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Abstract:

This study is an attempt to determine the rural consumer buying characteristics in the retail market. It
deals specifically with problems related to the reasons why farm people patronise certain retail stores
and is based on the opinions of rural persons.

A survey of 85 farm families was conducted in November, 1941 in the rural trade area of Livingston,
Montana. It is believed that the sample cases interviewed were representative for the area in terms of
certain indexes. Forty-six commodities purchased for farm, household and personal use were included
in the survey. Normal or typical buying characteristics of these farm families were analysed.

The families studied patronised 198 retail stores in making 2,440 purchases. They made 40 percent of
their choices between stores on the basis of price advantage, 34 percent on the basis of convenience,
and 26 percent for social, personal and merchandising reasons. Type of commodity purchased, type of
store patronised, and site and location of trading centers influenced farm family choice of retail store
patronage. Gross farm income, size of farm and family, distance from trading center, type of farm
enterprise and tenure status of the farm operator were other factors influencing choices among stores.

In the opinion of the interviewer, the farm families surveyed, as a group, did not desire fundamental
changes is their retail buying market. They tended to regard their patronage problems as individual
matters and sought to adjust themselves as best they could. It is doubtful whether, in the near future,
group pressure for more efficient buying opportunities will come from these buyers. Social reasons
appeared to be strong underlying factors in determining the particular store and trading center
patronized. Social accommodations such as convenient rest rooms and waiting and visiting room
facilities would meet certain needs of farm buyers. Retailers who wish to adapt their sales facilities to
the needs and desires of farm families must consider rural family attitudes and other factors involved.
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4 $TUDY OF THE BUYIES ﬁﬁi‘iﬁz&ﬁ%ﬁﬁ“ﬁﬁ% OF TURY FATILIES
TN TR LIVINOSTON, BOWTANA, TRADE ARRA.

ABSTRACT

This study is sn atbempb bo debermine the vural conswier buying
characlerisbies in the rebail merket, It deals spocificslly with
problons related o the ressors why farm yevple patronize cerfaln
retail stores and lo based on the opimions of rural persons.

A survey of 85 form Pamiliss was gonducted in November, IS4, in
the rurel btrade aren of Liviogston, Montans, It is belleved that the
somple cases interviewed were ropresenbative for the aren in terms of
cortain indexos. Forbty-siz commedibies purchased for farm, household
and porsoml noe wers included in the swevey. Jermel or iyploal
buying choracterisiies of these faram families were amlyzed.

The Pamilics atudied patronized 106 vebail stores in meking 2,40
purchiasess They mads I3 porvent of tholir cholcys botween stores vn the
basis of vrice advanbage, 3l porcont on the kusis of convenionce, end
26 poreent for soeial, peovsunsl and merchondising reesons. Iyps of
commed ity purchesed, type of store palronized and size and loeation of
trading conters influonced farm family cholge of reball store pabronage.
fross Farm ineome, size of farm and family, disbence from deadiag cenber,
Hype of farm enterprise and binuwe gbabus of The farm opsrabor were
other Pactors inflvensing shoicos dmong stores.

In the opinion of the interyiewer, the form fmilies surveyed, as
& groups 4id not desive Fundsmental changes in tholr retall buying
waeket. They tended to repord thelr pabrosepe problems os iadividual
mabbers sad songht to adjust themselves an best they cewld. Ik ls
doubbful vhother, in the nser future, group prossure for wore ¢fflcient
buying opportunities will come fyom these buydrs.  Soelal ressons
appeared Ho be strong usderlying foctors lan determining the pariisulay
shore end trading conter patronisef. Socixl accormodations such as
convoriont resh rooms: and welbing and visiting room faeilitlos would
mest gorbelin noeds of form buyeors. Reballers who wish to adapt thelr
gales foeilisies fo the nesds nnd desires of farm families musk con=
sidor rural fanmily sbtbitudds and obther Pactors imvolved.
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Ferm Family Retail Buying

The modern farm family hes ava,ilabie a large mmber of retail s*bores‘
from which to purchase commodities. }/ Some of these stores emphasize price
. in selling their goods; while others emphasize service or quality as their
chief sales appeal., There proﬁably ars :E‘e‘&;r farm families who base their
choice of retail stores upon any single omne of these major appeals. The
thres bend to go together, In somé gtores 1&@9&" price.-means a lower gluality
-50 that price’ a;l,oné would be an inadequate guide in deciding where to buy.

| *;‘he‘ decision where to buy cannot easily, xicr alwajé s be measured in
money, ' Unlike the .industrial buyers, the rural consumer does not buy only ’
where & money profit is available. The}ura’.’i consumer may seleet certain
stores beéause of friendship for the proprietor or clerks, or beeause of the
quiek and cheerful service ren&ereq. The variety and quality of commodities
offered, or 'E;he size and arrangement of the display room may be important-
to the buyer., Some stores solicit trade upon a basis of sociél prestige.
Some consumers place savings of time and effort above savings of money.
Dthéfs emphasize price above any other considerations, at least, for certain
types of commodities.

The meny retailers whose business is maée up in large part of farm
trade are vitally affected by the extent and intensity of thesé various
rural consumer desires. Retailers need to know how these desires affect

their businesses. They 2lgo try to influence consumer desires., Most

1/ The term 'retail stores" &s used in Ghis study includes mail order
houses, ageneiss, private sellers, and all other rebail outlets.
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retailers who sell o rural families try to ’ada.pt their sales practices
and gervices to the needs end d'es:h;es of their customers. Kuowledge con- .

cerning the factors which are important *o farm families in msking retail

store selections is valuable o retailers in making adjustments to the

needs of these buyers. This study is an attempt to obtain some knowledge
of the buying characteristics of farm families as these characteristies

affoct their choiees of retail atores,

R‘eyiew of Literature .

A mejor first attempt to bring together in book fom the available
fagts concerning rurjal standards of living mé,;@la&e by Elli.s»Lore Kirk-
patrick. His book, The Farmer's Standerd of I;iﬁkngg was published in
1929, Dr. Kirkpetrick fc'mmi that of the valueé of ‘household goods used '
in one year by farm families in 1}. states, éxx Vawerage'éi’ ST perpent wag
purchased and L3 éemen’b wag furnished by the farm,,. f.’/ Dr. Jessie B,
Richardson, of the Depar’bmeﬁt of Hémé Eco@mics, Yontana Agriculbural
Experiment Station, found similar results from a .ls‘tudy of L0 Monbana farm

families- during 1929-30. é/ Several other studies show comparable results .-l_;__/

&/ Kirkpetrick, Ellis Lore, The Former's Standard of Livié:gg The
Century Company, New York, 192D, p. 68 )

z;/ Richerddson, dessie B., The Quality of Living in Montana Parm Homes,
From Accounts Kept by Forty Familios During the Jear 1929-30. Hontana
Agricultural Experiment Station Bulletin No. 2&0, 1932, p. 19,

Li/ Yon Tungeln, G. H., Thaden, J. B., Kirkpstrick, B. L., Cost of
Living on Iowa Farms, Iowa Agricultural Experiment Station Bulle®in Noe,
R, 1956, ’
- Black, J.D., and Zimmerman; {{.C., Family Living on Successful Mind= -
esota Farms, Mimesota Agriculbtural Experiment Station Bulletin 1o, 200,
1927, . .

Pish, Marion, Buying for the Household as Practiced by 368 Farm
Feamilies in New York, I928=29, CorTeIl UMiversity, Sgrlealtural Lx-

periment Station Bulletin 561, Ithaca, New York, 1933
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These findings, therefore, indicate that the major part of the eommodrtl 28
used in farm family living is being purchased in the retail maz!kem The
rural standard of living, theny is; closel:y cgz‘me.c'bad with rural counsumer
buying. One im;,:rorhazri: aspect of consumer buying is the problem of vhere
to buys. ' |

During the past four years several i mpar‘can:l: ©6llege texts on con=
sumer e&uca’ﬁion have been published. Ameng; ’chese are Nargaret G, Reidls

Consumers gnd the Market, from Towa Stabe i‘ollegs, and Jessie V. Coles”

The Consumer~Buyer and the NMarket, frcm the University of m:.ssoumg othey

books which recently have appeared include, The Consumer and the Economic

Order, by Warren €. Weite and Ralph Cassidy, dre, qf the Universities of

Minnesota and California, and Consvmption and Standards of Living, by

Carl C, Zimmermaen of Harverd Universiby.

The two books, Consumers and the Market, and The Consumer-Buyer and

the Market were found to be more useful in the present study than were
the o‘bhers.,‘ Eaeh of these booze:s contalned & gshort section desling with
the cnnsmnezz problem of where to buy. Dz'o Reld emphasized the three
ma.jof appeals of quality, service-and price which retail stores use %o
attract customers. In mddition, she emphasised the consumerts di:f’ficulty
in debtermining the guality of commo‘di*bies offered for sale.

Dr. Coles compared the types end q,uant’it'ies of commodities purchased
in chain stores and in independently owmed stores, She also analyzed the
offects of store aﬁd btrading center locabions upon the types and quantities
of commodities bought,

Another recent book in the field of consumer education is entitled,
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Doss Distribubion Cost Too Mueh?, published by the Twenbieth Century Fund.

This book inclﬁded a review of the costs involved in present markebing
methods, Hewever, it contained little information that had a di:'ec.t
bearing ﬁpon\ the problem of where to buy. Other bookss; bulletins and
consumer education maberials furnished additional information of a
general nature only. It is, therefore, apparent thet more detailed
information is unecessary on the factors involved in rural consumer choices
of where to buy.

The general objective of this study was to assist in finding such

additional information.

Purpose of the Study

This siudy, undertaken in November 1941, is a specific atbempt to
obtain information concerning the buying characteristics of a group of
farm families. _'é/ This meant cblaining information on the place of pur-
chase and the reasons why certain stores were selected by farm families.
The factual data, *bherefore;, were gecured from the buyers. The reasons
for baﬁronizing certain sbores ;were the -opihi:ms of i:hal buyers. This
study is, therefore, in the nature of & case deseripbion.

A second purpose of this study wus to discover what relationship,
if any; existed Lebween cerbain farm and fomily factors, on the one hand,
and famgr retail buying characteristics on the other. Such gquestions.

&s the following were comsidered: Do high. income farm families buy at

5_/ The term "buying characteristics’ as used in this study means
only those habits or methods of buying whigch relabted 4o the decision of
where to buy and to the reasons why certain stores were patronized.
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many retall sbores, and do farn‘z families always sesk price advantages?
What are the general attitudes of farm femilies concerning the retail
merketing sys*l:ém and éﬁggastidns for improvements? Whet obther phases
of farm femily store patronége need detailed study?
Eighw«-ﬁ”ive farm families in the tréda area of Livingston, Mcni:ana,
cooperated in the surirey., Porty-~six bommodities were included im the

schedules used for interviewiﬁg these farm families,

4

Hethodology

b

Commodities Included in the Farm Schedules, -- An attempt was made

to obtain data on the normal or typical buying characteristics of farm
people, _é/ .For i:his‘reasnm and in order to simplify the schedules
used, no abbempt waus made %o o'bta:‘;.ﬁ data on articles or c@modiﬁies
outside of the li6 which were believed to include the najor pert of Parm
femily commodity purehuses. In addition, only the usual place of pu~ -
. chase for any single .comodi’sy wes ineluded in the daba. If there wag
'.no usual place of purchase, informebion was obbained on the veteil store
most recently phtronizeé;

A preliminery study of the farm vecords from geveral different sypes
of Montana farms and ranches was made in order o determine which com~

modities wers beiilg purchased generally by farm familica. 1/

_6_/ The term "normal or typieal buying cheracterigtics” ag uged in
this study means those buying practices usually followed by the families
studied in deciding where to buy certain commoditios, '

%/ The terms "farm families” and "farins® will hersafter he used
o dedignate both farms and.ranches in the study,

Ll dl (o L 5
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The completed list of commodities was divided imbo three elassi-
fications for éonvaniez;ca and comparison purposes. These clagsifications
were as follows: (1) commodities for farm usep (2) eommodities for
household or home uss, and, (3) comoditi)es. for im_iividual or personsl
use. {See Appendix B)i“
The commodities purchased for i’arrﬁ use were: building materials,
fencing materials, farm machineryy farm tools, automobiles, trucks,
auto and truck supplies, suto fuels, truck and tragtor fuéls; feed
grains, concentrates, hays, seeds, and miseé}}anegugs farm equipment. f_s_/
Inciude‘d in the classification of coﬁunodi’cies- purchased for house-
hold or home use werer furmiture, kitchen equipment, i’resh and canne,d
veg;etables, i‘r'esh;r canned and dried fruits, breakfast .fooés; sugar, Llour,
meats, beverages, finished drygoods, tebleware, icitchemare and ailvm;-
ws.re; _‘;:)_/ Ki:tcheﬁ equipment included such items as stoves and refrig;
erators. Finished dry;goods ineluded curtains and bed sheeks.
. The commodities purchased for individuals or personal use weres
smoking articles,clothing for men, women, and ehildren, persox;:;;l articles
for men, women; children and the femily, unfinished drygoods , personal

display items, gifts and tonsorial serviees. Unfinished drygaoas in- |

§/ I‘arm income tax reporbs parms,t the listing of automobile
cost partially or wholly as farm oxpense. Many Parm families use theiy
automobiles exbensively for farm business. - Consequently, automo'blles
were included in the above list of commodities.

2/ A variety of grocery items was listed in order to fa.nd out
whether or not individual families tended to purchase all or most
grocery items at ond store,
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cl_udéd dress and pajama meberials, and persenal display items imcluded

watches #nd-jewelry. ’

1

Reasouns for Patronage, «- The first o’bjee_tive of the survey was to
obtain information upon where ferm family purchases usually were made, -
and the second was to ‘c'{etermine'"the reasons for patronizing certein re-
tail stores. Before any field 1:mrk was doney; a list was compilesd of alls
the reasons why a farm operator or adult members of his family might
purchase¢ at one retail outlet in preferencé to another. (See Appgndix &)
In no case are these the reasons for purchasing the commodity, but ares
the reasons for purchasing the cozqui’i:jr at a certein retail store. Thus,
a reason of lower price in the purchase of a hawmer did not mean' that the
hammer was purchased at a lower frice in preference to a shovel. I*l;
meant, instead, the hammer u;és purchased at.a esrtain store beéaus’e‘ the
buyer believed it to have been lower priced ‘there then at competbing stores.

fhis 1ist of reasons for puarchasing at one retail store rather than;
at another was wmwieldy. Therefors, the reasons were classified under
five major headings. Thess five wore designated as pric-;s,; conveni)ence,-
soclial, persomal and merchandising classifications. Definitions of esch
class heading wer.c—z necessary. Store pa‘hi‘onag;e on the basisg of; price wag
used to mean those sfore selgctions: by farm b;zysx‘s involving price sd-
vant;ages as the deciding 'f‘éc‘!;ora For ‘e:iampﬂle,\ if the price of the com~
modity purchased, or its price-quality relationship wécs considered by
the purchaser to have been the chief factor in ;ieeidi:fag; where to buy,
the store selection was assumed to ha%re keen deté:;'mined ont & price basis.

Where the prigé may have been considér’ed but was less importent then
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convenience of time or effort on the part of the buyer in chosing between
stores, sbtors, selection was considered to have been made on & couvenience
bagis, |

+ Store patronage by the buyer was classified as determined by soeisl
factors whers social considerations such as friendship for the propristor
ware decisije in deciding where to buy. If personally recognized likes;
dislikes and vagaries of the buyer decided which retail store was sélected,
choice of store was comsidersd to have been defermined on a persenal basis.
Where the byyer recoguized “that sales appealy or merchandising induce=
ments by the retaller were decisive in choosing the place of purchase,
the merchandising basis was considered to ﬁave besn ‘the basié for store
selection by the buyer, o

Commpdity'ﬁrice‘was the basis for the first nine reasons listed
in Appendix A. The next ten reasons were based primarily upon con-
vonience. Sdeial relationships between the buyer and the store pro-
prietors, elerks, or other buyers were the basis for the suééeeding ten
reasons.

The nine reasons folloﬁing these classified on a'soeial basis were
clagsified on a persoval basis sinece they invelved personal likes,
dislikes and vagaries. Reason No. 34 included those buyers who felt .
they had been cﬁeated'aﬁ one storey and made subsequent purchases at
anothef'or'other stores. Reason No. 35 involved price, but was pri-
marily a problem.of personal desires. It included those buyers who felt

an intense desire to secure bargaining "vietories" over the geller.

Reason No. 38 included sueh situations as the followingr4 (1) rea apples
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were accepted while yellow appies wers rejected, and; (2) white-shelled
eggs weore preferred to brown~shelled eggs. |

Reasons numbered 39 through L6 were included in the merchandising
classification because they dealt primarily with efforts of the store
owner or clerks to sell their commodities. It might be argued that the
most clever and efficient merchandising was not recognized as suech by
consumer buyers. This study, however, is not designed to measure whether
or not the reasons given by rural retail buyers were the motives that
the merchents intended to develop or convey to their patrons by way of
store selection., We are here concerned with only those recasons which
the rural buyers felt were their chief motives in choosing retail stores.

Certuin internal checks upon the data, end certain compsrisons with
the results of other studies similar to this were possible, and these
comperisons are discusséd later. Reason No. L7 was the only reason
classified under habit, and was, in reality, a duplicate ,ree;son;, though
an important o;rle, In each case of "habit", the chief reason for the
original purchase at that store was secured and included in the data
undsy ancther classification,

The enumerated reasons, e¥en though classified under:five héading;s P
still were awlward to use in {skge survey. Consequently, a code was
attached to the list, sach glass heading corresponding to}a letter of
the alphabet. Bach reason under a class heading corresponded to a
number. This code was used in recording date on the farm Hs’ehe{iules.

Addi‘biona; Ianformation, -~ It was recogni‘zed that various farm and

femily factors might have an influence upon the place of purchase and
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upon the reasoms for purchasing at certain retail stores, This necess-

itated obtaining informstion on the estimated gross incomea the size of
family, the distance from the pearest.tradiag center, the typs of farm-
ing enterprise, the teﬁure status of the farm operator, and +the size of
farm, foé each farm family interviewed. The gross cash ineome‘was de~
rived by totalling the cazh amounts reseived from the sales_of_variaus

farm products, 10/

' Doseription of the Survey T

"Area surveyéd. .- The'tradé ared. of Liviﬁgston, Montana, was chosen

as the survey locgale bacauéesifl) it presented several different types

of farms end ranches; (2) the total number of farm families in the rural

trade ares was sufficiently small that ¢ Limiteq sample could bo used;

(3) there were two small towns in the area and comﬁarisons with Livingston,

the county seat, were possible,

Livingéton, Montana, & Sméll city of about 6,600 population, is
located at the eastern foot of the Rééky Mounbaing. It is a meintenance
¢enter for the Northern Pacific Railrosd and the chief source of urban
employment is in the railroad shops, _Lecatéd on U. 5. Highway 10 at its
neaPegf point to the Yellowstone National Park, tourist trade is an

“important factor in svmmer retail business, Livingsfon.merchantah howevey,
‘ape not depeﬁdenﬁ Primarily ﬁpon this souree of trade, Their ehief

trade comes from the railroad workers and farmers,

'}2/ The gross cash income was used chiefly because total purchases
wore made from the gross income rather than the net income availeble.
In addition, the total eash income from farm;markeﬁings was believed to
be a more aceurate figure than an estimate of *he net income,
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The rural trade area of Livingston is well defined by.the bounder~

ies of Park Counby, which covers an aresn of 2,\462‘7 square ﬁiles and
borders on the no;th side of the Yellowstone Park., The trade areca
ex*l;e:qu about 35 miles sast, 50 miles south, 10 miles west, and almost
L0 miles north of the eity. (See figure i)m

The Absarcka and Galiatin Netbional Forests co?@% about 60 percent of
the county. This leaves happroximately i, 116 square miles of agricultural
land, The chief agricultural areas are located 'in ‘the Yellowstone River _ -
Velley, south and east of Livingston, and the Shield's River Valley north
of the pount}f seat, The rural trade arca tonds to ﬁe limited on the east,
" the south and. the west by mountain rs;.ngasa Consequently, the largest
numbey of fami}ies in the éample were found nc:ﬁh of Livingston, where
the dengity of +the. total rural farm population of Park Qouni'sy als;:a was
greatost, ' )

In the river valleys sre large and smaLll irrigated farms, and the
range .lands back from the rivers sre ubilized by large seale livestock
renching., Dryland wheat farming &s the‘p;incipal type of agriculture
in the northern part of Park County.

Two small fowns, Glyde Parl and Wilsall, located 20 and 28 miles,
respectively, north of Livingston, were included in the survey as ?ri~
mary trading centers, Hach had a popula:i:iem of ubout 300 people, Their
ferm trede was largely local since it was derived from farm Pamilies
located o lesser distence from them than from Livingston. The chief
services which these towns performed for rural retail buyers included

the furnishing of staple eommodities, Many of these commodities were
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furnished by general stores located in these towms, 11/

Two other small towns, Gardiner ‘and Cooke City are also locabed
in Park County, However, both of these towns aré dependent largély
upon tourist trade, They were pa.’crqnized, along;- with towns end cities
in other counties and other states as trading centers by 'blu'h a smell
number of the families in the S&'Iﬂplew' |

Sampling Method. -~ A sample of ten percent of the farm families,

or 65 families, in the Livingston trads area ﬁas secured through random
samplﬁ;ag; A random sgléction method seemed best adapted to the problenij
since it was known that many factors influence farm family buyinga A
stratified sample, b'ased on & proportional representation of the charace-
- berlstics found in the parent population would heve been & biased sample
since the factors influeneing‘bujing characterisbics were unknown,
Ai—'i:eﬁ the ten pex‘een't— sample, or’ 65 casesy was obtained, it appeared

thet high gross income and long distance from Livingston were important

factors influencing the farm femily’s decision on where to buy, To get
sufficient cases for cowparison af these two groups, it was decided %o

"visit 20 more farm houscholds, They wors selected from those families

_1_1_/ "The general store meets the day-to-day needs of the people
of the immediate commmity, It, therefore, carries many non~related
kinds of goods. Groceries are usually the most important part of the
stoek, Shoes and the more ceommon items of clothing as overalls, work
shirts, socks, underwear, house dresses, staple -yard goods, and mobions
may also be important items. Fardware and ordinary drugs and ‘boiletries,
tobacco, feed, coal, gasoline, and sometimes Ffurniture are carrvied by
many general stores. Dissemination of fashion information through
magazines, newspapers and the radio has practically eliminated the
distribution of fashion goods in general stores.” Coles, Jessie V.,

The Cousumew Buyer and the Market, John Wiley and Sons, Inc., New York;
19387 p. 169
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having higher inéomes and living gr;aater_ distances from Liwvringsi:olh,

Table T gz.ves some Indlcatlon of the degree of represen‘ca,tlveness
of the sample for the ayes. as & whole, Census deta were used ﬁo deseribe
the whole ftradé area, ‘:’wherevez- the census d"e.a.ﬁa elare different from the
do:l:& obhained in l:he s‘hudy, bhe difference .can be expla:med by ths
'addlh on of 20 farrn familiss “bo the original 65. The additional 20
households,na.d & larger proportion with higher gross Parm incomes. This
usually meant iarger farms. It 'i.sl, therefore, belisved that the sample
is representative of the rural ére&rs -of Park County in terms of the :;Lnn
dicated indexes. | ‘

Survey -‘Procedure. —- Retail buying for the farm, for the household

or home and for individual or pefsonal use ncfmal;y was done by one or
both of the parents in the family, "%‘Jherev’er possible, data were secured
from both ‘pa’ren’cs,\ but in a few cases it was mecessary %o aceept data

" from one parent or adult buyer.

Since the question of how much of each connno&:i*by wag purchased was
not of primary concern im this. study, all comodities were glven equal
'we.ggh’c in ‘the questlonna:.ra, The place of purchase of & refrlgerator ‘
wag counted egual to ’Lhe place of purchase of' an automob:.'l Ge Thls equal
we:.ghtlng of commo&it:.es might seen 1‘:0 be to the dlsadvantage of the
more expensivs, seldomwpur_chased cammoda.tles 5 and some consideration
is given later +o commodity t}ui.:;S‘:f."carences‘s

The rural buyer was asked whers each commodity usually was purchased
and why the purchase was made at uh@ s’core mentioned vather than at a

competing store. Informa:blon regarding purchases made more then a year
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TABLE o= THE FARM AND FAMILY CHARACTERISTICS OF THE 85 FARM
FAUILIES STUDIED IN THE LIVINGRTON, MONTANA, THADE AREA COMN-.
PARED WITH CENSUS DATA FOR PARK COUNTY, MONTANA.

Farm ond Femily

characteristics " Parme gbudied Censue deata
Percont Pareont
_ Gross form incomes :
$001h99 30 1 &/
$1500-5999 ‘ . L7 75
$6000=ghove 25 8.5
Sige of Femily | -
1-2 persons : 2l . )
Bl persons ' iy -
bemors pargons . g 22 o , &
Componition of fmﬁily o o
Aon 2?1 ‘ 35 .39 §/ .
Tomen & 28 , 26
Children - o ~ 7 A . 2%
Eype of farm . ) ,h s
Livestock ' 50 : o5
Piversified ' -3 S A e
frain 17 -
Tonure stabusg ‘ - -
Smers , : . RIS o T f-!-@%/
Parb=oumners . 19 R 20
Rentors “ 35 _ 37

E‘/ For 1939 Sources Fhe Sixbtesenth Uensus of the United States,
Agrienlturs, Montana, Thivd sorles, p. 23

33/ Pot available on A ocomparable basis.

‘ g/ Twenby-one yeurs of age or pver )

@/ Includer all persons living on farms for 1900, Source: Tbide,:
Conpug, Population, lontana, Second Serises, p. 65.

g/ Bouresz Ibid., Ceonoum, Agrienlbure, Menbsim, First Series, p. 19
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previcusly wes regarded as béing less re;l‘;'l.a‘ble, than that for~mor§“r_ecen‘b .
purchases, and was exelude’é from the data. )

There were no accurate reéordé‘ a%r_ailable -oi'; how many purchases of '
various commodities each f‘ami.ly-made during the year. ' Therefore; only
one .purchase of eao;h comnoﬁity listed in the farm scﬁedule was accepted.

In order to secure a more complete pieture of where farm femilies
'weré buyiné, there were Qisted two or more items under many of the
comnodity classes. Thus, under the building materials classification
weie listed lumber, cement, and paint, (See Appendiz B) and under the
gif’cs‘el'assifica‘cion were listed books , flowers and candy. If the family
‘had-no*b ,;_)ur'chased lumber or the first items under other commodity classes
during 19l » the next Jtems under the re;.speetive class headings were
suggeéted. If neither cement nor other items listed in second places .
had been purchased,- third place items were suggested. JIn ne case was
more than one item under each class of commodibises taken,

After the survey was complebed; & check was made of all of the re=
tail stores meni:ionéef in Living;g't:on,, Clyde Park end Wilsall, as well
as in other trading c;‘:erfce:r'sec fin some instences a single outlet was
Imqwn by several different names, and dupl'ication of stores was avoided
through this ehe'clai”e A.M&:‘i.l order houses and rebtail agents were checked

=

in & 1ike mammer.
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PART If: THE BUYING CHARACTERISTICS OF FARM
| FAWILIBS IN THE LIVINGSTON, MONTANA, TRADE AREA

Total ?ur’chasés liade by 85 Farm Families

The 85 farm families who cooperabted in the sbudy patronized 198
retail stores in buying the 46 commodities listed in the farm seheduleg,
(See Table':{:f)‘,#}_gf A bobal of 2,h510 purchases was recorded. The farm .
Pawily, on the ave:;’agé;, puréha{sec} ,5;8{.7 of the L6 commodities listed,
and used 15,5’&5&&11 stores in meking these purchases., In addition,
the family pureﬁ;sie& these commodities in 2.7 trading centers,

The farm.familias‘pg%rbnized,retailAstofes becauge of‘variqus
reasons ag follows: becauss ef‘ﬁéiee advantnge,. Lo percent; for con-
venien-ce, 3L, ;:Seraézi‘b;: f&z’ social reasons, 11 percent; for personal
reasons; five 'pe:;cranf;g and fjor merehandisiﬁg reasons, ten pereent,
Qne-f‘our'bh‘of the sﬁérc—z-seiecﬁnns wereé made bec‘ausé“ of hebib, .

ﬁ?rige and convenience, in that drlier, were the important bas‘eé for -
choliecs among stores for all types of purchases. However, ﬁhen oMl
parisons were 1\11&&6 among, different tﬁpes of purchases, several
dirferences were noted in the distribution of reasous for store patron-

age.

12/ These retall stores were located in 31 cities and Lowns of 12
‘states. The cities and towns includeds Big Timber, Billings, Bozeman;
Butte, Clyde Park, Columbus, Gallatin Gateway, Great Falls, Heolena, Lamrel,
Livingston, Martinsdale, Missouls, Red Lodge, Ringling, Toston, White -
Sulphur Springs, and Wilsall in Nontanas Boston, Cheyenne, Chicago, Den—
vor, Kansas Ciby, Los Angeles, ¥inmeapolis, Portland, Salt Lake City,.

San Diego, Seattle, Sioux Falls; and Spokane in other states.




TARLE IT.--THE TOTAL NUMBER OF PUBCHASES OF 85 FARYM E@LI;ELIES IN THE LIVINGSTON, MONTANA,
TRADE AREA, CLASSIFIED BY TYPE OF PURCHASE ANUD PERCENT DISTRIBUTION: QF
REESCHS FOR STORB P&TE@EAGE

. Porcent of Percem: dlstrl’ﬁutmm f Toasons LoT SLOre patronage

Type of Nimber of reasons given other then habit

purchase purchases as habit e/ TPrice Uonvenience Soocial Porsoneal Merchaxaﬁising Total,
Form . 687 - a7 I7- S - I - 01 15 100
Housshold 1,046 33 g - 3L 07 ol 06 300
Personal TOT 19 25 35 15 12 1% - 160

AT - | .

pul‘ehases 2,440 . 2L Lo Al 1 05 10 400

a:/ Habit, as o roason fov I}urahase, is & duplicate of The OUREr reasons. If BEPLT Was
given a8 e reason, the inberviewer obiained the reason for the original purchase of the item
- a2t @ particulsr store and included the reason umder another clasgification.

g

T




‘.,215.,.

Thus, almést’§6 pefqen% 6: the patronags of stores Sglling,hauseq
hold goodé was based upon pficeg in the bﬁyers’ opinions; For sﬁageg:
sélling;peisonal goodﬁ'this{figuéé*was,aﬁ‘pereehta Habit appesred o
éxert alétrong influence in the case of household éuréhasega Bocial
and merchendising reagons were influential in‘store pabronage for farm
and personal purchased.

ﬁfadiﬁ nmay haVG_beeﬁ‘aansidered{by many oflﬁhe retail_buygra in
selecting stbreéa Pow, hGWever; believeﬁ,it was the most important
factor iﬂ.their own deeisions of where bo buys Less than one percent’
of the purchages fecordeﬂ were made at gertain stores besause eredit
was the most important concgption. 13/

The emphasis given by farm family retanil buyers to the individual
reagons for sbore patronage showed extreme variationss (8¢e Appendix Ae)
The data showed'thaﬁ 25 percent of the farm femilies patronized certain
stores because of Reasom Al, or lower price for the commodity purchased.
Reason B3, or convenient store location; accounted for 20 percent of |
the ‘store patronage. 1L/ Reason 06, or friendship for the store pro=

priefbr or clerks; docounted for nine percent, Reason D1, or the pleas~

lﬁ/ "As & rule, these families were nob using installment credit
o finemce their purchases. They preferyed to buy on eagh torms. When
they had the cash available they bought the household erticles which they
wanteds but when cesh was not available, they preferrsd to do without
the commodities rather than mortguge their future inecome with a debb
sontracted by installment buying." Fish, Mariom, op. cit., p.81.

Uy ™rade in the smaller communities, even in drygoods sbores,
is coming more and more to be trade in middle~grade goods bought on a
convenience basis", Bigelow, Howard ¥,, Family Finance, J. B. Lipp-
incott Compamy, 1936, pp. 37-38.
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ing s_tyle of the commodity purchesed, accounbed for ~f‘:‘nre’ ;aez*cent, and

Reason EB, or availability of the brand of product wented, accounted for

six percent of the store selections mads. Reasoms 42 and A7, or high

quality of commodity, and high itrade-in~value, also were important.

The Relationship of Types of Commadities Purehased
T Bnd Favm Vemily Buying Cheracteristics

Farm Commodities. =~ There was ooné\i.derable variation in the pro-

portion of farm families purchesing the varlous farm commodities listed.

(Ses Table III). This varia"aién was indiesbive of Vvhe exbent of use
of a commodity, and the length of its use. For example, 96 pércen‘]s of
the families purchased sutomobile fuel at least onse during 1911, vwhile
16 percent purchased trucks.

The number of stores pabronized vaxfieé"bgmeén ;zdmodi'&y clagses
in much the same mammer as did the number of femilies pux'éhasing each
type of commodity. A small mmber of stores were patronizéd by farmers
purchasing farm tools;g-while aubonobile fuel was purchased at many
retail outlets, '

The price basis for atore pabronage was most imporbant in the case

of stores selling automebiles and tractor fuel, High trade~in values
for awtomsbilesy, and wholesale prices for traecbor fuel influenced this
tendeneys Farmers bought congentrates, such as stock salb, and hay
ehieﬂy‘on a 'aomie,nierme ‘basiéo Social reasons Were important o farm
buysrs in inatronizing; automobile fuel and hﬁlding‘ma‘berial gtores.
Personal reasons were unimporbant exeept o auwtomobile buyers, and mer-

chandising reasons were influential primarily for truck snd machinery
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TABLE III,--FARM FAMILY RETATL BUYING OF 16 FARM GOMMODITIES
CLASSIPIED BY TYPE OF COMMODITY AND PERCENT DISTRIBUTION
 OF REASONS FOR STORE PATRONAGE

Farm Number of Percent of Porcent aistribubion of reas
commodities purchases reagons given gong for store petromage
- * -ag habit b/ otheor than hablb
. A B ¢ D B Tobal

Building meterisls 63 .. 24 . 41 26 20 -- 14 100
Feneing meterials 523"' i 40 33 18 - 15 100
Farm iachinery 0. 08 38 08 02 02 50 100
Farm bools 46- - IT - 46 B8 10 == O7 100
Automobils 2% 12 - 84 OB ‘05 "o 18 o
Truck 14 15 48 07 07 08 30 100
Auto supplies 47 15 48 21 21 -- 12 100
Truck supplies B e L e me e e - —e

Fuel (awbtomobile) 82 22 © 27 29 28 4 13 100
Fuel (%ruck) 2 - R T S

Fuel (tractor) 63 18 60 18 18 == 06 100
Feed (grain) 36 15 37 37 13 -« 13 100
Peod (concontrates) 78 1) 3 40 B0 04 -- 06 100
Foed (hay) 28 e © 27 6L -- e 12 100
Sead - © 40 ‘, 22 49 18 15 03 15 100
Migec. egquipment 64 20 38 .52 15 =~ 1b 160
All purchases . 687 17 A2 28 14 0L 16 100

&/ A--Price CwwSocial mn~Mérehamdlslng

Be=(onvenience D-«Fersonal
b/ Hablt, a8 e reagon for purchasd, is a duplicate of the othey rea-
gons. 1f habitwere given as & reason, the interviewer obtained the
reason for the original purchese of the item at & .particular store and
included the resson under another elassgification.
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store patrouage, Farm machinery was bought largely on a brand basit.

Hbusehola Commodities= = Household enmﬁndities, largely grocery
itams,’were purchased af Isast once in 1941 by‘mﬁre,of the famiiies
studied than were either farmj or personal goods. (See Table Y. Store
?aﬁronage for reasons éf griee and habit alse was higher. Stors
patronage for fresh fruits and vage%&’ble_s was-&s*bez;mined primavrily oxn
‘the basig of high qua.lity for s:.m:‘r.lar priae§a Higher tradesin values
for farm prodnee accounted for but tem percent of the price reasons
for grocery store putromage. v

Social reasoms, generally, were less important to buyers of house-
hold goods than to buyers of other types of commodities with regaerd o
the;Ir choice of storesa Personal and mefchanéising re.asons wored ine -
fluent:.al in store patronage far furm:&ure, equipment, drysoods and
tableware,, or whc—&raver patte:n and style were important,

Personsl Gommodﬁ:zes, == The fam families studied 3,ndicate& ‘that

they considered cer‘ka:.n of “E:he commodities purchased for individual or"
personal use to be luxury goods, while others were staple necosaity
goods, Consequently, a wide variation was shown between aamodi{:ies.
as to ‘the number of sto_rés patronized and the emphasis given differem‘;
reasons. for store patronage. (Ses Table 7).

Price was conside;*ed by the buyers to be lems important, generally,
a3 & basig for.de'i:ermining; where to buy personal goods than ams a basis

" for either farm or household goody p’aﬁronag;e, Fifty percent or more of

the store patronage for mgarret{,es and personal items was det ermined
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TABLE IVe~~FARMY 'FM&Z,Y RETAIL. BUTING OF 17 HOUSEHOLD COMMODITIES .
-CLASSIFIED BY TYER OF COMMODITY AND FERCENT DISTRIBUTION
OF REASQOHS FOR STORE PATRONAGE

Poroent Aistribubtion of

B--Conveniente p..Porsonal

Tousehold Taber of ~Peroont of
comnoditios purchases roasons given reamsons for sbore pabronspgs
as habit b/ othor then habit
L B T T B Total
Fousehold furnibure - 35 T 04 - BR 1B 04 16 16 <100
Bousehold eguipment 35 09 4.‘6 b -= 12 37 100
Togatables {fresh)  77° - - 4% 56 3% 10 ~= 03 100
Vegetables (}e,a,xmed) 72 4B 50 38 08 == 04 100
. Pruit (fresh) ' - - 85 . P 5O 37 06 03 04 100
Fruit (cenned) 72 45 45 g0 o7 0z 03 100
Fruit (dried)- .80 . 45 45 42 08 02 0% 100
Breskfagt food ., .80 a4 B 48 44 06 - 0% 1%3@
Sugar R 50 41 06 01 02 100
Flour 82 S ' "‘?!_sg-,:‘-;-g’n\g 06 -- 04 100
Veats . 7@ iz 5% .28 10 - 10 100
Beversges - . 77 52 ‘43 45 10 s 02 100
Spices g . 24 51 37 16 -~ 02 100
Dry goods (finished) 53 . 1o 46 15 03 22 14 ioo
Tablaware 28 o7 35 26 -~ 51 11 100
Kitchenware R . 0. 40 g7 0z 20 11 100
Silferware - —— e e e s o
K11 purchases 1,046 33 49 34 67 04 08 100
8/ A--Frice C--Soo1al. L’f--Iﬁarrhanﬂlsn.ng )

h/ Hobit, as a reason for purchase, is & duplicabe of the other
reasons. I habitwere given as a reason, the interviewer. cbtained the
reason for the origma,l purchage of the item at a parbmuiar store and
included the reason under another classification.
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TABIE Vow-FARN FA"HLY RETATL BULING oF. 1% PERSONAL COMBiODITIES
GLA,S’SIPIBD BY TYFE OF COMMODITY AND BERCENT DISTRIBUTIOI\T
OF REASONS TFOR STORE PATRONAGE

' Pex;:'adnal : k Eumber oi‘ Porcont Of Poroomnt di6Lribution Of 16 6-
commodities purcbaq@s rensons given gons for stors patronage
© as habidt ‘b/ othey than hehit

, T8¢ 8 B Total
Smoking - ézi S U 12 8% 05 -~ 03 100 |
Personal (mem) 63 32 27 43 21 03 06 100
Persomal (woman) 85 15 27 43 1T 03 10 100
Porgonsl (children) 32 16 20 58 0 03 17 - 100
Personal (femily) 7. 24 P11 5L I8 0L 08 100
Clothing (man) g2 17 43 28 05 04 20 100
Clothing (woman) 0 09 28 19 10 40 03 100
Clothing (children) 51 | 18 . 43 | 31 02 58 16 100
Dry goqu(unfinished) 4, - 22 35 08 05 40 18 100
Personal displey e 12 37 19 06 19 19 100
Gifts | 9 o #5 - 03 26 1 06 BL 100
Haireubs 56 "29‘ ‘ e 24 34 25 08 100
Hair dressings . 48 18 19 ---m‘ 49 20 02 100
All Purchases 707 | 1 25 36 15 Iz 13 100

5/ A--Price ' TonBooinl  Eeslibrohend iaing

-

BesConvenience ~D--Personal -
;bj FKebib, as a reason for purchese, is a dupl:.ca‘bo of The other

vemsongs If habitwere given as o reason, the m%ewxewar olrtained the

- resson Por the original purchase of the item &b & partieuler store and

included the reason uuder anobher classification.
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on e bonvenien@e basis. These were cemmodities heving uniform revail
_prices between stores. Social reasons influenced patronage of barbers

shops and beauby parlors to a conside?able degree. Fersonal and merchandis-
ing reasons were importénﬁ in farm f&mily:stare patronage for women's
elothing and gifts, respectively. Price reasons were importent in store
patronage for personal display goods beckuse inexpensive watches genarélly
were purchased om a price basis for farm uée. Gift items included

flowers, fbr which there was but one retail store in Livingston during

- most of 1941, This explained the emphasis given mefchandising reasons

: . _ P
for gift store patronage.

Store and Trading Center Fastors as

v

Rolated to Farm Pamily Buying Charactoristics

Alﬁhough chain stores were but seven percent of all stores patron- -
ized by the farm families in the survey, they were the usuél plage of
purchase for 29 percent Sf the lisbed co@mndities purchased, (See Tabls VI),
&g/ ,

Since hhéin grocery stores in thé Li%ingston trade ares wore loscsted
only in Livingston, farm families 1i%ing a shord &istance from Clyde

Park or Wilsall tended to purchese their groceries at independently

15/ Purchases made gt mail order liouses and from agents were 0o
1nfrequent to warrant separate study. This type of buying accounted
for wbout three percent of the store patronage for whieh daba wera
seeured,




TABLE VI.o-FARM FAMILY BETATL BUYING OF L6 CORMODITIES CLASSIFIED BY OWNERSHIP OF STORR
PATRONIZED AND PERCENT DISTRIBUTION OF REASONS FOR STORE PATRONAGE

Percent oFf
Ownership Number of reasons pgiven
of store purchases ag habit s/

Porcent OisSLribubion OF roasons 16T STors patranage -

other 'bhan habit

Price Convenience gJocisl Personal

llerchandising  Total

Independent
stoyres 1,716

Chain stores é9%

Heil order
houges g
Agents 28

A1l stores 2,00

2%

27

11

03

2l

30

&y

L5

63

Lo

31
21

22
oo

33

15
02

06

11

06
06.

11

-

03

06

12
o7

22
03

10

100

100 .

100

1o

“gg=

100

a/ Hebit, &s pa reason for purchase, is & QUPLLCAtc O Lhe OLRGr TonsonS.

It habit were given

as a reason, the interviewer obtained the resson for the original purchass of the item at a .

parbicular store snd included ‘the reasou under another classifiestion.




owned ‘stores in those ‘towns.

The farm buyers in the Livingston trade srea ya'bronﬁ.zed' chain
stores for reasons of prices and habit, largeljr,‘. méasurbd in terms of
their recordéd‘ opinions. Convelﬁencé, price, habit and social reasons
were stressed as reasons for buying at certain independent stores.

3

A classification of retail stores by major commodities sold showed
the price was stressed chiefly,in the patronage of grocery, hardware

and clothing stores. (See Tafbi; YLI}‘. "‘Conveﬁ:i;gée was most Important
for géneral stores and for variety sbores, Friendship and other sccialt'.
reasons scemed mogt offective in a'&’crac"éing drug store rural trade, with
hebit a a;d:reﬂg additional incentive. Retail sbores for women's clothing
were ‘sélected to E;. large exbent for personal veascns, while men, ‘buying
chiefly overalls, Aac;c"orded pr'-ice vreasons greater importance in choosing
clothing stores. In the oﬁiﬁions of the farm families, price and con~
venience were of primary :'i;mpor‘taljlce in ge‘c'{:ing them fo buy at feed and
seed s%:ores s With brand buying, or merchandisipg reasons, stressed to

2 lesser degreec.

The differences }:a’éweéﬁ touns and éi’cies in the distribution of
reasons Lor store pabronage, es shown in Table"ﬁli,, were ﬂ‘l.:he rasult
chiefly of town and e¢ity size. The farm family buyers traded &t the
small towns for convenience, social and habit reasons. lerger trading
centers were used ehiefly because of lower commodity prices or other
price reasons, with brand availability, and lafé;er aséor‘tments of goods

oi' some importance.




TABLE VII.==FARM E‘AEEILY RETATL BUYING OF L6 COMBODITIES GLASSIFIED BY TYPE OF STORE
PATRONIZED AUD PERCENT DIST’HIBUTiQ‘\I OF REASONE FOR STORE PATRONAGE

o Percann ox\ R Pemenbdm.stmbutmn of vencous Tor Store patrauage
Type Mumber of treasons given ' E - other than hebib
of .stere“ puz*chfase_s ' as ha‘m_'ﬁ a/ PZ":L‘G?‘ Convenienss Soczal Persconal Jerchandisiag Tcﬁ:al
Groceory - 668 3 60 30 S 02 02 100
Hardware 3;.53' ’ B : rv‘h'? h 28 : 12 | o2 . 11 ‘_ - IG{)
Goneral 339 37 12 2 - 08 o1 o7 100
Variety R {524 26 20 53 » o1 13 % 100
Clothing 253 17 L7 15 o7 18 13 160
Grain and feed | 10l - 15 38 32 i 01 18 .‘3.06
AL a;bo%re - ‘ , ‘\ . , ' - \
shores 1,715 29 ki 38 09 05 o7 100
Others . 125 13 | 37 . 21 . 17 | 68 I‘? .. 1oo
A11 stores 2,Lli0 2y ko 3 1 o BT

LTS

a/k Habit, as = Toason Tor purcﬁase » 35 & dupllcate oF The other roasons. If hablt were
given as & reason, the interviewer obiained the resson Tor the original purchase of the item a'i:
a particulsr store and :mc;lu&sd; the reason under another classification. -




TABLE VIII.~-FARM FAMILY RETAIL BEYII‘K: OF L6 COMMODITIES CLASSIFIED BY TR&DING- CENTERS PATROﬁIZED
AND PERCENT DISTRIBUTION OF EJ_.&SGI\S ‘5‘&1% ?ATRGE‘AGF‘ OF STORESLOCATED IN THESE TEADIH& CENTERS.

Poroons of Pes:cen# dzstrmbution of reasons Tor s-bore patrenage

Trading Tumber of reasons g,l?en : - other than hebit

centeyr purchases && habit a/ ?r:we Gonvcmence Social Dorsonal Nerchaadising. Total
Livingston 1,866 - S L;é 28 11 06 09 - 100,
Clyde Park  2L0 33 | 23 . é2 n e 0 100°
Wilsall 5 27 ¢ .10 él; 10 02 Uy 100
- Bozeman é8 03 33 12 509 10 31 160"
R;ingling 53 2l R 1 3l 26 & 25 . 160
Billings 27 08 36 15 . 15 ol 30 . 100,
$rther trading - R L : : e
" cembers k1 02 27 .32 15 19 07 . 100

All tpading : T . : o ,

centers 2,40 e . o 33 11 % 10 100

. 2/ Habi%, as a reason “for purchase, is & duplicate of the other reasons, if hablit Were
- given as a reason, the interviewer obtained the reason for the original purchase of the item at
- & particular store and included the remson under emother clas ssification.
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Form and Family Factors 88 Related to Farm

Pomily éuying Oharacteristics .

Type and ownership 6f store were not the Q;Iy‘factors that exerted .
an external influencé on.bonsumer choice of store patromage. They wore
disoussed in connection with .{;he‘ type of cemodi.’gy purchased, and rsasons
for such purchases because type and ownership of store are rgla‘bed o
the commodity sol&; | |

Other factors exerting an influence on comsumer choice of stare
patronage includé farm and family\charaeterisﬁiqs sush a% gross income

. from the farm, size of family, distence frong Livingg’soﬁ, type_’of farm
w enberprise, btenure status and size of farm. -

I

Gross Incom¢. == The farm families in the sample were elagsified

inbo low, medium and high income groups: {Ses Table IX) Thé average
number of different retui‘-l stores and trading 'oexﬂ:ers patronized per
femily showed an upwerd trend as femily income inereased. More differ
ent kinds of articles, pax;bicularly of shopping and specialty goods,

were purchased by the high incomo families. _21._6_/

. 16/ "Distributors recognizée three classes of goods basged largely
upon ?gnsumer“;: purchasing habits. Uonvenietce goods are those which.
- customers usuelly desire to purchase at froguent ivtervels and with
s minimum of effort. Since buyeys have urgent need for them, subsbtitutes
are readily amccepted, snd, since unit price is usually small, buyers
do not feel justified inm going out of their way to buy: them. Shopping -
goods are those for which the buyer likes a variety from which Go ohoose
and, Ttherefore, shops aboub for them and compsres those available.
Purchase is nobt urgent and ecan be deferred. Specialty goods are those
which are different from others either naturelly or boeause sellers have
made them so by advertising and use of brands. Since only the particu-
lar goods in mind will satisfy the exlsting desires, substitubtion does




TABLE IX.—<FARE FAMILY RBTAIL. BUYING OF L6 COVEODITIES IN THE LIVINGSTON TRADE A’EE&,‘ I 19kl
CLASSIFIED BY GROSS FARM IHCOME AWD TYPE OF PURCHASE .

- Iotal
purcheses and
groes income

Faym

purchases and
gross ineome

“THousenoia
purcheses and
gross income

Personal
purchagses and
grosg Income

0=  $1500- S6000

So=  $1500= 6000

§e=

$1500= $000

80= $1500= 6000

Ttem 99 5999 sbove 1499 5959 =bove W99 5999 ebove 1&99 5999 _ebove
Number of . : . i

families 25 s 20 25 Lo =20 25 Lo 20 25 ho ap
Humber of rebail . _ ‘ . \E«B

stores used 98 18 118 k5 60 13 36 sk Lk 56 78 60 ¢
Retail stores per - : _ s

family .12?.0 15.6 16‘!}-}- Lot &4y 7.0 FT holy 5.0 55? 59 6.8
Humber of trading ‘ : o

centers used 3 T - T 11 7 12 ) 5 8 g 1% 12 11
Trading centers o

per famiiy’ 2@!}. 206 3@2 198 2&75 2@6 lqé l%ﬁ laa 1499 197 2@.1
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Ghain stores were paﬁronizgdAby families in_all income groups bub
this patronage was greatest among lower inecome fomilies and fo? purchasges
af household commoditieg. In tﬁe low:in&@ma group, 33 percent of the
familieos usuaily'purdhaéed the groceries ligted in the survey in chain ,
storeg. Corresponding proportions for tﬁé mediun end high income groups
were 28 and .25 pereent, respectivelys .Laﬁ‘incoﬁs Pamilies made 50
percent of thelr recorded purchases in chein stores, The mediwn and
high' income grou@s'made 26 and 20 pergcent, respectively, in these stores,
This is in contrast to the findings of an urban consumer study made in
Blyrie; Ohio. 17/ A study of 360 farm familios in New York in 1928-29
indicated that mors than one-half of the families purchasea staple foods
in ghain stores. }é/' Of the 85 families guestioned im Park County, oune~
fourth purchased staple foods in these stofesa

Store patronzge wes-determined on a variety of bases, Bebtween

not take place réadily and buyers will go to considerable trouble to se=
cure . these goods. BSince individual customers Aiffer in théeir habiks of
buylng, the seme article mey be porehased by one as a shopping good and
by other customers as p sonvenience or spacidlty good." Coles, dJessie V.,
%a gﬁ:;b'k, pv 55"‘56» ’ .

17/ A& study of eonsumer buyinmg hebits in Elyria, Ohlo, indisated
that the largest percentage of these buying little or nothing in ehain
stores was found in the low income group, and the highest income group
gontained tho largest percentege of those buying most of their commo-
dities in chain stores., The need for credit was given as & posgsible
explanabion for keeping low inecome families from buying at chain stores,
where credit is not generslly offered, See a Survey of Consumer Buy-
ing Hebits in Elyria, Ohio, Department of Econonics, Oberlin Collegs,
Ohio, 1930. \

18/ Fish, Marion, ops ¢it., p. 31-32




ingome groups, the differsnces in reasons glven were greatest In the
price, persomal and merchendising classificabtions. (See Table X).

The high 1neom$ group emphasized soclal reasans somgwhat lede than did
other income groups, The lowest income fwmllles gelected stores more
for price anmd personal reasons and less for merchandising reasons than
did te other groups.

8ize of Family. -« The sample of 85 femilie# was divided into

three groups by size of family, containing 29, 37 and 19 families,
5@5pectiveiyw(See.Tahle X1).

| The families of three and four persons, on the average, patroniszed
a greater number of retail g}ores and fewer trading center§ than did
either of the other size of family groups. The small fawmilies, on

the average, purchased slightly fewer of the commodities listed than
did the larger families. The percentage of the commodities bought in
chain stores did not vary between size of family groups.

Small families of one or two persons placed a relatively high
value upon friendshlp for the store proprletors or clerks in de¢1ding
where o purchaset(See Table XI1)., Merchandising reasons, principally
4 larger assortment of commodities and the aveilabiliby of brand gooés,
were velabively more important to large families in debermining their
store gelections: This was true especially iﬁ the ecases of farm and
household purchases. Differences sppeared in the relative emphasis
given other classes of reasons, but no definite trend could be dig-
covereds These'diffeﬁencas night have beén caused by such faatorayas

size of income or distence from the trading center.




TABLE X, 3~THE PER OENT DISTRIBUTION OF REASONS FOR RETALL, STORE
PATRONAGE BY FARYM FAMILIES CLASSIFIED BY GROSS
— FARM INCOME AND TYPE OF PURGHASE

Reason for store ,7$6tal'§urqhases Férm,purﬁhaﬂ?éi];ﬁbgsehalﬁ,ﬁurehases Pergonal pﬁichases

patronage -and gross farm and gross " and gress farm and grosg farm
__ipcome farm income . inconme i © igcome ]

L a/ M. H L M HE L ¥ B L. ¥ ®

(per eent) {per cent) (per cent) (per cent)

Price . B3 Mo 3 4y N0l B ;L ¥ 30 25 21,
Conveniende ‘_ Zg %2 33 25 .29 .39 % 3 .. 3 33 33 %o
Social - 11 10 (13 16 13 W od g% 0 12 17 1
Personal o7 o6 o+ oz o1 oL _ 905 ob 03 12 b 08
Werchandising o7 12 12 10 17 13 03 06 - 08 13 U 17
Total 100 100,100 100 100 100 100 10077100, 100 100 100
Habit B/ - " o5 o5 b T 37 1§ 3 28 A %6 18 20 16

2
a/ L--Twenty-five low income families, $0-$1,%99.
M--Forty medium income families, $1,500-$5,999,
H--Twenty highk income familles, $6,000-above.
b/ Habit, as a reason for purchase, is a duplicate of the other reasons. If.habit was givgn
a8 a reason, the interviewer obbained the reason for the original puvchase of the item at a parbti-
cular store and includsd the reason .under another classification. ,

..Gir:




TABLE XI.--FARM FAMILY RETAIL BUYING OF L6 COMYODITIES IN THE LIVIBGSTON TRADE AREA, IU 1ol3,
CLASSIFIED BY SIZE OF FAMILY AND TYPE OF PURCHAGE

Totar
purchases and
sige of femily

purchases and

- gize of family

-Ttiousehald
purchases and
size of femily

Personed
purchasess and
size of family

Ttem 2 3L 510 1.2 3k 5-10 12 3L 510 12 3k 5410
Number of )

femilies 20 37 19 29 37 19 29 37T 19 29 37 19
Wumber of retail ‘ .

stores used S 122 15 121 52 57 55 L3 L7 3 - Tl 83 55
Retail stores pe;:' I
. family 1392 15&6, Mes 6al 6&0 ] 6:311. l.l.oc 1!.&7 - ii.o.g 5:&3 701{. 6&5
Hurber of trading ‘ ' § ; '

& B 12 18 6 & i 12 12

centers used 16 12 19

Trading o bers

per fomily 2,8 2.1 3.0

2.2 2.0 2.5

1, 5 _l‘a Lp 1 @ 6

1.8 18 2.0

=i«




TABLE XII.-~THE PERCENT DISTRIBUTION OF REASONS FOR RETAIL STORH
'PATRONAGE BY FPARM FAYILTES GLASSIFIID BY STZE OF FAMILY
AND TYPE OF FURCHASE

“Heasons for store  Total purchases Farm purchases  Household purchases Dorsomal Durehases

patronage and size of and size of _and size of and size of

family = . family - _ TPamily . family
Sa/ M L S W & & W .. &L ‘8 % L
{peroent) {percent) _ {percent) {percent)
Price o W oz M ¥ M0 ¥ 5 W 2 3 om
Conveniense P 3 B R/ 3 b %2 2% 3% 33 35
Sogial 13 11 07 12 17 12 11 06 o2 20 1k 11
Personal 65 06 06 0L 02 02 03 05 05 11 13 13
* Merchandising 08 11 13 12 1b 16 03 05 13 12 15 10
Total 100 100 100 100 100 100 100 100 100 _100_ 100 100
Habit b/ 25 23 A4 17 14 15 25 %3 o 19 315 - o

a/ S--Twenty-nine small families, 1-2 persons.
Ye-Thirty-seven medium families, %~} persons,
L--Ninetgon large families, 5-above persons.,

b/ Habit, as a reason for purchase, is & duplicate of tha other reasons. If habit were given

ag a reason, the interviewer obtained the reason for the originel purchase of the item at a parti~
cular sbors and included the reason under another clagsification.,




ST

Distance from the Trading Center. -~ The mmiber of stores used per

fémiiy'varied inversely with the distange from Livingstoni’(See Table
XIII)° Clyde Perk #nd Wilsall were the importent smaller trading centers

for farm families n&thin the Livingston trade ares. These two towns

. had fewer retail stores, particularly fewer spacialized étoveg, thay

hod Liringsbon, Gbnsequeﬂtiyp for'a‘givan’list of commodities, rural
buyers patronized fewer different retail stores in Clyde Park or Wil-
sall than they probably would have patroniszed in Livingston,

The total and average mumber of trading centers pabronized by
farmers ﬁended to increase aé,fhe distance from Livipgséon inereased.
Many of the families located on the Buter éﬁge 6f'§h®vLivingsﬁon traga
aree wered within the trade areas of Othervciﬁies or townss. These famil-
ieg tended to patronize geveral trading centers. Iven the families
living but a short disbance from Livingston,; hewever, generaily'purehased
one or more of the listed commodities iﬁ other trading centers, 52/

Chain store patronage, éxeapt for gféeeries,rdid not vary signi-
ficantly as’diaianee-incraased.‘ Thirty-nine percent of the low
disténce Pamilies usuglly purchaged their gvoceries id chain stores.

0f the medium and high distence groups, 31 sud 88 percent, réspeotively,

19/ "a person living within the limits of a cortain rotail trads
area does not necessarily make all his purchases within that area. If
prices vary enough, he will shift his patronsge from one place to
anothers Because of overlapping arees and the mobility of bthe average

. gonsumer, this usually is not difficult.” The Consumer and The Beonomie

Ordér, Waite, Warren C, and Cassidy, Ralph Jre, MoGraw-Hill Book Gompany,

inc., New York, 1939, pp. 23h-235,




FABLE XIIT.--FARM PANILY RETATL BUTING OF L6 COMMODITIES IN THE LIVINGSTON TRADE AREA, I 1941,
. GLASSIFIED, BY FARM DISTANCE FROM LIVINGSTON AND TYPE OF PURGHASE

Total purchases .

Terlh purchases © LOUSOROLG PUrCHAsEs Porsonal purchases

and distance and distance and distenos and distance
from Livingston from Livingston from Livingston from Livingston
: =" iB= e 3= 1o=" 2= de it | 82 & i= 1be 22e
Them 1h.9 219 50 .9 21.9 50 U 2.9 50 19 2.9 50
Tumber of | N " o " C : o
families 28 28 .29 28 28 28 28 28 29 28 28 29
Husber of retail , ' ) ' : -
stores used 135 135 130 52 59 63 37 Lo 36 66 69 67
Reteil stores per ' ' ) ,
Pomily 15.5 15.2 12,9 6.3 5.9 5.9 b7 bl 3.7 46 67 6.0
Number of trading o B ' ’
genters used L S -~ S - 7 7 .13 .5 6 8 1z, 11 16
Trading centdrs :
. per fmily 2.1 201..!. 3&5 136 2.0 2»?

L3 1 1.9

I 1.7 2.3
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patronized chain grocery storess The accessibility of 'bﬂese gtores
acoounbed for most of the differences im patronage. They were more
;:omrenienﬁy' located for the iaw‘ distanes groups than f‘o:tf the ’ffs.milies
living more than 22 miles from Livizzgstm}s‘ |

Farm fanily groués plassified by distunee showed importuant differe
ences in the amplmsia given mrio’;zs reasons for store selections. (Ses
Table XIV), The femilies located nesr iiviﬂgston selocted = higher pers
cenbage of their retail stores for price reasons and a lower percentage
Tor convenience reasons than did the o‘bhér’ groupss Jocial reasons
accounted for a relatively high pereen”cagé of sbore selections made by
the medium distemce group. This high percentage was due, in part, to
Reason €10, or group prés;sure for buying cooperatively. In this case,
farmers® cooperative oil compsnies, operating prineipally inm the medium
dista;ace Territory, were beneficiaries of the group pressure. (on-
venience became more imporbant to farm 'buye.::-s as their disbtance from

Livingston inereased.

Al

Type of Farm Enterpriss. =~ The division of the 85 farm families
by type of major farm enberprise gavé results similer to those foumnd
in comection with distance from the "h;ading; -cen%er, Thus, data for
grain farm operators were similar to those for farm families living
the g;:i’ea.il'.est distance from Livingston. Data for livestock operators
were similar to those for femilies located near the county seats The
families oiaerating érain farms ps.‘l;ronizedan average of fewer retail

stores but more trading centers than did femilies operating livestook




-TABLE XIV,-~THE PERCENT DISYRIBUTION OF REASONS FOR RETAIL SEORE.
PATRONAGE BY FARY FAMILIES CLASSIFIED BY FARM
DISTANCE FROM LIVINGSTON AWD TYPH OF PURCEASE

 Reasons for store Total puichases | F#rm'purchases Hbuseheid pﬁrahases Porsonal pUrchases

patronage and distance anq distance and distance and" distance

from Livingston from'Livingstou. Jfrom Livingston . Irom Livingston
Le/ M ___H L ®. §H L M. - ®H L W H -
{perdent) "~ {péroent) . {pereent)  {percent) =
Price , LI ST A A B 56 50 46 . 24 . 19 &9
Convenience 25 3 42 20 26 .3 25 A b5 m o= 42
Social 12 1% e 15 18 10 0d 09 o 1 19 .11
Personal o 67 05 0L 03 0L 05 05 03 1+ 12 10
Merchandising 10 12 09 17 15 1 o+ o5 ' 08 1z 19 0é
Total 100 100 100 306 100 100 100 100 100 _ 360, 160 100

. Habit b/ gh 25 2% 17 20 137 35 A 2, 18 20 20

8/ ILe-Low disbance from Livingebon, Lleil. g miles, twentymeight families,
W-=Medium distance from Livingsbon, 15-21.Y miles, twenty-eight families.
H--High distance from Liviangston, 22-above miles, twenty-nine families.
b/ Habit, as a reason for purchage; is a duplicate 6f the other reasoms. If habit were =
given as a4 reason, the interviewer obtained the reason for the original purchase of the item at g
partioular store and included the reason undeér anpther classifieation,

-91-‘-
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ranches. (See Tablé XV>, Pamilies operating diveésified farms were the
medivm group in the tendencies shownf , o

The type of mejor farm enfefprise 7rahab1§-was less importent then
distencs as a factor 1n debermlniug wheie reball auyang was done, Thosé
femiliss operablng livestoek ranches located 22 mila@ or more fyom
Livingsbon, used much the same retail outlets and ﬁra&ing verbers as
did theiﬁ grain farm neighbo?s, Likewise, the families operating
diversified and gréin férmé were influenced to & great extent in their
choice of stores by their distance from Livingston, | |

Grain farm oper&tofé eﬁphasizsd GQﬂ?@ﬁieﬂﬁé reasons more and social
reasons less 1n store selection than did other @foups {See Table XVI)
leferenees ather thean, bhese, were not significant, and the %ypa of
farm qnterprisg appeared to have relatively little influence upon the

reasons given.

Tonure Jtatugs: -~ The 8; Tarm families cooperatmng in the study

wore divided according to the Lenuve staﬁus of bhe farm.epera%or into

‘full owmer, part ownar, and reﬂter Eroups. Tha numbey of part owners

Waa smaller than either the awnsr o ranker groups, fhe part ownars,‘
however, had§ on the averaga, eonﬁiderably'highev gross cash farm ine
comes and Tarmed- larger'acreagag than dig full owners or renters, Full
OWners farmed ﬁha smallesﬁ‘acreagas ana renters recelved the 10W6£t

i

incomes of any uf %ha tenurs graupsu 20/ BRI -

gg/ Fall ownors averaged $h725 Eross Tnooms 10 1940 from an average
farm size of 820 acres, Part owners averaged $6915 from 2468 acres farmed,
Heniers averaged %3580 gross income from 1156 aores: farmeod.




TABLE XV.=~FARM FANILY RETAIL BUYING OF L6 COMMODITIES TN THE LIVINGSTON TRADE AREA, TN 19ki,

| GLASBIPIED BY TYPE OF NAJOR FARM ENTERPRISE ANB TYPE OF PURCHASE

HOUSeho Lt

Toter Farm Forsonal
- purchases and purchases sad purchases and purchases and
" type of famm type of farm, “type of ferm type of farm.
Ttem . 2 ki Ge/ L kS 5 T IR S G
Humber of K :
families 3 28 i Iz 28 iy 3 28 1 3 28 ik
Wimber of retail
stores uzed 171 1280 95 17 55  Hky - kT 39 26 82 &3 I8
Retail stores per R ‘ )
fanmily C15.3 13.3 12,6 bt 6.0 5.6 Ml b BT 6.7 6.0 6.1

Wumber of tradiag .
aenbers used 18 17 16

Tréding centers
peyr fapiily.

10 5 10

2.3 2.7 3.6 ' 2,0 2.1 2.7

10 7 &

1.2 1.7 1.9

o o1

L6 2.1 2.5

a/  Ye=Livesigck
T De=Diversified
GuaGrain

wgi—i'é»
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TARLE XVI,==THE PERCENT DISTRIBUTION OF REASONS FOR RETATIL STORE PATRONAGE
BY FARM FAMTIIES CLASSIFIED BY TYPE OF MAJOR I‘ARM
Lo EFTERPRISE AND TYPE OF PURBHASE

~

Reasons fov store . ToTAL DUrehBses —Pevm puronmses — Household PUrChases « Peraonsl PATORASSS -
nati“mage ‘ and type of and-type OF “ ancl type of - . and type of
Yaym: - ferm . fL fafm o - favm
YA - DR N SN A TS NSRS SR
) - {pexeenv) . {p@reemt) - (pei*eenﬁ} - - {percent)
T T A R T N A T R R R,
Gomvemtence 31 32 L0 25 30 36 3. 38 Lo 36 25 i
Sooial 0 1232 06 16 15 o5 . 6y 08 0L 16 15 .15 .-
- ‘
Personal - : o5 06 oh 02 01 0L 0% 05 02 11 16 1. &
. : ‘ i . B
Merchandising 12 09 G916 12 13 08 0% 06 iy 1k 09
Total ﬁ 100 100 - 100 100 100 100 . 300 100 200 100 100 106
I—Ia'b.,.i: b 25 25 25 18 13 12, %5 2 35 . 16 19 g

L—Livestock f,‘am% ;i‘oxﬂ;;re*b?az‘es Tamiiies .
Da-Diversificd . faing, tweriy=eight i‘mlma L
GemCiain . favms, fourtesn. Pamilies , ‘
E/ Habit, a5 a roason for purthase, is a dapl.ma%:e of the othéd vessonse Tf habit were given
as o Tepson, the interviewer obtained the reagom foF “ha priginal pm"chase of the 1'1:6::1 an: Y parﬁin
oular stors wnd incinded the reason under ancther classificabion. Ce e
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The large-scale 3;ivest9 ck ranch operabtors constibuted 30 percent
of the part owner classification, and 1k azzd'%;en pe’rcemﬁ;_;, respecbively,
of the full owner and renter classes. The part owners tended to buy
o groaber total number of farm commodities theu did the remters. (See
Table XVII)S In additionm, they patronized, on the average; a greater
numeber of rebail s;box;es s tmd relative;}.y fewer different trading cenbers.
The owner group oecupieﬁ. & medium position in these frends. The owners
and part owners, Oﬂ.‘bha average, made 26 psreént of their recordsd
pureﬁaaes in c_hain storegss The renters, a lower income group, made
3L percent of their recorded purchasss in these sbores.

The farm owners emphasized social reasons to a greater extent and .
merchandising and ‘habit reasons to & lesser extent in store patronage
than did the femilies in o’ch.er'temzre classifications. (See Table XVIII).
Henbers made a greater percentag;é of thelr store selections on the basis
of convenience and a lesse‘f percentage on & goeial basis. The tenure
statue of the farm operator exerted 'some influence npdh &aeisions waers
te buy, but a part .of‘ the wariations shown in Table XVIII appearaed to
be caused by the gross income and distence factors.

Size of Paym, - The size of farm was related, to some exteont, to

tenure status and the amount of gross cash farm income—: It was noted
previ‘ougly that the largeér farms were operated primerily by part owners.
The gross cash income from these farms also was high. The smallest

farms were sssociated with lower incomes, albhough a few sm%ll farms

opeféted by ovmners showed relaf&ivaly high returns. The :fiumbsr of retail




TABLE XVIT.~-FARY FAMILY RETAIL BUYING OF L6 COMCODITIES IN THE LIVINGSTON TRADE AREA, IV 1Shi;
CIASSIFIED BY TENURE STATUS OF THE FARM OPERATOR AND TYPE OF PURCHASE

Fotal
purchases and
tenure status -

Farm
purchases and
tenure gtatus

Household
purchases snd

“benure status ..

Pergonal
purchages and
‘ehura. statug .

Tom © » ®y/ 0o P R 6 2 R ¢ P R-.
Humber 6;5‘ . , T )
femilies 39 16 30 39 16 30 29 ‘16 30 39 16 50
o )
Humber of retail . ‘ . ‘%'}
stores used 55 119 131 6h I3 R g 33 I 88 Lo 46 '
Reteil stores per | - i
falilily “mwh 15@3* li.].ol 6@3 603 ‘5&8 L}bg tiaé Izé.e? 632‘- 7@2: '6.3{}. )
Tumber of 'i:r.&'&iﬁg . : ‘ = (
reenters used 20 13 h 12 8 8 9 5 7 I 9 6 -
?é-ading genvers ‘ ‘ . . . .
per fmly ﬁo,é Ea‘? /Ee? ) 2@1 le‘ i EAE 1@5 1'06 lv? 107 1#9 109

, af Pe=twners
™ PecParbeowmers
Re-~Rentors




TARLE XVIilow=-THE PERCENT DISTRIBITION OF REASONS FOR RETAIB STORE
PATRONAGE OF FARM FAMILIES CLASSIFIED BY TENURE STATYS .
OF 7UE FARM OPERATOR AND TYPE OF FURCEASE

R'ééééﬁslfﬁéi‘f Store . Total purchazes Farm puz‘ehases Hougehold purechasss, Porsonal p\zi;ché;ées
patronsge aand, tormre arid tenure and tennre end terurs
- shtabug ghatus . Btatus . Btatug
9&/? R e P R 2 P R 0 P "R
(pereent) {peroent) © {perecent) - {percent)
Peige. e o b ke b3 I3 52 18 lg. 20 26 31
Gomvemience . 32 30 3 &7 2 3 3 3% 3% 3B 3B 3n
Social 13 1w e8 ih 17 12 08 - 06 oy 19 1L 11
Porsomal 06 o5 . 06. oL 61 6. oy .05 . oy 12 11 13
\Eerchaﬁdismg 69 13 1w 16 ‘i 13 . 0% Y 08 11 16 1k
Towal - 100100 100 100 100 160 100 100 100 100 100 100
_Eabit b/ 23 26 oy 17 46 16 @, W lo 19 20 18

—a/ Qma%xa *th;v.rw@nme Temilies
: PaeParb=-ouneds, sixbecn families
Re=Reptors, thirty femilies v
E/ Tebit, ag a4 reasop Loy purchase, is a duplicabe of the m;her résspnse. If habib were giwm
ay & réason, the interviewer obitained the veason for the originel purchage of the item &b a parti-
gular gtore and included the feason under snothey classification,

7
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gbores and of trading centers patronized by the families in the survey
showed an upward trend as the size of farm inoreased. (See Table XIX).

The femilies operating small farms made 39 percent of their re=
corded purchases in chain stores. Corresponding propcr%ions Por the
families opsrating mediuvm and 1a§ge farms were 28 and 22 percent,.reé-
peotively.

The percenbtage distribution of reasons for store patronage also
was similar for size of farm end size of gross income elaszsifications.
(8ee Table XX): Pamilies operating small farms emphasized price reasons
to a greater extent and merchandising reasons t¢ a lesser exbtent than
did families on medium or largeé furms; These differences were ‘the
result; largely, of causes similar to those iﬂflueneing the differeneés
shown by gross dincome groups. |

In swmery, the date gathered showed that farm family cholce of
store patronsge was influenced by type of commodity purehased, by type
of store patronized and by size, as well asg location of treding vewber.
Farm end family factors also inflienced farm family buying charscter-
istios; but to a lésser extent than the above facbors. Based on the
opinion of the farm fomilies inberviewed, it ¢an be said that com-
modity price adventage wes the major remson influencing their store
patronage in hQ'percenticf the purchases feaorded. Price and con=
venience, together, were the bases of stere-paﬁggnage‘for Th percent
of the purchgses recorded. Soecial, pe?sénal aﬁd ﬁerehaﬂdising ronsony
also were important influences in store patfcﬁage for certain commodi-

ties, and for some stores,,eépecially in the cese of certain trading centers.




TABLE XIX.~-PARM PAMILY BEPAIL BUYING OF L6 COMMODITIES IN THE LIVINGSTON TRADE ARBA, IV 19h1,
CLASSIFIED BY SIZE OF FARM AWD TYPE OF PURCHASE

Totas
‘purchazes and’
size of farm

Farm
purchases and-
gize of farm

Household
“purchasesg and -
size o¢f famm

Personal
‘purchases aad
gizge of farm

TE0= " 300-. 800 20~ 300- 800 20= "E00= 800 THEo- 300- 800

Itenm 299 799 over 299 499 ever 299 T99 over 2090 789  over
Humber of ) - . .

families 30 3% g, 30- 31+ 24 30 3 2k 36 31
Humber of reteil - : ‘ ) ' %

stores used 127 1k 1sh sk 6 T3 (56 46 b3 51 6 T4
Reteil stores per 7 , |

family 12,3 15:2 15.6 LB 6.6 6.7 3.8 5.2 LD 5.8 3 7.0
Hwmiber of trading . . ‘

centers used 9 15 9 16 1y L 8 9 35 15
Trading centers ) :

per family 2.3 3.0 3a0 1.8 2.3 2.3 1.3 lb L6 1.7 1.7 2.1
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Gross famn income and distance from the trading center wore the
most important of the fé.a:fm and i‘émily factors ',inf’luencing store patronzge
of fatm families. Families with lower g;os& incomes pabtronized &
greater pzjopcr%;ién of stores for reasons of price advantage than did
families in the higher income brackete. Cenvenience reasone for shore
pa*;srona.ge inareaseé. ir‘xl importance as the distance of Lfarm from Living-

gton inereased,

Phasee of The Problem Moriting Additlonnl Study

Thig study of f"azfm fanily ‘buying characteristics, with emphasis on
wheré buying is done, deals onl;; with & very limited part of the
whole problem. 1nforﬁation on other phases is mecessary to uwnderstand
mors fully the buying characteristics of form fewmilies. Some of these
other pheses are discussed in the suceeeding sectlon.

Undaxelyixig Reasonse == The dats obbained for this study dealt

only with the opinions given by fé«rm retail buyérs concerning their
reasons for patronizing certain starles;when buying a representabive list
of goods and services. Furthermore, o éxper}ite- the study, it was |
necassaryi o obtain information on only one reéson, rather then several,
and an atbempt vms made Lo obtain the major reason, in the opinion of
the person interviewed., In order to gain further kmowledge regarding '
farm family buying charaoferistics these other léas basic reasons,
influeneing choise of store patronage should be studied and analyzed.

It might well be that & combination of several minor reasons is as




BT
important as a 's:‘.ngle major reason in causing farm families to patron-

ize a certain store.

Conveniences., == It is known from the answers given by farm retail

buyers in the Livingston trade srea that "Convenient store loeation”
involved several types of convenience. There was convenlience of the
store location within the town or city and convenience of location of

one town or ciby over another. There was also comvenience of time and

econvenience of effort, resulting in savings of effort. A more complete

study of ‘the comvenience favtor alome; as 1% relates to farm family

buying characteristies, should prov;e valuable to retail sellers in

meeting the needs and desires of rural retail buyers.

Additionsl Farm and Femily Factors., =- The six ferm and femily

factors which were selested for analysis were known to be only a pard

. of the total factors affecbing Tarm family buying characberistics.

During preliminary enalysis of the date thatwwere gathered, it became
evident from remarks in¢luded in the farm schedules that the lengﬁh

of residence of the farm family in\"t,he trade ares exorted an influence
upon fenily buying characberistics.

. Families which were known to hare lived in the Livingston trade

area between one and tw years ounly, appeared to have carried over buy-

ing characteristics from '_their previous feéidex;ce, In addition, they

apparently had not yet established store loyalties in Livingston.
Consequently, they had fewer regularly patronized places for purchasing

in Livingston, snd such families occasionally patronized ecertain stores
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in their former home towms, particularly if ;I:hey wers located miéﬁively
near to Livingston. - This factor, length of rasi&ence‘% appeared to merit
study as an influence on the buying characterisktics of the fonilies
surveyod. These cases migirb have been excluded from the study, whi ch
would have reduced the number of cases analyzed, Howeverﬁ it was folt
better to include them in the analysis ‘and to eall attentlon to this ‘
problem.

" Distance. «= Since distance is an importaut fac"cqr‘ influencing
farm patronage of retail stores, as shown by the data, it seemed apper-
ent that farm familieg located some distence from Livingston, could save
time and effort through cocéerative buying trips to Livingston. 4 question
arising immediately was, "Do trips to town have social value For the
farm fomiliesT” The damtbe secured d“i_d'\noj: measure this possible value, -
However, in the opinion ofA the inberviewer, buying trips o Livingston
did have considerable soeial value to the families studied. This value
shoulé; be added to the value of the oppofﬁuni-by to personally examine
the articles purchased., These vellues, éossibly, were as gr:ﬁ‘b oy,
grgatér to the families than were the valueé of possible; 'bime; sffort
and ﬁoney savings .which might be seeured “through pooled purchasing and

cooperative buying trips to Livingé’com

General Attitudes, =« The 85 farm families, as a group, 4id not —appaar
o desire fundamental changes in their retail buying market. They tended
To regard their patronage problems as imdividual matteors and sought to

adjust themselves ms best they could. 4 prﬂevéiling attitude appearsd to




“5G-

be as follows: "Wo can't do mnybthing sbout gebbing more for our money,
anyway.” |

A major part of the low income families felt that their inability
to secure goods and services they wented frorri retail stores wes due
to their low incomes and not to difficulties in buying. The 'general
retail markebing system appears to have encoursged this belief, for i%
is evident thabt all commodibies offered for sale can be obtained ‘pz-o—‘
vided the buyer hag sufficient money. In their own opi;aion::‘.,,; the lower
income families studied were patronizing ;tcres on the basis of price
advantage o a greater degree than wers the higher income familie:;a

" fertain fafm families ‘insisted that retail s;alling should have a
minimmm of regulations “thet they would accépt any risks of possible
unfair selling methods., Rebailing was one important oecupationa';ﬂ; fisld"
still open to anyone who wished to enter and these families felt it should .
be kept open.

The farm families studied did not appesr f:o’z»"eeognize the imporbtance -
of the patronage choices they made as retail buyers. Most o? them had
not sericusly nansid&’argd,) nor- analyzed purchasing ch&rao’cer;i's%ios. The .
average grOsé‘ incomes of the femilies studied were "r‘ca“_l;a-bimé ly high, aund
it ig possible ‘that these families e, as. a gmup; buymg @fi‘ecti;rély
in terms of obtaining the greatest sa‘bisfactien.from '}:h;a :pime, effort and
wmoney spents The attitude of some of 'bha‘ buyez;s wes expr;assed as follows:
"fell, if I do wé;s‘be a. little moviey, w’nos;a ﬁusi‘_iag%sf{éfig that but my owm?"

Retail Mercl;&iﬁ:-»?am Femily Relationships. -- Personal acquaintance

and other social reasons basically effect retail trade in Livingston,
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Clyde Fark and Wilsa’i_;. » ' The majJor part of the ;{‘arm reatail buysrs who
patrounize Livingston s;:t:)res were personally aequainted with numerous
gtore proprietors and elerks in that city. A1l of the merchants in
Glydé Parik and Wilsall generaliy were known to the farm femilies who
patronized those ﬁll&gesq This meant that, in manj inst&neés@ soeial
reasons were au important secondary factor whea they may not have beexn
considered to have been priﬁary by the buyer., Mamy of the farm {amilies
studied relied on the advice of the merchsnt with regard to commodity
quali‘b_.ya Huch of the retail pa‘bronage‘ of Livingston, Clyde Park and
Wilsall is "répeaf busir;ess’; » and merchants, as o group,\aﬁj‘;.amyt fo
advise retail umyers accu‘ra‘[:ely for grea*i:er' 'buyér satisfaction, A
study of secial Pactors as they affect the total farm famiiy retail
trade of Livingsbton should providé valuable additionsl information
congerning the problem of :a':'eirm femily choices between stores.

Retail Merchant-Farm Family Opportunities. =~ There is msed for

closer relationshii)s between retailers and farm family buyers in the
Livingston trade area. T}Le low income families studied could benefi”iz
considerably from such innovations &s pooled éurchasing, cecperatf}ve
trips to town, and low caét,, low service stores in a greater number of
merchandige lines., However; it is doubtful whether, in the near future,
group pressure for sueh changes will com;aa from these buyers. Not all
low income féxﬁi’lies‘ will patronize sbtores prﬁme‘a"il;‘y becaise of price
advantagets.? ~ Certain low income families roceived gr'ea‘cex? satisfaei;ian
from selection stores on the basis of quality and service thén from
seleections for price reasons. This is true especially for certain come

modities.
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The farm families studied traveled to trading cembers, in part,
to visit with neighbors and to obtain other Vsociai and yecrestiomi
advantages. ﬁoznfortabie waiting rooms;;,i equipped with rest rooms
-and other accomodations, might abtbract farm patromage to trading cenbers
as wall as o individual sborss, ILarge fellowship dinmers 01‘; pienics
atbended joinbly by mercheumts and farmers can establish better 1111(181:*?
standing; between town and country pébjgieq :

The retailers who attempt to :eé'ba;bli-sh closer relationships with
farm family buyers bo benefit boti'x "'saller and tuyers must consider
gl’l of the above Taetors, ‘and m:?in# nore; in alddition;« Only in this
way can retallers more neerly mesh ‘éhc—: needs and desires of the gieatésrt

number of farm femily retail buyers.

Wy
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PARD ITI: SUMMARY AND CONCLUSIONS

Summery

A sumary of the findings in this study brings ous the Pollowing

charactoristies of the farm family choles of store pé.trcmgez

L.

Fs

The farm i’amiiies ‘goave many different reasons for patronizing
gertain retail st§res. Price and convenience were cnnsifieréc:{
by them to be the most importent bases for c;hoosing; the store
to ’he pa‘[:rcniz'e,é;

The total group of families bought Lé -zlasses of commodities

at certain gtorss on the basis of reasons classified as follows:
price advgrri;age‘; 140 peroent; comreniencé reasonsy 3l percent:
for sogial reagons, 1l percent; for personal peasons, Live parv-.
cent; and merchandising reasons, wen percent. éns»feurth of
the shore ,seleb‘{;iqns weufe,made because of habit, ‘though for

the original selection one _o\f' the other above reasons applied.
The range of m;.nor reasons varied considepably.

Under each of the ahove reasons for store patronsge were minor
and more specific reasons. Some minor ressons were consider-
ably more 'iméortant than others. Lower commodity price was
the most imperbant of ‘t}qe minor ressons uﬁder pr:‘f.ce advantage,
and eonvéu—ience_of the sto:;'e; lo“cati'on was the most importent
under the major reason of cc;nvgniance:' Tl}eée two minor reasons
accounted for almost one-half of the store selections made

by the farm families studied. Other minor reasons of some
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ﬁmpartance were, friendship for the store proprietor or clerk,
quality and ghyle of the commodity purchased, high trade-in
value, and brand availability (See Appemdix A).
The typs of commodiby purchased shmwad.donSidepﬁblé influence
on the reasons fdr-mhich store choices werayﬁad@s Price ad«
vanﬁagé wes imporfan# fdf-staple commodities bought chiefly -

for their usefulness and was less importent for commodities

vought for sbtyle reasons. Convenience was desired for standard-

priced commodibies mot involving any particular serviess.
Examples are cigarréttes and Peﬁcils, Social reasons were
important for standard-priced commodities whose purchase ine
volved epgeial services. Exemples are tonsorial services and
anto fuel. Personal‘reasons were imporitant for commodities
where style was'deéiredé Merohendising edvantage wes desired
for commodities bought largely on a brand basis. Habit was |
more important gn detefmining grocery‘atore patronage than in
debermining patrénage of other types of stores.

Chain stores composed.seven percent of the total number of stores
but rgceiVGd 29 percent offﬁhe pa%ronége recorded in ‘the data.
Price and habit'Wefe important factors in chain store patronage.
Price, cqnvenience, social and habit reasons were important to
rural customers of independent storesa

In their patronage of grocery, hardwa%é and clothing stores,
farm femilies stressed price reasons., They stressed coﬁvenienee

reasons for geneial and variety stores, social reasons for drug
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phoros, ond pricé opd convenionce reasong for Pesd and doed

B%mvagd'

Bleres, in Livingsbon m& other clbles wors patronized largely
Poy wamm of prios &m&’ loyger aswortnends of goods, parbigu~
layly bhose *zmm*é gtyle way imporbant, 31:&%& in the willages
of Clyde Park and Wilsall were patronlzed for conveniencs, soslal
end hnbib z*;eamans»

The broads srea of Livingston, & swwll oiby, ineluded the trads

aress of the villages, Clyde Parlk end Wilsalls Farm families

living near these two villeges were some distuncy from Livings

sbon sud conveniencs was primsry in determining their store
patronage. They tendsd to buy what gommodities they sould et

these villages, pariieularly low price, bulky, and stendapds

prige articlos. Lurger purcheses of household pesds were mads

in Livingston or other ¢itles. Perm commoditioy and shaple
products gonerally v@ra available in the villages.

The gress pash fapm incomd and the 'disizsxma frem Livingsion of
the farm loostbtlon were found bo be the most ﬁ.mpcr%éuﬁ of tho form
and fapily factors concidersd in the study,

High income familios, on the everage, petronized o greater rumber
of ratall stores ond breding cenbers, than did lower income
graups, In sddition, they mede proportionetely fower purcheses
in shain stores. ’mé low income fomilies emphnsized price, cons
vonienee and personal reesons for store patronsge. Frice, oope

venienps and soelsl ressons wers the mosb important to high
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insome familios.

Familios of three and four persons, on the average, patronized
& gveﬁ%ér ﬂumb@i‘mf'a%oreﬁb ot fower trading eepbers than did

aither i&rgar or smalleoy families. Smell fawilies valuod sooinl

repsons for store pubvonese more highly then did Yhe largsy

farii1ies, Lm?@é‘fﬁmiiias gove. greatoy rolebive ﬁmphaaié‘ta
marahaa&i#ing rmésnﬁ& for ghore p&%:ana294 Ho consisbent
trond of iéfluanaa wpon patronege eounld be found for the sire
of fenily fackor. ‘

The distance of the farm loesbion Prom Liviogshon was an fme
portant influenue on fomily buying characteristicas The fami-
Lieg locatved near Idvingston patroniged ¢ grester number of
Fhoras bué fawey brsding a@ﬁ%aré than did dhose living farther
from the sounty seat, (Uonvenlence pessons for sbore patronnge
became More impbrtauﬁ ag the diabange iporesgsed, while gther
reasons hegane leés Importent,

ftore patronage of farm femilics olaszified by type of farm
enterprise was similor to that of fomilies claseified by dise
tange from Livimgoton. Graln ferms woro loonted the groatest
sveorags distancs Prom Livingston, and livesbtook remchesn the

i ilest aversge dietancd, ﬁomvaﬁianm@ rapsous wero uost lme
porbunt for store petromsgs by'grain Parm oparators.

Poyrb-owners, baving the highest inaomses of suy of the benure

groupes patvonized the larpest numbor of rebail stoves., (wners
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emphasized socisl reasons relatively more and merchendising
snd habilb reasons relabively leds in stors patronsge than 4id

other bernnre groups.

15 Btore patronage of farm feniliss classified by sizp of farm

In

1e

2o

B

corresponded slosely to that of femilies clmssiflied by size of
gross income. . Sigll ferms weré, in gemeral, mssociated with
low giross incomes, snd large fevms with high gross incoms..
Price edvantage was relatively more imporbent end merchendising
rensons relaklvely lesg importent to femilies on small farms

than bo those on large farms.

Conclusions

conclusion, it can beo stabed that:

The farm families sbudied ramked “he reason classificabtions for
cholces among shores us followssz pi*ic‘e advanbapge, conveniecnee,
habik, s:o_cial,_ morchandising and ‘pez‘;é}oﬂ&i» ‘

They ranked the imporvant specific i‘*ﬁageﬂg in the following
order ;f, imporbances lower commodity price, convenient shore
location, friendship Tor The s*c:oré propristor or clarks wnd
&byle of the eoﬁmmdi‘ay purcheged.

Based on the opinion of farm femilies, credit was relabively
pnimportant as am inflvence in deobermining which storos were
patronised. .

The farm families, o3 a yule, petronized more then tre trading
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Their buying characterisbtics wexe influenced by many Pactorg.
These Pactors renked 'as follows in imporbences the type of
commuod ity purchased, $he ’c;;rpé of stors petronized, the size and
logation of the -’arariing cerber yatror;ized » snd form and fzﬁniiy
factors. The 'ixﬂpéxﬁﬁén‘b farm and femily factors were 'g;ross

Paym inooms and distauce of the form from the trading center.
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Appendi:s &

The reasons for petronizing eortain stores were listed ag followss

‘”‘he cmodlty was lower in prices

‘Ihs aommodity was of hmgher qual:.ty per unit eos&h
Credit was less eoxpensive, or obiminable only herq_q )
This wes o second=hand comoéiiﬁyémilgble at & low prices
Quentity buying permitted lower ;prices*e'

Fewer sules ;ewicas meant lower pr:i:ces.‘:m or higher quali’c;r at
identicanl priees. )
A tradevin hed m highor volied B
Be'%ﬁser =’bargéins were - obtained by shifting -patronage, -

Farm commud:r.’clas were: v.seful Only {:mdee ____
Credit was established end was convenient.

The entire order could be purchased with maximum conveniéioce. »
e store hed o conveniernt ZXoczbion.

Orders were speedily fil:ledn. |

Articles purchased wers -'rét{:rn@;ble at the buyer’s -convenience,
The trade-in was more convenmients

Polivery service was availeble,

Loading and perking facilities were more convenicut.

Sizes and amounts of commodities were more convenient,

3
1

Telephoned orders were filleds
Friends advised purchasing there.

Relatives owmned, or worked in the store.




€3 224

G4 BB

€5 2.
6 25,

67 26

~71-

e store g golocted bepanse of the religisus status of the
ownei: or olorks, '

The store yos solected Veconse of the organisntichal siatus of
the guner or vlorked

The glore way mieaté’el bagouie of ;hhrex political statue of the
caper o cl"ﬁxriéﬁ;

Frisnde mﬂmdg or vorked in *Lh& ghores

iﬁeﬁ.?h?:aw& pmm%mﬁe& therg and ng;;gm'mi‘t:s.ﬁa to maaﬁ and visit

. woars srailebles

8 2%
¢y 28,
610 29,
L 30,
72 5L
D8 82
D4 5%
75 54,

8 38

7 56.
H8 BT
DY 88
B 59,

2 40,
B 41
5 42,

it wan eustomary fov members of '&w copmmndty $0 purchuss therg.

There wag presiige In gm*é}msﬁzg *t:hemt}-

There mm group pressure for buylng soopern Swalye

e strle ai* the ooraodify aveilebile wes %o the mghesor s Lilking.

the comnodl 4},.;‘; purchaged matehed otber furnishingss

The purehaw?f 1iked varicty snd newpgse In reteldl stores weads

e purchoser disliked to leave the store withowt purchasing. |

e wjfa%zasa was nade I:E'ev révenge upen & competiag slore.

e desirve for perfection in soonomis buying indueed purchasing
horg.

The ﬁsa%im bu possess the best rogerdless of pricoe

e @uée%m:sa wie merely Tor The puwrpose of buping soething.

Buyer suporgtition regired purchasing there,

Bleady ocustomers were given advice and prefeveness

Obvicos solesmenshiy by the suaff infnoed purchosivg there.

the torgent essorinent of mmmﬁ&a’iiﬁe& were svaileblio.

The siore ked . friendly stmosbphorde
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BS 43. The sitore propriestor and slerks ned reputations for honest demling.
' ﬁ'6 44, The brand or Zind of article mted was available only therea,
E7 45, Obvious advertising appéal induced purchasing there.
E8 46, The stere ms_;’x":_ea_{;ezt_ and cleaner,

F1 47. Pure habit was respomsible Ffer purchasing there,




Appendi_x B

Buying Characteristics of Farm Families in the
' Livingston, Monténa Trade Arsa

'Field Schedule

¢

Name ‘ ‘ Ownershlp of Farme— Omed

Numbér in. ol lywlﬂen (over 213 Remted =
Women {over 21)

Boys (15 = 21) ~ ‘ij“pa of farme=- Irrigated

girls (15 = 21) ~ - Drylsnd

Children (under 15) Range
Distaxece from town —

Annual gross income . . Livestock

. Grain

Diversified —
Class Type of GCommodity ___Coue Noe store

Buildings ILumber, cement, paint
Pencings Wire, postss sibaiai{es )

Farm Maqhi'neryz_ ‘Tx;ac‘ﬁoxj ddniﬁiﬁe ,; plow
Fg.rm ’._l’oolsa‘ Pitehfork, hemmer, basket
Automobiles -

Tracks

------

Aate Suppliest Tire, ‘be.’stes?ya rspm.r&
Truck Suppliess Tire, batlery, repai‘rs'
Fuol (car)f Gdsdlime, 6i1
Puel (truck)s Casoline, oil
Fuel {tractor)s Gasoline, oil
A —————————

Peed (grein): Corn, oats, barley

(concentrates)s Tenkagse, salts

] T minevels
(hay)e Alfalfs, clover, sw. clover

Seed: Alfelfsa, sw. clover, wheat
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Farm Schedule FPage Neme

Class ‘ Type of Commodity O Toas Tos

Store

Mise, Farm Equipst Rope; Stock dip, neils
Smokings Tobmeco, cigarretbes; pipe

Porsonal {msn)s Razor or blades, gung
fishing equipment
Glothing (men)s SBuit, overells, ghoes

Glothing {women)s Formel dress, house-
dress, hats ’
Clothing (children)¥ Shoes, underwesat,
) ) stockings -
Household Furnitures Bed, table, chairs

Household Eguipmenti =Stové, refrigers
ator, washing machine
Vegetobles (fresh): (ebbage,. lethuce,
CRTTOTE T
Vegetables (eammned)s Corn, peas, besns

Fruits (frash)%. I?;igng'as s baﬂ@;mﬁkg‘épplés

Fruits (dried)s Haisinsg.'aprimﬁs;
prungs. <

Fruits (cenned)s Pesches, pearsy plums

Breekfast Foods (prepared)s Jmy kind

Sugers |

Tlours

Ueatss Dacon, steak, p"crk chops

Beverages:s Coffee, %éeap soft drinks.

Spices: (innamon, un%mag; 2 pspﬁer- |

Dry Goods (finished}s Curteins, teble
eloth, pajemas

Bry Goods (unfinished)s Dréss goods,
ta'h;{e_clc:m? pajenas

Tab:_texnzare; Plateg‘,. cups, 's?rv‘fing bowls

Kitcheoweres Pobs and pans, pering kmife

mensuring cup

¥,
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flagy yps BE Commodity - Todn Tos

Storg

Porsonnd Diopioys  Jowcley, votchus,
‘ ;gxiﬁmmﬁ
Biivorusroe  Kndven, Soebe, sosons

Povsunel {womends Faeo podor, hode
oerIorgs BREEG Jonony
Forosmel {childron}s Sehodl gunpliics

g;{, e ; aw; &g{}ﬁ
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