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1.INTRODUCTION

This report sets out the preliminary findings of a series of
questionnaire shopper surveys at five convenience foodstores in
West Yorkshire. The surveys, which form the second phase of a
current research study, followed an earlier series of éurveys,
the results of which were given in a report produced earlier this

year 1.

The questionnaire surveys were carried out in May-June 1983
and the information obtained comprised that on the shopper and
shopper's household together with trip, travel mode and

attitudinal data.

1.1 Background to the Surveys.

The work described forms part of a wider study into shopper
travel characteristics, one of the aims of which is to provide
guidelines and recommendations for inclusion in car parking
design standards for retail facilities. The research has been
funded by the Science and Engineering Research Council (SERC) and

West Yorkshire Metropolitan County Council (WYMCC)-

1.2 Obijectives
The emphasis of the study is on parking and the car-borne

shopper. The objectives of the questionnaire surveys did,

however, encompass other mode users and were as follows:—

(1) To obtain information to enable the assessment of house-
hold constraints on the choice of shopping destination and

shopping day to be made.

(2) To obtain information on store "catchment"
characteristics and relate these to the store's attractiveness

and accessibility.

(3) To obtain information relating to the way in which
perceived parking difficulties affect the choice of shopping.
destination, shopping day, and shopper's‘attitudes to the stores.



{4) To obtain information on shopper attitudes and examine
the way such attitudes vary between stores and between days of
the week; and to examine the effect on shopper's attitudes due to

their chosen travel modes of arrival to the stores.

1.3 Note on Results Presented

Because of limitations of time and space, the results have
been aggregated, usually either by store, day of week, or by
travel mode. This aggregation was considered to be the most
useful way in which the information could be presented given the
need to convey an overall picture of the data obtained. Hence,
the analyses have been limited to means, medians, percentiles,

ete, and cross—-tabulations.

2.THE QUESTIONNAIRE

2.1 Development and Evolution

The final form of the questionnaire, as given in Appendix 1,
evolved over some eight months during which time both self-
completion and interview type approaches were considered.

Briefly, the factors which determined the eventual method -

self-completion using "Freepost" - were:-

(i) Consideratibns of interviewer bias: the number of
interviews to be carried out would have dictated up to four
interviewers on site at dny one time. This could have led to
inconsistency in terms of "bétween interviewer" bias especially
sincé available personnel would have lacked interviewing

experience.

(ii) Cost and manpower constraints: given ah_oveiall budget
and a target response of about'iooo completed questionnaires, the
costs per questionnaire were 37.2 pence for interviews compared
with 28.9 pence for Self-completion questiohnaifes using

"Freepost”.

(iii) Organisational cofisiderations: within the iimited



resources available the logistic, organisational and indeed,
practical problems associated with the need to use a team of
interviewers e;fectively ruled out data gathering by interview.
Before finalisation the guestionnaire was tested on both
research staff and laypersons, both of whom provided valuable
comment and advice. The final version took between five and ten

minutes to complete.

Virtually every question (except those asking for an
address) contains an implicit hypothesis relating to shopper
behaviour and likely causal factors concerning such behaviour. In
a study, whose overall aim is to provide guidelines on design
parking standards for retail facilities, the objectives must
necessarily be directed toward not only the factors which cause
traffic to be attracted to a particular location, but also to
those factors — usually constraining factors - which iInfluence
shoppers in both their choice of shopping destination and choice of

day (or time of day) for their shopping trip.

Some questions, even though they would have provided
valuable information on the shopper and his/her household, had to
be omitted to ensure a good response rate; thus questions on
household income, occupation and age were not included. However,
these variables are ascertainable;inﬁirectly since, for example,
car'6Wnership [guestion 18) was included and this has been shown
tﬁ)be closely connected with income 2.Age maykﬁeproxied to some
extent by household composition (question 17) whilst occupation
of head of household is obtainable "probabilistically" from
classifications of residential neighbourhoods.

2.2 Survey Methodology

Thé-sﬁrvey methodology adopted for the main surveys was
founded on experience gained during a pilot survey held in
November 1982 when 205-questionnaifés ware distfibuted for
postal return. The return raté_waS'ZO%. Average distribution
rate during'the pilot was 32 questionnaires per hour per person
{although @ maximum distrib&tion_:éte of 41/person hour was

achieved during the busiest times).




For the main surveys it was considered feasible to increase
the distribution rate to over 60/person hour (where necessary)
and--to increase the return rate by improved questionnaire layout.
Also; in the interests of a larger return rate, it was decided
that'respondents need give only their postcodes, not their full

addresses if they so desired.

The main surveys were carried out over three days at each
store: Friday, Séturday and the fellowing Tuesday. This was
designed to detect differences in store trading characteristics
and in shoppers modal, shopping and attitudinal characteristics

between peak and off-peak days.

Because of the néed to look at peak parking demand the
survey periods were restricted to the two-hourly periods thought
most likely to contain the daily peaks. Here, results obtained
during the previous yeaﬁl were used to determine the probable
peak times and, as a consequence, the survey periods chosen

were:—

11.30 to 13.30 on Saturdays and Tuesdays, and

16.30 to 18.30 on Fridays.

The surveyors were instructed to give one questionnaire per
shopper party: either to a lone shopper, or to a group whose
members all belonged to the same shopping party {usually easily
defined); shoppers should clearly haﬁe purchased something in the
store. This latter point dictated that distribution should be to
recipients as they left the store and was intended to prevent
more than one questionnaire going to any individual household.
Distribution-to shoppers on exit was also desirable since
question 7 asked for the time spent in the store.

- The questionnaires were apportioned to each store on the
basis of the previous year's maximum (either Friday or Saturday)
parking accumulation. This wéS-done'(in the absence of actual
customer figures) to approxiﬁate to the rélative number of
customérs likely at each of the stores._ The -total number of
questionnaires per store was -then converted.to an hourly



distribution rate or "target" rate to be aimed at during each
survey session. In practice the target rate for each five minute
period was derived to facilitate monitoring of the distribution

and so prevent under or overshooting.

}
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Other information obtained during each survey session
included: (1) Number of customer transactions; oo of P
\J\"\-’fyg

{2) Bumber of parked vehicles {parking accumulation);
and (3) The weather conditions.

(1) The total customer transac¢tions during survey periods
were obtained by recording the "customer number” at individual
check-outs within the stores at the beginning and end of each
period. The total customer trahsactions were obtained to permit

the "sampling fraction" to be calculated.

(2) Parking accumulation was recorded at regular intervals
at each store as follows:- 20 minute intervals at stores 5 and 9,

30 minute intervals at stores 3, 6 and 8.

(3) The weather condition was recorded at the end of each
survey period with a view to assessing the effect of inclement

weather on shopper behaviour.

2.3 The Surveyed Stores

The five stores, which had'also been surveyed as part of the
parking surveys the previous year were chosen for the
questionnaire surveys on the basis of both their individual store
and probable catchment populatidn characteristics. With regard
to store characteristicsﬁ some had shopper bus éervices or cheap
petrol available on site; their parking facilities also varied in
terms of both size and'quality; the stores displayed a range of
sizes from the smallest {Store 5) of "average" supermarket
dimensions through to the largest - Store 6, of large superstore-
proportions. Catchment population characteristics of the stores
were intended to reflect a range of car ownership and socio-

economic groupings.



A description of each of the stores is given in Table 2.1 in
which store, site, locational and catchment population character-
istics are summarised. In the Table, "Store type" refers to the
location of 'each store with respect to the immediate retail
environment (ie. whether the store was close to other retail
outlets or not). "Road type location”™ was the classification of
the road on which the store was located. "Car ownership” is
given relative to West Yorkshire's mean of 0.66 cars per house-
hold (in 1981) and applies to car ownership levels of Wards near
to, or in which the stores reside. "Predominant SEG's" refers to
the socio-economic classes predominating in the Wards in or
near to which the storgs were located. (The 1978 National
Dwelling and Housing Survey has been used for socio-economic data
whilst car ownership has been derived from the 1981 National

Census.)

The store identification numbers have been retained from
last year's surveys and Table 2.1 gives data for each store in
the order in which they were surveyed. All the stores were in
the Leeds/Bradford conurbation. Store's 3, 5 and 8 are managed
by the samé operator; Store's 6 and 9 are managed by other
operators. The stores have varying levels of parking provision
{(which résult.in varying degrees of difficulty for parking and
circulation); these are referred to (where relevant) in Section

3.3.21 below.

3. SURVEY RESULTS

3.1 Survey Response and Distribution Rates

Table 3.1 gives a summary of the surveys carried out at the
five stores. The number of questionnaires distributed was quite
satisfactory with 93% of the target figure being achieved. 1In
all 1053 questionnaires were.retufned giving an acceptable 27.2%
return rate for the surveys overall. The response between stores
ﬁéried from 23.5% at Store 3 up to 30.7% at Store 9.

The maximum parking accumulations conformed, in general to
thqse obtained the previous;ygan at the stores; with the widest



disparity occurring at Store 8, where the size of the car-park

had been increased.

3.2 The Returned Questionnaires

Overall, the guestionnaire (see Appendix 1) appeared to
present little difficulty to respondents. The open-ended
gquestions (Q's 10, 13a and 13b) were most frequently left uncom-
pleted with, for example, 6.5% of respondents failing to complete

question 10.

The questions asking for respondents address (home and trip
origin - Q.'s 3 and 22) were generally well completed. Most gave
either a postcode or an address which permitted conversion to a
postcode. (Thé percentages of respondents returning a postcode
for trip origins (Q.3) were: 82.1% with a further 7.6% giving an
.address sufficient to enable a postcode (and hence a grid-
reference) to be derived. Home postcodes (Q.22) were given by
91.9% of respondents, with an additional 2.9% giving a
sufficiently "usable" address.) - All postcodes were converted to

eight figure Ordnance Survey grid references.

The attitudinal question_(Q.l4) was also completed very
satisfactbrily with only 4% of the questionnaires showing invalid

or missing responses to individual items in the list given.

3.3 Preliminary Anaiysis of the Returned Questionnaires

After coding and inputting the data, various "range" and
"logic" checks were performed to check the internal consistency
of variables within individual cases, (a "case" being a returned

questionnaire).

It should be noted that although the checking was extensive
and that the "integrity" of the'data can be assumed to be very
gooa, a few:minbr errors are gtill‘p:esent. HoweVer, these only
apply to a few individual cases; examples are the shopper whose
usual méin food shogping day was'doded as Sunday, and the use by
one shopper of a (ndn-exisﬁent) free shopper bus to Store 8 (the
'operators of Store 8 do not_run a-free‘shopper bus). '




3.3.1 Propertion of Respondents as "Main" Shopper

Table 3.2 shows a cross-tabulation of Store by Shopper Type
from which it can be seen that 84.6% of respondents declared
themselves to be their household's main food and grocery shopper.
Some 5% stated that they were not the main shopper and 10.4% of
respondents' households had no main shopper whatsoever.

3.3.2 Trip Origins

Table 3.3 is a cross-tabulation of Trip Origin by Day of
Week. The differences between days to note are:-

(1) Work origins were highest on Fridays with 32.8% of all
trips originating there. Saturday produced the least work

origins at 2.3%.

{(2) Home predominated as the origin for all Store shopping
trips, accounting for 79.1% of origins over all three

distribution days and 95.4% of Saturdays.

(3) Other origins were by comparison much less frequent,

being only 1.9% of trips overall.

3.3.3 Mode of Arrival

Table 3.4 gives a summary cross-tabulation of arrival modes
to each of the stores. Caf/van predominated with 83.7% of all
respondents using this mode. Store 5 recorded the lowest '
incidence of car-borne shoppers with 50% walking; conversely,
Store & had neariy 90% of its shoppers using a car/van and only
5.5% walkers.

Scheduled bus users were the third most frequent of all
visitors to the'stores at 3.2% of shoppers overall. Shopper
buses, operating at Stores 6 and 9 accounted for less than 1% of
all shoppers- (The shopper bus at Store 8 is erroneous). Other
modes contributed less than 0.9% overall.

3.3.4 Frequency of Household Visits to Store

Table 3.5 shows the reported freguencies of visit to each of
the surveyed stores. The most common frequency was "once a week”
{(57.1% of households overall) although this was the case for only

8



37.3% of Store 5 shopper's households: the tendency at Store 5
being for more freguent visits with nearly 21% shopping there "3
or more times a week". At the other stores, the individual
shopping trip frequencies conformed more closely to the overall

distribution.

3.3.5 Proportion "Main" Store Shoppers

Table 3.6 shows that nearly B81l% of all respondents consi-
dered the store at which they received their questionnaires to be
their "Main®™ store for food and grocery shopping. It can also be
seen that there was remarkably little variation between the
stores - the range being 77.2% for Store 3 to 83.9% at Store 6.

3.3.6 Shopping Party Size

Table 3.7 shows that two persons was the most common party
size with 40.8% of all shopping parties this size. The mean
party size based on the figures returned was 2.03; however, it is
clear on inspection of the table that some respondents considered
their party size to have comprised nil persons (that is they
excluded themselves and this may be the case for the other party
sizes also). Assuming this error to be uniform across all the

stated party sizes the mean becomes 2.05.

3.3.7 Number of Children under 5 years in the Shopping Party

Question 16, which asked for the number of (_:.hirldren under 5
years of age, was included to see whether their presence
influenced the day of week on which shopping was undertaken.

Some differences were apparent between sdrvey days with 22% of
shopping parties on Friday's comprising at léast_one child in
this age group compared with 16.4% on Saturdays, and only 4.8% on.

Tuesdays.

3.3.8 Household Composition

The most common number of adults over lﬁ_year's was 2 per
household (63% of households, mean 2.31). The meah number of
children per household, between the agés of 5 and 16 years was




0.62 with 63.4% of households without children in this age group.
The mean number of children under 5 years was 0.25 with 80.8% of

households without children in this age group.

3.3.9 Number of Cars/Vans owned per Household

Table 3.8 shows that nearly 83% of households owned at least
one car/van; (this percentage is very close to the figure for the
proportion of shoppers using car/van for the trip to store; see
3.3.2). Mean car ownership was 1.1 per household which may be
compared with the county (West Yorkshire's) avérage of 0.66 cars

per household in 1981.

Shoppers at Store 5 had by far the lowest car ownership with
47.6% of respondents' households without a car; nevertheless, the
mean car ownership rate {0.6 cars per household) for shoppers at
Store 5 is double the rate for the Ward in which the S5tore was
located and reflects the degree to which such stores are reliant

upon patronage by car owning households.

3.3.10 Number of Company Cars per Household

Predictably, the greater proportion of shopper's did not
have access to a company car, with only 14.2% of households
possessing one or more. Store 5's shoppers returned the least
households with company cars - only 11.1%. The other store's

shopper households had similar company car ownership figures.

3.3.11 Number of Car Licence Holders per Household

The mean number of car 11cence holders per household was l 6
- nearly 50% greater than the car ownership rate as:glven in
3.3.9 above.

3.3.12 Refrigerated Home Storage

- Store 5's shoppers had the least separate freezers and the
'highest percentage of households without refrigerated storage -
13.4% of households without any form of refriggtation compared

with 1.7% over all stores.

10



3.3.13 Choice of Shopping Day

Here, as elsewhere in the report, "day of week"” (see Table
3.9) refers to the day on which the questionnaire was distributed
which is not necessarilly the same as the "Usual Main food shop-
ping day" as given by respondents to question 9. Up to two usual
main food shopping days were coded (some shoppers ticking more
than one box for Q.9); where more than two days were given the
response was coded as "No Maiﬁ'Shbpping day“ (see Coding Manual

in Appendix 2).

Table 3.9 is a cross-tabulation of "Usual Main food shopping
day" (where only one day was given}) by day of Week. The Table
shows that 54.2% of households received their guestionnaire on
the same day they usually do their main food shopping.

Of Tuesdays shoppers only 35.2% considered that day to be
their usual shopping day compared with 69.2% of Friday's shoppers
and 49.3% of Saturday's.

Of those who gave two "usual main food shopping days™ (6.4%
of shoppers), it can be seen from Table 3.10 that nearly 82% of
those who gave Tuesday as one of their usual days also gave a
week—-end (ie‘Friday or Saturday) day as their other usual day.
(It should be noted that the "first" usual day is only first in a
" chronological sense and does not necessarily denote first

choice).

3.3.14 Reasons for Shopping Day Choice

Up to two reasons were coded for the open-ended question
(0.10) which asked respondents for the reasons which most
frequently affected or influenced their household's ch01ce of day

for their main food and grocery shopping day.

Table 3.11 shows, for respondents who gave one reason and -
one day only, a cross—tabulation of reasons by "Usual Main , 
Shopping day". On inspection, the column percentageS-reveal_‘ 
1n51ghts underlying shopper behaviour; for example of those who
preferred to shop on Fridays 31.3% did so because that day was
-also pay day or had some other money-related connectlon. Tlme

11



constraints (27.6%) and the need to replenish near the week-end
(23.3%) were the next most important reasons for Friday shoppers.

For Saturday's shoppers time availability, or the fact that
that was a day off work, was the most important reason accounting
for 64.1% of all who preferred to shop on that day. Person and
car availability were next most important at 10.4% and 9.9%

respectively of all reasons given by Saturday's shoppers.

The prospect of a quiet store figured highly for 59.7% of
those who preferred to shop on Tuesdays and 45.2% of Wednesday's
shoppers, revealing perhaps the willingness of those not
otherwise constrained to "divert" to another day in the week in
order that they might enjoy their chosen store's particular

attributes.

Over all stores and all days, time availability, (including
"regular day" or "part day off" - see coding manual in Appendix
2) was the most common reason given by those who gave one reason
and one usual shopping day only - beiﬁg given by 35.9%. Money-
related factors accounted for 19.1% of reasons and third overall
was the need to replenish at 13.5%. Transport {(mainly in the
form of private car) availability was a factor in only 4.6% of

cases.

Table 3.12 is a cross-tabulation of first reason by second
reason for the 216 (23.2%)-re3pondents who gave two reasons.
It can be seen that the best correlated reasons are 4 with 5
(Person availability with car availability), and 3 with 7 (time.

availability with quiet store).

When all shoppers who gave reasons are combined, time
availability was pre-eminent at 39.2% followed by money-related
factors (20.2%) and the need to replenish (17.9%). Car availabi-
lity was cited by 7.1% of combined shoppers and shows, (when
compared with the lower percentage returned by the "single
reason” shoppers above), that lack of a car did not in itself
preclude shopping trips; rather; it was non-car avallablllty
~allied to other factors whlch often dlctated whether a shopplng

'trlp was to be made on a partlcular day.

12



3.3.15 Reasons for Not Shopping at Main Store

In Section 3.3.5 it was seen that less than 20% of respond-
ents were not at their main food and grocery store; of these:
15.9% stated that they did not have a "main" store - amountihg to

less than 3.2% of shoppers overall.

As with "main™ shopping day reason, up to two reasons were
coded but of those giving just one, “convenience" was the most
common {26.5%) as shown in Table 3.13. This was followed by the
need to purchase goods which were unavailable at their main

choice store.

Since only 18 respondents gave a second reason for not
shopping at their main store a cross-tabulation of first reason
by second is not given - the small sample size prohibiting any

useful inferences being drawn.

3.3.16 Time and Money Expenditures

Table 3.14 gives agQregate statistics relating to time and
money expenditures at each store. Values in excess of 99 given
in response to Q.'s 4, 7 and 8 were coded as "389" hence the means
given are not strictly correct although since this value was
exceeded in only 3 cases the means are not significantly
different. (indeed where.the_maximum'values do not exceed 99 the

means are of course true means).

From Table 3.14, which applies to all shoppers and is
aggregated over all travel m‘od.es, it can be seeﬁ that mean
perceived trip times are similar for each store at about 10.5
minutes whilst the perceived "in store” mean times display |
greater variation, from 26.4 minutes at the smallest store -
Store 5 ~ to 49.1 minutes at the largest - Store 6. The median
times spent in_each‘store were. 30, 23, 45, 35 and 35 minutes at

Store's 3, 5, 6, 8 and 9 respectivélyu_

Figure 3.1 ého_ws in-graphical form, the mean trip times to
stores by the four most common travel modes used, and shows that

13



on average, perceived bus (scheduled and shopper) times exceeded
those for both car and walk; this is possibly a reflection of
the enhanced disutility attributable to perceived waiting times

-commonly associated with bus transportation.

Figure 3.2 gives a distribution of tfip times to all stores
with vertical bars sub-divided to show the variation in modal
split with trip time. It can be seen that times are concentrated
for all modes up to 10 minutes, followed thereafter by a rapid
"decay" in reported times for car and walk modes, with a less
rapid fall-off in bus user's times. Median trip times to stores
were 10, 20, 20 and 10 minutes for car, scheduled bus, shopper

bus and walk modes respectively.

Figure 3.3 is a plot of reported trip time against "crow-
fly" (ie. straight line) dlstance {(trip-origin to store) for all
shoppers over the range of distances encountered, and shows the
mean linear regression lines for each mode. It can be seen that
the car was perceived to be by far the quickest mode to the
stores, being on average some 2.6 times qulcker than shopper bus,

Y]
A

3.2 times gquicker than scheduled bus but only 4. 5'tfmes quicker

than walking.

Mean monetary expenditures were very close for Store's 3, 8
and 9 at about £19.50 per shopping trip - a value within the _
range £23.50 at Store 6 to Store 5's low of £12.70. Median money
expendltures were respectlvely, (g¢'s) 19, 11, 21, 19 and 17 at
Store's 3, 5, 6, 8 and 9. (It is of interest to note that the
average weekly expenditure on food items for household's in
Metropolitan areas in 1981 was £26.713). Figure 3.4 is a bar
chart showing mean expenditures by mode and shows that whilst car
and scheduled bus users spent on average, about the same, the
mean expenditure for walkers was only about 52% of the mean for

car-borne shoppers.

3-3717 Trip Distance to Stores

_ The ‘postcodes given by respondents for their tr1p origins
were converted to 0.5. grid-references from wh1ch the "crow-fly"
'(ie._straight line) distances:.orlgln to store and store to home

14



were derived. Only trip—ends within the study area (West
Yorkshire) were grid referenced, but as this represents more than
99.5% of all respondents, those excluded do not seriously affect
the results. The analysis of distance also excluded those shop-
pers not at their main stores since it was considered that the
extent of a store's "true" catchment area would be best represen-
ted by its "main" shoppers. Hence only those: respondents who
declared the store at which they received their questionnaires to
be their "main" store have been included in the data set for this
particular analysis, (ie.80.9% of all respondents).

Table 3.15 gives mean crow-fly distances to stores from trip
origins for- all "main" store shoppers (ie. shoppers who were at
their main choice store). The mean for Store 5 reflects the
shorter distances travelleéed to that store compared with the other
surveyed stores -~ the range of means over the stores being less
than 1l.2km at Store 5, up to 2.9km at Store 3, with the overall
mean being 2.5km. Median crow-fly distances were 2.1, 0.8,

2.5, 1.9 and l.6km at Store's 3, 5, 6, 8 and 9 respectively.

Table 3.16 shows the mean crow-~fly distances by mode with
walk giving-the shortest mean distance at 0.6km {the longest
crow-f£ly distance for walk was 2,0km). The mean disténce by car

was 2.8km and the greatest or1g1n~store distance by this mode
from ‘within the study area was 23.2km.

3.3.18 Store to Home Distances

As with Origin to Store distances above only "main" store
shoppefs were included in the data set for the analysis of
distance from Store to home. ' Hence, Table 3.17_gives the mean
crowefly'distanées from_Stbre to home for “"main" store shoppers
at each store. Again, Store 5 had the shortest mean (1.0km),

. with the largest mean (2.9km) at Store 6. Mean Store~home crow-
fly dxstance was sllghtly less than 0r1g1n-Store dlstance at .

2. 4km. ‘Median distances were 1.9, 0.7, 2. 5, ‘2.1 and 1.6km

at Store s 3, 5 6, 8and 9 respectlvely. o

Figures 3.5 to 3.9 give Store—home dlstributions for each
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store in turn, together with sub-divisions showing the variation
in arrival mode with distance from store; they clearly show the
concentration of walkers over distances less than about 2km and a
preference for bus modes for distances in exc¢ess of lkm where

(presumably) no private car was available.

The effect of Store-Home distance on frequency of visit to-
stores is shown-  in Figures 3,10 to 3.14 which reproduce the
preceding distributions except, in this instance, the sub-divi-
sions are according to frequency of visit. They show that very
frequent trips to stores (3 or more times per week) were
generally confined to the shorter distances and this can be seen
to be especially marked for Store's 3 and 5 (these stores were
in relatively close proximity to each other at about 1.3km.
-apart, and this may be a factor affecting the frequency of visit

and the distances travelled to these stores).

3.3.19 Parking Difficulties at the Stores

Question 6b on the questionnaire was designed to elicit
information on parking problems, both common and péculiar to,
each of thé surveyed stores. The question asked all respondents
who travelled to the store by car/van to tick boxes next to the
following statements if they experienced difficulties in parking
at the store;.the statements were:- .

{a} No Diffibulty
" (b) Vehicles badly parked
(c) Difficult to £ind any spaces
'(d) No empty spaces near store entrance
(e) Any other difficultf? (Please Specify)eccress
Respondents could tick more than one box if necessary. It
was su:mised-that the various car-park layouts, design parking
indices and-differing’parking demands at the stores might very
well be reflected in the frequency of_affirmation with the above

statements at each of the stores. Results of a preliminary.
analysis did indeed confirm this hypothesis as can be séen from
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Figures 3.15 to 3.17

The Figures, (which are bar charts), show the frequency of
affirmation with a particular statement (ie. ticked),.and the
frequency of negation (ie. left unticked), grouped by store with
the vertical bars sub-divided to show the splits between days.
Affirmations are represented by "1" and negations by "0". The
sizes of the bars at individual stores allqw-the severity (or
otherwise) of problems at the stores to be gauged, (the sizes of
bars at individual stores simply reflects the relative numbers of
car's/van's which visited them). .

To derive the percentages given in the remainder of this
section below, it is important to remember that the sum of the
"i" and "0" bars at an individual store represents 100% of the
car-borne shoppers at that store, thus the percentage which
either a "1" or "0" bar represents at a particular store is found
by dividing the height of that bar by the combined heights of "1"
and "0" bars for the store in question. For example, the percen-

tage of car-borne shoppers who experienced "No difficulty" on

Friday at Store 3 was (from Figure 3.15) equal to:-
(12.0-3.3)/((12.0-3.3)+(1.3-0.1)) x 100 = 88%

ie. 88% of shoppers who went by car to Store 3 on Friday

experienced "No difficulty” in parking at the store.

Figure 3.15 shows the frequency with which "No difficulty"”
was affirmed (hl“} or negated ("0"); It clearly shows that
.parking difficulties were worst at Store 6 - the store had an
irregular, elongated and sloping eite; Friday at this store was
the most acute day for problems with 36% of car users not ticking
the box next to the aforementioned statement; Friday was also the
survey day on which the maximum parking accumulation was recorded
at this store. |

on Tuesday‘s; when vehicular activity was lower, a much
higher percentage affirmed "No difficulty” - only Store B had
less than 90% experiencing no diffichlty. Store 5_scored 100%
over all three survey daye for thie stateﬁent, reflecting'the
ease with v'vhichrcar—us.ers_‘t':an Park'a't the store dt._le to ender-
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utilisation of its car-park (small though it is).

Figure 3.16 shows the frequency of response to the
statement: "No empty spaces near the store entrance™; again the
1's and 0's denote frequency of affirmation and negation
respectively. The relative sizes of the 1 and ¢ bars show that
Store 8 recorded the highest number of affirmations with 20.9% of
car~borne shoppers over the three survey days ticking the box.
Respondents also returned a high frequency of affirmation to the
statement cn the Tuesday survey at Store 8 - this a consequence
of an inscfficiently small number of car-—-parking spaces
immediately outside the entrances to the store.

Figure 3.17 depicts the frequency of affirmation ("1") or
‘negation (50“) to the statement "Difficult to find any spaces".
Store 6 can be seen to have fared worst for this statement with
9.9% of car-users ticking the.box in affirmation; Store 8 was the
next worst with 9.0%. Of the days of the week: Friday at Store 6
incurred the highest frequency of affirmations with 16.0% of car
users on that day, compared with_only 8.2% for Saturday - again,
a reflection of the higher parking demand on the former day. At
Store 8, where the parking demand was more uniform over both
week-end days (Friday and Saturday), the "split" was a more even
12.0% to 8.4%, reflecting again a distinct sensitivity on the
part of frequency of affirmation to the level of'parking demand.

However, accumulation aione did not appear to explain fuliy
the degree to which perceived parking problems were reported.
For example, at Store 9 where the highest percentage parking
occupancy was recorded (79.2% : obtained by dividing the maximum
number of parked vehlcles at Store 9 - ie. 198 vehlcles from
Table 3.1, by the Store's car park capacity of 250 spaces as
given in Table 2.1) only 18.1% of car-borne shoppers negated the
"No difficulty parking® compared to a 36% negation'at Store 6
where a lower maxlmum occupancy (76.1%) obtained. The newer
store - Store 9 - ‘had a much better car-park layout on an essen-
tially flat site, whereas Store 6's car-park was of lrregular_
plan-fofmrdn an appreciably sloping (approx. 6% to 8% slope{
site. Clearly, it may be concluded therefore, that other factors
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apart from car-park size and occupancy affect the ease with which
vehicles can park and cifcdlate within the parking area.

Problems associated with vehicles being badly parked
(usually at times of extremely high parking demand) were not so
widely reported, as evidenced by the comparatively lower number
of affirmations to the statement: "Vehicles badly parked". Store
6 recorded the highest freqﬁency at 5.8% over all three survey

days.

"Other difficulties" was affirmed most at Store 5 with 6.5%
of car-users specifying some other difficulty. Bowever, because
of the small sample size this number is probably misleading. In
general "Other difficulties"™ commonly invelved such problems as
the obstruction or use of disabled persons parking spaces by

vehicles belonging to the able-bodied.

3.3.20 Importance Scale Values

Question (Q.14) on the questionnaire was designed to elicit
information on shopper's attitudes with regard to their choice of
store for food and grocery shopping. The question employed a
technique developed by Osgood, Suci and Tannenbaum? known as the
"Semantic Differential” and, in this study, individual's were
asked to allocate a number from 1 to 5, to indicate the
importance they assigned to particular items when choosing a
store. The list of items was composed of attributes of the goods
to be boﬁght, store attributes, and attributes of the transport
system aSsociated with a'stbre, (see questionnaire in Appendix
1).

For the preliminary analysis presented here, the scores
returned by individual respondents were aggregated by store, day
of week and mode to allow univariate statistical techniques to be

applied.

Figure 3.18 shows the meah importance scale values for the
data aggregated by store and. shows that the magnitude of the mean
for a particular item was reflectlve, not only of the shoppers'
aggregate-characterlstlcs and preferences at particular stores,
but also_whether that item ﬁgd} in some way, an association
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between the shoppers'and the store. For example, the mean score
for "Parking facilities" at Store 5 was the lowest for that item
' between stores; and was due, probably, to the smaller proportion
of car-borne shoppers at this store compared to the other

stores. Also Stores 6 and 8, both of which had petrol filling
stations on site, had the highest mean importance scores returned
for "Cheap petrol at the store™ Stores 6 and 9, where a free
shopper bus service operated, recorded the highest means for
"Free shopper bus". To underline the point: Store 8, (the only
surveyed store within a district centre and thus near to a
variety of other shopsj had the highest mean importance score for
"Other shops nearby" - the mean here being 2.0 compared to the
means at the other stores which were in the range 1.52 to 1.63.

Table 3.18 gives the item lists "ranked" (ie. sorted in
descending order) according to their mean importance scores
aggregated by store, and shows that "Quality of goods" was
considered by shoppers at all the stores to be of paramount
importance followed by either "Lower prices" or "Wide
choice/selection®. "Parking facilities" came 4th. at Store 8,
S5th. at Store’s 3, 6 and 9, and equal 7th. at Store 5. "Ease of
getting to by car" was ranked 6th. at Store's 3 and 8, and 7th.
at Stores 5 (equaily with "Parking facilities"), 6 and 9.

Because of the large numbers using car/van for their travel
mode of arrival, the low mean importance score for "Good bus
service" meant that this item was ranked only 9th. or lower.
Similarly "Free Shopper bus" was not ranked higher than 10th.

when the results were analysed by store.

Overall the mean importance scores tend to suggest that in
general (and dependent upon mode - see below), the highest impor-
tance is given by shoppers to the goods to be purchased. Hence_'
if attitudes can be said to connote behaviour, store attributes,
parklng facilities and other transport related items are, in the
main, of only secondary 1mportance to consumexs when choosing a
store at which to do their main food and grocery shopping.

When looked at by day Qﬁrw_eek, the means between days for
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the importance scores were found to be very similar. The only
significant difference, as shown in Figure 3.19, was for "Late
opening hours" where Friday's shoppers returned the highest mean
—o0f the three survey days for this itém.' Table 3.19 gives the
item lists for the three days, again ranked in descending order
according to the mean scores for each item but this time grouped
by déy of week. Once more, "Quality of goods" was ranked
highest, followed by "Lower prices” and "Wide choice/selection”.
Between days, "Pafking facilities" was consistently 5th. with
"Ease of getting to by car" 6th. on Tuesday and Saturday, and
7th. on Friday. "Opening hours® was ranked two places higher on
Friday at 6th. compared with Tuesday's and Saturday's ranking.

Figure 3.20 shows the mean importance scores for each item
when grouped by travel mode. It canbe seen that the scores were

reflective of the mode of arrival since significant differences

in the means are apparent for transport related items. For
example, whilst the mean derived from car-users for "Parking
facilities" was 3.9, the mean score fell.to 2.6 or less for the
other modes. Similarly, for "Cheap petrol at the store" car-
borne shoppers returned the highest mean when scores were grouped

by mode.

Of the four major modes, those who travelled by shopper bus
gave the Jlowest méén score for "Store layout™ and "Fast check-
outs“, implying perhaps that if a store's management. was benign
enough to supply a free bus-service, they (the shoppers) would
not quibble over such inconsequential items as the way the_store
was laid out or the speed of its check~outs. It is also of
interest to note that of those shoppers who travelled by the four
major modes, "Quality of goods" was ranked lowest by those who
travelled by shopper bus; instead shopper bus travellers placed
the greatest importance on "Lower prices" and "Free shopper bus"
- these items were ranked equal first by them as ca'n‘ be seen frbni

Table 3.20.

Table 3.20, which gives the items_ranked.and grouped by
travel mode, also shows that car-users ranked "Parking -facili-
ties" 5th. most important overall, behind "Quality of goods",
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"Wide choice/selection", "Lower prices"” and "Fast check-outs.
They also ranked "Ease of getting to by car" 6th. and "Cheap
petrol" 9th.

It may be concluded from the discussion of the results
presented in this section that definite associations exist
between the mean importance scores for individual items and the
travel characteristics of shoppers. These associations are most
apparent when scores are aggrégatéd either Sy store, day of week

or mode of arrival.

4 .SUMMARY

(1) A postal return questionnaire at five medium to large

' conveniehce foodstores was carried out, with 3874 questionnaires
being distributed overall.

{2) Overall return rate was 27.2%.

(3) Nearly 85% of respondents declared themselves to be their
household's "main" food and grodery shopper but just over 10% of
households were without a "main" shopper. "Convenience" was the
reasoﬁ most commonly given as to why shoppers were not at their
main stores. _

(4) "Home" predominated as the origin for the trip to store at
79% of all trips. '

(5) Cér/van was by far the most common travel mode to the stores
at 84% over all the stores. ‘

(6) Shoppers most commonly visited their stores "once a week".
Frequency of visit was also f_ound to be influenced by nearness to
home and mode of transport.

(7) Almost 81% of respondents considered the store at which they
received their questionnaires to be their main store for food and
groceries. | | | '
(8) Two persons was the most common shopping party size. The.
likelihood of there being children under five years in the éhop—‘
ping part_y was f_ound to be lower for Tuesdays than for Fridays or
'Saturdéys.' o _ ' T
(9) The mean number of adults pér househo1d was 2.31 with, on
average, 0.62 children in'tﬁgﬂage'bracket 5 to 16 years, and . 0.25
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children less than 5 years.
(10) Shoppers' Car ownership was 67% above the County average,

with 83% of households owning at least one car/van; 14% of house-

holds had a company car.
(11) Less than 2% of households were without any form of

refrigerated food storage.

(12) For 54% of respondents the day on which they received their
questionnaire was also their hbuséhold's main food shopping day.
(13) Time~related factors were the most commonly cited reasons
affecting choice of main food shopping day at 39% of responses.
Tranéport availability was given as a factor in only 7% of cases
and was often given with another factor.

(14) Mean perceived trip times to each of the stores were
uniformly close around 10.5 minutes. Mean time spent within the
stores was hdwever, more variable and reflected the differences
in size between the stores.

(15) Mean monetary expenditures were very close for the three
mid-range stores; the largest store returned the highest mean
expenditure at £23.50 per trip, and the smallest store the lowest
mean at £12.70. The ovérall mean was £22.10 per shopping trip.
(16) Over all "main store" shbppers the quickest travel mode was.
car/van whiéh, of the four most commonly used modes, was per-—
ceived to be more than twice as quick as the the next fastest
mode . '

{(17) Mean "crow-fly" distance to store by car/van was 2.8km,
whilst shoppers on foot walked, on average, only 0.6km. Mean
Origin~store distances for shopper and scheduled bus modés were
2.8 and 2.1lkm respectively. ‘

(18) The reported incidence of parking difficulties varied
between the stores and was thought to be a consequence, not only
of the amount 0£ parking provision and demand, but also car-park
layout and general site charaéteristics. -

: (19) In terms of the importance which shoppers ascribed to a list
of 12 items when chbosing a store at which to do their house-
hold's main food and grocery shopping, goods-related items were
found to have the highest priority followed by both store-related
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and transport-related items. The mean scores of transport-—
related items were also found to be associated with the mode of

travel used.

5.CONCLUS 10N
Shopper questionnaire surveys at five convenience foodstores

in West Yorkshire have been described and their results presen-
ted. Two types of conclusion are drawn in this final section
relating firstly to the data gathering, and secondly to the
results obtained from the analysis of shopper travel behaviour.
The section concludes with a brief discussion on "future work".

5.1 Conclusions about method
The chosen data gathering method - that of self-completion
using "Freepost" - comprised essentially three elements: the

questionnaire, questionnaire distribution and questionnaire
coding.

The guestionnaire presented, in the great majority of cases,
little difficulty to respondents. Response was considered to be
very satisfactory and a better than expected return rate was
achieved due to: _ | |

(a) Good questionnaire layout and design,
(b} Absence of questions asking for income, occupation
or age, h
and (c) Use of Postcodes to'éscertain respondents trip-ends
as dppqSed to full addresses.

The methdd adopted for the distribution of questionnaires
worked well. The target distribution rates were, in the main,
achieved except at the largest store where survey staff were
impeded somewhat because of a single exit, and at the smallest
store because of lower than expected shopper flows.

Coding of questionnaires was straightforward and was again
facilitated considerably by the use of postcodes in the establis-

hment of trip ends.

5,2 Shopper Behavibur and its implications for Design Standards
Various . factors were seen to influence shopper behaviour;
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perhaps the most significant of which were travel mode, distanée
to and from store, and "socio-cultural" factors.

Travel mode was also found to "condition" people's attitudes
to store choice as revealed by the importance scores assigned by
respondents to a range of store attributes.

Shoppers who travelled by car/van were more likely to
travel further than those who travelled by other modes - a
consequence of the car's speed and convenience for the "one-stop"
shopping trip. The car predominaﬁed as the mode of arrival at
the larger stores. However, where car ownership was low (as in
the case of the smallest store surveyed), the incidence of shop-
pers who walked to the store was higher - a result also of the
store's location within a residential neighbourhood.

The reasons people gave concerning their choice of main food
shopping day showed the importance of socio-economic and socio-
cultural factors. In particular, the constraints of pay-day, or
of the need to replenish, or simply just time constraints were
often those which governed the day on which shopping was carried
out. For those with (presumably) fewer time constraints, the
preference for shopping earlier in the week was often predicated
on the belief that the store would be less crowded.

The implications for shbpper behaviour of these social
factors will become clear if present social trends are consi-
‘dered: for example, the trends toward shorter working weeks and
toward more widespread payment by (monthly) cheque instead of
weekly (cash-in-hand) wages.

"Clearly such trends could promote a "refdistribution" of
shopping trips throughout the week, particularly if household
freezer ownership also continues to increase (thus diminishing
even further the need to replenish near the week-end); all of
which have ramifications for désign standards since problems
associated with peak vehicular activity would be ekpected to
become less acute if the aforementioned re-distribution were to
take place. Needleés to say, further investigations will be '
necessary to assess to what extent increases in car ownership and
changes in the'pattetn of retail outlets “counterkbalance“ these

social trends. : e
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5.3 Future Work
In the Interim Report to West Yorkshirel, design guidelines

were given which were considered appropriate for large
convenience foodsﬁores located "in-town". A parking index
between 10.0 and 11.0 was recommended which was based on the
results obtained from a series of parking surveys'undertaken as
part of this research and from earlier studies. Those guidelines
have not been superseded by results obtained to date from the
guestionnaire surveys, nevertheless the results presented herein
have shown that shopper characteristics should play an important
part in the formulation of design standards. Therefore, énalyses
will be carried out to investigate further the effects of
increasing car ownership, changes in the pattern of retail out-
lets and of social factors and their associated trends. |
Attention will also be paid to the question of store attractive-
ness, in terms of "inherent" characteristics and in terms of
"inter-store" competition. Store accessibility will be explored
in depth and particular emphasis will be placed on the role of
relative accessibility in the store choice'process. Finally, the
importance of car-park layout and the way in which perceived
parking problems affect both store choice, and the choice of day
for the shopping trip will, it is hoped, also be studied.
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THE SURVEYED STORES-SITE,

Table 2.1

LOCATION AND CATCHMENT CHARACTERISTICS

S=Secondary ("B") Road .
Car Ownership Key: << Very low. (ie.less than 0 5xCounty Mean),
< Below County Mean;

> Above County Mean

'50010 -Econ. Group Key:
5--7 Non-manual;

8-9 Skilled manual:

=

There is one DIY store (1475 m2 RFA) on the periphery of

Store No. 3 5 6 8 9
Store Type? F F . F D F
Year Opened 1976 1967 1969 1969 1981
Retail Floor Area {(m*“) 2982 1542 4929 2155 2453
____________________________________________________________ | S
Gross Leasable Area (m?)} 4692 2731 8278 3809 4156
Approx. % of Retail Floor

area for "Durables" 30% 15% 35% 25% 25%
No.Entry/Exits &

to Store 2 2 1 3 3
Car-~park size

(No.spaces) 452 90 461 392 250
No. Barking spaces per

100m“ Retail Floor Area | 15.2 5.8 9.4 18.2 10.2
No. Earking spaces per |
100m“ Gross Leasable Area 9.6 3.3 5.6 10.3 6.0
No.Entry/Exits

to car-park 3 2 3 3 1
Petrol station No No Yes Yes No
Tyre service bay No No Yes No No
Free shopper bus No No Yes No Yes
Near scheduled bus routes Yes Yes Yes Yes Yes
Other shops nearby Yes™ No No Yes No
Road type locationP P L _'L S L
Car ownership < << = < >
|predominant sEG'sd 5-10 8-10 8-9 | 8-10 5-9
a Store Type Key F= Freestanding (from other retail outlets),

D=Anchor trader within District Centre
Road Type Key: L=Local distributor; P=Primary ("A") Road;

Same as County Mean,

(as Reglstrar General's c1a551f1cat10n)
10 Seml—skllled manual

Store 3's car-park. Store 3 is by far the largest attractor
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QUESTIONRAIRE SORVEYS - SUMMARY SHEET

Store
Number 9 -6 Total
Day Sat Fri Sat Tues Pri Tues Tues
Date (1983} 1/5 13/5 |14/5 17/5 20/5 24/5 1/6
Time From: 1130 1630 (1130 1130 1630 1130 l1i30
To: 1330 1830 (1330 1330 1830 1330 1330

Target No.
Q'aires 2310 476 476 238 104 104 171 4177
No., Q'aires
Distributed 280 395 415 185 74 a2 181 3874
(Total) (737) {995)
No. Customer
Transactlons 612 871 (1019 471 543 340 599 9840
Percentage
Sample 45.8 45.4 t40.7 39.3 13.6 24.1 30.2 39.4
{Overall %) {55.0} (42.1)
No. Q'aires 97 108 r 116 51 23 19 56
Returned 1053
{Totals) (226) ) (276} 1
Percentage 34.6 27.1] 28.0] 27.6 31.1 23.2 30.9
Returned 27.2
(Overall %} (30.7) (27.6)
Percentage . 15.8 12.31 11.4| 0.8 4.2 5.6 9.3

| Customer Trans. - . 10.7
({Overall %} {16.9) (11.7)

- ———— e - . - o ———— " o i S o i b v e o o
Max. Parked
Vehs & Peak 193 329 289 -— 68 - -
Time 1982 11:55 19:00(11:10 16:45
Max. Parked ‘ : - $
Vehs & Peak 168 351 297 143 56 21 152
Time 1983 11:5% 18:30011:3511:35 16:50 13:10 12:00

| Includes 1 gq'aire whose day of distribution is unknown

* Car park capacity 1982
§ Car park capacity 1983
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rABLZ 3.2

TABLL OF STORE BY SHOPPER TYPL
No MATR

NoT | SHof-
{ MM ?me -F:E.;R
. L]
sTore | ZP2R ! -FEr lpmorp! ToTAr

{ 3 ! 204 16 | 26 | 286
RowX, | B82.53 | 6.50 | 10.57 |
————————— s e bt

' 5 | 59 | 11 6 | 66

- 9,39 .52 .09
Rowy, 1 88:33 1 1521 3:97 !

{ & { 231 | 18 | 24 | 273
Rowy, .1 8s.62 | 659 | 873 |
--------- A v o o o e e e o

] | . 204 | 8 1 22 | 234
Row'Z, | B87.18 | J.42 | .40 |
————————— e e et e o

9 ] - 186 | 9 ] - N | 226
Rowsy, 11 82.30 | 3.98 )} 13.72 }

e - ks e 0 Ay s v o oy et

L TOTAL 884 52 109 1045

Rowy;, 84.59 4.98 10.43 100400

TABL: 4.3

TARL: OF 2I57mI8UTIuy DAY GF WEIC BY TRIS DEIGIN

TR!IF ORI G &

DAY ofF 1y | RW Is H lFR‘E"Ds Totine THER A
weew  JHOME | woRY [Seect leehnasacrenry [T L TOTN
TUESPAY | 150 | 57 1 0] 3 3 L 214
Row? | 70.6% | 2664 | 0.00 | 1.50 |  1.40 | 0.4t |
------------------ e e s s e e et e e A e e
FipAY | 265 | 131 | I | 1§ 1 1] duv
R, | BRe#2 | 32-83 | 0.80 | 06.25 ] 0.25 | 6.25 |
————————— e e b = e o e e A E R E A o s e
SATURDAY | 512 | 10 | 14 1] 24 & | § 32
Row, 1 95.37 | 2.31 | 0.23 | 0.23 | QO.%s6 | 1.39 |

e i ——— o P o ————— bt -———— # o ———————— ———————— -

TOTAL aat 158 2 3 & E 1645
Ronse, T2.1% 16-%5 a.10 0.4 0.37 0.77 100400

AY
TABLE 3.4

TABLE OF STOGRE BY “OOE aF ARRIVAL

car/ SCH. SHoF. ' ’ HIRE )
STORE | vad | sus Bus |WALK | BIKE [M.BIKE | TAX) | car | ToTAL
e e a b ——wm n e ————— i o e e e e e o Y T e i e
3 | 210 | & | o 26 2 o1} 14 [ 246
owy, | 95-37 | 2.44 | 0.00 | 10.57 | 0.81 | 0.4 § .41 | 0.006 1 ‘
e e a0 g e e o e e e e S s e o 2 e A T e — ]
"5 { 311 2} 0| 33§ 9 | 9 0| [ 66
Row? | 46497 | 3.03 } 0.00 [. 5000 | ~0.00 | t.00 ] .00 ! .84 |
o e i 0 e e T i i e T A m M S S S S m— e —— .
6. . 248 | 9 | 5 15 | 6] - 0L e 0| 273
(Row?, 18938 |  3.30 | 1.83 } 5.43 | 0.00 ] 0.060 ] .0.00 ) 0.00 |
o ;‘. - ————— * ——Q—-.——---+-——--—--oé—-—----+--—f----+~———---—+
a8 . | 201 | 13 | 1 13 | 0| 21 1 I O 237
Row?, | 8481 | 5.49 | 0.42 | B8.02 | 0.00 | 0e84 | 0.00 | .42 | -
- et * - e A e ity e 2 o e e e - » . .
UL B > S B 3] -4} 26 |} 0| 2 0] "0} 226
 Rowvyy, | BA.51 ] 1.33 | 1«77 | 11.50 | . 0.00 | -Ge88 | 0.00 ] n.08 |
_"!-*---H--P“?r--+---f-¥--0————-—f—v ———————— - - - —— bl -
TOTAL. . B77 : 33 10 119 2 5 1 1 1048

Row 7 'B3+68  ..3a15 ‘0e95 11.35 B.19 Ge43 . D.10 0.10 100.00

28



TABLE 3.5

TABLE OF STCRE BY FREQUENCY OF H.HILD VISITS TC STORE
‘ 2 OR M 2 ONCE oNCE LESS FIRsT
sToRe | T™MES TIMES ONCE A A FREQ—~ {wvig\ T
AWEEK |AWEEK |A WEEK |Form MONTH [venroy
e e ara o arne et e — e ——— - et ——— e
3 | 25 | 38 | 135 |} 21 | 10 10 | 2 ]
Row??: | 1020 | 1551 | 56473 | B.57 | 4.08 | 4.08 | B.82 |
[ ———— e s - o e - e ——— - — - A +*
5 | 14 | 1% | 25 | 5 1 2 ) 1
Row/%, | 20.50 | 28.36 | 37.31 | Ta4t | 1.49 | 2.5% | 1.4% |
= e e L m——————— e S e ———————— o o  —— e -
[ | 71 36 169 | 25 | 16 |} 15 | 2|
Rows, | 330 | 13.1%9 | 61.90 | 9.52 | 5.86 | Se49 | 0.73 |
[ o e e o a h —— o ————— - m—————— tm——————— fm——————— .
8 | 22 | 41 | 136 | 21 } & | 6 | o |
Row'Z | 9480 | 17.52 | 58.12 1 8.97 | 2.56 | 3.42 | D.06 |
[ ———— o i — — = —————— - it e -
9 ] 16 | 41 } 127 | 22 | 6 | 5 7
Row'?% ] T<l4 ] 1830 | 56.70) 5.82 | 2.68 | 2.23 | 3.13 |
el s e e i 2 o A e e e . o ———— A e e +
TOTAL: 86 175 596 95 39 40 iz
R’owy, ‘8425 16.78 ST.14 S.11 3.7e 3.8% 1.15
TABLE 3.3

TABLE 3.7

TABLE OF STORE BY PATRONAGE Tryer

MAIN' NOT
STORE |STORE [M, STORE

- 1]
Mok 1% p%es TOTAL

3 i 190 | 56 ; 245
Row% | 77.24 | 22.76 |
......... S S

5 | 59 | 11 | 66
QOW% | . 83+33 | 1E.567 |
- -t o + -

6 [ 229 | 49 | 273
Rowy, | 83.88 | 16.12 |
[ e e it 2 00 S o e e e o -

8 1 195.) 42 237

Rowsz | 82.28 | 17.72 )

48 e et A s o o s i o o e e

9 1 178 | 87 | 225

Row¥a, | 79.11.] 20.89 }
LK — — .

TOTAL BRT 200 1047
Row,‘/., 80490 1%.10 100. 00

TABLZ OF STORE BY SHOPPING PARTY SIZE

REFORTEDP PARTY S1zE (NuMBER OF FERSens)

store | 6 | 1 [ 2z ] 3 | a4 | s | e
- - e A g g ——— A
3 ;" '1| .88 ] 182 f . 33| 13 ) 8- 11
o B L M O O A
5 Pee 1} u360 ] 23| 5 ] S 1 o 1 0|
Rowy |° 1.52 | 5455 | 34.851 7.58 | 1.52 | 0.00 l 2.00 1
== + o atananter o e e e
] S R L I 107 | 81} 26 ) ;; ] . 75 ’1
Rowze I 1271 i 39.321 1s.07 1 9.56d em il hn!
8 . -} .- 1 6:4- - 32 1 .18 52 : ] .; {
| Rowze 1% 4 iezl gl wZl )
ek 4, o | Al el
Y . 1. -
_g_cwz'-;l !_ s - * ——
TOTAL. L 30 5
2.87 .48

ToTAL.

245

67
273
234
224

1043
100.900

TOTAL

246

66
272
235
225

104
100.00



TAsEL Ja8

TASLD OF STORE BY HaHILTY CAH UNNIC  HIP

NUMBER OF CARS/VANS 1N HoustEHoLD

STORE | © v |2 ] s ] a4 5 6 | roraL
_________ e s s e e o e e o T e e e e
3 ! 38 | 182 | 50 | LI | 1] o | B | 245
Row/2 | 1551 | ©62.04 | 20.41 | 1463 ] 0.41 | D.00 | 0.00 {
o o i b - ot - ——-——— o o m—aan s o i - ————— +
5 | 30 | 28 | 5 | 1| o} 0 | 0| 63
Rowsy | 4762 | 49044 | 4435 | 1.5F | 6.00 | 0.00 | .06 |
------- :—4—-—————-&—--~-—-—+——————-—¢-—-—-———t-—n———--o---———-—+———————-o
3 ] 32 162 | 51 | 13§ 2| aﬁ: ougi 260
- . 62.F3 13.96 3453 1§ .74 | . .
Rowzs | 11-301 Sa.f3l 13321 % nn LA L :
8 ] 32 |} 143 | 4% | 5 | 0 o0 i Bug: 235
- - 63. 4 20 .85 2.13 0.00 | G.00 i -
Rowzp | ane | et ] pews ] w3l o0l o0l el
9 ] a5 | 132 | 36 | & | 2} o ‘; : o ‘é : 224
20.54 56453 16507 |- 2.63 | 0.89 | . .
-.8?-‘:{?'.-‘_.] -------- l—------'_.!. ________ m——————— PO . —— m——————— .
&
TOTAL 1178 630 1990 23 5 3 1 103
Row'z 17.18 60.51 18434 2.80 G.48 0.2% g.18 106.6G0
FABLE 3.3

TABLZ OF JISTA'N 04Y GF WEEK BY USUAL FAIY SHGRPING D&Y

USUAL MAIN FOOD SHOPPING DAY (weee 1 GIvERn onuy?)

%EE:F NOD:\YMH IM\S—CODE IMOMDAY TUESDAY IWEDH&S- TRHURSDAY l FRiDAY ISH'!‘UR.DA\/ TOTA L
__________________________________________________________________________
‘TUESDA*II 13 | 1] 3 ] 68 | 23 1 330 39 | 13 153
RowZ | 6aT4 | 0452 | 1.55 | 35.23 | 11.%2 § 17.13 | 20.21 § 6.T4 |
COLUMNT,!  27<66 | 100400 | 30.00 | B80.55 | 37«10 [ 20.73 | 13.43 } 5.43 |
--------- A ke e kol e A e e e e S A o o e e o e o o e e e
DAY 13 | L 3] 8 | 11 1 55 | 251 | 26 31T
Rowsn | 3.45 | 0.00 | 0.80 f 2412 §  2.52 | 14.9% | €$.23 1  6.50 |
CoLomn ) 27.60 | 0.80 ] 30.00 |} °.52 | 17474 | 34.5%3 | 65.79 | (0.8 |
--------- 0———————-O——-———-a+——----——-|--—----—-—-*-—-—--——-;—-----——o—————--——-l--------—-o .
SATURDAY | 21 | g | LI e i 28 | 1| I | 2ce | 406
Roww | Sel7 | 0.00 | 0.99 | 1.57 | 6450 | 17.82 | 10.23 | 89.26 |
oLumNT]  H4e68 | .00 | 40.00 | 52| 45.16 ] %4.65 | 19.7% | £3.63 |
---——-———f-v-——--—o—————-——t-—-ﬂ————f--——-—--+---—————+———————~f—--——~——¢---——~-—4

TOTAL 47 1 10 B4 62 159 374 219 576
Row. 4.82 0.10 1.02 8.61 6.35 16.25 3B.32 248,45 100,80

FAOLL 3.19

TABLIZ 9F FIEST @Y SECOMD UZUAL DAY FOR H.HOLD #MEIN FCOD 3HOPPING

15t usuac| 2nd USUAL MAIN FOOD SH. DAY

MAin]

5Byt wees | mves | eet [sar | roral
MonpAY | 0 11 0| 1] 2
Rowsx | 0.00 | 50400 | 0.00 { 50.00 |
caLurqu,d 0.00 | 20.00 | 2400 | 2.50 |

——————— rﬂ#—w———-—~#——------+——--—-€€&—»—----—o
'ruesp.o.y| Iy 3. 9 & 22
Rowy | 49.55 | 13,64 40.91 | 45.91 |

92,86 | 22,50 |

CovLumng 2l 100 00 |- 60.00
)

|
1
f——-—qu€¢———----—+
i 3 4 1 g
[ 37.50 | 50.00 |
| 1%4.29 § 1p.00 }

- —— +*

9 | 6 | 15
68.00° | 20.00 |
. A2.86 | 15.00 |
-

a0 29
100.00 |
50.00 }
R - ——
40 &7
31.34 5%.70  103.00

- RFOR RESPOMDENTS WHO GAVE 2 DSUAL. MAIN suoéﬁuq PAYS
20



ThBLL

be17

IN FOOS SHOPFING DAY

g6
13.457%

256
35.65%

34
4,767

33
LYY 3-5-4

17
~l
2.38%

136 -
13.85%

42
5.887

T1l4

&

160.C

TABLL OF SHOPPING Zay R TOHY USUAL B&
MOTE:S TadLy GIVES RLSULTY FO2 RESPONOCHTS WHO GAVS I RTASON & 1 Day ONLY
USUAL MAIN FOOD SHOPPING DAY
REASON [ nNo MAIN|  Mi5.
see K“} pay I—cooe I nan I Tues l WEDS | THURSI FRl ISAT
———————— o et o g i e ——— ot e s o e o i e i o e e e,
1 1 13 | o | 1] 4 j 6 | 1 L]
%oF THTALY 1.32 | D. 05 | 2.90 | .14 | 0.56 | 0.384 | 0.1% | 0.56 |
Rowe | 43.83 | 0.96 | 3.00 | 3.45 1 13.79 1 2069 | Je8S | 13.79 |
Comen %, | 54-17 | g.00 | G.00 | 1.61 ] .52 | 5e 41 |} .36 | 2.08
b e e m e ———————— doam A e s i e ot v e i ) D +
2 | ER 1| 1} 30 2 17 | 64 | 74
%a0F TOTAL] 1.14 7| .14 | .14 | g.42 | 0.28 | 2-.38 | 8.58 G.58 |
Rowsre - | lL.04 | 1.00 | 1.04 3.13 | 2,08 ] 1771 | 66«67 | T.29 |
cel..u«\i-l?’i .17 } 120.30 | 14.29 |7 4.54 ] 4o76 | 15.3Z2 | 23.27 | 3.65 |
---------------- +--------1-—-——--—--o-—----——+-—--—--:--'o——--—-:-—--o-—----——-+-———-——-..
. 51 4 | 9 | 5 g g | 32 ] 76 | 123
Yo OF TOTAL| 6.56 | 0.00 | 0«56 } 1.26 | 1.12 | 443 | 1D.B4 | 17.23 |
Row’ | 1.56 | gu0% | 1.556 | 3.52 } 3.13 § 1250 ] 29.69 | &E.05 )
c-a..umq,;,] 16.567 | 0400 ] S57ald | 148452 | 15405 ] 28483 | 27«64 | 64.06 |
———————— o s ol e e e b e o e e i o i s et i e o o s s ] e e e e
4 | 0 e 1] 21 2 1] 2| 20 |
% oF TOTAL | 0.00 | .00 | Bulg | .28 | .28 | f.1a | 1.12 | 2.20 |
Row | 2.08 | 0e00 | 2.94 | 5.86 | .88 | 2.%% | 23.53 | 58.82}
Cowmn/,‘,] 0.00 | Se80 | 14.29 | 3.23 | 4476 | 0.20 | 2.91 | 10.42 }
---------------- b i e i e o e e e e e 0 A e e e e ke ey
5| 1 5] 0| 21 1 31 71 15 |
% oF TevAL] g.14 | J.0C | 2.00 § .28 | Ou14 | 0.42 } 0.38 } 2.66 |
Rows | 3,93 ) 2.00 | 0.90 | 6.06 | 1.03 ) Se0% | 21a21 | 57.58 j
cag_u.qﬂ?[ 4.17 |} 0.a0 | .00 | 3.23 | 2.38 | 2.70 | 2.55 | 3250 |
e 5 e o o e o e e e i e e e s o s iyt e s e e et s e e -
6 | o | o | 0 | o | 11 2 | 12 | 2
% of TovAL | 000 | g.00 | 9.00 o.00 | 014 | «28 | 1.68 | c.2F |
Row7 | 0.00 | n0.00 | 0.00 | G.00 | 5.8 | 11«75 | 719.55 | 11-Te |
CoLUrMNT) 0.00 | f.00 | a.00 } 8.08 |} 2438 | 1e80 | 4436 | 1.C6 |
o e St - ————— e e e ——— o s e o ke e g e ey
1| 1} a | 11 37 i 19 | 19 | 2 i 1
% of ToTAL| 9.1% | 3.0C } G.la | | Se18 | 2.66 | 1.80 | 0.28 | Delsd |
Row?. | 1.41 | G.00 | 1.41 | S2.11 ]| 26.76 | 1408 | 2.82 | 1.41 |
CotyMN%| 2,17 | .00 | 14.29 |} 59.68 | 4528 | 9,81 | 6473 | .52
T T e datate bttt et i -ld i ———— +
N 'R 'R TR vy 3’| ee] 10|
% oF ToTAY 0.00 | 0.90¢ } 0.00 | .0456 | Ba14 | 4.90 | 12.04 | la 48 |
Row?. g.00- ]  D.00 | .00 } 2.94 | 0.74 | 25.74 | 63.24 | 7.35 |
CoruMnZt D08 ] .00 | D.00 | ‘6.85 | 2,38 )| 31.53 } 31.27 | S.21 }
--—-‘——--‘-4-———--——-—1---—-—-----b——-;—————-F—————--—-F--‘——-,-——-F--—----—l"\- ------- s *
9 4 0 [ | 4] | 5 | 19 | & |
Y% or TothLy B.56 | 0. 00 | 0.00 | 0.56 | 0.56 | 0.70 | 2486 | t.84% |
Rowz i .52 | 0«00 } 0.00 | 9.52 |} .52 | 1190 | 45.2% | 14.25% |
CoLuwanZ] 16467 | 0.00 | g.00 | 6445 | 5.52 | 4.50 | 6491 | 3.13 |
L—----—---o--————---1»----————4--—-.-.---'--—-—-—----1»-—--—---o--------+--——----—+——------+ .
TOTAL 24 1 7 62 52 111 21s C 12
rzbw;; 3.36 J.14 9.9a 8.68 .85 1555 38.52 26.8%
KEY: L1=Nd USUAL DAY, 2=REFLENIZH, 3=TIHE AVAILABILITY,
4=PERSON AVAILABILITYy S=TRANSPORT AVAILABILITY-

7= QUI'T AT STOnEn

E-HONEY RELATED '

3

-OTHER

€=HABIT,



FABLE 3.12

T‘AEILE OF 15%. 9Y No. HehD<hl FOR USUAL HATN SHOPPING JAY
NOTE: WHFIE 2 RAEL.Ghx GIVOR LY

KIY:Z L1=NO USUAC D8Y, 2=PEPLENISHe 3=TIEE AVAILABILLITY,

4=PEISON AVAILABILITY, S=TRANSPORT AVATLABILITY, &=HABRIT,
T=QUIZT AT STORL, F=#INCY RELATED, I=QTHIR

Znp  SHOPPING DAY REASON (SEE EY)

4 1 o | 10 0§ .13 g |

CoLumnz] 0,00 | - 21.28 | 0-00 | 3S6.52 |

CoLuanzl., 23.68 }  0.00 | 4T.62 | 30.%3 |  0.00 | - 524

b ol o e e e ) ot e e o o o P B ek A A8 A e A e el e e o

. KE !
whegl 2 | 3 | a | s | e |7 ] 8o
STl e e T e L T P F P AT SN R R R SR G —— A e Ak T m————- -

| 7 | 5 I I A | 0. 17 . 1 2

Rowde | 50400 | 27.78 | 0.00 ] 0.00 } 0.00 § 5.56 | 5.56 | 11.11 }
coLumnNy] 23.63 | 10.5% | 0.00 | 0.00 | 0400 | 2.63 | 5.080 | .00 |
[ o i 8 e e o i e Al 8 e P 0 S s i i e e e i o e . — *

2 I L 7] 1] 1] 3 10 | 5 | 5 |
Ronaszs 1 De00 | 21.88 | 3=13 | J.13 | .38 | 31.25 | 15.63 | 15.63 |
covumanl 0.00 | 14.89 | 4.76 | _4.35 | 75.00 | 26«32 | 25.00 | 20.00 |
--------- s e e e o e e o o o i o i e e e e e sl ey

2 I 9 1 6] . 10} T i ¢ | 20 t 8 | B |
Rowss | 14.52 | 0.00 | 16.13 } {1.29 | D00 | 32.26 | 12.90 | 12.90 {

63 | 40.a0 | 32.00 |

(| 3| 1}

Rows | 0.00 ] 37.08 | 0.00 | #8.15 ]  0.00 |  0.00 ] 11.1t {  3.70 |
0.00.} Oa

00 | 15.00 |  4.00 |

il . e et e s
5. 1 o | a 81 .8 ¢
Rowr |- 0.00 | 0-00 | 50.00 | 0.00 ] 0.007] 20.

Corumnyl: 04080 | 000 [ 28.57 | 0.B0.] . 0.00.] 5.

B e o b e e o e e s o ik o i e s Dt S o i = Y= o o e e e A

-
2 | 11 1]
[

00 [ 10,00 | 10.00
26 | 5.00.] - 4.00 )

& 3} 4 | a1 ¢ | o | 6 i 1§ 1
Roarfo | 53,33 | 4%.4% | 0.00 |} 0.00 | D.00 | 0.00 | $1.11 | 1111 |
Cvmaniy, | 7.89 | 8.51 | 0.00 | t.00 | G-00 | De0B | S.a0 | 4.00 |

e o g o o B o pm———————— P ———— e ———— W o ——— -

7 i 5 | 71 o [ 0 (| | 4
Rovw/ia | 23,41 | 4i.1d | 0.00 | 06.00 | 0.00 | 0.00 | 5.88 | 23.53 |
CorumpZl 13416 | 14.8% | d.08 | £.06 | 9.00 | 0480 |  5.00 | 16.00 |

————————— e o o o o e e = o e e o e d e A T e e

- | 11 | 11 ] a | 2§ ' 3 g 1
Roas7 | 53.38 | 384.35 | 12.50 | 625 | Gadd | 2,35 | 0.240 | 313 |
CovumMnlzi] 23,95 | 23.40 | 15.05 | B.T0 | 0.00 | Tadd | 0.00 | 4,00 |

--------- A e o e e e e e AL RS L L A e e ke A A e i o T o o

2 1 1 3 9 | 0 4 11 2 | o . 2
ROwPe | 11e11 )} 3333 | 0.00 | 0.00 | 1lall | 22.22 | 0.00 | 22.22 |
ConumMM 7L 2.63 | 6.36 ] DaBO | 0.00 ] 25.00 | S.25 | 0.08 | 8.00 )

bt e i st e et e e e e T i o e ———— s - L et - ————— o - t - —— P ———- +*
TOTAL 38 47 21 23 4 34 240 25
Row?.. 17.59 21.76 .72 10.65 1.85 17459 9.26 11.57

&2

27

10

17

32

216
106.00



TABLE 3.13

TaBLE OF_JISTQ'ﬁ DAY OF WLEK " 3ITALON NOT aT VYATk 5T9AC

KEY: D=Hi§"CS“Er 1=WERTED THANGE, 22G00D(3) UNAVAILAHLE, 3=CONVENIENCE,
4=COMBINEZD TRIPy S5=NQ MAIN STORE, 6=FLRSCN{S) UNAVAILABLI,
T=CAI/VCH. UNAVAILEBLE, 8=STORT eTTRIBUTE(S) SCUGHT, %=0T4YZIR

REASen® NmoT AT ™Main STorRe (sge Kev)

PAY of
oAy < ) 1 z | 3 1 a | s | 7% 8 1 o ToTaL
———————————————————————————————————— A e i e e e e e e e e e A R e v
TUBSDAY | G | o 10 | 14 | 4 ] 1o | ¢ | o] 71 45
Row | 000 |  0.00 | 22.22 | 3l.1t | 8.59 | 22.22 | 0.80 | 0.00 ] 15456 |
b - ———— o e ——— e b ———— pm—— e ————— A ——— e —— - ——————— *
FRweAY 1] S | 4 | 13 | 6 | s | 11 11 3} 45
Row?, | 2,22 | 11.11 |  8.85 | 42,22 | 13.33 ] 11a11 | 2422 | 2422 ] 667 |
o e e e i o e e ey e
SATURDAY | o | 7§ 26 | 12 ) 14 1 12 | 0| 2 | 7} 80
Row® | 0.00 | £.75 | 32.50 | 15,00 | 17.50 | 15.00 | 0.00 | 2.50 | B.75 |}
el hmmm g = - - ——————— e ———— + - - - —_—
TOTAL i 12 4 45 24 .27 1 3 17 170
Rows. 0.59 7.06 23.53 26447 14.12 15.88 0.55 1.76 10.60 100.00
¥ FoR RESPONDEMTS WHO GAVE 1 REASon oMLY |
W7 FoLLows 'S5’ SimceE FREmuvency For ‘& = o
TABLE 3.14
TIHE & MONCY ¢XPENDITURES AT sTo%Ts
- Ke HMEAN STANGAFRD HINIMUK MAXIHUH
1 SAPLE DEVIATION VALUE VALUE
STORES3 mmmmmemeemmmmmm e i et o L e im et
QURATION OF TRIP N0 STORE (MINS) 235 10.2 78 1.0 S5. 1
TIHC SPENT IH STORE (MINS) 244 1643 18.7 5.0 50.0
MONEY SPENT IN STORE (POUNDS) 294 15.7 12.3 0.0 73.0
STORESS ==mmmm—mwew o i e fmm e —————————
DURATION 2F TRIP TO STORE (HINS) 65 7.8 66 2.0 30.0
TIME SPENT IN STORE (MINSX &7 26.% 1643 50 96.0
MONEY TPENT IN SYORD (POUNDS) &6 12.7 3.6 1.0 40.0
STORES6 —~-——omecummmmmm—e e m = — e e —m s dmmmmmm i = mm s m = e = m = — e e
DURAT ION OF TRIP B STORE (KIKS) 255 12.5 3.7 ' 2.0 6540
TIME SPEKT IN STOAEZ (HINS 269 39,1 20.4 10.0 95.0
MONEY SPCNT IN SPORI (POUND3) 269 2545 13.4 3.0 9.0
STORE =B, =mwmsmmmmmm o mm o e e e i i e e e e i e e
" QURATION OF TRIP T:0 STORE {HINS}? 233 Se & Bak 2.0 45.0
TIHE 3PENT IN STORE (MINS). 235 37.4 170 Se0 . 500
MONEY SPLNT IN STORD (POUNDS) 237 13.7 11.3 1.0 6546
STORE =9 =wmm===- . - i e e e s e ----—---‘- ------ o A s B e e et e s s e e Bl
OURAT ION GF TRIP TO STORE (MINS) 225 Yot Ta2 0.0 6040
TIME SPEMT IN STORE C(RINSX 223 3T.1 16.9 S0 99,0
HONEY SPERT IN STORI (POUNDS) 222 . 15.0 11.3 1.8 6640

33



TapLy 3.1%

TRIP ORIGIN TH STORE DISTANCLE FOH "HAIN STCRE™ ShGPFERS (BY STGRE)

N, MEAN STANDEAD PIRIHUS EAX LRy
™ SAMPLE CEVIATICN VALUL VaLug
STOREZI mmmmm o e s i m e m e o e e o e e e e tm i ———_———
CROW-FLY DISTANCE TRIP ORIGIN-STORE(KH) 169 2.5 3.3 Da1 23.2
STORE=S ~——roceer— e e R e L E e L R e e
CROM-FLY DISTANGE TRI# ORIGIN-STORE{KH) 47 1.2 1e4 0 © B.S
STORESE ———=se—mwm e mamm e o] o m i m i m m m i o s m e i - e
CROW-~FLY DISTANCE TAIP ORIGIN-STORE (KM) 212- 2.9 2.2 Cal Ly
STOREZE -———==mem e e e e e e e e e e e e e S S ——
cndu?FLv DISTANCE TRIP ORIGIN-STORE(KE) 166 2.3 1.6 Cel 11.0

STORESY ==rmre e e e e e e e e e e e e e e e e e e i i e e e

CROW-FLY DISTANGE TRIP ORIGIM-ETGRE(KH) 161 2.1 2.3 0 15.2
TABLE 3,15
TRIP QRIGIN TQ STORE DISTANCES FOR =“AIN STORE™ SKEOPPERS (BY H00%)
Ne. MEAN STORCARD KINIMUE RAXIKUM
W SAMPLE DEVIATION VALUE VALUE
ARRIVAL MODER] =—==m——- N frm e e o e o e e S o e B S PUSU N —
CRON-FLY DISTANGE TRIP ORIGIN-STORE (KH) 622 2.8 246 G.1 23.2

ARRIVAL HODEZ2 mammmm e o e e e e e e e e —

CROW-FLY DISTANCE TRIP ORIGIN-STQRE(KK) 22 2.1 1.0 0.6 4.5
ARRIVAL HODER3 mmmmmm o mfmm oo i o e R e i e e i
CROM-FLY DISTANGE TRIP OR IGIN-STORE(KI) 19 2.8 0.9 1.1 8,2
ARRIVAL MODEZ4 —=wm=-—-m i i e e e e m o e i e e e e i
CROW-ELY TISTANGE TRIP ORIGIN-STORE[KM) 96 0.6 0.3 ] 2.0

MoDE KEY 4= carR/varl 2 7ScHEDULED Bus 3= sHoPPER BUS 4= whALK

TABLE 3.17.

TRIP- QRIGIN TS STORE DISTANCES FOR "HAIN STORL™ SroPPERS (BY S5T0RC)

Ne. MIAN STANDARD RINIMUM HAX LMy

N SAMALE LEVIATION VALUE vaLyuzZ
STORE =3 e e e mem e —mmm— e mm— e el e ——
CROU~FLY DISTANGE STORE-HOHE(KN) 07 2.5 2.2 0.1 1law
srcﬂs_s o ’_' o aan e w e —— A S SO U -—
cnau-FLr n:srana- STORE-HOME(XH) . - 47 1.0 e . B 5.2
STORE=S ——uﬁ_—------*-—-q------*—-q-------——--~---~----4———e; --------- meeem e ———— Memmmmmeen —————
f'-FLv DISTANGE STORE-HOMEC(KA) - - 209 2.9 2.5 © 0. 156
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oty 3.1

HEAN IMPORTANCD Sl4Lc VELIING FOE Dals

(SORTLD IN

5TIRZ=D

STORE=S

STORE=6

STORI T

STORE=9

DUSCLNIING DA0LFE JF RIAN)D

iTeH

QUALITY OF GODD3
LOWER PRICES

WIOE CHOICE/SCLECTION
FAST CHECK=DUTS

PARKING FACILITIZS

EASE OF GETTING TO 3Y CAR
OPENING HOURS -
STORE LAYIUT

CHEAF PETROL AT THE STORE
G00D BUS SERVICE

FREE SHOPPER BUS

OTHE® SHOPS NCARBY

1TEA

QUALLITY OF GoODS

LOWER PRICES

WIDE. CHOICE/SELECTION
FAST CHECK=QUTS

STORE LAYOUT

OPERING HOURS

PARKING FACILITIES

EASE OF GETTING TO BY TAR
GOOD. BUS SERVICE

FREE "SHOPPER BUS °

OTHER SHOPS NEARBY

CHEAP DETROL AT THI STORE

ITEN

QUALITY OF GOODS

LOWER PRICES

WIDE CHOICE/SELECTION
TAST CHECK-DUTS

PARKING FACILITIES
IPENING HOURS

EASE OF GETTING 70 BY [aAR
STORE LAYDUT

CHEAP PETROL AT THt 5T03%
600D BUS SERVICE

FAEE SHOPPRER BUS .
OTHER SHOPS NEARBY

R

QUALITY OF GOOUS

WIDE CHOICE/SELECTION
LOHER PRICES

PARKING FACILITIES

FAST CHECK-OUTS -

EASE OF GETTING TO BY CAR
OPENING HOURS

STORE LAYQUT

" CHEAP PETROL AT THE STORE
DTHCR SHOPS NEARBY

GOO0D BUS SERVICE

FREE SHOPPER BUS

ITEN

QUALITY OF .B00DS
LOWER PRICES™ =
WIDE CHOICE/SELECTION.
FAST CHECK<DUTS

PARKING: FACILITIES

STORE "LAVOUT

EASE DF-GETTING T3 BY TAR
OPENING ™ HOURS

_GUOD BUS SERVICE

CHEAP PETROL 'AT THE STORE
FREE SHOPPER.BUS '
OTHER SHOPS.NEARBY

35

{BY SGTARIY

TaYY

4 o 3t
4.26
4,17
J.74
3. 62
3.25
3.19
317
2.03
1.658
1.60
1.5%

HEAN

433
4,23
4 e 04
3.85
3.03
2.93
2.82
2.82
1.51
1.72
leb3
1.58

HEW N

4440
4,31
4425
4.12
3.E5
J.30
3. 2B
3.10
2486
1.55
1«95
14352

MEAN

EEL )
4a23
.18
3.5%
3.33
347
3.30
3.10
2a49
2.00
1.93
1.60

HEAN

4,38
4.19
4218
sl
3-59
3438
3.17
3.10
1.76
ia 74

1e73

1.52



Fadll 3.19

MZAN IMPORTANCI SCALT VALUES F33 0.18 (Y CISTI'N ZAY OF 4IEK)
(30RTED IN DESCENDiING JRITR OF MIZ&N)

DAY OF MWECKSTUESDAY

FRIN.] MEARN
~ QUALIYY OF GOODS - 4att]
LOUER PRICES 4,27
WIDE CHOICE/SCLLCTION 4417
FAST CHECK-QUTS 3.95
PARKING FACILITIES - 3.82
EASE OF GETTING TD BY ZAR 3.14%
STORE LAYOQUT 3.11
OPENING HOURS 2.74
CHEAP PETROL AT THI STORL 2.37
‘GO0D BUS SERVICL 1.54
OTHER SHOFS NEARBY 1.66

FREE:SHOPPER BUS 1.63

DAY OF WEEK=FRIDAY

ITEM KELN
QUALITY ~OF. GOODS 4440
WIOE CHOICE/SELECTION 4.23
‘EOWER 'PRICES ' 4522
-FAST:- SHECK=QUTS. . 4.03
PARKING FACTLITIES 3.75
OPENING HOURS . - 3.56
EASE OF GETTING TO BY CAR 3435
.STORE LAYOUT 3.13
CHEAP PETROL AT THE STORE 2.23
600D BUS SERVICE 1.85
FREE SHOPPER BUS 1.73

‘OTHER SHOPS HNCARBY 1.6

DAY OF WECK=SATURDAY

ITEH . HERY
QUALITY OF G0ODS 4.33
LOWER PRICES 4.23
MIDE.CHOICEZSELECTION 4418
FAST CRECK=QUTS '3.95

- -PARKINGZFACILIT IES 3.77
EASE OF GETTING TO BY CAR 3.26
"STORE. LAYOUT 3.18
OPENINS HOURS 3+17
CHEAP PETROL AT THE STORE 2.27
‘GOOD-BUS SERVICE 1.83
FREE. SHOPPER BUS L.77

OTHER SHOPS NEARBY 1.66
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.,

TAHLE 3.20

HEAN IMPORTANCE SCALE VALULS FGR Q.14 Uy U3I0E OF ARRIVAL)

ARRIVAL MODE

=CAR/VEN
ITEH KEaN
QUALITY OF GOODS 4.38
LOMER PRICES 4.21
WIDE CHOICE/SELECTION 4,15
FAST CHECK-OUTS 4.04
PARKING FACILITIES 3.92
EASE OF .GETTING TO BY CAR 3.45
OPLNING HOURS 3.25
STORE LAYOUT 3.20
CHEAP PETROL AT THE STORE 2.34
. GOOD BUS- SERVICE 1.63
FREE SHOPPER-BUS. - 1.60

OTHER  SHOPS 'NEARBY 1.60

ARRIVAL HODE=SCHEDULED BUS

ITEN: HEAN
QUALCITY™OF GOODS 4,65
HIDE‘EﬁOICEISELECTIOM Aa 46
LOWERPRICES 4.35
FAST; CHECK-QUTS. 3.96
00D BUS - scnv:ce “3a3h
"STORE,.LAYGUT.. o 13208
FREESHOPPER BUS 380,
OPENING:HOURS .. . -2eTT
PARKIHGSFACILITIES . 2.6%

EASED ETTING. TD BY TAR 2.23
CHEAP .ETRDL AT THZ STORE 2.08
OTHER - SHOPS NEARBY 1.83

RRRIVAL HOOE SHOFPER BUS

s

T MEAN

rrrn
LOWER PRICES - 4,30
FREE. SHOPPEZR. BUS © &.30
WIDF CHOTGE/SELECTION 4.11
QUALITY OF. GOODS 4.00
500D BUS SERVICE 3.55
FAST CHECK-OUTS 3.22
OPENING HOURS 2,77
STORE. LAYOUT . : 2.22
PARKING FACILITIES 1.62

CHEAP..PETROL AT THZ 5TJ3% 1.62
EASE.OF GETTING TO BY CAR 1.50
OTHER .SHOPS .NEARRBY 1.50

ARRIVAL MIDE=WALK

rTEM . HERN
QUALITY OF GOODS i§ahh
LOWFR PRICES 433
WIDE CHOICE/SELECTION 4. 23
FAST CHECK-QUTS 3. 95
OPENING HOURS - 3413
STORE LAYOUT 3.02
PARKING FACILITIES 2. 45,
G000 BUS SERVICE 238
EASE OF GEYTING TJ BY CAR 2.21
FREE SHOPPER BUS 2.12
OTHER SHOPS HNCARBY 1.90

CHEAP PETROL AT THZ STORI 1.8%
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TABLE 3.20
MEAN IMPORTAMCE SCALE VALUES FGR Q.14 (BY 43DE OF ARRIVAL)

ARRIVAL MODE=CAR/VEN

ITEX BEAN
QUALITY OF GGODS 4.38
LOWER PRICES 4.21
WIDE CHOICE/SELECTION .15

‘ FAST CHECK-0UTS 4.04
. PARKING FACILITIES 3.92

EASE OF GETYING TC BY CAR 3.46

OPENING HOURS 3.25

STORE LAYGUT 3.20

CHEAP PETROL AT THE STORE 2.34

5000 BUS.SERVICE l.63
-.FREE_SHOPPER..BUS. . _ 1.60

OTHER SHOPS- NEARB! 1.60

ARRIVAL MODE=SCHEDULED Bus

QUALTT 0F '600DS
uruz,uuoxcslssLEcrInu
LOWER: PRICES . -
FAST, CHECK=0UTS,
GUOOD''8DS ‘SERVICE"
STORE LAYOUT.. . -
FREESHOPPER BUS -
QPENING:HOURS .. . .
PARKIRGFFACILITIES”
EASE.DE-GEITING. TO BY CAR 2.29
CHEAP 'PETRDL. AT THZ STORE 2.06
OTHER -SHOPS NEARBY 1.563

ARRIVAL HODE SHGPPER BUS

ITfH R " HEAN

LOMER - PRICES -~ 3,30
FREE. SHOPPER. BUS T 4430
MIDE CHOICE/SELECTION a.11
QUALLIYY OF  GOODS 4,00
600D BUS SERVICE ~ 3.55
FAST CHECK-QUTS 3.22
DPENING HOURS 2.17
STQRE. LAYOUT . 2.22
PARKING FACILITICS 1.62

CHEAP.-PETROL AT THIZ 3703L l.a2
EASE OF GETTING TO BY CaR 1.50
OTHER .SHOPS NEARBY 1.50

ARARIVAL MODE=WALK

ITEM : uean
QUALITY OF GOODS 444
LOWFR PRICES 439
WIDE CHOICE/SELECTION 4,23
FAST CHECK-OUTS 3.95
"OPENING HOURS - 3413
STORE LAYOUT 3.02
PARKING FACILITIES 2. 45,
G000 BUS SERVICE 24364
EASE OF GETTING TO 8Y CAR 2.21
FREE $HOPPER BUS 2.12
OTHER SHOPS NEARSY 1490

CHEAP PETROL AT THE STORD 1.B%
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FIG 3.7 b
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FIG 3.9

PERCENTAG]
35

FIG 310

FERTETE INTNT]

sasasda.

saagaalaiaig

YURETUTE FRERTRUE T AT

STORE TO HOME DISTANCE

CRIGGENCY DESTRIBUTION - "matx STORE® SHOFPERYS

STorE ©

5 lacaal

]

PERCE NTAGE

3¢

Fu
th

ETETE FRERINE T FRTERRET NI INRTRNTRTY FUTETRTTN |

§

Y,

ALyl

L5 086.9 9.5 §2.% 1.5 12.9 3.7 04,5 15 3 16.3 17.3 16.5 3.5

b
~

3

CROW-FLY DESTANGL STDRRE-HIME (K
ARRIVAL M

£ @ t f;S;] 2 !2@ 3 o 4
MAIN M2GES SHOWN = 1=CAR/VAN. P TCH.BUS. 35THIFRER BUS 4-WALK

o

STORE TO HOME DISTANCE

FREQUENCY DISTRIBUTION - "MAIN STCRE™ SHOFTERS
WITH FREOQUERLY GF YIS(7T TQ STORE SHOWR

STORE R

el

3.5 4.5 5.5 6.5 7.5 §.5 9.5 19.5 11-5 12.5 13.5 14.5 15.3 16.5 17.5 18.5 13.5

CROW-FLY D1STANCE STCRE-HOME (KM}

tEGenD: vISIT BT K2 [C33 ZZ4  BD40s

FREQ- OF YISIT KEY: i=3 OR MORE TIMES A WEEK, 2=TWICE A WEEK.

3-OMGE A WK.#=ONCE A FORTNGT.S=ONCE A MTH.6=LESS OFTEN.741ST VISIT

42



: STORL TO HC’\H 1)1\1 ANCE
FIG S'II Lp[n\,[m}\ Lidtinees, _ RS

RO ES I g '-’,'E-:'- LHIIN

STORE &
PERCE NTAGE
50
ao—:
N
40-_' § - - -
3¢ \
N
N
2
19 %
] _i — M . g
.o - A5 3.7 6.5 7.5 5.3 9.5 i0.% ii.9 12.513.3 14315 5165 07 u 35

{ROK-FLY DISTANCE 3TORE-HJIME (KM

LEGEND  ViISIT % [NENI 13 77z 4 3 5
FREC. 0F ¢i5IT KEV: 1-3 OR MORC TIMES A MEFK. 2=TWICE A WEFK.
e n ok NG R FDRTNGTL3OGNCE A MTH.ALESS OFTEN.7-i§T VISiT

FIG 3.2 STORL TQ HOME DISTANCE

FRECUENFY Di«<YH 1LY 2 “AIN STRRES JW”““EP

W3 ThoTprRa st EiT T0 ATORE GHA

BER SN TAGE, $TQQE o

P

RS

N

A
Z
2

@%m!—lmr—.'_- A—l—.-. S

5.3 7.5 6.5 9.5 12.5 1.5 §2.513.% 1.3 15 3 15.3 7.5 i6.5 19.5
: CRCW-FLY DISTANCE STORE-HCHE (Kt
LEGEND: VISiT i Y] 2  m— 777 4 (XY 5 S35 FZ7

FRED. COF VISIT KEY: =3 OR MORE TIMES A WEEK. 2=TWICE A WEEK.
3-GNCE A WK.4=CNCE A FORTNGT.S=CHCE A MTH.5=LESS OFTEN.7:18T VISiT

o
WA

: B

o
W
w
]
[
o
wn

43



FIG 3.3

STORE TO HOME DISTANCE

EREGUEMGY DISTRIBUTION - "MALN STORE ™ GHOTTERS
WiTH CREQUENCY QF Y151 T0 CYORD SHOWN
PEREENTAGF STOoRE B
3 3
25
a0 ]
3 N
IS-E Z - _
19 3 S :
AN \
5 \ % S *\i
3 2N \
: S A il
3 s = —
e.0n 1.5 2.5 3.5 4.5 5.3 63 7.5 5. 9.5 i2.% il.0 12.5 13.% 14.5 155 16.5 7.3 i§.5 {35

FIG 3.14

LEGERD:

(RZ-FLY DISTANCL STQEE-HIME (KH)
fESEA 1 e [ i3 (Zr773 4

FREQ. OF vI15IT KEY: 1=3 OR MORE TIMES A WEFK. 2=TWICE A WEFK.
3-OMCE A WK.4=0HCE A FORTNGT,S-GNCE A MTH.5=LE3SS OFTEN.7-1ST ViISIT

By 5

VIsiT

STORE
SREGLENTY 4i ']

WOTH TRESIERCY

O I

7O HOME DISTANCE

“aAl% STORE" GHIFTERS
De yIL1T TD CTORE SHAWE

FERULNTAGE STORE ©
A -
%
36 _—
; i
28 4 .
I\ 7
N
AN |
NN ﬁ
RN oo L
c.% i.5 2.5 3.5 4.5 5.5 6.5 7.5 8.5 9.5 13.3 {1.5 12.5 13.% 14,5 13 3155 37.5 8.5 13.%

CROW-FLY DiSTANCE STOEE"HGHE(KH'

LEGEND: VISIT AT 2 s (2777 4

FREC. OF VISIT KEY: i3 CR MORE TIMES A WEEK. 2-TWICE A WEFK.
3-ONCE A WE—4~ONCE A FORTNGT.S5=ONCE A MTH.6-LE55 OFFEN.7-15T VISiT

R 5

PSS 1

44



FIG 3.15
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Fig3.18 Mean Importance Values for Queshoﬂ 14
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Fig3.19 Mean \mportrance Yalues I{or Yuesrion V4
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an3 20 Mean Importance Yalues for Queshom pal
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APPENDIX 1

UNIVERSITY OF LEEDS AND WEST YORKSHIRE MET.COUNTY COUNCIL
SUPERMARKET SHOPPING SURVEY

Dear Shopper,

We are conducting a study in West Yorkshire to provide
information for the planning of transport facilities at and to
supermarkets.

As part of this work we would like your help in answering this
Questiconnaire.

YOUR RESPONSE is most important and you can be sure that your
answers will be treated in the strictest confidence.

When you have completed the Questionnaire simply fold it
according to the instructions given on the back and post it to
us. NO STAMP IS REQUIRED as the Questionnaire is marked
FREEPQOST. ) :

If you have any gqueries regarding this Questionnaire please
contact Mr. Stephen Spinks at the address below or telephone him
on Leeds 431751 ext. 386.

Thank you for your co-operation.
\L.QQM&Q&__*
Professor K.M.Gwilliam {Director)
Institute for Transport Studies, Leeds University, Leeds LS2 9JT.

To £i1ll in the Questionnaire - Please tick ONE Qﬂ'pér guestion

unless otherwise instructed or provide written answers where they
are asked for - PLEASE USE BLOCK CAPITALS FOR WRITTEN ANSWERS.

TN CONFIDENCE

1.To the person answering this QueStionnaire: are you the MAIN
food and grocery shopper in your household?

[CJYES CJno E]Don't have a Main Shopper

- 3.What was the address of the place you set out from? (The

rgueMnan_g to the su] supermarket?“.. ........ carasssseruns wesee.Mins

2.Dbid you set out on this shopping'journey from-

[] Bome. . | . T 1Work
Somewhere else" (Please Speclfy)Il-llII..-.II.......I..E......O.

Postcode will be sufficient (1f known ), otherwise please give
the Street & District)

Business/Firm's name (If applicable)........ ‘....;.............J
Street t.vieerncresacnnnnas sresaans cesenanasa seesrereenanena rees
District.ieeecennsnans veases e P LPOSECOBE . i ertrceassnenan

4.Bow longrdld it take you to travel from the address given in

5.What was your MAIN means of transport to get to the supermarket?

JCar/van : ) [1Bicycle ' '

{TJscheduled bus ' M., blke/Moped/Scooter
‘[1shopper bus o [[Traxi - _
[CwWalk : ' If any other means was used

(Please SPECLIfY) cuvsncesansnncnnss

P.T.O.
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1f your MAIN means of transport was a CAR/VAN please answer
gquestions 6a & 6b. (Otherwise please continue from gquestion 7)

6a.0n your journey to the supermarket 4id you?:-

[IDrive yourself
[JTravel as a passenger in your own household's car/van

[CJTravel as a passenger in a friend's/neighbour's car/van
If none of these (Please specify).......... treresese .

6b.Did- you experience any difficulty in parking at the store?
If so what? (Please tick more than one box if necessary.)

[[INo difficulty [Opifficult to find any spaces
{1vehicles badly parked [INo empty spaces near store
entrance
Any other difficulty? (Please specify).eciiineriiiiinana.

7.How much time dld you spend in the supermarket? (ie. the time
you took between entering & leaving the StOre)......eeceeu... mins

8.To the nearest £, how much did you spend in the supermarket?

! 9.Which day is your household's USUAL MAIN food shopping day?

E]Mon. (] Tues. [ JwWeds. [ Thurs. (JFri. [(15at.

10.what reasons most frequently affect or influence your choice
of day for your household's MAIN food & grocery shopp1ng7

“ ¢ b " e e [ R R R Y N N N LR R I B R R S R R R I I S A A BN ) . s »

11. About how often do you (or a member of your household) v151t
this supermarket°

s times 3 week or more [JOnce a fortnight
[ 1Twice a week [1Once a month

[JOnce a week [ Less frequently
. , JFirst Visit

12.0o0 you consider this supefmarket (the one at which you
obtained this Questionnaire) to be your MAIN store for Food and

Grocery shopping?

[1YES {Please continue from. questlon 14)
I NO

If you answered NO to questlon 12 please ANSWER 13a & 13b

lBa.For what reason(s) were you NOT shopping at your MAIN store?

-------------------------

-----------------------------------------------------------------

13b.Where do you usualiy do your MAIN Food and Grocery shopping?
StOIF- Numf:.... ----------- BiWre B B B S S S S E RS EEEERTETEE RS P R S Y

Street..ieseenenncnns temar e canne Dlstrlct..f...., ..............

Please continue from question 14

A2




14. Please fill in ALL the boxes below to indicate how important
each item is when ch0051gg,a supermarket at which to do your
household's MAIN food & grocery shopping.

Give EACH item points out of 5 in the following way:~

Not Not very Very .
relevant important Important important Essential

1 2 ] 3 4 5

For example, if you consider "Store Layout" to be "Not very
important" you should put a in the box next to it.

[ Jstore layout [ JEase of getting to by car
E:]Late opening hours E:]Fast check-outs
[ Jrower prices T [ Jwide choice/selection
[ Jouality of goods [ JCheap petrol at the store
[ Jrarking facilities [ ]other shops nearby
[::]Good bus service- [::]Free shopper bus
15.How many people were in your shopping party?.........co0un00.
16.How many of these were children under 5 yrs of age?..........

17.How many people are there_iﬂ yvour household?

Number of adults ( 17¥rs & OVEr Yeweawsse
Number of children:(a) 5 to 16 YyrS.......:(b} under 5 yrs........

18. How many cars(including vans) does your household OWN?
(Please 1include vehicles being bought under hire purchase)

19.Are there any other vehicles in your household, such as
company cars, which can be used for private use? f so
many? ' _ T T

20.How many current car licence holders are there in your
household? (Please exclude learners)...“. ......................

21.Does your household possess any of the following? (Please tick
more than one box if necessary.)

(C1Fridge/freezer - [Jseparate fridge
{T1separate freezer [JNone of these

22.If you did not give your HOME Address in Question 3, could you
please give it here:— (The Postcode will be sufficient (if
known) otherwise please give the Street and District)

Street -..lll.lllll?.‘i...l...l’.-.....‘.-lu..ll' llllll lll._.l‘lI.I.l.l_
District.......... crbecssecsserenesene POSECOdC. st incrnansaiin

That completes'the Questfaﬁnaire. Now please turn to the 1ast‘
Page and follow the instructions on foliding the Questionnaire
Pricr to posting it back to us by FREEPOST
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STAMP
REQUIRED

Mr.S.P.5pinks,

FREEPOST :
Institute for Transport Studies,
The University of Leeds,

LEEDS.

LsS2 9JT.

THANK YOU FOR.TAKING THE TIME TO COMPLETE THIS QUESTIONNAIRE - IT
IS MUCH APPRECIATED. NOW PLEASE FOLD IT ACCORDING TO THE FOLD
LINES SHOWN ON THIS PAGE (REMEMBER TO KEEP THE ADDRESS TO SEND IT
TO OUTERMOST) AND THEN SIMPLY POST IT. NOQ STAMP IS REQUIRED AS
IT IS ALREADY MARKED FREEPOST S :
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var . Col.

No. No.
CARD No. L

1 1-4

2 6

3 8-9

4 10-11

5 13

6 15-18

7 20-21

APPENDIX 2

SHOPPER QUESTIONNAIRE SURVEY

CODING MANUAL

Description (with VARIABLE NAME)

Ty o —— o ARA R il ok . o o o o o i o e e Y W o A P U S i S o A g T 1t

Serial Number QNUM

Code xxxx Serial No. from g'aire

Store Number STORE

Code 3 Morrisons, Mayo Avenue, Bradford

5 Morrisons, Canterbury Avenue, Bradford
6 Asda, Fartown, Pudsey

8 Morrisons, Victoria Centre, Bradford

9

Hillards, Idlecroft Road, Bradford

Day of Month of g'aire distribution DAYOFM

Code 01 to 31 for day of month
_M Unknown/Indeterminate etc.

‘Month of gq'aire distribution MONTH

‘From Survey Record Sheets

Code 05 May
06 June
_M Unknown/Indeterminate etc.

Day gﬁHWeek of g'aire distribution DAYOFW

From Survey Record Sheets
Code 3 Tuesday
6 Friday
7 Saturday
M Unknown/Indeterminate etc.

Time of Day of g'aire distribution TIMEOUT

Code hhmm Time ending from record sheets (24hr}
M Unknown/Indeterminate etc.

Day of Month of Date StémE,STAHPD

Code 01 to 31 for day of month
_M Indeterminate

A5



8

10

11

12

22-23

25

27

29

31-37

from:- TRIPO

Month of Date Stamp STAMPM

Code 05 May
06 June
07 July
08 August
09 September and thereafter
M Indeterminate

Date Stamp Estimated/Not Estimated STAMPEST

~ Code 1 Estimated

0 Not estimated

Q1.To the gerson answering this Questionnaire:
are zou the MAIN food and grocery shopper in
your household? SHOPPER

Code 1 Yes
2 No
3 Don't have a Main Shopper
M Missing
N Invalid (ie. More than 1 box ticked)

Q2. Did you set out on this shopping journey

Codé 1 Home
2 Work

If "Somewhere else" specified:

Code "3 School

4 Friends/Relations

5 Other Social/Recreational
6 Other Shops

7

Other

Missing

Invalid (eg. Home ticked but
address/post-code given for Var.No.l2
‘does not match that given for Var.No.57)

= =

03. What was the address of the place you set
out from? (The Postcode will be sufficient (1f

‘known), otherwise please give the Street &

District) ADDRESSO

Code xxxxxxx the postcode given or derived from
the address or firms name '
M Missing
U Information given insufficient or
—~ " address out of study area
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13 39 . Postcode Given/Not Given (to Var.No. 12}
POSTCODE -
Code 0 If Not Given
1 If Given
2 If complete address given but without
Postcode; or where ONE Postcode only
applies for the street/road etc. given

14 41-42 Q4. How long did it take you to travel from the
address given in guestion 3 to the supermarket?
TRIPTIME
"Code mm time in minutes (If >99 put nggw)
M Missing

15 - 44 Q5. What was your MAIN means of transport to get

to the supermarket? MODE

Car/Van

Scheduled bus
Shopper bus

Walk

Bicycle
M.bike/Moped/Scooter
Taxi

Other

Hire Car

Missing

Invalid (ie. more than 1 box ticked)

Code

ZE OO W N

16 46 Q6a. On your journey to the supermarket did
' you?:- CARBORN '

Code 1 Drive yourself
2 Travel as a passenger in your own
household's car/van :

3 Travel as a passenger in a
friend's/neighbour's car/van

4 None of these

0 If Var.No.1l5 <> 1

M Missing

N Invalid (ie. If more than 1 box ticked)

Q6b. Did you experience ang}dlfflculgx in.
parking at the store? If so what? (Please tick
more than one box if necessary.)

Code for each: I If ticked

0 If unticked or Var.No.1l5<>1

M Missing (ie.Var.No.l15=1 but
boxes here left blank)

AT



17
18
19
20
21

22

23

24
25

26

27

48
49
50
51
52

54-55

57-58

60
61

63
64

No difficulty NODIF

Vehicles badly parked BADPK

Difficult to find any spaces ANYSP

No empty spaces near store entrance NOEMP
Any other difficulty OTHERD

Q7. How much time did you spend in the
supermarket? (ie. the time you took between

entering and leaving the store).....mins
INTIME

. Code mm time-in minutes (If >99 put "99")

M If Missing

Q8. To the nearest £, how much did you spend in
the supermarket? MONEY

Code xx £ {pounds)
M Missing
N Invalid

Q9. Which day is your household's USUAL MAIN
food shopping day?

First Usual Day Given USDAY1
Second Usual Day Given USDAY2

Code for Var's 24 & 25 as follows:-

0 If NO main shopping day "none" oxr

"varies", etc.

(See response to (0.10) OR where more than

2 boxes ticked.

NOTE: where ONE day only is tlcked put

"0" for Var. 25

Monday

Tuesday

Wednesday

Thursday

Friday

Saturday

Missing (Only if response to Q10 ALSO
Missing)

RN I - S - U N

Q10. What reasons most frequently affect or

influence your choice of day for your
household's MAIN food & grocery shopping?

First Main Rgason Given REASON1
Second Maif Reason Given (If any) REASON2
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28

29

30
31

i1l

o

66

68

70
71

Code 1 No usual day/None/Varies/No reason/etc.

2 Need to replenish/Food for weekend/

Near weekend/Béfore weekend/etc.

3 Time availability/Work hours dic-
tate/Regular day ({(or part day
off/Conven t/Su1table finish/Late
opening/Early finish (from work)/etc.
Other person(s) availability
Transport/Car/Vehicle availability
Habit/Routine/Traditional/Custom/etc.
Quiet time or day at store/Less
busy/Easier to
park/Less crowded/etc.

8 Pay day/Money related/Pension day/Collect
dole money/Unemployment benefit/Social
security/etc.

3 Other '

-0 For Var.No.27 - where one reason given
only

M Missing

-~ Y LN s

Q11l. About how often do you (or a member of you
household visit this supermarket?) VISIT

Code 1 3 times a week or more

Twice a week

Once a week

Once a fortnight

Once a month

Less ‘frequently

First visit

Missing

Invalid (Where more than 2 boxes ticked)

ZEX U WM

012. Do you consider this supermarket (the one .
at which you obtained this Questionnaire) to be
your MAIN store for Food and Grocery shopplng9
MAINSTO
Code 1 Yes

2 No

Ql3a FPor what reason(s) were you NOT shopplng at'
your MAIN store? _

First reason NOTREAl
Second Reason (If not given code as “0“)NOTREA2

CODER 2 If response to Q12 is "YES" code 0 for
Var's 30 & 31

Code 1 Wanted a change/Variety/etc.
2 Good{s) not available at Main

A9



32 73-79

CARD. No.

store/Good(s) more expensive at Main
store/Particular or certain items sought
or bought/Comparing prices/Wider
selection than Main store

3 Convenience/Not in Main store
vicinity/Too far/Not near home/Nearer to
work/Not usual day/etc.

4 Combining trips/Qther trip purpose/En
route elsewhere/etc.

5 No Main store/Alternate with one other

store or complements with fresh meat/veg.

from town or market etc.

Other person not availlable

Car/Vehicle not available

Petrol not available at Main Store/Other

attribute {eg tyre bay) not available at

main store/Cash point at this store/etc.

Other ‘

For Var.No.31l -where one reason given

only and response to Q.12 is "NO"

Missing (ie.If response to Q.12 is "NO")

Invalid (ie.Response not pertaining to

Question.)

O~ Oh

oW

z =

Ql3b. Where do you usually do your MAIN Food and
Grocery shopping? ADDSTO

Code xxxxxxx Postcode derived from Store name
and address

M If M1551ng (Only where response to
Ql2 is "NO")

U If store name/address given does
not correspond with an actual store
or does not permit identification
of a store (ie. unclear or

. imprecise)

0000000 If response to Q12 is "YRg" QY more
than one store given or a market or
town centre given

END OF CARD No. 1

— i ——— —rh T TE 8 i ol e e}y Tt = PP o e e T — A A A i ok st b T S i i et

0l4. Please fill in ALL the boxes below to
indicate how important each item is when
choosing a supermarket at which to do your

~ household”s MAIN food & grocery shopping.

Code 1 to 5 as given

M Missing _ _
N Invalid {(eg. ticked instead of numbered)

at0



33 1 Store layout LAYOUT
34 3 Late opening hours CHOURS
35 5 Lower prices PRICES
36 7 Quality of goods QUALITY
37 9 Parking facilities PARKING
38 11 Good bus service BUSS
39 - 13 Ease of getting to by car EGTBC
40 15 Fast check-outs CHECKOS
41 17 Wide choice/selection CHOICE
42 19 Cheap petrol at the store PETROL
43 21 - Other shops nearby SHOPS -
44 23 Free shopper bus FREEBUS
45 25 Q15. How many people were in your shopping
party? PARTY
Code 0 to 9 (If >9 put "9")
M Missing
N Invalid
46 27 Ql16. How many of these were children under 5 yrs
of age? UNDERS
Code 0 to 9 (If >9 put "9")
M Missing
N Invalid
Q17. How many people are there in your
household? '
Code 0 to 9 (If >9 put "9")
M Missing CODER : Code Var's 48 & 49 as M
(ie.Missing) only if
Var.No.47 is Missing
Otherwise put "0"
N Invalid '
47 29 Number of adults ( 17yrs & over ) ADULTS
48 31 Number of children ( 5 to 16 yrs ) HHOLD516
49 33 : Number of children ( under 5 yrs ) HHOLDUS
50. 35 Ql8. How many cars(including vans) does your.

household OWN? (Please include vehicles being-
bought under hire purchase) OWNCARS

Code 0 to 9 (If >9 put "9")
M Missing
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51

52

53
54
55
56

57

37

39

41
42
43

44

46-52

N Invalid

Ql19. Are there any other vehicles in your
household, such as company cars which can be
used for private use? If SO how many?
COCARS
Code 0 to 9 (If >9 put "9")

M Missing CODER : Put "M" only if Var 50
is also missing
Otherwise put "0"

N Invalid

Q20. How many current car licence holders are
there in your household? (Please exclude
learners) LHOLD

Code O to 9 (If >9 put "9")
M Missing
N Invalid

Q21l. Does your household possess any of the
following? (Please tick more than one box if
necessary.)

Code 1 If ticked
0 If unticked

Fridge/freezer FRFREEZ
Separate freezer SEPFREEZ2
Separate fridge SEPFRIDG
None of these NOHNE

Q22. If‘you did not givé your HOHEIAddress in
Question 3, could you please give it here:— (The
Postcode will be sufficient (if known) otherwise

. please give the Street and District) HOMEADD

Code xxxxxxX Postcode as given or derived from
address (From Var.No.l1l2 if "Home")
M Missing
N Invalid
U Insufficient info. given or out of
study area ' S
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L

58

59

60

61

54

56-58

60

65-68

Postcode Given/Not Given to Var.No.57 PCHOME

Code 0 If not given
1 If given
2 If complete address (less postcode) given
OR where ONE postcode applies to
street/road/building only

Vehicle accumulation ACCUM

- Code xxx No. of vehs. at or immediately prior to

time of g'aire distribution - as shown
on record sheets
__M Indeterminate/Unknown

Survey Session Weather WEATHER

Code 1 Light Rain, short duration
[13 11}

2 Intermittent

3 " " Prolonged

4 Heavy " Short duration
5 " " Intermittent

6 " " Prolonged

7 Dry throughout
M Unknown

Questionnaire Code Number CODENUM

Code 1lst. Q'aire =1, 2nd. =2, etc.
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