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“When a man goes into a store to buy a collar he comes out with a collar. When a 

woman goes into a store to buy a collar, she comes out with a new silk waist, a pair of 

gloves, ten yards of dress goods, several toilet articles, some window curtains and a 

refrigerator.” 

 
Mark Twain. 
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ABSTRACT 

Grocery shopping has long been considered to be the responsibility of the female 

spouse.  However, modern social and demographic movements are causing changes to 

traditional gender roles within the home.  As a result men are engaging in supermarket 

shopping more frequently.  International research has suggested over thirty percent of 

men claim to be primarily responsible for the weekly grocery shopping task. However, 

while grocery shopping by men is on the rise, the behaviour and demography of male 

shoppers remain under researched.  This thesis argues that men engage in supermarket 

shopping more purposely as a result of social changes, such as, improved education 

levels, female labour force participation rates and changing social mores that have 

significantly affected gender roles within contemporary Australian families.    

      

This thesis is important as it presents the first comprehensive investigation into the 

shopping behaviour and demography of men within Australian supermarkets.  Building 

on previous studies and anecdotal evidence leads to a validation of links between 

contemporary societal factors and the propensity for men to undertake grocery 

shopping, contrast behavioural differences between male and female supermarket 

shoppers and finally identify specific cohorts of male shoppers.  Research outcomes 

offer practical and theoretical contributions to consumer behaviour literature and 

practical Australian supermarket retailing. 

      

A mixed methods approach was the overarching research methodology engaged for this 

study.  In determining what dominant societal factors influence men to undertake 

grocery shopping and to support the construction of a quantitative questionnaire survey, 

interviews were conducted with men while they shopped.  A descriptive, cross sectional 

quantitative methodology was then adopted in order to investigate actual male shopping 

behaviour in comparison to female shopping behaviour in the supermarket.  A K-means 

clustering technique was employed to determined specific cohorts of male grocery 

shopper types.  The 140 sets of male shopper data were factor analysed into eight 

discrete constructs.  These cases were confirmed as appropriate and sufficient by KMO 

values and Bartlett’s significance scores.  The significance of this research resides in the 

identification and development of five distinct male grocery shopper cohorts enabled 

through this cluster analysis technique. 
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Results of qualitative analysis supported the five research questions relating to the 

identification of key societal factors which are encouraging men to undertake the 

grocery shopping activity.  It was found that, female labour participation rates and 

feminist ideology were driving factors influencing the male respondent’s decision to 

assume the grocery shopping.  These men described themselves and their partners as 

middle class and having improved levels of education.  They further confirmed their 

households supported the egalitarian division of household labour.  It is contended that 

these five key social factors are increasing the frequency of men in supermarkets.    

      

Quantitative analysis was able to fully support fifteen of the eighteen hypotheses 

developed to examine how men differ behaviourally from women when shopping for 

groceries.  The hypotheses relating to influences of age on male list usage (H2), product 

evaluative criteria (H7) and enjoyment (H18) were rejected.  Hypothesis 13, relating to 

the importance of supermarket store characteristics, was only partially supported.  

   

To conclude, this research has found that as a result of changing societal customs and 

contemporary gender roles, more Australian men are patronising supermarkets on a 

regular basis.  It was further identified that the shopping behaviour of these men differs 

greatly to that of the traditional female grocery shopper.  The analysis identified five 

distinct, yet interrelated clusters.  Anecdotally, it is often suggested that men do not like 

to shop, lacked interest in the activity and only undertook the task under duress from 

their partners.  However, this classic version of the male grocery shopper was not 

specifically identified in any cluster.  Other identified shopping characteristics in men 

suggest a real interest and control over the activity. 

   

This thesis presents a comprehensive investigation into the growth and behaviour of 

male grocery shoppers in Australia.  The thesis has assisted in expanding the knowledge 

and theory of consumer behaviour in the context of low involvement, limited decision 

making provisioning.  The research has implications for sociology, gender studies and 

consumer behaviour disciplines.  It also has commercial implications for food retail 

management.  Finally, it is proposed that this thesis will provide a vehicle for future 

research in the areas of food retailing and consumer behaviour.      
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CHAPTER 1 

1 INTRODUCTION TO RESEARCH 

1.1 INTRODUCTION 

This chapter describes the background of the research. The research problem and 

supporting research questions are then presented. In justifying the research, an overview 

of the importance of the Australian supermarket and grocery store industry is discussed. 

Gender role and family decision-making studies are then reviewed, along with the 

theories that assist in understanding shopping behaviour. Finally, research contributions, 

methodological approaches and limitations are discussed to support and frame the 

research. The purpose of the study is then stated, as is the anticipated theoretical and 

practical contributions and the planned methodological approaches defined. The scope 

and delimitations of the study will be addressed before outlining the format of the 

dissertation. 

1.2 RESEARCH BACKGROUND 

In most advanced economies, grocery shopping is considered to be the female’s 

domain, and the woman is viewed as the household’s primary purchasing agent (Reekie 

1993; Kingston 1994; Dholakia, Pedersen and Hikmet 1995; Mazumdar and Papatla 

1995; Harnack, Story, Martinson, Neumark-Sztainer and Stang 1998; Otnes and 

McGrath 2001; Piron 2002; Franciscy, McArthur and Holbert 2004; Lindquist and 

Kaufman-Scarborough 2004). However, recent social and demographic movements are 

causing changes to traditional gender roles within the household (Piper and Capella 

1993; Dholakia, Pedersen et al. 1995; Dholakia 1999; Underhill 1999; Murcott 2000; 

Szinovacz 2000; Bhatti and Srivastava 2003; Richbell and Kite 2007). There is now a 

greater acceptance of working mothers and, alternatively, fathers choosing to be home-

stay parents. 

Women now have access to improved levels of income and are often engaged in 

professional occupations (Bird, Bird and Scruggs 1984; Zeithaml 1985; Biernat and 

Wortman 1991; Blair and Lichter 1991; Harris and Firestone 1998; Murcott 2000). It is 

suggested that higher levels of education, labour-force participation and changing social 
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values have significantly affected gender roles within contemporary society and, with 

reference to this research, Australian families. 

Significant changes within the family unit are happening and, as a result, more men 

are either voluntarily or by necessity engaging in supermarket shopping (Davis and Bell 

1991; Dholakia, Pedersen et al. 1995; Dholakia 1999; Gardner 2004; Richbell and Kite 

2007). In one British study, 30 percent of men claimed to be responsible for the weekly 

grocery-shopping task (Davis and Bell 1991), a claim further supported by Mazumdar 

and Papatla (1995) who similarly found that, during the 1990s, 25–30 percent of 

grocery products were purchased by men. 

At a domestic level, a 1998 study by the Australian Supermarket Institute claimed 

that men accounted for between 20 and 35 percent of the primary grocery-shopping 

task. This continued growth throughout the late 1990s was demonstrated in a Western 

Australian study that identified men had increased their regular shopping excursions by 

some 10 percent since 1998 (Walker 2003). Roy Morgan Research supports these 

findings into supermarket customer profiles. Their 2005 survey of 16,000 regular 

Australian grocery shoppers found that 38.8 percent were male (Roy Morgan Research 

2005). This paper seeks first to examine the underlying causes of this trend. 

While regular grocery shopping by men is on the rise (Dholakia, Pedersen et al. 

1995; Dholakia 1999; Otnes and McGrath 2001; Cockburn-Wootten 2003; Walker 

2003; Roy Morgan Research 2005), the perceptions and realities of male shopping 

behaviour remain under-researched (Dychtwald and Gable 1990; Harnack, Story et al. 

1998; Bawa and Ghosh 1999; Dholakia 1999; Otnes and McGrath 2001). Therefore, the 

second part of this study is focused on the shopping behaviour of men within the 

supermarket context and in relation to theories of thrift and sacrifice (Miller 1998). 

Outcomes of this analysis will provide the mechanism to profile male grocery shopper 

types through cluster analysis techniques. 

This paper will seek to profile male grocery shoppers and compare and contrast their 

shopping behaviour against the traditional female grocery shopper via a baseline study 

through discriminate quantitative research methods (Churchill and Lacobucci 2002; 

Malhotra, Hall, Smith and Oppenheim 2006). The outcomes of this research will model 

behaviour and, thus, identify particular types of male grocery shoppers. It is suggested 

that gaining insight into the shopping behaviour of this emergent new shopper will be 

important (Mazumdar and Papatla 1995; Piron 2002; Gardner 2004; Lee 2005). 
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The identification of such a distinct and developing group of male grocery shoppers 

will provide retailers and marketers with the ability to more effectively target 

promotional appeals and affect more meaningful marketing strategies. For example, 

earlier research has suggested campaigns that stress low price and nationally recognised 

brands, rather than value or coupon offers, are more widely accepted by men (Piper and 

Capella 1993; Mazumdar and Papatla 1995; Torres, Summers and Belleau 2001). 

Innovative, even interactive in-store displays, will stimulate the male grocery shopper as 

opposed to catalogue advertising, which is rarely used by men (Polegato and 

Zaichkowsky 1994; Mazumdar and Papatla 1995). Further, providing store maps may 

allow men, who may not use shopping lists, plan their grocery needs and 

circumnavigate the supermarket more effectively (Piper and Capella 1993). 

Some researchers have considered the issue of men’s health. Increasing low-

cholesterol or low-fat product ranges would provide a greater appeal to men than 

promoting low-calorie food items, which tend to target women (Piper and Capella 

1993). Further, supplier-funded, nutritional education campaigns and materials may 

attract more male shoppers to the supermarket on a more regular basis (Harnack, Story 

et al. 1998). 

Other researchers suggest implementing technical gadgetry, such as video-carts, self-

scanning registers or video monitors tuned to sport or business news groups to 

encourage men to shop longer (Davis and Bell 1991; Piper and Capella 1993). More 

radical possibilities include rethinking the design of supermarkets to include male-

inspired destination departments: quick meal solutions, casual dining meal ideas, or 

increasing general merchandise ranges such as garden, hardware or electrical products 

(Davis and Bell 1991). Others have considered changes to aisle widths and angles to 

create a more interesting, less clinical shopping experience, thus keeping men shopping 

longer (Floch 1988). 

Finally, themed shopping events have been suggested, such as ‘male shopping 

nights’, which could provide a club-like atmosphere where men could come together in 

a relaxed shopping environment (Otnes and McGrath 2001). Suppliers could be 

encouraged to offer food demonstrations and sample bags targeted at men. Ultimately, 

what has become clear is that supermarket retailers now need to consider the male 

shopper. 
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1.3 RESEARCH PROBLEM 

This thesis examines the behaviour of male grocery shoppers and addresses the 

relationship between contemporary social mores and the propensity of men to undertake 

the grocery-shopping task; finally, it endeavours to model distinct groups of Australian 

male supermarket shoppers. The overriding research question is: 

To what extent do modern societal factors influence the 

propensity of Australian males to undertake the role as the main 

grocery shopper, and how do these emergent shoppers differ 

behaviourally from the traditional female grocery shopper? 

Three key research sub-questions are suggested to address the above: 

1. What key social factors play a dominant role in influencing men 

to undertake the grocery-shopping task on a regular basis? 

2. How do men differ behaviourally from women in the supermarket-

shopping context? 

3. Are there specific cohorts of male grocery shopper types? 

1.4 JUSTIFICATION FOR THE RESEARCH 

The study to identify the underlying causes for the increase of male grocery shopping 

and male grocery-shopper profiling is justified below. The arguments are framed by the 

importance of four key facets: i) the economic size and importance of supermarket 

retailing in Australia; ii) gender role and family decision-making studies; iii) theories of 

shopping behaviour; and iv) previous research contributions. The purpose of the study is 

then presented before addressing the practical and theoretical contributions. 

1.4.1 Economic size and importance of supermarket retailing 

International articles have charted the rapid rise of supermarkets almost everywhere in 

the developing world and forecast their continued rapid spread (Reardon 2002; 2004; 

Hu, Reardon, Rozelle, Timmer and Wong 2004; IBIS World Industry Report 2006; 

Traill 2006). The current domestic market has demonstrated similar growth, yet remains 

somewhat unique in comparison to other international supermarket operations in 

industrialised countries. It may be defined as a market duopoly. The two main players, 

Coles Group Supermarkets (including Coles, Pick ’n Pay and Bi-Lo) holds 30–32 

percent market share with 750 stores, and Woolworths (including Food For Less, 
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Flemings and Safeway) a 40–42 percent with 1100 stores (IBIS World Industry Report 

2006). Other operators include: Action – 70 stores; Aldi –109 stores; IGA (Independent 

Grocers of Australia) –1011 stores; and AUR (Australian United Retailers) – 693 stores. 

In the past 10 years, the larger operators, Coles and Woolworths, have grown 

through acquisition, new store openings and aggressively venturing into the fuel, 

convenience and liquor markets (IBIS World Industry Report 2006). The Australian 

supermarket and grocery store sector generated $58.86 billion in sales between 

February 2005 and January 2006 (IBIS World Report 2006, ABS 8501.0), representing 

65.7 percent of the total food retailing sales. Since the demise of Franklins in 2001, the 

market has seen the entry of the international low-cost supermarket, Aldi, and many 

smaller independent grocers have joined together to form co-operatives or buying 

groups (e.g. Australian United Retailers and FoodWorks). 

Food retailing employs 6 percent of the total Australian workforce (ABS 

6291.0.55.001). The supermarket and grocery store sector alone employed about 

246,950 people during 2004–2005. In that period, this industry comprised around 3522 

enterprises across 4182 establishments, representing a growth rate of 1.2 percent over 

the 2003–04 period (IBIS World Report 2006). The major cost contributions in this 

sector stem from purchases ($45 billion or 76%) and wages ($6 billion or 10.3%). Other 

operating costs include warehousing, logistics, depreciation, advertising and rent (IBIS 

World Industry Report 2006). 

In a bid to reduce costs, Australian supermarket businesses have ventured into 

ownership or contractual arrangements with large distribution centres, transport and 

storage facilities across the nation. Such vertical integration has improved logistical 

efficiencies and improved profit margins (Varley 2001). The role of vertical integration 

from a retail perspective is about moving the products from the producer to the end 

consumer in the most cost-effective manner (Keegan 1995). Examples of more recent 

changes to this strategy include supermarket operators leasing returnable plastic crates 

(RPCs) to farmers so they could pack fruit and vegetables directly into cases before 

forwarding produce direct to warehouses and into stores. This strategy has reduced the 

cost of cardboard cartons, improved uniformity and freshness and, more importantly, 

become an income-generating asset.  

The routine nature of supermarket shopping provides for an interesting examination 

from the perspective of the customer. A visit to the Coles and Woolworths web sites 

identifies that these two retailers process over 24 million customer transactions every 
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week (www.coles.com.au; www.woolworths.com.au). When smaller grocers are 

included, weekly customer transactions amount to over 30 million.  It is the direction of 

this thesis to investigate these customers, explore and compare behaviours and seek to 

identify behavioural clusters.  It is held that, due to the size and economic importance of 

this sector, research into shopping behaviour within Australian supermarkets is of vital 

importance. 

1.4.2 Gender role and family decision-making 

Investigating the influence of modern societal factors and gender roles requires a clear 

definition of constructs. There are three different, yet related, constructs in the 

marketing literature; sex, gender identity and gender role attitudes (Fischer and Arnold 

1994; Dholakia 1999). According to Fischer, Arnold and Dholakia, sex is 

operationalised as the physical or biological characteristics of the respondent. Gender 

identity is aligned to which sex the respondent relates to, or identifies with, most closely 

(Eastlick and Feinberg 1994). Gender role attitude is built around beliefs about 

appropriate roles for men and women in society (Fischer and Arnold 1994). Cultural 

and social conditions determine the construct of gender role attitude and it is this 

construct that reflects changing social mores. 

During the 1970s, economic motivators, such as high interest rates, inflation and 

home mortgages, as well as social drivers, like the feminist movement and reductions in 

family size, contributed to the increase in the number of women in the workforce 

(Goodnow and Rowes 1994; Allen and Webster 2001). This, inturn, stimulated interest 

in the investigation of gender-role transcendence. Many researchers argued that as the 

labour-force participation rates of women increased, a more equitable allocation of 

family tasks at home also grew (Rapoport 1975; Rawlings 1978; Qualls 1987). The 

division of family tasks (i.e. meal preparation, cleaning, shopping and childcare) is one 

factor related to wives’ employment that has been subjected to systematic study. 

Alternatively, other researchers have defined clear linkages between that of working 

women and their husbands’ increase in the allocation of time on household tasks 

(Epstein 1971; Holmstrom 1973; Pleck 1979; Pleck and Rustad 1981). However, some 

studies have suggested that wives’ employment outside the home has had little 

influence on their husband adoption of traditional female household tasks (Walker 

1970; Vanek 1974; Berk and Berk 1979). 
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In general, researchers have suggested that there is a trend for a more equal sharing 

of family tasks, especially when both spouses are employed (Pleck and Rustad 1981; 

Bird, Bird et al. 1984; Biernat and Wortman 1991; Coltrane 1998). Researchers have 

also identified the existence of couples in demographic sub-groups who divide tasks 

more equally, each partner having varying degrees of joint responsibility (Poloma and 

Garland 1971; Rapoport 1971; Holmstrom 1973; Weingarten 1978; Hochschild 1989). 

These findings have been supported by other studies into the changing nature of gender 

roles and the adoption by men of traditionally female activities (Zeithaml 1985; Piper 

and Capella 1993; Dholakia, Pedersen et al. 1995; Harnack, Story et al. 1998; Otnes and 

McGrath 2001; Torres, Summers et al. 2001). These researchers have identified such 

sub-groups of men who tend to have higher levels of income and education, are 

employed in professional, white-collar roles and are younger. 

Similar to the above research, the evaluation of husbands’ and wives’ influence in 

family decision-making is heavily reliant on studies conducted during the 1970s (Davis 

1970; Davis 1971; Davis and Rigaux 1974; Wilkes 1975). However, more recent 

researchers have examined aspects of family decision-making (Filiatrault and Ritchie 

1980; Park 1982; Rosen and Granbois 1983; Spiro 1983; Belch, Belch and Ceresino 

1985; Corfman and Lehmann 1987; Qualls 1987; Foxman and Tansuhaj 1988; Foxman, 

Tansuhaj and Elkstrom 1989; Foxman, Tansuhaj and Elkstrom 1989; Mangleburg 

1990). 

It is suggested that families act as cooperative groups where members have 

congruent goals. Most studies of family decision-making have investigated concerns for 

each other’s preference and even-handedness (Corfman and Lehmann 1987). These 

studies tend to describe how family members compromise, overtly or subtly, to 

maintain long-term relationships and the roles they play within the group (Lee and 

Marshall 1998). These roles typically include those of initiator, gatekeeper, decider, 

buyer and user (Wind 1976; Spekman and Stern 1977; Wind 1978), and more recently 

that of caretaker (McCraken 1988; Price, Arnould and Curasi 2000). 

Empirical findings reported since the late 1980s have suggested gradual shifts in 

husbands’ and wives’ roles in the family decision-making process (Belch and Willis 

2002; Piron 2002). Others have suggested that a husband’s and or wife’s ability to 

impart economic and time resources in the household partially determines his or her 

ability to participate and obtain influence in household decisions (Qualls 1987). As 

such, it is argued that as more and more women seek employment outside the home, 
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they are less involved in the familial decision-making process and men are now 

increasing their contribution. Similarly, involvement theory is often associated with 

family decision-making, affirming that the relative influence in a purchase decision is 

higher for the spouse who is highly involved in the purchase and desires reflecting 

his/her individual interest and preference (Corfman and Lehmann 1987; Qualls 1987). 

1.4.3 Theories of shopping behaviour 

Researchers have argued that there exists an expectation that most shoppers will 

subordinate their personal desires to a concern for others, in a family context (Corfman 

and Lehmann 1987; Lee and Marshall 1998; Miller 1998; Miller, Jackson, Thrift, 

Holbrook and Rowlands 1998). This is particularly evident during the family grocery-

shopping experience. In this context, consumers are regularly shopping to fulfil the 

wants and needs of other family members rather than shopping for themselves. 

Accordingly, two underlying themes, which are both relevant to the study of grocery 

shopping behaviour, are identified as thrift and sacrifice. These constructs will be 

examined within both the qualitative and quantitative data analysis stages of this 

research. 

It is suggested that one of the most important activities in the experience of grocery 

shopping, other that the act of consumption, is saving. Miller (1998) regards this as 

thrift. The experience of saving during a shopping experience is described as the 

specific search for lower prices based on systematic comparative shopping. Researchers 

have contrasted the husband’s role in thrift from that of the wife’s role. It is argued that 

men tend to refrain from comparison shopping and will not actively search for lower 

prices, whereas women opt to buy products that represent value or shop around for a 

saving (Zeithaml 1985; Polegato and Zaichkowsky 1994; Miller 1998; Underhill 1999). 

Similarly, other researchers have noted a tendency for men to avoid comparative 

shopping or forgo the purchase, rather than search for the best buy (Reid and Brown 

1996; Otnes and McGrath 2001; Noble, Griffith and Adjei 2006) 

The idea of shopping, like that of sacrifice, is that it is the precise moment when 

everything that has focused upon the accumulation of resources is about to turn into the 

moment when those same resources are expended (Miller 1998). Time is considered a 

resource in such a context. Researchers have examined the concept and the affects of 

time on shopping behaviour in the context of supermarket shopping (Davies and 
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Madran 1997; Aylott and Mitchell 1999; Chetthamrongchai and Davies 2000). In such 

studies, time is sacrificed for the grocery shopping to occur. 

It is argued that the male’s selection of more expensive and hedonistic food products 

clearly derives from his role defined against shopping as mundane provisioning 

(Zeithaml 1985; Dietrich 1992; Piper and Capella 1993). Research has shown that when 

men shop for groceries, they seldom employ lists or comparison shop, and are more 

likely to purchase on impulse (Underhill 1999; Otnes and McGrath 2001; Thomas and 

Garland 2004). Therefore, it is claimed when men forfeit (sacrifice) time and resources 

to undertake the grocery-shopping activity, they will attempt to offset this sacrifice with 

indulgent shopping behaviour. Such behaviour tends to be paralleled in the self-gift 

giving literature, in particularly the deserving theme (Mick and Demoss 1990).  Here, it 

is argued, self-gifts can act as self contracts, in which the reciprocity is personal effort 

or achievement. Thus, when shopping is understood in terms of the dynamics of social 

relations, there emerges a simple but fundamental similarity between the act of 

shopping and the act of sacrifice. This research will examine behavioural differences 

between male and female grocery shoppers in relation to these constructs. 

A number of researchers have noted that gender and sexuality are important aspects 

of shopping (Fischer and Arnold 1994; Campbell 1997; Dholakia 1999; Blackwell, 

Miniard and Engel 2001; Otnes and McGrath 2001). In terms of gender, the first point 

to make is the degree to which shopping is generally equated with women. However, 

gender in shopping has changed dramatically in the post-war period (Qualls 1982; Bird, 

Bird et al. 1984; Miller, Jackson et al. 1998; Murcott 2000). The days of the ‘man’s 

shop’ with a discrete separate entrance have long passed, yet some men still insist that 

the purchase of technical products requires their expertise (Miller 1998). Men are also 

reported to be more prone than women to impulse buying (Davis and Bell 1991; Piper 

and Capella 1993; Goodnow and Rowes 1994; Dholakia, Pedersen et al. 1995). 

1.4.4 Previous research contributions 

There is a paucity of research with regard to male consumer behaviour in the context of 

supermarket shopping (Bawa and Ghosh 1999; Dholakia 1999; Otnes and McGrath 

2001). This researcher has been unable to locate any substantial empirical research 

within contemporary Australian academia. However, internationally, there has been a 

steady influx of consumer behaviour studies in relation to men and food shopping since 

the 1980s (Davis and Bell 1991; Piper and Capella 1993; Polegato and Zaichkowsky 
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1994; Dholakia, Pedersen et al. 1995; Mazumdar and Papatla 1995; Otnes and McGrath 

2001; Torres, Summers et al. 2001; Piron 2002; Richbell and Kite 2007). It is, therefore, 

suggested that this field of research has potentially been overlooked in the Australian 

context. The following provides a précis of the most current international studies. 

Davies and Bell (1991) presented one of the earliest examinations of the differences 

in male and female shopping behaviour in the supermarket context. Their study 

addressed time taken, basket size and expenditure of a small sample of male and female 

shoppers in Britain. They concluded that men took less time to complete the shopping 

task. This was, however, related to the amount of items purchased, as men bought fewer 

items than women. In contrast, when speed was assessed against the number of items 

purchased, women appeared to take less time then men. They further concluded that the 

male’s expenditure was higher per minute than the woman’s, which coincided with the 

view that men seldom comparison shop (Polegato and Zaichkowsky 1994; Mazumdar 

and Papatla 1995; Underhill 1999). 

In their 1993 study, Piper and Capella examined the attitudes and demographics of 

regular male grocery shoppers in North America. However, they failed to specifically 

make comparisons with the female shopper. Instead, their study attempts to profile the 

American male supermarket shopper. They suggest that men who report to be the main 

grocery shopper are likely to be employed in white-collar, professional occupations and 

have higher levels of education and income than men who do not undertake the grocery-

shopping duty. Interestingly, they found that these grocery-shopping men tend to 

prepare shopping lists before shopping. This is adverse to other research that found men 

generally do not prepare lists (Polegato and Zaichkowsky 1994; Thomas and Garland 

2004). 

Polegato and Zaichkowsky (1994) examined the strategies adopted by men and 

women and addressed list and non-list usage in supermarket shopping. Their study 

examined four aspects of the shopping experience: pre-planning, task management, 

store loyalty, and store characteristics. In the pre-planning stage, the evidence 

suggested: that older men plan more than young men; men shopped at different times 

than women; and men spent less time shopping than women – a view similarly 

supported by Davies and Bell (1991). In task management, they identified men: did not 

ask for assistance; used shopping lists less frequently than women; did not compare 

prices or use catalogues; and did not stick to a defined budget. Regarding store loyalty, 

men routinely patronised the same store. Women, on the other hand, were more inclined 
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to shop around for the best buy. Finally, Polegato and Zaichowsky (1994) found that 

helpful assistants, friendly checkout operators and easy parking were more important to 

women than they were to men. 

Mazumdar and Papatla (1995) endeavoured to consider gender difference in 

supermarket shopping, however, they considered only the responses to the constructs of 

price and promotion. Using AC Nielsens Scan Data, they concluded that men, in 

general, were price insensitive (Mazumdar and Papatla 1995; Reid and Brown 1996). 

They ascertained that men will pay slightly more than women for grocery products and 

are less influenced by in-store displays. Further, male shoppers were less inclined to use 

catalogues or advertisements to guide the grocery-shopping activity. 

More recently, researchers have considered the levels of enjoyment and satisfaction 

by men in the grocery-shopping task (Dholakia, Pedersen et al. 1995; Dholakia 1999; 

Torres, Summers et al. 2001). Dholakia’s (1995) exploratory work mirrored the 

outcomes of earlier studies into men and grocery shopping, and found that men shop for 

groceries with greater frequency than women (Davis and Bell 1991; Polegato and 

Zaichkowsky 1994). She further identified that men who claim to be the main grocery 

shopper enjoyed the task. 

Dholakia’s 1999 study extends that of Piper and Capella (1993) in an attempt to 

further profile and identify the behaviour of male grocery shoppers. In this research, she 

reiterates her previous findings (Dholakia, Pedersen et al. 1995) regarding the frequency 

of male grocery shopping and enjoyment levels. She also attests that men gain positive 

reinforcement from the family’s appreciation of their involvement in grocery shopping. 

Her profile of the male grocery shopper parallels that of Piper and Capella (1993). 

Dholakia, too, finds that male grocery shoppers: are better educated than male non-

shoppers; earn more than male non-shoppers; are more likely to be employed in white-

collar professional roles; and are generally less than 34 years of age (Dholakia 1999). 

Both studies, however, invariably fall short in contrasting their finding against the 

female stereotype. 

Between 1993 and 1999, Otnes and McGrath (2001) conducted an important study of 

the perceptions and realities of male shopping behaviour. Their initial investigation 

(1993-1994) explored the differences that characterised male and female shopping 

behaviour. The objectives of their final stage (1998-1999) were focused on 

understanding the differences between how male shopping behaviour was perceived and 

how it was actually enacted. As an outcome of this study, Otnes and McGrath were able 
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to define three stereotypical models of male shopping behaviour: ‘grab and go’; ‘whine 

and wait’; and ‘fear of the feminine’. Amongst their conclusions, they found men search 

deliberately, limit price-comparison shopping and browse infrequently – a view 

supported by other researchers (Mazumdar and Papatla 1995; Reid and Brown 1996; 

Thomas and Garland 2004). They also suggest that when shopping with female 

partners, men undertake a helpful role. They finally concluded that men will shop for 

‘female-coded’ products (lingerie, perfume, beauty products) for status, control or to 

further intimacy. 

Piron (2002) investigated the spousal influence on male shopping behaviour within 

the supermarket. The study is one of the first to clearly address the social aspect of male 

grocery shopping. The study of 150 Singaporeans found that, generally, men undertook 

the grocery-shopping task because their wives worked. This factor of female labour-

force participation has been widely recognised as a driving cause of why more men are 

undertaking the grocery-shopping task (Bird, Bird et al. 1984; Zeithaml 1985; Biernat 

and Wortman 1991; Blair and Lichter 1991; Harris and Firestone 1998; Murcott 2000). 

Piron’s research outcomes argue that male respondents believed men should take a 

more active role in shopping and viewed grocery shopping as a family activity rather 

than a responsibility of the household female. It was concluded that men mostly act as 

influencers in the grocery decision-making process. 

A study by Williams (2002) examined the constructs of decision-making by men and 

women in the supermarket. Williams found that men place less importance on complex 

product evaluative criteria than women and generally basing their decision simply on 

price, albeit it is recognised that even this simplistic evaluative criterion allows for 

comparison shopping. These findings tend to support other empirical evidence that men 

rarely comparison shop (Mazumdar and Papatla 1995; Reid and Brown 1996; Underhill 

1999; Otnes and McGrath 2001). Similarly, men consider objective criteria more 

important than subjective criteria in the decision-making process. 

Other authors, who have addressed the differences in male and female shopping 

behaviour in the context of food, have taken an anecdotal rather than an empirical 

approach (Reid and Brown 1996; Underhill 1999; Cockburn-Wootten 2003; Nozar 

2003; DeNoon 2004; Gardner 2004). Such writers suggest that, men ‘tear through the 

aisles’, whereas women take their time. Men do not ask for help or directions, do not 

compare prices, do not like to shop for feminine products and are more likely to buy on 

impulse. Interestingly, much of these anecdotal results echo the findings of more robust 
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pragmatic research (Piper and Capella 1993; Thomas and Marr 1993; Dholakia, 

Pedersen et al. 1995; Reid and Brown 1996; Dholakia 1999; Otnes and McGrath 2001). 

Finally, works that have considered the behaviour of male shoppers have examined 

retail channels broadly and not specifically food shopping (Hawes and Lumpkin 1984; 

Zinn 1992; Harnack, Story et al. 1998; Otnes and McGrath 2001). 

1.4.5 Purpose of the study 

This study will go beyond prior work to scientifically validate two key objectives. First, 

it will seek to explore the correlation between contemporary societal factors (such as, 

female labour-force participation) with the propensity for men to undertake the grocery-

shopping task on a regular and reoccurring basis. Second, it will employ a baseline 

study for discriminate analysis to identify behavioural differences between male and 

female supermarket shoppers. Such aspects have not been addressed substantially in 

earlier research. 

The study will also seek to overcome many of the limitations in previous research, as 

briefly discussed above. Although these will be described later in detail, in summary, 

the study will: 

1. Employ a qualitative exploratory approach in the collection of data from 

Australian male supermarket consumers in an attempt to draw correlations 

between contemporary social conditions and the propensity of men to 

undertake the grocery-shopping task. 

2. Employ a large sample frame of data drawn from four major supermarkets in 

a major Australian capital city. 

3. Use a mixed methodological triangulated approach to improve the rigour and 

robustness of the findings. 

4. Identify distinct and emerging male grocery-shopper cohorts. 

1.4.6 Managerial contributions 

This thesis will make theoretical contributions to marketing academia and in addition 

will add value to marketing practice and strategic retail management. The study will 

provide new insights into an otherwise under-researched area. It will afford a direction 

to retailers and marketing practitioners for further research and have practical 

managerial applications. In particular, it is proposed that the thesis will serve as a 
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particularly useful tool for supermarket retailers in areas of corporate research, 

merchandise planning, buying, store development and design. 

1.4.7 Theoretical contributions 

This thesis and its research findings will make a theoretical contribution to the 

marketing, consumer behaviour and supermarket retailing disciplines. It may also act as 

a basis for future domestic research into male consumer choice behaviour at the 

supermarket. It is also anticipated that the results will contribute to the development and 

identification of distinct male grocery shopper cohorts. This may, in turn, explain and 

predict shopping behaviour, under certain conditions, and make market-place 

adaptations with increased certainty and with improved generalisability. 

1.5 METHODOLOGY 

To ensure a rigorous research approach is achieved, a triangulation of methodological 

approaches, in particular a qualitative and quantitative methodology, will be employed 

alongside the application and reflection of theory developed from the literature. It is 

argued that a study using a mix of methodologies is more robust and, therefore, likely to 

yield improved and more accurate outcomes (Deshpande, Hoyer and Jeffries 1982; 

Neuman 2003). 

1.5.1 The qualitative stage 

The first objective of this study is to identify the relationships between contemporary 

social conditions and the propensity of men to undertake the grocery-shopping task. It is 

the opinion of this researcher that a qualitative approach is necessary to accurately 

identify the underlying social factors that influence male consumers to adopt the 

traditionally female-oriented task of grocery shopping. Researchers have argued that 

qualitative methods create rich datasets and illuminate shopping behaviour in specific 

contexts (Otnes, Lowrey and Kim 1993; Dutka 1994; McGrath and Otnes 1995; Otnes, 

Lowrey and Shrum 1997). Arguably, this method inherently generates text that yields 

insights that may otherwise remain hidden from researchers adopting a purely 

quantitative direction. 

Researchers (Deshpande, Hoyer et al. 1982; Hoyer 1984; Warren 2000; Lowrey, 

Otnes and McGrath 2005) have adopted qualitative research methodologies to uncover 

aspects of consumer behaviour with regard to food shopping. It is envisioned that this 
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initial research approach will offer up the main reasons as to why more men are 

undertaking the role as the main family food shopper.   

The following research questions will be addressed though this qualitative approach: 

1. Are men whose female partners are employed outside the home more likely to 

undertake the grocery-shopping task? 

2. Are male respondents with higher levels of education (based on the national 

2006 average as defined by the Australian Bureau of Statistics) more likely to 

be involved in grocery shopping? 

3. Are men who are aware of, and concur with, the feminist movement more 

likely to undertake the grocery shopping activity? 

4. Are men more likely to undertake the grocery-shopping task if they have 

grown up in families that have encouraged egalitarian divisions of household 

labour more likely? 

5. Are men more likely to undertake the grocery-shopping task where they can be 

demographically described as middle class? 

 

Further, the findings from the above research questions (1, 2 and 5) will also be  

supported by quantitative data, collected via questionnaire surveys in the second stage 

of this research.      

1.5.2 The quantitative stage 

In addition to the qualitative approach, a micro-level theoretical, positivist approach will 

be adopted for this study. A positivist, epistemological framework focuses on numeric 

measures of observations (Neuman 2003). The purpose of this research is predictive in 

nature. It wishes to provide quantifiable explanations as to how Australian male grocery 

shoppers are different from Australian female grocery shoppers. The research is 

interested in the frequency rates, behaviour and activities of Australian male grocery 

shoppers. 

This stage is concerned with determining the frequency with which things occur and 

the identification of the relationship between variables (Churchill and Lacobucci 2002), 

for example, male grocery shoppers’ time spent shopping, or total expenditure 

compared to that of the female shopper. Consequently, a quantitative methodological 

approach will be adopted. A descriptive cross-sectional study is deemed to be the most 

appropriate. A concise, undisguised questionnaire and discriminate quantitative survey 
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methods will be employed to gather these data. It is anticipated that analysis of these 

data will identify gender differences in shopping behaviour in the food-shopping 

context in supermarkets. Further, the employment of a cluster analysis technique will 

enable the identification of specific cohorts of male grocery shopper type. 

1.6 DEFINITIONS 

The conceptual framework of this study is demonstrated and defined in the second 

chapter. This focuses on the literature review and will serve to illustrate the paths of 

previous research and how the current study is linked. Most importantly, it will draw 

attention to the objects of investigation. General research terms, such as the expressions 

context, concept, construct, research question and hypothesis, are used in respect to the 

definitions classified by relevant marketing literature (Fink 1995; Warren 2000; 

Churchill and Lacobucci 2002; Neuman 2003). 

This thesis is primarily concerned with Australian supermarket retailing and, as such, 

national industry terms will be used throughout. The term ‘groceries’ includes: dry 

groceries, packaged groceries and long-life groceries. However, large supermarkets 

carry more than just groceries. Most offer fresh meat, delicatessen products, bakery 

items, frozen/chilled products, fruit and vegetables. 

As such, the meat, delicatessen, dairy, bakery and fresh produce departments will be 

referred to as ‘fresh-food departments’ or ‘perishable departments’ and used 

interchangeably. To ensure the objects of investigation are not misinterpreted, the key 

constructs of this research are discussed and defined in the following chapter. 

1.7 SCOPE OF THE STUDY 

The research is intentionally limited to Australian supermarkets and their customers. As 

such, the research findings are potentially only generalisable to Australian supermarket 

shopper populations. There are several important grounds for this decision. First, as 

presented above, due to the size and unique nature of the Australian supermarkets 

industry such an investigation is warranted. Second, earlier studies of grocery shopping 

behaviour have failed to comprehensively examine behavioural differences between the 

genders. Finally, the author is unable to detect any current Australian empirical research 

on emerging societal trends, such as working women, modern family structures and 
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changing social values, which can be related directly to the rise of the male grocery 

shopper. 

Further, this research is only concerned with supermarket and grocery-store retail 

patronage modes and has purposely excluded other stand-alone food retail 

establishments. These modes include retailers of fresh meat, fruit and vegetables, liquor, 

bakeries, take-away food and convenience stores. These are not included in this 

research. It is estimated that between February 2005 and January 2006, these industries 

only represented 15 percent of the total supermarket and grocery items sales and are, 

therefore, not deemed fiscally important enough to address in this study (IBIS World 

Report 2006). 

1.8 OUTLINE OF THE THESIS 

The purpose of Chapter One was to provide a general overview of the research to be 

undertaken and to provide direction. Chapter Two will present a review of current and 

existing literature associated with family decision-making, gender role theory, shopping 

behaviour within the low involvement context and male consumer behaviour. The 

relationship within the context of supermarket and grocery store retailing is explored in 

detail and the research hypotheses are developed. Chapter Three will address the 

research procedures employed for the construction and design of data collection tools. 

Further, this chapter will justify the use of the relative qualitative and quantitative 

methods adopted for this research. Details of population samples, sample frames and 

measurement instruments are provided. A review of the statistical methods adopted to 

analyse the data is also included. 

Chapter Four will discuss the findings of this research. Sample sizes, response rates 

and general demographics are discussed. Item reliability and validity will also be 

addressed. Chapter Five offers the conclusions and implications of the research 

findings. Conclusions, with regard to the hypotheses and research questions are 

discussed and contributions to theory and practice are then confirmed. Finally, the 

limitations of the research are examined and suggestions for future research are offered. 

1.9 CONCLUSION 

This chapter has provided a broad overview of the structure of this thesis. A background 

to the research was presented, followed by a statement of the research problem and 
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subsequent research questions. The chapter also presented a justification for this study, 

illustrating four key facets, including: the economic size of supermarket retailing in 

Australia; previous gender role and family decision-making studies; general theories of 

shopping; and, finally, earlier research contributions, methodological approaches and 

recognised limitations. The purpose of the study was then illustrated along with the 

practical and theoretical contributions the study will provide. Methodological 

approaches were then briefly addressed, as were limitations. This thesis now proceeds 

to a detailed overview of the current and relevant literature in Chapter Two. 
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CHAPTER 2 

2 LITERATURE REVIEW 

2.1 INTRODUCTION 

This literature review sets out three distinct goals. First, it will demonstrate an 

understanding of the relevant body of knowledge to establish the importance of further 

research. Second, it will integrate and synthesise schools of thought on the subject 

matter. Finally, it will stimulate the development of key research questions and 

hypotheses. 

The study is twofold. It begins by examining the societal factors that are encouraging 

Australian men to undertake the grocery-shopping task. As such, an examination of the 

literature pertaining to postmodernist culture, gender role theory and families will 

ensue. The second aspect of this thesis considers the behaviour of male grocery 

shoppers. In this regard, the literature relating to consumer behaviour, retailing, 

supermarket retailing and male shopping behaviour will be considered. 

2.2 CONCEPTUAL FRAMEWORK FOR RESEARCH 

The following diagrammatic representation was developed by the researcher from the 

literature. It serves to graphically demonstrate the direction of the literature review and 

is provided below in Figures 2-1 and 2-2.  
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Figure 2-1 – Societal factors 
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2.3 DIRECTION OF LITERATURE REVIEW 

As indicated above, the following review of the literature will be presented in two 

sections. The first will deal with the literature pertaining to the underlying rationale 

motivating more men to undertake the grocery-shopping task on a permanent and 

regular basis. As such, the concept of postmodernism will be discussed briefly to set the 

scene for further discussion. The terms postmodernism and postmodernity will be 

defined in the context of consumption and lifestyle. The defining features of a 

postmodernist society will then be illustrated, which will then allow for further 

discussion with regard to modern sociology studies and other societal factors (such as 

female labour-force participation levels, feminist ideology and contemporary family 

values). 

The second part of the literature review concerns itself with the behaviour of male 

shoppers in the context of the grocery store. It begins by analysing theories of consumer 

behaviour before moving to address retailing and supermarket retailing literature. This 

will then form a base from which the literature into male shopping behaviour can be 

presented. 
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SOCIETAL FACTORS 

2.4 POSTMODERISM 

2.4.1 Defining postmodernism 

Postmodernism is a term often considered to be a description of many aspects of our 

contemporary lives, such as art, religion, politics, literature and consumer behaviour. 

The first recorded use of the term was in the 1870s by English painter, John Watkins 

Chapman, who suggested that any art that went beyond impressionism would be 

definable as postmodern painting (Sim 2005). The term was also adopted to describe the 

new form of militaristic and anti-humanist culture emerging in Europe during World 

War Two (Boyne and Rattansi 1990). 

American theologian, Bernard Bell, postulated that postmodernists were people who 

turned their back on a secular world and embraced newly emerging contemporary 

religious faiths (Boyne and Rattansi 1990). Architectural theorists Joseph Hudnat and 

Charles Jencks employed the word to describe the new prefabricated buildings being 

built after 1940 (Sim 2005). However, it was in the literary commentaries of Irving 

Howe, Harry Levin, Leslie Fiedler and Ihab Hassan that the phrase gained currency in 

the 1950s and 1960s (Boyne and Rattansi 1990). 

During the late 1980s and early 1990s, postmodernism and its linkages to our 

everyday lifestyles moved from the academic literature and into popular consciousness 

(Watson 2005). Watson supports this argument by identifying the increased use of the 

term in the popular media, newspapers and articles. However, he and other writers 

(Connor 1989; Boyne and Rattansi 1990; Hekman 1990; Burgass 2000; Sim 2005) offer 

that postmodernism remains a confused and vacuous term (Brown 1995). 

The term postmodernism can be defined in a number of ways, and these definitions 

are often influenced by the subject matter or academic discipline (Brown 1995; 

Anderson 2005). One description suggests that postmodernism has to do with the 

development of popular culture in the late twentieth century in the advanced capitalist 

democracies of the West (Storey 2005). Whether postmodernism is seen as a new 

historical movement, a new sensibility or new cultural style, popular culture is cited as a 

terrain on which these changes can be most likely found. 

Another view is to suggest that postmodernism is the major source of structural 

change in a contemporary society (Boyne and Rattansi 1990). Boyne and Rattansi 
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(1990) support this argument by employing the theories of Jean-Francois Lyotard, who 

expressed the view that the legitimating narratives, which attempted to provide valid 

and defining principles across societies, were now defunct. Put simply, what we held to 

be true has now changed. 

A similar description is provided by Steven Connor (1989), who suggests that 

postmodernism serves as a structural support for the emergence of new forms of social, 

political and economic arrangements. Although each of the definitions above presents 

slight variations, there is a degree of consistency. As such, this thesis adopts the view 

that postmodernism and postmodernity are related to the deconstruction of traditional 

societal practices and the emergence of a new contemporary culture. 

2.4.2 Postmodernism and Consumption 

As the above definitions attest, there is still some confusion and controversy 

surrounding the concept of postmodernism and, to some philosophers, it has simply 

become a way of collecting together some of the features of contemporary culture and 

combining them with the partly digested aspects of continental thought (Watson 2005). 

Most commentators agree that there is a cluster of features which characterise 

contemporary culture and which, when taken together, can be called postmodern 

(Brown 1995; Watson 2005). Perhaps the most important of these, for the purposes of 

this thesis, is the suggestion that our experiences are now rooted in the processes of 

consumption rather than production. 

The era of mass production and mass marketing, with its emphasis on conformity 

and similarity, has been replaced by an apparently endless choice and variety of 

consumer goods aimed at specific market segments (Brown 1993; Brown and Quinn 

1993). Brown’s examination of postmodern marketing and consumption focuses on the 

massive fragmentation of markets into smaller segments and the proliferation of 

offerings in existing product categories, such as soft drinks, washing powders and other 

consumable products (Brown 1995). 

Brown employs a low-involvement, routinely purchased product, toothpaste, to 

illustrate postmodern marketplace changes. He identifies that in 1985, there were ten 

brands of toothpaste available in the United Kingdom; by 1995, there was over thirty 

(Brown 1995). Paralleling the proliferation of products and the fragmentation of 

markets has been the multiplication of distribution channels and advertising media. 

Other postmodern marketplace transformations include the emergence of niche 
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retailing, characterised by highly-targeted stores selling narrow ranges and deep 

assortments of products. Interestingly, the average store size has increased dramatically 

over the past thirty years, as did the number of products they carried (Brown 1995). 

Brown identifies that the average supermarket in 1975 carried only 2500 products, 

twenty years later, supermarkets hold over 25,000 product variants. 

To capture greater distribution channels, postmodern retailers moved away from 

traditional high-street locations and into large shopping complexes, regional centres, 

warehouse-parks and ancillary facilities (such as airports, hospitals and casinos). The 

1990s saw the explosion of online and in-home shopping vehicles (Brown 1995). 

Advertising appeals and mediums also evolved. Edwards best illustrates the collapse of 

mass marketing appeals by employing the Coca-Cola Classic’s advertising strategy 

(Edwards 1993). The ‘Always’ campaign comprised twenty-six advertisements, each 

targeted at a different market segment, a distinct difference to the traditional ‘Coke Is It’ 

campaign. 

Finally, the emergence of category management enabled the postmodern retailer to 

adapt range, assortment and the marketing strategy of individual stores within a chain to 

the unique requirements of their local market (Brown 1995; Varley 2001). Sales 

promotional activities –such as coupons, discounts, free offers and trial products –

became targeted to individual customers and were dispensed automatically at the 

checkout (Brown 1995). Such is the era of postmodern marketing that marketers are 

now able to target segments of one, mass customise, individualise and personalise 

promotional strategies. 

This dissertation considers the changes in relation to consumer culture and, in 

particular, will reflect upon the contemporary social identity. It is proposed that the very 

basis of everyday modern life has changed sufficiently to justify the claims that we are 

living in a new epoch; an era that can be called postmodern. 

2.4.3 Postmodernism and lifestyle 

Looking back only forty or fifty years to a modernist society, it could be found a society 

was defined by their relationship with work, such as in production, manufacturing and 

primary industries. The basis of their social life was linked strongly with their 

relationship with the process of production. Their personal, collective and cultural 

identities were rooted in their locality around the workplace and in the values of the 
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industry for which they worked (O'Donnell 1994; Watson 2005). The past forty years 

have seen a radical shift in the nature of this relationship. 

The postmodern condition is related, in this thesis, to the dissolution of traditional 

class and status groupings (Watson 2005). It is suggested that there is no longer a 

conformance to the traditions of the old occupational cultures, instead a choice of 

lifestyle (Watson 2005). The term lifestyle is related to the pattern of living as expressed 

by a person’s activities, interests and opinions (Engel, Blackwell and Miniard 1995; 

Kotler, Chandler, Brown and Adam 1994). This thesis offers, then, that the increase in 

men undertaking the grocery-shopping task is related to postmodern social changes. 

Such changes are observed in the increased participation rates of working women, 

changes to family structures, increases in education, the broader adoption of feminist 

ideals, and the greater social acceptance of non-traditional gender roles. 

2.4.4 Defining features of a postmodernist society 

The fragmentation of experience and the distanciation of time and space has been used 

to describe life in a postmodernist society (Watson 2005). To illustrate, the 

communication and transport systems have developed to allow migration and dialog 

between countries to occur more efficiently (O'Donnell 1994). The Internet provides 

access to real-time events on the other side of the world. Where once family holidays 

may have been spent locally, it is now common to travel overseas. A visit to a 

supermarket now provides the opportunity to purchase food from many cultures around 

the globe. The average high street now contains restaurants and takeaways offering 

cuisine from various continents. All of these changes provide real opportunities to 

experience the world and mean that our conscious appreciation of time and of physical 

space is compressed. 

2.4.5 Postmodernism: a summary 

To set the scene for the further investigation of the literature pertaining to modern 

sociology and societal change, the above presented a brief overview of the concept of 

postmodernism. This thesis has intentionally avoided the theoretical complexities of 

postmodernist scholars like Jean-Francois Lyotard, Fredric Jameson, Daniel Bell, Ernest 

Mandel and Jean Baudrillard, as the structure and scope of the study does not provide 

an adequate vehicle for such a discussion. An attempt to critique and synthesise the 

works of these theorists would be overly ambitious. 
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Instead, a concise description of postmodernism has been presented. It is a 

description that offers a view of contemporary culture and structural change in a modern 

society and of the deconstruction of traditional societal practices and the emergence of 

new social mores. It is a view of a radical reallocation in the nature of the relationship 

between occupational society and lifestyle and a shift from the traditional family unit to 

various structural forms offering diverse familial roles. Simply, postmodernism best 

describes the transformation of the cultural landscape of the twenty-first century. 

2.5 SOCIETAL FACTORS 

This section of the study seeks to clarify the reasons why more men are frequenting 

supermarkets on a regular and consistent basis. Research will show that social and 

demographic changes are putting pressure on traditional gender roles within the 

household unit (Otnes and McGrath 2001; Belch and Willis 2002). Initial research has 

identified five core social drivers that result in the merging of conventional family 

gender roles in Australia which may compel more men into supermarkets each week. 

These social shifts are related to: the increase in the employment participation rates 

of women outside the home (Bhatti and Srivastava 2003; Richbell and Kite 2007); the 

access to greater levels of post-secondary education for both sexes (Harris and Firestone 

1998); the impact of feminist ideology on contemporary males (Hochschild 1989; 

Buzar, Ogden and Hall 2005); changes to traditional family values and gender roles 

(Thorn and Gilbert 1998); and, finally, social class drivers (Browne 1998). It is 

acknowledged that although this is not an exhaustive list, these five factors appear to be 

the most widely recognised. In the next section, this thesis will comprehensively review 

the current literature in relation to these five items and, from this, develop several 

research hypotheses to investigate at a qualitative level. 

It is vitally important to recognise that Australian today is vastly different from the 

Australia of the 1960s and 1970s (Furze and Healy 1994). It is the acceptance of this 

view that forms the basis from which a detailed review of the current literature on 

modern social trends will ensue.  

2.5.1 Population 

Australia’s estimated resident population of 21,374,000 (as at 30th June 2008) is 

projected to increase to 33.4 million by 2051 (ABS 2008). Since the early 1990s, 

Australia’s population has grown by around 1.3 percent per year, with just over half of 
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this growth resulting from natural increase (the excess of births over deaths), and just 

under half from net overseas immigration. 

The ageing of Australia’s population, already evident in the current age structure, 

will continue. This is the result of sustained low levels of fertility combined with 

increasing life expectancy at birth (ABS 2005a). The median age of the Australian 

population (36.4 years at June 2004) is projected to increase to between 39.9 years and 

41.7 years by 2021 (ABS 2005a). The age composition of this population is projected to 

change considerably as a result of population ageing. In 2004, people aged 65 years and 

over made up 13 percent of Australia’s population – this proportion is projected to 

increase to between 26 and 28 percent in 2051 (ABS 2005a). 

2.5.2 Employment 

The nature of employment has been changing in Australia over the past few decades, 

with considerable attention given to the rise in part-time and casual employment (ABS 

2005c). Although the dominant type of employment is still working full-time, this 

declined from 75.3 percent in 1992 to 70.9 percent in 2003 (ABS 2005c). Over the same 

period, part-time and casual employment increased from 24.7 to 29.1 percent. Research 

also identified that women were more likely to be employed on a part-time basis than 

men (29% of women compared with 5% of men) (ABS 2005c). 

The employment opportunities available to Australians, and the choices they make, 

vary throughout their life cycles. Younger people in the workforce (15–19 years) are 

more likely to be employed in relatively low-skilled occupations (e.g. clerical, sales and 

service workers) in a limited range of industries (e.g. retail) (ABS 2005d). This situation 

changes as people get older. The industry profile of people aged 25 years and over is 

less concentrated compared with the younger age groups. The proportion of both men 

and women employed in higher skilled occupations increases with age, although this 

effect is more pronounced among men (ABS 2005c). 

     Structural changes to the Australian economy over recent decades are reflected in 

changes in the composition of employment by industry. In 1985/86, one-third of all 

employed people worked in manufacturing industries, but this had dropped to one-

quarter in 2005/06. The services industries have become the highest growth sector (ABS 

2005d). It was also noted that changes in roles are accompanied by a change in labour-

force status, such as when a young people move from full-time study into employment 
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(ABS 2005c). Most people will, to some extent, experience transitions between full-

time and part-time employment (or unemployment) and moving between jobs. 

On average, young men and women aged 15–24 were more likely to change their 

jobs more frequently than the older workers (ABS 2005c). The rise in labour-force 

transitions for young people aged 15–24 is largely driven by academic cycles and the 

lack of financial obligations. The relatively high transition rate for younger people 

reflects the relatively high proportions of them taking short-term employment while 

studying, and their tendency to experience a variety of jobs before settling on a career 

path (ABS 2005c). 

Related to the growth in female employment outside the home is the transition from 

pregnancy and giving birth back into the workforce. An Australian Bureau of Statistics 

survey of 467,000 women aged 15 and over with children less than two years, found 

that 299,000 (64%) remained working throughout the duration of their pregnancies. Of 

these, 181,000 (63%) returned to the workforce in some capacity after the birth of their 

children (ABS 2005c). The average amount of time spent away from work after the 

birth of a child was 27 weeks (about 6 months)(ABS 2005c). 

Australian Bureau of Statistics research has found: 

1. Fifty-five percent of women who returned to work, returned on a full-time 

basis. 

2. Forty-five percent of women returned to work in a part-time capacity of at 

least 15 hours per week. 

3. Fifty-five percent were employed in professional or clerical/administrative 

roles. 

4. Seventy-three percent stated financial reasons as the motivation for returning 

to work. 

Therefore, it is not only the increased participation of women in the workforce 

motivating men to undertake greater familial responsibility, it is also the rates of women 

with children who return to the workforce after giving birth that continue to have some 

influence. 

2.5.3 Marriage and divorce 

The marriage rate has been in decline for the last two decades (ABS 2005b). Marriage 

rates (per 1000 of the unmarried population) have also continued to fall over the last 
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two decades. Marriage data for 2003 confirms the thirty-year trend for more Australian 

couples to cohabit prior to entering a registered marriage. In 1975, only 16 percent of 

couples cohabited prior to marriage. This increased to 27 percent in 1983, while 75 

percent cohabited before marriage in 2003 (ABS 2005b). Such figures tend to suggest 

greater numbers of single males shopping for necessity today than thirty years ago. 

Divorce numbers across Australia reached 52,399 in 2005, compared with 39,830 in 

1985. The 2005 result demonstrated a substantial increase of 31.6 percent (ABS 2005b). 

Analysis of the most recent data shows that the expectation of divorce is increasing. 

Research also identifies that more women (40.8%) than males (30.6%) lodged 

applications for divorce in 2005. Joint applications for divorce were also higher at 28.5 

percent in contrast to 1984 at just 4.8 percent (ABS 2005b). It is argued that as 

marriages continue to dissolve, greater numbers of single adults will enter the market. 

As such, single males, more than ever, will begin to frequent supermarkets. 

2.5.4 Family structure 

The two-parent/two-child family is becoming less common. In 1986, 60 percent of 

Australians lived in a two-parent/two-child arrangement and by 2001, this figure had 

reduced to 52 percent (ABS 2005b). Over the same period, the proportion of people 

living in one-parent families increased by 25 percent. Childless couples also increased 

from 17 to 20 percent. These increases maybe somewhat related to the aging society 

issue. 

Research projects that lone-person households will continue to grow from 1.8 million 

persons in 2001 to 3.7 million by 2026 (ABS 2005a). This can be related to higher 

divorce rates, deaths of elderly partners and people choosing to delay partnering until 

later in life. Childless couples are also forecast to increase rapidly from 3.9 million in 

2001 to 6.7 million by 2026 (ABS 2005a). It is also forecast that single-parent families, 

too, will increase from 2.2 million in 2001 to 3.6 million in 2026. It is suggested that 

because of the increase in one-parent families and lone-person households, men in such 

circumstances will, by necessity, have to undertake the grocery-shopping task. 

2.5.5 Fertility 

Australia’s total fertility rate (TFR) in 2005 was 1.81 babies per woman – lower than 

the TFR in 1982 of 1.91 (ABS 2005a). The statistics identify that women are waiting 

longer before motherhood and this can be related to higher proportions of women 

establishing careers or completing tertiary studies before starting a family. The median 
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2.5.7 Education 

The Australian population is becoming more educationally qualified. In 1991, the 

proportion of persons completing a tertiary education had reached 8 percent (ABS 

2005c). In May 1996, 13 percent of the population aged 15 years and older held a 

tertiary qualification and by May 2006 the figure had increased to 21 percent (ABS 

2005c). 

Changes in the nature of qualifications provided by higher education institutions 

have also been associated with changes in the structure of the higher education system. 

This is part of a wider initiative to create a more highly educated labour force that will 

meet the needs of an economy with growth in the highly-skilled occupational sectors 

(ABS 2005c). The increased emphasis on higher education over the last 20 years is 

reflected in the proportion of people aged 25–44 years with degrees, which is higher 

than those aged 45 years and over. Increasingly, education has been seen as a life-long 

learning process, with the higher education system not only providing for the 17–19 

years age group, but also as a community resource with the flexibility and adaptability 

to cope with the needs of different people at different stages of their lives and careers 

(ABS 2005c). 

Female higher education enrolments have exceeded male enrolments since 1987 and 

women’s increased participation in higher education is evident in the greater proportion 

of women with degrees in the 15–24 years age group (ABS 2005c). Between 1971 and 

1991, the proportion of women completing a degree level education or higher 

demonstrated a seven-fold growth rate – the proportion for men over this same time 

period doubled (3% to 8%) (ABS 2005c). It is suggested that as more women choose to 

undertake tertiary study, professional occupations, and forego marriage and child 

bearing until later in life, men will be encouraged to take on many of the traditional 

domestic roles once left to women. 

2.5.8 Summary 

The data above suggests a very different Australia from that of 40 years ago. Today, 

Australia presents an aging population structure; a population that will produce fewer 

births, smaller families and childless couples. It will be a society with a workforce that 

is flexible and mobile. Women will continue to enter and re-enter the workforce at a 

higher proportion than men and, as such, more children will be forced into childcare 

arrangements. Australian society is presented with higher divorce rates, couples living 
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together before marriage, and more people living alone. Such social changes will 

encourage changes in traditional familial roles, too. 

2.6 FEMALE LABOUR-FORCE PARTICIPATION 

The female labour-force in Australia is both larger and demographically diverse today 

than it was two decades ago. A review of Australian Bureau of Statistics data of 

working women over the age of 15 years finds that numbers have increased 22 percent 

since February 1994 (ABS 2005c). In the 20 years after February 1984, female 

participation in the workforce increased from 2,394,800 to 4,266,900, an increase of 

56%. A comparison of male participation in the workforce over then same period 

indicates growth rates of only 17 and 27 percent respectively. It is argued (Berk and 

Berk 1979; Biernat and Wortman 1991; Potuchek 1992; Bhatti and Srivastava 2003) 

that this trend towards more working women is forcing men into non-traditional family 

roles. This factor alone tends to offer the most widely accepted reason as to the increase 

of men in supermarkets (Otnes and McGrath 2001; Bhatti and Srivastava 2003; Richbell 

and Kite 2007). 

Western industrialised nations, as a result of changes in the labour market, are 

beginning to identify new family role structures characterised by a more egalitarian 

division of labour at home and in the workplace (Goldscheider and Waite 1991; 

Potuchek 1992). Simply, the labour-force participation of women has become 

associated with the acceptance of less traditional gender role attitudes (Harris and 

Firestone 1998). This study also accepts that as a direct result of continued and 

increasing female participation in the workforce, more men will choose to either adopt 

or share household roles once regarded simply as ‘women’s work’. 

When the woman is employed full-time, partners appears to share the responsibility 

for grocery shopping equally; whereas, when the wife remains at home, the male has the 

lowest level of primary responsibility toward the shopping task (Poloma and Garland 

1971; Pleck and Rustad 1981; Dholakia, Pedersen et al. 1995). Other researchers concur 

with this argument, finding that a vast majority of couples believe that when the wife is 

employed, husbands should increase their involvement in household chores (Berk 1985; 

Piper and Capella 1993; Thorn and Gilbert 1998; Allen and Webster 2001; Otnes and 

McGrath 2001). Similarly, Piper and Capella (1993) found that 50 percent of the males 

in duel-income families perform some grocery shopping. 
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In her later study, (Dholakia 1999) identifies that among household activities, 

shopping is the one likely to be shared by men. Piper and Capella (1993) concur, 

finding that when men volunteer to help with household tasks, the chosen task is 

generally grocery shopping. The literature on women’s and men’s lives is fairly 

consistent in reporting that the total demands on employed women are higher than 

employed men and, as such, there is a motivation for men to undertake some of the 

traditional household labour tasks (Berk 1985; Biernat and Wortman 1991; Blair and 

Lichter 1991; Goldscheider and Waite 1991; Beharrell and Denison 1995; Richbell and 

Kite 2007). 

This argument is supported by other social researchers who say husbands will take 

on housework by necessity when wives are employed and when other sources of help 

are unavailable (Goodnow and Rowes 1994; Harnack, Story et al. 1998; Dholakia 1999; 

Szinovacz 2000; Allen and Webster 2001). However, in an attempt to offer a balanced 

view, some of these writers also recognise that although a wife’s paid labour 

participation may increase and her household responsibilities decrease, the husband’s 

level of involvement does not necessarily increase proportionately (Berk 1985; 

Firestone & Shelton 1988; Hochschild 1989; Blair & Lichter 1991). In other words, 

there still appears to be an unequal balance between men and women on the basis of 

household workloads. 

As reflected in one study, women, even those employed full-time, continue to work 

longer hours than do their husbands on household tasks (Blair and Lichter 1991). 

Therefore, it may be suggested on the basis of such findings that the wife’s employment 

status has little or no effect on the husband’s family work time –although it reduces her 

time allocation to domestic duties (Berk and Berk 1979). Szinovacz (2000) puts forward 

the view that there is little doubt that even full-time employed wives carry the burden of 

domestic work. The conflict between these arguments presents this study with a 

substantial opportunity to uncover the true impact of women’s paid labour participation 

and the resulting effect on the man’s involvement in household chores, such as grocery 

shopping. In all, it is postulated that the planned qualitative research will support the 

proposition that men are more inclined to undertake primary responsibility for grocery 

shopping when their partners are employed full-time outside the home. 

It is anticipated that the findings of this study may support those of other researchers 

(Hochschild 1989; Goldscheider and Waite 1991; Beharrell and Denison 1995; 

Dholakia, Pedersen et al. 1995) who argued that when the woman is employed outside 
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the home, the male partner appeared to share the responsibility for grocery shopping 

equally, or undertake the role primarily. Hence, the research question below is 

presented: 

RQ1: Are men whose female partners are employed outside the home more 

likely to undertake the grocery-shopping task? 

2.7 IMPACT OF EDUCATION 

Some of the shift toward non-traditional ideas about the roles of men and women grow 

out of the higher levels of education among all groups compared to past generations 

(Harris and Firestone 1998). It is proposed that men and women who attain higher 

levels of education have a propensity to develop non-traditional gender roles within the 

home. Comparable findings are presented by other writers who argue that power or 

status differentials between spouses, such as education or income, may be at the heart of 

who does what in the home (Qualls 1987; Biernat and Wortman 1991; Belch and Willis 

2002). The Biernat et al. (1991) study concluded that higher education levels of both 

spouses were associated with non-traditional shifts in household responsibilities. 

Simply, the higher educated the couple was, the more role sharing took place within the 

family. 

Similarly, other research found that men with higher levels of education were more 

involved in housework, perhaps due to greater exposure to, and acceptance of, societal 

change (Goldscheider and Waite 1991; Baber and Allen 1992; Commuri 2000). Again, 

this is supported by other researchers who found the strong and positive effect of 

education among younger men was consistent with them undertaking non-traditional 

family roles (Allen and Webster 2001). 

For both sexes, levels of education have steadily increased over that past decade. 

Higher education is referred to in this thesis as the attainment of a recognised tertiary 

qualification, being a bachelor degree, graduate diploma, graduate certificate or 

postgraduate qualification. In May 1996, 13 percent of the population aged 15 years and 

older held a tertiary qualification, and by May 2006 the figure had increased to 21 

percent (ABS 2005c). 

It is predicted that the outcomes of the qualitative research may support the notion 

that men who have attained higher levels of education are more likely to be involved in 

grocery shopping. Therefore, the following research question is offered: 
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RQ2: Are male respondents with higher levels of education (based on the 

national 2006 average as defined by the Australian Bureau of 

Statistics) more likely to be involved in grocery shopping? 

2.8 FEMINISM 

The women’s movement is recognised as a source of encouragement to family role-

sharing (Rapoport 1975; Hekman 1990; Piper and Capella 1993; Goodnow and Rowes 

1994). These researchers argue that men who grew up during the 1970s and 1980s are 

more accustomed to this ideology and, as such, nurture equitable relationships with their 

female partners. This view is supported by others who suggests that the younger men’s 

experience of the feminist movement, and their familiarity with a gender-mixed labour 

force, will lead to greater involvement in housework (Hochschild 1989; Commuri 

2000).  These scholars postulate that men, who report support for, or an affiliation with, 

feminist ideology, may tend to undertake traditional female determined household task, 

such as grocery shopping. 

It is further argued that younger men have had exposure to the history of the feminist 

movement, as well as to current feminist attitudes, though post-secondary education. 

Similar to Thorn and Gilbert’s (1998) argument regarding family values and 

traditional/non-traditional family environments, it is suggested that the feminist 

movement has motivated modern Australian families to share household chores such as 

grocery shopping. As such, this paper will demonstrate through primary qualitative 

research that men who affirm with, or have an affiliation to, feminist ideology will more 

readily undertake traditional female gendered roles, such as childcare, cleaning, cooking 

and, more importantly, grocery shopping. As such, the research questions below are 

presented for examination: 

RQ3a: Are men who are aware of feminist ideology more likely to undertake 

the grocery-shopping task? 

RQ3b: Are men who concur with feminist ideology more likely to undertake 

the grocery-shopping task? 

2.9 CHANGES IN FAMILY VALUES 

The kind of families men grew up in will influence their propensity to undertake non-

traditional roles within the family unit (cleaning, cooking and grocery shopping) (Berk 
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1985; Biernat and Wortman 1991; Goldscheider and Waite 1991; Goodnow and Rowes 

1994). In essence, it is argued that having a working mother tended to soften the impact 

of traditional gender roles. That is, where the mother in the family chose to work 

outside the home, traditional gender roles were not adhered to as strongly as would be 

the case if the mother remained at home to raise children (Russell 1985; Gerson 1997; 

Harnack, Story et al. 1998). 

Scholars have suggested that the strongest influence on children’s gender occurs 

within families when parents communicate their beliefs about sex and gender (Berger 

and Luckman 1966; Foucault 1978; Cahill 1986; Courtenay 2000; Leaper 2000; 

Woodruffe-Burton, Eccles and Elliott 2002). Researchers have demonstrated that family 

interactions often reveal implicit gender ideologies, scripts or rituals that enable family 

members to co-construct shared understandings of the dominant gender discourse in 

society (Coltrane 1998). Parents often scaffold the child’s gradual understanding of the 

world as gendered by either confirming or rejecting the dominant gender arrangement. 

In this process of social construction, both the parent and the child contribute to the 

family’s individual interpretation of sex-type gender stereotypes, known as gender 

schemas (Berger and Luckman 1966; Gergen 1994). Egalitarian parenting tends to 

diminish the intergenerational transmission of gender stereotypes and the reproduction 

of a gendered society (Cahill 1986; Coltrane and Adams 1997). It is argued that 

egalitarian families deconstruct gendered stereotypes and engage in a fair division of 

household labour (Blume and Blume 2003). 

It is argued that sons who grew up in family environments in which they observed 

their parents, particularly their fathers, behaving in non-traditional ways within the 

family, will be more likely as adults to have non-traditional expectations for their own 

family (Thorn and Gilbert 1998; Casey-Cannon 2003). Thus, boys who observe their 

fathers adopting an active role in household labour, such as grocery shopping, will be 

more willing to do the same thing in later life. Simply, these men saw their own parents 

as role models, who taught them to value equality (Goodnow and Rowes 1994). 

Casey-Cannon (2003) and Blair and Lichter (1991) concur with these views, as well 

as those of Thorn and Gilbert (p260, 1998) who find that, “a boy learns much of what 

he knows about being a man by observing the behavior [sic] of men and other boys, 

particularly those who play an influential role in his life, such as his father.” However, 

these researchers fail to specify a link between contemporary family dynamics and the 

tendency of men to undertake the grocery-shopping activity. 
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The objective of the proposed study will be to establish that non-traditional family 

values encourage men to undertake household shopping activities. It is important to note 

that this study does not proffer to delve into the psychologies of gender roles or father-

son relationships, but it does adopt some of the theories from this strand of social 

science to rationalise Australian male shopping behaviour. It is proposed that the 

findings of this study may lend support to the proposition that men whose fathers 

undertook non-traditional stereotypical male roles within the family unit will also 

undertake similar roles. Accordingly, the research question below is presented: 

RQ4 Are men more likely to undertake the grocery-shopping task if they 

have grown up in families that have encouraged egalitarian 

divisions of household labour more likely? 

2.10 SOCIAL CLASS 

The 1987 study by Williams of poor, working-class families in London identifies the 

ideological differences between these groups and those more highly educated, middle-

class families with regard to the division of household labour within the home 

(Williams 1987). He concluded that the working-class woman’s perception of her 

husband’s contribution to house work was greatly exaggerated because she expected 

very little from it in the first place. Any deviation from the gendered division of labour 

was perceived to be a substantial contribution. This was a view similarly supported by 

Harris and Firestone (1998) who found working-class women are more likely to 

emphasise economic reasons as the rationale for employment, while giving family 

priority over work. 

Research has suggested that working-class women did not choose to work to 

improve their careers or esteem, but rather to earn money to support their families. 

Simply, working-class culture and lower social mores encouraged women to stay at 

home and become responsible for the household tasks, while letting their husbands 

adopt the more traditional bread-winner’s role (Williams 1987). Conversely, middle-

class, professional or managerial women saw work as more central to their lives and 

attempted to create a balance between work and family responsibilities (Gerson 1985; 

Anderson 1993; Gerson 1997). 

Traditionally-orientated couples tend to abide by a more conventional division of 

household labour, with wives assuming the greater overall share of housework 
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(Szinovacz 2000). However, there is evidence that people in middle-class occupations 

are more likely than the working class to express egalitarian sex-role beliefs (Huber and 

Spitze 1983; Acock, Katzev and Warner 1994). Participation in household duties by the 

husband is contingent on the gender role ideology of the family unit. Alternatively 

stated, the more egalitarian family gender roles are, the higher the propensity will be for 

men to undertake household labour activities (Szinovacz 2000). 

Hochschild’s (1989) study identifies three types of marital role ideologies: 

traditional, egalitarian and transitional. A traditional role is one in which the wife’s 

emphasis is on the home. Conversely, in a marriage characterised by egalitarian 

ideology, equal emphasis is placed on work and family for both husband and wife. In 

such cases, men appear to share household responsibilities and account for the highest 

involvement in household labour. The transitional ideology sits somewhere in between 

(Hochschild 1989). In this case, both partners work, but the husband’s paid employment 

is valued more highly, thus, the responsibility for the home rests with the wife. 

However, there still appears greater involvement in household labour by husbands in 

transitional families over that of traditional role families. 

This study will produce qualitative evidence to examine the view that men who 

undertake primary responsibility for the grocery-shopping task consider their 

relationship with their partners as egalitarian and are demographically (education, 

occupation, income and dwelling) described as middle class. The results of the analysis 

may concur with Hochschild’s theories, finding that those men who undertake 

responsibility for grocery shopping are more likely to be employed in white-collar 

occupations, be well educated, and live in inner-city, middle-class suburbs (Hochschild 

1989). Hence, the research question below is presented for consideration: 

RQ5: Are men more likely to undertake the grocery-shopping task where 

they can be demographically described as middle class? 

2.11 GENDER ROLE THEORY 

This thesis examines the contemporary issue of male shopping behaviour in the context 

of supermarket shopping. As such, the constructs of traditional gender roles, gender-role 

transition and family-role enactment and conflict will be addressed. This section 

presents a brief overview of recent sociology, psychology and gender-studies literature. 
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Unlike sex-role theory, which defines gender as an individual, dichotomous role that 

is learnt in childhood and is relatively static, gender theory suggests a system of 

inequality that is created and recreated in daily experiences (West and Zimmerman 

1987; Potuchek 1992). Gender scholars have increasingly adopted a social 

constructionist approach to understanding and explaining gender (Connell 1999; 

Courtenay 2000; Fox and Murray 2000; Leaper 2000; Poggio 2006). The social 

constructionist perspective argues that cultural discourse is seen as constituting gender 

(Blume and Blume 2003). Simply, gender is shaped through the institutional and social 

mores we experience, and that gender is constantly redefined and negotiated in the 

everyday practices though which individuals interact (West and Zimmerman 1987; 

Poggio 2006). 

These views are further supported by other researchers who say that gender identities 

are generated in social contexts that are dynamic and shifting (West and Zimmerman 

1987; Kimmel 1995; Collinson and Hearn 1996; Collinson and Hearn 2000; Courtenay 

2000). The approach of this thesis is to regard the term ‘sex’ to refer to physical 

differentiation (i.e. male and female), whereas the term ‘gender’ is used to refer to 

social construction (i.e. masculine or feminine). 

When family members interact with each other, they construct their own family-level 

discourse (Kimmel 1986; Blume and Blume 2003). The everyday practices of cooking, 

shopping, feeding or dressing, communicate to children and adolescents a set of 

meanings about what is appropriate gender behaviour within a particular family unit. 

Often, a family’s gender behaviour is sex-typed, or consistent with stereotypes about 

their biological sex. 

Postmodern family theorists in the disciplines of sociology, psychology and gender 

studies are among contemporary scholars who have advanced from the conventional 

focus on dualistic models of sex and gender, that of simply male and female, or 

masculine and feminine (Gerson 1985; Pleck 1987; McKenna and Kessler 1997; Blume 

and Blume 2003). Sociologists theorising gender have argued that culture and society 

are more powerful explanatory mechanisms than nature and biology (Shilling 1993; 

Synott 1993). Feminist sociologists have also critiqued the overly simplistic approach to 

gender as a dualistic concept and have supported the notion that gender is socially 

constructed (Connell 1999; Sprague and Kobrynowskicz 1999). 

Social psychologists in general have assumed that sex differences exist and have also 

expressed the view that the discriminating effects reported in the literature are due to 
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gender differentiation in varied social contexts (Blume and Blume 2003). It has been 

suggested that parents’ views of a gender stereotype will mediate how they consider 

their children’s performance of gender related activities. 

Simply, parents form an impression of their children’s abilities and interests that 

depended upon the children’s biological sex to a greater extent that was justified by the 

actual performance (Woodruffe-Burton, Eccles et al. 2002). Therefore, it is argued that 

the differential social experiences provided to boys and girls resulted in a pattern of 

gender differences that was consistent with gender stereotypes. 

Gender studies researchers have also supported the idea that gender is constructed 

and reinforced through social discourse (Connell 1997; Blume and Blume 2003). Such 

researchers have increasingly argued that two categories (male/female, 

masculine/feminine) are not adequate to describe the variations in sex and gender 

experienced by individuals across their lives (West and Zimmerman 1987). This 

approach to gender furthers the poststructuralist goal of transcending dichotomous sex 

and gender categories (Baber and Allen 1992; Coltrane and Adams 1997; Walker 1999; 

Weedon 1999). 

This view is supported by the assertion of postmodern philosophers that the body is 

not gendered in any way before its determination with socio-political discourse 

(Foucault 1978; Gerson 1985). Foucault (1978) suggested that the body only gains 

meaning though the discourse of husband-wife, parent-child interactions. Gender 

constructionist theorists, therefore, hold that gender reality is created through sustained 

social performances (West and Zimmerman 1987) and repeated cultural discourse. This 

thesis supports the social constructionist theories constituting gender and sex roles. It is 

suggested that traditional male gendered roles have transitioned and that there no longer 

exists clearly defined social barriers to familial roles. The blurring of traditional familial 

roles, and society’s acceptance of these shifts, will lead more men to undertake 

traditional female gendered roles, such as grocery shopping. 

2.11.1 Role enactment, transition and conflict 

Inspired by feminist critique, developing debate within academia has identified the 

analysis of men and masculinity as particularly important in the study of work, role 

enactment and role conflict (Collinson 1992; Hearn 1992; Luhaorg and Zivian 1995; 

Collinson and Hearn 1996; Cross and Bagilhole 2002). Such constructs are interrelated 

to this thesis and are, therefore, deemed important to discuss at this point. 
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Role enactment is the result of a number of factors. These factors include role 

expectations, rights, privileges, duties and responsibilities that define the boundaries of 

acceptable behaviour (Schewe and Balazs 1992; Furze and Healy 1994). The literature 

concerning the examination of men enacting non-traditional gender roles has revealed 

generally consistent views. It has been argued that men who accept only traditional 

male-orientated responsibilities, such as the bread-winner, endorse significantly more 

conventional masculine values and behaviour (Luhaorg and Zivian 1995; Jome and 

Toker 1998). Similarly, it is argued that men who are willing take on non-traditional 

tasks, such as cooking, shopping and childcare, tended to present less masculine gender-

type compared to traditionally-focused men (Chusmir 1990). It is contended that men 

who undertake the grocery-shopping task regularly do so voluntarily, yet may still 

maintain traditional male-gendered norms. 

Role transitions change depends on the historical and social context (Looker and 

Magee 2000). Role transitioning provided a platform in Galbraith’s (1992) study of men 

employed in conventionally female occupations, like primary school teaching. His 

findings suggested that men in such non-traditional occupations have, in some sense, 

adopted a transformed gender arrangement in which some traditional masculine norms 

and values (like careerism) are maintained while rejecting traditional gendered social 

boundaries (Galbraith 1992). Arguably, the socially constructed boundaries that 

delineate gender are being removed by egalitarian attitudes towards modern gender 

roles. Men, therefore, are finding it easier and more socially acceptable to engage in and 

transcend to non-traditional familial roles, such as grocery shopping. 

Role conflict occurs when the demands associated with one role, like bread-winner, 

interfere directly with one’s ability to satisfy the demand of another role, such as home-

maker (Schewe and Balazs 1992; Furze and Healy 1994; Hecht 2001). Masculine 

gender role stress (MGRS) is a theoretical construct that describes the stress 

experienced by men when they feel they are not meeting culturally-sanctioned, 

masculine, gender-role behaviour, or when situations force them to act in stereotypically 

feminine ways (Bird and Schnurman-Cook 2005; Jurkovic and Walker 2006). Such 

conflict was identified in some studies where men were forced to undertake traditional 

female tasks, such as shopping, cooking or child raising (Otnes and McGrath 2001; 

Perrewe and Hochwarter 2001) 

However, other studies of male shopping have demonstrated a lack of role conflict. 

In fact, it has been suggested by some scholars that men who undertake the role as the 
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primary food shopper, enjoyed the task (Dholakia, Pedersen et al. 1995; Dholakia 1999; 

Otnes and McGrath 2001). These studies suggested that men who supported egalitarian 

family relationships generally did not experience role conflict. Similarly, Luhaorg and 

Zivian’s (1985) study of men and women who had rejected stereotyped family gender 

roles, also reported little or no role conflict. Role conflict only appears to be prevalent 

when men with traditional gender-role views are forced into non-traditional, 

contemporary familial roles. 

2.12 FAMILY 

This thesis is concerned with studying the shopping behaviour of men in supermarkets. 

The concept of family and family decision-making is closely related to the study of 

male shopping behaviour. Other studies that have investigated male shopping behaviour 

(Piper and Capella 1993; Dholakia 1999; Otnes and McGrath 2001; Torres, Summers et 

al. 2001; Piron 2002; Thomas and Garland 2004) have considered the role of family 

and, particularly, the changing nature of the modern family. 

As a result of significantly changed social structures, the definition of family is far 

from simple. With falling marriage rates, higher divorce rates, co-habitation before 

marriage and single parenting, defining the traditional family has become complex 

(Qualls 1982; O'Donnell 1994; Jacques 1998; Belch and Willis 2002). This thesis 

adopts the description of the Australian family as defined by the Australian Bureau of 

Statistics: two or more people living in the same household and who are related to each 

other by blood, marriage or adoption, or through a defacto relationship (Gatfield 1994). 

It also recognises O’Donnell’s (1994) description of family: a group of persons united 

by their ties of marriage, blood or adoption, constituting a single household, interacting 

and intercommunicating with each other in their respective social roles of husband and 

wife, mother and father, brother and sister, creating a common culture (O'Donnell 

1994). Similar descriptions are supported by other writers (Furze and Healy 1994; 

Hamilton and Ferry 1994). 

2.12.1 Changing nature of the modern Australian family 

This thesis has proposed that Australian families today are vastly different from families 

of the 1960s and 1970s (Furze and Healy 1994). This paper has identified an aging 

population that produces fewer births, smaller families, childless couples and older 

parents as a driving factor influencing the structure of modern families. It also 
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addressed changes in workforce arrangements, and the increase of women entering and 

re-entering the workforce. Higher divorce rates, couples living together before marriage, 

and people waiting longer before marrying have also affected the nature of the modern 

Australian family. 

It is further suggested that wives and children are no longer completely dependent on 

their husbands and fathers, which some writers refer to as the end of the patriarchal 

system (Hamilton and Ferry 1994). However, the husband’s occupation still appears to 

be the major factor in determining a family’s standard of living and class position 

(O'Donnell 1994). Research has shown that children are now better educated than their 

parents and are more likely to be independent at a younger age (Hamilton and Ferry 

1994; O'Donnell 1994). The decline in the authoritarian role of parents and the growing 

equality between men and women has increased the degree of partnership within the 

home and within the family decision-making process. The family unit is more 

frequently described today as ‘egalitarian’ (Goldscheider and Waite 1991; O'Donnell 

1994; Belch and Willis 2002). 

Indirectly, governments have contributed towards the liberation of women, 

especially through the expansion of healthcare and education. Suburbanisation and 

geographical mobility have provided escape for some from the matriarchies of the 

traditional urban working-class communities (O'Donnell 1994). Other state 

interventions, such as birth-control legislation and a welfare system that has taken over 

care of the elderly, the sick and the unemployed, have, additionally, changed the nature 

of the modern Australian family. 

2.12.2 Family decision-making 

Evaluation of the influence that husbands and wives have in family decision-making is 

mostly reliant on studies conducted in the 1970s and 1980s (Walker 1970; Davis 1971; 

Belch, Belch et al. 1985). Since that time, as discussed above, profound changes have 

occurred within the family unit. Results of studies on contemporary family decision-

making have suggested a more egalitarian dispersion of decision-making 

responsibilities, with women gaining greater influence and men becoming involved in 

food shopping decisions (Foxman, Tansuhaj et al. 1989; Corfman 1990; Lee and 

Marshall 1998; Otnes and McGrath 2001; Belch and Willis 2002). As this thesis 

examines the behaviour of men and supermarket food shopping, it is important to 

recognise the literature of modern family decision-making. 
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Studies have suggested that the traditional family structure, prevalent in the 1970s, is 

no longer representative of all modern families (Goldscheider and Waite 1991; Ahlburg 

and DeVita 1992). As such, it is argued the decisional responsibilities of family 

members will become more complex, more ambiguous, and more open to dispute 

(Belch and Willis 2002). The literature points to two key developments affecting 

modern family decision-making: first, a shift from the command to the negotiation 

method for family decision-making; and second, the presence of two-income families, 

which has increased the status of women and may have generated uncertainty about 

gender roles and responsibilities (Belch and Willis 2002). 

This thesis supports these views, suggesting that women employed outside the home 

have, indeed, encouraged more men to undertake domestics duties (such as grocery 

shopping) and have, by default, increased their participation in the family decision-

making process in relation to food shopping and meal planning (Qualls 1982; Jacques 

1998; Lee and Marshall 1998). It is further suggested that a movement towards joint 

family decision-making has now become more the norm (Qualls 1982; Putman and 

Davidson 1987). It is argued that findings of this study will support the idea of 

egalitarian family decision-making in relation to grocery food shopping. 

2.13 CONCLUSION OF SOCIETAL FACTORS 

The first part of this literature review has considered the underlying causes encouraging 

men to undertake the grocery-shopping task. As such, this paper has addressed recent 

sociology literature that discusses female labour-force participation, feminism, 

contemporary social values, education and class. It has also examined the literature 

pertaining to gender-role theory and family decision-making. To commence this review, 

a brief overview and concise description of the concept of postmodernism was 

illustrated. Research identified that social and demographic changes are putting pressure 

on traditional stereotypical roles within the household. 

This thesis proposed that the Australian social landscape has changed remarkably 

over the past forty years. Employing Australian Bureau of Statistics data, the paper 

identified an aging Australian population structure: a population that produces fewer 

births, smaller families and older parents. The paper also identified economic and 

industrial changes. Demographic shifts were demonstrated with higher divorce rates, 

defacto relationships and couples waiting longer before starting a family. Finally, 

research pointed towards an Australian populous that is becoming better educated. 
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This thesis then addresses the constructs of gender roles, gender-role transition and 

family-role enactment by reviewing recent sociology, psychology and gender studies 

literature. The social constructionist perspective is adopted by this thesis. As such, it is 

argued that gender is shaped through institutional and social experiences and is 

constantly being redefined in the everyday interactions. 

The operation of gender role was reviewed and it was established that the literature 

pertaining to the examination of men taking on non-traditional gender roles had been 

generally consistent. It was identified that men who only undertook traditional male 

responsibilities endorsed conventional masculine behaviour. Similarly, men willing to 

take on non-traditional roles tended to present less masculine behaviour. Role 

transitioning was evident in the literature considered. It was suggested that men who do 

assume non-traditional gender roles, still retained some traditional masculine norms and 

values. Gender role conflict was identified in some studies where men were coerced to 

accept traditional female tasks, however, other studies specifically concerning male 

shopping demonstrated a lack of role conflict. 

This paper then considered the role of the family and modern family decision-

making. As a part of the review, it offered a definition of family that takes into account 

significantly changed social behaviours. This research argues that the examination of 

the influence of husbands and wives in family decision-making was mostly reliant on 

studies conducted in the 1970s and 1980s, as such the chapter examined more recent 

literature that identified a shift to egalitarian dispersion of decision-making 

responsibilities. The remaining section of this literature review more specifically 

examines the literature pertaining to male consumer behaviour, retail shopping and 

supermarkets. 

SHOPPING BEHAVIOUR 

2.14 INTRODUCTION 

The first half of this literature review was concerned with the question: why do men 

shop? The focus is now on how men shop. This chapter will examine the current 

literature and empirical research into male supermarket shopping behaviour. This 

chapter is presented in four distinct stages. The first section considers the parent 

discipline of consumer behaviour, and the second will provide a brief overview of the 

retailing literature. In the third section, the study expressly considers the uniqueness of 
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consumer behaviour and low-involvement decision-making within the supermarket 

context. The final stage specifically addresses empirical research into male shopping 

behaviour in the supermarket. 

 

 

2.15 CONSUMER BEHAVIOUR 

2.15.1 Introduction 

The discipline of consumer behaviour is concerned with the processes of customer 

decision-making (Brown 1999). It is the practice and exercise of individuals or groups 

acquiring, using and disposing of goods, services, ideas or experiences (Mullen and 

Johnson 1990; Arnould, Price and Zinkhan 2004). Studies and models of consumer 

behaviour date back to the early 1950s. (Bettman, Johnson and Payne 1991; Engel, 

Blackwell and Miniard 1995; Blackwell, Miniard et al. 2001) 

The disciplines of psychology and economics underpin the theoretical structure of 

consumer behaviour. Consumer behaviour is a highly complex discipline involving a 

range of paradigms that can be interpreted as either contradictory or complementary to 

each other (Brown 1999). Such viewpoints include the affective (Newcomb 1979; 

Sheth, Newman and Gross 1991; Sheth, Newman and Gross 1991), the behavioural 

(Foxall 1990; Mullen and Johnson 1990) and the cognitive (Festinger 1957; Osgood 

1979; Fishbein and Ajzen 1980; Bettman, Luce and Payne 1998). Arguably, 

knowledge-based assumptions of theories of consumer behaviour are in a constant state 

of flux (Brown 1999). 
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Consumer behaviour is concerned with the processes of acquiring and organising 

information that can be used in a purchase decision-making context (Arnould, Price et 

al. 2004; Amir, Lobel and Ariely 2005). Such processes include the search for, 

purchase, use, evaluation and disposal of products (Widing, Sheth, Pulendran, Mittal 

and Newman 2003). This current research examines the purchase behaviour of men in 

supermarkets. Hence, it is justified to apply consumer behaviour theory as a parent 

discipline to explain these constructs. 

This research focuses on specific constructs related to product purchasing and 

motivation that are explicitly or implicitly included within most models of consumer 

behaviour. Examples of such models include: the 1969 Howard and Sheth model; 

Howard’s 1974 Model of Buyer Behaviour; Blackwell, Miniard and Engel’s consumer 

decision process (CDP) model; and Zeithaml’s 1988 means-end model (Howard 1977; 

Engel, Kollat and Blackwell 1978; Zeithaml 1988; Blackwell, Miniard et al. 2001). 

These constructs are described in the body of this literature review and examined in 

relation to the retail purchase of products by men, specifically in supermarkets. 

2.15.2 Utility theory 

There are a number of economic and psychology theories that surround the parent 

discipline of consumer behaviour. Such theories include: means-end theory (Zeithaml 

1988; Zanoli and Naspetti 2002); theory of reasoned action (Fishbein and Ajzen 1975); 

and the theory of planned behaviour (Ajzen 1985). However, clearly related to this 

study of male shopping behaviour in the supermarket is the theory of utility (Steenkamp 

1989; Lichtenstein, Netemeyer and Burton 1990; Hansen 2005). 

Utility is the term used by economists meaning ‘to satisfy or to give pleasure’. The 

theory assumes consumers are fairly rational and attempt to use their income to gain the 

greatest amount of satisfaction or utility from a product or service (Jackson, McIver, 

McConnel and Brue 1998; Arnould, Price et al. 2004). Simply, consumers want to 

obtain the most value for their money, thus maximising utility. 

However, both time and money are limited resources and, therefore, consumers must 

make compromises in an attempt to satisfy their wants and needs in relation to limited 

financial and temporal resources (Engel, Blackwell et al. 1995; Arnould, Price et al. 

2004). Accordingly, to overcome such barriers, consumers may select one or more 

indicators, like price or brand, to ease selection (Hoyer and Brown 1990; Richardson, 

Dick and Jain 1994). 
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It is argued that consumers will adapt their shopping behaviour depending on the 

overall economic cost of the product being purchased (Wright 1975; Hoyer 1984; 

Arnould, Price et al. 2004). If the product being considered is low-risk (such as 

shampoo, cereal or another non-durable product), a consumer is likely to spend less 

time and effort in evaluating the alternatives and making a selection (Hoyer 1984). 

In this context, utility theory assumes that the major goal in repetitive and relatively 

unimportant decisions, such as found in grocery shopping, is not to make an optimal 

choice, but rather to make a satisfactory choice while minimising the cognitive effort 

(Wright 1975; Einhorn and Hogarth 1981). This research anticipates that male 

consumers will complete their shopping more quickly in comparison to female 

consumers, limit search and product comparisons, and buy fewer items to expedite the 

shopping task and reduce cognitive effort. Such a view is supported by a number of 

researchers (Noble, Griffith et al. 2006). 

The objective of this thesis is to examine the shopping behaviour of men in the 

supermarket. It is focused on: the shopping process; the frequency men go to the 

supermarket; the specific underlying motivators to shop; and product purchasing 

activities. As such, the use of the parent discipline, consumer behaviour, is justified. 

Further, earlier studies of male shopping behaviour in the supermarket (Davis and 

Bell 1991; Piper and Capella 1993; Dholakia, Pedersen et al. 1995; Dholakia 1999; 

Otnes and McGrath 2001; DeNoon 2004) have identified that men will generally: not 

compare prices or brands; employ lists; and take less overall time to complete the 

shopping task than women. Consequently, it is suggested men may employ simple cues 

or indicators when making a product selection. Such choice routines allow them to 

expedite the shopping process and reduce cognitive effort. As such, the introduction of 

utility theory is warranted. 

2.16 RETAILING 

Consumer behaviour studies in retail settings have focused on many constructs –

however, it is not the objective of this thesis to address and review each of these works 

in any great detail. Instead, the objective of this section is to summarise the thrusts of 

the major studies of consumer behaviour in the retail domain. Attempts to delineate 

aspects of retail consumer behaviour studies is often difficult, however, in relation to the 

literature review above, the following topics are identified: individual and family 
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decision-making; the effects of price, promotion and packaging on decision-making; 

and temporal affects, such as the lack of time and the impact of store layout and 

characteristics on decision-making. 

Family decision making in the retail sector has been widely researched (Davis 1971; 

Bird, Bird et al. 1984; Corfman and Lehmann 1987; Lee and Marshall 1998; Belch and 

Willis 2002). Davis (1970, 1971 & 1974) extensively examined the relationship 

between family, spouses and dyadic decision-making. His conceptual model of husband 

and wife dyadic decision-making has been comprehensively used as a framework for 

many studies on consumer decision-making within various retail modes (Foxman, 

Tansuhaj et al. 1989; Piron 2002). Studies have also examined the impact of adolescents 

on the family decision-making process (Belch, Belch et al. 1985; Foxman, Tansuhaj et 

al. 1989; Mangleburg 1990). 

Situational variables, such as, the effects of price, promotion, packaging and 

branding, have also been well covered in the research with regard to decision-making in 

retailing (Zeithaml 1988; Dickson and Sawyer 1990; Bronnenberg and Vanhonacker 

1996; Leibtag 2005). The price construct has been considered in the research in terms of 

its affect on choice selection (Bronnenberg and Vanhonacker 1996), as an evaluative 

criterion (Marmorstien and Fishe 1992; Urbany, Dickson and Kalapurakal 1996) and as 

a measure of product quality (Feick and Price 1987; Zeithaml 1988). How product 

packaging and branding impacts on decision-making has also been addressed 

substantially (Rettie and Brewer 2000; Underwood and Klein 2002; Jae and Delvecchio 

2004; Silayoi and Speece 2004). Finally, the promotional component, which includes 

in-store point-of-sale, advertising and catalogues, has been examined, particularly with 

regard to its effect on consumer decision-making (Mazumdar and Papatla 1995; 

Williams and Slama 1995). 

Academic research on shopping behaviour in retail settings has also investigated the 

effect of temporal constructs, such as time and stress, in decision-making (Pleck and 

Rustad 1981; Robinson 1990; Bradford 1992). Such research has considered time as a 

means of segmenting consumer markets (Davies and Madran 1997; Chetthamrongchai 

and Davies 2000). 

Further, research has also examined the relationship between time and choice 

(Blaylock and Smallwood 1987; Svenson and Slovic 1990). The allocation of time 

between family members on domestic tasks has also been explored in relation to 

decision-making in retail environments (Blaylock and Smallwood 1987; Juster and 
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Stafford 1991; Bradford 1992). Further, consumer stress in decision-making in retail 

modes has also been dealt with accordingly (Bywaters 1990; De Palma, Myers and 

Papageorgiou 1994; Aylott and Mitchell 1999; Forster, Higgins and Bianco 2003). 

Lastly, store layout and important characteristics and their impact on retail consumer 

decision-making have been addressed extensively in retail studies (Floch 1988; 

Bettman, Johnson et al. 1991; Arnould, Price et al. 2004; Morrin and Chebat 2005). 

It is, therefore, evident from the literature that retail-based consumer behaviour 

studies are broad and complex. Appropriately, an objective of this thesis is to add to this 

growing body of work surrounding consumer behaviour analysis and retailing. In the 

following section of this literature review, supermarket retailing will be addressed 

specifically. 

2.17 SUPERMARKET RETAILING 

The supermarket and grocery industry is a part of the retail trade division in Australia. 

Business entities in this industry market a broad range of dry groceries (e.g. canned and 

packaged foods, soft drink, confectionery) and non-specialised food lines, such as fresh 

fruit and vegetables, bakery products, meat, dairy goods and delicatessen items. (IBIS 

World Industry Report 2006). Supermarket retailing has a long and rich history in 

Australia, evolving from small full-service, inner-city grocers at the turn of the century 

to the large, multi-site, self-service operations seen throughout suburbs and regional 

centres today. 

The move to mass-market grocery retailing began in America and Britain in the 

1870s (Bluestone, Hanna, Kuhn and Moore 1981). In Australia, grocery chains like 

Moran & Cato emerged in the 1880s; then the Coles Brothers variety chain in the early 

1900s (Kingston 1994). The Coles chain expanded and, by 1948, had several stores in 

each state of Australia (Reekie 1993). In 1924, Woolworths Stupendous Bargain 

Basement began trading in Sydney and, by 1939, had 79 stores throughout Australia 

(Reekie 1993). 

After World War Two, the suburban sprawl increased, and so did the development of 

shopping in the suburbs at the expense of the city centres (Bluestone, Hanna et al. 1981; 

Kingston 1994). Between 1949 and 1961, the population of metropolitan Sydney grew 

from 1.76 million to 2.18 million, yet the proportion of that population located in or 
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near the city centre declined. Other cities showed the same trend though at a different 

scale. 

During the 1950s and 1960s there was a need for shopping facilities in these new 

suburbs (Bluestone, Hanna et al. 1981; Reekie 1993). Although the current 

requirements were being met by traditional corner stores or small grocers, large retailers 

recognised the opportunities for expansion into the suburbs and into new shopping 

centres (Kingston 1994). As retailers and supermarkets moved further into the suburbs 

and away from city centres, the act of shopping began to evolve from a formal, social 

experience to a more purposeful, task-driven activity (Reekie 1993). 

The conversion to self-service for groceries was rapid and effective. Murray Bros in 

Parramatta became one of the first self-service supermarkets in Australia in 1953 

(Kingston 1994). In 1959, after extensive renovations, Murray Bros resembled a 

modern-day supermarket with aisles of groceries replacing tables, multiple checkouts, 

and a serviced delicatessen replacing the old provisions counter. Other grocers soon 

followed the trend, ensuring plenty of car parking, sufficient checkouts, large 

refrigerated cases and wide product ranges (Kingston 1994). Wire shopping trolleys 

soon replaced traditional shopping baskets and weekly specials were introduced to 

encourage shoppers to serve themselves. 

The 1970s and 1980s saw an escalation in the scale of mass-market food retailing, 

especially with discounting (Kingston 1994). As even larger supermarkets were built, 

some briefly named hypermarkets, their size was promoted as a major attraction. The 

supermarket ushered in the decline of the traditional grocer. No longer was the local 

grocer a kind of family retainer who could be relied upon to keep a favourite brand of 

tea in stock or order special delicacies for a dinner party (Kingston 1994). However, the 

supermarket did make it possible, ever so slowly, for men to undertake household 

shopping anonymously and without embarrassment (Kingston 1994). 

2.17.1 Introduction to supermarket consumer behaviour studies 

Supermarket retailing is arguably very different from that of other retail modes. 

When certain factors are considered, such as, frequency and the low involvement, 

limited decision-making nature of grocery shopping, it is easy to identify how this mode 

of retailing differs from general merchandise and apparel retail operations (Davis and 

Bell 1991; Dholakia 1999; Davies, Goode, Moutinho and Ogbonna 2001; Otnes and 
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McGrath 2001; DeNoon 2004; Sangster 2006). The non-durability and perishability of 

supermarket products offer a distinction between other retail modes. 

Further, it is also important to recognise that, in many cases, the customer is often 

shopping for others rather than self, and this may change the decision-making process 

(Davis and Rigaux 1974; Wilkes 1975; Putrevu and Ratchford 1997; Davies, Goode et 

al. 2001). This thesis is concerned specifically with the shopping behaviour of men in 

supermarkets and, as such, it is necessary to review current literature pertaining to 

supermarket retailing and, more explicitly, decision-making within the supermarket. 

Grocery shopping is most often described as a limited consumer decision-making 

process, concerning low-involvement, repeat-purchase products (Hoyer 1984; Hoyer 

and Brown 1990; Bettman, Johnson et al. 1991; Piper and Capella 1993; Dholakia 1999; 

Cockburn-Wootten 2003). Studies that address retail consumer decision-making tend to 

consider high-involvement, high-priced products, such as cars or sports equipment 

(Zinn 1992; Otnes and McGrath 2001). It is, therefore, posited that as a result of this 

view, the sector is often overlooked from the consumer research perspective. 

However, there has been a growing academic interest in the nature of shopping 

behaviour within the supermarket context (Piper and Capella 1993; Bawa and Ghosh 

1999; Davies, Goode et al. 2001; Otnes and McGrath 2001; DeKervenoael, Hallsworth 

and Clarke 2006). There are two groups of literature pertaining to this thesis that are 

worthy of examination. The first topic relates to decision-making within the 

supermarket environment (Deshpande, Hoyer et al. 1982; Hoyer 1984; Dickson and 

Sawyer 1990; Hoyer and Brown 1990; East, Lomax, Wilson and Harris 1994; Williams 

2002; Silayoi and Speece 2004). The second specifically relates to male shopping 

behaviour within the supermarket (Lieberman 1985; Davis and Bell 1991; Dholakia, 

Pedersen et al. 1995; Dholakia 1999; Otnes and McGrath 2001; Piron 2002; DeNoon 

2004). 

The literature regarding low-involvement, limited decision-making in the 

supermarket will be discussed first. Studies of male shopping behaviour in the 

supermarket will be addressed in the final section. 

2.17.2 The nature of low involvement and limited decision-making 

Hoyer (1984) identifies two major shortcomings of research into low-involvement 

consumer decision-making. First, he finds researchers have tended to apply decision 

models that have been borrowed from other areas of inquiry, such as social psychology, 
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economics or cognitive psychology. The problem, he suggests, is that these models 

were developed to understand processes in situations that elicit a considerable degree of 

cognitive effort. He notes the widely employed Fishbein model (Fishbein 1963; 1967) 

that was developed to understand high-involvement cognitive processes in relation to 

the decision-making of individuals. 

Wright (1975) supports this view, and argues that certain decision strategies may 

require a considerable degree of cognitive effort that the consumer may be unwilling to 

expand, particularly when grocery shopping. Thus, when examining these decision 

contexts, a driving issue is the extent to which consumers engage in processing that is 

consistent with traditional models of consumer choice –such as compensatory or non-

compensatory models, or whether some other form of processing occurs (Hoyer 1984; 

Hoyer and Brown 1990). 

Much of the research on consumer decision-making has focused on cognitive 

processing that occurs immediately before the act of purchase or selection. Some 

product decisions, however, are made repeatedly or frequently over time– such as those 

found in grocery shopping and, thus, involve continuous, as opposed to discrete, 

processing (Einhorn and Hogarth 1981). In these instances, shoppers may rely not only 

on previously acquired product information stored in memory, but also on judgements 

of satisfaction or dissatisfaction that occur in the post-purchase evaluation or the usage 

stage of the decision process. 

In light of this observation, some researchers have proposed a view that attempts to 

describe consumer decision-making in situations that involve repeated purchases over 

time – such as found in the supermarket environment (Deshpande, Hoyer et al. 1982). It 

assumes that the major goal in repetitive and relatively unimportant decisions is not to 

make an optimal choice, but rather to make a satisfactory choice while minimising the 

cognitive effort. It therefore proposes that consumers optimise time and effort as 

opposed to consequences (Wright 1975; Einhorn and Hogarth 1981). 

This emphasis on effort is the result of three major factors (Deshpande, Hoyer et al. 

1982); 

1. The decisions are not overly important to consumers and do not involve a 

high enough degree of risk to warrant significant decision-making efforts. 

2. Consumers may have made these decisions a number of times before and do 

not need to expend a great deal of decision-making effort. 
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3. A typical shopping trip involves frequent decisions, and it is likely that 

consumers do not want to expend a great deal of time and effort on any one 

decision. 

Support for these practices was provided in earlier studies in which it was found that 

consumers exerted considerably less effort in choosing a brand of peanut butter, 

toothpaste, soap powder or cheese than, say, in choosing a pair of running shoes (Hoyer 

1984; Hoyer and Brown 1990). Thus, it is suggested that shoppers will employ very 

simple choice heuristics, or choice tactics, when making recurring decisions that are of 

low importance or involvement. The proposed research suggests that men in 

supermarkets will employ simple choice tactics to expedite the shopping process. 

The notion of decision heuristics is not new to consumer research; however, a choice 

tactic approach differs distinctively from previous models in the process of tactic 

development (Hoyer and Brown 1990). Most of the previous approaches assume that 

cognitive evaluation of the evoked set is performed before each choice (Einhorn and 

Hogarth 1981). However, a choice tactic view assumes that since choice occurs fairly 

regularly, evaluation occurs over a repeated number of trials or purchase occasions 

(Hoyer 1984). This focus on processing over trials distinguishes the present approach, 

choice tactics, from more traditional simplifying heuristics, such as lexicographic. 

In the process of tactic development, initial choices may be haphazard, based on the 

modelling of others, or constructed at the time of choice (Bettman and Zins 1977). Over 

time, however, consumers refine their tactics until satisfactory decisions can be made 

with very little effort. An example may be a customer who employs the price tactic, 

‘buy the cheapest brand’. If this results in a satisfactory choice, this tactic will have an 

increased probability of being employed on the next purchase occasion; if an 

unsatisfactory choice results, the consumer may then refine the tactic: such as ‘buy the 

cheapest national brand’, or another tactic altogether. 

It is recognised that brand choice may occur because of a brand evaluation process. 

However, in contrast to the traditional view that assumes that this evaluation is 

developed at the moment of choice, the choice tactic view suggests than an evaluation 

may occur if the product is perceived to be satisfactory or unsatisfactory when it is used 

or consumed. Thus, the consumer still does not engage in extensive processing: rather, 

the consumer relies on a simple judgement that is acquired over time. 
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It should also be noted that two closely related concepts in the consumer behaviour 

literature, habitual purchase and brand loyalty, could be incorporated into this 

framework. An habitual purchase would consist of the continued use of the choice 

tactic: ‘buy the same brand I bought last time’ (Hoyer 1984). Habitual purchasing is not 

necessarily the result of a strong positive brand evaluation (East, Lomax et al. 1994). 

The habitual purchaser does not engage in repeat purchasing because of a strong 

preference for the brand, but rather because it represents a convenient way of reducing 

cognitive effort. 

Brand loyalty involves a preference for the brand (Einhorn and Hogarth 1981). This 

preference probably results from a post-purchase evaluation of product performance 

where the consumer perceives that the brand satisfies his/her needs better than existing 

alternatives. Thus, habitual and brand loyal consumers possess different motivations for 

the same behaviour, and any effort to change their behaviour would involve a different 

strategy, such as altering the habit versus changing brand preference. 

The point to note is that through a series of trials, which involve either a positive, 

negative or neutral experience, the post-purchase evaluation will stabilise, and 

consumers will come to possess a set of simple decision heuristics. That is, consumers 

acquire a set of choice tactics, which are learned over time. These tactics make it 

unnecessary for the consumer to minimise cognitive effort and still make a satisfactory 

choice. Hogarth (1981) provides support for this view stating that, in continuous 

contexts, decision-makers apply simple heuristics and adjust these rules on the basis of 

outcomes. 

2.17.3 Defining low involvement and limited decision-making 

The extent of personal involvement is an important factor that defines the type of 

decision making process behaviour. It can be said, involvement, is the level of 

perceived personal importance and/or interest evoked by a stimuli within a specific 

situation (Engel, Blackwell et al 1995). To the extent that it is present, the shopper acts 

with deliberation to minimise the risks and cognitive effort and maximise the benefits.  

Dickson and Sawyer (1990) found that, on average, less than 12 seconds elapse 

between the time grocery shoppers arrive and depart from a product display. Similarly, 

other empirical research identifies product decision times of between four and six 

seconds (Hoyer 1984; Hoyer and Brown 1990; Leong 1993). Further, it was ascertained 

that in 85 percent of cases only the chosen brand was handled and 90 percent of the 
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shoppers physically inspected only one size (Dickson and Sawyer 1990). As such, it is 

argued that such short timeframes exclude any opportunity for an extensive information 

search. In the following section, low-involvement decision-making and limited 

problem-solving will be defined. 

2.17.4 Limited problem solving 

Limited problem-solving is a strategy wherein the customer invests a limited amount of 

time and energy in searching and evaluating alternative solutions (Widing, Sheth et al. 

2003). Customers adopt this strategy when the purchase is minor, the risk is limited and 

the product is not complex (such as often found in grocery shopping). It is important to 

recognise then that some decision-making and problem-solving does take place, hence 

the term limited. In the case of grocery shopping, the customer has some familiarity 

with the product but the desire for variety, the unavailability of previously-purchased 

product (stock out), or changes in range or packaging necessitates some amount of 

search and evaluation. 

The regular shopping trip to the supermarket could be considered, in most cases, a 

process of limited problem-solving of low-involvement products. Limited problem-

solving involves: several brands; several sellers or retailers; a moderate degree of 

product attributes; few external information sources; and limited search time (Leong 

1993). It is distinct from routine or habitual problem-solving, where there is generally: 

only one brand to choose; few sellers; minimal product attributes or no external sources 

of information; and restricted time to search and consider other alternatives (Deshpande, 

Hoyer et al. 1982). 

2.17.5 Low involvement decisions 

Consumers do not search extensively for information about low-involvement products, 

evaluate their characteristics, or make weighty decision on which brand to buy (Silayoi 

and Speece 2004). Yet, some observers note that not all consumers view grocery 

shopping as a low-involvement activity (Silayoi and Speece 2004). It is important here 

to offer two clarifications. First, the term ‘low involvement’ is not a property of the 

product itself, but rather it is the perception or importance of the product to the 

customer (Leong 1993). Therefore, the same product could be low involving for some 

and high involving for others. A loaf of bread, for example, could be a high-

involvement product for consumers with special dietary requirements. These consumers 
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may need to read the nutritional information on the packaging to learn as much about 

the product as possible before purchasing (Widing, Sheth et al. 2003). 

The second clarification is that ‘low involvement’ is not dichotomous: a strict choice 

between very high and very low (Widing, Sheth et al. 2003). Rather, it is a matter of 

degree. The low-involvement hierarchy occurs at the very low-involvement end when 

something is of absolutely no consequence to the consumer; in the middle range, high-

involvement hierarchies occur, but with less intensity of processing. 

The rational hierarchy is still relevant, except that instead of the extensive cognitions 

of the high-involvement condition, less cognition will drive the effects (Widing, Sheth 

et al. 2003). This is, generally, why relatively low-involvement products (grocery 

products) are advertised by citing only one or two features. Thus, in the case of low-

involvement products like bread, cereal or milk, action comes first (Widing, Sheth et al. 

2003). Simply, a shopper purchases and consumes the product first, then feels good or 

bad about it and takes note of its features or attributes. Thus, action comes first 

(purchase and consumption), followed by feelings (satisfaction or dissatisfaction), and 

finally cognition (thoughts about product attributes). 

2.17.6 Supermarket consumer behaviour studies 

As discussed above, for common, repeat-purchased, low-risk, low-priced items (such as 

supermarket products), customers are unlikely to spend much time or effort. In this 

section of the literature review, the focus now moves to specifically address important 

supermarket consumer behaviour studies to provide a framework for later primary 

research. Two key studies that considered shopping decision-making behaviour in the 

supermarket were conducted by Hoyer in 1984 and 1990 (Hoyer 1984; Hoyer and 

Brown 1990). A replication and extension of these studies was undertaken by Leong in 

1993 (Leong 1993). These studies will be addressed in detail below. 

Various studies have examined and observed customers in supermarkets selecting 

common, repeat-purchased items. Researchers found that customers in the supermarket 

study spent little time (less than 15 seconds) to complete their in-store decision, 

examined a small number of packages (about 1.5 on average), made few brand 

comparisons, and infrequently referenced price (Hoyer 1984; Hoyer and Brown 1990). 

In response to enquiries as to why they choose the brand they did, an overwhelming 

majority (approximately 95%), mentioned just a single reason (Hoyer and Brown 1990). 
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All three studies failed to compare male and female shoppers across these findings and 

this indicates an opportunity for further research. 

THE HOYER STUDY – 1984 

The purpose of Hoyer’s first study was to examine both the degree and type of 

processing that occurs when consumers are making a choice for frequently-purchased, 

and typically low-involvement, products. In his study, consumers were observed while 

making a repetitive, low-involvement purchase in a supermarket. Laundry detergent 

was selected as the choice task. Hoyer identified that customers took an average of 13 

seconds from when they first entered the aisle to when they made their selection. He 

further identified that only about four or five seconds elapsed before actually selecting 

the product. The interviews concluded that consumers based their decisions on one of 

four major tactics: price, performance, affect, or normative. 

Consumers employing price tactics differed in several aspects. They were less likely 

to be brand loyal and had purchased a chosen brand consistently over time. They were 

also more likely to search for longer periods of time, inspect shelf price labels more 

closely, and paid greater attention to end displays and sale signs. Normative tactic users 

possessed the lowest level of laundry detergent purchasing experience, and tended to 

show the lowest search levels. A higher percentage of male shoppers fell into this 

category. 

THE HOYER AND BROWN STUDY –1990 

This study explored the effects of brand awareness on choice, brand sampling and the 

frequency with which the highest quality brand is chosen following a series of brand 

trails. In their attempt to isolate simple brand awareness, Hoyer and Brown employed 

novice consumers with no prior purchase experience with the test product. Peanut butter 

was selected as the test product. 

Sessions were conducted individually for each subject. Respondents were instructed 

to make a choice between different brands of peanut butter and to pretend that they were 

in a supermarket environment. Outcomes of their research identified that brand 

awareness was present in an initial choice task. Specifically, they found that when 

inexperienced decision-makers are faced with a choice situation in which a well-known 

brand competes with unknown brands, they are considerably more likely to choose the 



58 
 

known brand. This is very often the case when men undertake the shopping task 

(Dholakia 1999; Otnes and McGrath 2001) 

THE LEONG STUDY – 1993 

Leong’s (1993) study re-examined laundry detergent and introduced shampoo products 

to extend this work. This was done to provide a comparative analysis of the frequency 

and nature of search and choice reported by consumers across product categories. The 

second study by Hoyer and Brown (1990) was also replicated; however, cheese rather 

than peanut butter was employed as the test product. This study was conducted in 

Singapore to provide a cross-cultural understanding. Overall results confirmed the rapid 

in-store search and use of simple choice tactics by consumers buying common, repeat-

male) � ADDIN EN.CITE 

ocumented by Hoyer (1984). In addition, these results generalised Hoyer’s conclusions 

to other product categories and cultures. However, Leong provided two additional insights regarding consumer decision-

making for low-involvement, supermarket products. First, she identified more 

uniformity concerning the extent of in-store search behaviour than in the distribution of 

choice tactics used across the two product classes studied. This implied that differences 

across product categories could potentially have a qualitative rather than quantitative 

impact on consumer decision-making. Hence, similar in-store search efforts may result 

from different choice tactics. 

Second, there seemed to be greater similarity in decision-making processes across 

cultures than across product classes for common, repeat-purchase items. Specifically, 

when comparing Leong’s findings to that of Hoyer’s work, a greater consistency in 

choice tactic use was obtained for purchasers of laundry detergent across the two 

countries studied than between those buying detergent and shampoo. This suggests that 

product class differences producing variations in choice processes and behaviour may 

be applicable across different cultures. 

2.17.7 Summary of supermarket consumer behaviour studies 

As the above discussion identifies, the nature of shopping behaviour and decision-

making within the supermarket is a complex and important topic worthy of 

investigation. Previous research has identified, although not specifically by sex, the 

shopping behaviour and limited decision-making processes in relation to low-

involvement supermarket products. 
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Also as demonstrated above, it is evident that shoppers, when faced with the task of 

supermarket shopping, will limit their search behaviour and consider few product 

attributes before making a selection. The selection of product happens quickly, 

generally within four to five seconds (Hoyer 1984) and, in most cases, only one of four 

major tactics are employed: price, performance, affect or normative factors. The 

research tends to confirm that when shoppers are faced with an abundance of product 

alternatives, they will make quick decisions based on limited product attributes, like 

price or brand, to lessen the cognitive effort and save time. It is anticipated that this 

study’s examination of male shopping behaviour in the supermarket will lend support to 

this view. 

2.18 MALE SHOPPING BEHAVIOUR 

2.18.1 Introduction 

This section of the literature review introduces specific studies of male shopping 

behaviour within the supermarket context. Hence, the study is concerned with 

developing a framework for research hypotheses in relation to uncovering how observed 

male shopping behaviour and activities differ from that of the traditional female grocery 

shopper. It is important to note that most of the studies mentioned below are American 

or British, and this thesis cannot identify any equivalent Australian studies. It is, 

therefore, argued that such a study in Australia is justified and further research deemed 

necessary. The following two pages illustrate a concise topology of important empirical 

research of male shopping behaviour.  
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Table 2-3 – Topology of male shopping behaviour in supermarkets 

  

Author Date Methodology Summary of findings of 
male shopping behaviour 

Thomas, A  and 
Garland, R 

2004 Questionnaire and 
interviews/ 
Quantitative 

1. Men are less inclined to use a shopping list than 
women. 

2. 44% of non-list users were single men. 
3. Non-list users were younger (18–24) than list 

users. 
Williams, TG 2002 Questionnaire and 

interviews/ 
Quantitative 

1. Men place less importance on product evaluative 
criteria than women. 

2. Men rate low prices as more important than 
women. 

3. Men consider objective criteria more important 
than subjective criteria. 

Piron, F 2002 Questionnaire/ 
Quantitative 

1. Men undertook the grocery-shopping task because 
their wives worked. 

2. Male respondents believed that men should take a 
more active role in shopping. 

3. Men viewed grocery shopping as a family activity. 
4. Men act mostly as influencers in the grocery 

decision-making process. 
Otnes, C and 
McGrath, MA 

2001 Observations  and 
Interviews 
Qualitative 

1. Men search deliberately. 
2. Men limit price comparison-shopping. 
3. Men browse infrequently. 
4. Men are helpful when shopping with female 

partners. 
5. Men will shop for ‘female coded’ products for 

status, control, or to further intimacy. 
6. Men shop to win (anecdotal). 

Dholakia, RR 1999 Self Administered 
Questionnaire/ 
Quantitative 

1. Men shop more frequently than women. 
2. Men (who claim responsibility) enjoy the grocery-

shopping task. 
3. Men feel positive reinforcement from the family’s 

appreciation. 
4. Male grocery shoppers are better educated than 

male non-shoppers. 
5. Male grocery shoppers earn more than male non-

shoppers. 
6. Male grocery shoppers are more likely to be 

employed. 
7. Majority of male grocery shoppers are aged less 

than 34 years. 
Underhill, P 1999 Observations/ 

Ethnography 
1. Men ‘tear through the aisles’; women take their 

time. 
2. Men do not ask for help or directions. 
3. Men do not compare prices. 
4. Men do not like to shop for feminine products 

(specifically hygiene products). 
5. Men are more likely to buy on impulse. 
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Author Date Methodology Summary of findings of 
male shopping behaviour 

Reid, R and 
Brown, S 

1996 Post Positivist 
Personal 
Introspective 

1. Male grocery shoppers are mostly apathetic. 
2. Male grocery shoppers are comparatively price 

insensitive. 
Dholakia, RR, 
Pedersen, B 
and Hikmet, N 

1995 Self Administered 
Questionnaire/ 
Quantitative 

1. Men shop for groceries more frequently than 
women. 

2. Men who claim responsibility for shopping enjoy 
the task. 

3. Retired males are more likely to shop for groceries 
than younger men. 

Mazumdar, T 
and Papatla, P 

1995 A. C. Nielsen’s 
Scanner Panel Data 

1. Male shoppers will pay slightly more than women 
for groceries products. 

2. Male shoppers are less inclined to use catalogues 
or advertisements. 

3. Male shoppers are less influenced by in-store 
displays than women. 

4. Price elasticity considerations of the male shopper 
are significantly greater than those of the female 
shopper. 

Polegato, R and 
Zaichkowsky, J 

1994 Self Administered 
Questionnaire/ 
Quantitative 

1. Pre-planning: older men plan more than young 
men; men shop at different times than women; 
men spend less time in shopping than women. 

2. Task management: men did not ask for assistance; 
men used lists less frequently than women; men do 
not compare prices or use catalogues; men do not 
stick to a budget. 

3. Store loyalty: men routinely patronised the same 
store more than women. 

4. Store characteristics: helpful assistants, friendly 
checkout operators, easy drive and parking were 
not as important to men as they were to women. 

Piper, WS and 
Capella, LM 

1993 Self Administered 
Questionnaire/ 
Quantitative 

1. Men who report to like grocery shopping are likely 
to be employed in white-collar, professional 
occupations. 

2. Men who report to like grocery shopping have the 
highest levels of education. 

3. Men who report to like grocery shopping have the 
highest income levels. 

4. Men who report to like grocery shopping prepare 
shopping lists before shopping 

5. Men who have lists prepared for them, dislike the 
grocery shopping experience. 

Davis, G and 
Bell, J 

1991 Observations 1. Men shopped at a faster rate than women. 
2. Men took significantly less time in store than 

women. 
3. Men bought fewer items per shopping visit than 

women. 
4. Men spent less per visit than women. 

Zeithaml, V 1985 Interview (841) 
Survey (135) 

1. Men spent less time completing the shopping task 
than women. 

2. Men planned less than women (did not use lists). 
3. Men economised less than women (did not 

compare prices). 
4. Men made more shopping trips than women 

(frequency of visit). 
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A change in attitude towards the acceptance of household responsibilities by men, 

combined with the demographic and societal changes mentioned earlier, has provided a 

catalyst for changes in both male and female behaviour towards males performing the 

grocery-shopping task (Piper & Capella, 1993). It is noted that although men are 

becoming increasingly visible in retail venues, such as supermarkets, it is unclear 

whether their shopping behaviour are synchronous with their female counterparts 

shopping behaviour (Dholakia 1999; Otnes and McGrath 2001; Piron 2002).  

As stated above, few studies could be found that compared behavioural differences 

between the sexes in the context of supermarket shopping. However, over the past 

twenty years, there has been a growing academic interest in this area and some effort in 

exploring consumer behaviour, specifically within the supermarket, has emerged (Piper 

and Capella 1993; Hwang 1994; Putrevu and Ratchford 1997; Dholakia 1999; Davies, 

Goode et al. 2001; Otnes and McGrath 2001; Torres, Summers et al. 2001). The 

remaining section of the literature review will address and synthesise these most recent 

international studies, draw out common findings, and present defined hypotheses to be 

tested. 

2.18.2 Planning and list usage 

The extent of planning the supermarket shopping task differs significantly between the 

sexes (Piper and Capella 1993; Otnes and McGrath 2001). Research has identified that 

men, when undertaking the grocery-shopping task, will be less inclined to employ 

shopping lists (Zeithaml 1985; Goldman 1990; Polegato and Zaichkowsky 1994; 

Underhill 1999; DeNoon 2004; Thomas and Garland 2004). In a most recent study of 

262 New Zealand grocery shoppers, Thomas and Garland (2004) identified than only 59 

percent of the males surveyed used a written shopping list as a part of their shopping 

activity. 

Other researchers support such findings. Underhill (p100, 1999), in one supermarket 

study, identified: “…we counted how many shoppers came armed with lists [and found] 

almost all of the women had them, yet less than 25% of men did”. In another study of 

841 supermarket shoppers which included 135 interviews, Zeithaml (1985) also found 

that men were less inclined than women to use a shopping list. 

Respondents identified a variety of reasons for not using a shopping list. A majority 

(70%) stated that items were already committed to memory, or that they employed in-

store mechanisms like catalogues and point-of-sale to prompt their memory (Thomas 
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and Garland 2004). Respondents also advised that due to the convenience of a store’s 

location, they would simply return to purchase it later if a product was forgotten 

(Thomas and Garland 2004). 

Alternatively, respondents who did use written grocery shopping lists advised that 

they were used as a memory jogger, to manage the process of shopping (to dictate flow 

through the store), or used to control expenditure and identify specials (Arnould, Price 

et al. 2004; Thomas and Garland 2004). Hence, it is argued that similar findings may be 

identified as a part of this study and as such the following Hypothesis One (H1) is 

presented: 

H1 Men are less inclined than women to employ shopping lists when 

undertaking the grocery-shopping task. 

2.18.3 Age and list usage 

Closely related to the discussion above, it is suggested that a relationship exists between 

the shoppers’ ages and their choice to use a written shopping list. Research has 

identified that the older male cohort are more likely to employ written shopping lists 

than younger men (Zeithaml 1985; Polegato and Zaichkowsky 1994; Hare, Kirk and 

Lang 1999; Thomas and Garland 2004). In a series of studies of older supermarket 

shoppers in Scotland, researchers found a propensity for older male customers to 

employ lists when shopping for groceries (Hare, Kirk et al. 1999; Hare, Kirk and Lang 

2001; Hare 2003). 

Thomas and Garland’s (2004) study of 262 supermarket shoppers offer similar 

findings. They report that older shoppers (mean age of 63 years) advised that they used 

shopping lists to control the process of shopping (Thomas and Garland 2004). Shopping 

lists may enable them to navigate their way around the store and locate specific 

departments. This is, again, supported by other research that identified that older 

shoppers (over 65 years) used written shopping lists more than younger shoppers 

(Zeithaml 1985). Hence, the following Hypothesis Two (H2) is offered. 

H2 Older men (over 55 years) are more likely than younger men to 

employ shopping lists when undertaking the grocery-shopping task 

2.18.4 Frequency of visit 

There is anecdotal evidence to suggest that men visit the supermarket more often than 

women (Reid and Brown 1996; Chetthamrongchai and Davies 2000). Furthermore, this 
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view is supported by several empirical studies (Zeithaml 1985; Piper and Capella 1993; 

Polegato and Zaichkowsky 1994; Dholakia, Pedersen et al. 1995; Dholakia 1999; 

Underhill 1999). Dholakia (1999) offers that shopping frequency is likely to be 

influenced not only by a persons’ familial responsibility to the task, but also by the 

individuals’ sex. Similarly, in another study, 17 percent of males interviewed said they 

visited the store more than once a week (Underhill 1999). Piper and Capella (1993) also 

found that male respondents reported to do the shopping for groceries at least three 

times per week. 

Additionally, other studies report that men who voluntarily undertake the grocery-

shopping task, claim more visits per week than women (Dholakia 1999). Again, in 

another study of 50 married men, significant differences were identified between the 

sexes with regard to shopping times, days of the week, and frequency of shopping trip 

(Zeithaml 1985). Finally, of 841 respondents surveyed in another study, results showed 

that when compared to females, males made more shopping trips each week (2.48 

male/2.28 female) (Zeithaml 1985). 

Interestingly, of the studies reviewed, none empirically established a reason why 

men shop on a more frequent basis than women. It could be argued that as a larger 

proportion of men fail to employ shopping lists, they find themselves having to return 

more often to collect forgotten items. Alternatively, there may be unforseen societal 

circumstances motivating the frequency of male supermarket shopping – and that is 

something this study anticipates to identify. As such, the following Hypothesis Three 

(H3) is presented. 

H3 Men visit the supermarket more frequently than women. 

2.18.5 Speed of shopping 

Similar to the discussion above concerning frequency of visits, there is, again, sufficient 

anecdotal evidence to suggest men shop for groceries at a much faster pace than 

women. As one researcher commented: “men tear through an aisle at roller-blade speed, 

whereas women tend to amble”; and “men are more eager to finish shopping” 

(Underhill 1999). Underhill (1999) found that men move faster through the supermarket 

than women, spend less time looking at products, and generally do not ask questions or 

ask for assistance. As such, the speed they complete the grocery-shopping task is faster 

than their female counterparts. 
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International research has cemented these claims (Zeithaml 1985; Davis and Bell 

1991; Underhill 1999; Noble, Griffith et al. 2006). In some of the earliest studies into 

male shopping behaviour in the supermarket, Davis and Bell (1991) found that men 

appeared to shop faster than women when measured in actual minutes (9.98 minutes for 

men and 17.85 minutes for women). However, when measured on items purchased, 

women shopped slightly faster than men. Their evidence claims that people will shop 

faster when they have more items to buy; however, based on actual time, men were 

observed to shop faster than women (Davis and Bell 1991). Zeithaml (1985) supports 

this claim and identifies that the average time spent shopping for groceries was 18.02 

minutes for men and 22.19 minutes for women (Zeithaml 1985). Similarly, Otnes and 

McGrath’s (2001) “grab ’n’ go” stereotypical model of male shopping behaviour 

mirrors these findings. Accordingly, the following Hypothesis Four (H4) is offered for 

testing: 

H4 Men will complete their supermarket shopping in less time than 

women. 

2.18.6 Basket Size – $ Value 

Some what related to the speed of the shopping activity and items purchased is the 

claim that men will spend less per shopping trip than women. Davis (1991) initially 

reports in his study that men spend substantially less per visit to the supermarket than 

women. Falconer (1979) supports this view, finding than men spend 52 percent less at 

the supermarket than women (Falconer 1979). 

However, when the value of the total shop was divided into the time it actually took 

to make the purchase, men appeared to spend slightly more than women, with; males = 

mean of £1.124 per minute; females = mean of £1.088 per minute (Davis and Bell 

1991). This is also supported by other research that found male shoppers pay a sightly 

higher price than women in certain grocery categories (Mazumdar and Papatla 1995). 

Due to these conflicting findings, it is suggested that research is needed to reveal the 

true nature of male shopping expenditure in the supermarket, and suggest Hypothesis 

Five (H5): 

H5 Men will spend less than women per visit to a supermarket. 
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2.18.7 Basket Size – Quantity 

Davis and Bell (1991) argue that men will purchase fewer items per shopping trip than 

women. In the sample of shoppers selected for their study, men purchased, on average, 

about 10 items per visit as opposed to 11 items for women. When considering the 

amount of products purchased per minute, both sexes appear similar, although women 

statistically still buy more items than men per shopping trip (Davis and Bell 1991). As 

such, Hypothesis Six (H6) is presented: 

H6 Men will purchase fewer items than women per visit to a 

supermarket. 

2.18.8 Evaluative criteria 

Research identifies that men will often only reference a few evaluative criteria, such as 

price or brand, when making a product selection in the supermarket (Zeithaml 1985; 

Davis and Bell 1991; Underhill 1999; Otnes and McGrath 2001; Williams 2002). 

Women, by contrast, will reference wider product evaluative criteria: freshness, quality, 

flavour, normative criteria, ease of cooking or preparation (Davis and Bell 1991; 

Underhill 1999). Some suggest this may be related to a desire by men to get in and out 

of a supermarket in the fastest possible time, or to limit cognitive effort (Reid and 

Brown 1996; Underhill 1999; Otnes and McGrath 2001). Less time spent in the store, 

therefore, limits the careful examination of all available product evaluative criteria. 

In one study, price and quality were the main attributes most referred to by men 

during product selection, whereas service levels and employee product knowledge were 

rated less importantly (Torres, Summers et al. 2001). The same study recognised men 

were less inclined to seek assistance from service staff. These findings mirror previous 

research and the results suggest that men do not ask for assistance or rate employee 

product knowledge highly when shopping for groceries (Otnes and McGrath 2001; 

Williams 2002). 

Williams (2002) found in his study that women’s mean importance scores for 

product evaluative criteria were significantly higher than men’s. Women attached 

greater importance to nearly all tested evaluative criteria: durability, reliability, 

performance, warranty, brand, value, appearance, and referent quality (other than low 

price) (Williams 2002). Consequently, men tend to consider fewer evaluative criteria 

than women when shopping for groceries, and this is possibly to expedite the shopping 

process (Underhill 1999; Williams 2002). The study generally validated the proposition 
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that men and women have different evaluative criteria importance levels (Williams 

2002). As such, Hypothesis Seven (H7) is offered: 

H7 Men will reference fewer evaluative criteria than women when 

making a product selection. 

2.18.9 Impact of price 

Research identifies that men will generally buy what they always buy: same size, same 

brand and same flavour (Otnes, Lowrey et al. 1997; Dholakia 1999; Noble, Griffith et 

al. 2006). Campbell (1997) refers to this type of shopping behaviour as ‘instrumental’ 

and suggests that, to men, supermarket shopping is a purely purchase-driven activity 

(Campbell 1997). This is confirmed by others who find that the single largest category 

of shopper in many topologies is the apathetic shopper – and apathetic shoppers are 

predominantly male (Stone 1954; Reid and Brown 1996; Noble, Griffith et al. 2006). 

Apathetic, in this context, describes a shopper who may be disinterested or bored by 

the activity rather than indifferent or actively opposed to the task. Hence, research 

suggests that male shoppers are comparatively price insensitive when it comes to 

supermarket shopping (Mazumdar and Papatla 1995; Reid and Brown 1996; Noble, 

Griffith et al. 2006). Males are not influenced significantly by price, and simply want to 

get in and out of the shop in the quickest possible time. 

Although price may be the main evaluative criterion considered by men when 

shopping for groceries, it is not considered high enough to affect the overall selection 

process (Otnes, Lowrey et al. 1997; Underhill 1999; Noble, Griffith et al. 2006). 

Mazumdar and Papatla (1995) found in their study of male supermarket shopping 

behaviour, that men were not influenced by special prices, large displays or promotional 

advertising. Again, this tends to suggest a task-driven approach to supermarket 

shopping, and this is an expected outcome of this current research. Accordingly, the 

following Hypothesis Eight (H8) is presented for testing: 

H8 The price insensitivity in the male grocery shopper is significantly 

greater than in the female shopper. 

2.18.10 Comparison shopping – in-store mediums 

Men who undertake the grocery-shopping task tend to economise less than women 

(Zeithaml 1985; Reid and Brown 1996; Underhill 1999; Otnes and McGrath 2001; 

Williams 2002; Noble, Griffith et al. 2006). Zeithaml (1985) operationalised the term 
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economise to be the process of searching for store specials, calculating unit pricing, 

redeeming coupons and checking grocery prices. Similarly, other research has identified 

that men will often shop at one regular supermarket rather than drive to other stores in 

search of a good special (Marmorstien and Fishe 1992; Reid and Brown 1996). This 

tendency to avoid or limit comparison shopping could be related to the male shoppers’ 

desire to expedite the shopping process. 

Zeithamls’ (1985) study of 841 grocery shoppers identified that men compared in-

store mediums (such as shelf price labels and promotional material) less than women 

when conducting the grocery-shopping task. Similarly, in another study of 612 

supermarket shoppers, researchers found men restricted comparison shopping in 

contrast to women (Williams 2002). Underhill (1999) supports this view, stating that 

men spend less time inspecting and comparing products. He found in one study, nearly 

90 percent of women compared product prices, whereas only about 70 percent of men 

did. Again, in Reid and Browns’ (1996) introspective essay, male grocery shoppers 

were often described as apathetic and, therefore, consistently avoided any form of 

product attribute comparison. Therefore, it is argued that Australian male grocery 

shoppers will not generally compare in-store mediums (such as promotional displays or 

shelf price labels) when shopping for groceries. Consequently, Hypothesis Nine (H9) is 

offered: 

H9 Men will check prices (comparison shop) less frequently than 

women. 

2.18.11 Comparison shopping – promotional mediums 

Similar to the discussion above on limited in-store comparison shopping by men, this 

study will extend this proposition to include external mediums regularly used as a 

means of comparing supermarket offers –such as newspaper advertisements, catalogues 

and television or radio campaigns. Studies have considered how men and women 

respond to different forms of external advertising mediums (Hwang 1994; Mazumdar 

and Papatla 1995; Bawa and Ghosh 1999; Polegato and Zaichkowsky 1999). This 

research has identified that men will employ such media less frequently than women 

(Hwang 1994; Mazumdar and Papatla 1995; Polegato and Zaichkowsky 1999). 

Mazumdar and Papatla’s (1995) three-year longitudinal study of over 2000 families 

concluded that the response to advertisements and in-store displays was generally low 

for all men surveyed. Their research also identified that men avoided the use of discount 
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coupons printed in newspapers and catalogues. Women, on the other hand, readily used 

these promotional tools. It is suggested then that men will limit reading grocery specials 

in newspapers, and will rarely use weekly catalogues (Otnes and McGrath 2001; 

Thomas and Garland 2004). If this is the case, then advertising and promotional 

campaigns may need to offer different appeals to men and women (Mazumdar and 

Papatla 1995). 

Similarly, Zeithaml’s (1985) research also tested the male grocery shoppers’ 

propensity to employ newspaper and catalogue advertisements. She also found that men 

used promotional information less than women (Zeithaml 1985). Therefore, Hypothesis 

Ten (H10) is presented for testing: 

H10 Men will compare product and price in-store catalogues less 

frequently than women. 

2.18.12 Impulse purchasing 

Although research suggests men approach supermarket shopping in a task-driven, 

purposeful, even deliberate method and often routinely purchase the same products, 

there is evidence to suggest they also purchase unplanned items (Underhill 1999). The 

terms unplanned and impulse purchases are used interchangeably in this research. It is 

contended that an item purchased on impulse is an item purchased without prior 

planning. 

There are several reasons for this. First, men like to experience new products, 

particularly confectionery, soft drinks and specialty foods (Harnack, Story et al. 1998; 

Franciscy, McArthur et al. 2004). Second, they purchase unplanned items to satisfy 

children who may be in their company (Underhill 1999). Finally, unplanned items are 

purchased if shopping lists have not been established before entering the supermarket 

(Piper and Capella 1993; Polegato and Zaichkowsky 1994; DeNoon 2004; Thomas and 

Garland 2004). This study is interested in uncovering differences in male shopping 

behaviour in the supermarket relative to female shopping behaviour. As such, the 

intended research will seek to clarify reasons for this behaviour. Consequently, the 

Hypothesis Eleven (H11) is offered: 

H11 Men are more inclined to purchase on impulse than women. 
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2.18.13 Store choice 

It has been established in the discussions above that men have a penchant to shopping in 

one regular store (Polegato and Zaichkowsky 1994; Otnes and McGrath 2001; Thomas 

and Garland 2004). That is, they do not tend to comparison shop to the extent that their 

female counterparts do and, thus, seldom travel between supermarkets seeking the best 

deal. This behaviour may be, incorrectly, considered store loyalty (Otnes and McGrath 

2001; Miranda, Konya and Havrila 2005). Store loyalty exists when a customer 

regularly patronises a particular retailer they know, like and trust (Berman and Evans 

1998). However, it is suggested in this research that men will shop at one regular 

supermarket, not because of a positive relationship built on trust, but due to shopper 

apathy. 

This view is supported by others who find that men will visit fewer supermarkets 

than women (Polegato and Zaichkowsky 1994; McCall 1997; Harris and Firestone 

1998). The difference between men and women concerning store loyalty is mostly 

related to their willingness to chase a bargain (Polegato and Zaichkowsky 1994). 

Husbands, they found, appeared to be more routine shoppers, and were less likely to 

make a special trip to another store simply to save a few dollars. Hence, Hypothesis 

Twelve (H12) is presented for testing: 

H12 Men will patronise fewer different supermarkets each week than 

women. 

2.18.14 Store characteristics 

Men and women place greater importance on different store characteristics (Deitrich 

1981; Fitch 1985; Donegan 1986; Polegato and Zaichkowsky 1994). Donegan (1986) 

reported that up to one third of male shoppers surveyed considered quality fresh 

produce and meat, one-stop shopping, and a wide product range to be more important 

than women. Similarly, other studies found men rated clearly identifiable pricing, one-

stop shopping, and the ability to complete the shopping in the fastest possible time to be 

important store characteristics (Deitrich 1981; Fitch 1985). Interestingly, the store 

characteristics selected by men tend to relate to the ease and speed of shopping. This is 

an aspect that has become evident throughout the above discussion (Zeithaml 1985; 

Davis and Bell 1991; Underhill 1999). 

Conversely, late trading hours, easy car-parking facilities, discount coupons, helpful 

staff and value-added services (such as dry cleaning or home delivery) appeared to be of 



71 
 

less interest to men, but more important to women (Donegan 1986). It has been already 

noted above that men tend to avoid asking for assistance. This aspect is possibly why 

friendly, efficient and knowledgeable staff are rated of less importance to them (Torres, 

Summers et al. 2001). Further, the tendency for male shoppers to shop faster and buy 

fewer items may provide some reason as to why value-added services are of less 

importance to them than they are to women. That car parking is of little interest to men 

tends to suggest they feel at ease in accessing the supermarket, or they are travelling 

alone and need not concern themselves with heavy shopping bags and children. 

Polegato and Zaichowsky’s (1994) study of 86 married couples support similar 

findings to those above. They confirmed that frequent sales, helpful sales personnel, 

being in stock, accurate checkouts, attractive décor, convenient locations and easy 

access were all store characteristics more highly regarded by women than they were by 

men. Such is the disparity between what women and men value in supermarket store 

characteristics, it is suggested that research is worthy and valid. Appropriately, 

Hypothesis Thirteen (H13) with sub-hypotheses a–j are presented for testing: 

H13a Men consider ‘weekly specials’ less important than women. 

H13b Men consider ‘well-staffed, serviced departments’ less important 

than women. 

H13c Men consider ‘being in stock of specials throughout the week’ less 

important than women. 

H13d Men consider the store characteristic of ‘accurate and friendly 

register operators’ less important than women. 

H13e Men consider the store characteristic of ‘easy parking’ less 

important than women. 

H13f Men consider the store characteristic of ‘well-stocked shelves’ less 

important than women. 

H13g Men consider the store characteristic of ‘convenient locations’ less 

important than women. 

H13h Men consider the store characteristic of ‘cleanliness’ less 

important than women. 

H13i Men consider ‘high quality fresh food’ less important than women. 

H13j Men consider ‘low prices’ less important than women. 
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2.18.15 Demographic – age 

Researchers have considered gender and life cycle in their study of male grocery 

shopping (Piper and Capella 1993; Polegato and Zaichkowsky 1994; Dholakia, 

Pedersen et al. 1995; Dholakia 1999; Thomas and Garland 2004). Their findings appear 

consistent in suggesting that the new breed of male grocery shopper tends to be 

younger. They also suggest that older men are more inclined to adopt the traditional 

social role as head-of-family and bread-winner, leaving women to accept the sole 

responsibility for family food purchases. It was discovered that, in all cases, there was 

more joint sharing or primary undertaking of grocery shopping among younger 

respondents (Dholakia, Pedersen et al. 1995; Dholakia 1999). 

In a large study of over 1600 consumers undertaken by Dholakia (1995), 75 percent 

of the surveyed male respondents who were shopping for groceries were younger than 

54 years. Similar results were found in other studies of male grocery shopping 

behaviour where selected samples appeared to have a higher proportion of younger 

males under the age of 54 years (Goldman 1990; Piper and Capella 1993; Polegato and 

Zaichkowsky 1994). One possible reason for the noticeable increase of younger male 

grocery shoppers may be cultural and social shifts since the 1970s, such as feminism. 

These postmodernist concepts were discussed in the first part of this literature review. 

This study will examine the age structure of grocery shopping males. Because of the 

above literature, it is anticipated that this study’s outcomes could mirror those of others, 

identifying a younger cohort of grocery shopping males. Accordingly, Hypothesis 

Fourteen (H14) is offered for testing: 

H14 Younger men (under 54 years) are more inclined to undertake the 

grocery-shopping task than older men (54 years and older). 

2.18.16 Demographic – class 

Like age structure, social class has also been considered in supermarket consumer 

research (Lieberman 1985; Piper and Capella 1993; Dholakia, Pedersen et al. 1995; 

Dholakia 1999; Otnes and McGrath 2001; Piron 2002). Such studies have considered 

education levels, occupation and income to operationalise the construct of social class. 

Piron’s (2002) study of Singaporean male grocery shoppers found significantly higher 

levels of education and income within their sample. A large proportion of respondents 

came from duel-income families with no children, and were identified as recently 

married (less than 5 years) (Rosen and Granbois 1983; Russell 1985; Piron 2002). Piron 
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(2002) further noted a larger cohort of younger men (25–39 years) involved in the 

shopping process. Otnes and McGrath (2002) also noted higher levels of education and 

income among their male respondents. 

Dholakia’s (1999) study compared a sample of both male and female supermarket 

customers. She found the sample as a whole was comprised of ‘upscale’ individuals 

(Dholakia 1999). In terms of education, male respondents (80.6%) reported higher 

instances of college and university education than the female respondents. Further, 76.6 

percent of male respondents reported incomes in excess of US$50,000, in contrast to 

only 65.8 percent of female respondents in the same income bracket. Similar 

demographic results are presented in other studies (Dholakia, Pedersen et al. 1995). 

The Mazumdar and Papatla (1995) study of male grocery shoppers identified that 

male grocery shoppers tended to have higher incomes and education levels, and were 

more likely to be employed in white-collar occupations. Another study found that 

white-collar managers represented the largest segment (52%) of all male grocery 

shoppers, and a further 59.2 percent of male respondents reported education levels of 

degree or postgraduate degree (Piper and Capella 1993). This study also recognised 

40.8 percent of these same respondents advised incomes greater that US$50,000 per 

annum. 

It is, therefore, suggested that results from this study will reveal significant 

differences between male and female grocery shoppers based on income, occupation 

and education. Consequently, Hypotheses Fifteen (H15) with sub-hypotheses a–c are 

offered for testing: 

H15a Male grocery shoppers are more inclined to be tertiary 

educated than female grocery shoppers. 

H15b Male grocery shoppers are more inclined to have 

higher incomes than female grocery shoppers. 

H15c Male grocery shoppers are more inclined to work in 

white-collar occupations than female grocery 

shoppers. 

2.18.17 Why men shop 

In the first section of this review, this study examined earlier research into why men are 

undertaking the grocery-shopping task. Many societal factors provided reasons within 
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the literature for this phenomenon. Gender role transcendence and changing family 

values were addressed (Berk 1985; Goodnow and Rowes 1994; Perrewe and 

Hochwarter 2001), as was improved levels of education among the sexes (Qualls 1987; 

Harris and Firestone 1998; Belch and Willis 2002). The role of feminism was also 

equated with some motivation behind the increase of male grocery shoppers 

(Hochschild 1989; Thorn and Gilbert 1998; Commuri 2000). 

However, the most widely accepted reason for the increase in male grocery shoppers 

has been related to the increase in women being employed outside the home (Berk and 

Berk 1979; Berk 1985; Gerson 1985; Goldscheider and Waite 1991; Piper and Capella 

1993; Fischer and Arnold 1994; Dholakia 1999; Otnes and McGrath 2001; Bhatti and 

Srivastava 2003). It is suggested that male respondents in this study will offer female 

labour-force participation outside the home as the main reason for their adoption of the 

grocery-shopping task. Therefore, Hypothesis Sixteen (H16) is offered for testing: 

H16 There is a strong and positive correlation between men who 

undertake the grocery-shopping task and their partners’ 

employment commitments outside the home. 

2.18.18 Shopping responsibility 

So far, this literature review has been concerned with the activities and behaviour of 

male supermarket shoppers. The emphasis has been on shopping frequency, total 

purchase amounts, basket sizes, impulse purchasing, important store attributes and 

demographics. The remaining component of this review is concerned with identifying 

male attitudes towards grocery shopping and shopping responsibility. 

Research suggests that men do not view the grocery-shopping task as strictly gender 

specific. As such, male shoppers do not believe supermarket shopping is ‘women’s 

work’, but possibly more a joint responsibility (Dholakia 1999; Otnes and McGrath 

2001; Piron 2002). Piron’s (2002) study identified men and women sharing aspects of 

the grocery-shopping activity across the initiating, influencing, decision-making and 

buying phases and suggested a joint approach. It was noted that male respondents were 

more likely to view shopping as a family activity, and would be most likely be 

accompanied by wives and children to the supermarket (Piron 2002). Further, 55 

percent of the female sample surveyed believed men should take a more active role in 

grocery shopping (Piron 2002) – a notion supported in other studies (Ferber and 

Birnbaum 1980; Fischer and Arnold 1994; Hecht 2001). 



75 
 

The view that grocery shopping has now become a joint responsibility is widely 

accepted (Dholakia, Pedersen et al. 1995; Zhang and Farley 1995; Dholakia 1999; 

Otnes and McGrath 2001). The outcomes of this research will test these claims and, 

thus, Hypothesis Seventeen (H17) is presented for testing: 

H17 Male respondents strongly believe that grocery shopping is a joint 

responsibility. 

2.18.19 Enjoyment 

A question stands as to whether men actually enjoy the grocery-shopping activity. Some 

researchers (Zeithaml 1985; Piper and Capella 1993; Dholakia, Pedersen et al. 1995; 

Dholakia 1999; Otnes and McGrath 2001) have attempted to address this issue and have 

postulated mixed reports. There appears to be three variables that affect levels of 

enjoyment: male demographics, the type of products being purchased, and whether the 

man undertook the grocery-shopping task under duress (Dholakia 1999; Otnes and 

McGrath 2001). 

Research suggests that age impacts on enjoyment levels. Simply, younger men are 

disengaged and are generally unhappy when shopping; older men are either bored or 

disinterested (Otnes and McGrath 2001). Occupation also seems to have some impact 

on enjoyment levels. One study identified that 52 percent of white-collar ‘managers’ 

claimed not to enjoy the task (Piper and Capella 1993). This same study further 

identified that respondents with the highest level of education (postgraduate) also did 

not enjoy the task of grocery shopping.  

Piron (2002) notes that 25.6 percent of respondents claimed to enjoy the shopping 

activity. However, it was also noted that 10 percent felt embarrassed due to the nature of 

the products being purchased. Otnes and McGrath (2001) expanded on this issue when 

they described their ‘Fear of the Feminine’ stereotype. Here they observed male 

shoppers purchasing female-specific products (lingerie or hygiene items) and found 

they attempted to truncate the process rather than prolong it (Otnes and McGrath 2001). 

This behaviour, they claim, tends to suggest men do not enjoy shopping when 

purchasing female-gendered products. 

When men are forced to undertake the grocery-shopping task, it is claimed they do 

so unhappily (Otnes and McGrath 2001). They suggest that male shoppers (mainly 

younger) are stereotypically displeased when forced into the shopping task. However, 

Otnes and McGrath (2001) were unable to establish this claim empirically. They state, 
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consequently, that they observed no actual instances of displeasure, but rather boredom 

(Otnes and McGrath 2001). It is more probable that men are not engaged in the 

shopping process or are apathetic towards the task rather than specifically disliking it. 

In all, men claim to enjoy the grocery-shopping activity when their family 

recognised their efforts (Dholakia 1999). In fact, Dholakia (1999) found that grocery 

shopping among men presented a strong association with the enjoyment connected with 

the shopping destination. It was evident that men who assert responsibility for the 

grocery-shopping task claim to enjoy it (Dholakia, Pedersen et al. 1995; Dholakia 

1999). Piper and Capella (1993) support this view, finding in one study that 40.8 

percent of male grocery shoppers reported liking the activity. Consequently, Hypothesis 

Eighteen (H18) is offered for testing: 

H18 Men who undertake the grocery-shopping task claim to enjoy the 

responsibility. 

2.19 SUMMARY OF RESEARCH QUESTIONS AND HYPOTHESES 

This paper has provided above a comprehensive review of current literature regarding 

contemporary consumer behaviour studies in relation to grocery shopping. It has drawn 

from this literature specific research questions and hypotheses to address two key 

overarching questions: 

1. What key social factors play a dominant role in influencing men to undertake the 

grocery-shopping task on a regular basis? 

2. How do men differ behaviourally from women in the supermarket shopping 

context? 

 

The following research questions (RQ1–RQ5) are developed to address the first 

proposition and will be examined qualitatively.  Outcome of the analysis of research 

questions RQ1, RQ2 and RQ5 will also be supported by quantitative data, collected 

through questionnaire surveys and tested statistically.  

RQ1: Are men whose female partners are employed outside the home 

more likely to undertake the grocery-shopping task? 
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RQ2: Are male respondents with higher levels of education (based on 

the national 2006 average as defined by the Australian Bureau of 

Statistics) more likely to be involved in grocery shopping? 

RQ3a: Are men who are aware of feminist ideology more likely to 

undertake the grocery-shopping task? 

RQ3b: Are men who concur with feminist ideology more likely to 

undertake the grocery-shopping task? 

RQ4: Are men more likely to undertake the grocery-shopping task if 

they have grown up in families that have encouraged egalitarian 

divisions of household labour more likely? 

RQ5: Are men more likely to undertake the grocery-shopping task 

where they can be demographically described as middle class? 

 

To examine how men differ behaviourally from women with regard to grocery 

shopping, the following eighteen hypotheses and sub-hypotheses below are presented 

for testing: 

H1 Men are less inclined than women to employ shopping lists when 

undertaking the grocery-shopping task. 

H2 Older men (over 55 years) are more likely than younger men to 

employ shopping lists when undertaking the grocery-shopping 

task. 

H3 Men visit the supermarket more frequently than women. 

H4 Men will complete their supermarket shopping in less time than 

women. 

H5 Men will spend less than women per visit to a supermarket. 

H6 Men will purchase fewer items than women per visit to a 

supermarket. 

H7 Men will reference fewer evaluative criteria than women when 

making a product selection. 

H8 The price insensitivity in the male grocery shopper is significantly 

greater than in the female shopper. 
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H9 Men will check prices (comparison shop) less frequently than 

women. 

H10 Men will compare product and price in-store catalogues less 

frequently than women. 

H11 Men are more inclined to purchase on impulse than women. 

H12 Men will patronise fewer different supermarkets each week than 

women. 

H13a Men consider ‘weekly specials’ less important than women. 

H13b Men consider ‘well-staffed, serviced departments’ less important 

than women. 

H13c Men consider ‘being in stock of specials throughout the week’ 

less important than women. 

H13d Men consider the store characteristic of ‘accurate and friendly 

register operators’ less important than women. 

H13e Men consider the store characteristic of ‘easy parking’ less 

important than women. 

H13f Men consider the store characteristic of ‘well-stocked shelves’ 

less important than women. 

H13g Men consider the store characteristic of ‘convenient locations’ 

less important than women. 

H13h Men consider the store characteristic of ‘cleanliness’ less 

important than women. 

H13i Men consider ‘high quality fresh food’ less important than 

women. 

H13j Men consider ‘low prices’ less important than women. 

H14 Younger men (under 54 years) are more inclined to undertake the 

grocery-shopping task than older men (54 years and older). 

H15a Male grocery shoppers are more inclined to be tertiary educated 

than female grocery shoppers. 

H15b Male grocery shoppers are more inclined to have higher incomes 

than female grocery shoppers. 
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H15c Male grocery shoppers are more inclined to work in white-collar 

occupations than female grocery shoppers. 

H16 There is a strong and positive correlation between men who 

undertake the grocery-shopping task and their partners’ 

employment commitments outside the home. 

H17 Male respondents strongly believe that grocery shopping is a joint 

responsibility. 

H18 Men who undertake the grocery-shopping task claim to enjoy the 

responsibility. 

2.20 CONCLUSION OF HYPOTHESIS DEVELOPMENT 

Men approach supermarket shopping in a more task-driven, purposeful manner than 

women (Piper and Capella 1993; Otnes and McGrath 2001). Men shop deliberately and 

pragmatically to achieve one of the more pervasive tenets of the masculine ideal: 

achievement (Otnes & McGrath 2001). 

Research identifies that men want to get into a store and out in the quickest possible 

time; women, by contrast, are happy to browse, compare brands and prices, read 

promotional material, and sample products (Reid and Brown 1996; Underhill 1999). 

This theme tends to permeate throughout the literature reviewed above. 

The literature offers that men (certainly those less than 54 years) will not employ 

lists when shopping. Men will also shop more frequently than women, and this may be 

related to their failure to effectively plan shopping trips via list usage (Zeithaml 1985; 

Dholakia 1999). Men want to get in and out of a supermarket in the fastest possible time 

and, as such, the research offers that men will shop more quickly than women, purchase 

fewer items and spend less in each transaction (Davis and Bell 1991; Mazumdar and 

Papatla 1995; Underhill 1999). 

Men will reference fewer evaluative criteria than women during the grocery-

shopping expedition and, again, this may be linked to the speed of shopping (Zeithaml 

1985; Williams and Slama 1995; Otnes and McGrath 2001; Williams 2002). Of the 

many product attributes offered, men will generally only reference price or brand in the 

product decision process and, even then, not strongly enough to affect overall choice 

(Mazumdar and Papatla 1995; Campbell 1997; Williams 2002). Similarly, men will 

comparison shop less than women (Lieberman 1985; Zeithaml 1985; Reid and Brown 
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1996; Underhill 1999). The research has identified that men will often ignore in-store 

promotional displays and weekly catalogues, things women tend to use to plan the 

grocery shopping trip. 

Interestingly, men will purchase items on impulse more frequently than women 

(Polegato and Zaichkowsky 1994; Underhill 1999), and this is particularly evident when 

men are shopping with children. Men will shop at fewer supermarkets each week than 

women do, and the research suggests this is more an outcome of the apathetic male 

shopper than a matter of store-based loyalty (Polegato and Zaichkowsky 1994; Otnes 

and McGrath 2001; Thomas and Garland 2004). Within supermarkets, men will place 

higher levels of importance on different store characteristics than women (Deitrich 

1981; Donegan 1986; Polegato and Zaichkowsky 1994). 

Research has also suggested that in comparison with the traditional female grocery 

shopper, the male grocery shopper will be younger, better educated, have a higher 

income and be employed in a white-collar, professional or managerial role (Piper and 

Capella 1993; Dholakia, Pedersen et al. 1995; Dholakia 1999). These men undertake the 

grocery-shopping task for several reasons; however, the most widely recognised factor 

is related to the increase of working female partners outside the home (Berk 1985; 

Goldscheider and Waite 1991; Piper and Capella 1993). 

Further, primary male grocery shoppers strongly believe that food shopping is no 

longer a gendered activity and is more likely to be considered a joint responsibility 

(Fischer and Arnold 1994; Piron 2002). Finally, on the issue of enjoyment, the research 

offers mixed results, albeit that men who claim responsibility for the grocery-shopping 

task report they enjoy the activity. (Piper and Capella 1993; Dholakia, Pedersen et al. 

1995; Dholakia 1999). 
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CHAPTER 3 

3 METHODOLOGY 

3.1 INTRODUCTION 

This chapter is presented in a number of sections. It will begin with a justification for 

the methodology chosen for this thesis. The main body of this chapter will be directed 

to a discussion of the research design procedures for both the qualitative and 

quantitative stages. This section will address the definition of the target population, 

determination of the sampling frame, techniques, sample size and proposed execution of 

the sampling process. The questionnaire and interview script construction and design 

will then be addressed. Finally, there will be a consideration of the ethical issues before 

summarising and concluding. 

As discussed previously, this research comprises two distinct, yet interrelated stages. 

As such, a qualitative methodical approach will be employed for the initial stage of this 

research and to support the development of a questionnaire survey employed in the later 

quantitative stage. The aim of the qualitative interviews will be to explore societal 

factors that encourage Australian men to undertake the grocery-shopping task. The 

objective of this approach is to examine the developed research questions by analysing 

the rich and detailed outcomes of in-depth consumer interviews. A quantitative 

methodical approach will be adopted for the last stage of this research to investigate 

actual male shopping behaviour in comparison to female shopping behaviour in the 

supermarket. This stage is concerned with determining the frequency with which things 

occur and the identification of the relationship between variables (Churchill and 

Lacobucci 2002). 

A descriptive, multiple, cross-sectional approach is considered the most appropriate. 

Such a design was chosen as this research is interested in initially collecting the 

opinions of male shoppers and then examining the behaviour of both male and female 

shoppers at a later stage (Malhotra, Hall et al. 2006). With regard to the qualitative 

stage, a series of in-depth consumer interviews will be conducted with male grocery 

shoppers as they undertake the shopping activity (Lowrey, Otnes et al. 2005). A 

concise, undisguised questionnaire will be employed in the second stage of this research 



82 
 

to capture the actions and behaviour of both male and female shoppers in the 

supermarket. 

3.2 JUSTIFICATION OF THE METHODOLOGY SELECTION 

A mixed methodological triangulation approach is adopted for this study. The research 

is interested in the frequency rates, behaviour and activities of male and female grocery 

shoppers. As this cross sectional study will deal with small quantities of time and 

numbers of people, the micro-level theoretical approach is warranted (Neuman 2003). 

The purpose of this research is predictive in nature. It wishes to provide scientific 

explanations as to why and how society acts, in this case, male grocery shoppers, so that 

actions and behaviour can be identified and possibly modelled. 

3.3 RESEARCH PROCEDURES – QUALITATIVE STAGE 

In this first stage, the study seeks to identify to what extent modern societal factors 

influence the propensity of Australian males to undertake regular and consistent 

supermarket shopping. This research has identified five core social drivers. Five 

research questions have been developed from this literature review to provide 

investigative parameters. It is further proposed that the constructs of thrift and sacrifice, 

as discussed in Chapter One, will also be examined qualitatively. 

Data was gathered by conducting face-to-face discussions, employing open-ended 

questions, with male shoppers during the actual grocery shopping activity. A scaled-

back version of Lowrey, Otnes and McGrath’s (2005) Shopping with Consumers (SWC) 

method is employed to collect this data. Since 1995, Lowrey, Otnes and McGrath 

(2005) have employed the SWC method for gathering qualitative data. It is argued that 

such an approach creates rich datasets and illuminates shopping behaviour in specific 

contexts, such as during the grocery shopping activity (Lowrey, Otnes et al. 2005). 

While not without its shortcomings, it is proposed that this method inherently generates 

text that, in conjunction with in-depth interviews, yields insights that may otherwise 

remain hidden from researchers. 

The SWC method strengthens the findings of other research approaches used at the 

same time (Lowrey, Otnes et al. 2005). Whereas observation alone will not allow a 

researcher to qualify questions that arise, and interviewing alone will not allow 

observation of actual behaviour, SWC allows the researcher to achieve both. Further, 
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such an approach hastens the trust and rapport that develops between the researcher and 

the informant (Lowrey, Otnes et al. 2005).  

SWC involves a shared activity, comprising three stages: pre-interviewing, 

conversing and note taking during retail shopping and post interviewing.  This creates a 

less academic ‘space’ for interaction. The process adopted for this thesis, removed the 

pre and post interviewing stage and only employed the interviewing and note taking 

stage while respondents shopped for groceries. It is contended that quantitative data, 

collected in the later stage, will support and strengthen the qualitative data colleted 

through the scaled back version of SWC.   

Interviews, even when conducted at a respondents’ home, can often be intimidating 

experiences, since the researcher may be viewed as an intellectual stranger (Lowrey, 

Otnes and Shrum 1998). Although such perceptions of social distance can emerge 

during the shopping activity, there is something inherently democratic about the activity 

that puts the participant on a more equal footing with the researcher (Lowrey, Otnes et 

al. 2005). Finally, as discussion are conducted immediately within the retail store, it is 

assumed the respondents mind is fixated on shopping and, therefore, the research maybe 

able to gain hidden insights and opinions that may not have emerged during later 

interviews away from the store. 

Equally important, this study recognises the limitations of the SWC approach and 

attempts to minimise them. Firstly, Lowrey, Otnes and McGrath discourage the 

employment of the SWC approach as a stand-alone method (Lowrey, Otnes et al. 2005). 

They find that the richest and most theoretically rewarding text was produced when 

SWC was combined with other techniques. To address this, this research will support 

findings with secondary empirical literature and a second-stage quantitative survey. 

Additionally, the method is limited to studies of shopping and other experimental retail 

and service encounters (Lowrey, Otnes et al. 2005). As this research is concerned only 

with the retail shopping context, the limitation has been minimised. 

Lowrey et al. argue that there is a possible need for similarity between the data 

collector and the informant on some dimensions, most noticeably gender (Lowrey, 

Otnes et al. 1998; Lowrey, Otnes et al. 2005). As this stage of the research is only 

concerned with gathering information from male shoppers, the method’s limitation has 

been removed by ensuring both the data collector and respondent are male. The 

remaining limitation has been removed by reducing the steps in the SWC method. The 

researchers noted that some respondents may alter their behaviour in the presence of an 
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observer (Lowrey, Otnes et al. 2005); however, this criticism was only related to the 

actual selection and purchase of product. This research intends only to recruit suitable 

candidates and conduct discussions during the shopping activity. It is not interested in 

the purchase behaviour, but rather the reasons for shopping and social beliefs. 

The earliest researchers who used SWC did so to capture verbal protocols in retail 

settings and develop quantitative models of consumer in-store decision-making (see 

Bettman 1970; King 1969) (Otnes, Mc Grath and Lowrey 1995). Since 1995, the 

method has been used extensively by scholars working within the interpretive paradigm, 

and such research has demonstrated that SWC is a potent method for generating 

meaningful findings with regard to a variety of topics (Lowrey, Otnes et al. 1998; 

Miller 1998; Davies, Baron and Harris 1999). To clarify, although Miller’s 1998 

ethnography of shopping behaviour for 76 households in North London did not refer to 

the SWC protocol specifically, Miller did combine interviews with actual shopping 

trips, which enabled him to discover hidden insights and opinions of shoppers. 

3.3.1 Definition of target population 

The study drew from two demographically different populations in an attempt to 

balance socio-economic differences between male grocery shoppers. A component of 

this research is concerned with the impact of social class and its effect on encouraging 

men to undertake the grocery-shopping activity. Based on the literature, this research 

suggests that men who actively participate in grocery shopping grew up in non-

traditional gender role families, are aware of feminist ideology, have higher levels of 

education, and classify themselves as middle-class, white-collar professionals. It is 

proposed that if samples were drawn only from one locality, the results could be skewed 

and lack reliability. To present a balanced sample that is the best possible representation 

of the population, samples of male grocery shoppers were drawn from four Brisbane 

suburbs with significantly different socio-economic demographics. 

3.3.2 Determination of sample frame 

In defining the sampling frame, this study is only interested in interviewing married 

males (or those living with female partners) and who primarily, or equally, undertake 

the weekly grocery-shopping task. All the men observed were those shopping alone 

within the defined supermarket. This group of men, it was assumed, would present the 

greatest probability of being either the primary grocery shopper, or someone who is 

involved in grocery shopping regularly. 
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Vendors, employees, suppliers and management were omitted from the sampling 

frame as their feedback could corrupt the findings. Single men were also removed from 

the frame using a screening question. This was done because the study is focused on 

changes in traditional roles within the family unit, and this cohort does not represent a 

traditional family. Further, the study is interested only in men who undertake the 

responsibilities of grocery shopping normally for their family or partners, thus minors 

(under 18 years) were also exempt. 

Two major Australian supermarkets were identified in four Brisbane suburbs. Using 

Australian Bureau of Statistics data, two suburbs, Paddington and Ascot, are considered 

to represent a higher socio-economic demographic. The suburbs of Marsden and 

Kuraby (also known as Underwood) are considered to be in a lower socio-economic 

category. These two groups of suburbs are identified as being socio-economically 

demographically different from one another. 

The inner-city suburb of Paddington is situated approximately four kilometres from 

the CBD. Paddington covers an area of only 2.4 square kilometres and can be 

considered high density. In 2006, the total population in Paddington was 8061 and its 

unemployment rate was a low 3.1 percent (although this figure maybe skewed by the 

number of students and retired persons living in the suburb. The average individual 

annual income for residents of Paddington in 2005 was $50,387 (Australian Bureau of 

Statistics, 2008). 

Ascot is situated approximately three and a half kilometres north from the Brisbane 

CBD. Ascot covers an area of just 2.5 square kilometres. In 2006, the total population of 

Ascot was 5064 and the unemployment rate, a low 2.3 percent (again this rate maybe 

inflated by retired persons). The average individual annual income for residents of 

Ascot in 2005 was $61,818. These two Brisbane suburbs are considered to be high 

socio-economic areas (Australian Bureau of Statistics, 2008). 

Marsden, by contrast, is located twenty-four kilometres south of Brisbane and is 

considered to be a blue-collar, working-class suburb. Marsden is a large and dispersed 

suburb of some 15 square kilometres. Marsden’s population in 2006 was 19,808, and 

the unemployment rate was much higher than the national mean at 9.4 percent. Further, 

a total of 26.1 percent of residents in Marsden receive some form of government social 

security payment. In 2005, Marsden residents received an average individual annual 

income of just $32,827 (Australian Bureau of Statistics, 2008). 
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Similarly, Kuraby’s demographics mirrored Marsden’s in many ways. Kuraby is 

located approximately eighteen kilometres south of Brisbane and is considered to be a 

blue-collar, light-industrial suburb. Kuraby is a much smaller (4.7 square kilometres in 

total) suburb, dominated with mostly 1970s and early-1980s housing. In 2006, the 

population of Kuraby was 7046, while the unemployment rate was, again, higher than 

the national mean at 4.4 percent. A total of 13.4 percent of Kuraby residents received a 

social security payment such as a family allowance or unemployment benefit. The 

average annual income for residents of Kuraby in 2005 was $40,501. Both Kuraby and 

Marsden are considered to be lower socio-economic areas (Australian Bureau of 

Statistics, 2008). 

3.3.3 Sampling techniques 

The most important decision about the choice of sampling technique was whether to use 

probability or non-probability sampling (Churchill and Lacobucci 2002; Malhotra, Hall 

et al. 2006). A more heterogeneous population would favour probability sampling, as 

this would be more important to secure a representative sample (Malhotra, Hall et al. 

2006). However, as this research drew homogeneous samples from a population of male 

grocery shoppers within a defined sample frame, it was considered that a non-

probability sample was sufficient. As such, a non-probability convenience sample of 

twenty male grocery shoppers was attained. 

3.3.4 Determination of sample size 

In determining an appropriate sample size for the qualitative stage of this research, this 

researcher took into consideration previous academic studies that specifically addressed 

the male grocery-shopping activity. The literature identified that various sample sizes 

were previously employed for qualitative analysis, including: 15 respondents (Park, Iyer 

and Smith 1989); 18 respondents (Otnes and McGrath 2001); 30 respondents (Davies, 

Goode et al. 2001); 40 respondents (Davis and Bell 1991); and up to 50 respondents 

(Polegato and Zaichkowsky 1994). In light of these findings, a sample size of 20 was 

chosen, as it was believed sufficiently large enough to gather credible information with 

regard to the research problem and mirrored samples sizes of similar studies. 

3.3.5 Execution of sampling process 

As briefly discussed above, a non-probability convenience sampling procedure was 

employed to elicit responses from suitable respondents. A sample size of 20 male 
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grocery shoppers was attained. A male grocery shopper was operationalised as a male 

person, who was not an employee, supplier or manager, within a supermarket, with a 

basket or trolley containing products to be purchased. These shoppers were to be 

approached as they completed their shopping within one of four suburban supermarkets. 

The researcher was to identify himself, describe the nature of the study, and to ask the 

candidate if he wished to participate. As a part of the candidate recruitment process, 

three screening question were presented: 

Q1. For the purposes of this study, can you tell me if you are married or 

living with a female significant other? 

Q2. For the purposes of this study, do you, at least once a week shop for 

groceries? 

Q3.  For the purposes of this study, are you an employee, supplier or 

manager of this supermarket? 

These questions and appropriate responses would ensure that correct samples were 

drawn from the defined sampling frame addressed above. 

Interviews were taped and notes taken. The researcher recognised the respondents’ 

legitimate right to privacy and their right to conclude the interview at any stage. These 

rights were clearly explained to the respondent before undertaking the interview. To 

ensure this research met the requirements of Griffith University’s ethical clearance 

authority (MKT/21/07/HREC), respondents were asked before the interview 

commenced to read and sign a disclosure statement that outlined: the nature of the 

research; the proposed use of the data; and the confidentiality, storage and disposal of 

records. 

The largest supermarkets were selected in each of the four suburbs identified above. 

Woolworths Supermarkets at Paddington and Kuraby and Coles Supermarkets at Ascot 

and Marsden were determined to be the biggest supermarkets in those suburbs. In-depth 

interviews were conducted with five male shoppers in each defined supermarket. When 

a total of five interviews had been collected, the researcher left the identified 

supermarket and moved to the next. Where a respondent decided to terminate an 

interview in progress, the recording would be deleted and notes destroyed in a shredder. 

Interviews were conducted weekdays and weekends during mornings (8am to 10am), 

lunch periods (12pm to 2pm) and evenings (6pm to 8pm), to reduce any bias due to 

shopping environment or time period (Hoyer 1984). 
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3.4 RESEARCH PROCEDURES – QUANTITATIVE STAGE 

In this stage, the study sought to identify how male shopping behaviour and activities 

differ from that of the traditional female grocery shopper. Eighteen hypotheses and a 

number of sub-hypotheses were developed from the literature review to provide a 

framework for data collection. Data was gathered by conducting observations (Park, 

Iyer et al. 1989; Davis and Bell 1991) and survey questionnaires (Dholakia 1999; Piron 

2002; Williams 2002; Thomas and Garland 2004). Such observation methods and 

survey questionnaires reflect the data collection tools used in other empirical studies of 

male grocery shopping behaviour. These methods are summarised in Appendix E, 

entitled Methods of Data Collection. 

3.4.1 Definition of target population 

As in the qualitative stage, candidates were drawn from two demographically different 

populations to balance socio-economic differences between male and female grocery 

shoppers. Samples of male and female grocery shoppers were recruited from four 

supermarkets located in Brisbane suburbs with significantly different socio-economic 

demographics. 

3.4.2 Determination of sample frame 

This study is interested in observing and surveying male and female grocery shoppers 

who primarily or equally undertake the weekly grocery-shopping task. Primary or 

shared responsibility was operationalised using a screening question. All individual men 

and women observed entering a defined supermarket were considered to fall within the 

sample frame. 

It was deemed necessary to conduct observations and surveys with unaccompanied 

shoppers, as this research attempts to define differences between the sexes. If data were 

to be collected from couples shopping together, the analysis would be unable to 

measure those differences. Further, responses during the survey stage could be biased. 

Single men and women (those unmarried or not in de facto relationships) were 

removed from the frame using a screening question. This was done because the study 

focused on changes in traditional gender roles within the family unit and single adult 

shoppers cannot be considered representative of a traditional family. Also, a screening 

question was employed to eliminate vendors, employees, suppliers and management 

from the sampling frame. This study is interested only in men and women who normally 
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undertake the responsibilities of grocery shopping for their family or partners; thus, 

minors (under 18 years), were also exempt from this study. Finally, the choice of 

supermarkets was the same as identified in the qualitative stage to ensure consistent 

measurements. 

3.4.3 Sampling techniques 

As this stage of the research was concerned with the behaviour and activities of male 

and female grocery shoppers, a probability sampling method was employed to ensure a 

representative sample (Malhotra, Hall et al. 2006). As such, a simple systematic sample 

method was employed to attain 140 male and 140 female grocery shoppers. The 

researcher recruited 35 male and 35 female shoppers equally from each of the four 

identified supermarkets. In an effort to reduce bias in sampling, every fifth shopper was 

approached and invited to participate in the study. When the quota of 35 male and 

female shoppers was attained, the researcher moved to the next supermarket. 

3.4.4 Determination of sample size 

Academic studies have been used to identify appropriate sample sizes for this study. 

Previous sample sizes identified as having primary responsibility or shared responsibly 

for the grocery-shopping task have included: 70 respondents (Thomas and Garland 

2004); 80 respondents (40 male and 40 female) (Davis and Bell 1991); 100 respondents 

(Leong 1993); 120 respondents (determined to be primary grocery shoppers) (Hoyer 

1984); and 150 respondents (75 male and 75 females) (Piron 2002). For the purposes of 

this study, 280 respondents were selected, comprising 140 male shoppers and 140 

female shoppers, across four supermarkets. 

3.4.5 Execution of the sampling process 

As discussed above, a systematic sampling method was employed to elicit responses 

from suitably qualified candidates. Responses from 140 male and 140 female grocery 

shoppers were obtained. A grocery shopper was operationalised as a person who was 

not an employee, supplier or manager, but was entering a supermarket with a basket or 

trolley to purchase food products. Shoppers who entered the supermarket but failed to 

make a selection or purchase were removed from the sample. 

To enable the accurate measurement of the three hypotheses H4, H5 and H6, 

observations were necessary. The collection of data began when a potential candidate 

collected a trolley or shopping basket and entered the store. A stopwatch was employed 
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to measure the time taken to complete the shop. The timing began upon entry into the 

store and concluded when the candidate arrived at the checkout queue. As such, 

extraneous variables such as queuing time and register operation did not affect the 

candidates overall shopping time. 

At the completion of the shopping exercise, each identified candidate was 

approached and invited to participate in the survey. As a part of the candidate 

recruitment process, five screening question were presented: 

Q1. For the purposes of this study, can you tell me if you are married or 

living with a significant other of the opposite sex? 

Q2. For the purposes of this study, do you, at least once a week, shop for 

groceries? 

Q3. Do you consider yourself the main grocery shopper? 

Q4. Do you share the grocery shopping with your partner? 

Q5. For the purposes of this study, are you an employee, supplier or 

manager of this supermarket? 

These questions and correct responses ensured that correct samples were drawn from 

the defined sampling frame addressed above. 

Candidates who declined to participate did not have their shopping time recorded. 

Candidates who accepted the invitation to participate were advised before the survey 

commenced of the nature of the research, the proposed use of the data, and of the 

confidentiality and storage of records. As such, the research met the requirements of 

Griffith University’s ethical clearance authority (MKT/22/07/HREC). Again, the 

researcher recognised the respondents’ legitimate rights to privacy and their rights to 

conclude the interview at any stage. These rights were clearly explained to the 

respondent before undertaking the interview. Recruited candidates were provided a 

copy of the Information for Participants document. Both supermarket operators 

approved the collection of data for strictly academic purposes. 

As part of the initial observations, candidates who volunteered to participate in the 

study had their shopping time recorded. They were also asked to provide the total value 

of their shopping docket and the total amount of items purchased. Just as in the 

qualitative stage, respondents who chose to terminate the survey during the data 

collection process were thanked for their time and the uncompleted survey destroyed by 

shredding. 
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Woolworths Supermarkets at Paddington and Kuraby, and Coles Supermarkets at 

Ascot and Marsden were again selected as locations from which to recruit suitable 

respondents. Observations and surveys were conducted weekdays and weekends during 

mornings (8am to 10am), lunch periods (12pm to 2pm) and evenings (6pm to 8pm), to 

reduce any bias due to shopping environment and time period (Hoyer 1984). When a 

total of 70 (35 male and 35 female) observations and surveys were attained, the 

researcher left the supermarket and moved to the next one until the full quota of 280 

observations and surveys were completed. 

3.5 DATA COLLECTION TOOLS: CONSTRUCTION AND DESIGN 

3.5.1 Stage one – societal factors 

The objective of the qualitative research is to understand the richness, depth and 

complexity of the consumer (Malhotra, Hall et al. 2006). In this first stage, the study 

sought to understand what social drivers encouraged more men to undertake the 

grocery-shopping task. As such, a series of in-depth interviews were conducted with 

male supermarket shoppers. The development of the interview questions is discussed in 

detail below. Importantly, these questions serve only as guides for the researcher and 

prompts for the respondent to create dialogue. As the data collection is of a qualitative 

nature, other questions could be added or removed during the process. 

Before collecting data for this thesis, the interview script was pre-tested on a group 

of eight matured-aged, male, postgraduate students. These students advised they were 

regularly involved in the grocery-shopping activity. A number of minor adjustments 

were made to the interview questions after this pre-testing. 

The interview commenced with an appropriate introduction by the researcher, which 

advised the respondent the nature of the study, the proposed use of data, and 

confidentiality and privacy issues. To initiate the interview and to get the respondent 

thinking about the context, the following statement was made: 

The main objective of this interview is to gain an understanding as to 

why more men are doing the grocery shopping today and to record 

your opinions regarding men shopping in supermarkets. 

To enable the accurate recruitment of the relevant target sample, the following three 

screening questions are introduced: 
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Q1. For the purposes of this study, can you tell me if you are married or 

living with a female significant other? 

Q2. For the purposes of this study, do you at least once a week shop for 

groceries? 

Q3. For the purposes of this study, are you an employee, supplier or 

manager of this supermarket? 

The objective of the first screening question (Q1) is to enable the identification of the 

correct target sample. This study wanted to examine the social aspects behind the 

growth of men shopping in supermarkets and why some men, married or living with 

female partners, choose to undertake the grocery-shopping task. Screening question two 

(Q2) was used to identify a respondent who regularly undertakes the grocery-shopping 

task and, therefore, had an appropriate level of expertise in the task. Finally, screening 

question three (Q3) was designed to identify only personal grocery shoppers and 

remove respondent any bias that may occur if employees and vendors were included in 

the sample. 

3.5.2 Research Question One 

RQ1 Are men, whose female partners are employed outside the home, 

more likely to undertake the grocery-shopping task? 

Undoubtedly, the most widely accepted rationale for males undertaking traditionally 

female-orientated tasks, such as shopping, is that it is due to female labour participation. 

Simply, as more women enter the work force, more men are forced to shoulder some of 

the responsibility for household work. It is argued that this trend towards more working 

women is forcing men into non-traditional family roles (Biernat and Wortman 1991; 

Goldscheider and Waite 1991; Piper and Capella 1993; Dholakia, Pedersen et al. 1995; 

Harris and Firestone 1998). 

The paper offers a series of questions that will attempt to measure the extent that 

female employment has on the propensity of males to go grocery shopping. Such 

measures, it is argued, will allow the study to test the before-mentioned hypothesis. The 

interview questions are presented below. The first question re-confirms the living 

arrangement and identifies the length of the cohabitation: 

Q4. How long have you and your partner/wife/girlfriend been living 

together? 
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The following questions identified whether the males had partners in the labour 

force. It was anticipated that the responses would identify a high proportion of male 

shoppers living with female partners who are employed outside the home. This research 

also sought to clarify tenure of employment and occupation: 

Q5. Is your partner/wife/girlfriend employed outside the home? 

Q6. How many hours/days? 

Q7. What is her occupation? 

The following questions asked respondents to relate their level of involvement, either 

primary or shared, in the weekly grocery-shopping activity, while directly taking into 

consideration their partners’ labour-force participation. 

Q8. Do you undertake responsibility for the grocery shopping as a direct 

result of your partner/wife/girlfriend’s employment? 

Q9. Alternatively, do you share the responsibility for the grocery-

shopping task as a direct result of your partner/wife/girlfriend’s 

employment? 

Q10. If your partner/wife/girlfriend was not employed outside the home, 

do you think you would still be involved in the grocery-shopping 

task? 

3.5.3 Research Question Two 

RQ2. Are male respondents who have attained higher levels of education 

(based on the national 2006 average as defined by the Australian 

Bureau of Statistics) more likely to be involved in grocery shopping? 

The Harris and Firestone study of changes of gender role ideologies notes that some of 

the shift toward non-traditional ideas about the roles of men, grew out of the higher 

levels of education compared to previous generations (Harris and Firestone 1998). This 

is a view similarly supported by Goldscheider and Waite (1991) who found that men 

with higher levels of education are more involved in housework. Their work drew from 

a sample of 17,669 respondents from the National Opinion Research Centres General 

Social Survey 1974–1994. They discovered that the variable (level of education) was 

positively correlated to more egalitarian attitudes about gender roles. 

A series of guiding questions was presented to measure the level of education 

associated with the male grocery shopper. This paper seeks to identify a strong and 
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positive correlation between the variables ‘level of education’ and ‘the propensity to 

undertake the grocery-shopping task’, there by testing the hypothesis above. The 

questions were simply addressed below: 

Q11. What is the highest level of education you have achieved? 

Q12. If a university level was attained, what was your field of study? 

Q13. Were there equally as many males as females in your classes? 

Q14. Do you think that in attaining a higher level of education, you are 

socially conditioned towards sharing household chores, like grocery 

shopping? 

These questions attempt to identify the respondents’ opinions regarding higher levels of 

education and the egalitarian division of household labour. 

3.5.4 Research Question Three 

RQ3a: Are men who are aware of feminist ideology more likely to 

undertake the grocery-shopping task? 

RQ3b: Are men who concur with feminist ideology more likely to 

undertake the grocery-shopping task? 

These research questions were developed from the (Allen and Webster 2001) study of 

husbands’ contributions to household labour. These researchers interviewed 319 

married individuals who participated in the National Survey of Families and 

Households (1987–1994). The primary respondents were engaged in a full interview 

and their partners provided with a self-administered questionnaire. Allen and Webster 

(2001) attest that younger men will contribute more to housework than older men given 

their experience with a less gender role-differentiated society. Their findings suggest 

that the experience of the younger men’s cohort with the feminist movement, their 

exposure to feminist history and their understanding of current feminist attitudes lead to 

a greater involvement in housework (Allen and Webster 2001). 

The three questions below specifically guided the discussion towards the 

respondents’ awareness and endorsement of feminism: 

Q15. Are you aware of the feminist movement or feminist ideology? 

Q16. What do you think ‘feminism’ stands for? 

Q17. Do you support the beliefs/ideals of feminism? 
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The paper then adapted the three statements developed by Allen and Webster (2001). 

This series of questions sought to measure gender equity, and asked respondents to 

affirm their level of agreement with the following three statements: 

Q18. Do you believe parents should encourage their daughters’ 

independence? 

Q19. What is your opinion on married partners having individual 

freedoms? 

Q20. If a husband and wife both work, do you feel they should share the 

household tasks? 

The following questions measure the attitude towards traditional gendered roles. Once 

again, three statements have been adapted from the Allen and Webster (2001) study. 

Respondents were asked to state their agreement and provide reasons for the following 

assertions: 

Q21. Do you support the statement: “It is better if a man works and a 

woman stays home”? 

Q22. Why? 

The final two questions were added to support the establishment of the aforementioned 

research questions. These questions were adapted from an earlier academic study which 

examined attitudes about shopping responsibility (Hawes and Lumpkin 1984): 

Q23. Is it your opinion that grocery shopping is one of a female’s major 

responsibilities? 

Q24. Do you feel the woman of the house should have responsibility for 

most grocery shopping activities? 

3.5.5 Research Question Four 

RQ4: Are men more likely to undertake the grocery-shopping task if they 

have grown up in families that have encouraged egalitarian 

divisions of household labour more likely? 

Research has suggested that the family dynamic men grew up in will affect their 

propensity to undertake non-traditional roles within the family unit (such as cleaning, 

cooking and grocery shopping) (Biernat and Wortman 1991; Goodnow and Rowes 

1994; Thorn and Gilbert 1998). Thorn and Gilbert (1998) offer that sons who grew up 

in family environments in which they observed their parents, particularly their fathers, 
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undertaking non-traditional-gendered roles within the family, will be more likely as 

adults to have non-traditional expectations for their own family. 

Biernat and Wortman studied 139 working professional married women and their 

husbands. The women were employed in academia, law, accounting and banking. The 

qualitative study involved four structured interviews with the women and two self-

reporting questionnaires provided to their husbands over a one-year timeframe. Thorn 

and Gilbert (1998) studied a sample of 190 male college students regarding their 

orientation toward work, marriage and family life, as well as their experiences while 

growing up in their family of origin. This study identified that boys who observe their 

fathers adopting an active role in household labour, such as grocery shopping, were 

more willing to do the same thing later in life. 

To establish the aforementioned research question (RQ4), the following questions 

will be asked of those male participants that responded positively to the screening 

questions: 

Q25. During your childhood (ages 5–15 years) was your mother employed 

in work outside the home? 

Q26. Was your mother employed on a full-time, part-time or casual basis? 

Q27. Did your father actively participate in household chores, such as 

cleaning, cooking and shopping, when you were a child? 

Q28. How often did your father undertake household chores, such as 

cleaning, cooking and shopping, when you were a child? 

Q29. What type of household tasks did your father undertake? 

 

These four questions are designed to identify the type of family environment the 

respondent grew up in. The first two seek to identify whether the mother of the 

respondent was employed outside of the home and to what extent (full-time, part-time 

or casual). The remaining questions seek to confirm whether the father of the 

respondent actively participated in non-traditional, gendered-role activities within the 

home voluntarily. Simply, this group of questions hopes to establish a positive and 

strong relationship between those males who stated they either were fully or equally 

responsible for the weekly grocery-shopping task, and the nature of their family 

orientation. The remaining two questions more specifically link the adoption of 

household tasks by the male as a result of his mother’s labour force participation. The 
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questions began with the statement: “Thinking now about when your mother was at 

work…”, and asks: 

Q30. Did your father actively undertake household chores (such as 

cleaning, cooking, and shopping) in your mother’s absence? 

Q31. How often did your father undertake in household chores, such as 

cleaning, cooking and shopping, in your mother’s absence? 

3.5.6 Research Question Five 

RQ5: Are men more likely to undertake the grocery-shopping task where 

they can be demographically described as middle class? 

The Williams (1987) study of working-class families identifies the ideological 

differences between these groups and those more highly-educated, middle-class families 

with regard to the division of household labour. Simply, Williams found, poorer, less-

educated, working-class families held more traditional views regarding the division of 

household labour. This is a view also supported by Harris and Firestone (1998), who 

found that working-class women are more likely to give their family priority over 

employment. Again, other researchers (Gerson 1985; Anderson 1993; Gerson 1997) 

found women employed in professional or executive roles outside the home see work as 

more central to their lives, and attempt to create a balance between work and share or 

delegate family responsibilities with their partners. Hence, the statements listed below 

were designed to measure the respondents’ lifestyle. It is suggested that those male 

respondents who identified with white-collar, professional, middle-class urbanites will 

more strongly and positively correlate with the adoption of non-traditional gender roles, 

such as grocery shopping. 

In an effort to measure the respondents’ perception of their social position, this paper 

chooses to reference and adapt the Dickson and MacLachlan (1990) Social Position 

Scale. The scale is described as a nine-point, eight-item, summated ratings scale 

(Dickson and MacLachlan 1990). This scale was developed and administered to a 

sample size of 221 persons through personal interviews. Dickson and MacLachlan 

(1990) repored a reliability of alpha .596 when using this scale to measure a person’s 

socio-economic position on the basis of dwellings, family income, education and 

occupation. However, this paper does recognise the limitations of this measure 

considering the personal nature of these statements. Quite simply, candidates may report 
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themselves to be higher in social position than they really are, hence creating social 

bias. 

Each respondent was presented with a series of questions and asked to identify which 

description best described his family, friends, income, dwellings, occupation and 

education. 

Q32. Would you describe where you live as ‘outer suburbs’ or ‘inner-city 

fringe’? 

Q33. Which suburb do you live in? 

Q34. Do most of your friends live in outer- or inner-city fringe suburbs? 

Q35. Would you consider yourself to be a blue-collar or white-collar 

worker? 

Q36. What is your occupation? 

Q37. Are a majority of your friends employed in blue-collar or white-

collar occupations? 

Q38. Did you complete high school or go to university? 

Q39. What was your highest level of education? 

Q40. Did most of your friends attain similar levels of education? 

Q41. Do you own, or are you buying or renting, a house, flat or 

apartment? 

Q42. Would you consider your family to be a low-, middle- or high-

income earning family? 

Q43. Are your friends earning similar salaries/wages? 

 

At the conclusion of the interview, the respondent were once again reminded of the 

academic purpose of the study and reassured of their privacy and confidentiality. The 

respondents were given the opportunity to ask questions. All respondents were thanked 

for their participation. 

3.5.7 Theoretical constructs 

As this research set about to investigate the behaviour of male grocery shoppers, it was 

important to examine the theoretical constructs of sacrifice and thrift as discussed in 

Chapter One – Introduction: Theories of Shopping Behaviour. The constructs of 
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sacrifice and thrift were dealt with separately and were presented to respondents in the 

form of interview questions in the final stages of the qualitative data collection process. 

The research examined, first, whether men compensated for their time spent 

(sacrificed for) shopping by purchasing luxury food items, impulse purchasing or 

buying unplanned products during their shopping trip. Second, the research then 

investigated the theoretical concept of thrift. Questions put to the respondents sought to 

identify if male grocery shoppers would forgo the purchase of a grocery product as a 

means to save money or alternatively seek out lower-priced products. 

3.5.8 Stage two – shopping behaviour 

A questionnaire was constructed to collect data related to stage two of this research, and 

is discussed in detail below. The developed questionnaire was tested on twenty-five 

male and female undergraduate students, all of whom advised they had experience with 

grocery shopping. Several changes were made to the final data collection tool after the 

pre-testing stage. 

The questionnaire began with an appropriate introduction that advised the respondent 

of the nature of the study, the proposed use of data, and the confidentiality and privacy 

issues. To enable the accurate recruitment of the relevant target sample, five screening 

questions were introduced: 

Q1. For the purposes of this study, can you tell me if you are married or 

living with a significant other of the opposite sex? 

Q2. For the purposes of this study, do you shop for groceries at least 

once a week? 

Q3. Do you consider yourself the main grocery shopper? 

Q4. Do you share the grocery shopping with your partner? 

Q5. For the purposes of this study, are you an employee, supplier or 

manager of this supermarket? 

• Q1 aims to establish a consistent link between the respondents in stage one. 

• Q2 is used to identify a respondent who regularly undertakes the grocery-

shopping task and therefore has an appropriate level of experience in the task. 

• Q3 seeks to ascertain if the respondent is the main grocery shopper within the 

family unit. 
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• Q4 is designed to identify the respondent who shares the grocery-shopping task 

equally with their partner. 

• Q5 is designed to identify only personal grocery shoppers and remove 

respondent bias, which might have occurred if employees and vendors were 

included in the sample. 

The questionnaire began with the disguised observation stage that sought to test 

hypotheses H4, H5 and H6. To establish H4, “Men will complete their supermarket 

shopping in less time than women”, men and women were observed and timed upon 

entry to the supermarket. Only when the observed candidate agreed to participate in the 

study, was the observed time noted in the relevant section of the questionnaire. Further, 

the candidate was also asked to show his/her purchase receipt. The total number of 

items purchased and the total dollar value of the purchase were recorded from this 

document. Hypotheses H5 and H6 will be tested from this information. If respondents 

failed to produce a receipt, they were excluded from the sample. 

The following questions were put to both male and female shoppers to test 

hypothesis H1 “Men are less inclined to employ shopping lists when undertaking the 

grocery-shopping task than women”. 

Q6. Which ONE of the following statements best describes your use of 

grocery shopping lists? 

 [1] I use a list every time I shop for groceries. 
 [2] I sometimes use a shopping list. 
 [3] I never use a shopping list. 

Q7. Which ONE of the following statements best describes your reason 

for using a shopping list? 

[1] I only use a list if I am shopping for a special occasion (e.g. a 
dinner party). 

[2] I only use a list if I am shopping for specific items I don’t 
regularly purchase. 

[3] I only use a list if one is prepared for me by my partner. 

Hypothesis H2, “Older men (55 years or more) are more likely to employ shopping lists 

when undertaking the grocery-shopping task than younger men”, was tested using a 

crosstabulation. In this instance, the respondents’ age was cross-referenced against 

question Q4 regarding the frequency of shopping list usage. 
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Hypothesis H3, “Men visit the supermarket more frequently than women”, was 

tested by asking male and female shoppers the following question: 

Q8. Normally, how many times per week do you enter a supermarket 

to purchase products? 

 [1] Once per week [2] Twice per week 
 [3] Three times per week [4] Four times per week 
 [5] Five times per week [6] Six times per week 
 [7] Seven times per week [8] More than seven times each week. 

Further, to identify and compare specific days and times of the shopping activity 

between the sexes, the following two questions were used: 

Q9. Normally, which day or days of the week do you shop at a supermarket? 

 [1] Monday; [2] Tuesday; [3] Wednesday; [4] Thursday; [5] Friday; 
 [6] Saturday; [7] Sunday. 

Q10. Which ONE statement best describes the times of the day you normally 

complete your supermarket shopping? 

[1] I shop in the mornings (prior to midday or after I drop the kids at 
school) 

 [2] I normally shop during the day (10am to 4pm) 
 [3] I shop during my lunch break. 
 [4] I shop in the afternoon after I collect the kids for school (3 pm to 5pm) 
 [5] I shop after work on the way home (after 5pm) 
 [6] I shop late evenings (5pm to 9pm) 
 [7] I have no specific regular time when I shop. 

The above items intentionally provided a wide parameter of time to enable potential 

respondents to more easily recall and communicate their most frequent shopping times. 

It is recognised that shoppers might not have been able to pinpoint a specific hour they 

most regularly completed their grocery shopping. 

Hypothesis H12, “Men will patronise fewer different supermarkets each week than 

women”, as tested by asking both male and female shoppers the following question: 

Q11. Each week, how many different supermarkets do you shop at? 

[1] Only this one supermarket (go to Q13) 
[2] Two different supermarkets 
[3] Three different supermarkets 
[4] Four or more supermarkets. 
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Further, to gain insight as to why some grocery shoppers choose to shop at more than 

one supermarket each week, the following question was presented to both male and 

female shoppers who stated they shopped at more than one supermarket: 

Q12. Which ONE statement best describes the reasons why you shop at 

more than one supermarket each week? 

[1]  I do my main shopping at one supermarket and ‘top-up shop’ 
at a supermarket close to work/school/home. 

[2] I shop at different supermarkets to pick up the best specials. 
[3] I shop at different supermarkets because each carries a 

different product range. 
[4] I shop at different supermarkets for the fuel discounts. 
[5] I shop at different supermarkets because of their loyalty 

program. 
[6] Other ______________________________________(write 

in). 
 

There are a number of specific evaluative criteria that shoppers will reference when 

purchasing grocery products. Price and brand may be the most widely considered; 

however, when purchasing food items, nutritional information, ingredients, freshness, 

taste, quality and value for money are also considered (Donthu and Cherian 1994; 

Peracchio and Tybout 1996; Urbany, Dickson et al. 1996; Putrevu and Ratchford 1997; 

Meyers-Levy and Tybout 1998). 

Urbany et al. (1996) and Putrevu et al. (1997) measured supermarket shoppers’ 

levels of evaluation on the criteria: price, brand, nutritional information, and 

ingredients. Their scales produced an alpha reliability of 0.82 and 0.73 respectively. 

Meyers-Levy et al. (1998) sampled 77 female college students on the evaluative 

criterion of ‘freshness’. Their scale produced a reliability alpha of 0.93. Peracchio et al. 

(1996) returned a reliability of 0.92 when examining 94 masters-level students on the 

criterions of ‘taste’, ‘quality’ and ‘appetising’. Finally, Donthu et al. (1994) developed a 

five-point item scale to measure the constructs of ‘value for money’ and 

‘discount/special’ on 240 households, which provided a reliability alpha of 0.81. 

It is indicated in hypothesis H7, that men will reference fewer evaluative criteria 

when making a product selection in a supermarket than women. To test this hypothesis, 

a ten five-point Likert-type questionnaire of scale items, as presented below, was 

adapted from these previous academic studies of supermarket product evaluation. These 
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statements were presented to both male and female respondents. It is suggested that 

female shoppers would score more highly on all evaluative criteria than male shoppers. 

ASK: Can you indicate how strongly you agree or disagree with the statements below 
regarding price checking during grocery shopping? 

Q13. Price is important to me when I am selecting products at the 
supermarket. 

SA      A      N      D      SD 

Q14. Brand is important to me when I am selecting products at the 
supermarket. 

SA      A      N      D      SD 

Q15. Nutritional information is important to me when I am selecting 
products at the supermarket. 

SA      A      N      D      SD 

Q16. Ingredients are important to me when I am selecting products at 
the supermarket. 

SA      A      N      D      SD 

Q17 Freshness is important to me when I am selecting products at the 
supermarket. 

SA      A      N      D      SD 

Q18. Taste is important to me when I am selecting products at the 
supermarket. 

SA      A      N      D      SD 

Q19. Quality is important to me when I am selecting products at the 
supermarket. 

SA      A      N      D      SD 

Q20. It is important to me, when I am selecting products at the 
supermarket, that the product is appetising. 

SA      A      N      D      SD 

Q21. Value for money is important to me when I am selecting products 
at the supermarket. 

SA      A      N      D      SD 

Q22. The amount of special discount is important to me when I am 
selecting products at the supermarket. 

SA      A      N      D      SD 

 

Lichtenstein, Ridgway and Netemeyer (1993) used a seven-point, five-item scale to 

measure the price consciousness of 341 adult consumers who had the grocery shopping 

responsibility for their households. Their scale produced a reliability alpha of 0.84 

(Lichtenstein, Ridgeway and Netemeyer 1993). For the purposes of this study, their 

scale was reduced to a five-point, five-item scale to ensure consistency across all other 

measures. The scale below will be employed to test the hypothesis H8, “The price 

insensitivity of the male grocery shopper is significantly greater than in the female 

shopper”. 

ASK: Can you indicate how strongly you agree or disagree with the below statements 
regarding the extent price affects your grocery shopping? 

Q23. I am not willing to go to extra effort to find lower prices. SA      A      N      D      SD 
Q24. I will grocery shop at more than one store to take advantage of low 

prices. 
SA      A      N      D      SD 

Q25. The money saved by finding low prices is usually not worth the 
time and effort. 

SA      A      N      D      SD 

Q26. I would never shop at more than one store to find lower prices. SA      A      N      D      SD 
Q27. The time it takes to find lower prices is usually not worth the effort. SA      A      N      D      SD 
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To test hypothesis H9, “Men will check prices (comparison shop) less frequently than 

women”, the following three five-point items were presented to both male and female 

shoppers. The scale below follows the multi-item measurement scale employed by 

Putrevu and Ratchford’s (1997) that produced an alpha reliability of 0.85. Their study 

involved the collection of data from 500 regular grocery shoppers on the construct of 

price comparison shopping (Putrevu and Ratchford 1997). To ensure consistency of 

measures in this thesis, Putrevu and Ratchford’s original seven-point scale has been 

reduced to a five-point scale: 

ASK: Can you indicate how strongly you agree or disagree with the below statements 
regarding price checking during grocery shopping? 

Q28. I read the price tags of the grocery products I buy. SA      A      N      D      SD 
Q29. Before buying a product, I check the price. SA      A      N      D      SD 
Q30. I check the prices of the grocery products that I purchase. SA      A      N      D      SD 

 

To test hypothesis H10, “Men will compare product and price in store catalogues less 

frequently than women”, a seven-point, five-item scale has been adapted from an earlier 

academic study of grocery shoppers use of special catalogues (Putrevu and Ratchford 

1997). Their study suggested that a majority of consumers were very organised and had 

developed shopping plans by employing store catalogues. Their measurement scale 

produced a reliability of 0.72. To ensure consistency of measure across this study, the 

Putrevu and Ratchford scale was reduced from seven-points to five-points: 

ASK: Can you indicate how strongly you agree or disagree with the below statements 
regarding your use of special catalogues? 

Q31. I prepare a shopping list using the specials catalogue. SA      A      N      D      SD 
Q32. I list down the special products out of the catalogue I want to buy. SA      A      N      D      SD 
Q33. I know what products I am going to buy before I get to the 

supermarket. 
SA      A      N      D      SD 

Q34. I am a well-organised grocery shopper. SA      A      N      D      SD 
Q35. Before going to the supermarket, I plan my purchases based on the 

specials available that week. 
SA      A      N      D      SD 

 

The following nine five-point Likert-type scale items will measure the tendency of 

supermarket shoppers to buy spontaneously, unreflectively, immediately and kinetically 

(Rook and Fisher 1995). To establish the hypothesis H11, “Men are more inclined to 

purchase on impulse than women”, data will be gathered from both male and female 

shoppers. The items below have been adopted from Rook and Fisher’s 1995 study of 99 

intercepts that produced a reliability alpha of 0.82: 
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ASK: Can you indicate how strongly you agree or disagree with the below statements 
regarding impulse purchasing during grocery shopping? 

Q36. I often buy things spontaneously. SA      A      N      D      SD 

Q37. “Just do it” best describes the way I shop. SA      A      N      D      SD 

Q38. I often buy things without really thinking. SA      A      N      D      SD 

Q39. “I see it, I buy it”, best describes me. SA      A      N      D      SD 

Q40. “Buy now, think about it later”, describes me. SA      A      N      D      SD 

Q41. Sometimes I feel like buying things on the spur of the moment. SA      A      N      D      SD 

Q42. I buy things according to how feel at the moment. SA      A      N      D      SD 

Q43. I carefully plan most of my purchases. SA      A      N      D      SD 

Q44. Sometimes I am a bit reckless about what I buy. SA      A      N      D      SD 

 

To test hypotheses H13a to H13j, which examine the levels of importance placed on ten 

supermarket store characteristics as identified by earlier studies, a five-point Likert-type 

scale is developed (Polegato and Zaichkowsky 1994). It is recognised that the original 

scale measure employed by these researchers was a seven-point Likert scale, however, 

to maintain consistency of measures this scale has been reduced to a five-point scale. 

Male and female grocery shoppers were asked to rate the relevant importance of each 

store characteristic. A crosstabulation will contrast differences between the sexes on the 

below characteristics. 

ASK: Can you indicate how important (i.e. very important, important, neutral, unimportant, 
very unimportant) each of the below supermarket store characteristics are to you? 

 
Q45. Weekly specials. 
Q46. Regular discounts. 
Q47. Frequent promotional prices 

 
VI      I      N      UI      VU 
VI      I      N      UI      VU 
VI      I      N      UI      VU 

Q48. Well-staffed service departments. 
Q49. Getting served quickly 
Q50. No waiting in serviced departments 

VI      I      N      UI      VU 
VI      I      N      UI      VU 
VI      I      N      UI      VU 

Q51. Specials being in stock. 
Q52. No special out-of-stocks. 
Q53. Being in stock of specials I want.  

VI      I      N      UI      VU 
VI      I      N      UI      VU 
VI      I      N      UI      VU 

Q54. Accurate register operators. 
Q55. Friendly register operators. 
Q56. Efficient register operators. 

VI      I      N      UI      VU 
VI      I      N      UI      VU 
VI      I      N      UI      VU 

Q57. Easy parking. 
Q58. Easy access from the car park. 
Q59. Parcel pick-up areas. 
 

VI      I      N      UI      VU 
VI      I      N      UI      VU 
VI      I      N      UI      VU 
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Q60. Well-stocked shelves. 
Q61. Being in stock of what I want. 
Q62. No out-of-stocks. 

VI      I      N      UI      VU 
VI      I      N      UI      VU 
VI      I      N      UI      VU 

Q63. Convenient locations. 
Q64. Supermarkets that are easy to find. 
Q65. Supermarkets that are easy to get to. 

VI      I      N      UI      VU 
VI      I      N      UI      VU 
VI      I      N      UI      VU 

Q66. Cleanliness. 
Q67. Hygienic processes. 
Q68. Quality food-handling procedures. 

VI      I      N      UI      VU 
VI      I      N      UI      VU 
VI      I      N      UI      VU 

Q69. High-quality fresh food. 
Q70. Great-tasting fresh food. 
Q71. Healthy fresh food. 

VI      I      N      UI      VU 
VI      I      N      UI      VU 
VI      I      N      UI      VU 

Q72. Low prices everyday. 
Q73. Consistent pricing. 
Q74. Competitive prices. 

VI      I      N      UI      VU 
VI      I      N      UI      VU 
VI      I      N      UI      VU 

 

Researchers have identified that samples of primary grocery shoppers contain higher 

percentages of younger males (54 years and less) than older males (over 55 years) 

(Dholakia, Pedersen et al. 1995; Dholakia 1999). It is suggested that younger males will 

undertake the grocery-shopping task and, therefore, will be clearly identified within the 

sample. Conversely, older males will be absent for the random sample. Therefore, to 

establish hypothesis H14, “Younger men (54 years or less) are more inclined to 

undertake the shopping task than older men”, frequency distributions will identify 

higher levels of younger male grocery shoppers in the sample. 

Hypotheses H15a, “Male grocery shoppers are more inclined to be tertiary 

educated”, H15b, “Male grocery shoppers are more inclined to have higher incomes 

than the Australian national average” and H15c, “Male grocery shoppers are more 

inclined to work in white collar occupations”, were tested through the collection of 

demographic data. Such data included: age, marital status, education, occupation, 

dwelling type, occupation, and employment level. 

Hypothesis H16, “There is a strong and positive correlation between men who 

undertake the grocery-shopping task and their partner’s employment commitments 

outside the home”, was tested by asking male grocery shoppers the following question: 
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Q75. Which ONE of the following statements best describes your reasons for 

doing the grocery shopping? 

[1] I do the grocery shopping because it is my responsibility. 
[2] I do the grocery shopping because the store is on the way home for 

me. 
[3] I do the grocery shopping because I like to do it. 
[4] I do the grocery shopping because my partner works. 
[5] Other _______________________________________(Write in) 

 

To test hypothesis H17, “Male respondents strongly believe that grocery shopping is a 

joint responsibility”, five attitudinal, five-point scale statements, similar to those in 

Piron (2002), were posed to male grocery shoppers. 

ASK: Can you indicate how strongly you agree or disagree with the below statements 
regarding your involvement in grocery shopping? 

Q76. Ultimately, grocery shopping should be left to a woman. SA      A      N      D      SD 
Q77. I am happy to share the grocery shopping with my partner. SA      A      N      D      SD 
Q78. I believe that shopping for groceries is a joint responsibility SA      A      N      D      SD 
Q79. I believe men should be actively involved in the grocery shopping. SA      A      N      D      SD 
Q80. I don’t think men should do the grocery shopping. SA      A      N      D      SD 

 

Finally, to test hypothesis H18, “Men who undertake the grocery-shopping task claim to 

enjoy the responsibility”, the following six statements were presented to male 

respondents. These statements were constructed from previous academic research into 

grocery shopping enjoyment (Dawson, Bloch and Ridgeway 1990; Urbany, Dickson et 

al. 1996; Otnes and McGrath 2001). 

ASK: Can you indicate how strongly you agree or disagree with the below statements 
regarding how much do you enjoy the activity of grocery shopping? 

Q81 I look forward to my weekly grocery-shopping trip. SA      A      N      D      SD 
Q82. I like doing the grocery shopping each week. SA      A      N      D      SD 
Q83. I enjoy grocery shopping. SA      A      N      D      SD 
Q84. Grocery shopping is a chore. SA      A      N      D      SD 
Q85. Grocery shopping is boring. SA      A      N      D      SD 
Q86. Grocery shopping is a pain. SA      A      N      D      SD 

3.6 ETHICAL CONSIDERATIONS 

Ethics in research is a primary concern. All proposed data collection methods were 

authorised by this researcher’s University’s Office of Research Ethics Department 

before commencement. Research materials, as well as information obtained from 
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respondents, were used only for the purposes of this study. No information gained 

through this research activity was used, directly or indirectly, for personal gain or 

commercial advantage. All interviews and the collection of data were conducted in strict 

accordance with the instructions and protocols as described in this section and by the 

Griffith University’s Office of Research Ethics Department (MKT/21/07/HREC & 

MKT/22/07/HREC). All records and recordings were held in a locked filing cabinet 

located in a private office. 

3.7 CONCLUSION 

This chapter has described in detail the methodological process this research will 

undertake. The research question poised is: to what extent do modern societal factors 

influence the propensity of men to undertake the role as the main grocery shopper, and 

how do these emergent shoppers differ from that of the traditional female grocery 

shopper? 

A two-stage methodology was developed. The first stage, consisting of individual 

interviews with male shoppers in the supermarket, enabled a determination of societal 

factors that influenced these men to shop for groceries. The second stage combined both 

observations (to ascertain and contrast shopping times, expenditure and product 

quantities) and survey questionnaires to establish the remaining hypotheses. The design 

and construction of the interview questions and the survey questionnaire were covered 

in detail. Finally, ethical considerations were discussed and the process of ethical 

clearances, record archival and maintenance of privacy were described. 
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CHAPTER 4 

4 DATA ANALYSIS 

4.1 INTRODUCTION 

This chapter comprises two separate stages of analysis. The first concerns itself with the 

collection, treatment and analysis of the qualitative data collected through interviews 

with male shoppers in four Brisbane supermarkets. The second relates to the collection, 

treatment and analysis of the quantitative questionnaire survey data collected from 280 

grocery shoppers. 

4.2 QUALITATIVE DATA ANALYSIS: AN INTRODUCTION 

This chapter commences with a discussion of the collection, treatment and analysis of 

the qualitative data collected from 20 male grocery shoppers. First it describes the 

process of collection and then the treatment and preparation of the data post collection. 

The five hypotheses are then addressed in relation to the collected data. Further, the two 

theoretical constructs of ‘thrift’ and ‘sacrifice’ are introduced and examined with regard 

to the collected data. It is not the intention of this chapter to provide a broad treatise of 

the outcomes of the analysis, as the findings and conclusions will be drawn out and 

discussed in Chapter Five: Discussion and Implications. This chapter serves simply to 

outline the research and theoretical questions and provide supporting evidence of these. 

4.2.1 Qualitative data collection process 

Over a period of six weeks, between November 2007 and December 2007, 20 

interviews were conducted with male shoppers across four Brisbane supermarkets. All 

interviews were completed by 14 December 2007, before the seasonal Christmas 

trading period. This was done because shopping expenditure tends to change and 

increase in supermarkets in the lead-up to the Christmas holiday period (15 December 

to 29 January) until schools return (Australian Supermarket Institute 2005). Thus, to 

reduce such abnormalities in shopping behaviour and improve the response rates, the 

Christmas trading period was avoided during the data collection. 

Interviews were conducted across all days of the week and all supermarket trading 

hours. To reduce bias in the sampling process, a systematic sampling approach was 
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adopted wherein every fifth male shopper was approached and asked to participate in 

the interview. Five male grocery shoppers were interviewed in each of the four Brisbane 

supermarkets discussed above. Sixty-nine approaches were made to attain 20 usable 

interviews. To further reduce response bias, no incentives were offered to respondents. 

It was noted that male shoppers in higher socio-economic suburbs (Ascot and 

Paddington) were least likely to participate in the interviews. In contrast, men in the 

lower socio-economic suburbs of Underwood and Marsden were more willing to 

participate. 

The process of collection followed a scaled-back version of the Shopping with 

Consumers (SWC) model as developed by Otnes, McGrath and Lowrey (Otnes, Mc 

Grath et al. 1995). After each respondent agreed to participate, the researcher joined 

him in his shopping activity. As the respondent worked his way around the supermarket, 

the researcher asked a bank of pre-determined open-ended questions. 

It was evident from recordings, that this form of interviewing (SWC), provided 

respondents an opportunity to recall events, activities, feelings and thoughts about the 

grocery-shopping process. This, in turn, produced a richer data set that was more 

relevant to the research than may have resulted in conducting interviews away from the 

supermarket. 

4.2.2 Treatment of qualitative data 

This researcher employed a four-stage written approach to collecting, reducing and 

interpreting the collected data. Hence, a highly structured and detailed approach was 

adopted during this stage. All records of responses were contained in one lever arch file, 

separated into four sections. The first stage comprised two hundred and forty pages of 

interview notes. There was sufficient space under each of these printed questions for the 

researcher to record the shoppers’ responses. To support this stage, a small digital 

recorder in the researchers’ pocket, was used to capture missed responses. Respondents 

were made aware that the interview was being recorded before commencement. The 

digital recording also provided the researcher the ability to replay an interview at a later 

stage to ensure that content was not missed or reported inaccurately. 

The second stage included a section entitled Expanded Notes. Here, the responses 

collected from male shoppers in the recordings and on the interview sheets were 

extrapolated and summarised directly after each interview had concluded. It was noted 
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that, on some occasions, the researcher had missed comments and, after revisiting the 

audio recordings, these comments were added in to the Expanded Notes section. 

In the third stage of the analysis, a section entitled Fieldwork Notes was added. This 

section provided the researcher an opportunity to write down issues that came to hand 

during the interview process. Such issues included: observations of the respondent 

during the interview; his failure to answer questions fully; poorly worded or repetitive 

questions (which were changed or adjusted in later interviews); or extra information that 

came to hand after the completion of the interview. This section also provided the 

researcher an opportunity to record non-verbal cues, for example, the way products 

were selected from the shelf without consideration of price and placed into the shopping 

basket. 

In the final stage of the collection, a provisional running record of analysis, 

interpretation and identification of themes was included within the lever arch file. This 

section provided a vehicle for the initial exploration of the data. Thereafter, the 

researcher was able to draw out particular themes, reoccurring statements and lines of 

inquiry while identifying others to be removed at a later stage. 

 

4.2.3 Reduction of qualitative data 

The process of data reduction began with a review of the interview recordings, 

expanded notes, fieldwork notes and the records of initial analysis. All digitally 

recorded interviews were replayed to ensure no important data was lost or 

misinterpreted. This method produced a large amount written data for which coding was 

required. 

To enable the exploration of the collected data, respondents’ statements, comments 

and answers were categorised under discreet themed headings. This process was done 

by assigning labels to the data based on what the researcher considered as a meaningful 

categorisation (Malhotra, Hall et al. 2006). In this instance, the theme headings were 

used as labels under which data was grouped. The data coding headings are described in 

the table below: 
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Table 4-1 – data code headings 

NUMBER RESEARCH QUESTION LABEL 

RQ1 Are men whose female partners are employed outside the home more 
likely to undertake the grocery-shopping task? WORKING WOMEN 

RQ2 
Are male respondents with higher levels of education (based on the 
national 2006 average as defined by the Australian Bureau of Statistics) 
more likely to be involved in grocery shopping? 

EDUCATION 

RQ3 Are those men who are aware of and concur with feminist ideology more 
likely to undertake the grocery-shopping task? FEMINIST 

RQ4 
Are men more likely to undertake the grocery-shopping task if they have 
grown up in families that have encouraged egalitarian divisions of 
household labour more likely? 

EGALITARIAN 

RQ5 Are men more likely to undertake the grocery-shopping task where they 
can be demographically described as middle class more likely? MIDDLE CLASS 

Theoretical 
Construct 1 

Men will compensate for their time sacrificed during shopping with impulse 
or unplanned purchasing. SACRIFICE 

Theoretical 
Construct 2 

Men will fail to make a purchase in order to save money, rather than 
search out special prices items. THRIFT 

 

To identify the most consistent and important statements, a grounded theory approach 

was employed to organise data into a set of categories in three phases: open coding, 

axial coding, and selective coding. Open coding expressed the data in the form of 

concepts; individual words or short sequences of words that made up a part of the 

respondent’s statement were drawn out from the data set. To explain, when interviewing 

male shoppers about their opinions of working women, the following short sequences of 

words were identified and drawn out: 

“…don’t know how two people survive on a single income…” (#4, Coles, Ascot, 64) 

“…double income, no kids…” (#7, Wool, Padd, 35) 

“…an outdated view…” (#16, Wool, Padd, 35) 

Axial coding helped refine and differentiate the themes that resulted from the open 

coding (Malhotra, Hall et al. 2006). It was the case that a multitude of themes and sub-

themes were developed during the open coding phase –thus, axial coding provided a 

vehicle to relate subcategories to main categories of data. Using the above example, two 

themes were developed in relation to men’s opinions of working women from these 

statements – two respondents made statements with ‘financial’ themes: that of surviving 

on a single income, and having a double income with no kids. The remaining 

respondent made a statement in relation to ‘modern social’ themes: that the view of 

women staying home is outdated. 
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4.3 ANALYSIS OF SHOPPING WITH CONSUMERS 

The following section provides an interpretation of the interviews conducted with male 

shoppers in relation to the set of research questions. This section will provide a 

summary of findings, which will be more widely discussed in Chapter Five: 

Discussions and Implications. 

RQ1: Are men whose female partners are employed outside the home 

more likely to undertake the grocery-shopping task? 

Twenty male grocery shoppers were interviewed as a part of this study, and all advised 

that their female partners were employed outside the home. Eighteen partners were 

employed in a full-time capacity, and the remaining two were employed part-time for 

30 hours per week. When asked whether their partners’ employment outside the home 

was a contributing factor encouraging them to undertake the grocery-shopping task, all 

20 men agreed. 

The interviews detected three distinct themes for their adoption of the grocery-

shopping activity: supportive, controlling and temporal. Most men interviewed 

suggested they undertook the grocery-shopping task to lend support to their female 

partners: 

“Yeah, I don’t mind helping out. She works nights, so I have too, you know.” 

(#1, Wool, Padd, 35) 

“… she’s busy at work, so I help out where I can.” (#6, Cole, Ascot, 64) 

“Yes, we mostly share. I kinda  [sic] help out during the week, but she does it 

[grocery shopping] on the weekend.” (#9, Wool, Under, 25) 

Two of the interviewees suggested that their adoption of the grocery-shopping task was 

a way to control the family’s financial expenditure at the supermarket: 

“Well I like to do it, when she is working. I like to control the spending.” (#14, 

Cole, Mars, 35) 

“Yes, I like to see what we are spending each week. I like to have input in to 

these things.” (#13, Wool, Under, 35) 

The remaining theme evident in the interviews was the notion of temporal conditioning, 

specifically, a lack of time. Some interviewees suggested they undertook the grocery-

shopping task while their partners worked to save time. 
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“…and we don’t like wasting time on the weekends, so I do the shopping on 

the way home after work.” (#16, Wool, Padd, 35) 

In total, all 20 male respondents interviewed agreed that their grocery shopping was a 

direct result of their partners’ employment. Interestingly, three underlying motivations 

were evident in the interviews as a product of this investigation. A majority of men 

shopped for groceries as a means of contributing (supporting) the family and household; 

others considered it a means to control (controlling) household expenditure. The 

remaining interviewees saw their role as a grocery shopper during the week as a way of 

providing more quality family time (temporal) on weekends. 

After establishing that the interviewees were grocery shoppers because of their 

partners’ employment, they were all asked if they would continue to shop for groceries 

if their partner was no longer employed outside the home. There was an almost 50/50 

split between those men who claimed they would continue and those who advised they 

would relinquish the role if their partners ceased employment outside the home: 

“No, I work also, so if  [name withheld] wasn’t working, then I reckon she’d 

do the shopping. I don’t mind helping out when I can though.” (#1, Wool, 

Padd, 35) 

“No, I’d rather not, I always forget stuff.” (#3, Wool, Under, 35) 

Interestingly, almost 50 percent of the respondents suggested they would continue to 

grocery shop each week, regardless of whether their partners were employed outside the 

home or not. Household financial control, enjoyment and the avoidance of mundane 

household chores were predominant reasons for this. It was suggested some men would 

continue to shop for groceries to control family expenditure, possibly more so if one 

partner was not receiving an income: 

“Yeah, I hate it when she hits the shops with a credit card. If I didn’t do the 

shopping, the bill would be, like, $300 every week.” (#1,Wool, Padd, 35) 

Enjoyment of the shopping experience was reported several times during the interview 

process. When respondents were asked whether they would continue to grocery shop if 

their partners were not working, many suggested a level of enjoyment associated with 

the task: 

“Probably, I think I’m better at it anyhow.” (#2, Cole, Mars, 25) 

“Yeah, maybe, I don’t mind doing it [grocery shopping].” (#9, Wool,Under, 

25) 
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“Probably, I’m kind of used to it now.” (#10, Wool, Padd, 25) 

“Yes, I probably would  [continue shopping]. I rather enjoy it. It gets me out 

of the house.” (#11, Cole, Mars, 45) 

Finally, the avoidance of mundane household chores appeared to be another theme 

running throughout the responses: 

“Well, I don’t really like doing the other housework, so [grocery] shopping is 

the only other option.” (#18, Wool, Padd, 54) 

“…it get’s me out of the house.” (#11, Coles, Mars, 45) 

In summary, Research Question One aimed to confirm whether men did grocery 

shopping as a result of their partners’ paid employment outside the home. In all 20 

interviews, each respondent related their adoption of the grocery-shopping task as a 

result of their partners’ employment outside the home. This analysis identified three key 

underlying motivations as to why men adopted the shopping activity: to support their 

partners and families; to control household expenditure; or to save time in pursuit of a 

better work/life balance. 

When asked whether men would continue to shop, even if their partners ceased paid 

employment outside the home, over 50 percent claimed they would continue to do so. 

Again, three underlying themes for this were identified from the interviews: to control 

household expenditure; to avoid other household chores, such as washing, cooking and 

cleaning; or they enjoyed the activity and would choose not to relinquish it. 

Accordingly, RQ1 is confirmed that men are more likely to undertake the role of 

grocery shopper when their female partners are involved in paid employment outside 

the home. 

RQ2. Are male respondents with higher levels of education (based on the 

national 2006 average as defined by the Australian Bureau of 

Statistics) more likely to be involved in grocery shopping? 

The objectives of this research question were two fold. It first wished to identify if the 

group of male respondents interviewed as a part of this research had achieved higher 

levels of education proportionate to that of the general Australian male population. 

Second, it attempted to examine through a series of questions if respondents considered 

heightened levels of education a key factor influencing their decision to undertake 

traditional female household chores, such as grocery shopping. 
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The Australian Bureau of Statistics finds that, “the proportion of men aged 25 to 64 

years, holding a non-school qualification increased from 54 percent to 63 percent… 

between 1996 and 2006” (ABS 2007). In contrast, 18 of the 20 (90%) male shoppers 

interviewed as a part of the study claimed to have attained a non-school qualification. A 

non-school qualification, as defined by the Australian Bureau of Statistics, relates to any 

bachelor degree or higher, advanced diploma or diploma or certificate levels one to 

four. Accordingly, it is confirmed that, in relation to this sample, those men who claim 

to regularly undertake the grocery-shopping activity have achieved a proportionately 

higher level of education than the general Australian male population. 

However, do these higher-educated men believe that by attaining this heightened 

level of education they have been somehow socially conditioned to sharing or 

undertaking household tasks, such as shopping? The interviews conducted for this 

research revealed three subsets of male shoppers in relation to this construct: those that 

admitted a link between their education and the acceptance of domestic duties; those 

that saw themselves as ‘SNAGs’ (Sensitive New Age Guys) and undertook the role 

regardless of education; and those that focused on the level of social acceptance. 

The 20 interviews produced 12 workable subsets of statements after the data 

reduction phase. When asked whether they saw a linkage between their level of 

education and undertaking the grocery-shopping task, some men failed to report any 

link and reported that they always, in one way or another, assisted their partners: 

“I don’t know, really. I’ve always helped out… but I don’t like doing the 

cooking or cleaning…” (#1, Wool, Padd, 35) 

“Not really. I don’t reckon I’m that educated, mate [TAFE Apprenticeship]. I 

just do it ’cause I like to do it… and I like to help out.” (#2, Cole, Mars, 25) 

Other respondents appeared more concerned about the level of social acceptance 

surrounding the activity of grocery shopping: 

“Oh, I think, in general, people have changed. I think today it’s more 

acceptable to be sharing the housework.” (#9, Wool, Under, 25) 

“Well, I think people today expect blokes to do more around the house… not 

sure if education is driving it, but certainly society has changed in relation to 

what some considered to be specifically men’s work and women’s work.” 

(#10, Wool, Padd, 45) 
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“… I just think it is now more socially acceptable to help around the house…” 

(#12, Cole, Ascot, 35) 

Finally, there were a small group of respondents that appeared to draw a line between 

the level of education and the adoption of traditional, female-inspired household roles 

(cooking, cleaning and shopping). 

“At school we did a bit of Home Ec [Home Economics]. In fact, my school 

spent a lot of time training us to be self dependent… so, I’m  guessin’[sic] 

some way we were conditioned…” (#13, Wool, Under, 35) 

“Haven’t really looked at it that way; but I reckon you look and treat women 

differently when you both have the same education, income and stuff…” (#16, 

Wool, Padd, 35) 

“Probably education is an important driver of social change. If you think forty 

to fifty years ago few people had degrees, few women really had careers, and 

no men did the grocery shopping.” (#17, Cole, Mars, 45) 

In all, the objective of this research question was to examine whether men who had 

higher levels of education than the national average were more likely to undertake the 

role of grocery shopper and, in the case of this sample, the analysis validates the second 

research proposition. This is further supported by quantitative data in the following 

section. The interviews with male shoppers concluded three themes. Some saw a direct 

link between their attainment of higher levels of (tertiary) education and their 

inclination to undertake the grocery-shopping task. Others considered the greater social 

acceptance of men undertaking household chores like shopping as being the 

fundamental driver of change. Finally, a small group failed to see the link between 

education and social egalitarianism, simply stating that they undertook household 

activities because they enjoyed doing them, or they believed it contributed to the 

welfare of the family as a whole. In conclusion, the proposition that there is a strong and 

positive correlation between heightened levels of education and the propensity of higher 

educated males to undertake the grocery-shopping role is validated. 

RQ3a: Are those men who are aware of feminist ideology more likely to 

undertake the grocery-shopping task? 

RQ3b: Are those men who concur with feminist ideology more likely to 

undertake the grocery-shopping task? 
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This significantly complex construct was addressed by separating one research question 

into two: the first dealing with the male shoppers’ knowledge of feminism; the second 

recording their concurrence and acceptance of the ideal. These research questions were 

tested by encouraging a discussion regarding the feminist concept using a series of ten 

questions. The first three questions were concerned with identifying if the respondent 

was aware of and understood what feminism represented. The remaining seven 

questions were designed to examine the extent of the respondents’ personal knowledge, 

and support for, feminist ideals. The proposed argument is that men who actively shop 

for groceries, also support feminism. 

Twenty male grocery shoppers were interviewed on this matter, all of whom reported 

to be aware of ‘the feminist movement’. Further, all those interviewed advised they 

affirmed feminist ideology. As a result of the grounded theory approach to data 

reduction, three sub-themes were produced. The first set examined what respondents 

believed feminism represented. The second tested the respondents’ opinion of having 

individual freedom for the two partners within a relationship. Finally, the third 

examined if male respondents would prefer female partners to stay home while they 

went out to work. Such an approach ensured that respondents had a clear understanding 

of the feminist construct. 

Male grocery shoppers were first asked to report their awareness of the feminist 

movement. They were then asked to explain what they thought the movement 

represented. Nine usable sets of data were recorded. In all, these male shoppers advised 

that feminism represented equal opportunity for women, fairness, and encouraged the 

recognition of the contribution of women in society. 

“I think it means equal opportunity… both men and women have an equal 

opportunity in life, work and professional development.” (#1,Wool, Padd, 35) 

“…it’s about a mindset change. It’s not just about equality, but more about 

understanding the important role women play in society.” (#7,Wool, Padd, 

35) 

“Treating women and girls fairly and protecting their rights.” (#12,Coles, 

Ascot, 35) 

To mitigate response bias, respondents were further questioned on the foundations of 

feminist theory – in this case, individual spousal freedom. Male shoppers were asked 

two questions in relation to this construct. Most men claimed to support the ideal of 
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individual freedom. However, a small group were hesitant in their understanding of the 

term freedom. 

“…to a point. Well, they [husband and wife] shouldn’t be going out and 

playing up, you know. They shouldn’t have separate accounts and stuff. But 

they shouldn’t feel trapped…” (#1, Wool, Padd, 35) 

“They [women] shouldn’t feel as though they’re under the thumb.” (#3, 

Wool,Under, 35) 

“… my partner goes out with her own friends, has her own career, does her 

own thing…” (#, Wool, Padd, 35) 

There was, however, at least one interviewee who objected to the notion of individual 

freedom. When asked whether a married couple should have individual freedom, this 

respondent reported: 

“Not really. Why would a husband and wife want to be independent of one 

another? Marriage is about being together”. (#5, Wool, Under, 65) 

Further analysis of these transcripts tended to suggest that age had an impact on the 

interviewee’s responses. Younger men (under 45 years) reported they supported 

individual freedom for spouses; whereas, in the above example, older men (65 years) 

were cautious to support the notion. 

Finally, male shoppers were given a series of questions relating to feminism and 

gender-role theory. Interviewees were asked: if they would rather have ‘stay-at-home’ 

partners; whether household chores should be shared between working couples; and 

whether women should do the majority of household grocery shopping. Transcripts and 

analysis identified a consensus in reporting that household tasks should be jointly 

undertaken, that female partners should not be encouraged to ‘stay at home with the 

kids’, and that grocery shopping should also be a mutual responsibility. 

Men who supported the notion of women working reported two different underlying 

reasons for this support: financial and social equity. The majority of the interviewees 

tended to address the social issues associated with stay-at-home partners. The first 

group focused on the financial impact of single income families: 

“Can’t afford to have her stay home, mate.” (#2, Cole, Mars, 25) 

“No, definitely not, mate. You can’t really afford to be a single-income 

household today.” (#1, Wool, Padd, 35) 
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The second group of men seemed more concerned with social equity within the 

household: 

“No way! Maybe if your fifty [years of age] and live in Logan [working-class 

Brisbane suburb], but today… not around here.” (#3, Wool, Padd, 35) 

“It’s not fair or right. Not today. I think it’s important for both partners to 

have active careers.” (#10, Wool, Padd, 35) 

“…I don’t think it’s a current view to suggest women stay home with the 

kids.” (#11, Mars, Cole, 45) 

“I met my missus at uni [university], so there is no way she’d stay home after 

all that study.” (#1, Wool, Padd, 35) 

When male shoppers were asked to report on whether they thought women should 

undertake sole responsibility for grocery shopping, mostly all disagreed with the 

question: 

“Oh, I don’t mind if she puts a list together but, in our relationship, she 

doesn’t have total responsibility for shopping. I think we equally share it.” 

(#7, Wool, Padd, 35) 

“Well, I don’t mind doing it… it shouldn’t just be left to just the girls.”(#10, 

Wool, Padd, 45) 

It was evident from the interpretation of the data that this sample of male grocery 

shoppers understood what feminism represented and supported the thrust of the 

construct. 

The majority of respondents supported individuality within the partnership and 

encouraged their female partners to pursue careers outside the home –although, mostly, 

this was driven by financial motivators. Also, these men did not envision grocery 

shopping to be the principle responsibility of the female within the relationship – most 

undertook the role themselves or shared responsibility. Accordingly, the aforementioned 

research questions are supported by this analysis. 

RQ4: Are men more likely to undertake the grocery-shopping task if they 

have grown up in families that have encouraged egalitarian 

divisions of household labour more likely? 

The objective of this research question was to investigate whether men who had grown 

up in families that encouraged the egalitarian division of household tasks had a higher 

propensity to undertake grocery shopping. The discussions with interviewees aimed to 
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identify a relationship between their willingness to undertake the grocery-shopping task 

and the type of family they grew up in. 

Seven open-ended questions formed the basis from which the discussions with 

respondents took place. These were concerned with: whether the respondents’ mother 

was employed outside the home during their childhood; whether their father participated 

in household chores in their mothers’ absence; and the frequency and the forms of 

household labour undertaken by fathers. Twenty male shoppers were interviewed while 

shopping for groceries. After data reduction, 10 suitable comments from these 

respondents were recorded and analysed. Eighteen respondents reported that, during 

their childhoods, their fathers participated, at some level, in household chores: 

“A bit, maybe… um, some cleaning and a bit of cooking on the weekends. He 

[father] worked pretty hard though.” (#1, Wool, Padd, 35) 

“Yes, he did quite a bit when mum went back to work fulltime.” (#9,Wool, 

Padd, 25) 

“Yeah, he worked from home a lot, so he did a lot around the house.” (#7, 

Padd, Wool, 35) 

In slight contrast, two respondents did not report high levels of their fathers’ 

participation in housework while in their childhood; however, these appeared to be 

isolated instances: 

“He did a little… I reckon I do more today.” (#13, Wool, Under, 35) 

“…not that frequently; maybe just on the weekend.” (#17, Cole, Mars,45) 

Analysis of the interviews found that many of the respondents reported their fathers 

more regularly undertook housework on weekends rather than during the week, when 

they were more likely to be involved in paid employment outside the home. 

“Mostly on the weekends… he’d work late, so sometimes he wouldn’t get 

home until after seven o’clock.” (#10, Wool, Padd, 45) 

“I think, on the weekends, a lot. He’d always help mum wash up… um, and 

put us kids to bed. They used to support each other like that.”(#18, Cole, 

Ascot, 35) 

Finally, this research wanted to investigate the types of housework these fathers 

undertook during the respondents’ childhood, so interviewees were asked if they could 

recollect their fathers’ contributions to household chores. This line of questioning 
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allowed the researcher to identify whether the respondents had a clear understanding of 

traditionally-orientated female household chores, and added credence to earlier 

responses in relation to this research question. 

Respondents reported tasks such as cooking, cleaning, making school lunches, 

shopping, gardening and washing up. Few respondents reported traditional male 

household tasks, such as washing the car, taking the bins out and gardening. This 

research identified that respondents’ fathers were involved in a wide variety of 

household tasks: 

“… dinner… putting us kids to bed.” (#11, Cole, Mars, 45) 

“A bit of washing up… um, he did a fair bit around the garden, you know. 

He’d also go shopping now and again… I think he liked to get out of the house 

on a Saturday.” (#9, Wool, Under, 25) 

“He did a bit of cooking… I suppose he did a bit at night, some ironing… that 

sort of stuff.” (#2, Cole, Mars, 25) 

All respondents recalled that, during childhood, their fathers under took varying degrees 

of household labour. This suggested these male shoppers were exposed to an egalitarian 

division of household labour as children. The analysis further identified a significant 

bias to fathers undertaking household chores on weekends rather than weekdays. It is 

recognised that this bias may no longer exist given the span of regular working hours 

today, which include Saturdays, Sundays and public holidays. These male shoppers also 

reported an extensive array of household tasks that were performed by their fathers, 

which included non-traditional male household task, such as cleaning, cooking and 

making lunches. As such, this data analysis supports the research question that men who 

claim to undertake the grocery-shopping task have grown up in families that have 

encouraged egalitarian divisions of household labour. 

RQ5:  Are men more likely to undertake the grocery-shopping task where 

they can be demographically described as middle class? 

This hypothesis addresses the demography of this sample of male grocery shoppers. In 

consideration of the small sample size selected for this qualitative stage, the study will 

revisit this proposition in the following quantitative stage with a much larger sample of 

280 shoppers. However, it was important to addresses the demographic characteristics 

of the sample of male shoppers who volunteered for these interviews to draw linkages 

between this data and the quantitative data in the preceding section. 
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Although, the collection of data covered four major supermarkets in two 

demographically opposed suburbs, the education, incomes, occupations and dwellings 

of a majority of the respondents indicated they were middle-class shoppers. All but one 

respondent described themselves as middle-class. This outlier described himself as 

working class. Ten interviews were conducted in higher socio-economic suburbs and, as 

expected, all candidates described characteristics of income, occupation, education and 

dwelling type that aligned them with a middle-class demography. 

Interestingly, the interviews conducted in the selected lower socio-economic suburbs 

produced similar results. This research had expected to identify a working-class male 

demography in these suburbs (trade occupations, unemployment, and secondary-school 

education levels). Instead, all respondents reported full employment and more than 50 

percent claimed tertiary education levels. Occupations included a consultant, a business 

analyst, a secondary-school teacher, a personnel officer and an accountant. Only one 

respondent claimed to work in the blue-collar trade sector, a plumber. Therefore, in 

light of this observation, the question of whether men who claim to undertake the 

grocery-shopping task could be described demographically as middle class, appears 

supported by the data analysis. 

THEORETICAL CONSTRUCT 1: 

Men will compensate for their time sacrificed during shopping with 

impulse or unplanned purchasing. 

As this research set about to investigate the behaviour of male grocery shoppers, it was 

important to consider whether men compensated for their time spent (hence sacrificed) 

shopping by purchasing luxury food items, impulse purchasing or buying unplanned 

products during their shopping trip. This stage of the analysis links to the theoretical 

concept of sacrifice as discussed in Chapter One: Theories of Shopping Behaviour. The 

question under analysis was whether men would report compensating for their time 

sacrificed while grocery shopping. 

The interviews conducted with male shoppers aimed to identify a relationship 

between their willingness to undertake the grocery-shopping task, how they shopped, 

and whether they compensated for this activity. Six questions formed the basis from 

which the discussions with shoppers took place. These questions encouraged 

respondents to describe how they shopped and whether they believed they compensated 

for the time spent on this endeavour. Interviewees were also asked to provide examples 
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of the types of products most commonly purchase on impulse during the grocery-

shopping trip. 

Twenty male shoppers were asked to describe how they shopped for groceries. After 

data reduction, 14 suitable comments were recorded and analysed. It was evident from 

the analysis of these comments that possibly four groups of male shopper existed in this 

sample: there were men that seemed to exhibit control (controlling) over the way they 

shopped; those that disliked (lacked enjoyment) the activity; others that appeared to seek 

convenience (temporal); and a fourth group that appeared to shop to assist (supportive) 

a busy partner. 

Those men who this research identified as ‘controlling’ provided comments: 

“…well I like to do it right. Like, I like to shop around and hunt out that 

bargain.” (#1, Wool, Pad, 35) 

“If I’m doing it, I like to spend a bit of time doing it. I like to watch my 

money.” (#2, Cole, Mars, 25) 

“Generally, the wife will write a list for me and then I’ll have a look around to 

see if I can find something on special.” (#4, Cole, Ascot, 64) 

These men tended to be conscious of the money spent, rather than the time. Even if a 

list had been prepared for them, such as in the last example above, they still took the 

time to seek out lower prices. Therefore, these men appeared not to simply follow the 

instructions of their partners but, instead, took control of the grocery-shopping situation. 

The second group demonstrated a dislike, distain or apathy for the grocery-shopping 

task. When asked to describe how they undertook their grocery shopping, responses 

included: 

“Oh, mate, I just get in and get out.” (#5, Wool, Pad, 35) 

“Quickly… just grab a basket and go for it… and I want to get out quick as 

well.” (#6, Cole, Ascot, 54) 

“…the faster I get in and out the better, I reckon, mate.” (#7, Wool, Padd, 35) 

“I just get in and get around as fast as possible.” (#8, Cole, Mars, 45) 

Discussions with these men were challenging. As the researcher walked with these 

respondents through grocery aisles and a variety of departments, it was interpreted that 

these male shoppers did not want to spend a lot of time in store. Answers to questions 
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were short, lists were seldom referred to, and items were snatched off shelves without 

considering price, ingredients or, often, brand. 

The third group of male shoppers identified during the data collection could be 

described as convenience seeking or temporal. Observations of their shopping 

mannerisms during the interviews show them as similar to those described in this 

research as ‘apathetic’. These men shopped quickly, selecting items without considering 

price, quality or brand. However, in contrast to the ‘apathetic’, these shoppers used lists, 

claimed they shopped frequently and were focused on convenience, (i.e. slipping in on 

the way home from work, easy parking, saving time and close proximity to home). 

“…and I just slip in after work most evenings and pick up bits ’n’ pieces. No 

real plan or method to the madness.” (#11, Cole, Ascot, 45) 

“I do a bit of a list and shoot in after work.” (#12, Cole, Ascot, 35) 

“We [respondent and wife] do a big shop on Saturday. During the week, I’ll 

pop out to some fresh fruit, bread, milk… that sort of stuff.” (#13, Wool, 

Under, 35) 

The final group of shoppers interviewed appeared to grocery shop as a means to balance 

familiar household tasks equally between themselves and their partners, hence 

supportive. 

“My partner works, so I get into the supermarket when I can. I really don’t 

mind helping.” (#17, Cole, Mars, 45) 

After discussing with respondents the manner in which they grocery-shopped, they were 

asked a series of questions pertaining to their purchasing of unplanned items on impulse 

and the types of products purchased. Lastly, they were asked whether they made 

unplanned impulse purchases of products to compensate for their time spent shopping. 

Nine usable comments remained after data analysis. 

Mixed responses were recorded, although a majority of male shoppers agreed that 

they made unplanned purchases of ‘little luxuries’ to compensate for the time invested 

in the shopping activity. 

“Yeah… I reckon if I’m going to spend half-an-hour in a bloody grocery store, 

then I don’t mind buying something a little special…” (#5, Wool, Padd, 35) 

“Oh, I might buy the occasional magazine, or try something a bit different.” 

(#3, Wool, Padd, 35) 



126 
 

“I might pick up a block of choccy [chocolate] from time to time… but not 

every time.” (#2, Cole, Mars, 25) 

“…sometimes I like to try different products and things; um… you know, it’s 

like, keep me out of that lollies [confectionery] aisle.” (#1, Wool, Padd, 35) 

Products such as, confectionary, magazines, smallgoods; such as salamis or jerky, soft 

drink and alcohol were most commonly described as the unplanned, impulse items they 

often purchased. 

The analysis of interview transcripts supports the claim that some men will attempt 

to compensate for time and effort expended during the grocery-shopping activity. The 

research supports in some way Miller’s (1998) thoughts of the construct of sacrifice.  

Although Miller’s construct of sacrifice, presents a deeper underlying observation of 

ritual and devotional rites and not specifically a discrete and simple trade off between 

effort and reward, it does mirror many of the outcomes of this study.  The findings also 

parallel that of Mick and Demoss (1990) with regard to the deserving theme in self-

gifting. It is noted that Mick and Demoss (1990) found the deserving theme evident in 

often the most mundane of tasks, such as household cleaning.  Similarly, this research 

identified similar outcomes, where male shoppers admitted self-gifting was justified by 

effortful behaviour (see interview, #5, Wool, Padd, 35 above).  

It further acknowledges the works of other researchers with regard to the male 

shoppers’ belief that time is often sacrificed for the grocery shopping to occur (Davies 

and Madran 1997; Aylott and Mitchell 1999; Chetthamrongchai and Davies 2000). It is 

posited that the male choice selection of more expensive and hedonistic food products 

may be an attempt to compensate for this sacrifice. Accordingly, these observations and 

analyses validate the proposition that men who undertake the grocery shopping activity 

will make unplanned or impulse purchases of food and beverage items to compensate 

for their time and effort. 

THEORETICAL CONSTRUCT 2: 

Men will fail to make a purchase in order to save money, rather than 

search out special priced items. 

This final question relates to the theoretical concept of thrift as described in Chapter 

One: Theories of Shopping Behaviour. The research sort to identify if male grocery 

shoppers would forgo the purchase of a grocery product as a means to save money. 
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Four questions were used to operationalise the ‘thrift’ construct. Male shoppers were 

asked: 

• if they shopped for specials 

• whether they would choose an alternative product if a special was unavailable 

• whether they were concerned about saving money in the supermarket 

• what strategies they adopted to save money.. 

During data reduction and analysis, two sub-categories of content were produced. The 

first regarded the propensity to ‘search’ for alternate products; the second related to 

whether men would ‘forgo’ purchases to save money. 

Twenty interviews were conducted with men during their shopping routine. They 

were initially asked whether they actively sought out products that were on special. 

Seven respondents claimed they did, and two reported that they sometimes did. 

However, more than half (11) stated they did not look for specials. Men, who advised 

they did not search for specials fell into the groups described above as convenience 

seeking and apathetic. Accordingly, there responses to questions were short and 

concise: 

“No, not really… I don’t have time… I’m on the way home from work, 

generally.” (#9, Wool, Under, 25) 

“No, I don’t like to spend anymore time than I really do need to in here.” 

(#7,Wool, Padd, 35) 

“No… not a chance. They’re [the supermarket] always out of stock anyway.” 

(#6, Cole, Ascot, 54) 

“I don’t really look for specials. If something is out [unavailable] and there is 

something similar beside it… I’ll just grab it… doesn’t matter if it is on 

special or not.” (#11, Cole, Mars, 45) 

Male shoppers were then asked if they were concerned about saving money at the 

supermarket. Twelve men out of the 20 interviewed claimed to be concerned, or 

somewhat concerned, about saving money in the supermarket. The remaining eight 

stated they were not concerned with product prices or savings. With this in mind, those 

men who advised they were concerned about saving money were then asked whether 

they would search for cheaper products or go without a product to reduce expenditure. 
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Ten out of the twelve respondents reported they would forgo the purchase to save 

money. Those who reported they would seek alternate products, mitigated their 

responses by advising they would only seek ‘if they had time’: 

“No… if I have time, I’ll pop into another store… Coles is just around the 

corner.” (#1, Wool, Padd, 35) 

“… I’d go without, mate. Like cereal… I always buy Nutrigrain. So, I’ll wait 

‘til the big pack goes on special. If its full price, I’ll leave it… it always goes 

on special eventually.” (#2, Cole, Mars, 25) 

“If there isn’t something cheaper [a cheap alternative] I’ll just leave it.” (#3, 

Wool, Under, 35) 

“Just grab something similar or probably go without. I’m not going to be 

looking around for staff.” (#5, Wool, Padd, 35) 

“I’d go without…” (#13, Wool, Under, 35) 

Analysis of the interviews conducted with 20 male shoppers found that at least 60 

percent were conscious of saving money at the supermarket – but, surprisingly, about 

the same amount were not prepared to ask for assistance or seek out specials to reduce 

expenditure. It was evident from the responses that these men, while concerned about 

saving money, would simply forgo the purchase rather than seek assistance or look for 

specials. 

Again, such findings support Miller’s theories of thrift during shopping. The men 

interviewed for this research failed to demonstrate a systematic comparative shopping 

behaviour. Simply, men tended to refrain from comparison shopping, and did not 

actively search for lower prices. These findings mirror the sentiments in earlier studies 

(Zeithaml 1985; Polegato and Zaichkowsky 1994; Reid and Brown 1996; Miller 1998; 

Underhill 1999; Otnes and McGrath 2001; Noble, Griffith et al. 2006). Therefore, the 

proposition that ‘men will fail to make a purchase to save money rather than search out 

special prices items’ is supported by this analysis. 

4.4 CONCLUSION OF QUALITATIVE STAGE 

Over a period of six weeks, 20 interviews were conducted with male grocery shoppers 

in four supermarkets across Brisbane. The intention of the research was to identify 

underlying social drivers that may be influencing more men to undertake the grocery-

shopping activity. In this sample of 20 male grocery shoppers, all claimed they shopped 
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as a direct result of their partners’ employment outside the home. However, other 

reasons given were: 

• it was a means to control household expenditure 

• it was a means to support busy partners 

• it allowed some men to avoid other household tasks like cleaning and cooking 

• it provided more free quality time to spend with families. 

This analysis also found a relationship between higher levels of education and men who 

shopped for groceries. This sample of 20 men claimed to have higher levels of 

education that the national per capita average. Many of the respondents acknowledged a 

link between levels of improved education and a growing egalitarian approach to 

household labour. 

All interviewees described a strong understanding of feminist values and supported 

these ideals. Most of those interviewed supported independence for each partner within 

a relationship, and the encouragement of their female partners’ career outside the home. 

Further, the men interviewed also reported growing up in families that had historically 

adopted an egalitarian approach to housework. Respondents described traditional 

female household tasks (cleaning, cooking, ironing and organising children’s 

schoolwork) as tasks often undertaken by their fathers during their childhood. A middle-

class demography consistently appeared throughout all 20 interviews, even though half 

of the interviews were conducted in two lower socio-economic working-class 

neighbourhoods. 

The theoretical constructs of sacrifice and thrift were also examined as a part of the 

qualitative stage. These interviews identified that a majority of male grocery shoppers 

reported unplanned, impulse purchasing was used as a means to compensate for time 

invested in the shopping activity. Products like magazines, confectionary, alcohol and 

soft drinks were provided as examples of items commonly purchased on impulse. 

Finally, the concept of thrift was also examined. Interviews found that although more 

than half of the male shoppers were conscious of saving money at the supermarket, few 

were prepared to ask for assistance or seek out specials to reduce expenditure. The 

analysis concluded that these men would simply forgo the purchases to mitigate 

expenditure at the supermarket. 
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4.5 QUANTITATIVE DATA ANALYSIS: AN INTRODUCTION 

The second part of this chapter presents a discussion of the treatment of the quantitative 

data. First, it describes the process of collection; second, the treatment and preparation 

of data post collection. A summary of general demographic statistics is then discussed 

in relation to the collected data. The research hypotheses are then addressed 

individually, including a summary of the testing methods for each. In the final important 

stage, a cluster analysis technique will draw specific cohorts of male shoppers from the 

collected data based on their shopping behaviour. Outcomes of the employed cluster 

analysis technique will be interpreted before concluding. 

4.5.1 Quantitative data collection process 

Over a period of 16 weeks (September to December 2007), 280 survey questionnaires 

were administered and collected from shoppers across four Brisbane supermarkets. All 

survey questionnaires were completed by 14 December 2007, before the seasonal 

Christmas trading period. This was done as shopping expenditure tends to change and 

increase in supermarkets in the lead-up to the Christmas holiday period, (15 December 

to 29 January) when schools return (Australian Supermarket Institute 2005). It was 

deemed that products not normally purchased throughout the year, such as wrapping 

paper, decorations and Christmas-themed merchandise, did not constitute normal 

grocery purchases. 

Questionnaire surveys were collected across all days of the week and selected blocks 

of supermarket trading hours. In an attempt to reduce bias in the sampling process, a 

systematic sampling approach was adopted, wherein every fifth shopper was 

approached and asked to participate in the questionnaire survey. If the shopper declined, 

then the next fifth shopper was approached. 

A data collection worksheet was used to ensure an equal representation of male and 

female respondents were captured across all four supermarkets (see Appendix A). This 

data collection worksheet provided the researcher the ability to record respondent 

acceptances and declines. Since a component of the data collection required that the 

researcher unobtrusively observe shoppers, it was considered ethical to record a 

person’s decision to decline to partake in the survey, so that unauthorised collected data 

could be destroyed in a controlled manner. 

The data collection worksheet was segregated into the four supermarkets, respondent 

gender, and three shopping time periods (8am–11am; 12pm–4pm; and 5pm–9pm). The 
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work sheet also provided the researcher with a vehicle to record the frequency of 

acceptances and declines throughout the collection period, by gender, and by 

supermarket. Such data provided some insights to shopping routines and the behaviour 

of male and female shoppers. 

4.5.2 Response rate and treatment of data 

A total of 280 surveys were collected across four Brisbane supermarkets. There were 

varying degrees of acceptance and decline for both male and female respondents. In 

total, 562 approaches were made to secure 280 usable questionnaires. Approaches were 

made as the shoppers arrived at the checkout area with their purchases. At that point, the 

researcher identified himself to the respondents and they were advised that their 

shopping time had been recorded for the purposes of the study. Respondents were then 

shown their recorded time on a single piece of paper that had no other identifiers and 

were asked if they would complete the survey while they waited in line. If respondents 

declined to partake, they were thanked and handed the recorded shop time for disposal. 

The table below demonstrates a summary of acceptances and declines across the stores 

and genders. 

Table 4-2 – Level of acceptance and decline 

 MALE FEMALE 

 ACCEPTED DECLINED ACCEPTED DECLINED 
Ascot 35 42 35 38 

Marsden 35 46 35 22 

Paddington 35 57 35 34 

Underwood 35 42 35 39 

 140 187 140 133 

 

As graphically demonstrated above, more men than women declined to participate in 

the study. This tends to fit the ‘grab and go’ model as described in Otnes and McGrath’s 

(2001) study of the perceptions and realities of male shopping behaviour. Female 

shoppers were more likely to partake in the study in Marsden. 

The statistical analysis package employed in this process was SPSS Graduate 

Version 15.0 for Windows. All valid questions were entered into this program to 

analyse the results. Questions were deemed valid only after the pre-testing phase had 

been completed and changes to question and sentence structure had been done. After the 

data had been entered into the SPSS package, all cases were scanned for missing data 



132 
 

using frequency distributions. Where missing data was identified, an imputed response 

was substituted. The imputed value was statistically calculated using the mean score of 

the related summated questions. Although it is recognised that such an approach to 

missing data may introduce bias (Malhotra, Hall et al. 2006), only four missing data 

examples were identified from the 280 collected questionnaire surveys. It is therefore 

argued that such an approach is appropriate. 

4.5.3 General demographical findings 

The analysis begins with an overview of general demographic data of the sample as 

collected in each of the four Brisbane suburban supermarkets. The analysis of the 

sample demonstrates that 56.4 percent of the sample of 280 respondents identified 

themselves as married, with the remaining 43.6 percent defined as engaged, living 

together, or in a defacto relationship. The crosstabulation below demonstrates that 

Paddington in Brisbane was identified as having the largest proportion of younger 

shoppers, with 62.8 percent of the sample being 35 years or younger. It was further 

identified that 70.7 percent of the sample collected across all supermarkets was aged 

between 26 and 45 years. Pleasingly, a wide range of age groups was represented across 

the entire sample. 

 

 
 

The data, presented in Table 4.4 below, identifies that respondents in Ascot and 

Paddington were more likely to hold tertiary qualifications. It was found that 40 percent 

of Ascot shoppers and 62.8 percent of Paddington shoppers claimed to hold either 

undergraduate or postgraduate degrees. It is inferred that Paddington’s higher result 

may be related to the suburb’s proximity to major universities. In contrast, only 18.5 

percent of Marsden shoppers and 21.4 percent of Underwood shoppers claimed to hold 

tertiary qualifications. Respondents with trade qualifications were more represented in 

the suburbs of Underwood and Marsden. These results mirror those collected by the 

Australian Bureau of Statistics census (ABS 2008). 

Location and Age Crosstabulation

Count

14 24 21 9 2 70
12 26 19 13 0 70

4 40 22 4 0 70
3 24 22 16 5 70

33 114 84 42 7 280

Coles Ascot
Coles Marsden
Woolworths Paddington
Woolworths Underwood

Location

Total

18 - 25 26 - 35 36 - 45 46 - 54 55 - 64
Age

Total

Table 4-3 – Location and Age crosstabulation
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Table 4-4 – Location and Education crosstabulation 

 

As expected, Table 4.5 presented below, demonstrates higher incomes (greater than 

$65,000 per year) presented more frequently in data collected in Paddington and Ascot 

(ABS 2008). In total, 36.4 percent of the sample collected in these two suburbs provided 

incomes higher that $65,000 per year. In contrast, only 14.3 percent of the sample 

collected in Marsden and Underwood claimed the same level of income. Further, 68.5 

percent of the sample collected in Marsden and 74.3 percent in Underwood claimed to 

have incomes of less that $55,000 per annum. Accordingly, these results tend to reflect 

Australian Bureau of Statistics census findings (ABS 2008). 

 

Table 4-5 – Location and Income crosstabulation 

 

Somewhat related to income is employment status. Analysis of the data demonstrated 

that most of the shoppers (77.1%) who undertook the survey claimed to be employed 

fulltime. Unemployment rates were low in all collected samples. The three cases of 

unemployment identified at Ascot were related to retirees. The second most frequently 

occurring employment status was part time, with 44 respondents indicating that part 

time best described their level of employment. As the table below demonstrates, women 

were most likely to be employed in a part-time capacity. 

Location and  Education Crosstabulation

Count

5 25 12 23 5 70
12 27 18 11 2 70
1 17 8 38 6 70
6 28 21 15 0 70

24 97 59 87 13 280

Coles Ascot
Coles Marsden
Woolworths Paddington
Woolworths Underwood

Location

Total

Grade 10
(Junior)

Grade 12
(Senior)

TAFE or
Trade

Under
Graduate

Post
Graduate

Education

Total

Location and Income Crosstabulation

Count

15 14 10 13 11 7 70
13 14 21 11 9 2 70

4 7 11 15 21 12 70
6 21 25 9 7 2 70

38 56 67 48 48 23 280

Coles Ascot
Coles Marsden
Woolworths Paddington
Woolworths Underwood

Location

Total

Less Than
$30k $30k - $44k $45k - $54k $55k - $64k $65k - $74k $75k or More

Income

Total
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Table 4-6 – Employment status and gender cross-tabulation 

 
 
Crosstabulation analysis compared respondent occupation and locality. Once again, the 

sample provides results similar to those identified by the Australian Bureau of Statistics 

Census 2005 (ABS 2008). The most common occupational groups across the 280 

samples were retail sales or clerical office work (34.6%). 

The second largest occupational group was for trade occupations (such as builders, 

spray painters or diesel fitters). This group was identified more frequently in 

Underwood and Marsden. Managerial, professional and educational occupations were 

more pronounced in the suburbs of Ascot and Paddington. 

4.5.4 Summary of general demographical findings 

This section of the quantitative data analysis was designed to provide an overview of 

the demographic characteristics of the collected sample. It was deemed important to 

secure a broad sample in terms of age, income, occupation and education. Such a 

sample would, more probably, reflect a true representation of the population and, 

therefore, provide a vehicle for generalisations to be made during later analysis. 

Analysis of the collected data of 280 respondents across four Brisbane supermarkets 

reveals a sample of great depth with regard to age, education and income. Importantly, 

the results from the data analysis produce findings generally consistent with those of the 

Australian Bureau of Statistics Census (ABS 2005d). 

Marital status and age was consistent and normally distributed across all four 

suburbs. Samples collected in the suburbs of Ascot and Paddington produced higher 

levels of education and income than the samples collected in Marsden and Underwood. 

Employment status, similar to marital status and age, was consistent and normally 

distributed across all samples collected in all four suburbs. Women, however, were 

more likely to undertake part time employment than men. In the samples collected in 

Employment Status & Gender Crosstabulation

Count

138 78 216
1 43 44
1 15 16
0 4 4

140 140 280

Full Time
Part Time
Casual
Unemployed

EmploymentStatus

Total

Male Female
Gender

Total
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Ascot and Paddington, professional, managerial and educational occupations were more 

pronounced. 

In contrast, trade, manual labour, clerical and retail occupations were more frequent 

in Marsden and Underwood. In regard to the variable dwelling type, there appeared 

some variance in the collected data. Free-standing houses were more common in the 

outlying suburbs of Marsden and Underwood, and these dwellings were more likely to 

be rented. In Paddington and Ascot, flats and apartments were more common. 

In summary, with regard to the variables of education, occupation, income and 

dwelling type, clear differences were detected between the four suburbs in which the 

data was collected. Accordingly, the researcher considers the suburbs of Ascot and 

Paddington to represent the higher socio-economic descriptor while Underwood and 

Marsden to be of a characteristically lower socio-economic type. 

4.6 ADDRESSING THE RESEARCH HYPTHOSES 

In the following section, each of the eighteen hypotheses and sub-hypotheses (H1 to 

H18) will be addressed. 

HYPOTHESIS 1 (H1) 

Men are less likely than women to employ shopping lists when 

undertaking the grocery-shopping task. 

The table below provides the output of the testing procedure employed to examine this 

hypothesis. A simple crosstabulation was employed in the first instance. 
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Table 4-7 – Shopping list usage and gender and location crosstabulation 

 
 
As demonstrated above, of the 104 respondents who advised they used a shopping list 

‘every time’ they shopped, only three were male shoppers. Fifty-two percent of male 

grocery shoppers stated they never used a shopping list when shopping for groceries. 

When this sub-sample analysis is extrapolated over the four suburbs in which the 

data was collected, similar outcomes are produced. In contrast, over 72 percent of the 

female sample advised they used a shopping list ‘every time’ they shopped for 

groceries. Crosstabulation analysis identified that 85.9 percent of male shoppers who 

claimed to ‘sometimes’ employ a shopping list, only did so if one was prepared for 

them by their partners. 

The Pearson chi-square test identified a relationship existed between the two 

variables shopping list usage and gender (Sig. 0.000). As a result of this analysis, it is 

concluded that this hypothesis H1 is accepted. The examination of the data from this 

sample of 280 shoppers decisively found that men were less likely to employ lists when 

shopping for supermarket products. Further, those men who did claim to occasionally 

employ shopping lists, did so only when a partner prepared one for them. 

 

 

Shopping List Usage & Gender & Location  Crosstabulation

Count

1 23 24
12 12 24
22 0 22
35 35 70

0 30 30
12 5 17
23 0 23
35 35 70

2 22 24
18 13 31
15 0 15
35 35 70

0 26 26
22 8 30
13 1 14
35 35 70

Every Time I Shop
Sometimes When I Shop
Never Use List

ShopList

Total
Every Time I Shop
Sometimes When I Shop
Never Use List

ShopList

Total
Every Time I Shop
Sometimes When I Shop
Never Use List

ShopList

Total
Every Time I Shop
Sometimes When I Shop
Never Use List

ShopList

Total

Location
Coles Ascot

Coles Marsden

Woolworths Paddington

Woolworths Underwood

Male Female
Gender

Total
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HYPOTHESIS 2 (H2) 

Older men (55 years or more) are more likely than younger men 

to employ shopping lists when undertaking the grocery-shopping 

task. 

A simple crosstabulation and one-way ANOVA, combining the variables age and 

shopping list usage was employed as the testing procedure to examine this hypothesis. 

Only the male sample was included in the test.  

 

Table 4-8 – Age and Shopping List Usage crosstabulation 

 
 

The results of the one-way ANOVA produced significance scores greater than 0.05 on 

all age groups tested. Utilising a Tukey procedure, it was identified that all age group 

intervals contained a zero value, hence it is concluded that there is no difference 

between the age groups based on their employment of shopping lists.  Hence, the 

research is unable to identify a relationship between the variables, age and list usage.  

As such, hypothesis H2 is not accepted. 

HYPOTHESIS 3 (H3) 

Men visit the supermarket more frequently than women. 

A simple crosstabulation and chi-square test, combining the variables of gender and 

frequency of the shopping event, were employed to test this hypothesis. 

 

Age and Shopping List Usage Crosstabulation

Count

1 2 9 12
1 22 36 59
1 26 17 44
0 10 11 21
0 4 0 4
3 64 73 140

18 - 25
26 - 35
36 - 45
46 - 54
55 - 64

Age

Total

Every Time I Shop
Sometimes When I

Shop Never Use List

Shop List

Total
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Table 4-9 – Frequency of visit and gender crosstabulation 

 
 
This research finds that of the 140 male shoppers surveyed, 85 percent claimed to visit 

the supermarket at least four times or more per week. In contrast, only 23.5 percent of 

the female sample advised they shopped as frequently. This research also considered the 

impact of age upon the frequency of visit. Even when separating the male sample into 

defined age groups, men continued to visit the supermarket more frequently than their 

female counterparts. Pearson chi-square tests identified the existence of a relationship 

between gender and the frequency of the visit (Sig. 0.000). As a result of the analysis 

above, hypothesis H3 is accepted. 

HYPOTHESIS 4 (H4) 

Men will complete their supermarket shopping in less time than 

women. 

The table below provides the average time male and female respondents took to 

complete their grocery shopping activities. Male and female shoppers were timed from 

the moment they entered the supermarket and up until they arrived at the checkout area. 

 
Table 4-10 – Average shopping time by gender 

 
 
 
 
 
 

Frequency of Visit & Gender Crosstabulation

Count

0 8 8
10 46 56
11 53 64
46 27 73
48 6 54
10 0 10
15 0 15

140 140 280

Once a Week
Twice per Week
Three Times Per Week
Four Times per Week
Five Times per Week
Six Times per Week
Seven Times per Week

FreqShop

Total

Male Female
Gender

Total

Gender Mean Number Std. Deviation 
Male 18.87 140 10.311 

Female 38.59 140 22.241 

Total 28.73 280 19.924 
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It is evident from the above analysis that male shoppers who undertook this survey 

completed their grocery shopping in less time than female shoppers. On average, men in 

this study took 18.87 minutes to select purchases and arrive at the checkouts. Women, 

on the other hand, took 38.59 minutes on average. Similar results are identified when 

this analysis is expanded across the four suburbs. 

An independent samples T-test identifies that a significant difference exists between 

male and female grocery shoppers based on times spent shopping (Sig. 0.000). 

Accordingly, the aforementioned hypothesis H4 is accepted. 

HYPOTHESIS 5 (H5) 

Men will spend less per visit to a supermarket than women. 

The following table describes the average dollars per transaction spent by female and 

male respondents across the four suburbs where data were collected. Calculations of 

total dollars were completed in Australian currency and were identified from register 

receipt totals at the conclusion of the transaction. 

 
Table 4-11 – Average dollars spent per visit by gender by location 

 
Male shoppers spent, on average, $47 less per visit than female shoppers. As expected, 

both male and female shoppers from higher socio-economic suburbs spent more per 

transaction on average than their counterparts from lower socio-economic ones. 

Average Dollars Spent per Visit by Gender by Location

TotalValueofShop

$80.3114 35 $73.43456
$75.0314 35 $59.10397
$83.7231 35 $74.68729
$81.9034 35 $61.30632
$80.2424 140 $66.84237

$131.7817 35 $85.40944
$112.8940 35 $86.20210
$141.3566 35 $91.05264
$125.5380 35 $82.81681
$127.8926 140 $86.11036
$106.0466 70 $83.20854

$93.9627 70 $75.80546
$112.5399 70 $87.61465
$103.7207 70 $75.59432
$104.0675 280 $80.55944

Location
Coles Ascot
Coles Marsden
Woolworths Paddington
Woolworths Underwood
Total
Coles Ascot
Coles Marsden
Woolworths Paddington
Woolworths Underwood
Total
Coles Ascot
Coles Marsden
Woolworths Paddington
Woolworths Underwood
Total

Gender
Male

Female

Total

Mean N Std. Deviation
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Men in Ascot and Paddington spent an average of $81.93, as opposed to men in 

Marsden and Underwood who spent $78.46.  Female shoppers also followed this trend, 

with women in Paddington and Ascot spending $136.56 on average each visit and those 

in Underwood and Marsden spending just $118.21. Independent samples T-test 

identified that a significant difference exists between male and female grocery shoppers 

based on total value of purchase (Sig. 0.000). As such, the hypothesis H5 is accepted. 

HYPOTHESIS 6 (H6) 

Men will purchase fewer items per visit to a supermarket than 

women. 

The table below presents the average quantity of items purchased per visit to the 

supermarket for both male and female respondents. To calculate the total amount of 

items purchased per visit, respondents were encouraged to show their receipts to the 

researcher at the completion of the transaction. Item counts appeared at the bottom of 

those receipts. 

 
Table 4-12 – Average items purchased per visit by gender 

 
 

As demonstrated above, the male grocery shoppers in this study purchased 

approximately 22 items per visit to the supermarket. In contrast, female shoppers 

purchased nearly 39 items each visit. An independent sample T-test identified that a 

significant difference exists between male and female grocery shoppers based on the 

number of items purchased (Sig. 0.000). Therefore, the hypothesis H6 is accepted. 

HYPOTHESIS 7 (H7) 

Men will reference fewer evaluative criteria than women when 

making a product selection. 

Average Items Purchased per Visit by Gender

TotalItemsPurchased

22.10 140 18.391
38.81 140 25.751
30.45 280 23.852

Gender
Male
Female
Total

Mean N Std. Deviation
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The analysis of the data began by considering the mean scores of the respondents’ 

answers in relation to a set of questions based on product evaluative criteria. The 

analysis then employed an independent samples T-test to compare these means to 

identify if significant differences exist between the genders. 

A five-item Likert type scale was employed to record responses from male and 

female shoppers. Respondents were asked to rate their level of agreement (from 

strongly agree to strongly disagree) on ten variables related to the importance of product 

evaluative criteria – simply: which criteria did they believe to be important (and 

therefore reference) before making a selection. Levels of agreement were coded from 1 

(strongly agree) to 5 (strongly disagree). The tables below demonstrate the mean scores 

for each variable by gender: 

 
Table 4-13 – Mean scores on importance of evaluative criteria Table I 

 
 
Table 4-14 – Mean scores on importance of evaluative criteria Table II 

 
 

The initial inspection of the analysis identified that men appear to place less importance 

on product evaluative criteria when purchasing items in the supermarket. On all ten 

Mean Scores on Importance of Evaluative Criteria Table I

1.76 2.39 2.96 3.21 2.28
140 140 140 140 140
.517 .910 .785 .794 .612
1.09 1.51 1.75 1.89 1.41
140 140 140 140 140
.281 .581 .496 .490 .509
1.43 1.95 2.35 2.55 1.85
280 280 280 280 280
.537 .880 .892 .934 .709

Mean
N
Std. Deviation
Mean
N
Std. Deviation
Mean
N
Std. Deviation

Gender
Male

Female

Total

Price
Importance

Brand
Importance

Nutritional
Importance

Ingredient
Importance

Freshness
Importance

Mean Scores on Importance of Evaluative Criteria Table II

2.94 2.29 2.88 2.09 2.06
140 140 140 140 140
.761 .603 .683 .548 .520
1.77 1.38 1.67 1.16 1.13
140 140 140 140 140
.500 .501 .486 .365 .336
2.35 1.83 2.28 1.63 1.59
280 280 280 280 280
.868 .716 .846 .660 .638

Mean
N
Std. Deviation
Mean
N
Std. Deviation
Mean
N
Std. Deviation

Gender
Male

Female

Total

Taste
Importance

Quality
Importance

Appetising
Importance

Value
Importance

Special
Discount

Importance
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items tested, the value of the mean scores on responses for male shoppers is higher than 

the mean scores for female shoppers. This suggests that female shoppers, when asked to 

rate particular evaluative criteria, strongly agreed with the statements of importance 

more frequently. In contrast, male shoppers tended to be either neutral or disagreed with 

the level of importance placed on evaluative criteria.   

The formal testing used an independent samples T-test to compare the means for the 

two groups. A Levene’s test was used to assist in the identification of the data group 

that would be analysed. As the table below demonstrates, a low significance (Sig. 

0.000) value for the T-test was indicated on all ten items, suggesting that there was a 

significant difference between male and female grocery shoppers based on the level of 

importance placed on the tested product evaluative criteria. 

 

Table 4-15 – Independent samples test (product evaluation criteria) 

 
 
It should be noted that because different products were purchased by shoppers during 

this data collection stage it is possible differently weighted evaluative criteria may have 

been employed by each individual shopper.  Hence, internal validity can not be 

confirmed and as such, the hypothesis H7 is can not be accepted by this analysis. 

Independent Samples Test - Product Evaluative Criteria

13.636 .000

9.624 .000

15.373 .000

16.760 .000

12.845 .000

15.138 .000

13.685 .000

17.026 .000

16.805 .000

17.755 .000

Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed

Price Importance

Brand Importance

Nutritional Importance

Ingredient Importance

Freshness
Importance
Taste Importance

Quality Importance

Appetising Importance

Value Importance

Special Discount
Importance

t Sig. (2-tailed)

t-test for Equality of Means
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HYPOTHESIS 8 (H8) 

The price insensitivity of the male grocery shopper is 

significantly greater than that of the female shopper. 

A five-item Likert type scale was employed to record responses from male and female 

shoppers. Respondents were asked to rate their level of agreement (from strongly agree 

to strongly disagree) on five variables based on the extent that price affected their 

grocery shopping purchases. To enable the analysis, the levels of agreement were coded 

from 1 (strongly agree) to 5 (strongly disagree). 

To limit the respondent unwillingness error, and to ensure statements were correctly 

read and understood, the five statements included one opposing statement. During the 

data cleaning process, this group of questions was reviewed to determine whether 

respondents simply answered all four statements alike, there by contradicting 

themselves and causing data error. 

The analysis of the data began by considering the mean scores of the respondents’ 

answers in relation to a set of questions based on product evaluative criteria. The table 

below provides the mean scores of the four testable variables relating to price 

importance by gender: 

 
Table 4-16 – Extent price affects grocery shopping by gender 

 
 

The initial visual analysis identified that the mean scores for each gender were notably 

different for all five variables. It is posited that male grocery shoppers more frequently 

agreed that they were unwilling to shop around for a better price and were reluctant to 

invest time into looking for lower-priced groceries. 

Extent Price Affects Grocery Shopping by Gender

1.86 4.19 1.71 1.62 1.65
140 140 140 140 140

.946 .993 .884 .893 .913
4.27 1.69 4.14 4.11 4.15
140 140 140 140 140

.966 .906 1.008 .953 .974
3.07 2.94 2.93 2.87 2.90
280 280 280 280 280

1.538 1.571 1.541 1.552 1.567

Mean
N
Std. Deviation
Mean
N
Std. Deviation
Mean
N
Std. Deviation

Gender
Male

Female

Total

ExtraEffort
ShopAtMore

ThanOne
NotWorthThe

Time

NeverShop
AtMoreThan

One
NotWorth
TheEffort
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Male shoppers tended to disagree with statement Q22 (I will shop at more than one 

store to take advantage of low prices). In contrast, female shoppers tended to agree with 

this statement. The mean scores of female grocery shoppers on the remaining four 

statements appear to juxtapose those of the male shoppers. Simply, women advised they 

were more willing to take the time to shop around to find lower-priced groceries. 

An independent samples T-test was used to compare the means and to identify if 

significant differences existed between the genders. To ensure a more accurate picture 

of the data, the opposing statement Q24 was reversed for this stage of the analysis. As 

the table below demonstrates, a low significance (Sig. 0.000) value for the T-test was 

indicated on all five items, suggesting that there is a significant difference between male 

and female grocery shoppers based on the extent price affects their grocery shopping 

activities. 

Table 4-17 – Independent samples test (price insensitivity) 

 
As such, hypothesis H8 is accepted. 

 

HYPOTHESIS (H9) 

Men will check prices (comparison shop) less frequently than 

women. 

A five-item Likert type scale was employed to record responses from male and female 

shoppers on three statements relating to price checking in the supermarket. Respondents 

were asked to rate their level of agreement (from strongly agree to strongly disagree). 

To enable analysis, levels of agreement were coded from 1 (strongly agree) to 5 

(strongly disagree). 

The table below presents the mean scores of the respondents’ answers in relation to 

the set of questions based on price checking. 

 

Independent Samples Test - Price Insensitivity

-21.065 .000
21.998 .000

-21.439 .000
-22.584 .000
-22.159 .000

Equal variances assumed
Equal variances assumed
Equal variances assumed
Equal variances assumed
Equal variances assumed

Extra Effort
Shop at more than
ONot Worth the Time
Never Shop at more
th ONot Worth the Effort

t Sig. (2-tailed)
t-test for Equality of Means
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Table 4-18 – Degree of price checking in supermarket by gender 

 
 

The initial analysis found that men were more likely to disagree with statements such 

as: “I read the price tags of the grocery products I buy”; “Before buying a product, I 

check the price”; and “I check the prices of the grocery products I purchase”. Women 

shoppers, in contrast, tended to agree with such statements. 

An independent samples T-test was used to compare these means to identify if 

significant differences exist between the genders. As the table below demonstrates, a 

significance of less than 0.05 (Sig. 0.000) at the 95 percentile confidence level was 

indicated on all three items, suggesting that there is a significant difference between the 

means of male and female grocery shoppers based on the extent of price checking. 

 
Table 4-19 – Independent samples test (degree of price checking) 

 
 
As such, the hypothesis H9 is accepted. 

HYPOTHESIS 10 (H10) 

Men will compare product and price in store catalogues less 

frequently than women. 

Degree of Price Checking in Supermarketing Shopping by Gender

2.44 2.51 2.57
140 140 140

.892 .963 .953
1.24 1.23 1.26
140 140 140

.447 .421 .439
1.84 1.87 1.91
280 280 280

.926 .983 .991

Mean
N
Std. Deviation
Mean
N
Std. Deviation
Mean
N
Std. Deviation

Gender
Male

Female

Total

Read Price Tags
Check Prices Before

Buying
Check Prices of

Purchases

Independent Samples Test - Degree of Price Checking

14.235 .000
14.469 .000
14.821 .000

Read Price Tags
Check Prices Before
B iCheck Prices of
P h

t Sig. (2-tailed)
t-test for Equality of Means
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This study was interested in identifying differences between men and women in relation 

to the extent that each group employed store catalogues to plan grocery purchases. A 

five-item Likert type scale was employed to record responses from respondents on five 

statements relating to supermarket catalogue usage. Respondents were asked to rate 

their level of agreement (from strongly agree to strongly disagree) on these five 

statements. The table below presents the mean scores of both male and female grocery 

shoppers: 

 

 
The analysis identified a distinct difference in mean scores on the three key statements: 

“Prepare List of Specials”; “Prepare List from Catalogue”; and “Purchases Based on 

Specials”. These statements specifically address the routine of using a catalogue to plan 

purchases before arriving at the supermarket. The two remaining statements – “Know 

What to Buy” and “Well Organised” –do not demonstrate the same degree in variance 

in the mean scores, yet still provide a view that the men in this study see themselves as 

less organised and well planned as women shoppers. 

An independent samples T-test was used to more clearly identify whether significant 

differences existed between the gender subjects based on catalogue usage. As the table 

below demonstrates, a significance of less than 0.05 (Sig. 0.000) at the 95 percentile 

confidence level was indicated on all five items, suggesting that there is a significant 

difference between the means of male and female grocery shoppers based on the extent 

of catalogue usage in purchase planning. 

 

Extent of Catalogue Usage in Planning Purchases by Gender 

4.10 4.37 2.82 2.86 4.26
140 140 140 140 140
.859 .939 1.265 1.012 .926
1.57 1.51 1.30 1.24 1.59
140 140 140 140 140
.648 .673 .519 .503 .698
2.84 2.94 2.06 2.05 2.93
280 280 280 280 280

1.477 1.647 1.230 1.141 1.569

Mean 
N 
Std. Deviation 
Mean 
N 
Std. Deviation 
Mean 
N 
Std. Deviation 

Gender 
Male 

Female 

Total 

Prepare List
of Specials

Prepare List
from

Catalogue
Know What to

Buy
Well

Organised

Purchases
Based on
Specials

Table 4-20 – Extent of catalogue usage in planning purchases by gender
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Table 4-21 – Independent samples test (extent of catalogue usage by gender) 

 
 
As such, the hypothesis H10 is accepted. 

HYPOTHESIS 11 (H11) 

Men are more inclined to purchase on impulse than women. 

This research wanted to identify the variation in shopping behaviour between male and 

female grocery shoppers in relation to the degree of unplanned (impulse) purchasing. A 

five-item Likert type scale was employed to document the responses from male and 

female shoppers on nine statements relating to the extent of impulse buying. 

Respondents were asked to rate their level of agreement (from strongly agree to strongly 

disagree) on these nine statements. 

These statements also included one opposing statement Q41: “I carefully plan most 

of my purchases”. This statement was included to ensure respondents did not simply 

answer all nine statements alike. Five other statements (Q34, Q35, Q36, Q37 and Q38) 

related specifically to actual shopping behaviour and asked respondents to confirm 

‘how’ they shopped (e.g. “I often buy things spontaneously”). The three remaining 

statements (Q39, Q40 and Q42) asked respondents to rate how they ‘felt’ they shopped 

and included statements like: “Sometimes I feel like buying things on the spur of the 

moment.” The tables below present the mean scores of both male and female grocery 

shoppers’ answers in relation to the set of questions based on the extent of unplanned 

purchasing. 

 

Independent Samples Test - Extent of Catalogue Usage by Gender

27.809 .000
29.251 .000
13.164 .000
17.045 .000
27.251 .000

Prepare List of Specials
Prepare List from
C t lKnow What to Buy
Well Organised Shopper
Purchases Based on
S i l

t Sig. (2-tailed)

t-test for Equality of Means
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Table 4-22 – Extent of impulse purchasing in the supermarket by gender 

 
 
The mean scores of the answers of female shoppers were found to be higher than those 

of male shoppers, indicating that women were more inclined to either disagree or 

strongly disagree with statements relating to unplanned purchasing. Although, male 

grocery shoppers tended to remain neutral to the statements relating to impulse 

purchasing, there appears to be some mild skewing in the data towards the ‘agree’ 

measure. Female respondents predominantly agreed with the included opposing 

statement: “I plan most of my purchases carefully”. 

To more accurately gauge differences between the groups, an independent samples 

T-test was used again. As the table below indicates, a significance of less than 0.05 (Sig. 

0.000) at the 95 percentile confidence level was indicated on all nine items, suggesting 

that there is a significant difference between the means of male and female grocery 

shoppers based on the extent of unplanned purchasing during the grocery shopping 

activity.  

Extent of Impulse Purchasing in the Supermarket by Gender

2.95 3.42 3.34 3.34 3.36 2.55 2.61 2.99 3.45
140 140 140 140 140 140 140 140 140

1.121 .968 1.044 1.050 1.060 1.034 .979 .822 1.095

4.54 4.65 4.58 4.66 4.60 4.28 4.39 1.67 4.64
140 140 140 140 140 140 140 140 140

.661 .479 .614 .506 .520 .997 .801 .555 .510

3.74 4.04 3.96 4.00 3.98 3.41 3.50 2.33 4.05
280 280 280 280 280 280 280 280 280

1.214 .979 1.055 1.056 1.040 1.333 1.259 .961 1.041

Mean
N
Std.
Dev.
Mean
N
Std.
Dev.
Mean
N
Std.
Dev.

Gender
Male

Female

Total

Buy Spont
aneously

Just
Do It

Buy
Without
Thinking

See It
Buy It

Buy
Now
Think
Later

Spur Of
Moment

Buy
How I
Feel

Carefully
Plan

Reckless
Shopper
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Table 4-23 – Independent samples test (extent of impulse purchasing by gender) 

 
 
As such, the hypothesis H11 is accepted. 

HYPOTHESIS 12 (H12) 

Men will patronise fewer different supermarkets each week than 

women. 

This study was interested in detecting differences between men and women in relation 

to the number of different supermarkets they patronise each week to complete their 

grocery shopping. The analysis began with the crosstabulation below: 

 

Table 4-24 – Number of supermarkets visited by gender crosstabulation 

 
 

Immediately noticeable from the above crosstabulation table is that 75.6 percent of the 

male grocery shoppers advised that they only visited one supermarket each week. In 

contrast, 86.4 percent of the female sample advised they visited two or more different 

supermarkets weekly. The analysis of the means scores identified that, on average, men 

Independent Samples Test - Extent of Impulse Purchasing by Gender

-14.415 .000
-13.466 .000
-12.011 .000
-13.417 .000
-12.456 .000
-14.239 .000
-16.572 .000
15.672 .000

-11.685 .000

Buy Spontaneously
Just Do It
Buy Without
Thi ki I See It I Buy It
Buy Now Think
L tBuy Spur of the
M tI Buy How I Feel
Carefully Plan
I am a bit Reckless

t Sig. (2-tailed)

t-test for Equality of Means

Number of Supermarkets Visited by Gender Crosstabulation

Count

106 19 125
32 82 114

2 23 25
0 16 16

140 140 280

Only this One
Two Different Supermarkets
Three Different Supermarkets
Four or More Supermarkets

Number of
Supermarkets Visited

Total

Male Female
Gender

Total
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will visit few different supermarkets each week while women visited more than two 

supermarkets weekly. It should be recognised that although men advised they visited 

fewer supermarkets than women, analysis (see H3, p.138) has identified men visit the 

supermarket more frequently, than women.  Supported by a Chi-square test (Sig. 0.000) 

the hypothesis H12 is accepted. 

HYPOTHESIS 13 (H13) 

a. Men consider ‘weekly specials’ to be of less importance 

than women do. 

b. Men consider “well staffed serviced departments” less 

importantly than women. 

c. Men consider “being in stock of specials throughout the 

week” less importantly than women. 

d. Men consider the store characteristic of “accurate and 

friendly register operators” less importantly than women. 

e. Men consider the store characteristic of “easy parking” 

less importantly than women. 

f. Men consider the store characteristic of “well stocked 

shelves” less importantly than women. 

g. Men consider the store characteristic of “convenient 

locations” less importantly than women. 

h. Men consider the store characteristic of “cleanliness” less 

important than women. 

i. Men consider “high quality fresh food” less importantly 

than women. 

j. Men consider “low prices” less importantly than women. 

Hypothesis H13 puts forward the proposition that men will place less importance on 

supermarket store characteristics than women. In consideration of the breadth of this 

proposition, H13 has been separated into ten smaller, interdependent and more focused 
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hypotheses. Each of these (‘a’ through ‘j’) is operationalised by three statements 

relating to the importance of a particular supermarket store characteristic and measured 

across a five-item Likert type scale. The tables below demonstrate the outcomes of 

initial analysis through crosstabulation: 

 
Table 4-25 – Importance of weekly promotions 

 
 
 
Table 4-26 – Importance of service levels 

 
 

Importance of Weekly Promotions

1.84 1.99 2.04
140 140 140

.513 .635 .661
1.13 1.15 1.24
140 140 140

.336 .358 .913
1.49 1.57 1.64
280 280 280

.561 .663 .889

Mean
N
Std. Deviation
Mean
N
Std. Deviation
Mean
N
Std. Deviation

Gender
Male

Female

Total

Weekly
Specials

Regular
Discounts

Promotional
Prices

Importance of Service Levels

1.63 1.23 1.24
139 140 140
.714 .528 .548
1.66 1.53 1.57
140 140 140
.506 .529 .538
1.65 1.38 1.41
279 280 280
.617 .548 .567

Mean
N
Std. Deviation
Mean
N
Std. Deviation
Mean
N
Std. Deviation

Gender
Male

Female

Total

Well Staffed
Departments

Getting Served
Quickly No Waiting
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Table 4-27 – Importance of being in stock of specials 

 
 
 
Table 4-28 – Importance of checkout service efficiency 

 
 
 
Table 4-29 – Importance of parking access 

 
 

Importance of Being In Stock of Specials

2.07 2.21 2.01
139 140 140
.520 .534 .651
1.27 1.27 1.26
140 140 140
.446 .446 .455
1.67 1.74 1.63
279 280 280
.628 .681 .675

Mean
N
Std. Deviation
Mean
N
Std. Deviation
Mean
N
Std. Deviation

Gender
Male

Female

Total

Specials In
Stock

No Out of
Stock

Specials
Specials I

Want

Importance of Check Out Service Efficiency

2.31 2.69 1.48
139 140 140
.550 .721 .844
1.56 1.45 1.45
140 140 140
.553 .604 .554
1.93 2.07 1.46
279 280 280
.667 .907 .713

Mean
N
Std. Deviation
Mean
N
Std. Deviation
Mean
N
Std. Deviation

Gender
Male

Female

Total

Accurate
Operators

Friendly
Operators

Efficient
Operators

Importance of Parking and Access

2.20 3.01 4.34
139 140 140
.910 1.144 .775
1.46 1.82 3.67
140 140 140
.592 .931 1.166
1.83 2.42 4.01
279 280 280
.852 1.201 1.044

Mean
N
Std. Deviation
Mean
N
Std. Deviation
Mean
N
Std. Deviation

Gender
Male

Female

Total

Easy Parking Easy Access
Parcel Pick

Up
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Table 4-30 – Importance of in-stock position 

 
 
 
Table 4-31 – Importance of convenience 

 
 
 
Table 4-32 – Importance of cleanliness 

  
 
 

Importance of In Stock Position

2.17 1.96 2.36
140 140 140
.448 .548 1.824
1.52 1.44 1.47
140 140 140
.501 .512 .529
1.85 1.70 1.92
280 280 280
.575 .590 1.413

Mean
N
Std. Deviation
Mean
N
Std. Deviation
Mean
N
Std. Deviation

Gender
Male

Female

Total

Well Stocked
Shelves Stock I Want

No Out of
Stocks

Importance of Convenience

2.29 2.49 2.56
140 140 140
.715 .800 .850
1.40 1.43 1.46
140 140 140
.547 .659 .628
1.85 1.96 2.01
280 280 280
.777 .903 .929

Mean
N
Std. Deviation
Mean
N
Std. Deviation
Mean
N
Std. Deviation

Gender
Male

Female

Total

Convenient
Locations Easy to Find Easy to Get to

Importance of Cleanliness

2.60 2.56 2.81
140 140 140
.687 .741 2.588
1.39 1.22 1.22
140 140 140
.531 .434 .434
1.99 1.89 2.02
280 280 280
.863 .906 2.017

Mean
N
Std. Deviation
Mean
N
Std. Deviation
Mean
N
Std. Deviation

Gender
Male

Female

Total

Cleanliness
Hygienic

Processes

Food
Handling

Procedures
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Table 4-33 – Importance of fresh food quality 

 
 
 
Table 4-34 – Importance of competitive pricing 

 
 
A visual inspection of the above data indicated some interesting findings. On all 

measures, women considered ‘weekly promotions’ to be more important than men. 

However, men considered ‘service levels’ (on all measures) to be more important than 

women, specifically, getting served quickly without waiting. Women, more than men, 

considered ‘being in stock of specials’ to be important. Checkout efficiency produced 

mixed results. Men did not consider ‘friendly or accurate operators’ as consequential, 

but they reported that ‘efficiency’ was very important to them. ‘Parking and access to 

the supermarket’ was unimportant to men, but neither men nor women considered the 

parcel pick-up facility to be of great interest. Of the remaining characteristics: being in 

stock, convenience, cleanliness, fresh food quality and competitive pricing, more 

women than men reported these factors to be important. 

Importance of Fresh Food Quality

2.40 2.44 2.44
140 140 140
.585 .626 .659
1.39 1.43 1.42
140 140 140
.489 .511 .496
1.89 1.94 1.93
280 280 280
.740 .764 .773

Mean
N
Std. Deviation
Mean
N
Std. Deviation
Mean
N
Std. Deviation

Gender
Male

Female

Total

Quality Fresh
Food

Tasty Fresh
Food

Healthly Fresh
Food

Importance of Competitive Pricing

2.05 2.03 2.04
140 140 140
.470 .522 .521
1.22 1.19 1.20
140 140 140
.417 .396 .401
1.64 1.61 1.62
280 280 280
.607 .624 .628

Mean
N
Std. Deviation
Mean
N
Std. Deviation
Mean
N
Std. Deviation

Gender
Male

Female

Total

Low Prices
Consistent

Prices
Competitive

Prices
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     A series of independent samples T-tests were used to test for significant differences 

between the mean scores for male and female grocery shoppers. These findings are 

presented in the table below: 

 
Table 4-35 – Independent samples test (differences in mean scores) 

 

Independent Samples Test

13.788 .000

13.569 .000

8.324 .000

-.325 .745

-4.752 .000

-5.061 .000

13.805 .000

16.038 .000

11.170 .000

11.392 .000

15.554 .000

.335 .738

8.101 .000

9.567 .000

5.675 .000

11.440 .000

8.227 .000

5.563 .000

11.738 .000

12.071 .000

12.399 .000

16.549 .000

18.498 .000

7.182 .000

15.744 .000

14.846 .000

14.551 .000

15.616 .000

15.091 .000

15.161 .000

Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed
Equal variances
assumed

WeeklySpecials

Regular Discounts

Promotional Prices

Well Staffed Departments

Getting Served Quickly

No Waiting

SpecialsInstock

No Out of Stock Specials

Specials I Want

Accurate Operators

Friendly Operators

Efficient Operators

Easy Parking

Easy Access

Parcel Pick Up

Well Stocked Shelves

Stock I Want

No Out of Stocks

Convenient Locations

Easy to Find

Easy to Get to

Cleanliness

Hygienic Processes

Food Handling
Procedures
Quality Fresh Food

Tasty Fresh Food

Healthly Fresh Food

Low Prices

Consistent Prices

Competitive Prices

t Sig. (2-tailed)

t-test for Equality of Means
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The above analysis demonstrated that on all but two measures of supermarket 

characteristics, there was a significant statistical difference between male and female 

grocery shoppers. On the measures ‘well-staffed service departments’ and ‘efficient 

checkout operators’, no statistical difference was detected, suggesting that both men and 

women consider these characteristics equally important. 

The analysis of mean scores and the t-values fully supported most of hypotheses H13 

(“a” to “j”), excepting H13b and H13d. As a result of this analysis, H13 is only partially 

accepted. 

HYPOTHESIS 14 (H14) 

Younger men (54 years or less) are more inclined to grocery shop 

than older men. 

As discussed in the literature review, this research identified from secondary sources 

that male grocery shoppers tended to be younger, better educated, have higher incomes 

and were more likely to be employed in white-collar, professional occupations. 

Accordingly, it was expected to find similar results within this sample. The analysis 

begins with the crosstabulation below:  

 
Table 4-36 – Gender and age crosstabulation 

 
 

Crosstabulation results indicated that 97 percent of the male sample was aged less than 

54 years old. These male shoppers advised they were the primary grocery shopper.  

Australian Bureau of Statistics data was referenced (release date 28/7/2008 – code 

305011454) in order to identify if the age of the male shopper was disproportionate to 

the age distribution of the suburb from where the data were collected. It was identified 

that the distribution of males, aged 18-54, ranged from 58.9 percent in Marsden to 68.4 

percent in Paddington. In contrast, this research identified a higher representation of 

Gender and Age Crosstabulation

Count

12 59 44 21 4 140
21 55 40 21 3 140
33 114 84 42 7 280

Male
Female

Gender

Total

18 - 25 26 - 35 36 - 45 46 - 54 55 - 64
Age

Total
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younger male grocery shoppers. Accordingly, the hypothesis H14 is accepted by this 

analysis. 

HYPOTHESIS 15a (H15a) 

Male grocery shoppers are more inclined to be tertiary educated 

than female grocery shoppers. 

Previous studies have suggested that a higher proportion of male shoppers had attained 

an advanced level of education, such as a tertiary degree. A crosstabulation by gender 

and suburb was employed to identify the percentage of male shoppers who reported a 

high level of education. 

 
Table 4-37 – Gender and education by location crosstabulation 

 
 

The above crosstabulation table clearly identified the break-up of education levels 

across both genders and location. Once again, the higher socio-economic suburbs of 

Paddington and Ascot report a greater number of higher educated male shoppers as 

opposed to Underwood and Marsden. 

Seventy-five (53.5%) male respondents in this study reported their levels of 

education to be at a university level. In contrast, only 17.8% of female grocery shoppers 

advised they had attained a tertiary level of education. In sum, 35.65 percent of the male 

sample reported having a tertiary level of education. The Australian Bureau of Statistics 

reported in May 2005 that, on average, 21 percent of the Australian population held a 

tertiary qualification (ABS 2005c). Results of a Chi-square test indicate that a 

significant difference exists between male and female grocery shoppers based on level 

Gender and  Education by Location Crosstabulation

Count

0 6 5 20 4 35
5 19 7 3 1 35
5 25 12 23 5 70
3 9 13 8 2 35
9 18 5 3 0 35

12 27 18 11 2 70
0 0 3 28 4 35
1 17 5 10 2 35
1 17 8 38 6 70
1 9 16 9 35
5 19 5 6 35
6 28 21 15 70

Male
Female

Gender

Total
Male
Female

Gender

Total
Male
Female

Gender

Total
Male
Female

Gender

Total

Location
Coles Ascot

Coles Marsden

Woolworths Paddington

Woolworths Underwood

Grade 10
(Junior)

Grade 12
(Senior) TAFE or Trade

Under
Graduate

Post
Graduate

Education

Total
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of education (Sig. 0.000). This analysis suggests that male grocery shoppers are more 

inclined to have higher levels of education. Accordingly, hypothesis H15a is accepted. 

 

HYPOTHESIS 15b (H15b) 

Male grocery shoppers are more inclined to have higher incomes 

than the Australian national average than female grocery 

shoppers.  

Studies have argued that male grocery shoppers earn higher level incomes (Dholakia, 

Pedersen et al. 1995; Dholakia 1999). This analysis employed the crosstabulation below 

by gender and suburb to identify income brackets: 

 
Table 4-38 – Gender and income by location crosstabulation 

 
 

The Australian Bureau of Statistics reported in August 2008 that the average national 

adult full-time gross income was $49,545 (ABS 2008). However, working with this 

information, the analysis identifies that 71.4 percent of the male sample reported 

incomes higher than this national average. 

The mean score of male incomes (4.29) demonstrates that 65.1 percent of the male 

sample selected an average income bracket of between $45,000 and $54,000. In 

contrast, female grocery shoppers reported a lower mean income (2.29), between 

$30,000 and $45,000. Further, a Chi-square test demonstrated a significant statistical 

difference between male and female grocery shoppers based on income (Sig. 0.000). 

Accordingly, as hypothesised, this research accepts H15b. 

Gender and  Income by  Location Crosstabulation

Count

0 2 6 10 10 7 35
15 12 4 3 1 0 35
15 14 10 13 11 7 70

1 1 13 9 9 2 35
12 13 8 2 0 0 35
13 14 21 11 9 2 70

0 0 0 6 18 11 35
4 7 11 9 3 1 35
4 7 11 15 21 12 70
0 3 14 9 7 2 35
6 18 11 0 0 0 35
6 21 25 9 7 2 70

Male
Female

Gender

Total
Male
Female

Gender

Total
Male
Female

Gender

Total
Male
Female

Gender

Total

Location
Coles Ascot

Coles Marsden

Woolworths Paddington

Woolworths Underwood

Less Than
$30k $30k - $44k $45k - $54k $55k - $64k $65k - $74k $75k or More

Income

Total
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HYPOTHESIS 15c (H15c) 

Male grocery shoppers are more inclined to work in white-collar 

occupations than female grocery shoppers. 

The literature offers that male grocery shoppers are more likely to be employed in 

white-collar occupations. So far, this analysis has identified that the male shoppers in 

this sample have high levels of both education and income, thus, it is proposed that 

professional occupations will likely be prominent within the sample. The data collection 

tool presented a choice of five main occupational categories. The first was considered 

non-professional, these being trade/manual labour or office/clerical/retail. The second 

was considered white-collar professional – management, professional or educational. 

The crosstabulation presented below describes reported occupation by gender. 

 
Table 4-39 – Occupation and gender crosstabulation 

 
 

The table identifies that 50.7 percent of the male sample reported to be employed in 

white-collar, professional occupations. Female grocery shoppers represented only 23.5 

percent of this employment category. A Chi-square test also identified a significant 

statistical difference between male and female grocery shoppers based on occupation 

(Sig. 0.000). The Australian Bureau of Statistics, Occupation and Gender (ABS 2005c) 

mirrored these results above proportionately. It is therefore advised that although the 

proportion of male grocery shoppers employed in professional roles was not substantial, 

it was twice the size of the female contribution. This analysis accepts H15c. 

 

 

Occupation and Gender Crosstabulation

Count

58 17 75
11 86 97
39 10 49
23 4 27

9 19 28
0 4 4

140 140 280

Trade or Manual
Retail or Office Clerical
Management
Professional
Education
No Occupation

Occupation

Total

Male Female
Gender

Total
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HYPOTHESIS 16 (H16) 

There is a strong and positive correlation between men who 

undertake the grocery-shopping task and their partners’ 

employment commitments outside the home. 

It is widely accepted in the literature, and supported by the qualitative stage, that one of 

the largest contributors to men undertaking traditional female domestic roles (cooking, 

cleaning or shopping) is related to the participation rates of women in occupations 

outside the home. It is suggested that as a direct result of this increase in female labour-

force participation, men will adopt more domestic tasks such as shopping. 

A series of pre-determined responses were presented to both male and female 

shoppers directly following the question: “Which one of the following statements best 

describes your reasons for doing the grocery shopping?” An ‘other’ option was also 

provided, which allowed respondents to describe a reason not provided in the question. 

To aid this analysis, these responses were coded from 1 to 5. The crosstabulation below 

provides a summary of the responses shoppers provided when asked to identify why 

they did the grocery shopping each week. 

 
Table 4-40 – Reasons for shopping and gender crosstabulation 

 
 

Evident from the crosstabulation above is the high proportion of men who claimed they 

undertook the grocery shopping each week as a result of their partners’ employment. A 

total of 86.4 percent of the male sample claimed that female participation in the 

workforce was the main reason they did the grocery shopping each week. Although a 

high percentage of females claimed the same, an independent samples T-test identified a 

significant statistical difference between the genders based on their reasons for 

undertaking the grocery shopping (Sig. 0.000). A bivariate correlation test resulted in a 

Reason for Shopping and Gender Crosstabulation

Count

6 34 40
9 19 28
3 23 26

121 63 184
1 1 2

140 140 280

It is my Responsibility
It is on my way Home
I like to do it
My Partner Works
Other

ReasonForShopping

Total

Male Female
Gender

Total
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Pearsons’ correlation score of 0.704 (Sig. 0.033). Accordingly, hypothesis H16 is 

accepted. 

HYPOTHESIS 17 (H17) 

Male respondents strongly believe that grocery shopping is a 

joint responsibility. 

Hypothesis H16 identified that only 24.2 percent of the female sample believed grocery 

shopping was their sole responsibility. The majority believed it was a joint 

responsibility. Consequently, hypothesis H17 seeks to identify if men support this 

belief. 

A five-item Likert type scale was employed to record responses from male and 

female shoppers. Respondents were asked to rate their level of agreement, from strongly 

agree to strongly disagree, on five statements relating to their involvement in the 

grocery shopping. In an attempt to limit respondent error and to ensure that statements 

were correctly read and understood, the five statements included two opposing 

statements: Q74 and Q78. 

During the data cleaning process, this group of questions was reviewed to ensure no 

respondent simply answered all five statements alike and, therefore, contradicted 

him/herself causing data error. A crosstabulation was used to analyse this bank of 

statements. An independent samples T-test was also used to more accurately identify 

significant differences between the genders. The crosstabulation tables are presented 

below: 

 
Table 4-41 – Gender and ‘left to a woman’ crosstabulation 

 
 
 

Gender and Left to a Woman Crosstabulation

Count

10 44 44 42 140
6 47 61 26 140

16 91 105 68 280

Male
Female

Gender

Total

Strongly
Agree Agree Disagree

Strongly
Disagree

Left to a Woman

Total
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Table 4-42 – Gender and ‘happy to share’ crosstabulation 

 
 
Table 4-43 – Gender and ‘believe in joint responsibility’ crosstabulation 

 
 
 
Table 4-44 – Gender and ‘believe men should be involved’ crosstabulation 

 
 
 
Table 4-45 – Gender and ‘men should not be involved’ crosstabulation 

 
 
These crosstabulation tables provided insight into the views of male and female 

shoppers in relation to the weekly grocery-shopping exercise. Both male and female 

Gender and Happy To Share Crosstabulation

Count

66 56 5 13 0 140
62 62 2 12 2 140

128 118 7 25 2 280

Male
Female

Gender

Total

Strongly
Agree Agree

Neither Agree
or Disagree Disagree

Strongly
Disagree

Happy to Share

Total

Gender and Believe in Joint Responsibility Crosstabulation

Count

73 38 9 20 0 140
60 60 5 13 2 140

133 98 14 33 2 280

Male
Female

Gender

Total

Strongly
Agree Agree

Neither Agree
or Disagree Disagree

Strongly
Disagree

Believe in Joint Responsibility

Total

Gender and Believe Men Should Be Involved Crosstabulation

Count

71 38 8 23 0 140
65 58 2 13 2 140

136 96 10 36 2 280

Male
Female

Gender

Total

Strongly
Agree Agree

Neither Agree
or Disagree Disagree

Strongly
Disagree

Believe Men Should Be Involved

Total

Gender and Men Should Not Be Involved Crosstabulation

Count

0 33 6 40 61 140
5 15 1 69 50 140
5 48 7 109 111 280

Male
Female

Gender

Total

Strongly
Agree Agree

Neither Agree
or Disagree Disagree

Strongly
Disagree

Men Should Not Be Involved

Total
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shoppers more frequently disagreed with the statement: “Supermarket shopping should 

be left to women each week”. In contrast, the majority of both male and female 

respondents strongly agreed that they were happy to share the task and believed it was a 

joint responsibility. 

Furthermore, both genders believed men should be activity involved in the weekly 

grocery shopping. On this measure, women felt more strongly that men should be 

involved, with 87.8 percent of the sample agreeing with the statement. Both male and 

female respondents tended to disagree with the statement: “Men should not be involved 

in the grocery shopping”. In all, the analysis suggested both men and women believed 

that men should be involved each week in the grocery shopping activity. 

To more clearly identify if differences existed between male and female shoppers in 

relation to this bank of statements, an independent samples T-test was used. Table 4-43 

below provides the outcomes of this analysis: 

 
Table 4-46 – Independent samples test (grocery shopping joint responsibility) 

 
 
The independent samples T-test table above confirms that on all statements relating to 

grocery shopping joint responsibility, there are no significant differences between the 

opinions of male and female respondents. Accordingly, hypothesis H17is accepted by 

this analysis. 

HYPOTHESIS 18 (H18) 

Men who undertake the grocery-shopping task claim to enjoy the 

responsibility. 

To test hypothesis H18, a five-item Likert type scale was employed to record responses 

from male and female shoppers. Respondents were asked to rate their level of 

agreement (from strongly agree to strongly disagree) on six statements relating to the 

Independent Samples Test - Grocery Shopping Joint Responsibility

.454 .650
-.323 .747
-.059 .953
.807 .421

-.794 .428

Left to a Woman
Happy to Share
Believe in Joint
R ibilitBelieve Men Should be
I l dMen Should not be
I l d

t Sig. (2-tailed)

t-test for Equality of Means
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level of enjoyment and satisfaction in the grocery-shopping task. To draw a balanced 

response from the candidates and limit respondent error, three statements were positive 

and three statements were negative. A series of crosstabulations were employed to 

address the relationships between: age and enjoyment; occupation and enjoyment; 

education and enjoyment. 

The initial crosstabulations provided insight into the relationship between age and 

enjoyment levels of men in regard to grocery shopping. Younger male respondents 

supported positive statements like: “I look forward to my weekly grocery shopping 

trip”. The following percentages of males agreed with these statements: 

• 58 percent of 18 to 25-year-olds 

• 54 percent of 26 to 35-year-olds 

• 50 percent of 36 to 45-year-olds 

Older males tended to disagree with these types of statements: 

• 76 percent of 46 to 54-year-olds 

• 75 percent of 55 to 64 years and over. 

It appears evident that younger male shoppers (under 45 years) tend to enjoy the task, 

while in contrast, men over 46 years do not. 

The analysis then considered the relationship between occupation and enjoyment 

levels. Positive statements, such as, “I enjoy grocery shopping”, were supported by all 

occupational groups, other than ‘Trade or Manual Labour’. In total, 74.2 percent of 

those respondents employed in trade or manual labour occupations disagreed with such 

statements. 

The analysis of the relationship between occupations and enjoyment levels found 

that those in management and professional occupations tended to enjoy the grocery-

shopping activity. Only the trade and/or manual handling occupations appeared to show 

some resistance to the task. 

In the final stage of this analysis, consideration was given to the relationship between 

education and the enjoyment levels of grocery shopping. Both undergraduate male 

respondents (61.5%) and postgraduate male respondents (70%) supported positive 

statements like: “I like doing the grocery shopping each week”. However, men with 

only a high-school education or less were more likely (58%) to disagree with positive 

statements regarding grocery shopping. This analysis of the relationship between 
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education and shopping enjoyment identified that male shoppers with higher levels of 

education tended to enjoy the grocery shopping activity while, in contrast, male 

shoppers with lower levels of education do not.  

Accordingly, hypothesis H18 is not supported. Analysis finds that younger, better 

educated male shoppers, employed in professional, white collar occupations claim to 

enjoy the task of grocery shopping. In contrast however, older, less educated men, 

employed in blue collar industries did not support positive comments regarding 

enjoyment levels. Hence, this thesis can not broadly claim ‘all’ male shoppers enjoy the 

activity. 

OTHER QUANTITATIVE ANALYSIS 

There have been several international studies that have examined behavioural 

differences between male and female shoppers in relation to; frequency of visit, funds 

spent, items purchased, stores visited and speed of shopping. The analysis above has 

addressed each of these aspects, H3 to H6, separately. However, when these factors are 

examined together, a broader picture of male grocery shopping emerges.      

This study presented above a Crosstabulation table demonstrating the frequency of 

grocery shopping by men and women. Extension of this analysis identified similar 

findings when distributed over the four suburbs from which data were collected. This 

research also sought to identify if men and women chose different days to shop. The 

crosstabulation below demonstrates the most frequent days both genders chose to shop. 

 
Table 4-47 – Gender and chosen days to shop 

 
 

In regard to this sample, men generally chose to shop on weekdays. On weekends, 

women reported shopping more frequently than men. 

The research also identified differences between male and female grocery shoppers 

based on the time of the day they visited the supermarket. The majority of male grocery 

shoppers elected to shop either after work or late in the evening. Women were more 

Gender and Chosen Days to Shop

Count

88.6% 54.3% 70.0% 85.0% 74.3% 25.7% 57.9% 140
57.1% 21.4% 22.1% 59.3% 30.0% 33.6% 67.1% 140

280

Male
Female

Gender
MON TUES WED THURS FRI SAT SUN

DAYS
Total
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likely to visit the supermarket in the morning or during the day, as the below 

Crosstabulation describes. 

 

Table 4-48 – Gender and time of visit crosstabulation 

 
 

Overall, this research found that men visited the supermarket almost twice as much as 

women and were more likely to visit supermarkets after work or late in the evening. 

Women, in contrast, visited the supermarket a little over twice per week and were more 

likely to shop early or on weekends. 

This research also found that men completed their grocery shopping in less time than 

women, see H4. The table below provides the average time male and female 

respondents took to complete their grocery shopping activities. 

 
Table 4-49– Average Shopping Time by Gender 

Gender Mean No. Std. Deviation 

Male 18.87 140 10.311

Female 38.59 140 22.241

Total 28.73 280 19.924

Total Shopping Time  
 

On average, men in this study took 18.87 minutes to select purchases and arrive at the 

checkouts. Women, on the other hand, took 38.59 minutes on average. Similar results 

are identified when this analysis is expanded across the four suburbs. 

This research also confirmed that men spent fewer dollars per visit to a supermarket 

than women, see H5. The following table describes the average dollars per transaction 

spent by female and male respondents. 

 

Gender & Time of Visit Crosstabulation

Count

10.7% 5.0% 12.8% 0.0% 42.9% 15.7% 12.9% 140

26.4% 23.57% 14.3% 11.4% 4.2% 0.01% 19.3% 140

280

Male
Female

Mornings
During
the Day

During my
Lunch
Break Afternoon

After
Work

Late
Evenings

No
Specific

Time

ShopTime

Total
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Table 4-50 – Average dollars spent per visit by gender 

 
 

Male shoppers spent, on average, $47 less per visit than female shoppers. However, as it 

was found that men spent less time grocery shopping, it was expected that they would 

spend less per visit. When these factors are taken into consideration together and the 

average spend divided by the minutes shopped, it was discovered that men, in fact, 

spent more per minute than women.  

 
Table 4-51 – Average dollars spent per minute by gender 

 

The study also found that men purchased fewer items per visit, H6. However, this was 

expected considering the pace and frequency of the shop. Simply, because men were 

found to shop more quickly and more frequently than women, it was also expected to 

find they purchased fewer items per visit than women. The table below presents the 

average quantity of items purchased per visit to the supermarket for both male and 

female respondents. 

 
Table 4-52 – Average items purchased per visit by gender 

 
 

Average Dollars Spent per Visit by Gender

TotalValueofShop

$80.2424 140 $66.84237
$127.8926 140 $86.11036
$104.0675 280 $80.55944

Gender
Male
Female
Total

Mean N Std. Deviation

Average Dollars Spent per Minute by Gender

TotalValueofShop

80.24 18.87 $4.25
$127.89 38.59 $3.31

Gender
Male
Female

Mean Dollars Spent Mean Minutes Shopped Dollars per Minute

Average Items Purchased per Visit by Gender

TotalItemsPurchased

22.10 140 18.391
38.81 140 25.751
30.45 280 23.852

Gender
Male
Female
Total

Mean N Std. Deviation



168 
 

As demonstrated above, male grocery shoppers in this study purchase approximately 22 

items per visit to the supermarket. In contrast, female shoppers purchased nearly twice 

that amount, 39 items. However, when these two factors are considered together, 

average items purchased and time spent shopping, only a slight variance in numbers 

was evident. As the table below demonstrates, men purchased, on average, 1.17 items 

per minute, while women purchased about one item per minute. 

 
Table 4-53 – Average items purchased per minute by gender 

 
 

To conclude, although initial testing identified men spent fewer dollars per visit to the 

supermarket than women, when the number of items purchased in considered, men in 

fact spend more per minute. This may be the result of poor planning, such as a failure to 

use shopping lists, to limit expenditure, limit comparison shopping, failure to reference 

price or intentional because they planned to re-visit the supermarket in the coming days. 

Finally, although men appeared to purchase fewer items per visit, when this variable 

was related to time spent shopping, both male and female shoppers purchased 

comparable quantities. Such findings proffer that today, men are equally as important to 

Australian supermarkets as women shoppers. 

4.7 CONCLUSION OF QUANTITATIVE STAGE 

This first stage of analysis presents the findings of the data collected from 280 grocery 

shoppers across four Brisbane supermarkets over three months in 2007. The collected 

data was entered into SPSS Graduate Version v15 for analysis. Initial checks of 

demographic data identified that the study had captured a wide cross-section of 

Brisbane supermarket shoppers with respect to age, income, education and occupation. 

Eighteen research hypotheses were tested using a variety of quantitative processes. The 

quantitative outcomes have supported much of the earlier qualitative findings. 

In regard to the extent of planning, the analysis found that men were less likely than 

women to employ lists when shopping for groceries. However, this research was unable 

Average Items Purchased per Minute by Gender

TotalValueofShop

22.10 18.87 1.171
38.81 38.59 1.005

Gender
Male
Female

Mean Items
Purchased Mean Minutes Shopped

Items Purchased per
Minute
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to support the claim that older men were more inclined to use lists. The research did 

find that men visited the supermarket more frequently than women. They also spent less 

time in the supermarket (about 50% less) than women shoppers. The research also 

found that men spent less per visit and purchased approximately 40 percent fewer items. 

This research identified that men considered product evaluative criteria (such as 

price, brand and packaging) as being less important than women. Accordingly, the 

research also found that men were less price-sensitive than female grocery shoppers. It 

was recognised that men limited their comparison shopping, and infrequently referenced 

‘specials’ catalogues before shopping, a mannerism possibly related to the lack of 

planning identified in the earlier analysis. Men also claimed to purchase more 

unplanned (impulse) items than women. 

This research found that men visited fewer supermarkets each week than women, but 

when considering important store characteristics, discovered mixed results. Well-staffed 

service departments and efficient checkout operators were considered important by both 

male and female shoppers. Men rated the remaining store characteristics (such as 

friendly operators, parking, being in-stock of inventory, convenient locations, hygienic 

practices, quality of fresh food and competitive pricing) less important than women did. 

Younger, better-educated, white-collar, professional, male shoppers were more 

pronounced in the sample interviewed for this study. This cohort also claimed to enjoy 

the task of weekly grocery shopping, while older, less educated, non-professional men 

did not. 

A majority of male shoppers claimed to undertake the grocery-shopping activity as a 

direct result of their partners’ paid employment outside the home. Finally, most male 

shoppers reported that they considered grocery shopping to be a joint responsibility and 

no longer a role specifically associated with women. In the proceeding, the research 

adopts a cluster analysis technique to explore potential homogeneous clusters that may 

be present within the male grocery shopper cohort. 

4.8 CLUSTER ANALYSIS: AN INTRODUCTION 

In the first stage of the quantitative analysis, the research dealt with the identification of 

significant differences between male and female shoppers in relation to how they 

purchased products in a supermarket. The objective of the following stage was to 

identify and interpret homogeneous groups of male shoppers. In other words, the 
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intention was to ascertain if different types of male grocery shoppers were evident 

within the collected sample. This analysis used a cluster analysis technique. 

4.8.1 Cluster analysis –justification 

The term cluster analysis encompasses a number of different algorithms and methods 

for grouping objects of a similar kind into respective categories (Brace 2006). It is, 

essentially, an exploratory tool which aims at sorting different objects into groups in a 

way that the degree of association between two objects is maximal if they belong to the 

same group and minimal otherwise (Coakes 2006). The technique can be employed to 

identify homogeneous groups within the data without explaining why they exist 

(Norusis 1990) – the interpretation of the data is left to the researcher. 

One of the first questions faced by researchers using this technique involves the 

organisation of data into structures, also know as cases (Hinton 2004). To achieve this, 

the questionnaire survey was constructed into defined blocks of Likert-type scaled 

questions. These banks of questions specifically related to important constructs to be 

measured and interpreted. These eight constructs, defined below, form the cases that are 

employed to align specific groups within the data: 

1. Shopping responsibility: five items related to identifying the male shoppers’ 

opinion of who should be responsible for grocery shopping, and whether they 

share the responsibility. 

2. Shopping enjoyment: six items that identified if male grocery shoppers enjoy the 

grocery-shopping activity. 

3. Store characteristics: thirty items that identified the level of importance placed 

on ten specific store characteristics by male shoppers (e.g. helpful staff, efficient 

checkouts, easy parking, being in-stock of specials). 

4. Comparison shopping: five items that identified the male shoppers’ propensity 

to shop around and to visit other supermarkets on a weekly basis. 

5. Price sensitivity: three items that identified how often male shoppers checked 

prices on products before purchase. 

6. Catalogue usage: five items that identified how often male grocery shoppers 

referenced store catalogues before shopping. 

7. Unplanned purchasing: nine items that identified the level of impulse buying 

(unplanned purchasing) by male shoppers during grocery shopping. 
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8. Evaluative criteria referenced: ten items that identified the level of importance 

placed on product evaluative criteria by male grocery shoppers (e.g. price, 

freshness, brand, special discounts). 

4.8.2 Cluster analysis – process 

Identification of constructs 

An objective of this research was to identify distinctive, substantial and robust 

constructs from which cases or clusters would be established. These constructs have 

been described and discussed above. To begin this process, the questionnaire survey 

was reviewed and divided into measurable themes (i.e. price sensitivity, unplanned 

purchasing, shopping enjoyment). Second, the literature was reviewed in an attempt to 

identify common constructs that had been used in other studies of male shopper 

behaviour. These constructs have been discussed in detail and a summary provided in 

the literature review component of this thesis. Third, dichotomous questions and simple 

ordinal scales, such as age and education levels, were omitted as they lacked the 

robustness for cluster analysis. At the completion of this phase, 73 Likert-type scale 

items remained that related to eight specific behavioural constructs, as illustrated above. 

Reversing negatively-worded items 

To reduce response bias, there were several items in each group of scales that were 

negatively worded within the questionnaire survey. To prepare the data for analysis and 

calculate a total score for the summated scales, these negatively-worded items were 

reversed (Pallant 2007). A transform and recode procedure was conducted on 

negatively-worded items using SPSS version 15 before the calculation of the summated 

scale was attained. 

Reduction of data – factor analysis 

Factor analysis was employed as a data-reduction technique (Pallant 2007). The 

objective was to take the large set of identified variables and reduce or summarise these 

using a smaller set of factors or components. This was done by looking for ‘clumps’ or 

groups among the inter-correlations of the set of chosen variables (Pallant 2007). This 

technique is used extensively by researchers to prepare data for further testing (Coakes 

2006; Pallant 2007). There are two main approaches to factor analysis: exploratory and 



172 
 

confirmatory. An exploratory factor analysis was used for this research, as the aim at 

this stage was to identify the interrelations between selected sets of items. 

As discussed earlier, after the first two stages of data preparation, 73 Likert-type 

scale items remained, and these related to eight specific behavioural constructs. To 

prepare this data for cluster analysis, exploratory factor analysis was used to test the 

suitability of these items to be compressed into the eight cases. This assessment focused 

on sample size and the strength of the relationship between the variables. It has been 

argued that sample sizes of between 140 and 160 are sufficient for factor analysis if 

solutions have several high-loading marker variables, above 0.60 (Pallant 2007). This 

study draws from a sample size of 140 male grocery shoppers and tests have confirmed 

KMO values, in most cases, to be over or very close to 0.80. 

A series of factor analyses were carried out on the 73 items across the eight case 

groups of proposed constructs and the findings are illustrated below. 

 
Table 4-44 – Case groups of proposed constructs 

CONSTRUCT NUMBER 
OF ITEMS 

KMO (Greater 
than 0.60) BARTLETTS’ TEST 

Shopping Responsibility 5 0.885 P = 0.000 

Shopping Enjoyment 6 0.821 P = 0.000 

Store Characteristics 30 0.756 P = 0.000 

Comparison Shopping 5 0.843 P = 0.000 

Price Sensitivity 3 0.769 P = 0.000 

Catalogue Usage 5 0.798 P = 0.000 

Unplanned Purchasing 9 0.898 P = 0.000 

Evaluative Criteria Referenced 10 0.814 P = 0.000 

 

To verify that the selected data was suitable for factor analysis (reduction), two checks 

were performed on the output. The Kaiser-Meyer-Olkin measure of sampling adequacy 

(KMO) output was reviewed to ensure value was over 0.60 (Pallant 2007) and Bartlett’s 

test of sphericity was checked to ensure significance levels of 0.05 or less (Coakes 

2006; Pallant 2007). The table above demonstrates that of the items tested, all were 

within these parameters and, accordingly, were considered suitable for factor analysis. 

Therefore, the eight constructs above became the cases against which the clusters would 

be tested. 
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Choice of cluster analysis technique 

Several types of clustering techniques were considered: two-way clustering, tree 

clustering and k-means clustering. Two-way and tree clustering are probably the least 

commonly used methods and, therefore, were not considered for this analysis (Norusis 

2004). K-means clustering was employed because of the ability to pre-set the number of 

clusters to be formed based on the hypotheses or an agglomeration schedule (Pallant 

2007). 

Cluster analysis procedures 

The agglomeration schedule table shows how the cases are clustered together at each 

stage of the cluster analysis. In the example below, seven clusters are formed by 

merging cases a step at a time into clusters, until all cases are joined in one big cluster 

(Coakes 2006). At each stage, one case or cluster is joined with another case or cluster. 

When clusters or cases are joined, they are subsequently labelled with the smaller of the 

two cluster numbers. 

 
Table 4-45 – Agglomeration schedule 

 
 

The coefficients column indicates the distance between the two clusters joined at each 

stage. The values here depend on the proximity measure and linkage method used in the 

analysis. Similar to previous research techniques, the Ward method was employed 

(Norusis 2004; Coakes 2006). To identify how many clusters should be formed, the 

literature states that one should see a sudden jump in the distance coefficient as one 

reads down the table (Coakes 2006). The stage before the sudden change indicates the 

optimal stopping point for merging clusters. As demonstrated in the agglomeration 

Agglomeration Schedule

2 6 764.000 0 0 3
4 7 2179.000 0 0 4
2 3 5249.667 1 0 6
1 4 10244.000 0 2 5
1 5 21356.667 4 0 6
1 2 57174.571 5 3 7
1 8 293739.375 6 0 0

Stage
1
2
3
4
5
6
7

Cluster 1 Cluster 2
Cluster Combined

Coefficients Cluster 1 Cluster 2

Stage Cluster First
Appears

Next Stage
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schedule table above, there is a sudden change in the distance coefficients after Stage 2 

(2179.000), jumping to Stage 3 (5249.667). Five stages (3 to 7) remain after this 

identified increase in distance – therefore, a five-cluster solution is established. 

The hierarchical cluster analysis table below graphically demonstrates how the five 

clusters are related, and this aids in the interpretation of the data. 

 
Table 4-46 – Hierarchical cluster analysis 

Dendrogram using Ward Method - Rescaled Distance Cluster Combine 
 
C A S E 
Label Number+---------+---------+---------+---------+---------+ 
 
Comparis 2òø 

Shopping 6òôòòòòòø 

Pricesen 3ò÷     ó 

Catalogu 4òø     ùòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòø 

Shoppi_1 7òôòø   ó                                         ó 

Evaluati 1ò÷ ùòòò÷                                         ó 

Unplanne 5òòò÷                                             ó 

Storecha 8òòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòòò÷ 

 

It is possible to interpret the clusters by observing which cases are grouped together 

(Coakes 2006). The interpretation will be addressed in the next section. The table below 

more clearly describes the case label codes as described in the hierarchical cluster 

analysis table above. 

 
Table 4-47 – Case label codes (Hierarchical cluster analysis) 

CASE 
NUMBERS 

CASE LABEL DESCRIPTION OF CASE LABEL 

1 Evaluati The importance of product evaluative criteria  

2 Comparis The propensity to compare prices and shop around  

3 Pricesen The importance of price in the decision to purchase  

4 Catalogu The propensity to employ catalogues for planning 

5 Unplanne The propensity to purchase unplanned, impulse items 

6 Shopping Equality in grocery shopping responsibility 

7 Shoppi_1 Level of enjoyment of grocery shopping 

8 Storecha Importance of store characteristics 
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Exploratory Factor Analysis was conducted to identify the percentage of the population 

within each cluster.  Referencing the Squared Euclidean Distance, the case processing 

summary identified that 97.1% of the male sample (136 respondents) was effectively 

captured within the five identified clusters, discussed below. The remaining 2.9% fell 

outside these five clusters and were considered outliers.  The outliers represented only 

four cases and are not considered crucial to the overall analysis.     

 

Cluster One – Mr Budget Conscious was the most dominant cluster, capturing 35.3% of 

cases.  This group was then followed by Cluster Five – Mr Convenience with 23.5% 

and Cluster Three – Mr Egocentric with 22.8% of cases. Cluster Four – Mr Equitable 

represented 15.4% of cases. The smallest group, Cluster Two – Mr Controlled, captured 

3.6% of cases.  It is therefore argued that nearly sixty percent of the male grocery 

shopper sample fell into two categories, budget conscious and convenience.  An 

interpretation of these clusters is presented in more detail below. 

4.9 CLUSTER ANALYSIS INTREPRETATION 

Each of the eight cases described above are either positively or negatively related to 

each cluster – that is: the first cluster identified in the hierarchical cluster analysis (table 

4.46) is a three-case cluster containing ‘Comparis 2’, ‘Shopping 6’and ‘Pricesen 3’. It 

is, therefore, interpreted that men in this cluster will compare prices of products, 

consider grocery shopping to be a joint responsibility and will be price sensitive. The 

remaining five cases are not linked, i.e. negative, to this cluster, therefore, it may be 

interpreted that such men, do not reference other product evaluative criteria (other than 

price), will not use catalogues to plan, will not make unplanned purchases when 

shopping, do not enjoy the task, and do not consider store characteristics highly 

important. In interpreting the data in this way, this research developed five distinct 

clusters of male shoppers as described below. 
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4.9.1 Cluster one – Mr Budget Conscious 
Table 4-48 – Male shoppers (Cluster 1) 

CLUSTER 1 DESCRIPTION – MR BUDGET-CONSCIOUS 

Shopping responsibility 
Considers the task of grocery shopping to be a joint responsibility and will 
undertake the task when asked. 

Shopping enjoyment 
Does not enjoy the task of shopping when involved in the activity because they 

ultimately believe this to be ‘women’s work’. 

Store characteristics 
Places little importance on specific store characteristics. They want to get in and 

out quickly. 

Comparison shopping 
Is likely to shop around to find lower-priced items; will purchase 
unbranded, generic products or lower-quality items. 

 
Price sensitivity 

 
Will check the prices of products in the supermarket before purchase. 

Catalogue usage 
Generally will not read special catalogues before shopping. Will not use 

catalogues to plan purchases. 

Unplanned purchasing 
Will not purchase impulse or unplanned items during grocery shopping as they 

have a set budget to work to. 

Evaluative criteria 
referenced 

Does not consider the complexities of specific product evaluative criteria (brand, 

packaging or freshness) during the shopping exercise. Convenience is not 

important 

 

This cluster has been labelled ‘Mr Budget-Conscious’ because men that fell into this 

group demonstrated a strong association towards price checking and shopping around 

for value. Male respondents in this cluster did not consider grocery shopping to be the 

sole responsibility of their female partner and felt compelled to assist in this activity if 

asked. These men may choose to grocery shop to control household financial 

expenditure. These male shoppers did not enjoy the task, considering it a chore. Mr 

Budget-Conscious types did not consider store characteristics to be of great importance 

when shopping. As such, friendly staff, convenient locations, easy access, cleanliness 

and quality rated lowly on their questionnaires. 

Cluster one respondents are likely to visit different supermarkets during the week in 

an attempt to save money on lower-priced products. They are also conscious of product 

price and will check the prices on products before purchase. Interestingly, though, these 

men do not read weekly supermarket catalogues, and it is suggested this is related to a 

lack of planning rather than price consciousness. As these men visit different 

supermarkets throughout the week as a normal course of action, they may reference 

price and product at a store level rather than employing a catalogues as a planning tool. 

These men did not purchase unplanned items or little luxuries during their shopping 

exercise and, again, this relates to a lack of disposable income. Finally, this group of 
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men do not extensively reference product evaluative criteria such as, brand, freshness, 

ingredients, quality, nutritional information and taste. Again, this is possibly related to 

budgetary constraints or a desire to expedite the shopping task. 

4.9.2 Cluster two – Mr Controlled 
Table 4-49 – Male shoppers (Cluster 2) 

CLUSTER 2 DESCRIPTION – MR CONTROLLED 

 
Shopping responsibility 
 

Considers the task of grocery shopping to be essentially ‘women’s work’, but will 

undertake the task when asked. 

 
Shopping enjoyment 
 

Does enjoy the task of shopping when involved in the activity.  

 
Store characteristics 

Places little importance on specific store characteristics. They want to get in and 

out quickly.  

 
Comparison shopping 

Is unlikely to shop around to find lower-priced items; will not purchase 

unbranded, generic products or lower-quality items. 

 
Price sensitivity 

Is not price sensitive. Considered brand and quality more importantly than just 

price.  

 
Catalogue usage 

Generally will read catalogues before shopping. Will use catalogues to plan 
purchases. 

 
Unplanned purchasing 

Will not purchase impulse or unplanned items during grocery shopping because 

of pre-planning. 

Evaluative criteria 
referenced 

Does consider the complexities of specific product evaluative criteria, 
such as brand, during shopping.  

 

This cluster has been labelled ‘Mr Controlled’ as men that fell into this group 

demonstrated a clear intention towards planning and complex decision-making. Men in 

this group considered importantly aspects of product evaluative criteria before making a 

selection. Criteria such as brand, quality, freshness, taste and nutritional were deemed 

important. Accordingly, these same men demonstrated a lack of interest in product price 

and comparison shopping, and were prepared to pay more for better quality products. 

They also appeared to reference store catalogues, not to save money, but to prepare and 

plan for the shopping task. 

Mr Controlled type shoppers advised they enjoyed the task, and this may be related 

to the extensive search and product evaluation they undertake in the supermarket 

(hence, ‘hunter/gatherer’). Further, men who fell into this cluster considered that 

grocery shopping was still a female responsibility, however, they were prepared to 

undertake the activity under duress. Mr Controlled type men, similar to Mr Budget-
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Conscious ones, did not consider store characteristics to be of great importance when 

shopping. 

It appears that they have a prepared list of purchases, have considered purchases 

before visiting the supermarket, and are prepared to spend time evaluating products in 

the supermarket. Therefore, friendly staff and easy access to car parks were not 

considered important. These men are unlikely to make unplanned or impulse purchases 

as a result of their planning activities. 

4.9.3 Cluster three – Mr Egocentric 
Table 4-50 –Male shoppers (Cluster 3) 

CLUSTER 3 DESCRIPTION – MR EGOCENTRIC 

Shopping responsibility 
Does not consider the task of grocery shopping to be a joint responsibility, but 

more a responsibility of his female partner. 

Shopping enjoyment Does enjoy shopping.  

Store characteristics 
Places little importance on specific store characteristics, such as friendly, helpful 

staff, speedy, accurate checkouts and inventory levels.  

Comparison shopping 
 

Is unwilling to shop around to find lower-priced items. 

Price sensitivity 
Generally does not check the prices of products before purchasing in the 

supermarket.  

Catalogue usage Will read catalogues before shopping and uses these to plan purchases.

 
Unplanned purchasing 

Will purchase unplanned or impulse items during grocery shopping. 

 
Evaluative criteria 
referenced 

Does consider the complexities of specific product evaluative criteria 
(brand, packaging or freshness)while shopping.  

 

This cluster has been labelled ‘Mr Egocentric’ as men that fell into this group displayed 

similar behaviour to Mr Controlled, but also demonstrated a penchant for purchasing 

unplanned items, impulse purchasing or little luxuries. Similar to the Mr Controlled 

type shopper, Mr Egocentric types enjoyed the activity of shopping, used catalogues to 

aid with planning or to identify new products, and undertook extensive product 

evaluation before purchase. In contrast to the Mr Controlled types, Mr Egocentric men 

made unplanned purchases of items to compensate for their time spent (sacrificed) 

grocery shopping. 

Store characteristics, incorporating; service levels, efficiency, easy access and 

convenience, were not deemed important to this group. They were unwilling to shop 

around to find lower prices or check prices on products before purchase. This is, 

possibly, because they had set routines, like Mr Controlled, had prepared lists from 
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catalogues, or were more concerned with product criteria like freshness, quality and 

taste, rather than price. Male respondents who fell into this cluster did not consider that 

grocery shopping was a joint familiar responsibility. Still, they undertook the task to 

control expenditure, to assist a working partner or because they enjoyed the trill of the 

hunt and the purchase of little luxuries, but, ultimately, they would relinquish the role if 

given the opportunity. 

4.9.4 Cluster four – Mr Equitable 

Table 4-51 – Male shoppers (Cluster 4) 

CLUSTER 4 DESCRIPTION – MR EQUITABLE 

Shopping 
responsibility 

Considers the task of grocery shopping to be either a joint responsibility or 
personal responsibility. 

 
Shopping enjoyment 

Does enjoy the task. 

Store characteristics 
Places little importance on specific store characteristics, such as friendly, helpful staff, 

speedy, accurate checkouts and inventory levels. 

 
Comparison  
shopping 

Is willing to shop around to find lower-priced items. 

 
Price sensitivity 

Will check the prices of products before purchase. 

 
Catalogue usage 

Will read catalogues before shopping to plan purchases. 

 
Unplanned 
purchasing 

Will purchase unplanned items during grocery shopping. 

Evaluative criteria 
referenced 

Considers the complexities of specific product evaluative criteria (such as 
price, brand or freshness)while shopping. 

 

This cluster has been labelled “Mr Equitable” as men that fell into this group 

demonstrated a balance between the previous three clusters. They presented budget-

conscious behaviour, controlling behaviour and egotistical behaviour. 

Men from this group were price sensitive, compared prices, shopped around for 

specials, used catalogues to plan purchases and considered product evaluative criteria 

importantly. They enjoyed the grocery-shopping task, but also purchased unplanned or 

impulse products as compensatory behaviour. Male respondents who fell into cluster 

four considered that grocery shopping was a household activity that should be equally 

shared between males and females. Interestingly, men in this cluster did not place great 

importance on store characteristics like service levels, car parking facilities, convenient 

locations or cleanliness. 
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4.9.5 Cluster five – Mr Convenience 
Table 4-52 – Male shoppers (Cluster 5) 

CLUSTER 5 DESCRIPTION – MR CONVENIENCE 

Shopping 
responsibility 

Considers the task of grocery shopping to be either a joint or personal 
responsibility. 

Shopping enjoyment Does enjoy shopping.  

Store characteristics 
Places great importance on specific store characteristics, such as friendly, 
helpful staff, speedy, accurate checkouts and inventory levels..  

Comparison 
shopping 

Is willing to shop around to find lower-priced items. 

 
Price sensitivity 

Will check the prices of products before purchase.  

 
Catalogue usage 

Will read catalogues before shopping and uses these to plan purchases. 

 
Unplanned 
purchasing 

Will purchase unplanned items during grocery shopping. 

Evaluative criteria 
referenced 

Considers the complexities of specific product evaluative criteria, such as 
price, brand or freshness during shopping.  

 

The final cluster has been labelled ‘Mr Convenience’ as men that fell into this group 

demonstrated all the attributes of the previous four clusters, but also regarded specific 

store characteristics to be important. Mr Convenience types considered weekly specials, 

well-staffed service departments, store inventory levels, efficient register operators, car-

parking facilities, convenient location, cleanliness, fresh food quality and consistent 

pricing to be important factors. They wanted the supermarket to work for them. 

Similar to other clusters, male shoppers in this group considered supermarket 

shopping to be a joint responsibility and enjoyed the activity. These men placed 

importance on price and value for money. They were more willing to shop around to 

find lower prices. Cluster five men also appeared to use catalogues to plan purchases. 

Men within this group purchased unplanned items while grocery shopping. Finally, this 

group of men will reference product evaluative criteria extensively before purchase. 

4.10 CLUSTER ANALYSIS CONCLUSION 

The analysis of the sample of 140 male grocery shoppers has identified five distinct, yet 

interrelated clusters. These five clusters represented 97.1% of the sample. Anecdotal 

research has often suggested that men do not like to shop, lacked interest in the activity 

and only undertook the task under duress from their partners. Interestingly, this classic 

version of the male grocery shopper was not specifically identified in any cluster.  The 
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most dominant cluster, ‘Mr Budget-Conscious’ advised an interest in price comparison 

shopping and bargain hunting, although did admit a lack of interest or enjoyment with 

the task. It should be noted that in earlier analysis older, less educated, working class 

men also reported a lack of enjoyment with grocery shopping. It is possible a 

relationship exists between this group of respondents and a need to budget household 

expenditure. The remaining clusters produced shopping characteristics in men that 

suggested a real interest and control over the activity. These four clusters suggested an 

enjoyment related to the task and a view that grocery shopping could no longer be 

considered simply ‘women’s work’. A summary is presented below: 

               Mr Budget-Conscious:  Visits different supermarkets and compares 

prices to save money. 

 Mr Controlled: Enjoyed the planning process, considered 

complex product evaluative criteria as important 

and will not purchase unplanned items. 

 Mr Egocentric: Purchased unplanned items or ‘little luxuries’ to 

compensate for his time spent shopping. 

 Mr Equitable: Enjoyed shopping, considered it to be a joint 

responsibility, was conscious of saving money 

and actively planned the event. 

 Mr Convenience: Is willing to shop around and is influenced by 

the ease of parking, ease of access, efficient 

service, inventory levels, consistent pricing and 

well-staffed departments. 

The adoption of a cluster analysis technique produced a more in-depth understanding of 

the male grocery shopper. The classic view that men hate grocery shopping and are 

generally relegated to being dragged around supermarkets by their female partners does 

not appear validated in this research. In the following chapter, a comprehensive 

discussion of the findings is presented as well as the potential managerial implications 

for this research. 
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CHAPTER 5 

5 DISCUSSION  

5.1 INTRODUCTION 

This thesis seeks to explain the increase within the Australian market of male grocery 

shoppers and to examine the behaviour of such shoppers. Essentially, it investigates to 

what extent modern societal factors have influenced Australian males to undertake the 

role as the main grocery shopper, and how these men differ behaviourally from that of 

the traditional female grocery shopper. Just as importantly, this research has identified 

specific cohorts of male grocery shopper types. The following chapter provides a 

comprehensive discussion of the findings and research outcomes.  

This chapter is separated into three distinct sections. The first addresses the 

identification of modern societal factors which encourage more Australian men into 

supermarkets each week. The second discusses significant differences between male 

and female grocery shoppers as detected within the research, and makes reference to the 

theoretical constructs of thrift and sacrifice. The third section explains the five specific 

cohorts of Australian male grocery shoppers this research has identified through cluster 

analysis.  

5.2 INCREASED MALE GROCERY SHOPPING PARTICIPATION RATES 

This research began by seeking reasons as to why more men are shopping at 

supermarkets on a regular and consistent basis. A literature review, discussion with 

male shoppers during the shopping activity and quantitative questionnaire surveys, gave 

rise to five distinct drivers. These social drivers have been determined to be; 

1. An increase in female labour force participation;  

2. Improved equality in education between the genders;  

3. The role of feminism in Australian families;  

4. Acceptance of egalitarian family values;  

5. Changes to middle class, socio-economic mores.  

Although not empirically tested, outcomes of conversations held during interviews 

and observations, suggest that men are frequenting supermarkets out of necessity. It is 
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posited that necessity is a product of men avoiding cohabitation for longer periods of 

time, increased divorce rates, and death rates associated with an aging Australian 

population (ABS 2005b). Hence, it is argued that single males have no other option but 

to undertake their own grocery shopping.  Although, this study does not directly explore 

this group, rather investigating cohabitating males, further exploratory research into this 

group may be warranted.    

5.2.1 Impact of female labour-force participation rates 

This research has identified that the female labour force in Australia is larger and 

demographically more diverse today than it was 20 years ago (ABS 2005c). It has also 

demonstrated, through interviews and analysis, that this trend is encouraging men to 

undertake grocery shopping on a frequent and consistent basis. 

This study conducted interviews with males while they were grocery shopping on 

twenty separate occasions across four different Brisbane supermarkets. All respondents 

reported that their female partners were employed outside the home, most in a full-time 

capacity. All twenty male respondents reported that their partners’ employment was a 

major contributing factor that persuaded them to undertake the grocery-shopping task. 

Furthermore, this research identified three other underlying motivators for this adoption: 

support, control and time constraint. 

Interviews conducted during this research found that, in most cases, men undertook 

grocery shopping to support their female partners. These male respondents saw their 

partner as making a financial contribution to the household and, accordingly, felt an 

obligation to share other household activities such as shopping, cleaning and cooking. 

This research labels such behaviour as supportive. A small group of male shoppers 

suggested, in interviews, that their adoption of the role of grocery shopper was to 

control household expenditure. Demographically, these men were found to be older 

(over 45 years), employed in manual/trade professions and living in outer Brisbane 

suburbs. Their partners were most commonly employed either casually or on a part-time 

basis. Accordingly, the research labels this type of behaviour as controlling. 

Some men suggested they accepted the grocery-shopping task while their partners 

worked to save time. This group tended to be married with children with both partners 

working full-time. These men, during interviews, claimed to undertake grocery 

shopping and other household tasks so that they could spend more time with their wives 

and children. Herein, the research labels this behaviour as time poor. 
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This research provides sufficient evidence to claim that more men are adopting the 

role of grocery shopper as a direct result of their partners’ employment outside the 

home. Importantly, this research has gone further and identified the underlying 

motivations for this behaviour. 

This study identified that these male respondents would continue to do the grocery 

shopping if their female partners were no longer employed outside the home. The 

analysis identified over half the sample claimed they would continue to grocery shop if 

their partners ceased outside employment. Several reasons were brought to light when 

examining those men who reported they would continue to undertake the grocery 

shopping activity each week. The reasons most frequently reported were: the enjoyment 

of the experience; the avoidance of other mundane household chores; and, once again, 

household financial control. 

Enjoyment of the shopping experience was reported several times during the 

interview process. Men in this group advised that they enjoyed seeking out specials, 

trying new products, and interacting with store employees. Demographically, they were 

mostly described as younger (under 45 years), cohabiting with a female partner, 

employed in a white-collar, professional role and earning over $50,000 per annum. 

Avoidance of mundane household chores appeared to be another theme running 

throughout the responses. These respondents reported that they were glad to be out of 

the house and that shopping was a good way to avoid other tasks like cleaning, ironing 

or washing dishes. 

Finally, the concept of household financial control was recurrent. A small sample of 

men suggested they would continue to be involved in grocery shopping to control 

family expenditure. This was certainly more pronounced when the researcher enquired 

how respondents would react if their partners were no longer employed outside the 

home. Respondents advised that they would certainly continue to control grocery-

shopping expenditure if their partners were not receiving an income. 

In line with previous studies, this research identified an increasingly egalitarian 

division of labour at home a result of changes in the labour market, particularly with 

regard to female participation rates (Goldscheider and Waite 1991; Potuchek 1992). The 

male grocery shoppers interviewed as a part of this study supported this claim, arguing 

that when their partners were employed outside the home, they felt an obligation to 

increase their involvement in household chores. 
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Such findings resonated with earlier studies (Berk 1985; Piper and Capella 1993; 

Thorn and Gilbert 1998; Allen and Webster 2001; Otnes and McGrath 2001). However, 

this research has gone deeper and identified the reasons for this behaviour. Accordingly, 

three underlying themes were detected: those of supportive, controlling and time poor. 

Some writers have suggested that although a wife’s participation in work outside the 

home may increase, the husband’s level of involvement in household activities may not 

necessarily increase (Berk, 1985, Firestone & Shelton, 1988, Hochschild, 1989, Blair & 

Lichter, 1991). This research did not identify instances of this during the interview or 

survey periods. Male respondents clearly advised that they undertook the role of grocery 

shopper as a direct result of their partners’ employment outside the home, although their 

motivations for this varied. Even when presented with the scenario of an unemployed 

partner, over 50 percent of the sample stated they would continue to shop for groceries 

on a regular and consistent basis. 

5.2.2 Impact of improved education 

As outlined in the literature review, enrolments of women in higher education have 

surpassed male enrolments since 1987 (ABS 2007). As these women undertake tertiary 

study and enter professional occupations, they forego marriage and children. As a result, 

men undertake many of the traditional domestic roles once left to women. It is argued 

that this shift toward non-traditional roles for men and women are a product of higher 

levels of education among all groups (Harris and Firestone 1998). This research 

identified that male respondents in this study had achieved higher levels of education 

proportionate to that of the general Australian male population. It further identified a 

strong and positive correlation between levels of education and the propensity of males 

to undertake traditional female household chores. 

Non-school qualification, as defined by the Australian Bureau of Statistics, related to 

any bachelor degree or higher, advanced diploma, or diploma. Accordingly, it is 

confirmed that, in relation to this sample, those men who claim to regularly grocery 

shop have achieved a proportionately higher level of education than the general 

Australian male population. The proportion of men aged 25 to 64 years holding a non-

school qualification increased from 54 percent to 63 percent between 1996 and 2006 

(ABS 2007). In contrast, 90 percent of the sample interviewed claimed to have attained 

a non-school qualification.  
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The analysis of responses also identified a relationship between the levels of 

education and the tendency for males to undertake the grocery-shopping task. The 

interviews conducted for this research revealed three subsets of male shoppers in 

relation to this construct. The first group of men considered the egalitarian affects and 

socialisation of tertiary education to be an important driver to modern family roles. 

These men recounted meeting their partners at university, and that role sharing was 

present in their relationships. The second, but smaller, group of men advised they 

undertook the grocery-shopping role regardless of education levels present within the 

family. They saw no relationship between education levels and modern family role 

sharing. These men shopped because they simply wanted to wit little attention paid to 

the division of labour within the household. The final group of men related their 

undertaking of the grocery-shopping activity to both education levels and social 

acceptance. These men also reported that education has influenced modern social mores 

with respect to role sharing. 

The research confirmed that male grocery shoppers had attained higher levels of 

education over the national average, and that most saw a direct link between their 

attainment of higher levels education and their propensity to undertake the grocery-

shopping task. 

5.2.3 Impact of feminism 

The feminist movement has been recognised as a source of encouragement of family 

role sharing (Rapoport 1975; Hekman 1990; Piper and Capella 1993; Goodnow and 

Rowes 1994). This study argued that men who were accustomed to this ideology 

developed equitable relationships with their female partners. 

This research initially explored respondents’ knowledge of the feminism movement 

and then their acceptance of the ideal. All 20 male grocery shoppers that were 

interviewed on this matter reported to be aware of and supported feminist ideology. 

Interestingly, analysis determined that men aged under 45 years reported to support 

individual freedom of spouses, whereas older men (65 years) were cautious about 

supporting the notion. No respondent suggested that women should be encouraged to 

leave the workforce and ‘stay home’. Respondents tended to focus on the negative 

financial impact of single-income families or the lack of social equity within the single-

income household. 
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This research has confirmed that male grocery shoppers had a clear understanding of 

the feminist movement and supported the ideal. It is posited that this appreciation of 

feminism has had a deep impact of the social ethos of Australian males who, as this 

study has found, are more inclined to undertake the traditional female role of grocery 

shopper. 

5.2.4 Impact of changes in family values 

This research explored the notion that men who grew up in families where they 

observed their fathers undertaking non-traditional household tasks were more likely, as 

adults, to behave similarly. The objective of the study was to establish that 

contemporary family values encouraged men to undertake household shopping 

activities. 

The discussions with interviewees identified linkages between their willingness to 

grocery shop and the type of families they reported to have grown up in. Nearly all 

respondents reported that their fathers participated in some level of household chores 

during their childhood. Refreshingly, respondents reported tasks such as cooking, 

cleaning, making school lunches, shopping and washing up. Few respondents reported 

traditional male household tasks such as washing the car or taking out the garbage. 

As expected though, most of the household activities undertaken by men took place 

on weekends rather than during the week when men were more likely to be involved in 

paid employment. However, it is recognised that this bias may no longer exist given that 

today the span of regular working hours now includes Saturdays, Sundays and public 

holidays. This research confirms that Australian men who undertake the grocery-

shopping task have grown up in families that have encouraged the egalitarian division 

of household chores. 

5.2.5 Impact of social class 

It was recognised in the literature review that working-class culture and lower social 

mores encouraged women to become responsible for the household tasks, while letting 

their husbands adopt the more traditional bread-winner’s role (Williams 1987). In 

contrast, middle-class women saw work as more central to their lives, and attempted to 

create a balance between work and family responsibilities (Gerson 1985; Anderson 

1993; Gerson 1997). Hence, it was argued that middle-class couples are more likely to 

express egalitarian sex role beliefs. In both the qualitative and quantitative stages, this 
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study has found that demographically middle-class men define their relationship with 

their partners as egalitarian. 

For the majority of the respondents, their education, income, occupation and 

dwelling demonstrated a middle-class shopper. This aspect was true for both the lower 

and upper socio-economic suburbs in which data was collected. This result was 

unexpected for the data collected in the lower socio-economic suburbs. It had been 

anticipated that the demography for males in these suburbs would identify them as 

working class, that is: trade occupations, higher unemployment and no more than 

secondary-school education levels. Instead, all respondents reported full employment 

and more than 50 percent claimed tertiary education levels. It is, therefore, argued that 

male grocery shoppers may be demographically described as middle class. 

5.2.6 Other findings 

This thesis suggests that men are not only voluntarily undertaking the grocery-shopping 

role, but also shop due to necessity. Three aspects of Australian modern society 

underpin this conclusion: increased divorce rates; increased numbers of an older 

population living alone; and reduced rates of cohabitation between the sexes. An 

analysis of the Australia Bureau of Statistics data found an increase in divorce rates, an 

increase in single households and a decrease in cohabitation between 1983 and 2005. As 

such, single males, by necessity, will begin to patronise supermarkets. 

5.2.7 Conclusion – male shopping participation rates 

The first part of this discussion chapter explored the underlying factors encouraging 

Australian men to undertake the grocery-shopping task. Interviews conducted as a part 

of this research confirmed that when women are employed outside the home, men are 

more likely to undertake responsibility for the grocery shopping. Further, improved 

levels of education for both sexes drive men to adopt egalitarian gender roles within the 

home. The feminist movement and a gender-mixed labour force have also moved men 

to undertake household chores. 

Families that supported non-traditional stereotypical gender roles have motivated 

men to embrace an equitable division of household labour. Finally, a middle-class 

demography appears consistent across male grocery shoppers. It is posited that the 

presence of male grocery shoppers will continue to grow in Australian supermarkets 

and men will become an important target for supermarket management as a result of 

these five factors. 
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5.3 BEHAVIOURAL DIFFERENCES BETWEEN MALE AND FEMALE 
SHOPPERS 

This research reported on previous international and domestic findings that observed an 

increase in the participation rates of male grocery shoppers over the past thirty years. 

This research also argued that this growing group of consumers has been overlooked 

from a managerial and academic aspect. The thrust of this study is to address these 

shortcomings and to identify where differences lie. A discussion about the behavioural 

differentiation between male and female grocery shoppers, as identified by this 

research, follows. 

5.3.1 The activity of grocery shopping 

There have been several important international studies that have examined behavioural 

differences between male and female shoppers with regard to the physical activity of 

grocery shopping (Zeithaml 1985; Davis and Bell 1991; Dholakia, Pedersen et al. 1995; 

Otnes and McGrath 2001). Australian-based studies are minimal. This analysis of 

shopping activities, such as; frequency of visit, funds spent, items purchased, stores 

visited and speed of shopping, identify both significant differences and some 

similarities between male and female Australian grocery shoppers. 

This study identified that men more readily reported to patronising the same 

supermarket each week, while female grocery shoppers were more likely to shop at 

different supermarkets. In total, 121 female shoppers advised they shopped at more than 

one supermarket each week. Of this group, 54 women stated they shopped at more than 

one supermarket because they preferred to do one main weekly grocery shop, and make 

other smaller purchases later in the week at another supermarket, often close to where 

they worked. A larger group of 61 women advised they shopped at more than one 

supermarket each week to take advantage of specials and lower prices.  

Australian men visited the supermarket more frequently than women. On average, 

men, reported they visited the supermarket more than four times a week. Women, in 

contrast, visited the supermarket less than three times per week. Extension of this 

analysis identified similar findings when distributed over the four suburbs from which 

data were collected.  

The analysis above also examined the time taken to complete the shopping task, the 

amount of dollars spent per visit and the total items purchased per visit, for both male 

and female shoppers. When examined independently, significant differences are 
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evident. However, as described above in Chapter 4 Data Analysis (4.6 Other 

Quantitative Analysis), when these variables are considered together, similarities 

manifest. In summary, men in this study, purchased similar amounts of products per 

minute than women and spent slightly more dollars per minute than women. When the 

means of shopping time and frequency of visit is analyse together, men spent a total of 

86.61 minutes per week shopping and women, 109.59 minutes. So, although differences 

exist, this research also posits that Australian male grocery shoppers are equally as 

important to Australian supermarkets as women shoppers. 

5.3.2 Extent of planning 

This study examined the differences between male and female Australian grocery 

shoppers in relation to the extent of planning before shopping. It is proposed that limited 

planning by men is related to the higher levels of impulse and unplanned purchasing 

observed in the sample. The research identified that 52 percent of men reported that 

they never completed a shopping list before entering the supermarket. In contrast, less 

than one percent of the female sample claimed the same. Men who did claim to 

occasionally use shopping lists, did so only when a partner prepared one for them. 

Although men were not asked to explain their lack of planning, it is suggested that since 

they shopped more regularly than their female counterparts, they saw no need to plan. 

Results also indicated that men were more inclined to buy unplanned items or make 

impulse purchases. In contrast, female shoppers indicated that they avoided impulse 

items when shopping. Men readily reported a penchant for buying small treats, e.g. 

magazines or confectionery, to compensate for their time spent shopping. They also 

reported more frequently to making unplanned purchases, and this it is suggested, is 

related to their failure to employ lists. Therefore, on the issues of planning and impulse 

purchasing, distinctions are once more draw between male and female shoppers. 

Supporting the discussion above, it was identified that male shoppers also failed to 

employ simple tools to assist in the planning process, such as store catalogues and 

brochures. As with shopping list preparation, pictorial advertising material did not 

attract the attention of this male sample. The analysis demonstrated significant 

differences existed between the genders on all five items tested. It is contended that 

Australian men consistently avoid the pre-planning stage of supermarket shopping, 

which includes the construction of lists of the referencing of catalogues. It can be 

considered that such behaviour is related to the frequency of visits and limited price 
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referencing. The concept of thrift may also play a role in this behaviour. That is, men 

choose not to compare prices, use catalogues or visit different supermarkets to secure a 

bargain but, instead, forgo the purchase. 

5.3.3 Outcomes of thrift and sacrifice constructs 

The theoretical constructs of thrift and sacrifice were also explored as a part of this 

study. The research set out to identify how men enabled these constructs in their 

grocery-shopping routine in contrast to women. This examination of the constructs of 

thrift and sacrifice also added credence to the quantitative analysis of male shopping 

behaviour in relation to impulse and unplanned purchasing. 

Thrift was regarded in the literature as the experience of saving and the systematic 

search for lower prices during the shopping experience (Miller 1998). The analysis of 

clusters identified the most pronounced cluster, Mr Budget-Conscious, captured 35.3% 

of the sample of male grocery shoppers in this study.  Although, Mr Budget-Conscious 

types advised they did not ‘enjoy’ the activity of grocery shopper, they did demonstrate 

a purposeful approach to price comparison shopping and bargain hunting.     

Sacrifice, on the other hand, was observed as the resource that was expended or 

given up for the sake of shopping. It is postulated that men who forfeit time and 

resources to do the grocery shopping will attempt to offset this sacrifice with 

compensatory behaviour, and will forgo purchases in an effort to save money.  Once 

again, cluster analysis identified two groups, Mr Convenience and Mr Egocentric that 

represented together over 46% of the sample.  Both these large clusters demonstrated a 

likelihood to purchase unplanned items and luxury items on impulse to compensate for 

time expended during the shopping activity.   

The research identified that although the majority of male shoppers interviewed were 

conscious about saving money, only 35.3% were prepared to seek out specials to reduce 

expenditure. Female respondents, on the contrary, advised that they were willing to take 

the time to shop around to find lower-priced groceries, and this included visiting other 

supermarkets. The analysis detected a significant difference between male and female 

grocery shoppers based on the extent of price sensitivity and the extent of price 

checking. It was concluded that these men would simply forgo the purchase in an effort 

to mitigate unnecessary expenditure. The research further identified those male 

respondents more frequently reported that they purchased on impulse as a means to 

compensate for time invested in the shopping activity. 
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5.3.4 Product evaluation criteria 

The research found that men placed less importance on product evaluative criteria when 

purchasing items in the supermarket. Men more frequently described the 10 product 

criteria items tested as unimportant. Accordingly, a significant difference between male 

and female grocery shoppers was detected based on the level of importance placed on 

the tested product evaluative criteria. It is proposed that the male shoppers’ lack of 

interest in product evaluative criteria is related to their frequency of supermarket visits 

and speed of shopping. Such a shopper mirrors Otnes and McGrath’s (2001)‘grab and 

go’ model (Otnes and McGrath 2001). 

This research also found that few men referenced the price of products before 

selection. The initial visual analysis identified that the mean scores for each gender 

were notably different for all five variables. Further analysis demonstrated that male 

grocery shoppers more frequently claimed they were unwilling to shop around for a 

better price, read store catalogues and were reluctant to invest the time into looking for 

lower-priced groceries. In contrast, women advised they were more willing to take the 

time to shop around to find cheaper groceries. 

5.3.5 Store characteristics 

This research identified that male respondents did not consider many of the key store 

characteristics as important factors influencing their choice of shopping destination. 

Significant statistical differences were evident between genders on eight out of ten 

characteristics tested. On the two items ‘well-staffed service departments’ and ‘efficient 

operators’, no differences were identified and, in fact, men appeared to rate these 

criteria more importantly than women. 

As mentioned above, no significant statistical differences were detected between 

male and female shoppers on items related to service. Men, however, consider ‘getting 

served quickly’ and ‘no waiting’ more importantly than women. Men, in this study, 

sought well-staffed service departments and efficient checkout operators. Efficiency 

was measured by the speed of the transaction rather than the friendliness or accuracy of 

the operator. Men did not rank ‘friendly operators’, ‘accurate operators’ or ‘helpful 

staff’ highly in surveys and were more concerned with completing their shopping task 

in the fastest possible time. 

Female shoppers considered weekly specials, regular discounts and promotional 

pricing more important than men. However, ‘store in-stock’ position presented mixed 



193 
 

findings. It was identified that although both men and women considered all three 

measures of this characteristic to be important, the mean score of male respondents was 

somewhat higher on the item ‘stock I want’. This tended to suggest that men were not 

concerned with stock-outs, but rather supermarkets being in stock of products they wish 

to buy. 

The study was also concerned with identifying differences between male and female 

grocery shoppers based on the level of importance placed on the stability of pricing 

within the supermarket. Respondents were asked to rate their level of importance placed 

on everyday low pricing, consistent pricing, and competitive pricing. 

It is evident that although both male and female grocery shoppers in the sample 

advised that all three measures of pricing were important, male grocery shoppers placed 

less importance on the criteria. An independent samples T-test confirmed a difference 

existed between male and female grocery shoppers in relation to store pricing. 

Men reported low importance levels on external supermarket characteristics such as 

car parking, easy access to and egress from the car park. Both male and female found 

the facility of ‘parcel pick-up’, to be unimportant. This suggests that both genders 

wished to carry their own purchases to the car themselves and, therefore, expedite the 

grocery-shopping activity. 

Significant statistical differences were detected between the genders on the 

characteristic of convenient locations. It was identified that on all measures, both male 

and female shoppers considered convenient locations important, however, men did not 

rate this level of importance as highly as did women. On the specific measure ‘easy to 

get to’, the mean scores of male respondents tended to align more closely with a neutral 

position of neither important nor unimportant. This may suggest that male grocery 

shoppers are not deterred by the difficulties of getting to a supermarket, as long as it is 

easy to find and in a convenient location. The difficulties in getting to the supermarket 

may include transport issues, work constraints and other temporal barriers. 

Significant differences were also discovered between male and female grocery 

shoppers in relation to their perception of the level of importance placed on store 

cleanliness and hygienic processes. It was identified that on nearly all items, female 

shoppers considered store cleanliness and hygienic practices to be a more important 

factor than men. Related to store cleanliness and hygienic practices is the perception of 
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fresh food quality. This construct was measured in relation to freshness, perceived 

healthiness and taste. 

Once again, it was found that male grocery shoppers placed less importance on these 

criteria and significant differences between the genders were present. It could be 

inferred then that male grocery shoppers are not deterred by poor procedures in food 

handling at the store level. Alternatively, men purchased pre-packaged or tinned 

products that do not require the same level of food handling as for perishable items. 

To summarise, men rated 28 testable items as less important than women did. This 

research has identified that the most important factors related to supermarket shopping 

for men were: ‘getting served quickly’ (mean=1.23), ‘no waiting’ (mean=1.24), 

‘efficient operators’ (mean=1.48), and ‘well staffed service departments’ (mean=1.63). 

It is posited that men want to get in, get served quickly and get home. In contrast, 

female respondents to this survey rated the following aspects of grocery shopping to be 

most important: ‘weekly specials’ (mean=1.13), ‘regular discounts’ (mean=1.15), 

‘consistent pricing’ (mean=1.19), ‘competitive pricing’ (mean=1.20), ‘hygienic 

processes’ (mean=1.22), ‘food handling procedures’ (mean=1.22) and ‘low prices’ 

(mean=1.22). It is inferred from this analysis that female grocery shoppers appear more 

concerned with pricing, specials, discounts and food safety.  

5.3.6 Shopping responsibility 

This study wanted to identify the demography of males that undertook the grocery-

shopping activity. This research considered their ages, levels of education, incomes, 

occupations, and whether their partners were employed in paid labour outside the home. 

It also examined whether these men considered the grocery-shopping activity to be a 

joint family responsibility on a task thrust upon them. To gain a balanced selection, this 

research drew samples from both higher- and lower-socioeconomic Brisbane suburbs.  

Males surveyed reported higher levels of education that were above the national 

average. As expected, men from higher-socioeconomic suburbs demonstrated a high 

proportion of tertiary-level education. Interestingly, however, even male shoppers from 

working-class suburbs reported high levels of non-school education, which included 

diplomas, trade or technical qualifications. 

Men living in higher-socioeconomic areas reported higher incomes to those from 

working-class suburbs. In total, the average income of male grocery shoppers was 

identified in this research to be 12 percent higher than the national Australian average 



195 
 

(ABS 2007). It is suggested that higher incomes were related to duel-income families, 

occupations and improved education levels between the genders. Over 50 percent of the 

male respondents were employed in some form of professional, managerial or academic 

occupation. In contrast, only 23.5 percent of female shoppers were employed in white-

collar occupations. 

Finally, although over 85 percent of the male sample claimed they did the grocery 

shopping as a direct result of their spouses’ employment outside the home, few reported 

to have been forced into the role. This finding was also supported in the qualitative 

stage of this thesis. In all, the analysis suggested that both men and women believed 

men should be involved in the weekly grocery shopping. 

This study’s initial findings potentially identified a latent consumer group (male 

grocery shoppers) that have not been addressed by Australian supermarket retailers. 

This group of male shoppers are young, have above-average incomes and are well 

educated. They are not limited to residing in high socioeconomic areas. They live in 

duel-income families and shop as a result of their partners’ employment outside the 

home. Also, these men do not consider the role was thrust upon them, and readily 

accept shared or primary responsibility for the task. 

5.3.7 Shopping enjoyment 

Previous research examined whether men enjoy the grocery shopping activity (Zeithaml 

1985; Piper and Capella 1993; Dholakia, Pedersen et al. 1995; Dholakia 1999; Otnes 

and McGrath 2001), and explored the impact of age on enjoyment levels. It was posited 

that younger men are unhappy when shopping and older men are bored (Otnes and 

McGrath 2001). Occupation and education also seems to have some effect on 

enjoyment levels. One study identified that 52 percent of white-collar ‘managers’ and 

respondents with a postgraduate education claimed not to enjoy the task (Piper and 

Capella 1993). 

This study has provided an insight into the relationship between age and enjoyment 

levels in regards to grocery shopping. Younger male respondents supported the 

statements: ‘I look forward to my weekly grocery shopping trip’, ‘I like doing the 

grocery shopping each week’, and ‘I enjoy grocery shopping’. In total, over 60 percent 

of 18 to 45-year-old males agreed with this statement. Older age brackets advised 

differently, with 76 percent of the 46 years and older group disagreeing with the 
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statements. As such, it appears evident that younger male shoppers (under 45 years) 

appear to enjoy the task, while older men (over46 years) appear not to. 

Unlike earlier studies, only men in trade and/or manual handling occupations 

appeared to show some resistance to grocery shopping (Piper and Capella 1993). All 

occupational groups other than the ‘trade or manual labour’ cohort supported statements 

such as ‘I like doing the grocery shopping each week’ and ‘I enjoy grocery shopping’. 

In total, over 70 percent of men employed in trade or manual labour occupations 

disagreed with these statements. It appears evident that this research contrasts earlier 

studies, finding that men in white-collar, management and professional occupations 

tend to enjoy grocery shopping. 

The final stage of this research considered the relationship between education and the 

enjoyment of grocery shopping. The literature, as discussed previously, suggested that 

men with higher levels of education were less inclined to enjoy the grocery-shopping 

task. This study identified quite the opposite. For male respondents, over 80 percent of 

undergraduates and 90 percent of postgraduates supported statements like: ‘I like doing 

the grocery shopping each week’ and ‘I enjoy grocery shopping’. 

In concluding the analysis of the relationship between education and shopping 

enjoyment, it appears, once again, that this research contrasts with earlier studies. It 

finds that male shoppers with higher levels of education tend to enjoy the grocery-

shopping activity. In contrast, male shoppers with lower levels of education appear not 

to enjoy grocery shopping, and this may be related to traditional, working-class social 

mores. 

5.4 DISCUSSION OF MALE SHOPPER COHORTS 

This study adopted a cluster analysis technique to produce a more in-depth 

understanding of the Australian male grocery shopper. Earlier models of male shopper 

behaviour, such as, ‘fear of feminine’ and ‘whine and wait’ were not present in this 

research (Otnes and McGrath 2001). However, ‘economic’ or ‘price-focused’ types did 

manifest themselves in the findings (Williams, Painter and Nicholas 1978; Bellenger 

and Pradeep 1980; Cullen 1990; Lesser and Hughes 1990). 

The analysis began with the construction of eight constructs from the collected data; 

Shopping Responsibility, Shopping Enjoyment, Store Characteristics, Comparison 

Shopping, Price Sensitivity, Catalogue Usage and Unplanned Purchasing. The data was 
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prepared for analysis by calculating a total score for the summated scales and reversing 

negatively-worded items. To identify the interrelations between these selected sets of 

constructs an exploratory factor analysis was employed.  

To verify that the selected data was suitable for factor analysis, two procedures were 

employed. The Kaiser-Meyer-Olkin measure of sampling adequacy (KMO) output was 

reviewed to ensure value was over 0.60 and Bartlett’s test of sphericity was checked to 

ensure significance levels of 0.05 or less. The selected data met these criteria. K-means 

clustering was employed because of the ability to pre-set the number of clusters. The 

identification of cluster numbers was determined by assessing sudden spikes in the 

distance coefficient between clusters. The outcome of the cluster analysis procedure 

presented five distinct, yet interrelated cohorts. 

Mr Budget-Conscious types demonstrated a high propensity of price checking and 

shopping around for specials. As expected, this type of shopper has been identified in 

other studies and is often described as ‘economic’(Stone 1954; Bellenger and Pradeep 

1980; Westbrook and Black 1985; Cullen 1990) or ‘price-focused’(Williams, Painter et 

al. 1978; Lesser and Hughes 1990). It is important to recognise that, in contrast to this 

research, all of these earlier studies did not specifically examine male grocery-shopping 

behaviour individually. Most explored only female grocery-shopping behaviour, while 

others considered both male and female behaviour as a whole. 

Mr Controlled types were described as having a strong interest in planning and 

considered aspects of product evaluative criteria (brand, quality, freshness and taste) as 

important. This was the only group to demonstrate an indifference towards product 

price and comparison shopping. They took little interest in cost, rarely checked the price 

of the product before selection; they were prepared to pay more for better-quality 

products. 

Such shopper types tend to share similar characteristics to two other types of 

commonly described shoppers. These are the ‘apathetic’ (Stone 1954; Darden and 

Ashton 1975; Williams, Painter et al. 1978; Westbrook and Black 1985; Cullen 1990) 

because they took little interest in price referencing, and the ‘involved’ (Westbrook and 

Black 1985) or ‘active’ (Lesser and Hughes 1990) because of their interest in planning 

and evaluative criteria. 

These two types tend to contradict themselves, being both apathetic and involved at 

the same time, hence, the development of the new shopper type. Apathy, in the case of 
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this research, did not present itself as a lack of interest in the shopping process, but 

more a lack of interest in price searching and comparison. These same men reported an 

enjoyment of the task and referenced store catalogues to plan. It is argued that Mr 

Controlled type shoppers have high disposable incomes and, therefore, see little need to 

reference price in an effort to save money. 

Mr Egocentric type shoppers presented similar behaviour to Mr Controlled types, 

but, in contrast, demonstrated a proclivity for purchasing unplanned or impulse items. 

Mr Controlled, as the descriptor suggests, planned well and did not deviate from 

intended shopping routine or purchases. Mr Egocentric, on the other hand, tended to be 

more focused on self, and reported purchasing small luxuries to compensate for time 

and effort expended, similar to ‘pleasurists’ (Kirk-Smith and Mak 1992). Mr Egocentric 

types did not consider store characteristics such as service levels, efficiency, easy access 

and convenience as important and, as such, this group shared some of the characteristics 

of Westbrook and Black’s (1985) ‘process apathetic’ shopper. 

Mr Equitable shopper types demonstrated a balance between the previous three 

clusters. Men from this group compared prices and shopped around for specials. They 

planned purchases and considered product evaluative criteria as important. They 

enjoyed the grocery-shopping task, but sometimes purchased unplanned or impulse 

products as a form of compensatory behaviour. Such well-rounded and involved 

shoppers could be compared, although not fully, to Kirk-Smith and Maks’ ‘belongers’ 

and Lesser and Hughes ‘active’ shopper (Williams, Painter et al. 1978; Lesser and 

Hughes 1990; Kirk-Smith and Mak 1992). Accordingly, the behaviour of these male 

shoppers mostly resembled that of traditional female grocery shoppers, other than for 

the unplanned, impulse purchasing. 

Mr Convenience types demonstrated all of the behaviour of the previous four 

clusters, but also considered specific store characteristics as important. This shopper 

type shared similar characteristics to ‘demanding’ shoppers and ‘convenience’ shoppers 

(Darden and Ashton 1975; Williams, Painter et al. 1978; Lesser and Hughes 1990). 

In total, this research has identified five distinctive, yet interrelated, male shopper 

types. Each of the described male shopper types share some, but not all, of the 

characteristics of earlier identified typologies. At least two, Mr Budget-Conscious and 

Mr Convenience, are more closely comparable to these earlier shopper types of 

‘economic’ and ‘convenience’ (Stone 1954; Darden and Ashton 1975; Williams, Painter 

et al. 1978; Westbrook and Black 1985; Cullen 1990; Lesser and Hughes 1990). Yet the 
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methodologies of these earlier studies provide a point of difference from this study. 

Stone (1954), Darden and Ashton (1975), Williams et al (1978) and Westbrook and 

Black (1985) all employed a completely female sample. Cullen (1990) and Lesser and 

Hughes (1990) employed a mixed sample, comprising both male and female shoppers. 

This research has examined only male shopping behaviour in totality and, therefore, 

offers a significant contribution to academic theory. 

5.5 CONCLUSION 

This chapter has provided a comprehensive discussion of the outcomes of this research. 

It has addressed the identification of five important social drivers that are encouraging 

more men into Australian supermarkets each week and their adoption of the primary 

grocery shopper role. It has summarised the distinctive behavioural differences between 

male and female grocery shoppers in relation to the extent of planning, execution of the 

activity and store characteristics.  

 

Herein, it has recognised how male and female shoppers approach the theoretical 

constructs of thrift and sacrifice.  This thesis has identified that women, more than men, 

will actively seek out specials and compare prices more readily, in line with the 

construct of thrift.  In relation to the construct of sacrifice, this research has identified 

two large clusters of male shoppers who reported a predilection to make unplanned 

purchases of small luxury food items as a means to compensate for time spent shopping. 

Finally, it has presented for the first time five unique cohorts of male grocery shopper 

types. The following chapter will recognise the research contributions, limitations and 

offer recommendations for future research. 
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CHAPTER 6 

6 CONCLUSION 

6.1 INTRODUCTION 

In this final chapter four important sections are presented. It begins by offering the 

managerial and theoretical research contributions. Research limitations are then 

recognised in relation to sampling, respondent error and bias. Importantly, 

recommendations for future research are then presented before a thesis conclusion is 

presented. 

6.2 MANAGERIAL AND THEORETICAL IMPLICATIONS 

6.2.1 Managerial implications and recommendations 

The male grocery shopper represents a growing and important market for supermarket 

retailers in Australia. Reports have identified a growing Australian male consumer base, 

and this research experienced no difficulties in locating suitable male respondents for 

data collection. Accordingly, supermarket retailers can no longer describe their core 

shoppers as simply female, nor can they continue to ignore this important group of male 

shoppers. 

This research has identified that over an average week, men spent equally as much as 

their female counterparts on grocery purchases, although they purchased fewer items in 

total.  It is argued that this higher spend per visit is related to the male shoppers’ limited 

price searching and lack of planning. Australian male shoppers will frequent the same 

supermarket each week, more likely out of habit than loyalty, unlike women who are 

more likely to shop at different supermarkets each week. Accordingly, the Australian 

male shopper presents as a committed and regular shopper. 

Male shoppers, in this research, appeared to be easily satisfied customers. This 

research found that of the 30 supermarket characteristics (see 2.18.14 Store 

Characteristics) presented, male grocery shoppers were only concerned about two: 

well-staffed service departments and efficient checkout operations. Men did not 

consider characteristics such as friendly staff, weekly specials, being in stock of key 

items, convenient locations, parking and easy access as important. Similar findings were 
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detected in the cluster analysis stage of this research. Here, only one cluster, Mr 

Convenience, reported high levels of importance regarding supermarket characteristics. 

Such findings suggest men are an attractive consumer group for supermarket 

retailers. They shop regularly and appear committed to their local supermarket. They 

spend more per item than women, purchase fewer items each time and the total time 

spent shopping was noticeably less than for women. They rarely check prices or 

consider complex product evaluative criteria. Most do not plan their purchases before 

entering the supermarket and, when shopping, many will purchase unplanned and 

impulse items. The few that use catalogues do so only to identify new products, or as a 

basic attempt to plan. Interestingly, when faced with 30 store characteristics, men were 

only concerned about service levels and checkout efficiency. 

It is suggested that supermarket executives consider strategies to target, attract and 

retain Australian male shoppers. It is argued that as men will make unplanned and 

impulse purchases when shopping, supermarkets should develop well-merchandised 

high-traffic areas, secondary locations and implement associated selling tactics. Local 

demography should be considered with regard to merchandise planning and ranging. 

Supermarkets located in suburbs with high concentrations of younger, more educated 

men should consider increasing shelf space for magazines, electrical goods, hardware, 

confectionery, snacks, soft drinks and general merchandise. These products were found 

to be the most frequently purchased on impulse during qualitative interviews. 

The speed of the male grocery shop presents some challenges for supermarket 

management to retain this shopper inside the store for any period of time. Clutter, 

overcrowded aisles, narrow walkways and oversized displays will impede the male 

shopper and cause frustration. Accordingly, supermarkets should ensure aisles are clear 

and their displays should promote one product rather than many products, which may 

appear cluttered and confusing to the male shopper. Price points should be kept to a 

minimum and able to be easily read at a quick glance. 

Men do not appear to plan before shopping, albeit for a small group that reference 

catalogues, and, hence, supermarket management should partake in this planning 

process. A simple store map with a list of product categories in alphabetical order and 

their aisle location would suffice. These product list maps should be available upon 

entry. Key suppliers, keen to promote the locations of their products, could support the 

cost of these lists. 
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Australian male grocery shoppers to not seem to consider many store characteristics 

as important, other than service levels and efficient checkout operations. Therefore, in-

store competitions, taste testing and other promotional activities should be minimised, 

hence a overhead cost saving may be achieved. These men simply want to get in and 

complete their shopping in the shortest possible time. Individual store databases, 

possibly using FlyBuys™ data, should be explored to identify the highest traffic times 

for male shoppers. This research identifies after work and evenings as being the most 

common times that men frequent supermarkets. Accordingly, management should focus 

efforts in service levels during these times to expedite the male shopping experience and 

attract this group. 

To conclude, it is the aim of this thesis to add value to marketing and retail practice. 

The study has provided new insights into an otherwise under-researched group of 

consumers and has afforded direction for supermarket retailers and management. In 

particular, it is argued that this thesis will serve as a particularly useful tool for 

supermarket retailers in areas of corporate research, merchandise planning, buying, 

store development and design. 

6.2.2 Theoretical contributions 

It is argued that this thesis and its findings have made an individual and important 

contribution to marketing theory and consumer behaviour. It is one of very few studies 

that has comprehensively explored and examined the supermarket-shopping behaviour 

of Australian men. It has explored the theoretical constructs of thrift and sacrifice in 

relation to male shopping behaviour. In regard to thrift, this research has identified men 

will more often choose to forego a purchase in an attempt to save money. Women, in 

contrast, will visit other supermarkets, employ shopping lists and search out cheaper 

alternatives. The construct of sacrifice also polarised male and female shopper 

behaviour. Men, in this study, tended to adopt compensatory behaviour when grocery 

shopping. Herein, they purchase small luxuries, like confectionery, or made impulse 

purchase during the shopping trip. Such behaviours were clearly evident during the 

qualitative phase of this study.  

       Most importantly, the development and identification of the five distinct Australian 

male grocery shopper cohorts with regard to supermarket-shopping behaviour has gone 

further than previous studies within the genre. At this time, this research is still unable 

to identify any comprehensive Australian consumer behaviour modelling studies. It is 
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envisioned that these clusters may serve as a basis for future domestic research into 

male consumer behaviour at the supermarket and the construction of a domestic male 

consumer behaviour framework. 

6.3 LIMITATIONS 

There are a number of limitations recognised in relation to this research. The first 

limitation relates to the selected target sample and generalisability. As a result of 

financial constraints, data were collected from shoppers in four suburbs across one 

Australian capital city, Brisbane.  Although this research took measures to ensure a 

wide selection of respondents was captured, it cannot be guaranteed that the selected 

sample was fully representative of the entire Australian population. Further, due to the 

uniqueness of the domestic supermarket retailing environment, the research was 

conducted only within Australia. It is also thus accepted that international market 

dynamics may influence extended research findings. Yet it is argued this research, 

particularly of male shopper clustering, is extendable to other large international 

economies and should be pursued. 

A second limitation relates to the selection of the sample frame. It is noted that by 

selecting only two major supermarkets, the researcher may have overlooked male 

grocery shoppers who patronise smaller, independent grocers. Although the two main 

supermarket chains, Coles and Woolworths, represent over 70 percent of the Australia 

market, it is recognised that some shoppers may choose to shop at smaller, locally 

owned grocery stores that possibly represent greater convenience.  Future research 

should include these enterprises in sample frames.        

A third limitation is associated to the recruitment of respondents. This research 

identified that more approaches had to be made to male respondents than female ones to 

capture an equal sample size (see Appendix A). Additionally, given the speed and 

urgency of male grocery-shopping behaviour, it is recognised that some men may have 

answered the questionnaire quickly and without careful consideration of all aspects, 

hence a non-sampling respondent error. Although only fully completed questionnaires 

were used in the analysis stage, it is not possible to confirm all respondents answered 

questions truthfully and thoughtfully. Further, the recruitment of male respondents was 

based on their positive response to the question, are you married, engaged or living 

with a significant other of the opposite sex? It was assumed those men who advised they 

were living with their partners, were also in a de facto relationship.  
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A fourth limitation concerns the demography of the male grocery shopper. It was 

hypothesised that male grocery shoppers were younger, more educated and better paid 

that the Australian national average. It is accepted that social desirability bias may have 

been present during collection. Social desirability bias presents when respondents, 

either consciously or subconsciously, offer inaccurate information about themselves in 

order to create a favourable impression in the presence of an interview.  Such biases 

may have also been present during the collection of data in reference to the male 

shopper’s support of feminist ideologies.   

 A fifth limitation relates to the sampling procedure employed. It is important to 

acknowledge that random sampling error may have been present during the collection 

of data.  Random sampling error relates to the variation between the result obtained 

from the sample and the result obtained from a census, using the same procedure. 

Although the sample size selected for this research was comparable in size to other 

studies and appropriate to generate robust and important finding, the researcher 

recognises the sample is significantly smaller than the entire population of Australian 

male grocery shoppers. Further, the quantitative data collection stage employed a 

probability, systematic sampling procedure in order to improve randomness of the 

respondents. It is accepted that this process does not produce a truly randomised sample 

and that periodicity may have been present. 

Finally, two analytical limitations were recognised. The first relating to the analysis 

of Hypothesis Seven (H7) and the second relating to the depth of the information 

collected in the qualitative stage. Hypothesis Seven (H7) sort to identify significant 

statistical differences between genders based on the evaluative criteria employed when 

shopping for groceries. As the type, brand and price was not specifically recorded for 

each shopper upon selection, the research could not guarantee internal validity, and 

hence the hypothesis remains unproved. It is also recognised that as a result of the 

qualitative methodology adopted, data collected may be shallower than traditional 

ethnographic data.  The methodology chosen to carry out discussions, employ open 

ended questions, with male shoppers while they shopped for groceries. Qualitative data 

may have been more robust if interviews were conducted with respondents prior to and 

after the shopping event.  It is further recognised that the development of a conceptual 

model of influencers and moderators may reduce unnecessary hypotheses and identify 

areas of enquiry that could be eliminated.  Such a model has been reserved for future 

extended research.           



205 
 

6.4 FUTURE RESEARCH 

As is the case with research projects, often more questions are uncovered than answers.  

This thesis is no different. A mixed methodological triangulated approach was adopted 

in the qualitative stage to underpin and support the hypothetical deductive analysis, 

which is the focus of the research.  In hindsight, a more extensive ethnographical 

approach may have produced deeper, richer data. Thus, it is anticipated such an 

approach would be employed for future extended research and publication.   

      Essentially, the study has explored the behaviour of Australian men in the 

supermarket. It has identified underlying social motivators that are encouraging more 

Australian men into the supermarket each week. It has comprehensively compared and 

contrasted the behaviour of male and female grocery shoppers, and identified significant 

differences between the two. It has further developed five key male grocery shopper 

models, yet there are still more opportunities for future research in this field. 

It is proposed that future research will explore in greater detail the role men play 

within their household and how these roles change over time for them individually and 

as a cohort.  Research will address the implications these changes will have for 

marketers in general and more specifically, supermarket retailers.   

This research identified a lack of planning by nearly all male respondents, and 

proposed that because of the regularity of male shopping, lists may not have been used. 

It is therefore possible that men chose not to construct shopping lists as forgotten items 

may be purchased on the next visit. It is suggested that there would be merit in 

examining the underlying reasons for avoiding planning and the non-use of shopping 

lists. 

In both the qualitative and quantitative phases, this research found that men appear to 

have accepted the new social mores around the equitable split of family household 

labour. Male respondents reported to having undertaken the grocery-shopping task to 

assist busy partners, to create more quality family time or because they enjoyed the 

activity. However, these same respondents also reported to making impulse purchase to 

compensate for the time sacrificed in shopping and forgoing purchases to save money. 

As such, a number of questions are raised. 

Firstly, if men are happy to undertake the grocery-shopping activity, why do they 

also report compensatory behaviour? Secondly, if men report enjoyment or liking the 

task, why do they also report avoidance of purchases in order to reduce household 
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expenditure? Arguably, if men truly enjoyed the task of grocery shopping, surely 

seeking out special buys and lower priced alternatives would increase the level of 

enjoyment in the activity. Do these men consider the reduction of their grocery 

expenditure as the key goal of the shopping activity? Hence, further research in relation 

to these questions may be warranted. 

Similarly related to the above questions surrounding enjoyment is the notion that 

men will often choose grocery shopping over other household labour, such as, cleaning, 

ironing, laundry or cooking; a factor that was present in the qualitative stage of this 

research. Further research should draw out underlying motivations behind those choice 

decisions. Do men still consider themselves as the ‘hunter-gatherer’ and see the 

supermarket as some metaphoric hunting ground?      

This research identified five distinct male grocery-shopper types. Such cohorts were 

developed from scales with highly acceptable internal reliabilities and significant factor 

loadings. These scales measured the importance that male shoppers placed on 

supermarket characteristics and behavioural aspects. The size and demography of these 

cohorts were not examined during this study, hence this research can not confirm that 

each of the five clusters are equally important and relatively proportionate to one 

another. It is suggested future research could extend these shoppers types to include a 

comprehensive demographic profile. 

This study considered the issue of masculine gender role stress (MGRS) and role 

conflict. It was posited that this phenomenon occurs when the demands associated with 

one role, like bread-winner, interfere directly with the ability to satisfy another role, 

such as grocery shopper (Schewe and Balazs 1992; Furze and Healy 1994; Hecht 2001). 

This study identified only a few examples during the qualitative stage that could be 

considered negative stressors. In these instances, older men tended to report a dislike of 

grocery shopping. These same men also tended to report they had been forced into the 

task by working partners, and would have been willing to relinquish the task if their 

partners were not working. 

Role conflict only appears to be prevalent when men with traditional gender role 

views are forced into non-traditional, contemporary familial roles. Hence, there are 

implications for further research is warranted at a theoretical level with respect to 

understanding the structure of the interrelationships of affective, motivational, 

behavioural and involvement factors that concern antecedents of male grocery shopping 

at the supermarket. 



207 
 

This study explored the behaviours of male shoppers in two major supermarkets in 

respect to the selection and purchase of food products. Findings proposed that men 

selected items quickly, limited cognitive effort and consistently failed to reference 

complex choice criteria, like brand, price, ingredients, packaging and freshness.  The 

research did not examine the types of products most commonly purchased by men, 

other then those purchased on impulse, and here in lines a significant opportunity to 

extend on this research. 

  The traditional dominance of food markets by the food manufacturing sector is 

being challenged by the expansion of supermarket ‘own brands’ or ‘private labels’. 

Further, the market entry and growth of low cost food operators, such as Aldi, have 

raised the mantel of ‘generic’ (unbranded) food products. It would be interesting to 

understand how the five cohort types of male shopper approach, appraise, select and 

purchase private label and generic products. Quite possibly, the Mr Budget-Conscious 

shopper type, may be attracted to these types of products, but empirical research is 

necessary. 

Finally, has the Global Financial Crisis (GFC) impacted on the shopping behaviour 

of the five male shopper cohorts? Data for the construction of these clusters was 

collected between September and December 2007, almost a year before the collapse of 

world money markets and the onset of global recession.  Within an Australian market, 

faced with recession, increased unemployment and financial instability, has male 

shopping behaviour changed? It is worthy to question that if these testing procedures 

were to be run again today, would five cluster types remain?  

6.5 CONCLUSION 

Research into male consumer behaviour in the context of supermarket shopping has 

been relatively neglected in Australia. Internationally, however, there has been steady 

growth in consumer behaviour studies in relation to men and food shopping since the 

1980s. Therefore, it is argued that this field of research had, potentially, been 

overlooked in the Australian context. This study has set about correcting this oversight 

and further provides a basis for future research directions. 

The framework adopted for this research employed an exploratory philosophy that 

provides the ability to empirically test hypothesised relationships, which were, in turn, 
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based on a substantive literature review. The interpretation of behaviour and actions 

were operationalised through significant in-depth qualitative interviews. 

This study has gone beyond prior research to confirm three key objectives. It has 

established links between contemporary societal factors and the propensity for men to 

undertake the grocery-shopping task on a regular and reoccurring basis. It has further 

identified behavioural differences between male and female supermarket shoppers. 

Finally, it has provided a conceptual model of five male grocery shopper cohorts. 

The results presented in Chapter Four and discussed in Chapter Five have provided 

evidence that the objectives of this research have been accomplished. This research has 

enabled an extension of knowledge about the involvement and behaviour of men who 

undertake the grocery-shopping activity. It has explored the relationships between 

working women, education, feminism, egalitarian households, social class and male 

grocery shoppers. Importantly, this study has arguably identified behavioural variances 

between traditional female grocery shoppers and the new and emerging male shoppers. 

This research contends that male grocery shoppers are not homogeneous, but that 

different groups exist. Such a claim is not foreign considering the different topologies of 

male shopper types that exist. This research has clearly identified five types within the 

Australian market. Such cohorts have presented a solid basis for future research into 

male grocery shopper demography. 

Supermarket and grocery consumer behavioural studies will continue to increase and 

develop both theoretically and empirically. This research is important, as it provides a 

significant step toward developing models and theory relating to household expenditure, 

contemporary gender studies and male shopping behaviour in Australia. 
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8 APPENDICES 

8.1 APPENDIX A – DATA COLLECTION WORK SHEET 

DATA COLLECTION WORK SHEET 

              

COLES ASCOT MALES COLES ASCOT FEMALES 

  ACCEPTED DECLINED   ACCEPTED DECLINED 

  Morning Afternoon Evening Morning Afternoon Evening   Morning Afternoon Evening Morning Afternoon Evening 

MONDAY 0 2 3 2 2 4 MONDAY 3 1 1 3 4 2 

TUESDAY 2 0 3 0 1 3 TUESDAY 1 4 0 2 1 1 

WEDNESDAY 1 1 3 2 2 2 WEDNESDAY 2 3 0 1 2 1 

THURSDAY 0 0 4 1 1 0 THURSDAY 1 3 1 2 1 2 

FRIDAY 1 1 4 1 1 3 FRIDAY 2 2 0 2 1 1 

SATURDAY 3 0 2 2 1 1 SATURDAY 1 4 1 2 3 2 

SUNDAY 2 2 1 3 0 1 SUNDAY 2 3 0 2 2 1 

TOTAL 9 6 20 11 12 19 TOTAL 12 20 3 14 14 10 

              

COLES MARSDEN MALES COLES MARSDEN FEMALES 

  ACCEPTED DECLINED   ACCEPTED DECLINED 

  Morning Afternoon Evening Morning Afternoon Evening   Morning Afternoon Evening Morning Afternoon Evening 

MONDAY 1 1 3 2 1 3 MONDAY 2 3 0 1 1 1 

TUESDAY 1 0 4 1 2 3 TUESDAY 3 2 0 2 1 2 

WEDNESDAY 1 0 4 2 1 3 WEDNESDAY 3 2 0 1 1 1 

THURSDAY 1 1 3 1 1 2 THURSDAY 3 2 0 0 2 2 

FRIDAY 1 0 4 1 2 4 FRIDAY 2 3 0 1 2 1 

SATURDAY 2 2 1 1 3 3 SATURDAY 3 2 0 0 1 2 

SUNDAY 1 1 3 0 0 1 SUNDAY 2 3 0 0 0 0 

TOTAL 8 5 22 12 15 19 TOTAL 18 17 0 5 8 9 

              

WOOLWORTHS PADDINGTON MALES WOOLWORTHS PADDINGTON FEMALES 

  ACCEPTED DECLINED   ACCEPTED DECLINED 

  Morning Afternoon Evening Morning Afternoon Evening   Morning Afternoon Evening Morning Afternoon Evening 

MONDAY 1 1 3 2 2 3 MONDAY 2 3 0 1 1 1 

TUESDAY 1 1 3 2 4 4 TUESDAY 3 2 0 2 2 1 

WEDNESDAY 0 1 4 1 2 5 WEDNESDAY 3 2 0 3 2 2 

THURSDAY 1 1 3 1 2 5 THURSDAY 3 2 0 2 2 2 

FRIDAY 0 1 4 1 2 2 FRIDAY 3 2 0 2 1 2 

SATURDAY 1 1 3 1 1 2 SATURDAY 3 2 0 1 2 1 

SUNDAY 2 1 2 1 1 3 SUNDAY 1 3 1 1 2 1 

TOTAL 6 7 22 19 14 24 TOTAL 18 16 1 12 12 10 

              

WOOLWORTHS UNDERWOOD MALES WOOLWORTHS UNDERWOOD FEMALES 

  ACCEPTED DECLINED   ACCEPTED DECLINED 

  Morning Afternoon Evening Morning Afternoon Evening   Morning Afternoon Evening Morning Afternoon Evening 

MONDAY 0 2 3 1 0 1 MONDAY 4 1 0 3 2 4 

TUESDAY 1 0 4 1 1 2 TUESDAY 3 2 0 3 2 1 

WEDNESDAY 1 1 3 1 1 5 WEDNESDAY 2 3 0 2 3 1 

THURSDAY 1 1 3 1 1 2 THURSDAY 2 3 0 2 1 1 

FRIDAY 0 1 4 2 0 4 FRIDAY 3 2 0 2 4 1 

SATURDAY 2 1 2 2 1 2 SATURDAY 2 2 1 1 2 1 

SUNDAY 1 1 3 1 2 1 SUNDAY 2 3 0 2 0 1 

TOTAL 6 7 22 14 11 17 TOTAL 18 16 1 15 14 10 
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8.2 APPENDIX B – INTERVIEW SCRIPT 

Profiling the Male Grocery Shopper: An Investigation into the Growth and 
Behaviour of Australian Male Grocery Shoppers 

 
To initiate the interview and to get the respondent thinking about the context, the 
following statement will be made; 
The main objective of this interview is gain an understanding as to why more 
men are doing the grocery shopping today and to record your opinions 
regarding men shopping in supermarkets. 
 
To enable the accurate recruitment of the relevant target sample, the following three 
screening questions should be presented: 

 
Q1. For the purposes of this study, can you tell me if you are married, engaged or living with a 
significant other of the opposite sex? 
 
Answer: _________________________________________________________ 
 
Q2. For the purposes of this study, do you at least once a week shop for groceries? 
 
Answer: _________________________________________________________ 
 
Q3. For the purposes of this study, are you an employee, supplier or manager of this supermarket? 
 
Answer: _________________________________________________________ 
RQ1. 
Men, whose female partners are employed outside the home, are more 
likely to undertake the grocery-shopping task. 
Q4. How long have you and your partner/wife/girlfriend been living together? 
 
Q5. Is your partner/wife/girlfriend employed outside the home? 
 
Q6. How many hours/days? 
 
Q7. What is her occupation?  
 
Q8. Do you undertake responsibility for the grocery shopping as a direct result of your 
partner/wife/girlfriend’s employment?    
 
 
Q9. Alternatively, do you share the responsibility for the grocery-shopping task as a 
direct result of your partner/wife/girlfriend’s employment?    
 
 
Q10. If your partner/wife/girlfriend was not employed outside the home, do you think you 
would still be involved in the grocery-shopping task? 
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RQ2. 
Male respondents, who claim to regularly undertake the grocery-shopping 
task, will have achieved higher levels of education than the national 2006 
average. 
 
Q11. What is the highest level of education you have achieved? 
 
 
Q12. If university level attained, what degree did you study? 
 
 
Q13. Can you remember if there equally as many males and females in your classes? 
 
 
 
 
Q14. Do you think that in attaining a higher level of education, you are socially 
conditioned towards sharing household chores, like cleaning, cooking or grocery 
shopping? 
 
 
 
RQ3. 
Men, who claim to regularly undertake the grocery-shopping task, are 
aware of and concur with feminist ideology. 
 
Q15. Are you aware of the feminist movement or feminist ideology? 
 
 
Q16. What do you think feminism stands for?   
 
 
 
 
Q17. Do you support the beliefs/ideals of feminism?     
 
 
 
 
 
Q18. Do you believe a parent should encourage their daughters’ independence? 
 
 
 
Q19. Do you think married partners should have individual freedom? 
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Q20. If a husband and wife both work, do you feel they should share the household 
tasks? 
 
 
 
 
 
Q21. Do you support the statement, “it is better if a man works and a woman stays 
home”? 
 
 
 
Q22. Why? 
 
 
 
 
Q23. Do you think that grocery shopping is one of a female’s major responsibilities? 
 
 
 
Q24. Do you feel the woman of the house should have responsibility for most grocery 
shopping activities? 
 
 
 
 
 
RQ4. 
Men, who claim to undertake the grocery-shopping task, will have grown 
up in families who have encouraged egalitarian divisions of household 
labour. 
 
Q25. During your childhood (ages 5-15 years) was your mother employed in work outside 
the home? 
 
 
Q26. Was your mother employed on a full-time, part-time or casual basis? 
 
 
Q27. Did your father actively participate in household chores, such as cleaning, cooking 
and shopping, when you were a child? 
 
Q28. Can you remember how often did your father undertake household chores, such as 
cleaning, cooking and shopping, when you were a child? 
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Q29. What type of household tasks did your father undertake? 
 
 
ASK: “Thinking now about when your mother was at work…”, 
 
Q30. Did your father actively undertake household chores (such as cleaning, cooking, 
shopping) in your mother’s absence?   
 
 
 
 
Q31. How often did your father undertake in household chores, such as cleaning, 
cooking and shopping, in your mother’s absence? 
 
 
 
 
 
RQ5. 
Men, who claim to undertake the grocery-shopping task, will be 
demographically described as middle class. 
 
Q32. Would you describe where you live as outer suburbs or inner city fringe? 
 
 
 
 
Q33. Which suburb do you live in? 
 
 
 
 
Q34. Do most of your friends live in outer or inner city fringe suburbs? 
 
 
 
 
 
Q35. Would you consider yourself to be a blue collar or white collar worker? 
 
 
 
 
Q36. What is your occupation? 
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Q37. Are a majority of your friends employed in blue collar or white collar occupations? 
 
 
 
 
Q38. Did you complete high school or go to university? 
 
 
Q39. What was your highest level of education? 
 
 
 
 
Q40. Do most of your friends attained similar levels of education? 
 
 
 
 
Q41. Do you own, buying or renting a house, flat or apartment? 
 
 
 
 
Q42. Would you consider your family to be a low, middle or high income earning family? 
 
 
 
 
Q43. Are your friends earning similar salaries/wages? 
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How do you shop? 
 
Say: “Finally, before we conclude this interview, I would like to 

understand how you shop.” 
 
Sacrifice 
 
Q44. Can you describe for me how you shop for groceries? 
 
 
 
 
Q45. Do you compensate for the time it takes you to do the shopping, such as buying 

luxury products, confectionery, etc? 
 
 
 
Q46. Do you plan or write a list? 
 
 
 
 
Q47. Do you sometimes buy on impulse or make unplanned purchases? 
 
 
 
 
Q48. What type of unplanned purchases do you make? 
 
 
 
 
Q49. Do you think buying little luxuries is your ay of compensating for you time spent 

shopping? 
 
 
 
 
Thrift 
 
Q50. Do you search out specials? 
 
 
 
 
Q51. If a product is not on special, do you go without or shop for an alternative? 
 
 
 
 
Q52. Are you concerned about saving money in the supermarket? 
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Q53. How do you go about saving money in the supermarket? Do you budget or go 

without? 
 
 
 
 
 
Demographics 

 
Q54. Age  18 – 25[  ] 1 

   26 – 35[  ] 2 

   36 – 45[  ] 3 

   46 – 54[  ] 4 

   55 – 64[  ] 5 

   65 – over [  ] 6 

 

Q55. Education Grade 10 (Junior) [  ]1 Q56. Income < than $30k [  ]1 

   Grade 12 (Senior) [  ]2   $30k - $44k [  ]2 

   TAFE/Trade  [  ]3   $45k - $54k [  ]3 

   Under Graduate  [  ]4   $55k - $64k [  ]4 

   Post Graduate  [  ]5   $65k - $74k [  ]5 

         $75k above [  ]6 

Q57. Occupation Trade/Manual  [  ]1 Q58. Employment Fulltime[  ]1 

   Office/Clerical  [  ]2    P/time [  ]2

  

   Management  [  ]3    Casual  [  ]3 

   Professional  [  ]4    Temp [  ]4 

   Education  [  ]5    Unemp  [  ]5 

 

Q59. Dwelling House  [  ] 1  Q60. Ownership Own [  ]1 

  Flat  [  ] 2     Buying [  ] 2 

  Apartment [  ] 3     Renting [  ] 3 

  Townhouse [  ] 4 
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8.3 APPENDIX C – RESPONDENT IDENTIFIER CODES 

 

IDENTIFIER CODES DESCRIPTIONS 
#1, Wool, Padd, 35 Respondent 1, Woolworths, Paddington, aged 35 years. 

#2, Cole, Mars, 25 Respondent 2, Coles, Marsden, aged 25 years. 

#3, Wool, Under, 35 Respondent 3, Woolworths, Underwood, aged 35 years. 

#4, Cole, Ascot, 64 Respondent 4, Coles, Ascot, aged 64 years. 

#5, Wool, Padd, 35 Respondent 5, Woolworths, Paddington, aged 35 years. 

#6, Cole, Ascot, 54 Respondent 6, Coles, Ascot, aged 54 years. 

#7, Wool, Padd, 35 Respondent 7, Woolworths, Paddington, aged 35 years. 

#8, Cole, Mars, 45 Respondent 8, Coles, Marsden, aged 45 years. 

#9, Wool, Under, 25 Respondent 9, Woolworths, Underwood, aged 25 years. 

#10, Wool, Padd, 45 Respondent 10, Woolworths, Paddington, aged 45 years. 

#11, Cole, Mars, 45 Respondent 11, Coles, Marsden, aged 45 years. 

#12, Cole, Ascot, 35 Respondent 12, Coles, Ascot, aged 35 years. 

#13, Wool, Under, 35 Respondent 13, Woolworths, Underwood, aged 35 years. 

#14, Cole, Mars, 35 Respondent 14, Coles, Marsden, aged 35 years. 

#15, Wool, Under, 65 Respondent 15, Woolworths, Underwood, aged 65 years. 

#16, Wool, Padd, 35 Respondent 16, Woolworths, Paddington, aged 35 years. 

#17, Cole, Mars, 45 Respondent 17, Coles, Marsden, aged 45 years. 

#18, Wool, Padd, 54 Respondent 18, Woolworths, Paddington, aged 54 years. 

#19, Cole, Ascot, 54 Respondent 19, Coles, Ascot, aged 54 years. 

#20, Wool, Under, 35 Respondent 20, Woolworths, Underwood, aged 35 years. 
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8.4 APPENDIX D – QUESTIONNAIRE  

Profiling the Male Grocery Shopper: An Investigation into the Growth and 
Behaviour of Australian Male Grocery Shoppers. 

 
Male  Female   (Circle) 
 
Time Entry:________ Time Complete:________  Items:________$Value:_________ 
 
Screening Questions 
Q1. For the purposes of this study, can you tell me if you are Married         M [  ]1     L [  ]  2  N/A [   ]3 

 or Living with a significant other of the opposite sex? 
 
Q2. For the purposes of this study, do you at least once a week  Yes [  ]1  No [  ]2 

shop for groceries? 
 
Q3. Do you consider yourself the main grocery shopper?  Yes [  ]1  No [  ]2 
 
Q4. Do you share the grocery shopping with your partner?  Yes [  ]1  No [  ]2 
 
Q5. For the purposes of this study, are you an employee, supplier or Yes [  ]1  No [  ]2  
 manager of this supermarket? 
 
 
Q6. Which ONE of the following statements best describes your use of 
grocery shopping lists? (Circle) 
  
[1] I use a list every time I shop for groceries. (Go to Q7) 
[2] I sometimes use a shopping list. (Go to Q7) 
[3] I never use a shopping list. (Go to Q8) 
 
Q7. Which ONE of the following statements best describes your reason 
for using a shopping list? (Circle) 
 
[1] I only use a list if I am shopping for a special occasion, eg. a dinner party. 
[2] I only use a list if I am shopping for specific items I don’t regularly purchase. 
[3] I only use a list if one is prepared for me by my partner. 
[4] Other______________________________________________________________ 
 
 
Q8. Normally, how many times per week do you enter a supermarket to 
purchase products?(Circle) 
 
[1] Once per week  [2] Twice per week.  [3] Three times per week. 
[4] Four times per week.  [5] Five times per week  [6] Six times per week. 
[7] 7 times per week.  [8] More than 7 times   [9] Fortnightly. 
 
Q9. Normally, which day or days of the week do you shop at a 
supermarket? (Circle) 
 
[1] Monday   [2] Tuesday   [3] Wednesday   [4] Thursday   
[5] Friday  [6] Saturday   [7] Sunday 
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Q10. Which ONE statement best describes the times of the day do you 
normally complete your supermarket shopping? (Circle) 
  
[1] I shop in the mornings (prior to 12pm midday or after I drop the kids at school) 
[2] I normally shop during the day (10am – 4pm) 
[3] I shop during my lunch break. 
[4] I shop in the afternoon after I collect the kids for school (3pm – 5pm). 
[5] I shop after work on the way home (after 5pm) 
[6] I shop late evenings (5pm – 9pm) 
[7] I have no specific regular time when I shop. 
 
Q11. Each week, how many different supermarkets do you shop at? 
(Circle) 
 
[1] Only this one supermarket (Go to Q11) [2] Two different supermarkets 
 
[3] Three different supermarkets   [4] Four or more supermarkets each week. 
 
 
Q12. Which ONE statement best describes the reasons why you shop at 
more than one supermarket each week? (Circle) 
 
[1] I do my main shop at one supermarket and ‘top-up shop’ at a supermarket close to 
work/school/home. 
[2] I shop at different supermarkets to pick up the best specials. 
[3] I shop at different supermarkets because each carries a different product range. 
[4] I shop at different supermarkets for the fuel discounts. 
[5] I shop at different supermarkets because of their loyalty program. 
[6] Other ______________________________________________________________(write in) 
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ASK: Can you indicate how strongly you agree or disagree with the below 
statements regarding product selection during grocery shopping? 
 

Strongly Agree = 1, Agree = 2, Neither Agree/Disagree = 3, Disagree = 4, Strongly Disagree = 5 
 

Q13. Price is important to me when I am 
selecting products at the supermarket. 
 

 
SA                  A                  N                  D                  SD 

Q14. Brand is important to me when I am 
selecting products at the supermarket. 
 

 
SA                  A                  N                  D                  SD 

Q15. Nutritional information is important 
to me when I am selecting products at the 
supermarket. 

 
SA                  A                  N                  D                  SD 

Q16. Ingredients are important to me 
when I am selecting products at the 
supermarket. 

 
SA                  A                  N                  D                  SD 

Q17. Freshness is important to me when I 
am selecting products at the supermarket. 
 

 
SA                  A                  N                  D                  SD 

Q18. Taste is important to me when I am 
selecting products at the supermarket. 
 

 
SA                  A                  N                  D                  SD 

Q19. Quality is important to me when I am 
selecting products at the supermarket. 
 

 
SA                  A                  N                  D                  SD 

Q20. It is important to me, when I am 
selecting products at the supermarket, 
that the product is appetising. 

 
SA                  A                  N                  D                  SD 

Q21. Value for money is important to me 
when I am selecting products at the 
supermarket. 

 
SA                  A                  N                  D                  SD 

Q22. The amount of special discount is 
important to me when I am selecting 
products at the supermarket. 

 
SA                  A                  N                  D                  SD 

 
 
ASK: Can you indicate how strongly you agree or disagree with the below 
statements regarding the extent price affects your grocery shopping? 

 
Strongly Agree = 1, Agree = 2, Neither Agree/Disagree = 3, Disagree = 4, Strongly Disagree = 5 

 
Q23. I am not willing to go to extra effort 
to find lower prices. 

 
SA                  A                  N                  D                  SD 

Q24. I will grocery shop at more than one 
store to take advantage of low prices. 

 
SA                  A                  N                  D                  SD 

Q25. The money saved by finding low 
prices is usually not worth the time and 
effort. 

 
SA                  A                  N                  D                  SD 

Q26. I would never shop at more than one 
store to find lower prices. 

 
SA                  A                  N                  D                  SD 

Q27. The time it takes to find lower prices 
is usually not worth the effort. 

 
SA                  A                  N                  D                  SD 
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ASK: Can you indicate how strongly you agree or disagree with the below 
statements regarding price checking during grocery shopping? 
 

Strongly Agree = 1, Agree = 2, Neither Agree/Disagree = 3, Disagree = 4, Strongly Disagree = 5 
 

Q28. I read the price tags of the grocery 
products I buy. 

 
SA                  A                  N                  D                  SD 

Q29.Before buying a product, I check the 
price. 

 
SA                  A                  N                  D                  SD 

Q30.I check the prices of the grocery 
products that I purchase. 

 
SA                  A                  N                  D                  SD 

 
ASK: Can you indicate how strongly you agree or disagree with the below 
statements regarding your use of special catalogues? 
 

Strongly Agree = 1, Agree = 2, Neither Agree/Disagree = 3, Disagree = 4, Strongly Disagree = 5 
 

Q31. I prepare a shopping list using the 
specials catalogue. 

 
SA                  A                  N                  D                  SD 

Q32.I list down the special products out of 
the catalogue I want to buy. 

 
SA                  A                  N                  D                  SD 

Q33I know what products I am going to 
buy before I get to the supermarket. 

 
SA                  A                  N                  D                  SD 

Q34. I am a well organised grocery 
shopper. 

 
SA                  A                  N                  D                  SD 

Q35. Before going to the supermarket, I 
plan my purchases based on the specials 
available that week. 

 
SA                  A                  N                  D                  SD 

 
 
ASK: Can you indicate how strongly you agree or disagree with the below 
statements regarding impulse purchasing during grocery shopping? 
 

Strongly Agree = 1, Agree = 2, Neither Agree/Disagree = 3, Disagree = 4, Strongly Disagree = 5 
 

Q36. I often buy things spontaneously.  
SA                  A                  N                  D                  SD 

Q37. “Just do it” best describes the way I 
shop. 

 
SA                  A                  N                  D                  SD 

Q38.I often buy things without really 
thinking. 

 
SA                  A                  N                  D                  SD 

Q39. “I see it, I buy it”, best describes me.  
SA                  A                  N                  D                  SD 

Q40. “Buy now, think about it later”, 
describes me. 

 
SA                  A                  N                  D                  SD 

Q41. Sometimes I feel like buying things 
on the spur of the moment. 

 
SA                  A                  N                  D                  SD 

Q42.I buy things according to how feel at 
the moment. 

 
SA                  A                  N                  D                  SD 

Q43.I carefully plan most of my 
purchases. 

 
SA                  A                  N                  D                  SD 

Q44. Sometimes I am a bit reckless about 
what I buy. 

 
SA                  A                  N                  D                  SD 
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ASK: Can you indicate how important each of the below supermarket 
store characteristics are to you? 

Very Important = 1, Important = 2, Neither Important/Unimportant = 3, Unimportant = 4, Very Unimportant = 5 
 

Q45. Weekly specials. 
Q46. Regular discounts. 
Q47. Frequent promotional prices 
 

VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
 

Q48. Well staffed service departments. 
Q49. Getting served quickly 
Q50. No waiting in serviced departments 
 

VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
 

Q51. Specials being in-stock. 
Q52. No special Out of Stocks. 
Q53. Being in stock of specials I want. 
 

VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
 

Q54. Accurate register operators. 
Q55. Friendly register operators. 
Q56. Efficient register operators. 
 

VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
 

Q57. Easy parking. 
Q58. Easy access from the car park. 
Q59. Parcel pick up areas. 
 

VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
 

Q60. Well stocked shelves. 
Q61. Being in stock of what I want. 
Q62. No Out of Stocks. 
 

VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
 

Q63. Convenient locations. 
Q64. Supermarkets that’s easy to find. 
Q65. Supermarket that’s easy to get to. 
 

VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
 

Q66. Cleanliness. 
Q67. Hygienic processes. 
Q68. Quality Food Handling procedures. 
 

VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
 

Q69. High quality fresh food. 
Q70. Great tasting fresh food. 
Q71. Healthy fresh food. 
 

VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
 

Q72. Low prices everyday. 
Q73. Consistent pricing. 
Q74. Competitive prices. 

VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
VI                   I                   N                  UI                  VU 
 

 

ASK: Q75. Which ONE of the following statements best describes your 
reasons for doing the grocery shopping? 
 
[1] I do the grocery shopping because it is my responsibility. 

[2] I do the grocery shopping because the store is on the way home for me. 

[3]  I do the grocery shopping because I like to do it. 

[4]  I do the grocery shopping because my partner works. 

[5]  Other _______________________________________(Write in) 
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ASK: Can you indicate how strongly you agree or disagree with the below 
statements regarding your involvement in grocery shopping? 

Strongly Agree = 1, Agree = 2, Neither Agree/Disagree = 3, Disagree = 4, Strongly Disagree = 5 
 

Q76. Ultimately, grocery shopping should 
be left to a woman. 

 
SA                  A                  N                  D                  SD 

Q77.I am happy to share the grocery 
shopping with my partner. 

 
SA                  A                  N                  D                  SD 

Q78.I believe that shopping for groceries 
is a joint responsibility 

 
SA                  A                  N                  D                  SD 

Q79. I believe men should be actively 
involved in the grocery shopping. 

 
SA                  A                  N                  D                  SD 

Q80. I don’t think men should do the 
grocery shopping. 

 
SA                  A                  N                  D                  SD 

 

ASK: Can you indicate how strongly you agree or disagree with the below 
statements regarding how much do you enjoy the activity of grocery 
shopping? 

Strongly Agree = 1, Agree = 2, Neither Agree/Disagree = 3, Disagree = 4, Strongly Disagree = 5 
 

Q81. I look forward to my weekly grocery 
shopping trip. 

 
SA                  A                  N                  D                  SD 

Q82. I like doing the grocery shopping 
each week. 

 
SA                  A                  N                  D                  SD 

Q83. I enjoy grocery shopping.  
SA                  A                  N                  D                  SD 

Q84. Grocery shopping is a chore.  
SA                  A                  N                  D                  SD 

Q85. Grocery shopping is boring.  
SA                  A                  N                  D                  SD 

Q86. Grocery shopping is a pain.  
SA                  A                  N                  D                  SD 

 

Demographics 

 

87. Gender  Male: [  ] 1  Female:[  ] 2 

 

88. Age  18 – 25[  ] 1 

   26 – 35[  ] 2 

   36 – 45[  ] 3 

   46 – 54[  ] 4 

   55 – 64[  ] 5 

   65 – +  [  ] 6 
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89. Education Grade 10 (Junior) [  ] 1 90. Income < than $30k [  ] 1

   Grade 12 (Senior) [  ] 2   $30k - $44k [  ] 2 

   TAFE/Trade  [  ] 3   $45k - $54k [  ] 3 

   Under Graduate [  ] 4   $55k - $64k [  ] 4 

   Post Graduate [  ] 5   $65k - $74k [  ] 5 

         $75k above [  ] 6 

 

91. Occupation Trade/Manual [  ] 1 92. Employment F/time  [  ]1 

   Office/Clerical [  ] 2    P/time  [  ] 2

   Management  [  ] 3    Casual [  ] 3 

   Professional  [  ] 4    Temp  [  ] 4 

   Education  [  ] 5    Unemp[  ] 5 

 

93. Dwelling House  [  ] 1  94. Ownership Own  [  ]1 

  Flat  [  ] 2     Buying [  ] 2 

  Apartment [  ] 3     Renting [  ] 3 

  Townhouse [  ] 4 
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8.5 APPENDIX E – METHODS OF DATA COLLECTION – HYPOTHESES  

Nº HYPOTHESES METHOD REFERENCE 
H1 Men are less inclined to employ shopping lists 

when undertaking the grocery-shopping task than 
women. 

Questionnaire 
Survey 

(Thomas and Garland 2004) 

H2 Older men (55 years or more) are more likely to 
employ shopping lists when undertaking the 
grocery-shopping task than younger men. 

Questionnaire 
Survey 

(Thomas and Garland 2004) 

H3 Men visit the supermarket more frequently than 
women. 

Questionnaire 
Survey 

(Dholakia 1999) 

H4 Men will complete their supermarket shopping in 
less time than women. 

Observation (Davis and Bell 1991) 

H5 Men will spend less per visit to a supermarket than 
women. 

Observation (Davis and Bell 1991) 

H6 Men will purchase fewer items per visit to a 
supermarket than women. 

Observation (Davis and Bell 1991) 

H7 Men will reference fewer evaluative criteria when 
making a product selection than women. 

Questionnaire 
Survey 

(Williams 2002) 

H8 The price insensitivity of the male grocery shopper 
is significantly greater than in the female shopper. 

Questionnaire 
Survey 

(Otnes, Lowrey et al. 1997) 

H9 Men will check prices (comparison shop) less 
frequently than women. 

Questionnaire 
Survey 

(Williams 2002) 

H10 Men will compare product and price in store 
catalogues less frequently than women. 

Questionnaire 
Survey 

(Zeithaml 1985) 

H11 Men are more inclined to purchase on impulse than 
women.  

Questionnaire 
Survey 

(Underhill 1999) 

H12 Men will patronise fewer supermarkets each week 
than women. 

Questionnaire 
Survey 

(Polegato and Zaichkowsky 1994) 

H13a Men consider “weekly specials” less importantly 
than women. 

Questionnaire 
Survey 

(Polegato and Zaichkowsky 1994) 

H13b Men consider “well staffed serviced departments” 
less importantly than women. 

Questionnaire 
Survey 

(Polegato and Zaichkowsky 1994) 

H13c Men consider “being in stock of specials throughout 
the week” less importantly than women. 

Questionnaire 
Survey 

(Polegato and Zaichkowsky 1994) 

H13d Men consider the store characteristic of “accurate 
and friendly register operators” less importantly 
than women. 

Questionnaire 
Survey 

(Polegato and Zaichkowsky 1994) 

H13e Men consider the store characteristic of “easy 
parking” less importantly than women. 

Questionnaire 
Survey 

(Polegato and Zaichkowsky 1994) 

H13f Men consider the store characteristic of “well 
stocked shelves” less importantly than women. 

Questionnaire 
Survey 

(Polegato and Zaichkowsky 1994) 

H13g Men consider the store characteristic of “convenient 
locations” less importantly than women. 

Questionnaire 
Survey 

(Polegato and Zaichkowsky 1994) 

H13h Men consider the store characteristic of 
“cleanliness” less importantly than women. 

Questionnaire 
Survey 

(Polegato and Zaichkowsky 1994) 

H13i Men consider “high quality fresh food” less 
importantly than women. 

Questionnaire 
Survey 

(Polegato and Zaichkowsky 1994) 

H13j Men consider “low prices” less importantly than 
women. 

Questionnaire 
Survey 

(Polegato and Zaichkowsky 1994) 

H14 Younger men (54 years or less) are more inclined 
to undertake the shopping task than older men (55 
years and older). 

Questionnaire 
Survey 

(Dholakia, Pedersen et al. 1995; 
Dholakia 1999) 

H15a Male grocery shoppers are more inclined to be 
tertiary educated. 

Questionnaire 
Survey 

(Dholakia, Pedersen et al. 1995; 
Dholakia 1999) 

H15b Male grocery shoppers are more inclined to have 
higher incomes. 

Questionnaire 
Survey 

(Dholakia, Pedersen et al. 1995; 
Dholakia 1999) 

H15c Male grocery shoppers are more inclined to work in 
white collar occupations. 

Questionnaire 
Survey 

(Dholakia, Pedersen et al. 1995; 
Dholakia 1999) 

H16 There is a strong and positive correlation between 
men, who undertake the grocery-shopping task, 
and their partner’s employment commitments 
outside the home. 

Questionnaire 
Survey 

(Otnes and McGrath 2001) 

H17 Male respondents strongly believe that grocery 
shopping is a joint responsibility. 

Questionnaire 
Survey 

(Piron 2002) 

H18 Men who undertake the grocery-shopping task 
claim to enjoy the responsibility. 

Questionnaire 
Survey 

(Piper and Capella 1993) 

 
 


