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Toward a Definition of the Consumerist Segment in France ALAIN J. P. JOLIBERT GARY BAUMGARTNER*



B



ourgeois and Barnes (1979) cite 16 articles dealing with consumerist identification. Two studies (Bourgeois and Bames 1976; 1979) used membership in a consumerist movement as the criterion variable; the remaining 14 used various attitude measures to define consumerists. The object of this paper is to extend this line of research by studying French consumerists and contrasting them with their American counterparts on expressed attitudes and opinions. At the same time, attitude scales most commonly used in American research are tested for validity in the French culture. Past French research has been primarily concerned with the sociological aspects of the consumerist movement. The impact of consumerism on private enterprise and public functions (Renoux 1977) and the links between consumerism and society (Ramaekers 1975) could be cited as characterizing French research on consumerism. The only research, to date, dealing specifically with the characteristics of consumerists has been the analysis by Chandon and Strazzieri (1980) of the European Economic Community study (1976). However, the principal objective of the EEC study was the European consumer.



responsibility (1968), the "perceived consumer efficiency scale" (Kinnear, Taylor, and Ahmed 1974), and the scale of consumer attitudes towards big business (Webster 1975). Using reciprocal translation (Nath 1969), these scales were included in the questionneure in the form of Likert scales. Possible responses ranged from (1) total disagreement to (6) total agreement (Exhibit 1). In addition, questions were included on sociodemographic characteristics, frequency of participation in typical everyday activities, and behavior towards mass media and distribution channels, as well as frequency of purchase of certain ecological products These questions are very similar to those frequently used in consumerist research (Bourgeois and Bames 1976; 1979; Hustad and Pessemier 1973).



The Sample All respondents were from the Grenoble area. Certain French cities are more representative of the French population than others and are often chosen as test markets. Grenoble and Rouen have such a reputation (Kotler and Dubois 1977). The sampling procedure was intended to produce two distinct groups: hard-core consumerists and a random sample of the Grenoble population. Naturally, simple membership in a consumerist organization is not sufficient to identify that person as a consumerist. Membership is frequently obtained not to work for consumerism, but simply to obtain information, usually in the form of a consumer journal, e.g., Que Choisir. In order to avoid confusing information-seekers with consumerists (Thorelli, Becker, and Engledow 1975), the local union representative of the Union



METHODOLOGY The Questionnaire Three scales commonly used in consumerist research are the Berkowitz-Lutterman scale of social •Alain J. P. Jolibert is Professor, and Gary Baumganner is Associate Professor, both at the Institut d'Etudes Commerciales. University of Grenoble, 47 X 38040 Grenoble Cedex, France.
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DEFINING THE FRENCH CONSUMERIST SEGMENT EXHIBIT 1 SCALES USED IN THE QUESTIONNAIRE



Bertfowitz-Lutterman scale (sociat resportsibitity scale) 1. It is no use worrying about current events or public affairs: I can't do anything about them anyway (-) 2. Every person should give some of his time for the good of his town or country (+) 3. Our country would be a lot better if we didn't have so many elections and people didn't have to vote so often (-) 4. Letting your friends down is not so bad because you can't do good all the time for everybody (-) 5. It is the duty of each person to do his job the very best that he can (+) 6. People would be a lot better off if they could live far away from other people, and never have to do anything for them (-) 7. At school I usually volunteered for special projects (+) 8. I feel very bad when I have failed to finish a job I proposed I would do (+) Perceived consumer efficiency 9. It is futile for the individual consumer to do anything about pollution 10. When I buy products. I try to consider how my use of them will affect the environment and other consumers Attitude towards big business 11. Big Business has too much power in this country Note: Scale values are in the direction ot positive socially responsible consumers.



Federale des Consommateurs provided a list of 48 active members who were willing to participate in our study. Concurrently, a random telephone-directory sample of 500 people was contacted by phone to request cooperation; 338 agreed to fill out the questionnaire. As attempts to reach nonrespondents proved fruitless and highly time consuming, no adequate means was available to test for nonresponse bias. However, the distribution of professions within the sample was compared to that of the Grenoble population, and no statistical difference (at the 0.05 level) could be detected.



ANALYSIS AND RESULTS Scale Validations The Berkowitz-Lutterman scale (1968) was analyzed for internal consistency using Cronbach's alpha coefficent (1951). The resulting value of 0.398 is particularly low compared to those surveyed by Peter (1979). This result was confirmed by examining the correlations among different items of the scale; many of these were not significantly different from zero and several even contradicted the scale direction. It, thus, appears that this scale is invalid in France. The scale measuring "perceived consumer efficiency" containing only two items was tested by ex-



amining the correlation coefficient. The very weak correlation (-0.09) was not significantly different from zero at 0.05, and indicates that these two items do not form a valid scale. Item 11 of Exhibit 1, concerning attitude toward big business, does not differentiate between consumerists and other consumers.



Consumerist Characteristics Although this scale proved useless as a whole, we tested each item separately to determine its effectiveness in distinguishing between the two groups. The one-way analysis of variance showed that only Items 2, 4, 9, and 10 were statistically significant at the 0.05 level. French consumerists are more willing to give their time to their town or country; they attribute more importance to the value of friendship, have more faith in consumer efficiency, and are more sensitive to the impact of their consumption on the general public (environment). A similar analysis of the sociodemographic variables suggests that consumerists are younger, more highly educated, and tend to be married rather than single. Consumerists are rarely found among managers, artisans, small merchants, or the unemployed. Sex and income play no role in the identification of consumerists. The frequency of participation in everyday activities was analyzed in two stages. Because of their large number, these variables were first subjected to oneway analysis of variance; the items significant at the 0.05 level were retained and subjected to discriminant analysis (Table 1). An analysis of the discriminant function indicates that consumerists are very active. They do more bike riding, engage in more professionally related travel, do more long-distance telephoning, go to the movies more often, and watch television less. They also attend meetings organized by nature protection associations more frequently. The discriminant analysis was validated using Montgomery's V3 procedure (1975). Using a computer random-number generator, the total sample was split into two pseudo-groups of the same size as the original sample (338 + 48). Discriminant analysis was applied to the resulting two pseudo-groups. The principle underlying this procedure is that the original analysis, if valid, should produce better results (percent correctly classified, statistical significance, etc.) than an analysis based on a random sampling. We did this four times, and the results (Table 2) tend to support the validity of the original analysis. The questions concerning behavior towards mass media and distribution channels, as well as frequency of purchase of certain ecological products, were analyzed by one-way analysis of variance. (The presence of high multicollinearity among the variables pre-
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THE JOURNAL OF CONSUMER RESEARCH TABLE'1



EXHIBIT 2



DISCRIMINANT ANALYSIS OF ACTIVfTIES



BEHAVIORAL CHARACTERISTICS OF CONSUMERISTS WITH RESPECT TO SELECTED MARKETING VARIABLES



Standardized function weights*



Activity Visited an art gallery or museum Went bowling Worked a crossword puzzle Went to a classical concert Attended a meeting of a nature protection society Had a cocktail or a drink before dinner Rode a bicycle Watched a sporting event on TV Went to the movies Gave or attended a dinner party Visited relatives Made a long-distance phone call Went to a traditional doctor Had dinner in a restaurant Rode a bus Went to see an auto race Went on car trip of over 100 km for business reasons Took a photo in black and white



-0.19 0.20 -0.17 0.12 -0.35



Characteristic



TV viewing*



Radio listening



0.20



-0.21 0.26 -0.22



Newspaper and magazine reading habits



-0.15 -0.16 -0.23



0.19 0,15 -0.14



0.16



Distribution channels patronage*



-0.34



Product usage*



0.32 Level of significance Group centroids Others Consumerists



Type of behavior



0,001 0.21 -1.31



Consumerists tend to watch TV less than others, particularly between the hours of 7:00 P.M. and 11:00 P.M. Consumerists listen to the radio more than the others, particularly popular music, jazz, and talk shows. The most popular radio stations are France Inter and Europe 1 Consumerists prefer the national newspaper Le Monde and the magazine Le Point. On the contrary, the local newspaper, Le Dauphin4 Lib6r6. seems to find its principal audience among the others* Consumerists tend to visit artisan shops more than others Consumerists use less products contained in aerosol cans, and they smoke less. Most surprisingly, they tend to disdain natural products



•The indicated relationships are significant at the 0.05 level. 'A positive standardiied function weight implies that others' practice the indicated activity more frequently than the consumerists. A negative standardized function weight indicates more frequent practice of the indicated activity by consumerists. The greater the absolute value of the weight, the more this activity differentiates consumerists from others."



eluded the use of discriminant analysis.) As shown in Exhibit 2, consumerists tend to use the radio rather than the television as a means of information or distraction. More than other consumers, they appreciate musical broadcasts (with the exception of classical music). They listen mostly to France Inter and Europe 1, and tend to read LeMonde rather than the local



Dauphine Libere. Behavior with respect to distribution channels differs little between consumerists and other consumers; consumerists have, nevertheless, a greater propensity than others to visit home craft shops. Finally, consumerists are very sensitive to products reputed to be dangerous to health, such as tobacco and aerosol cans. Surprisingly enough, however, they do not seem to be affected by the health product vogue.



TABLE 2 DISCRIMINANT ANALYSIS VALIDATION Shuffled data



Discriminant statistic



Data in proper order



Run 1



Run 2



Run 3



Run 4



Maximum percent hits Wilk's lambda F



82% 0.71 7.06



60% 0.96 2.36



69% 0.90 2.96



61% 0.94 2.23



72% 0.90 3.24



824 175 791 208



.619 .393 .500 .416



.713 .306 .562 .312



Actual group Reject Reject Accept Accept



Classified group Reject Accept Accept Reject



.626 .390 .541 .354



.734 .279 ,645 .270



DEFINING THE FRENCH CONSUMERIST SEGMENT



DISCUSSION AND CONCLUSION Although the three attitude scales studied were shown to be invalid, certain items proved of some value in distinguishing between consumerists and other consumers. Analysis of the individual questions comprising the social responsibility scale shows that only the items relating to concern in general describe consumerist attitudes. Consumerists are more concerned with the common good than others. However, they are not sensitive to abstract politics. Hence, it appears that the French consumerist may have narrower views than the American consumerist. Likewise, the two items of the "perceived consumer efficiency" scale, although invalid as a scale, proved to have some discriminating power. In this respect, the French eonsumerist rejoins his or her American counterpart. Finally, a negative attitude towards big business is not a distinguishing characteristic of the French consumerist. These results may be linked to Kotler's observation (1977) according to which consumerism is the ultimate expression of the marketing approach. Thus, consumerism is not necessarily unfavorable to big business; consumerists attempt to influence the marketing system in order to get a better response to their needs and desires. Our findings on sociodemographic variables coincide with those of Bourgeois and Bames (1979), who associate higher education levels with consumerism, but are contrary to the findings of Anderson and Cunningham (1972) and Kassaijian (1971). Contrary to Webster's study (1975). which associated consumerism with sex and the revenue of the respondent, no such link has been detected in our study. In general, family status, age, and socioprofessional categories allow for a better identification of the French consumerist. In their behavior toward mass media, French consumerists, like their Canadian counterparts, tend to watch television less (Bourgeois and Barnes 1979) and give preference to prestigious newspapers. However. French consumerists seem to be more attached to the radio as a means of distraction and information than their Canadian counterparts. [Received July 1980. Revised December 1980.]
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