Prestige 

After .29 5.31 7.52 4.02 

a. Descriptive measures have been averaged over the fifteen stores 
(i.e., read: average skewness before versus after transformation). 
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alternative models. Using a comparison of models to test for con

struct validity is performed here in the manner outlined by Bagozzi 

(1980). At the same time, the X~ statistic is used cautiously, and 

the adjusted goodness-of-fit index and root mean square residual 

measures provided by the program L1SREL are used in conjunction to 

evaluate the various models. 

The adjusted goodness-of-fit index is a measure of the rela

tive amount of variances and covariances jointly accounted for by a 

model adjusted by degrees of freedom. The closer this index is to 1, 

the better the fit of the model. While this index is robust against 

departures from normality and independent of sample size, its statis

tical properties are unknown (Joreskog and Sorbom 1984, p. 141). The 

root mean square residual is a measure of the average of the residual 

variances and covariances. Therefore, the closer this index is to 

zero, the better the specified model fits the data. Joreskog and 

Sorbom recommend using both of these indices to compare the degree to 

which alternative models fit a covariance structure. 

Analysis of Models 

The data were aggregated in such a fashion as to eliminate any 

set of seven observations which contained missing values. For the 

more well known discount and mass merchandise stores this procedure 

resulted in losing few observations, while for the specialty stores in 

particular, the procedure decreased the number of observations con

siderably. In fact, for one clothing specialty store (I Magnin) only 
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125 useable observations were obtained. Altogether, the aggregation 

resulted in a total of 2952 observations. 

Given that four of the seven variables were transformed from 

ordinally scaled data, the most valid matrix for analysis would be one 

derived from polycholic correlations. As in the case of the group 

analysis, the program LISREL VI was used in an attempt to produce 

these correlations. .Prior to submitting the data, the rank variables 

were recoded so as to take only 8 values as required by the program. 

Unfortunately, the program was unable to produce the matrix of cor

relations for this large sample size. 

Failing to produce polycholic correlations for analysis, a 

covariance matrix was produced using the reliability procedure 

featured in SPSS. The covariance matrix of Table 9 was obtained and 

is used to test the construct validity model using LISREL VI. Prior 

to proceeding with this analysis, an examination of the correlations 

between the seven measures is instructive. The presentation of these 

correlations in the multitrait-multimethod (liM) matrix in Table 10 

indicates that construct validity of store prestige is unlikely. 

The first step in assessing construct validity from the ill! 

matrix is inspecting the correlations between the same traits across 

methods (i.e., the validity diagonal) (Campbell and Fiske 1959). 

These correlations, each underlined in Table 10, are all high and 

provide evidence of convergent validity. Discriminant validity 

requires meeting three subsequent criteria. First, a value in the 

validity diagonal should be higher than the correlations lying in its 
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Table 9. Covariance Matrix Used to Test for Construct Validity 

Store Prestige Rank 
Store Prestige Rate 
Patron Prestige Rank 
Price Rank 
Price Rate 
Quality Rank 
Quality Rate 

13.985 
3.500 

12.156 
12.631 
3.392 

11.959 
3.218 

1.405 
3.391 
3.453 
1.105 
3.389 
1.138 

13.319 
12.229 
3.314 

11.904 
3.186 

13 .888 
3.452 

12.116 
3.230 

1.347 
3.278 13.436 
1.071 3.222 1.286 



Ranking 

Rating 

lCO 

Table 10. Multitrait - Multimethod Matrix 

Ranking Rating 

Store Patron Store 
Prestige Price Quality Prestige Prestige Price Quality 

Store 
Prestige 

Price .906 

Quality 

Patron 
Prestige 

Store 
Prestige 

Price 

Quality 

.872 .887 

.891 .899 .890 

"'"-----• 789 ........ 782 .780 1'--:::- ........ 
1 .781 ............... 798........ ,,770 
I ....... ....... 
1 .759 .764 ...... 775 .......... 
1- _ _ ~ _ _ :::::::-

...... 

- -, 
.784 I 

.782 I 
I 

.770 I 
......... , 

'" 
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column and row in the heterotrait-heteromethod triangles (i.e., those 

triangles with broken lines). This requirement holds marginally for 

store prestige and fails for quality. The second criterion is "that a 

variable correlates higher with an independent effort to measure that 

same trait than with measures designed to get at different traits 

which happen to employ the same method" (Campbell and Fiske 1959, 

pp. 82). This criterion fails conclusively. The correlations in the 

validity diagonal are all substantially lower than the correlations in 

heterotrait-monomethod triangles (i.e., those triangles delineated by 

solid lines). Given that the second requirement for discriminant 

validity fails consistently for each concept, assessing whether the 

third criterion is met is fruitless. 

Thus the methods of Campbell and Fiske suggests that the 

methods measure their respective concepts, but that these concepts 

may not be discriminated. Further evidence of this lack of dis

crimination is provided by a reliability coefficient (alpha) of .932 

produced when the seven measures are treated as a scale designed to 

measure a single concept. Few studies attempting to construct multi

item measures of single constructs obtain alpha values of this 

magnitude. 

Factor analysis was undertaken as a further exploratory pro

cedure. The initial analysis, using an eigenvalue criterion of 1 for 

determining the number of factors, is supportive of the presence of a 

single construct. This analysis was automatically stopped when only 

one factor was produced by the SPSS program. Forcing the number of 
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factors to two and performing factor analysis once more illustrates 

severe methodological problems for this investigation I s attempt to 

establish the construct validity of store prestige. Using oblique 

rotation to maximize interpretability, the factor loadings below 

indicate that the two most common sources of variation are due to 

methods, rather than concepts. 

Factor 1 Factor 2 

Ranks 

Store Prestige .937 .006 

Patron Prestige .939 .009 

Price .982 -.029 

Quality .868 .070 

Rates 

Store Prestige .081 .839 

Price .225 .677 

Quality -.093 1.014 

Given the unanimous evidence indicative of a lack of dis-

criminant validity in the data, the structural equations methodology 

was approached with great skepticism. This skepticism was heightened 

by the exploratory factor analysis which suggests the only model that 

may fit the data is one which hypothesizes methods factors. 

Assessment of Construct Validity Using 
Structural Equations Methodology 

Testing for construct validity using the methods outlined by 

Bagozzi (1980) requires assessing the models corresponding to t\o,'O 

hypotheses: 
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While HI tests for convergent validity, discriminant validity is 

determined by a third hypothesis, H3 = H2 - HI. Thus, HI tests the 

model specified in Figure 8, while H2 tests the same model with the 

correlations between concepts constrained to unity. Given the large 

sample size, a comparison of X~ statistics for H2 and HI is the appro-

priate test for discriminant validity. The difference in X~ values is 

asymptotically a X~ with degrees of freedom equal to the corresponding 

difference in degrees of freedom (Joreskog and Sorbom 1981). 

The results of testing hypotheses one, two, and three are 

presented in Table 11. Using the rule of thumb of accepting models 

with p > .10 (e. g., Lawley and Maxwell 1971), hypotheses for con-

vergent (HI) and discriminant (H3) validities are firmly rejected. 

The parameter estimates corresponding to the convergent validity 

model, provided in Figure 9, reinforce the findings of the exploratory 

factor analysis and of the existence of a single factor. Examination 

of the factor loadings shows that while monomethod measures load 

together highly (i.e., AI' and A3), heteromethod measures clearly do 

not load together on their respective ~IS (i.e., A2 , AS' and A7). The 

lack of construct validity is apparent in the correlations ~21' ~31' 

~32' which the program actually estimates slightly above unity. 

While the program does converge, the matrix of correlations is not 

positive definite indicating that the model is not properly specified. 

Inspection of the fitted residuals in Table 12 also indicates a poorly 



Table 11. Test of Convergent and Discriminant Validity Hypotheses 

H;YI2othesis Number of Parameters X' d .f. P 

H1 14 1526.43 11 .000 

H2 11 11118.15 14 .000 

H3 = H2 - H1 X' = X' _ X' = 

11118.15 - 1526.43 

= 9591.72 3 .000 



Table 12 . Fitted Residuals For Convergent Validity Model 

3tor e Prestigs !~ an>: 

St or e P-resti
0

c ·· .. ~r_,e 

Pa t r or Pr e s ti r, ·- ;;~8. :1k 

Pr ic e Rank 
? r i c e Rate 
Q1: 2,1 i ty Ran \ 
Quality Rc. -c,~ 

. ''00 
-. OL/~ 

. 16_: 

. 2~:( 

-. 09 1 
-. UJ6 
-. "j 3~ 

. 000 
-. 080 
-.1 45 

. 097 
-. 08/4 

. 168 

. 000 

. 059 .ooc 
-. 095 . 000 . 000 

. 158 . 08/;. --. oc::-~ . 000 
-. 097 -. 132 . 129 . 000 

105 

.000 
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1.01 

I. 731 .378 1.574 1.574 .380 1.926 .386 

Variable Definition 

Parameter Construct Parameter Heasure 

~l Store Prestige xl Store Prestige Rank 
x2 

Store Prestige Rate 
x3 Patron Prestige Rank 

~2 Clothing Price x4 
Price Rank 

Xs Price Rate 

~3 Clothing Quality x6 Quality Rank 
x 7 

Quality Rate 

Figure 9. Parameters From Convergent Validity Model 
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specified model in which the rank measurements have particularly high 

errors (i.e., underlined values greater than an absolute value of 1). 

Following rejection of HI and H3 an attempt was made to intro-

duce methods factors in the manner described in Chapter 4. According 

to the heuristic of Goldberger (1974) described earlier, this model is 

unfortunately underidentified (i.e., f = 28, q = 32). Although 

several models were run in which various parameters were constrained 

to be reasonable values, convergence to a solution was never achieved. 

While partitioning of variance into trait, method, and error is not 

possible, testing a model in which two methods factors are hypothe-

sized and another hypothesizing a single factor will help in assessing 

these variances. 

Methods and Single Factor Solutions Using 
Structural Equations Methodology 

The exploratory factor analysis attests that a solution cor-

responding to two methods factors can be reasonably hypothesized from 

the data. Such a model, illustrated in Figure 10, is overidentified 

(i.e., f = 28, q = 20). The solution to this model produces a X~ = 
203.82 with 13 d.f. (p = .000) and, although not a significant fit by 

itself, fits the data with an additional 2 d.f. roughly seven times 

better than the model hypothesizing concepts. The maximum likelihood 

parameters for this model and the fitted residuals both indicate an 

improved fit (see Table 13). But, it is also noteworthy that the 

error terms are large and that four residuals take on values greater 

than 1. These results are likely due to the presence of ordinally 



CP21 

a. sl=Rank Factor, Sl=Rate Factor 

Figure 10. Methods Factor Model 
a 
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Table 13. Parameters and Residuals of a Two Factor 

Parameter 

.\ 
1..2 

1..3 

1..4 

AS 

1..6 

1..7 

eo 

eo 

eo 

eo 

eo 

eo 

eo 

Store Prestige Rank 
Store Prestige Rate 
Patron Prestige Rank 
Price Rank 
Price Rate 
Quality Rank 
Quality Rate 

1 

2 

3 

4 

5 

6 

7 

.000 

.029 
-.028 

.100 

.073 
-.106 
-.089 

Estimate 

1.00 a 

.979 

1.007 

.970 

1.00 a 

.956 

.953 

1.541 

1.391 

1.269 

1. 738 

.228 

.271 

.217 

Fitted Residuals 

.000 
-.007 
-.042 
-.020 

.023 

.017 

.000 
-.039 

.065 

.092 
-.052 

.000 

.111 
-.033 
-.100 

(Methods) Model 

T-Value 

108.109 

111. 714 

101.774 

77 .155 

81.287 

29.649 

29.091 

27.592 

31.144 

26.836 

29.595 

27.379 

.000 

.060 
-.001 

.000 

.016 

a. These parameters were given starting values of 1. 
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.000 
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scaled data in the analysis. Finally, the high correlation between 

methods (.907) is indication that they both are measuring a similar 

concept. 

The model hypothesizing a single factor solution yields a 

X~ = 1553.9 with 14 d.f. (p = .000) which is an improved fit over the 

model hypothesizing a three factor solution (i.e., XI4 - Xil = 27.47 

with 3 d.f., p = .000). This model fits the data poorly compared to 

the two factor (methods) solution above, which is evident in the 

following factor loadings: 

Parameter Loading 

Store Prestige Rank 1.000 

Store Prestige Rate .288 

Patron Prestige Rank .479 

Price Bank 1.006 

Price Rate .281 

Quality Rank .971 

Quality Rate .271 

To check the validity of the maximum likelihood estimates, all 

of the previous models were re-run using unweighted least squares 

estimation. All of these analyses produced parameters which were 

approximately equal to those produced from maximum likelihood esti-

mation. In general, unweighted least squares led to marginally 

greater estimates than maximum likelihood estimation of the ordinally 

scaled parameters. 
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A comparison of three additional measures of goodness of fit 

for each of the three models is supportive of the conclusions reached 

using the X~ statistic. As seen in Table 14, adjusted goodness of 

fit, root mean square, and coefficient of determination all have 

values consistent with the conclusion that the best model explaining 

variation in the data is one hypothesizing two methods factors. They 

also support the contention that a single factor solution is more 

valid than one hypothesizing variation due to three concepts. 

Table 14. Additional Measures of Goodness of Fit for Tested Models a 

Adjusted Root Coefficient of 
Model J! d. f. Goodness of Fit Mean Square Determination --- :L 

Three Factor 1526.43 11 .634 .098 .942 
(Concepts) 

Two Factor 203.82 13 .957 .055 .992 
(Methods) 

Single Factor 1553.9 14 .703 .092 .957 

a. All significant at p > .0001. 

Nomological Validity 

The empirical assessment of construct validity involves first 

demonstrating trait validity and secondly, demonstrating nomological 

validity. Trait validity requires acceptable levels of reliability, 

convergent validity, and discriminant validity. The acceptance of 

trait validity is a necessary, but not sufficient condition for 

construct validity (Bagozzi 1980; Peter 1981). Once trait validity is 

assumed, the confirmation of nomological validity leads to a positive 

conclusion concerning construct validity. 
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In this investigation reliability was assumed adequate based 

on past empirical findings. The results addressing convergent 

validi ty are mixed; while the Campbell and Fiske MM method implies 

convergent validity, the causal modeling method does not. The large 

sample size, 

Peter 1981; 

however, makes the latter result suspect CBagozzi 1980; 

Sobel and Bohrnstedt 1985) and leads to the guarded 

acceptance of convergent validity. Yet, both methods conclusively 

rej ect the discriminant validity of store prestige. As this is a 

necessary condition for construct validity, proceeding with the test 

for nomological validity is not warranted. Lack of discriminant 

validity implies that there is no correspondence between the unob

servable concept of store prestige and its measures. Therefore, 

linking the measures of this concept with those of influence is an 

atheoretical exercise and will not be performed. 

Summary 

This chapter discusses the methods and results of the test for 

construct validity of store prestige. The three dimensional data 

array, consisting of attributes by stores by observations, is con

densed to two dimensions by treating the fifteen stores as separate 

observations. This data aggregation leads to distributions of the 

seven variables, which, in terms of uniformity and normality, are 

considerably more appropriate for maximum likelihood estimation than 

they would have been had the analysis proceeded groupwise. 

The results of the construct validity portion of this inves

tigation are tentative because of the preponderance of methods, rather 
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than concept variation in the data. The occurrence may be attri

butable to two factors. First, the ranking method used was unique in 

that respondents were allowed to form as many piles as they wished in 

ranking stores for each of the four attributes. As respondents eli

minated stores which they hadn't heard of, all stores were not ranked 

by all respondents. Further, the survey proceeded by having respond

ents first perform the four ranking exercises sequentially (although 

they were asked to fill out self-response questions while their rank 

scores were being recorded). 

A second factor that may have caused the dominance of methods 

variance is the relatively small range (5-point) in the rating scales. 

Given that the transformed ranks took on values from 1 to 15, the 

rating scales did not allm\' nearly the same amount of variation in 

judgment. 

Despite the confounding effect of methods variance, the struc

tural equation analysis leads to the conclusion that there is a single 

factor in the data. The lack of discriminant validity is apparent 

from a correlation matrix between concepts which is essentially unity, 

and in a better fit of a model hypothesizing a single concept. Since 

discriminant validity is a necessary condition for construct validity, 

it is improper to continue with a test for nomological validity. 

Given the research design used in this study, the construct validity 

of store prestige is uncertain. Problems with the research design 

that are potentially responsible for this situation are taken-up in 

Chapters 8 and 9. 



CHAPTER 7 

METHODS AND RESULTS OF STORE PRESTIGE 
GRADING HYPOTHESES 

This chapter is concerned primarily with testing the causal 

model developed in the latter half of Chapter 4. Prior to developing 

the measures used in that testing, the discussion addresses the issue 

of whether or not a common ordering of stores exists with respect to 

prestige. The findings of the previous chapter lead to conceptual-

izing the prestige grading effects in terms of more general 

constructs. 

Re-Conceptualization of the Prestige 
Grading Effects 

The results of the last chapter do not support the construct 

validity of store prestige. This occurrence is due to correlations 

between prestige, price, and quality which approach unity. While a 

full explanation for lack of discriminant validity is provided in the 

discussion of Chapter 3, the causal model tested in this chapter 

requires consideration of that explanation. 

Demonstrating discriminant validity is impossible with the 

design used to collect data in this research. The primary problem 

with the design is the absence of stimulus object which individually 

do not have unequal levels of prestige, price, and quality. For 

instance, the set did not include warehouse retailers (e. g., Levitz, 

114 
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Silo) which can be considered moderate or low in price and prestige, 

yet even high in terms of quality. Similar levels of these attributes 

are also found in catalog showrooms (e.g., Best Company). The result 

of using an incomplete stimulus set is to preclude making any assess

ment of whether or not store prestige is conceptually dissimilar from 

price or quality. Respondents essentially evaluated all stores on an 

equivalent, central dimension. 

The inability to differentiate the three image attributes 

leave the prestige grading effects developed in Chapter 4 without firm 

conceptual meaning. Store prestige dissensus cannot be differentiated 

from price or quality dissensus, nor can store prestige articulation 

be distinguished from price or quality articulation. This is not to 

say that these grading effects do not exist, but that they cannot be 

conceptually tied to the concept of prestige. Therefore, rather than 

dismissing the latter half of this investigation, the effects may 

still be considered but only in more general terms. 

Store prestige dis sensus was defined as the extent to which an 

individual's store prestige evaluations are disparate from the average 

of all individuals' evaluations. The high correlations between 

prestige, price, and quality imply that the dissensus effect is the 

same across all three variables. Although the three concepts are a 

small subset of all image dimensions, together they allow observing a 

general evaluative effect that may be termed store image dissensus. 

Specifically, store image dissensus is the extent to which an indivi

dual's store image evaluations are disparate from the average of all 
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individuals' evaluations. With the near perfect correlations between 

the image dimensions considered here, this effect may be measured 

using any of the three dimensions. A caveat must immediately be added 

that the results from assessing the dissensus effect are not at all 

generalizable. Until the same effect is measured across a wider array 

of image dimensions, a general evaluative dis sensus effect can only be 

suggested by this research. 

Store prestige articulation was defined as the degree to which 

an individual perceives differences in the prestigiousness of stores. 

While this study does not allow measuring articulation with respect to 

prestige, it does provide an opportunity to observe articulation as a 

dimension of cognitive structure within the domain of retail estab

lishments. Cognitive complexity has received some attention in the 

marketing literature (e.g., Kasulis and Zaltman 1977; Lastovicka and 

Gardner 1978; Gutman 1980; Hirschman 1981; Richins and Bloch 1983), 

and this study can provide a useful addition in this research stream. 

Cognitive complexity has been conceptualized in diverse 

manners, but is generally recognized as having three separate com

ponents (Scott, Osgood, and Peterson 1979). A cognitive domain 

consists of objects (e.g., stores) which an individual compares and 

comprehends using attributes (e.g., image dimensions). One aspect of 

cognitive complexity is differentiation, which corresponds to the 

number of categories or dimensions that an individual uses in 

organizing objects (Bieri et al. 1966). For example, an individual 

might organize his or her evoked set of stores around the dimensions 
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of convenience, price, and friendliness of store personnel. A second 

component of cognitive complexity, termed integration, is the style in 

which an individual relates objects within a cognitive domain (Scott 

1969). For instance, a simple integrative style would consist of 

defining all obj ects wi thin a domain on a single common attribute. 

Another style could be one in which liked and disliked objects are 

organized together in their own respective groups. Adhering to this 

style an individual would first make an affective decision concerning 

the liking of a store or brand, and then organize that object using 

separate liked or disliked attribute schemes. 

Finally, the third complexity component, and the one of con

cern here, is discrimination or articulation, which is the precision 

an individual uses in organizing objects along a particular dimension 

(Scott 1969). Although not recognized as such, the rubber band effect 

observed in occupational prestige studies is equivalent to articu

lation or discrimination on a single dimension in an occupational 

domain. Articulation or discrimination has been investigated as a 

component of cognitive complexity in the product domains of auto

mobiles (Lastovicka and Gardner 1978) and bake wear (Richins and Bloch 

1983) . The data from this study, admittedly collected from a dif

ferent conceptual origin, allows investigating articulation in the 

domain of stores. Specifically, store image articulation is the 

extent to which an individual perceives differences between stores 

across image dimensions. Again, the same caveat earlier stated 
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applies; the findings are only suggestive because of the small number 

of attributes considered. 

The rationale underlying the causal paths developed in Chapter 

4 (see Figure 7) must be reconsidered. In particular, the linking of 

the three status variables with articulation was based on similar 

relationships in the context of occupational prestige. Hypothesizing 

that income and occupational prestige cause store articulation must 

rest on the rationale that individuals higher in these statuses tend 

to purchase more clothing at stores which are higher in terms of 

prestige, price, and quality than those which are lower in the same. 

As the discussion in Chapter 3 noted, the relationship between patron 

and store status is subject to the characteristics of the purchase 

situation. Thus, the causal paths linking occupational prestige and 

income with store image articulation are somewhat tenuous. Education, 

however, can be hypothesized to cause store image articulation with 

sounder theoretical rationale. Education is positively associated 

with an individual's breadth and depth of knowledge, and it is the 

broad and extensive perspective gained from education that can cause 

the ability to discriminate between objects. Although cognitive 

complexity is widely recognized as a domain specific quality (Scott 

1962; 1969; Bieri et al 1966; Schroder, Driver, and Streufer 1967), 

education should be the most likely characteristic to cause articu

lation across multiple domains. 

The remaining causal paths linked concepts representing 

familiarity (e.g., purchasing and browsing) and involvement with 
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These paths still receive firm theoretic31 support. 

Studies in a variety of contexts have found a positive relationship 

between measures of familiarity or involvement and articulation (Scott 

1962; 1969; Lastovicka and Gardner 1978; Richins and Bloch 1983). 

Relative Agreement of Store Prestige Judgments 

The discussion of Chapter 4 pointed out the importance of 

finding a common prestige hierarchy. While the results of the last 

chapter leave the meaning of store prestige in doubt, the high cor

relations between concepts imply that an equivalent hierarchy can be 

observed acorss all three attributes. Therefore, the level of rela

tive agreement can be determined through an examination of any of the 

three rank judgments. Kendall's coefficient of concordance, 

Friedman's test for Ranked Data, and inspection of individual store 

distributions are used to arrive at a conclusion concerning the level 

of agreement. 

Kendall's Coefficient of Concordance 

Chapter 4 designated a Kendall coefficient of .80 as the 

criterion for concluding that a common store prestige hierarchy 

exists. Unfortunately, the manner in which the ranked data was 

collected and transformed in this investigation does not bode well for 

obtaining high values of this coefficient. The rank exercise gave 

respondents as much freedom as possible; they were not forced to rank 

all stores and were allowed to make as many groups as they wished. 

Further, the transformation of ranks described in Chapter 6 increased 
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the number of possible rank values, dependent on the number of stores 

ranked by a respondent. For instance, two respondents who both used 

four piles to rank twelve and fifteen stores respectively, would have 

disparate values imputed on those ranks even if the twelve stores of 

the former were in the same piles as the same twelve stores of the 

latter. 

Using the prestige ranks, Kendall's coefficient of concordance 

(W) for the raw data was .613, while the same for the transformed data 

was .362. In other words, there is substantial agreement among 

respondents as to the prestigiousness of stores based on the ranking 

of a larger number of stores into a smaller prestige hierarchy (i.e., 

the most common number of groups and stores ranked are four and twelve 

respectively). But, when these rank scores are transformed to more 

closely reflect a fifteen store hierarchy, the level of agreement 

drops considerably. 

For objects rated by n individuals, the statistical sig-

nificance of W is assessed using an F-test where, 

F = (n-l)W 
l-W 

with degrees of freedom dfl = (r-l) - 2/n and df2 = (n-l) (r-1-2/n). 

The raw and transformed prestige ranks yield F values of 448.27 and 

160.57 respectively. With degrees of freedom dfl = 14 and df2 = 3976, 

both coefficients are significant beyond the .001 level. Thus while 

the level of agreement is highly statistically significant, it does 
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not reach the magnitudes achieved in occupational contexts (e.g., .80 

or above). 

Friedman Test for Ranked Data 

This test is usually used in experiments with repeated measure 

designs in which subjects have been asked to rank treatments according 

to some criterion. The test then assesses the level of agreement 

among subjects that the treatments differ with respect to the 

criterion. If the test is statistically significant, it may be con-

eluded that the treatments are significantly different. 

statistic is: 

x:.:: = SSTR . r 
SSTR + SSE 

n(r-l) 

The test 

Where SSTR = sum of squares treatments, SSE = sum of squares errors, r 

is the number of treatments (stores), and n the number of subjects. 

If there are no treatment differences (i. e., agreement), X:l will be 

distributed approximately as X:':: with r-l degrees of freedom. Large 

values of X:':: indicate that treatments have unequal effects (i. e. , 

agreement). 

For the transformed data, the statistic produces a X:.::= 1414.30 

with 14 d.f., significant beyond the .0001 level. The statistic for 

the raw data is X:':: = 650.95 with 14 d.f. (p = .0001), leading to the 

conclusion that there is a common store hierarchy with respect to the 

three attributes. 
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The Friedman's test is a weaker test of the degree of rank 

agreement than Kendall's coefficient of concordance (W). To see this, 

note that the two are related in the following manner: 

~ Xr 
W = n(n-l) = 

SSTR 
SSTR + SSE 

Thus, Kendall's W actually provides a better indication of the level 

of agreement than does Friedman' s X~ as the latter only provides a 

significance level and is less descriptive. 

Inspection of Individual Store Ranks 

The discussion of rank transformations in Chapter 6 summarized 

the individual store prestige distributions of Table 16. This table 

allows determining the level of agreement exhibited among respondents 

for different types of stores. The level of agreement in image evalu-

ations of stores increases with decreasing levels of prestige, price, 

or quality. There is a nearly universal tendency for standard devia-

tions, ranges, and kurtosis values to indicate more agreement going 

down the hierarchy. The greatest amount of disagreement and error 

occurs for national department and local specialty stores, which also 

have the greatest number of missing cases. 

Table 16 also shows that although Macy's was picked as repre-

sentative of a national department store, it is perceived as inferior 

to the other two stores within that class. National department stores 

were defined as those multistate establishments which specialize 

in particular on clothing fashions. While Macy's is without doubt a 



Table 15. Distribution Descriptions of Individual Store Prestige Ranks 

Untransformed Transformed 

Standard Standard 
Mean Deviation Range Kurtosis Mean Deviation Range 

National DeEartment 
Saks Fifth Avenue 4.48 2.16 13.00 5.31 11.96 1.80 12.50 
I Magnin 4.35 1.74 13.00 7.68 12.02 2.03 12.50 
Macy's 3.70 1.83 12.00 7.23 9.60 2.43 12.00 

Local SEecialt:t: 
Bel Aire 3.83 1.99 12.00 6.74 10.19 2.75 13.50 
Mills Touche 3.85 1.61 11.00 9.01 10.93 2.47 12.50 
Franklins' 3.32 1.64 12.00 7.90 8.69 2.98 12.50 

Local DeEartment 
Diamonds 3.48 1.61 12.00 10.06 8.93 1.66 10.50 
Levys 3.47 1.66 11.00 8.22 8.83 1.68 11.00 
Broadway Southwest 3.50 1.71 11.00 9.17 8.96 1.55 10.00 

Mass Merchandiser 
Sears 2.45 1 .15 10.00 12.67 5.24 1.41 10.00 
Pennys 2.53 1.20 7.00 4.11 5.47 1.44 10.50 
Hontgomery Wards 2.31 1.02 5.00 2.18 4.85 1.40 11.00 

Discount 
Yellow Front 1.34 .98 5.00 9.88 2.23 1.19 1.41 
K-Mart 1.44 .99 5.00 8.15 2.36 1.21 1.45 
Target 1.57 1.04 6.00 5.54 2.56 1.08 9.50 

Kurtosis 

2.95 
3.82 
-.04 

.62 
2.04 
-.13 

1.86 
1.40 
1 .'~4 

3.30 
2.80 
3.58 

26.16 
20.20 
17.82 

~ 

r~ 

w 
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national department store, it does not have the exclusivity of 

clothing fashions of Saks or I Magnin. Thus, Hirschman's (1978) 

retail typology does not necessarily correspond with a price/quality 

continuum. In the case of national department stores, the typology is 

not homogeneous with respect to price or quality. 

Absolute Agreement of Store Prestige Judgments 

Within this section the causal model developed in Chapter 4 is 

fully specified and tested. The scales for the independent variables 

(e.g., education, income, occupational prestige, purchasing, browsing, 

and clothing involvement) within the model were described in Chapter 5 

and need little further development, while the indicators of store 

image dissensus and articulation have yet to be developed. Thus prior 

to testing the model, the discussion turns to the issue of measure 

development. 

Measure Development of Independent Variables 

The causal model predicts that three status concepts, two 

shopping concepts, and product involvement all have significant causal 

impacts on two image evaluation effects. The indicators of each of 

these six concepts are exemplified before proceeding. 

The three status variables are all measured with single indi

cators. It may be recalled that education and income were measured on 

approximate interval scales, while potentially six occupations (e.g., 

the respondent I s present and previous, husband's, father's, and the 

occupations of the respondent's two closest friends) were coded with 
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Trieman scores (1977). While specification of the first two status 

variables is straightforward, a decision must be made as to which 

occupational score to use as an indicator. Of all possible heuristics 

for arriving at an occupational indicator, two are most plausible. 

One strategy is to use the respondent's present or previous score, 

selecting the one that is highest. The other is to select the highest 

of all six prestige scores. The latter is most theoretical~y sound 

considering that one's style of life and status within the community 

is most saliently a function of one's circle of friends (e.g., Coleman 

1983). The anchor standard of the status of one's style of life is 

more likely tied to the status of the life styles witin one's primary 

group (e.g., family and closest friends). 

Choosing the highest occupational prestige score was further 

supported by a preliminary examination of correlations between the two 

alternatives and measures of the various dependent variables. This 

perusal indicated that the highest prestige score of the six possible 

generally correlated most significantly with the dependent variable 

measures. Therefore, the highest prestige score is used as an indi

cator of occupational prestige in the causal model. 

Spending and browsing in stores both provide experiential 

sources of information for making store image judgments. The indi

cators of these concepts should measure the amount spent on clothes 

purchased and browsing at the collectivity of stores included in the 

analysis. Familiarity with stores high in prestige, price, or quality 

provides an anchor standard for making image evaluations. Therefore, 
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measures of spending and browsing should be weighted by the prestige, 

price, or quality ratings of the respective stores. Both of these 

concepts are measured by single indicators derived from multiplying 

their respective interval scale scores by mean prestige ratings for 

each store and summing. Therefore, if a respondent has purchased 10% 

of her clothing at Levy's, but made no purchases at any of the 

remaining stores included in the questionnaire, she will be measured 

higher in prestige, price, or quality familiarity than the person who 

does 100% of her shopping at K Mart. 

Although numerous studies assume zero error variance when 

latent constructs are measured with single indicators (e.g., Phillips 

1981; 1982), Fornell (1983) and others (Sorbom and Joreskog 1982) 

suggest this practice is invalid. Fornell cites a study by Andrews 

(1982) in which the mean residual (error) variance obtained from a 

sample of 2,000 measurement residuals was .28. Thus, it is highly 

unprobable that error variance for any measure would equal zero. A 

more realistic approach is to assume that variation due to error is at 

least 10%. For any latent construct the relationship 'A2 + £2 = 1 

holds. If £2 is assumed to be 10%, this implies that when testing the 

model £ and 'A should be set equal to .32 and .95 respectively. This 

procedure is followed for the factor loadings and errors of the single 

indicator constructs within the model. 

Product involvement is the only independent variable measured 

with multiple indicators. Therefore, this concept is measured using 

confirmatory factor analysis within the causal model. 
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Store Image Dissensus. This construct represents the degree 

to which an individual's store image evaluations deviate from those 

of the group as a whole. Because of the near perfect correIa tions 

between prestige, price, and quality, it makes no difference which 

concept is used to measure store image dissensus. Three indicators 

were constructed to measure this concept: 1) The Spearman's cor-

relation between respondents' store prestige ranks and the mean ranks 

of the sample; 2) The sum of the squared deviations of respondent 

ranks from mean ranks; and, 3) The sum of squared deviations of 

respondent rate scores from sample mean rate scores. Prior to using 

these measures in the structural equaton model, correlations within 

measures, and between measures and independent variables were 

examined. As seen in Table 17, measures one and two correlate highly, 

but this result is not surprising as Spearman's correlation coef

ficient is the sum of deviations adjusted by several constants. The 

poor correlations between measure three and the other two measures 

designed to measure the same concept is surprising. This result may 

be due to the lack of variation allowed by the rating scale. In any 

event, these measures are not suitable for an multi-item scale. 

More discouraging is the total lack of significance between 

any of the measures and the independent variables. The six involve

ment indicators, not shown, all correlated similarly. Two conclusions 

are possible. First, the concept of image dissensus may not exist in 

the context of stores. But this conclusion does not seem plausible 

in light of the relatively poor level of consensus for the sample as 
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Measures 

Rank Rank Rate 
Correlations Deviations Deviations 

Measures 

Rank Correlation 1.000 
Rank Deviation - 1.000 1.000 
Rate Deviation .210 .195 1.000 

Independent Variables 

Occupational Prestige - .072 .036 .014 
Education - .122 - .048 - .012 
Income - .069 .051 .027 
Spending - .080 .062 .018 
Browsing .013 - .001 .025 
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a whole. Even with the prestige rankings in their raw form the level 

of agreement for the sample was only .613. Store image dissensus 

definitely does exist, leading to the second and apparently correct 

conclusion that the concept has not been operationalized properly. 

The indicators used to measure store image dis sensus fail to tap this 

concept. Indeed, recall that these indicators measured the extent to 

which individuals' prestige rankings and ratings correlated with the 

mean rankings and ratings for the whole sample. If for any concept 

the hypothesis of articulation holds, then the measures of dissensus 

would reflect an S-shaped curve. If articulation increases linearly 

with education for example, maximum consensus in prestige or goodness 

judgments will lie close to the mean for education. Those individuals 

wi th lower and higher levels of education will exhibit the highest 

levels of dissensus. 

An alternative to measuring store image dissensus is to do so 

at the group level. In fact, studies confirming the existence of 

occupational prestige dis sensus have typically compared either 

standard deviations or mean pairwise correlations of prestige ratings 

by educational or occupational groups (Reiss 1961; Alexander 1972; 

Hodge and Rossi 1978). Accordingly, the six endogenous variables were 

divided into quartiles and Kendall's coefficient of concordance cal

culated for the prestige rankings of each. Table 18 reports the 

results of this analysis, which indicates that increasing levels of 

all six of the endogenous constructs are associated with increasing 

levels of consensus among raters. Consensus increases by greater than 
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Independent gUa)"tile 
b 

Variable 1 2 1 !t 

Education .338 .422 .431 .466 
c 

Income .365 .372 .433 .477 
d 

Occupational Prestige .356 .394 .385 .424 
e 

Spending .384 .355 .346 .470 
e 

Browsing .329 .353 .445 .461 
e 

Clothing Involvement .398 .351 .386 .435 
e 

a. As measured by Kendall1s coefficient of concordance. 

b. Where 1 is the lowest and 4 the highest qua tiles. 

c. Qua 1 = high school degree or less; 2 = junior college 
or technical degree; 3 = some college to undergraduate degree; 
and 4 = some graduate word or graduate degree. 

d. Qua tiles: 1 = less than $19,999; 2 = $20,000 to $34,999; 3 = 
$35,000 to $59,999; and 4 = greater than $60,000. 

e. Qua tiles determined by dividing distributions of scores into 
quarters. 
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10% between highest and lowest quartiles for education, income, and 

browsing. While the trend is similar for increasing levels of occu

pational prestige, spending, and clothing involvement, the magnitude 

of differences between quartiles is not as substantive as for the 

other three constructs. 

Using the procedures suggested by Edwards (1961, pp. 305-306), 

the statistical significance between any two coefficients of Table 18 

may be determined. Briefly, the procedure entails normalizing the 

sampling distributions of both coefficients using a Fisher trans

formation. The ratio of the difference between the normalized 

coefficients and the standard error of that difference yields a 

Z-score, which may be evaluated by reference to a table of the normal 

curve. Applying this statistical test to the data shows that for any 

construct, the difference between the first and fourth quartile coef

ficients is not significant. For example, comparing these educational 

quartiles (i. e., .338 and .466) yield a Z value of .7715, which leads 

to accepting the null hypothesis that the two coefficients are equal. 

Thus, while consensus of image evaluations increases sub

stantively with increasing levels of each of the six endogenous 

constructs, these increases are not statistically significant. Based 

on the statistical assessment, hypotheses H5a,b,c, H7, H9, and H12 are 

all rejected. 

Store Image Articulation. Three types of indicators may tap 

this construct: 1) The range of an individual's scores for any or all 

of the store attributes; 2) The number of groups formed in any of the 
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ranking exercises; and 3) The standard deviation of an individual's 

rate or rank scores across the fifteen stores for any or all of 

the store attributes. Accordingly, a wide range of these potential 

indicators were constructed and factor analyzed along with the other 

indicators within the model. Oblique rotation produced the factor 

pattern of Table 19 for these potential articulation indicators. Two 

results are consistent in the factor structure. First, the ratings, 

because of their limited variation, load poorly and are precluded from 

the measurement model. This outcome is particularly evident in the 

standard deviation measure. Better is the rate range loading, yet 

this value is not of sufficient magnitude to be included in the 

measurement model either. 

The second observation from the factor analysis is the 

inability of the number of groups formed in any of the rank exercises 

to tap the articulation construct. Because of the method used to 

transform the rank scores, all three types of measures in Table 19 are 

to some extent interdependent. Yet, while the range and standard 

deviation measures are dependent on the number of stores a respondent 

evaluates, number of groups is not. Indeed, the latter measure 

regards two individuals who each have constructed six groups out of 

six and fifteen store cards respectively, in the same light. Con

ceptually, image articulation should tap an individual's ability to 

recognize differences in a set of stores with respect to the various 

attributes, and eliminating stores decreases the magnitude of the 
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total recognized differences. Thus, removing the two types of poor 

indicators of Table 19 leaves eight indicators suitable for the 

structural equations model. 

Fully Specified Model. With the elimination of store image 

dissensus, the causal model is simplified to six exogenous constructs 

with causal paths to a single endogenous construct. The fully 

specified model is illustrated in Figure 11, which makes apparent that 

the model is no more than a regression with the addition of an exo

genous and an endogenous construct measured with factor models. For 

clarity, each of constructs and their measures are provided in Table 

20. 

Without undertaking the arduous task of solving for the 

various parameters from the variances and covariances, the model 

intuitively appears to be identified. The loadings AI-AS and the 

accompanying errors are all constrained as described previously, so 

that the problem of identification essentially reduces to considera

tion of one unobservable affecting a second. As such, identification 

is approximated by solving the equation t = ~ (p + q) (p + q + 1) -

1 - 2 (p + q) (Hauser and Goldberger 1971, p. 90), where q is the 

number of observables measuring one concept and p the number measuring 

the other. For the model t = 103, implying considerable overidentifi-

cation. 

Testing of Hypotheses 

Deleting missing cases resulted in a covariance matrix based 

on 258 observations. Submitting this matrix to LISREL VI produced the 



Table 18. Factor Analysis of Potential Store Image Articulation Measures 
13~ 

Measure 

Derivation Loading 

1. Range Store Prestige Rates .29899 
Store Prestige Ranks .90007 
Price Ranks .88959 
Quality Ranks .80571 
Patron Prestige Ranks .83174 

2. Number of Groups Store Prestige Ranks .22728 
Price Ranks .19423 
Quality Ranks .20640 
Patron Prestige Ranks .20830 

3. Standard Deviation Store Prestige Rates .08003 
Store Prestige Ranks .93149 
Price Ranks .93899 
Quality Ranks .86750 
Patron Prestige Ranks .83943 
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Table 19. Specification of Variables and Their Measures 

Latent Construct 

Exogenous 

~s 

~6 

Education 

Income 

Occupational Status 

Clothing Purchases at 
Prestigous Stores 

Browsing at Prestigous 
Stores 

Product Involvement 

Endogenous 

111 Store Prestige 
Articulation 

Variable 

Yl 

Y2 

Y3 

Y4 

Ys 

Y6 

Y7 

YB 

Scale 

Approximate Interval 

Approximate Interval 

Ratio (Trieman Scores) 

Ratio=(Sum of Cloth. Pur.)X 
(Mean Prestige Score) 

Ratio=(Sum of Browsing)X 
(Mean Prestige Score) 

Interval (Attitudinal State.) 

Ratio (Fashion Magazine 
Readership) 

Standard Deviation of Store 
Prestige Ranks 

Standard Deviation of Price 
Ranks 

Standard Deviation of 
Quality Ranks 

Standard Deviation of Patron 
Ranks 

Range of Store Prest. Ranks 

Range of Price Ranks 

Range of Quality Ranks 

Range of Patron Ranks 

136 
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loadings in Table 21 for the two unobservable constructs. From these 

initial estimates, measures X9 and XIO of the exogenous unobservable 

were eliminated because of the insignificant factor loadings. Further, 

all four range measures of image articulation (i.e., Y5 - Y8) appear 

to load considerably less than the standard deviation measures (i.e., 

Yl - Y4) and were eliminated as well. This paring of measurements 

results in t = 34, indicating the reduced model is still 

overidentified. 

The covariance matrix in Table 22 was obtained and the new 

model produced a X2 = 99.96 with 74 d.f. (p = .024). Examination of 

modification indices and residuals revealed a significant negative 

correlation between the errors of Xl (education) and X13 (exclusive 

fashion magazine readership). Such a correlation is plausible as 

higher education is not intuitively associated with high readership of 

fashion magazines. Individuals with high levels of education are more 

likely to read magazines with more substantive content than fashion 

magazines. Based on this theoretical rationale, eo ' was freed and 
1,13 

the model re-run. This model produced a X2 =86.72 \<;ith 73 d.£. 

(p = .130), which leads to accepting the hypothesized model. In other 

words, g.iven the hypothesized model, the probability of obtaining a X2 

value larger than 86.72 is .130, which is beyond the p > .10 criterion 

(Lawley and Maxwell 1971). While this level of significance is not 

indicative of a good fit, it is encouraging given the number of 

hypothesized causal paths within the model. Collectively, the exo-

genous constructs explain 27% of the variation in image articulation. 



Table 20. Initial Factor Loadings of The Unobservables 
a 

Unobservable Measure Loading 

~G X6 .941 
X7 .752 
X8 .433 
X9 .1"25 
X10 .811 
X11 .565 
X12 .724 
X13 1.182 

Y1 1.005 
n Y2 1.000 1 

Y3 1.032 
Y4 .921 
Y5 .517 
Y6 .496 
Y7 .544 
Y8 .500 

a. Initial Estimates 

138 
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Perusal of the residuals shows that the first involvement 

measure (X16) bas a particularly high error, with several 

values greater than 2. This question is not significantly different 

in content from the other involvement questions, and therefore, cannot 

be validly eliminated. 

modification. 

The model was accepted without further 

Figure 12 illustrates the parameter estimates of the final 

model. First, note that all factor loadings for the unobservables are 

highly significant (all are considerably more than two-times their 

standard errors). The loadings for X6 and Xll are lowest of all such 

parameters, but are clearly acceptable. Of the six causal paths, only 

two are not significant. Neither income nor occupational prestige are 

significant predictors of image articulation. Hypotheses H6 b, c must 

be rejected. 

The significant causal paths linking spending and browsing to 

articulation are as expected, leading to acceptance of H8 and HIO. 

Familiarity acquired through spending and browing should enable 

individuals to better perceive differences in stores. Perhaps more 

surprising is the stronger coefficients linking education (.259) and 

involvement (.218) to articulation, causing H6a and H13 to be 

accepted. Education appears to equip individuals with broad perspec

tives in the context of stores better than any other status concept. 

Further, clothing involvement taps knowledge of stores where clothing 

is purchased better than actual spending or browsing. 
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Store Bias Hypothesis 

Chapter 4 hypothesized that the more an individual has spent 

at a store, the more likely he or she is to inflate the prestigious-

ness of that store (Hll). This hypothesis corresponds to a 

relationship in which an independent variable (X), amount of pur-

chasing at the clothing stores being evaluated, causes a dependent 

variable (Y), the degree of inflation of prestige scores at those 

stores. The independent variable is measured by summing clothing 

purchases at the fifteen stores. The dependent variable is measured 

by subtracting a respondent's prestige rating for each store where she 

has purchased clothing, from the mean prestige ratings of each of 

those same stores, and summing. Testing the hypothesis amounts to 

assessing the slope of the line drawn in Figure 13. If the slope is 

positive and significant, the store bias hypothesis may be accepted. 

Sum of 
Prestige 
Ratings 
Above Mean 
Ratings 

% of Clothes Purchased at Stores 

Fig. 13. Illustration of Store Bias Effect 
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Calculation of the correlation between the two variables of 

Figure 13 precluded further analysis. The correlation between total 

clothing purchases and the sum of prestige ratings compared to mean 

ratings was -.12, a statistically significant correlation in the 

opposite direction. The store bias hypothesis (Hll) must be rejected. 

Repeating the analysis for browsing produced a correlation coefficient 

of - .16, even more statistically significant in the opposite direc

tion. Frequency of browsing and volume of purchasing cause 

individuals to deflate the prestigiousness of those stores where these 

behaviors are undertaken, rather than inflate the prestigiousness. 

Summary 

This chapter reports the results of the various hypotheses 

concerning store image dissensus and articulation. These general 

evaluative effects are defined within the chapter after failing to 

demonstrate the discriminant validity of store prestige. The 

exist.ence of a common hierarchy with respect to prestige, price, or 

quality cannot be confidently assumed. Approximately 61% of the 

respondents are in agreement as to the ranking of the stores. When 

the transformed ranks are used to calculate the same coefficient, a 

value of 36% is obtained. The Friedman's test for ranked data 

indicates the level of agreement is statistically significant beyond 

the . 0001 level. Examination of the amount of agreement in the 

rankings of individual stores shows that prestige, price, or quality 

vary inversely with agreement. Yet, the relationship is tentative as 
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the stimulus store set does not include objects which vary individ

ually across the three attitudes. Therefore, it is uncertain as to 

which, if any, of the three attributes actually varies inversely with 

level of agreement. 

The three continuous indicators initially considered for 

measuring store image dis sensus are improper and analysis of this 

construct is pursued at the discrete level. While the level of 

consensus among raters is positively related to each of the six 

exogenous constructs, none of the magnitudes of increasing consensus 

are statistically significant. 

The results of the hypothesized causal paths between the 

various exogenous constructs and store image articulation are more 

encouraging. Four of the six paths are statistically significant. 

Specifically, store image articulation is caused by education, by 

purchasing and browsing at stores evaluated by respondents, and by 

clothing involvement. 



CHAPTER 8 

DISCUSSION OF RESULTS 

This chapter provides an integration of the findings reported 

in Chapters 6 and 7. Due to the methodological problems encountered 

in Chapter 6, the first section of the chapter is divided into dis

cussions of conceptual and methodological issues concerning construct 

validity. The second section proposes a model which suggests causes 

and effects of cognitive complexity within a retail domain. 

Construct Validity 

Conceptual Issues 

Construct validity is the extent to which an operational-

ization measures a defined concept, and requires demonstrating 

convergent, discriminant, and nomological validities, as well as 

reliability. The reliability of store prestige was assumed in this 

investigation based on the results of similar studies in occupational 

contexts. Although convergent validity was rejected using structural 

equations methodology, this rejection was based on a noncomparative X2 

test with a large sample size. Thus, assessing convergent validity 

from the Campbell and Fiske (1959) MM analysis is probably a more 

valid test. The mono- and hetero-method correlations of store and 
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patron prestige are all highly significant, confirming convergent 

validity. 

The validity unquestionably lacking from this investigation is 

discriminant. The results indicate that individuals perceive store 

prestige, price, and quality as being so similar as to be considered a 

single concept. Yet, this finding in all probability is an artifact 

of the data. As mentioned in Chapter 7, the stimulus set used in the 

research design failed to include off-price retailers such as ware-

house retailers and catalog showrooms. Without including these types 

of retailing entities, the design forced near perfect correlations 

between price, quality, and prestige. This defect in the methodology 

causes a situation in which no conclusion can be stated concerning the 

conceptual nature of store prestige. 

Sociologists have faced similar results in studies of occu-

pational prestige. Whether occupations are ranked according to 

prestige, social value, pay-off, power, or influence, the ordering 

produced by respondents is remarkably similar (Hope 1982). This 

uniformity of rankings led Goldthrope and Hope (1972) to the con-

clusion stated in Chapter 3: 

We would suggest the operation that most respondents have 
tended to perform (perhaps in accordance with the principle of 
least effort) is a far more obvious and simple one: namely, 
that of rating the occupation on the basis of what they know, 
or think they know, about a number of objective charac
teristics, evaluated in terms of what they contribute to the 
general 'goodness' of a job. (p. 31) 

While reaching a similar conclusion from the results of this 

study is tempting, sociological scholars have noted the same methodo-

logical problem in occupational prestige studies as has occurred here 
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(Coxon and Jones 1980). Specifically, the selection of titles used as 

stimuli in studies of occupational prestige grading are often not 

representative of all titles within the prestige hierarchy. For these 

studies, as well as this one, lack of intra title or instra store 

stimulus variation causes correlations between prestige and associated 

attributes which are so high as to make the results uninterpretable. 

Methodological Issues 

The lack of intrastore variation in price, quality, and 

prestige is the most salient problem in this investigation. This 

problem could have been avoided had more time been devoted to 

generating the stimulus set, rather than relying only on the 

researcher's opinion. Recognizing the importance of Coxon and Jones' 

(1980) suggestion, more attention to the various possible retailing 

institutions could improve the results of future investigations. 

Further, if understanding the meaning of store prestige is the primary 

focus of a study, depth interviews ought to precede any structured 

data collection procedures. 

The primary culprit responsible for the presence of methods 

factors is the manner in which the instrument was constructed and 

administered. Respondents were asked to make nine relatively similar 

evaluations of fifteen stores. As the majority of respondents took 

time out from shopping with friends to participate in the survey, most 

rushed through the task as fast as possible and finished in twenty 

minutes or less. Thus what this survey did not do was give 

respondents adequate time to contemplate whether or not stores could 
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be ranked differentially according to prestige, price, and quality. 

What it did do was provide respondents with two heuristics (i.e., rank 

and rate scales) for completing the instrument as quickly as possible. 

To facilitate completion all they needed to do was use a scale the 

same way when ~valuating the stores on each criteria. 

The sequencing of questions caused further problems. All four 

ranking exercises proceeded one after another, with short self-

response questions in between. This short intermission appears to 

have not been sufficient enough to cause respondents to forget the 

heuristic they had used in the previous ranking question. Further, 

several of the similar self-response rating questions were sequential. 

The survey methodology used in this study was successful given 

constraints of money, time, and interviewer personnel. But, a more 

definitive conclusion can be reached concerning construct validity 

only when these constraints are overcome. An adequate budget is 

necessary to conduct at least one, and preferably two, lengthy in-home 

interviews. A satisfactory incentive and the comfortable, relaxed 

environment of a respondent's home would produce more thoughtful 

responses. Administering two separate instruments, containing at 

least one additional method, at two points in time could reduce the 

potential for methods variation. One or two criteria could be judged 

using ranking, rating, and constant sum scales on two different 

occasions. A week or two in between administration would give 

respondents enough time to forget how they had used the scales when 

judging stores relative to the criteria of the previous questionnaire. 
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Thus, not only would common methods variance be reduced, but more 

scales and perhaps criteria encompassed in the investigation. 

A Proposed Model of Cognitive Complexity 
in the Retailing Domain 

The inability of the first part of this study to establish any 

meaning for the concept of store prestige invalidates the theory which 

had linked various characteristics of individuals (education, income, 

occupational prestige, purchasing, browsing, and clothing involvement) 

with prestige grading effects (dis sensus and articulation). The 

problem lies with the grading effects, which can no longer be 

associated with the concept of prestige. Yet, a psychological per-

spective of these effects leads to a different interpretation of the 

results. Subj ect to the limitations mentioned below, the results 

suggest a model C'f cognitive complexity in the retailing domain. 

Limitations 

The first limitation of the model that follows is caused by 

the post hoc defining of its major concept. This study was con-

ceptualized from a sociological origin, while interpretation of the 

results is tied primarily to literatures in psychology and consumer 

behavior. Thus, although the model that follows is more relevant to 

the field of marketing, the relationships within that model can only 

be suggested. This occurrence is primarily due to conceptual problems 

relevant to measurement. 

The attempt to measure prestige articulation inadvertently 

measured one of the three commonly recognized dimensions of cognitive 
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complexity (Bieri et al 1966; Scott, Osgood, and Peterson 1978). This 

dimension, termed articulation or discrimination, is the degree to 

which an individual recognizes differences between objects over 

various attributes within a cognitive domain (Schroder, Driver, and 

Streufert 1967). Articulation is measured variously, but common 

measures are the sum of the differences and range between objects 

across attributes (Bieri et al 1966). In this study respondents 

evaluated up to fifteen stores (objects) on three attributes. There

fore, it was possible to measure articulation in the cognitive domain 

of stores. Specifically, store image articulation is defined as the 

magnitude of variation an individual perceives between stores over 

various dimensions of store image. Accordingly, store image articula

tion was measured with a factor model in which within attribute 

standard deviations served as indicators (i.e., a standardized measure 

of the sum of differences). 

The primary limitation of the results stems from the small 

number of, and lack of differentiation between, the image dimensions 

which respondents evaluated. The results of the first part of the 

study show that price, quality, and prestige are extremely similar 

attributes. Thus the measure of discrimination is based on nearly a 

single attribute and does not tap an individual's ability to perceive 

differences between stores on significantly different store attri

butes. This lack of comprehensiveness of the measure implies that the 

results can at least be suggestive and cannot be generalized. 
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The same limitation exists for the other re-defined evaluative 

effect. Store prestige dissensus was defined in more general terms as 

store image dissensus, or the extent to which an individual's store 

image evaluations are disparate from all individuals' evaluations. 

Again, this concept was measured from respondent evaluations of the 

same three image dimensions and therefore, is not a comprehensive 

measure. 

A second limitation occurs because of the fact that only 

stores where clothing can be purchased were included in the stimulus 

set. Whether or not the results found in this study may be general-

ized to jewelry, grocery, or kitchen stores is not certain. 

A third limitation of the study is found in the nature of the 

sample. The sample excluded males, although they may differ sys-

tematically in their knowledge of the stores included in the study. 

Additionally, the sample collected was skewed toward young females. 

While the mean age is acceptable, a modal age of 18 is not optimal. 

The Object Dependency of Store 
Image Articulation 

The results indicate that there is an approximate hierarchy of 

stores with respect to price, quality, and prestige (see Table 16). 

Closer inspection shows that the bottom of this hierarchy manifests 

substantially higher evaluative agreement than does the top. This 

finding implies that those individuals who demonstrate higher articu-

lation do so by being more adept at perceiving differences between 

stores at the top of the hierarchy. 
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The fact that store image articulation is object dependent on 

those stores at the top of the hierarchy can be explained by con

sidering the type and presentation of products characteristic of these 

stores. The hierarchy approximates a continuum of product offerings 

ranging from popular culture retailers (K-Mart, Penneys) to high 

culture retailers (Saks Fifth Avenue, I Magnin) (Hirschman and 

Wallendorf 1982). While popular culture products are described as 

common, cheap, and consumed by the mass market (e. g., canned peas, 

instamatic cameras), high culture products are those high in quality 

and price, and consumed by the upper classes (e.g., opera, exquisite 

antiques and art). Retailers selling popular culture products tend to 

emphasize utilitarian or functional attributes such as price and 

performance. Conversely, stores such as Saks Fifth Avenue and I 

Magnin offer merchandise which gains distinctiveness largely by way of 

intangible attributes such as fasion, quality, and prestige. The 

attributes descriptive of popular culture retailers and high culture 

retailers range from concrete to abstract. Therefore, there is a 

greater potential for perceiving differences between the abstract 

qualities that characterize various high culture retailers. While 

nearly all members of society appear able to recognize K-Mart and 

Target as low price retailers, a lesser number have the ability to 

recognize differences between stores which offer more high culture 

product mixes. The latter type of individuals are the subject of the 

proposed model. 
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Model and Propositions 

A broad interpretation of the results of this study suggests 

the model of Figure 14. The model proposes that several consumer 

behaviors and characteristics cause cognitive complexity in the retail 

domain. Literature concerning the effects of knowledge and familiar

ity on search behaviors, information processing, and decision 

processes allows proposing several causal paths originating from 

retail cognitive complexity. 

Causes of Retail Cognitive Complexity. This concept may be 

formally defined as the degree of knowledge development in the domain 

of retail institutions. While cognitive complexity has been inves

tigated in several marketing related domains (Lastovicka and Gardner 

1978; Gutman 1980; Hirschman 1981; Richins and Bloch 1983), this is 

the first study to measure this concept in the retailing domain. The 

results, subject to several limitations, indicate that this concept 

does exist. The first limitation is that only one component of retail 

cognitive complexity was measured. Differentiation, or the ability to 

comprehend a cognitive domain with a variety of independent attributes 

(Scott 1962), is of no lesser importance in measuring cognitive com

plexity than is discrimination or articulation. The second limita

tion, discussed above is that the measure of store image articulation 

is based on a few, highly correlated attributes. Therefore, before 

the results of this study can be generalized, both dimensions of 

retail cognitive complexity must be comprehensively measured. 
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The development of retail cognitive complexity depends on the 

acquisition of store image information, which may occur through either 

hedonic or cognitive processes (Price and Ridgway 1982; Venkatraman 

and MacInnis 1984). While the latter process refers to extensive use 

of verbal and factual information, the former corresponds to the use 

of sensory inputs, such as design, color, smell, and social feelings 

associated with a store. Although hedonic consumption has been tied 

primarily to the multisensory and emotive aspects of product con

sumption (Hirschman and Holbrook 1982; Holbrook 1980), shopping and 

browsing can be hedonic behaviors as well (Venkatraman and MacInnis 

1984). Yet, the potential for hedonic consumption should be a 

function of the mix of tangible and intangible attributes associated 

with stores. As such, the popular- to high-culture retail continuum 

suggested by Hirschman and Wallendorf (1982) may simultaneously be one 

which increases the potential for hedonic consumption. Rather than 

the predominant emphasis on tangible attributes at popular culture 

retailers, it is those intangible, abstract attributes associated with 

high culture retailers which have the potential for causing hedonic 

experiences. Yet, high culture retail institutions only have the 

potential for hedonic consumption, and experiencing and processing 

that potential is subject to the characteristics of the consumer. 
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Proposition 1. The greater an individual's level of educa

tion, the greater his or her retail cognitive 

complexity. 

Occupational prestige, income, and edu~ation were all hypothe

sized to cause store image articulation. While the first two concepts 

are not significant predictors, the link between education and store 

image articulation is the strongest causal path of the entire model 

(~ = .259). This result is perhaps surprising as education is the 

least directly related concept to retail cognitive complexity of all 

concepts in the model. Although it is accepted that individuals 

exhibit cognitive complexity only in specific domains (Scott 1962; 

1969), education would be the best candidate for extending complexity 

across domains. Education is positively related to the amount of 

mental activity directed at building cognitive structures in multiple 

domains. Thus individuals with higher levels of education may be more 

proficient at assimilating and integrating both abstract and concrete 

information than are those individuals with fewer years of education. 

In fact, education has been positively linked to dimensionality in 

mul tiple domains (Scott, Osgood, and Peterson 1978). Furthermore, 

Hirschman and Wallendorf (1982) suggest that individuals seeking high 

culture consumption are in general more cognitively complex. 

Research directed at understanding consumer information search 

also offers support for Proposition 1. Individuals higher in edu

cation tend to acquire significantly more product information prior to 

search than do those with lower levels of education (Thorelli and 

EngledO\." 1980). Retail cognitive complexity should be positively 
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related to the amount of information acquired that involves retail 

establishments. 

Proposition 2. The greater the amount of purchasing an indi

vidual has done at high culture retailers, the 

greater his or her retail cognitive complexity. 

The results show that volume of purchasing at stores, weighted 

by the price, quality, or prestige ratings of those stores, "is a sig

nificant predictor of store image articulation (~ = .122). The propo

sition has been stated to generalize to the concept of retail cognitive 

complexity, and to specify the types of retail institutions with the 

potential for building this complexity. In accordance with the hier

archy of stores found in Chapter 7 (see Table 16), the measure of 

amount of purchasing was effectively weighted by the degree to which 

those stores may be considered high culture. Therefore, exposure to 

the abstract, hedonic qualities of high culture retailers apparently 

does cause retail cognitive complexity, but not as significantly as 

education. This finding suggests that it is not just exposure to high 

culture retailers that causes retail cognitive complexity, but expo

sure by individuals who are better able to process the abstract 

qualities by virtue of a greater level of overall cognitive complexity. 

Indirect support for this proposition is received from a study 

investigating the link between knowledge and amount of external search 

when choosing brands of bread (Moore and Lehmann 1980). Knowledge was 

measured by a category of surrogate variables, including number of 

previous choices within the product domain. This experiential measure 
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was significantly and negatively related to amount of external 

information search. Thus, the authors successfully used amount of 

previous purchasing as a measure of knowledge, which serves as a less 

specific measure of cognitive complexity. 

Proposition 2 is also supported by previous research showing 

experience related to cognitive complexity in the domains of bakeware 

(Richins and Bloch 1983) and consumer payment systems (Hirschman 1981). 

Proposition 3. The greater the amount of browsing an 

individual has done at high culture retailers, 

the greater his or her retail cognitive 

complexity. 

The behavior of browsing as a form of external search (Newman 

and Lockeman 1975) and of enjoyment (Tauber 1972; Bellenger and 

Kargoanker 1980) has been well established. Browsing, similar to 

purchasing, also serves as a experiential mechanism for acquiring 

retail cognitive complexity. Using the same weighting procedure 

described above, browsing was a significant and positive predictor of 

store image articulation (~= .192). As in the case of purchasing, 

browsing is a less significant predictor of retail cognitive com

plexity than is education, and suggests a similar conclusion. But, 

browsing is a better indicator of this complexity than is purchasing, 

which may be because the volume of browsing is greater than that of 

purchasing in high culture stores. 



Proposition 4. The greater an individual is involved 

with clothing, the greater his or her 

retail cognitive complexity. 
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Clothing involvement was a significant predictor of store 

image articulation (P = .218). The proposition generalizes this 

relationship to retail cognitive complexity. Although involvement has 

been variously operationalized,. a considerable number of studies 

support the relation between involvement and cognitive complexity 

wi thin specific domains (Scott 1962; Lastovicka and Gardner 1978; 

Gutman 1980). In this study enduring clothing involvement was 

successfully measured with a multi-item factor model, increasing the 

support for the causal effect on complexity. 

The Effects of Retail Cognitive Complexity. The model of 

Figure 14 proposes six effects of retail cognitive complexity. While 

none of these effects were investigated in this study, a review of 

marketing literature suggests that future research directed at the 

topic of retail cognitive complexity may be guided by the following 

propositions. 

Proposition 5. The greater an individual's retail cognitive 

complexity, the more likely he or she is to 

engage in retail information transfer. 

To understand this proposition it is important to recognize 

that retail cognitive complexity can be caused by novelty seeking 

behavior. Browsing in particular, and purchasing to a lesser extent, 

are avenues for experiencing new and novel retail environments (Price 
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and Ridgway 1982). Since it can be argued that these environments are 

more prevalent at high culture retailers, a subsidary proposition is 

that novelty seeking shopping behaviors occur more often at high 

culture retail establishments. Hirschman and Wallendorf (1982a) 

propose that "consumer exposure to ma:cketing information sources is 

positively related to transfer of product information" (p. 28). It is 

neither implausible nor difficult to modify this proposition to state 

that novelty seeking shopping behaviors (browsing and purchasing) at 

high culture retail institutions cause retail cognitive complexity, 

which in turn causes the transfer of retail information. 

Proposition 6. The greater an individual's retail complexity, 

the less the amount of external information 

search he or she will engage in for purchasing 

decisions. 

Using concepts similar to cognitive complexity, several 

studies have confirmed this relationship. Punj and Staelin (1983) 

found a highly significant negative relationship between useable prior 

information (measured by previous satisfaction, time since last 

purchase, and total purchases) and amount of external information 

search for buyers of new cars. Similarly, Moore and Lehmann (1980) 

found knowledge (measured by nutritional knowledge and number of 

previous product choices) to be significantly and negatively related 

to external information search for bread choice decisions. 
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Proposition 7. The greater an individual's retail cognitive 

compJexity, the greater his or her ability 

to encode and remember new store information. 

In the case of a judgment task, Johnson and Russo (1984) found 

familiarity with a product class to enhance consumers' ability to 

encode and remember new information. Proposition 6 generalizes these 

findings to the context of stores. 

Proposition 8. The greater an individual's retail cognitive 

complexity, the more likely he or she is to 

organize information by store name. 

This proposition is a generalization from studies which have 

shown that familiarity with a product class is positively related to 

organization of new information by brand (Bettman and Park 1980; 

Johnson and Russo 1984). This suggests that an individual who is high 

in retail cognitive complexity may be more likely to organize informa

tion by store name when that information is in a multi-store format. 

For instance, price, quality, or brand comparisons across stores are 

sometimes featured in the consumer section of newspapers and maga

zines. When store information is presented in such a format, 

individuals high in retail cognitive complexity may be more likely to 

organize that information around store names. 
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Proposition 9. The greater an individual's retail cognitive 

complexity, the more efficient his or her 

store decision processes. 

Again, the Johnson and Russo (1984) study provides the 

rationale for this proposition. Their results showed that consumers 

familiar with a product class develop knowledge of efficient decision 

processes. Similarly, consumers higher in retail cognitive complexity 

should be more efficient at making store choice decisions than 

individuals lower in retail cognitive complexity. 

Proposition 10. When faced with a store choice task, there is 

a curvilinear relationship between an indi

vidual's retail cognitive complexity and the 

amount of his or her information processing. 

Several studies have produced findings which indicate that 

individuals of moderate familiarity tend to do the greatest amount of 

information processing in a product choice task (Bettman and Park 

1980; Johnson and Russo 1984). This result has been attributed to the 

inability of low familiarity individuals to process large amounts of 

information, and to the lack of motivation on the part of high 

familiarity individuals to do the same. A similar relation may exist 

between retail cognitive complexity and amount of information pro

cessed in a store choice task. 
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Summary 

This chapter provides explanation and interpretation of the 

results reported in Chapters 6 and 7. No conclusion is possible 

concerning the conceptual identity of store prestige. Although the 

near perfect correlations between prestige, price, and quality should 

imply that they are perceived as equivalent concepts, several problems 

in the data collection procedures do not allow reaching such a con

clusion. The primary culprit is the stimulus set used in the research 

design, which allows no intrastore variation in the three attributes. 

The preponderance of methods variation is the second maj or problem 

confounding the results of the construct validity model. The 

time pressures and environment in which respondents completed the 

questionnaire led them to rely more on method than on criteria when 

completing the questions. 

There is substantial agreement in the rankings of stores with 

respect to price, quality, or prestige. While this agreement is not 

of the magnitude found for occupational prestige grading, there does 

appear to be a fairly common hierarchy of stores over the three 

attributes. This hierarchy may be compared to one ranging from 

popular culture to high culture retailers. There is high agreement in 

the evaluations of the bottom of this continuum and lower agreement at 

the top. Thus, the origin of store image articulation appears to be 

found in the more abstract nature of high culture retailers. 

Fortunately for the benefits of this research, the measure of 

store prestige articulation is also an admittedly weak measure of one 
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component of cognitive complexity. Although several hypothesized 

causes of store image articulation are confirmed, the post hoc 

repositioning of the data requires that these confirmations be 

considered suggestions for future research. As such, ten propositions 

are stated within the chapter from a model which centers on the 

concept of retail cognitive complexity. 



CHAPTER 9 

CONCLUSIONS 

The presentation of conclusions consists of a revision of the 

theory that spawned this research, future research directions, and 

managerial implications. 

Revised Theory 

Store Prestige 

As discussed earlier, no conclusions are possible concerning 

store prestige. Several severe methodological problems make it 

impossible to verify the validity of this concept. These problems 

consist of a rushed data collection environment and an incomplete 

stimulus set. 

Evaluative Agreement Within the Retail Structure 

The collective evaluations of stores with respect to price, 

quality, or prestige approximates a hierarchy. As suggested in 

Chapter 8, this hierarchy represents a continuum from popular culture 

to high culture retail institutions. When evaluating the popular 

culture (mass market) end of this continuum individuals are nearly in 

100% agreement. This fact may be due to the more tangible attributes 

which present popular culture retailers present. High culture retail 

establishments, however, provide product offerings which rely more on 
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the perception of abstract, intangible attributes. Peoples' evalua

tions of these retailers are considerably more disparate than popular 

culture retailers, implying that retail cognitive complexity is pri

marily a function of the ability to perceive and integrate the sensory 

stimuli of high culture retail establishments. Although there is a 

trend of increasing agreement in evaluations for groups higher in 

education, income, occupational prestige, purchasing and browsing at 

high culture stores, and clothing involvement, this trend is not 

statistically significant. 

A questio~ raised earlier was whether or not material 

inequality is apparent within the American retail structure. Felson 

(1978) contends it is not apparent because substantial numbers of 

individuals perceive no differences between retail institutions. The 

results of this research indicate that when stores are judged 

according to price, quality, or prestige, there are little differences 

in the way individuals perceive retailers serving the mass market. 

Yet, there are significant differences between individuals when they 

evaluate retailers serving the upper classes. The following section 

suggests why some individuals may be more perceptive. In Felson' s 

terminology, material inequality is masked for some and not for 

others. But, what is masked is not necessarily due to material 

attributes, rather is due to intangible, sensory, and emotive attri

butes which some people perceive in high culture stores. So called 

material inequality may actually be a type of cultural inequality. 
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Retail Cognitive Complexity 

The data collected in this study allowed measuring one com

ponent of cognitive complexity, which is discrimination or articu

lation. This concept is the extent of perceived differences between 

objects over various attributes. Because the attributes here are 

price, quality, and prestige, the measure of articulation does not tap 

a broad representation of possible attributes. Further, since 

dimensionality, an equally important component of cognitive com

plexity, was not measured, the results are used to suggest 

propositions concerning retail cognitive complexity. 

The propositions concerning retail cognitive complexity are 

discussed in depth in Chapter 8. Briefly, the results of this dis

sertation suggest that retail cognitive complexity is caused by 

education, purchasing and browsing at high culture retailers, and 

clothing involvement. Thus, it is individuals possessing high levels 

of these characteristics who are able to perceive cultural inequality. 

Numerous other propositions are stated in Chapter 8 which link 

retail cognitive complexity to various consumer behaviors. In 

general, most of these propositions rely on theory and findings 

concerning the effect of product familiarity or knowledge on informa

tion processing. Future research may generalize these findings to the 

context of retail cognitive complexity, which is a concept more 

consistently defined and operationalized than knowledge or 

familiarity. 
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Future Research 

This dissertation began by focussing on the abstract socio-' 

logical concept of prestige, and ended by considering the more 

concrete psychological concept of cognitive complexity. While future 

research may be directed at developing a better understanding of store 

prestige, the latter part of this study suggests research directions 

more relevant to the field of marketing. As such, a potentially 

fruitful research project would focus on the concept of retail cogni

tive complexity. A better measure of articulation should be developed 

which utilizes more than three meaningfully different store attri

butes. Dimensionality should also be measured to tap the concept of 

complexity in a more comprehensive manner. 

Given a better operationalization of retail cognitive com

plexity, future research should attempt to replicate the results of 

this study. Confirmation of these causal linkages could lead to more 

definitive conclusions concerning what characteristics make individ

uals more cognitively complex in the retailing domain. Investigating 

the proposed effects of retail cognitive complexity on information 

processing could lead to a better understanding of consumer store 

choice behavior. 

Research focussed on store prestige should perform a near 

replication of this study in the manner suggested in Chapter 8. The 

issue of discriminant validity remains to be definitively addressed. 

An expanded list of stores and competing concepts measured with at 

least an additional scale would provide more valid data. Further, 
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measurement of these concepts should occur at two different times in a 

relaxed environment. The subltety in differences between price, 

quality, and prestige requires thoughtful responses undertaken in an 

environment that minimizes methods variation. 

The generality of the findings of this research could be 

expanded by collecting a more representative sample including both 

sexes. If males are less articulate in grading the prestigiousness of 

stores, sex should be included within the theory. A group analysis of 

males and females would allow assessing the equivalency of their 

tendencies toward consensus and retail cognitive complexity. General

ity would also increase with a sample which is more representative 

with respect to age. 

Managerial Implications 

For the reasons cited above, this dissertation provides no 

managerial implications concerning store prestige. A more intricate 

research desig~ must be used before any implications can be furnished 

for practitioners. 

The results concerning retail cognitive complexity offer 

several suggestions for practitioners. First, retailers of high 

culture products may more effectively communicate and attract 

individuals higher in terms of education and clothing involvement. As 

a group these individuals not only tend to show the greatest evalua

tive agreement, but also perceive differences within the high 

culture retail segment, as well as between this segment and the popu-

lar culture retail segment. Individuals who patronize high culture 
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retailers are particularly adept at perceiving these differences as 

well. If the proposition that individuals higher in retail cognitive 

complexity tend to transfer greater amounts of market information is 

true, then these individuals may be considered a type of opinion 

leader. A retailer wishing to efficiently communicate a high culture 

strategy should first target individuals high in education and 

clothing involvement (i.e., one indicator is exclusive fashion reader

ship). This segment may then communicate through word-of-mouth with 

others in a two-step flow process. 

A second implication is that high culture retailers attempting 

to expand their markets face a difficult task of educating new 

potential consumers. The results suggest that substantial numbers of 

people cannot perceive differences between high culture retailers. 

They also suggest that one avenue to broaden the perspectives of these 

individuals is by getting them in the store. The amount of browsing 

individuals have done at high culture retailers is a significant 

factor in determining their ability to differentiate stores within 

that segment. Therefore, one method of achieving a unique high 

culture niche is to attract consumers to the store with invitations to 

browse. Further, the often heard comment that store clerks at high 

culture stores are pushy and aggressive must be overcome to encourage 

browsing. 

Finally, the results also imply that occupational prestige 

and income may not be useful segmentation variables for high culture 
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retailers. Neither of these concepts appear to separate individ-

uals in terms of their ability to discriminate between retail 

establishments. 



APPENDIX A 
DATA COLLECTION INSTRUMENT: CONSUMER SURVEY 

Interviewer 

Time of Day 

Date 

Mall 

(READ] 

Hello. n:y name is I am a marketing student at the University 
of Arizona. As part of a class project. ve are interested in knowing more about 
your feelings concerning clothing and clothing stores. The survey is easy to 
complete and viII take approximately IS minutes. After we go through a fe~ 
questions together. you can finish the survey yourself and receive a free __ _ 
Do you hsve a few minutes to help me out? 
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1. The first questions are concerned with stores where clothing can be 
purchased. Here are several cards, each of which has the name of a 
different store on it. [RAND STORE CARDS1 Please look through these cards 
and take out any store names you have not heard of. 

[RECORD STORES !Q! HEARD OF AND PUT THEM ASIDE1 
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Stores Not Heard of __________________ ___ 

The stores remaining may be described in terms of various features. One 
feature people often USe for comparing Btores is their social standing or 
level of prestige relative to one another. While lome storee seem high in 
social standing or prestige, others seem low in terms of prestige. What I 
would like you to do is to order these Itores from lowest to highest in 
te~s of their levels of locial Itanding or preltige. You may order them 
into as many piles as you like. For instance, if you feel that all of these 
stores really only represent 6 levels of prestige, you would have 6 separate 
piles. But, if you feel they are all different in terms of prestige, then 
you would have 16 separate piles as there are 16 different stores. If you 
are not sure about the prestigiousness of a store, please put it in s 
separate pile. 

[WHEN FINISFED WITH THE SORtING] 

To help save time, will you please answer these questions while I record 
your responses? 

[RAND SFLF-RESPOllSE OUESTIONS, PAGE 1] 

[RECORD TPE PILE NUMBER TRAT EACH CARD IS IN -
"1" IS THE PILE OF ~ PRESTIGE] 

~ PILE # CARD PILE # 

A I 

B J 

C R 

D L 

E M 

F N 

G 0 

H P 

Stores Not Sure of 

[SHUFFLE CARDS OUT OF ORDER] 



"ov I'. soing 10 Ilk you .boul ."". olh .. IIp'CU of thie ..... sroup of 
atore_. Ageln. you •• , put the card. into .1 ~n1 pit •• II you vith. 

2. FiuI, plu •• ardor tho cord. frOOI Itoru vith the lOYIPt pric.d clotbipt to 
atore. vi[~ th. biah,.! prierd c)olhinl. If you Irt aot lure about the price 
of clothing at • Itor,. pI, •• , put it •• ide. 

(WRE~ FINISNED, .£OUEST COKPLETIO~ OF SF.Ll-I!BPO"S! OUESTlO"S, PACE 2) 

(RECORD PILE "\JIIIER rOR EACIl CIJUl -
"I" IS TIf! PIL! .L2!!ll! I" PRIC!) 

~ !!1U ~ !!1U 
A 

I J 

C I 

D L 

! ,. 
F " 
C 0 

Ii P 

Storti liot Sure of 

3. Anoth.r f •• turo of .tor •• CODC.ro. tho qu.lity of th.ir clothUo,. to other 
vordl, ho" v.11 th .• clothin, iI •• d •• od how 100& it viII hit. ".in, 
ph •• ~ order the card. fro: tho., Itort. vith the 1000It gUIli;, tlothinl to 
tho., vith tht hi,h,.t gu.li" clotbipl. 

(WR!" rIlilSRED, .WUEST COKPL!TI0" or SELl-aUPO",E OUESTIONS, PAr.! 3) 

(a!CO~D PlLF IIIDIIU 'OR UCA CUD -
"1" IS .lmll OUALITY) 

~ l!1U ~ l!1U 
A t 

I J 

C I 

D L 

! " 
F " 
C 0 

" P 

Store. liot Sure of 

(SIlIIFrLf CUDS Ot'T OF O~Dn) 
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4. Another aspect of stores concerns the people who Ihop in them. Relative to 
one another, people are often described a8 being higher or lower in social 
standing, status,'or prestige. Within the cOlII1!1Unity the social standing of 
Bome people 8eems higher compared to others. What I would like you to do is 
to Bort the cards from stores whose clientele is lovest in !ocia1 standing or 
prestige to Btores whose clientele is higheBt in lor-ia1 .tanding or prestige. 

[AGAIN, REQUEST COMPLETION OF SELF-RESPONSE QUESTIONS, PAGE 4] 

(RECORD PILE NUMBER FOR EACF CARD -
"1" IS UlWEST SOCIAL] 

CARD PILE # ~ PILE # 

A I 

B J 

C K 

D L 

E .. 
F N 

G 0 

H P 

Stores Not Sure of 

(SHUFFLE CARDS 1 
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SELF-RESPONSE QUESTIONS 

Below are several questions that have to do with your feelings concerning 
women's clothing. Please indicate your response by checking the appropriate 
line. 

1. Compared to most other "omen, how much do you know about clothing fashions? 

Kno\.' Very 
Little 

Know A Great 
DeDI 

2. Fow much informstion about clothing styles and fashions do you give to your 
friends? 

No Information A Great Deal 
of Informa t ion 

3. Fow interesteed are you in the subject of clothing fashions? 

Not At All 
Interested 

ExtreT'lely 
Interested 

4. How often do you browse in clothing stores JUBt for fun or recreation? 

Never __ Weekly 

5. Compared to your circle of friends, how likely are you to be asked for 
advice about clothing fashions? 

Never Like 1 y 
to be Asked 

Most Likely 
to be Askec 

6. If you and vour friends are discussing clothing. vhat part would you be most 
likely to piay? 

Only Listen to 
your Friends Ide;;---

_____ Convince your 
Friends of 
your Ideas 

7. What kind of a feeling do you have concerning how your friends regard you as 
a source of advice about clothing fashions? 

Friends Do Not 
Value your Advice 

Friends Find 
your Advice 

Extremely Valuable 
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SELF-RESPONSE OUESTIONS 

For each of the stores below, please circle the number that best approxil'1ates ho\.' 
much you spent on clothing only for your~elf at that Itore within the paat year. 

Purchases ~ade Were: 

Hade No Less than Greater than 
Purchases ~25 $26-50 ~51-100 ~101-200 ~200 

Sears 9 1 2 3 4 5 
Target 9 1 2 3 4 5 

Mills Touche 9 1 2 3 4 5 
Diamonds 9 1 2 3 

'" 
5 

K-Mart 9 1 2 3 4 5 
Montgomery Wards 9 1 2 3 4 5 

Saks Fifth Avenue 9 1 2 3 4 5 
Yello,", Front 9 1 2 3 '" 5 

Pennys 9 2 3 4 5 
Brosdwav Southwest 9 2 3 4 5 

Franklins 9 1 2 3 4 5 
Bel Aire 9 1 2 3 4 5 

Levy's 9 1 2 3 4 5 
Macy's 9 1 2 3 4 5 

I'Magnin 9 1 2 3 4 5 



SELF-RESPONSE OUESTIONS 

Besides actually making a purchase in a store, people lometimes go into stores to 
browse or to accompany someone else while they make a purchase. For each of the 
Itores below, please circle the response that best represents how often you have 
been in that store for any realon within the paat year. 

Sears 
Target 

Mills Touche 
Diamonds 

K-Mart 
Montgomery Wards 

Have Not Been 
In At All 

9 
9 

9 
9 

9 
9 

Once a 
Week 
--I-

I 

1 
1 

Have lIeen In: 

Once a 
Month 
--2-

2 

2 
2 

2 
2 

Once 
Every 3 
Montha 

3 
3 

3 
3 

3 
3 

Once 
Every 6 
Months 

4 
4 

4 
4 

4 
4 

Once a 
Year 

5 
5 

5 
5 

5 
5 

Sah Fifth Avenue 9 1 2 3 4 5 
Y~e~1~1~o~~~F~ro~n~t~ ______ ~9~ ____ -r ____ ~I ______ ~2 ____ . __ ~3 _______ 4______ __5 __ 

Pennys 9 1 2 3 4 5 
~Br~o~D~d~w~8~y~S~o~u~t~h~w~e~st~ __ ~9~ ___ . ________ ~ _____ . __ ~2 _______ ~3~ _______ 4~ ________ ~5 __ 

Franklins 
Bel Aire 

Levy's 
Macv's 

l'Magnin 

9 
9 

9 
9 

9 

1 
1 

1 

2 
2 

2 
2 

2 

3 
3 

3 
3 

3 

4 
4 

4 
4 

4 

5 
5 

5 
5 

5 
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SELF-RESPONSE QUESTIONS 

Below arp Beveral magazines that are concerned with clothing fashions. Please 
check all of the magazines you read regularly. 

Cosmopolitan 

Gentleman's Ouarterly 

Glar.lour 

Harper's !lazaar 

Ladies Home Journal 

L'Officiel 

Mademoiselle 

McCall's 

Redbook 

Seventeen 

Vogue 

WOTr.an's Day 

Other 
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ID, ______ _ 

ror qu,"tion. 1. Ind 2., i~lin. thlt 'OU hav. to purchal. In it.~ of sl2lh!nl for 
I &.ill. For in.tlneo, ,OU .,iaM b. buyint I clothing lift for an annivorlOr)" 
birthday, or for Chrilt ..... 'or ."C~, of tho Itor .. b.lo." pl .... llIs.ll. tho 
nu~bfT thlt belt indielt .. ho~ cootid.ot ,ou vould b. vith ,our purch ... It thot 
Itor •• If you hlv. no opinion, or have DOt hoard of I Itore, pin .. circlo tb. 
Ipproprilt. nu~b.r. 

1. liD" confident vould ,ou b. vith ,our lift purchl •• at: 

lI.ith.r 
Confid.nt IIot 

V.ry S"", • .,hlt lIor BOWI.vhat Very 110 I! .. rd 
Copfid.ut Confident ~ ..!!mll.L. ~ ~ ...2.L 

Tara· t 2 3 .. 5 9 0 
Dilf!'lond. 2 3 4 5 9 (\ 

"ont,.,...r, Ward, 2 3 .. 5 9 0 
T.llow Front 2 3 .. 5 9 0 

Bro"d,,",. Southvut 2 3 .. 5 9 0 
B.I Air. 2 3 4 5 9 0 

"'ICY' • 2 3 4 5 9 0 
6.lr. 2 3 4 5 ~ 0 

"illl Touch. 2 3 4 (\ 

J-~.r t 2 3 £ (\ 

S.k, Fifth Av.nu. 2 3 4 5 9 0 
'.nny. 2 3 4 5 9 0 

Frank lin. 2 3 4 5 9 0 
Lev,'" 2 3 4 5 9 0 

l'''"~n iT, 4 0 

2. In tho .I~. lift buyina .itultion 'OU .,iaht or .. ilht DOt find tho Idvict of I 
III., cl.rk ~ in .. Ikina I product cheie.. 'or tlch of tho .tor •• 
b.lo." plo .. o <irch tho nu .. ,bor thlt but llldlclt .. ho., ~ ,ou vould 
fint tho advic~ of I .11 •• clerk It thlt .tort. 

Vtry 
~ ~ 

Taraot I 2 
Dil"ond, I 2 

"onta""ory W .. d. 1 2 
Y,llo.· Front I 2 

Bro.d"IY South .. t 1 2 
.. 1 Airo I 2 

H.c.' • 1 2 
S .. ~, I 2 

I'illo Touel'l. I 2 
J:"~.rt I 2 

S.k. Fifth Avonuo 1 2 
',nr Y I I 2 

Frank I in. 1 2 
:"'Vl'· I 2 

llMlloin I 2 

lltither 
Vllulblt 

Dor 
.l!!!llL. 

3 
3 

3 
3 

3 
3 

3 
3 

3 
3 

3 
3 

3 
3 

3 

l1rut1L. 

4 
4 

4 
4 

.. 
4 

4 
4 

4 
4 

.. 
4 

4 
4 

4 

Vtry 
.l!!!llL. 

5 
5 

5 
5 

5 
5 

5 
5 

5 
5 

5 
5 

5 
5 

5 

110 
Ooioion 

9 
9 

9 
9 

9 
9 

9 
9 

9 
9 

9 
0 

9 
9 

9 

1I0t 
lIurt 
...2.L 

0 
0 

0 
0 

(\ 

0_ 

0 
(\ 

0 
0 

0 
(\ 

0 
(\ 

0 
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Th. tollovin, thr .. quution. ore • .,.."hlt .i.illr to It." 'ou COIIpl.ted 
pre_iou.ly. 

). For elch .tore belo", pIe ••• circle the au.ber thlt b •• t d •• crib •• tho 
clothint pric,. at thlt .torr relative to other.. If you hive no opinion, or 
hive not heard of •• tort. plellf tirel, the appropriate nu=btr. 

V.ry Low HediuDI 

ll:.ill lllu 

ToriU 1 2 3 
Di.Jlond. 1 2 ) 

1I0nt~owoery Word. 1 2 ) 

T.lIo" Front 1 2 3 

Bro.d".y Southvut 1 2 ) 

Bel Air. 1 2 ) 

Hlcy'. 1 2 ) 

Se.r. 1 2 3 

~ill. Touch. 1 2 3 
K-Iiort 1 2 ) 

S.k. Fifth Avenue 1 2 3 
Pennl' 1 2 ) 

Fronk 1 ina 1 2 ) 

Lev)" , 1 2 ) 

l'tliinin 1 2 ) 

4. PI, ••• circl~ the nu~~er thl' be.t de.cribe. 
~ i •• t e.ch of the .tore. belov. 

Verv Lo" Lov ",diu" 
2l!J..i.iu WliU WliU 

Torg.! 2 ) 

Du~cnd, 2 ) 

IIont&ol>"y Wort. 
T.llo" Front 

!ro.d".y Southwell ) 

B.l Aire ) -----
Hlc),' • 3 
Se.r. 3 

IIi 1 11 Touch. 2 ) 

\[-~.rt 2 ) 

&oks Filth Avenu. 2 3 
Prnny. 2 3 

Fronk 1 in. 2 ) 

LPvy' • 2 ) 

J • ... rn if' ) 

PiSh 
lllu 

10 
10 

10 
4 

10 
10 

10 
4 

4 
4 

4 
4 

4 
4 

4 

1I0t 
Very Piah 110 lltard 

!.till Opin ion..2L-

S 9 0 
S 9 II 

S 9 0 
S 9 0 

S 9 0 
S 9 0 

S 9 0 
S 9 0 ---
S 9 !) 

S 9 0 

S 9 II 
S 9 0 

S 9 0 
S 9 (\ 

S 9 0 

hov hilh you t .. l tho lui ill et 

"at 
HiC h Very IIi&h 110 Peord 

WliU 2lIJ..liix 1!2.illill -2L 

4 S 9 0 
4 S 9 0 

4 S 9 0 
4 S 9 II 

4 9 (\ 

4 9 II 

4 9 (\ 

10 9 0 

4 9 0 
4 9 0 

10 S ~ 0 
I, S 9 0 

4 9 (\ 

10 9 (\ 

4 9 0 
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5. StOTt" thec'rIve, .r,r, to hi'" their ovn ,pcj.l 't,ndinK or lRvel of ~ 
rll.11". to othrrl. PleilP circle the nu~brr that belt indicat •• ,our 
r •• l i"£1 co"corning ho,", h,h or lou you h.l nch of tho follouins .!l.2I.ll i. 
ir:tr~.of~. 

".ith .. 'liSh Mot 
Vory Lo" Lou 1I0r Lo ... High Vory RiSh 110 Purd 
!n.!.ti&! !n.!.ti&! fIlli.ill lu!.tiu lI.W..W. Opinion ..2L. 

Sf"f I 3 4 5 9 0 
tt.le 'i' I 3 4 5 9 0 

'-H.n 3 4 5 9 0 
Prnn·Yl 3 4 5 9 0 

~\'y'. 3 4 5 9 0 
1';11& Touch. 3 4 5 9 0 

T.r,u 2 4 9 0 
Dilf'lond. 2 4 9 0 

Frlnkl ins 3 4 5 9 0 
!roldwlY South"f.t 3 4 5 9 0 

T.llo\l Front 4 5 9 0 
S.ks Fifth AV-::'IUf 4 5 9 0 

1 'HIJ:'nir: 4 5 9 0 
t'!ont@orf"Y \.lard, 4 5 9 0 

"I Air!' 4 0 

Finally. Wf \J(\uld likl to Ilk ,ou • (.v bri.! C1urltionl for ct ••• ifying 
pcrpolrlonly. Your _,avrr' will b. keFt Itrictly confidenti.l. and b,eaul. 
your !'I11':',f' will not in anyway be 1"DCi'ttd with thl.' Inlvrrl. you "ill 
rlt'lin InOn)T'oul. 

6. WhIt il yeur .~p? 

7. \,"h,t il your 1.ye1 of .ducaticn? 

di~ not fir.i.~ hig~ school 
hi~~ .• chool d.,rr. 
;UflC'f CC!h~f dr~Tff 

L tfchr:icI! or trld. Ichoc1 
~ 10'" coll.~. 
6 un~frgrldultr degrr, 
'-IOr'f ,radulte chll!. or 'BIllt'r' delrtf 
F pt.r. 
9 unkn~wn 

F. \that de you currt"tly do for. living! Pi .... b •• p.dfic. 

9. If vou .rt net vorkin!>. did you uor" botort nou1 What t",. of vor' did you 
dof 

Did not vcrk bofo .. ____ _ 

Job B.for. _____________________________________________________ __ 

10. \fhlt i. ,our N,itll .tltU.! 

Ginsh 
Illrritd 
divorc.d 

4 ,",idC'"f'~ 

S cohl~1t 

11. If you Ir. !ftlrrird. ",hit doe. ~our hulblnd currently do fer. livin,! 
Pltllt b •• p.cific. 
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12. "'hit do .. Dr did your fath .. do for a !ivins! Ploan be ap.ciric. 

13. Pl .... think of your 2 c1oa .. t fri.nd •• Vhat do they cutuntly do for a 
living? 

Fr i end 

Fr i.nd 

I'. What udi0 atationo do you Uaten to DOat often? ____________ _ 

15. What newspap.r(s) did you read yesterdlY? _____________ _ 

16. Which ahopping center do you Ihop at for better fal"lon? ________ _ 

17. Which Ihopping eonter do you ehop at DOlt often? ____________ _ 

18. Which dlYs of the veelt do you u.uaUy .hop for it .... other than aroeer1u? 

19. \/hat are the tvo clolest major CI'O.I-.tt'eetl to your re.1denc:e? _____ _ 

~(I. RoW' D".any yelr. havf ,ou lived in Tuclon1 

Anci, "hit cit~t or to"'" did you live in before Dovin& to Tuelen? 

Finally, ph ... circh tho nUlOb .. bolo" that b .. t repr ... nt. your hou •• ~old 
incof"\t. 

t'ndf'r slo,o~r 7 5H,"~e to J9,9~9 
SIC,OOO te 14, c;l D 9 8 540,000 to 49,999 

3 $15,000 te 19.999 9 55",OOe to 59,999 
4 5'O,OOe to :4.999 10 S60 ,~OO to 69,999 
5 52! ,DOC to 2°.9c;19 II 570,000 to 79,999 
6 S3C ,000 te 34.009 12 SPO ,000 .nd Over 

Thank you v'ry ""'C~ for your t i~f'! 
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