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ABSTRACT

This paper aims to address the variables taken &utmount by consumers to choose their new groderg,sas
they move into a new town. Grocery stores havaltypyprograms, weekly ads, market saturation, rpldtformats, and
constant in-market communication. The gap in regethe author seeks to fill is how do custometsgemthey move into
a new town, determine where they are going to shgere is significant data on why consumers sinoghéir preferred

stores, but not as much data on how they learnediaheir preferred stores when they first relochte a new city.

The author uses questionnaire data to determingtheary variables leading to grocery store cholmgnew to

town customers.
KEYWORDS: Food Retail Marketing, Grocery Stores, Food Sto&tsre Choice
INTRODUCTION

There is significant research regarding why consamehoose their primary grocery stores.
There is also significant data which supports #a that customers understand formats, in regard®w stores selling
food differentiate themselves in regards to th@ms®ent, pricing, services, and store size. Theetspf the store choice
the author addresses in this research is spetyficategards to how the store was chosen whemréhsumer first entered
the market. Researchers have come to conclusmtsahy consumers remain with a store and potgnbaild a loyal
repeat purchase pattern, but the research gap attdrapted to be filled is in what made the consuaweare of the store

when the consumer was new to the town or city.

The marketing research objectives will include deteing where our participants grocery shop, deteimg
what consumers consider the most important factolevehoosing a grocery store, determining if oartigipants are loyal
to their current grocery stores and why, deterngirfiow far our participants are willing to travel parchase groceries,
and determining who or what our consumers turnhiemchoosing a new grocery store. We will set contt like price,
quality of products, services offered, discountd arore to ordinally rank which factors are most amant to consumers

when choosing a grocery store.

To help answer these questions, primary and secpritda has been gathered. For primary data, theoau
developed a questionnaire to ascertain insightsvba shops for groceries, what individual's valueewhchoosing a
grocery store, how they choose a grocery store, &we main variable from this questionnaire was colvhi
factors were the most important when selectingaeyy store. The goal of the secondary researchtevdind which

factors individuals value the most, as well asdeeim online grocery shopping.
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In order to bring useable data to address the geemxtration of grocery shoppers, the primary andregary data
will focus mostly on Millennials and how they engagith grocery stores.

LITERATURE REVIEW

In the literature review, new residents to an amamuch more likely to choose their grocery sthre to factors
such as proximity to the residence and everydaydoees. In one study, 46% of Millennial resportdein 2016 said that
they shop at a specific retailer because they mmrdbloyal, while 59% said they shop at certaircgdabecause they are
price-conscious (Peng, 2018). As of 2014, onl%2% Millennials shopped for their groceries onlif&tatista, 2018).
Since then, online shopping has grown in populaggpecially for Millennials. In Figure 1, thereshaeen an increase of

Millennial shoppers who have used an online-ontgiter for groceries from 2015 to 2017 (Statist@].8).

Consumers in 2017 felt that the quality of the fasdhe most important factor when purchasing fdaan
grocery stores. Behind quality, 72% of consumeilgeie that value for money was also an importaotdr, followed by
low prices and stores that carry brand names §&af2018). Figure 2shows a graphical exampléetap eight factors

for picking a grocery store, from this study.

Krukowski and McSweeney (2012) stated the four ntiémes identified as reasons customers choosecargr
store are a proximity to home or work, financiahsiglerations and strategies, availability/qualityraits and vegetables
and meat, and store characteristics like safetygntiness, and customer service. Store choicbdwas studied extensively
for low-income customers (D’Angelo, 2011; Wiig, Z)0A perceived cost in shopping in one store @r@ther has been
seen repeatedly in research (Krukowski and McSwge2@l2). Organic and vegetarian foods have beand as top

variables for store choice in literature as weltkowski and McSweeney, 2012).

Literature also cited the frequency of grocery ghiog as sometimes three to four times per weeki@sumply a
chore as opposed to enjoyable (Laine, 2014). Hmeesstudy listed the following factors as the ta@piables to store
choice: cleanliness, labeled prices, produce, plgaderks, low prices, meat, location (Laine, 20184 should be noted

that this study did not rank them in order.

When looking at which factors that would persuadepe to shop for their groceries online, respotslsaid that
price and convenience were their top preferencedi¢é, 2018). The grocery industry is evolvinghithe times as the list
of competitors grows each year. Big Box storehiag Target and Walmart now have grocery sectiomsany of their
stores, and Amazon has injected themselves intdréyewith their acquisition of Whole Foods. Withese options
available to shoppers, pricing has become a majof in store selection, which the researcherigosfis growing as a

top variable for store choice.

Customers can be divided into five categories. &lggoups include loyal customers, discount custemepulse
customers, need-based customers, and wanderingheist Since the objective is to find what makexcgry shoppers
choose a place to shop when new to an area, anddnites the initial choice of “my” grocery storhese five customer

descriptions will help provide information on holetstore is chosen when new to the market.
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» Loyal customers include shoppers who are lookingsfores that they know and are used to shoppirginae

they’re more comfortable with these inner layouts.

» Discount customers include shoppers who are shgpfpegguently and looking for stores that have theyést

markdowns available.

* The third category involves impulse customers wteret looking for any products in particular bu éooking

for anything that may catch their attention at mement.

e The fourth group of need-based customers goes dooeery store with an intention to only buy parku
products.

e The last group of customers, wandering shopperss ¢ stores for a need of experience or involvérnmethe
community (Hunter, 2017).

Likewise, grocery stores can be split into segmexgtswell, which enable the consumer to understéued t
differences in various locations based upon merdisarassortment, pricing, size of the store, andtlon. Leibtag (2005)

described the various formats as such: traditiandinon-traditional. Leibtag’s breakout.

TRADITIONAL FOOD RETAILERS

Conventional Supermarket

Format offering a full line of groceries, meat, gmdbduce with at least $2 million in annual salEsese stores
typically carry approximately 15,000 items and freqtly offer a service deli and a bakery.

Superstore

A larger version of the conventional supermarkehwait least 40,000 square feet in total sellingraned 25,000
items. Superstores offer an expanded selectionoofood items, including health and beauty produatsl general

merchandise.
Combination Food/Drug Store

A combination of a superstore and drug store, hitlt 85 percent of sales still from food products.
Warehouse Store

Low-margin grocery store offering reduced varielywer service levels, and a streamlined merchamglisi

presentation, along with lower average prices.
Super Warehouse

High-volume, hybrid format of a superstore and aelause store. Super warehouse stores typicakly affull
range of service departments, quality perishalbled,reduced prices.

Limited-Assortment Food Store

A low-priced grocery store that provides very ligaitservices and carries fewer than 2,000 items lwvithed
perishable products.
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Specialty and Gourmet Retailers

Stores that specialize in a specific food categeugh as organic, locally grown or produced, ethmigrnational,

or health-focused.
NON-TRADITIONAL FOOD RETAILERS

Supercenters:Large food-drug combination store and mass medibanunder a single roof. Supercenters offer
a wide variety of food, as well as nonfood merchsedaverage more than 170,000 square feet, amnchiiypdevote as

much as 40 percent of their space to grocery items.

Wholesale Club: Membership retail/wholesale hybrid with a limitadriety of products presented in a
warehouse-type environment. These 120,000-squatesfores usually have 30 to 40 percent grocegssahd sell mostly

large sizes and bulk sales.

Mass Merchandiser: Primarily sells household items, electronic goods] apparel, but also offers packaged

food products.

Dollar Store: Limited assortment store that sells a variety ehayal merchandise and, increasingly, food

products. These stores offer a wide assortmenasithousehold goods at very low prices (Leibta@b20

The key balancing variables driving the formats effeciencies in the supply chain, promotion, assent, and
focuses on certain categories. Non-traditionadilets do not normally offer the same number ofdpicts offered in
traditional stores, but they tend to focus on éertategories in high volume. Mass merchants, @alhg tended to focus
tremendous resources towards best in class pratingertain key categories: household and cleabered and bagged

cereal, pet food, confection, paper towels, batfirtiesue, and dry pasta (Capps and Griffin 1998).

In previous research, it was identified that sheppter a store with 20,000 choices, which corefidi new

choices daily. This study also states the cust@tans 300 items per minute (Laine, 2014).

In addition, some traditional supermarkets offatigtinct everyday low price format, with the highsartment
and low everyday pricing. The distinct formats dé@erved each of these retailers well, with custereasily choosing
their shopping destinations based on their knowdedligthe formats. Hino (2012) showed that the gileng pattern of
grocery consumers is that they divide their shopdietween two or more stores each week, depenging tormat

needed.
THE RESEARCH GAP

The gap in the research identified is the needchtterstand what draws a person to a specific grasterg when
they first move to a new area. A questionnaire designed to determine the primary variables useehwieople choose
certain grocery stores. In this study, two segarptestionnaires were developed and administeréd twb different
populations. Both sets of surveys were administénedocial media, with a snowball progression, jritg delivered
between college students- with a balance betwesmeled to reach the general population and theetience of being
able to ask college students and their friendgesthey would have more recently been in a sitnattbere they had to

choose a new grocery store. It is understood kigtdelivery method might limit the ability to geaéze the results.
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Research Objectives Questionnaire #1

The research design chosen for the first surveydeasriptive. A questionnaire was designed toayatlata as to
what shoppers in general value most while grockopping. The design of the questionnaire firshgetd demographic
information. The author determined it was applieato find out which grocery stores have been etsiby our
respondents. It was also determined the questi@data needed to show the extent to which oysardents have a
loyalty to a certain grocery store. The survey wdministered by social media, with a snowball pesgion, primarily
delivered between college students- with a baldmteeen the need to reach the general populatidritenconvenience
of being able to ask college students and theinfs, since they would have more recently beensituation where they

had to choose a new grocery store.

For those who are loyal, the author thought it nesessary to determine what percentages of thepéhg trips
were to the store that held their loyalty. Nelk& tespondents were asked how long of a commuyentbald be willing to
travel to shop at their preferred grocery storealfy, the respondents were asked if they wereyfmothetically move out
of the area, which factors would they look for lire tnew store offerings. Before receiving respomsele questionnaire,
the most prevalent research belief was that the wadsable attributes a grocery store can offerscomers is proximity to

their residence and everyday low prices.

The units of measurement used in this researchrreygye nominal and ordinal scales. Most of thestjoes
aligned with measures that rely on labels or passks characteristic of description and rankingpoeses made by
respondents. The frame of reference used involves sonsumers look for in a grocery store when mpw a new area.

These objectives are best answered through quaitgtiestions and answers.

While considering all of these possible researdedaives, a hypothesis was formed before conducatisgarch
about what was believed to be the possible outanfroeir questionnaire. The hypothesis was “when gomss are new to
the area, they choose the grocery store they fikirtke best.” However, it is important to defineawimakes a grocery
store the “best” or better than their competitdifse constructs were set to define what the pasditpbelieve are the most
important factors that make a grocery store the. igsnstructs include factors like price, qualiypsoducts, services

offered, the location of the grocery store, diséswamnd coupons, and overall shopping experience.

These are different features about grocery stdrasdan lead consumers to become loyal to a grasterg or
draw them in when they are becoming a primary sbeopip order to then define which factor is the tmagportant for
consumers when they are new to an area and choasgrgcery store, a measure of constructs is cdatp® form

conclusions.

Not only did the questionnaire need to determireerthmber one most important aspect to our partitépdout
also what they believe the second and third mopbitant factors are. The author used ordinal measas the unit of
measurement for the research objectives. Then thendata collected, the author ranked respondentsivers based of
the most important, second most important, andl timost important factors consumers look for whemosing a grocery

store.

An action standard allows a definition as to whatoas can be taken based upon the results ofidings from

the questionnaire. Given the sample size of 99atti®n standard is that at least 40% of the redpois must choose this
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attribute over other ones as their most desiredacheristic when choosing a grocery store befdimgpaction.
Results Questionnaire #1

Eighty-three percent of the adults in the Unitedat& make up the grocery shopper population.
The primary shopper within households is made up7b women and 43% men (U.S. Grocery Shopper Tr2ods
Executive Summary, 2015). With the shopping pdjpahabeing made up of such a wide demographicai decided that

a general release of the questionnaire would Hecwsut.

The sample frame was quite small in the fact thgpondents were exclusively personal acquaintantasng it
a non-probability sample. This non-probability gding came with some limitations. It was understoespondents were
generally located in a small geographical areavaece on the low end of the age spectrum. The fypoad sample size
was 100, which would be a representative sampleheWthe questionnaire was finalized, the group #eatlink to
acquaintances via email and iMessage, along wiingpit on Twitter and Facebook, to be seen akdrtaandomly by

followers and friends.

When the responses were recorded, the final sasmdewas 70, and the respondents were 57% mald2&d
female (Figure 3). This is evidence of the nordman sampling and exemplifies the limitations of tresearch.
The age ranges of our respondents were on theitiey with 27 (39%) being aged 18 to 24, 8 (11%nbeiged 25-34,
and 10 (14%) falling within the 35 to 44 age rangenly 25 of our respondents (36%) were above d&géFfure 4).
This is not representative of the shopping popatatias the average grocery shopper in the Unitate$tis age 44
(Lake, 2015). Plus, the representation of maldenmales did not match what is normally reportethasprimary shopper

gender.

Some of our respondents answered what their pdrsafery is in college which is a minimum wage jobt
making more than a couple thousand dollars a weathose individuals would be looking for cheapdaptions. Others
used their families’ income, which is mostly 6 figa with 91% of respondents having income over8Da year (Figure

5). Over 50% of the respondents go to the grodeng ®nce a week (Figure 6).

Over 50% of the respondents do not have a loy&ityufe 7). The most telling result was the distamahopper
will be willing to travel with 52% wanting to tral/& to 10 minutes to grocery shop (Figure 8). bast a family is new
to an area, 81% would choose a store based orrakanity to their residence, followed by 66% eachomvould look for

the variety of options and everyday low prices, 4586 chose quality of service as a deciding fa@faure 9).
Research Objectives Questionnaire #2

Survey two gathered data using a questionnaireutfirahe website Survey Monkey. The site is inteitand
displays summarized response data in several gragbrmats. The author acquired a link to the tjoaeaire and sent it
out via Facebook, texting friends/relatives, andagnusing the snowball method to gain respondeftdss method
allowed a range of people from different age rangstions, etc. A digital questionnaire was tlestbwvay to gather the
data because of the simplicity of sending the domsaire out to many people. There is no cost aatamt with the use of
Survey Monkey. There are also many benefits toguamonline questionnaire, including it is fast aedurate, the data is

easy to analyze, and it is flexible.
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The survey was administered by social media, witin@wvball progression, primarily delivered betweetliege
students- with a balance between the need to thacheneral population and the convenience of balig to ask college
students and their friends, since they would hagesmecently been in a situation where they hathtiose a new grocery

store.
Results Questionnaire #2

When addressing the question dfylien you are new to an area, how do you determherento shop?"and,
“What drives the initial choice of “my” grocery s®as you become a primary shopper (is it where pawnents shopped,

convenience to school, to work, to hometPg author decided to conduct descriptive rese@aremalyze the results.

To solicit these responses, the author sent o3t@u2stion survey to individuals to respond asdw land why
they pick a grocery store. In total, there wereitdividuals who participated in the survey, thusimg us a range of
responses. Out of the 99 participants, 82.8% ahtfedl in the age range between 18 to 25 yeargef @&hose who fall
into this age gap are considered Millennials. Whht being said, it makes sense that 79.4% of thretigiduals are
college students and have a low personal inconmeeShe majority of these respondents are in argeggp where they
are starting to live more independently, they aariing to establish their own buying habits. Wheoking at the
responses from the question, “When choosing a gyatere, who/what do you turn to for advice?” mpebple replied
saying they would ask their family and/or theiefrds. From this, it can be ascertained word-of-moudrketing is more
effective when determining a grocery store.

When trying to determine what most people value mbieoosing a grocery store, the author asked iddals
how far would they travel to purchase groceriesnithe results, respondents are slightly more ngllio travel up to 10
to 20 minutes (45.5%) to a grocery store. Alonghwitveling, participants were asked if they angaldo the current
grocery store where they shop. Results show th&%lof respondents replied “no” to this questiohisTmeans that

individuals are willing to switch grocery storesarder to fulfill their grocery needs.

When asked whether they purchase their groceristones, online, or both, almost all of our respgond chose
“in stores” followed by “both” with 7.1%. There wasfollow-up question asking those who chose “orestif they were
opposed to shopping for groceries online, and rmbiie responses said no. Lastly, respondents giees seven options
to pick from and asked them their first, second #mird important factors when choosing a grocdnres The most
important factor overall was “Quality of Produc#1(4%), followed by “Price” (30.3%), then “Locatid(23.2%).

Sixty-six percent of survey respondents selectegfyelay low prices as a determining factor when ciielg
which grocery store as their primary shopping lmegtwhile only 32% deemed loyalty programs as eidieg factor.
Sixty-six percent of respondents also answerell piibximity to the residence as a deciding factbem picking their

primary store. All the above responses are reptedegraphically in Figure 10
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COMBINED RESULTS
Each survey came to different conclusions:

e Location (or proximity to residence) was the numbee deciding factor in the first survey; whichailso the

number one factor in most research for why shopgtesswith stores, as well.
* Whereas, product quality was the primary factahasecond survey.

* In both, though, the top three variables were focatproduct quality, and price. Survey inconsisies and
demographic differences in the resulting populasamples can potentially explain the variancehérank of

these three variables.

e The other striking result of the surveys is thahbshow a significant increase in multi-store shogpwhich was

not supported extensively in secondary research.
LIMITATIONS

Both surveys had issues with the representativeoeise sample sizes drawn for the study. Whepsdiing
students initially seemed like a well-focused sagrboup to determine how you find a store whena@unew to an area,
the income ranges between families and studentedaiwo much discrepancy in the results. Any cafibn of the study
will need to broaden the sample population to idelall types of demographic and lifestyle level$ie results are mostly

descriptive, which will also limit the ability toegeralize the results to a larger population.
REFERENCES

1. Capps, Oral and Griffin, James. (1998). Effectadflass Merchandiser on Traditional Food Retailelsurnal
of Food Distribution Research.pp.1-7. Retrieved 4818, 2015:
http://ageconsearch.umn.edu/bitstream/27447/1/2001(df

2. D’Angelo, Suratkar; Song, H-J; Stauffer, E.; andt€son, J. (2011) Access to food source and foodce use
are associated with healthy and unhealthy food pasing behaviours among low-income African American
adults in Baltimore City. Public Health Nutritio4(9): 1632-1639.

3. Hino, Hayiel.(2012) Shopping at different food aiktformats. European Journal of Marketing. 48 (3/4
pp. 674-698.

4. Hunter, Mark. “The 5 Types of Customers (And Howtake Them Buy More).” The Balance Small Business,
IAC, 7 Sept. 2017yww.thebalance.com/the-5-types-of-customers-2948073

5. Krukowski, R.A., McSweeney, J., Sparks, C., and,\DeS. (2012). Qualitative study of influencesfood store
choice. Appetite, 59(2), 510-516.

6. Laine, Kirsi. (2014).The Factors Influencing thed@fe of Grocery Store among Finnish Consumers. dpetia.
Retrieved Junel4, 2018.
https://www.theseus.fi/bitstream/handle/10024/730@6ropolia%20Media%20Production%20Thesis%20Kirsi
%20Laine%2012052014.pdf?sequence=1

I mpact Factor(JCC): 3.2176- This article can be downloaded from www.impactjournals.us




| Factors Impacting Grocery Store Choice in College Students 19 |

10.

11.

12.

13.

14.

Bhatia, Gagan, And Makarand S. Wazal. "Online Grg&ervice In India: The Way Ahead."

Lake, Rebecca. “Grocery Shopping Statistics: 23 Bire Facts to Know.” CreditDonkey, Retrieved ARSI,

2018www.creditdonkey.com/grocery-shopping-statisticslht

Leibtag, Ephraim.(2005). Where you shop mattersreStormats drive variation in retail food priceBood
Markets and Prices- United States Department oficifure Economic Research Service. Retrieved: Au§u

2015.www.ers.usda.gov

Peng, Daven, et al. “s Statista - The StatisticstRlofor Market Data, Market Research and Marketid@és.” «
Statista - The Statistics Portal for Market Dataamdet Research and Market Studiasyw.statista.com/

Statista. (2018). Food shopping behavior in the .U/S Statista.Retrieved 24 April 2018, from

https://www.statista.com/study/15344/food-shopgiahavior-in-the-us-statista-dossier/

Statista. (2018). Millennials in the U.S.: Groceshopping behavior. Statista. Retrieved 24 April 0from

https://www.statista.com/study/19372/us-millennscery-shopping-behavior-statista-dossier/

U.S. Grocery Shopper Trends 2015 Executive Summafpod Marketing Institute, 2015,

www.fmi.org/docs/default-source/document-sharedémits15-exec-summ-06-02-15.pdf

Wiig, K. and Smith, C. (2009). The art of grocempgping on a food stamp budget: factors influendimg food
choices of low-income women as they try to make erekt. Public Health Nutrition, 12: 1726-1734.

NAAS Rating: 3.09- Articles can be sent to editor @ mpactjournals.us







