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ABSTRACT .

The Cardiff Consumer Panel survey 1s thought to be the most comprehensive
locationally specific survey of shopping behaviour ever carried out in

the UK It 1ncludes continuous records of shopping for food and groceries
by some 450 panellists over a s1x-month period 1n 1982. For every one

of the shopping visits recorded the 1dent1ties of the shop used and the
products bought are known. Th1s paper explains at length the conduct
of the survey and the structure and format of the data tapes containing
the survey results It 1s 1intended principally as a handbook for
researchers wishing to use the data, and does not include any analysis of

the survey findings themselves.

After a brief introduction, the pilot study (September-December 1980)
1s first discussed. There follows a description of the main survey
Instrument. the weekly shopping diary 1n which any visit to a store
for the purchase of food or groceries was described Procedures used
for recruiting the panel of shoppers and maintaining a high quality
record of panellists' food and grocery shopping are discussed The
compasition of the panel 15 then examined. The sample of 451 panellists
1ikely to be used for most analyses extends to all sectors of the
population in terms of age, social class, mobiiity, etc, although
different1al rates of recruitment and early drop-out of panel members
have led to some over-representation of car-owning married-couple house-

holds with chiidren.

There follows a discussion of the associated surveys of food shopping

opportunities in the Card1ff area, also carried out In 1982 The paper ends



with a detailed explanation of the structure and formatting of the
data tapes which contain the survey results, and which are being

deposited with SSRC Survey Archive

ACKNOWLEDGEMENTS.

The work described in this paper was funded by the Social Science
Research Counci] under grants HR 7430 and HR 8036 (recoded as D00230010)
aﬁﬂ we gratefully acknowledge their help. We would also like to thank
the many 1ndividuals who have contributed to the success of this research
programme These include Dorothy James, Annette Reed, Rona Frank and
Nichola Lewis at Research and Marketing (Wales and the West) Ltd., whose
help made the survey run smoothly, the 15 fieldworkers for their
excellent supervision of diary completion, and of course the panellists
themselves for their conscientious and (we hope) accurate standards of
reporting Subsequently, much of the detailed preparation of the
analyses described 1n Sections 5 and 6 of this paper was carrmed out

by Justin Scregg, Jane Adkins, Jeremy Goodwin, John Romaya and Dominic
Ryan at UWIST and Mark tUnclesand Bill Halperin at Bristol Finally

we would 11ke to thank Margaret Reynolds for typing the paper.

AUTHORS.

C]1fford Guy 15 a Lecturer 1in the Department of Town Planning, UWIST.

Ne1l Wrigley 1s a Lecturer in the Department of Geography, Bristol
University

Larry O'Brien 1s a Lecturer 1n the Department of Geography at the

College of St Paul and St Mary, Cheltenham, formerly Research Associate

1n the Department of Town Planning, UWIST

11.



geoff Hiscocks 1s Research Director of Research and Marketing (Wales

and the West Ltd ), Cardiff.



CONTENTS

1. Introduction

2 The P1lot Survey and 1ts Implications for the Main Survey

2.1
2.2

Design of the P1lot Survey

Main Results of the Pilot Survey

9.2.1 Panel Attrition in the Pilot Study

2 2.2 Diary Design and Accuracy of Information Supplied
2 2.3 panel Recruitment in the P1lot Survey

2 2.4 The Household Characteristics and Attitudes
Questionnaire

3. The Main Survey: Design and Panel Recruitmant

3.1

3.2

3.3

Design of the Shopping Diary
3.1.1 Basic Structure of the Diary
3 1.2 Design of the Diary Page or 'Shop Form'

selection of Study Areas and the Structure of the
Sampling Design

3 2.1 Selection of Study Areas
3 2.2 Sampling Procedure

panel Recruitment Procedures

3 3.1 Basic Organisation

3 32 Imtial Interviews

3.3 3 Panel Recruitment

4 Collection and Coding of D1ary Data

4 1

Fieldwork Organization

4 11 Continurty of Reporting
4.1.2 Fieldwork Admimistration
4 13 Fieldwork Supervision

4 14 Contact with the Panellists

1V

Page

10
13
13
14
14

21
22
26
30
30
33

40
40
40
a1
46
49



4.2

4.3
4.4

Drary Editing and Coding
4,2.1 Editing

4 2.2 Brand Coding
4.2.3 Shop Coding
Init1al Data Processing

Creation of Computer Tapes and Quality Checks Performed
by DCMS

Characteristics of the Consumer Panel

51

5.2

5.3

Panellists Compared with Non-Panellists: The Initial
Questionnaire

5 1.1 Design of the Questionnaire

5.1 2 Characteristics of Panellists

Panel Attrition

5.2.1 Attrition Rate

5 2.2 Techniques of Attrition Control

5.2.3 Characteristics of 'Stayers' versus 'Dropouts’

Characteristics of the 'Continuous Reporters': The
Second Questionnaire

5.3.1 Design of the Second Questionnaire
5 3.2 Conduct of the Second Questionnaire Survey

5.3 3 A Summary of the Second Questionnaire Data

Information on Shops 1n the Cardiff Area

6.1

6.2

Numerical Coding of Shops visited by the Panel

6.1.1 Sources of Data for a Shop List

6.1.2 The Shop Code

6 1.3 The Coding Procedure

The Grocery Prices Survey

6 2.1 The Choice of Items for which Prices were Surveyed
6.2.2 The Choice of Stores to be Surveyed

6.2.3 Conduct of the Price Survey

Page

52
53
53
54
55

57
69

69
69
70
75
76
78
83

8%
89
9N
94
109
109
109
112
117
121
122
123

125



6.3 The Survey of Shop Characteristics
6.3.1 The Shops Surveyed
6 3.2 Timing of the Survey
6.3.3 Characteristics Surveyed
6.3.4 Quality Assessment
Structure and Formatting of the Data Tapes
7 1 ‘'Complete' and 'Incomplete’ Diary Tapes
7.2 Structure and Formatting of the Diary Tapes
7.2.1 Structure of Each Record
7.2.2 Notes
7.3 Structure and Formatting of Questionnaire Data
7.3.1 Structure of the First Questionnaire Data Files
7 3.2 Structure of the Second Questionnaire Data File
7 4 ‘tocational Information on Panellists
7.5 Structure and Formatting of the Shops Data
7 5.1 The Grocery Price Fiale
7.5.2 The Shop Data File
References
Appendices
A Product Reference List
B. List of Brands Coded
C. Instructions to panellists for Filling in the Diary
D Fieldworker Timetables
E Complete Record of Diary Completion Rates by Panellists
F. Letters sent to Paneliists
G. Editing and Coding Instructions
H. The Init1al Questionnaire
1. The Second Questionnaire

J. Locational Information Incorporated 1n the Shop Coding
System

vl

Page

126
126
127
128
130
134
134
138
138
140
145
145
149
153
155
155
155
158
159
159
173
181
185
193
221
227
233
235

243



Page

K. Cardiff Shop Price Survey, May 1982 249
L. Shops Surveyed for Grocery Prices 251
M List of Shop Codes, Names and Addresses 254

V11



Page

TABLES

Table 2.1 Card1ff Consumer Panel Survey: Assumed and Achieved
Attrition and Recruitment Rates in Pilot Survey, Main

Survey, and Applications to SSRC 12
Table 3 1 Characteristics of Selected Study Areas 25
Table 3 2 Success Rates 34
Table 3.3 Number of Panellists (Weeks 01-03) 37
Table 4.1  Error Checks 60

" Table 5.1 Weekly Distribution of Shopping Trips 71

Table 5.2 Distribution of Vehicles per Household 72
Table 5 3 Employment status of 'Housew1fe' 72
Table 5.4 Sex of Respondent 73
Table 5.5 Age Disaggregated by Sex of Respondents 73
Table 5 6 Household Size 74
Table 5.7 Household Composition by Age Classes 74
Table 5.8 The Pattern of Panel Attrition within the Cardiff

Survey 77
Table 5.9 Age of 'Housewife' 83
Table 5 10 Employment status of 'Housewife' 84
Table 5.11 Number of Vehicles available for use by Members

of Household 84
Table 5.12 Household 5ize 85
Table 5 13 Stayers and Dropouts classified by age and

household vehicle availability 86
Table 5 14 Age of 'Immediate’ and 'Later' Dropout Housewives 87
Table 5 15 Vehicle Availability for '‘Immediate' and 'Later’

Dropout Households . 88
Table 5 16 Attitudes to Shopping 96
Table 5.17 Length of Residence 98
Table 5 18 Whether Refrigerator, etc , owned 98

Table 5.19 Number of Cars or Vans normally available to
Household 99

VAR



Table
Table
Table
Table
Table
Table
Table
Table
Table
Table
Table
Table
Table

Table

Tabile
Table
Table
Table
Table
Table

20

.21
.22
.23
.24
.25
.26
.27
.28
.29
.30
.31
.32

.33

.34
.35
.36
.37

Use of Cars for Shopping

Driving Licence held by Panellist
Age at end of full-time Education
Nature of last Examination Passed
whether Apprenticeship Completed
Sex of Panellist

Age of Panellist

Marital Status of Panellist

Work Status of Panellist
Occupation of Panellist

Location of Panellist's Workplace
Relationship of Panellist to Head of Household

Occupation of Head of Household (1ncluding
panellist where head of household)

Location of Workplace of Head of Household (where
other than Panellist)

Household Income

Number of Persons 1n each age group In Household
Total 1n Household

Work Status of adults n Household

Superstores visited by the panel

Strata Populations and Sample Sizes of Grocery
Stores 1n Cardiff and 1ts environs

1X

Page
99
100
100
101
101
102
102
102
103
103
104
104

105

106
106
107
108
108
14

125



FIGURES

Page
Fig. 3.1 The Diary Page 15
Fig. 3.2 P1loted Design of the Diary Page 16

Fig. 3.3 The Study Areas and District Centres 1n Cardiff 24
Fig. 4 1 Inside Front Cover of Diary 48
Fig 51 South Glamorgan 'Small Areas' 1n Cardiff 93

Fig. 6 1 Shop Survey Form 129



1 INTRODUCTION

This paper describes the design, conduct and results of the Cardiff
Consumer Panel (Diary) Survey. This survey funded by the Social Science
Research Council (SSRC) under grant D00230010 (previous code HR 8036)
monitored the da1ly food and grocery shopping behaviour of approximately
500 households 1n the city of Cardiff over a six month period, January
to July 1982. It 1s believed to be the largest long-term consumer panel
survey of a single urban area which provides detatiled locational
information on all aspects of panellists and their purchasing behaviour,
and from late 1983 onwards 1ts data are to be made available to all

other researchers via the SSRC Survey Archive at the University of Essex.

Primarily, the Cardiff survey was conducted to create the geographical
data base required by two associated SSRC research projects (D00230033,
D00230011) at the University of Bristol and the University of Wales,
Institute of Science and Technology (UWIST). Both these projects
required detailed locational information from a long-term diary survey
of a large consumer panel located in a single urban area, but they could
not gain access to information of the required type without recourse

to a specially commissioned survey. As a result their principal
investigators (Wrigley at Bristol and Guy at UWIST) co-operated to
design a survey which would satisfy the data needs of both projects

and which would be of sufficient generality and detail to be usable

in a wide range of future research projects.



The original application for the Card1ff survey was submitted to SSRC

in April, 1980. At that time SSRC required certain controversial

1ssues (e.g. attrition rate and recruitment rate assumptions, drary
design, organizational procedures, etc ) to be tested 1n a small-scale
pilot survey This pilot survey was successfully completed over a
12-week period September - December, 1980, using the services of a
specialized and experienced agency Research and Marketing (Wales

and the West) Ltd., and a revised application for the Cardiff survey was
sabmitted to SSRC 1n May, 1981. The revised application was successful
and large-scale funding (£79,000) was made available to run the Cardiff
survey for 26 weeks (24-weeks main monitoring period plus a 2-week
'running-in' period) from January to July, 1982. The day-to-day conduct
of the survey was sub-contracted to Research and Marketing Ltd., and the
transfer of edited and coded diaries to computer files and tapes was
sub-contracted to the specialized computing firm, DCMS Ltd. All
strategic decisions concerning design, survey conduct, error checking,
creation of computer tapes, etc., were taken by the principal
1nvestigators 1n consultation with the staff of Research and Marketing
and DCMS, and remain the responsibility of the principal 1investigators.
Throughout the survey, Dr. L.G. 0'Brien (the Research Associate for
project D00230011) and Mr. G. Hiscocks (the Research Director of Research
and Marketing Ltd) made a significant contribution 1n both creative and

operational terms.

Th1s paper gives an account of all aspects of the design and conduct of
the Cardiff survey, and of the creation, characteristics and formatting
of the computer tapes on which the survey data are now held. Its awmm

1s to provide sufficient deta1l to meet the needs of three groups of



potentially interested researchers,

(1)

(2)

A1l members of the research community who wish to make use of the

data via the SSRC Survey Archive. For this group, this paper forms
the necessary technical handbook which must accompany the data tape

to facilitate basic interpretation (coding and formatting conventions,
etc.), and to provide the essential background information {e.g.
survey design and conduct, data quality, error checking systems, etc.)

to understand the strengths and 1imitations of the data.

Soc1al survey specialists who wish to use the Cardiff survey as a
well-documented example of the conduct of a major panel survey
whose specific orientation was to provide the locational information

necessary for geographical/planning purposes.

Geographers and planners who wish to obtain the background
information necessary to complement the analyses of urban shopping
behaviour currently being undertaken and published by the research
teams working on the associated SSRC projects (D00230033,

D00230011) at Bristol and UWIST.

The Cardiff Consumer Panel data provides a valuable resource for

understanding the nature of urban shopping behaviour in Britain 1n the

1980s

Th1s paper provides the necessary information for the data to be

understood and used by other researchers.



7. THE PILOT SURVEY AND ITS IMPLICATIONS FOR THE MAIN SURVEY

The original application for the Cardiff Consumer Panel Diary Survey
was first submitted {together with applications for the assocrated
Bristol and UWIST research projects) to SSRC 1n April 1980. At that
time, certain referees of the proposed survey felt that a number of
difficulties relating to the data collection had been underestimated.
Spec1fically, their doubts centred upon (a) the 11kelihood of a high
attrition rate among panel members over a 24 week survey period - no
previous geography/planning diary survey had ever attempted such a
Tengthy monitoring period, (b} difficulties of 1nmitial recruitment of
panel members, (c¢) difficulties associated with the accurate completion

of what appeared to the referees to be a rather complex diary

To establish whether these apparent data collection difficulties
1dent1f1ed by the referees could be overcome, a small scale pilot survey
was proposed and funded by the SSRC (award No. HR 7430). The p1lot
survey took place during the 12 week period September 21st-December 13th,

1980 and 1t had five main objectives.

(1) To monitor the attrition rate among panel members and the
continuity of reporting. The original proposal submitted
to SSRC assumed {on the basis of normal practice 1n
commercial market research consumer panel surveys)
that about 30% of the initial panel members would drop
out or have to be removed from the panel during the
full 24 week monitoring period. Thus 1t was assumed
that an initial panel of 700 would be reduced by
attrition to 450-500 (the target size) by the end of
the 24 week monitoring pertiod.



(2) To assess the ease with which the diary could be
completed, and the extent to which the information
required could be supplied accurately by the panel
members.

(3) To determine as precisely as possible the 1nitial level
of panel recruitment. The original proposal submitted
to SSRC assumed that around 1,200 households would need
to be visited 1n order to recruit the initial panel of
700 required at the beginning of the 24 week monitoring

period.

(4) To gain experience of running a long-period panel survey
1n the city chosen for the main survey, but without
contaminating the areas selected for inclusion 1n the

main survey.

(5) To assess the design and completion rates of the required
'household characteristics and shopping attitudes’
questionnaire, and to monitor any adverse wmpacts its
administration might have upon the attrition rate
amongst panel members.

9 1 Dessgn 04 the Pelot Swrvey

The p1lot survey had to fulfil the objectives stated above, had to

adopt procedures (1ncluding remuneration of panel members, and a pattern
of fieldworker visits to panel members - at weeks 1, 2, 4, 6, 8, 10, 12,
etc.) which were as similar as possible to those expected to be used n

the main survey, but also was required to operate within the constraint

of a budget of around £2,000. Th1s necessitated a trade-off between

the length of the monitoring period 1n the pilot survey and the size

of the sample. After discussion with the selected market research



organization (Research and Marketing, Wales and the West Ltd.) of the
1imited number of possible combinations of panel size and length of
monitoring period which could be funded within the pilot survey budget,
1t was decided to monitor a panel of 30 households over a period of

12 weeks. It was felt that the crucial question of panel attrition
could only be answered 1f the pilot survey was of a realistic length,
and this was interpreted as meaning no less than half the monitoring
period proposed for the main survey. Unfortunately, this decision
implied that only a small sample could be funded, Nevertheless, by
dividing this sample between two contrasting areas of Cardi1ff {1n socio-
economic terms), and by recruiting 15 panel members in each area, 1t was
felt that the pilot survey would provide useful evidence on the 1inter-
area variation in rates of panel attrition and recruitment which could
be expected 1n the main survey. Also, it gave the opportunity to use
two fieldworkers who differed in their level of previous experience.

By montitoring the performance of these fieldworkers, useful information
could be provided on the problems which would confront fieldworkers in
the ma1n survey, and 1ndications of any serious variability in fieldworker

performance.

2 2 Maun Results of the PiLoit Sunvey

A detailed assessment of the conduct of the pilot survey and the results
achieved 1s contained 1n Wrigley and Guy (1981). Here we simply state
those major findings which had an influence on the design and conduct

of the subsequent main survey.



2.2.1 Panel Attrition 1n the Pilot Study

An initial pilot survey of 29 panel members was recruited (15 n one

area, 14 1n the other). At the end of the 12 week monitoring period
(December 13th, 1980) 26 panel members were sti1l completing diaries (13
in each area). Only 3 panel members dropped out during the 12 week period,
two of these (one 1n each area) did not manage to complete Week 1 of the
survey successfully, and the other dropped out at the end of Week 2.

What was clear from the pilot survey, therefore was that there was no
support for the pessimistic view of some of the referees of the original
application that a very high rate of panel attrition would be experienced
{(1.e. considerably greater than the 30% assumed 1n the original proposal).
The conclusion drawn was that, although an attrition rate as Tow as the
102 achieved 1n the pilot survey was unlikely in the main survey, 1t was
realistic to expect an attrition rate around 25% over the 24 weeks of

the main survey. In addition, the low attrition rate achieved 1n the
p1lot survey confirmed that the panel recruitment, panel control, and
panel remuneration procedures to be used 1n the main survey were

operating successfully.

In the event, a slightly better-than-expected attrition rate of only 20%
was subsequently achieved in the main survey (see Table 2.1, and

Section 5.3).

2.2 2 Diary Design and Accuracy of Information Supplied

Several referees of the original application submitted to SSRC gained
the impression that a rather complex diary would be necessary to

derive the information required. However, 1n conjunction with Research



and Marketing Ltd., it proved possible to design a diary which panel
members in the pilot survey found simple to understand and convenient
to use. Each diary covered one week's shopping and consisted of a
number of 1dentical single page sheets (see Figure 3.2) known as
'shop forms'. Each time the panel member obtained any of the listed
grocery items, she was required to record the name and address of the
shop or supplier from which the 1tem was purchased, the type of 1tem
purchased, etc., on the shop form. If no listed 1tems were purchased
on a particular day, the panel member was required to f111 1n a shop
form for that day specifying 'no listed items bpught this day'.

For each day there was, therefore, at least one shop form filled 1n,
and thus for most panel members a routine of filling n the diary

was rapidly established.

In designing the 'shop form' particular attention was given to.

(a} 1ts layout; (b) the elimination of any possible ambiguities,

(c) potential response biases caused by the ordering of the list of
product categories. Overall, the accuracy of the diary data supplied
by the paneilists proved to be very satisfactory. Nevertheless, the
p1lot survey did reveal several areas 1n which the layout of the shop
form could be 1mproved, and suggested other devices which would further
improve the accuracy of the data supplied by panel members (e.g. an
alphabetical reference 11st of all grocery products and the categories
which each product belonged to for the purposes of the survey was
found to be useful and was distributed to each panel member). These
improvements suggested by the pilot survey were incorporated into the
design of the diary subsequently used 1in the main survey (see Section

3.1.1).



2.2.3 Panel Recruitment 1n the Pilot Survey

The ariginal application submitted to SSRC assumed that around 1,200
households would need to be visited 1n order to recruit the initial panel
of 700 households required at the beginning of the 24 week monitoring
period, 1.e. 1t was assumed that approximately 58% of the households
visited would agree to become panel members. In the pilot survey lower
rates than this were achieved. O0f 90 randomly selected households which
were visited, contact and an interview with the ‘housewife' {the adult
responsible for buying most of the groceries consumed by the household,
whether male or female)} was achieved n 76 cases. 0f these 29 (32% of
originally visited households, 37% of the contacted households) agreed

to become panel members.

The pilot survey highlighted, therefore, the arduousness of the panel
recruitment stage and enabled a more accurate planning and costing of

the main survey to be developed. On the basis of the pilot survey
results 1t was assumed that 1,800 households (rather than 1,200) would
need to be visited 1n the main survey to recruit the initial panel of
approximately 680 required at the beginning of the monitoring period. (It
was assumed that this initial panel of 680 would be reduced by an attrition
rate of approximately 25% to a final panel of approximately 500 and would
thus safely meet the target size requirements of a panel of 450-500
remaining at the end of the 24 week monitoring period)}. A recruitment
rate of 38% of visited households was therefore assumed for the main
survey, and attention was drawn to the fact that this was a stage of

the main survey which must be carefully prepared, adequately costed,

and not rushed 1n any way.



Section 3.3 describes the actual experience of panel recruitment during
the subsequent main survey. In the event, panel recruitment 1n the
main survey proved to be even more arduous than had been expected
(because of the worst snowfalls for 50 years and the subsequent
paralysis of the transport system of the city) and a recruitment

rate of only 30% of visited households was achieved (2012 households
visited, 1237 'housewives' contacted and interviewed, 605 panel members
recruited). However, the Tower-than-planned i1ni1tial panel size was
offset by the achievement of a better-than-assumed panel attrition rate
of only 20% This resulted 1n a panel si1ze at the end of the 24 week
monitoring period of the main survey of 481 households, which was
within the target range. These relationships between the assumed and
achieved recruitment and attrition rates in the pilot survey, main survey

and applications to SSRC are summarized in Table 2.1.

2.2.4 The Household Characteristics and Attitudes Questionnaire

The fifth objective of the pilot survey was to test methods of

coliecting demographic, househoid composition, car availability and
attitudinal information. This would be needed 1n the main survey 1n
order to segment the panel for analytical purposes. Interviews were

carried out 1n two stages.

First a short demographic questionnaire was presented to all households
contacted in the recruitment stage (potential panellists and non-
panellists) This elicited detairls of sex, age and working status
of the ‘housewife' and the household's demographic composition and car

availability. The second questionnaire was presented to panellists

10



only, and requested information on occupation of housewife and of
head of household, length of residence, housewife's car availability,
Jevel of formal education of housewife, and household income. In
add1tion, panellists were asked to 1ndicate strength of agreement
and disagreement with 22 statements about attitudes to shopping.

Both questionnaires were administered successfully. Few problems
were reported by fieldworkers, and there were no adverse effects on
panel attrition rates. As a result the same pattern of household

questionnaires was adopted for the main survey (see Section 5).

11
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Table 2.1 Cardiff Consumer Panel Survey Assumed and Achieved Attrition and Recruitment

Rates 1n P1lot Survey, Main Survey, and Applications to SSRC

Initial

Application
(May, 1980)

12-week Revised Main
Pilot Survey Application Survey
(Sept-Dec.1980) (May, 1981)  (Jan-July, 1982)

Pinal Panel Size

Required 450-500
Achieved -

Initral Panel Size
Required 700
Achieved -
Attrition Rate
Assumed 30%
Achieved -
Mumber of households
visited to reeruit panel
Assumed total (contacts and non-contacts) 1,200
Assumed number contacted and interviewed -
Actual total (contacts and non-contacts) -
Actual number contacted and i1nterviewed -
Percentage of households visited
who agreed to become panel members

Assumed 58%
Achyeved -

- 450-500 -
26 - 481
- 680 -
29 - 605
- 25% -
10% - 20%
- 1,800 -

- 1,260 -
90 - 2,012
76 - 1,237
- 38% -
32% - 30%




3 THE MAIN SURVEY DESIGN AND PANEL RECRUTITHENT

Following the successful completion of the pilot survey, a revised
application for funding of the main survey was submitted by the principal
investigators (Guy and Wrigley) to the Human Geography and Planning
Committee of SSRC 1n May, 1981. The revised application was successful

and permission was given to run the Card1ff Consumer Panel Diary Survey for
26 weeks {24 weeks plus a 2-week 'running 1n' period) from January to July
1982. In this section, three aspects of the design of the survey and

recruitment of the consumer panel are considered. These are.

(1) Design of the shopping diary which was to be used
for data collection

(2) Design of the muiti-stage sampling scheme

(3) Design and execution of a rigorous panel recruitment procedure

3.1 Design 04 the Shopping Diary

The unit of data collection selected for the Cardiff survey was a weekly
drary of grocery activity. Each diary contained a set of printed (A4) pages
or 'shop forms' which were to be completed 1in turn by the panellist as a
record of food and grocery purchasing n zndividual shops. For survey

purposes each week began on a Monday and finished on the following Sunday.

The objectives which governed the design of the diary were-
(1) to provide sufficiently detailed information, for a

variety of research purposes, on the food and grocery
shopping behaviour of panellists and their households

13



{2) to encourage detailed, accurate responses from panellists

(3) to avoid intimidating panellists through an over-complex
design and/or ‘difficult' questions.

3.1.1 Basic Structure of the Diary

Each page of the diary could have been used to record grocery shopping
during (1) a single day, (11) a single shopping 'trip', or (111) a
vis1t to one shop. The final option was chosen because both the UWIST
and Bristol research projects required information at this Tevel of
detail, because of problems relating to the definition of a shopping
'tr1p' and the communication of the definition to the panellists, and
because of the increased choice of recall error (adversely affecting the
quality of information recorded) associated with the first two options.

However, this choice does not preclude subsequent analysis at other Tevels

for information on the structure of shopping trips, or for individual days,

may be recovered by grouping together the information from individual

diary pages/shop forms.

Panellists were asked to f111 1n a diary page even 1f no food or grocery

shopping took place that day. The main purpose of this procedure was to

ensure that a continuous record of purchasing was returned. Interviewers
assigned to panellists by the market research company were told to check

that a record was completed for every day covered by a diary as a

check on data quality.
3.1.2 Design of the Diary Page or 'Shop Form'
Figure 3.1 shows the design used for individual diary pages 1n the main

survey. This 1s a modification of the piloted design (Figure 3.2)
incorporating several 1mprovements.

14
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PROTUCTS PURCHASED (MARK WITH X BELOWN CAME TO THIS SEOP/SUPFLIEN SENT FROM THLS
FROM (PLACE SHOP/SUPPLLIER TO (PLACK)
Ql| » Fabric condrticners L] 01
01| Vashing—up ligurd 02 | Supplier calilad L Supplier called L
03| Household lol!lScLllﬂlll‘l[‘poli.lh‘l 03] yome 2 Howm 2
Q4| Washing powdars/detargents (LY
0S| X{tchew foil/cling film 03} Warkplace 3 Vorkplace 3
061 Hacchas . 05 ) snop where lisced Shop whars Lisced
07| Papar kitchen toweis/tissuas/handkarchiefs 07} cams bought N Ltema bought &
OB Disiafactants of
— Shop whare other $hop whars other
0% * Toilat volla/paper - 09| jcrems bought 5 Ltams bought
10| Braad, rolls, buns, scones, crumpets, stc 10| Ochar pisca (npacify) L Ocher place (specify) 6
L3CulLe, crispbraads Sll‘lj typa } 11
2| Cakes and pastries (frash/packaged/{rozan) 12
3| Savoury snacks, crisps L3
14] Plain flour
15] Self-raising flour, cornflour 3 SHOP/SUPRLIEL
16} Sugar (any cype) [
L7] Harmaiada /| Hama
18] Jams, swast sprasds {othar tham honey/syfup)_ [
19] Honey, sytups, rreacies 19
201 Pastas, uvoury?ch.u. ipreads, pace 20 Straat
21] * Caoned baked beans (vith comato sauce only) L 21
22| Canmad milk puddings 72 | Drserict
23] Other canned dasssrce, cannad custard 3
74| Wixzms (cska/pudding/pascry/desfart), custard powdat 24 1
23] ica craam, frosen desssrcs; chilled dasserca, stc o
26| Jelllas 26
Canned soups (any cype) 27 * MAKE/BRAND BOUSHT SELECTED [TEMS .
Dried/packat/cubs soups 23 oF 1
Rlce opasca products (nok canned milk puddings) 29 FABRIC CONDLTIOMEAS TOILIT ROLLS/PAPEL
3| Sraaklast cereals ¥y _type) 30
3lf * lostsat potate * k) | Comfort 1 Andrax 1
Lanor 2 Co—op owm brand 2
1] Other dried vegetablas 32 Softlan 3 Dulsay 3
; resh vagscablas 33 Spar own braad s Dizcal 4
J4| Frozen vepatablaes EL) Othar (spacify) 5 Isal 3
35| Capnwd/botcled vegatables a3 Kleansx 6
36| Fresh froat 36 Other (spacify} 7
37] Frosan frult 37
JA] C md?iuul_cd fruit 38
39| Driad fruits, nuts, fruit and nuc products 39
4| * Margsrine * d BAKED BEANS INSTANT POTATO
41| Buttar 4
42| Fresh liquid milk (including Long Lifae) 4 Cha! 1 Co—op own brand 1
43[ Crasm, yogurt, camad milk, ailk povders 4 Crossa & 3lackwell 2 Sassh 2
ii] Chawsa (any cyps) hi Reina 1 Wondarmash 3
43] Cooking fats, lard, suat 43 K P 4 Yaoman &
461 Cooking oil L1 Tewco own brand 5 Other (spacify) 3
S7] EREe 47 othar (apecify) )
48| Freah maac, poultry %
49| Frocen mwac, poultcy &
50| Bacon, ham (uncooked) 3
AUSSEAN, WadL pias, cooked maacs, beafburgers 5
3 Cacn: t/ham/orhar seat products 5
33] Fresh Elsh — I HARCARINE INSTANT COFTEE
34] Frozan fish/fiah products (pnoc fish fingars) 54
55] Fish fingars 53 Blus Band 1 Brooke Boud
56 Canned/bottled/amokad fish 56 EIcho 2 - Rad Houmtain l
57| * inscanc coffaa * 87 Flors 3 Co—op own brand 2
Krona I Mawww1l]l House 3
58] Ground, bortled coffas 58 Stork s Mallow Birds [}
591 Cocos 59 Stork 3 B 6 Fasceafd - Gold Blend 3§
60} Drinking chocolate, Ovaltine, Horlicks, Bournvita Q Tasco own bramd 7 Nascefd - Standard &
61| Taa (pachet/bags/insgsng) 8l Ocher (spacarfy) s Other (specify) 7
&4] SOft drinke, squashes, cordials (canned/bottled) b2
53] Fruir juices (any pack} [3]
4] Seuces, pickles, salt, vioegar, stuffings, ste [X)
551 HMaat/vag axcracts, stock cubes, spices, herbs [4]
6h] Baby food producte (sny type) 11 L »
67| Confactionary {chocalaces and swears) 7 TOTAL AMOUNT SPENT O LISTED ITEMS
8] Ochar foods noc listed (pleass specify below) 58 :
TOTAL AMOQUNT SPENT ON OTHER iTEMS P
TOTAL AMOUNT SPENT ON ALL ITEMS t P

FIGURE 3 1  THE DIARY PAGE
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DATE NAME/ADCAESS OF SHOP
DAY OF WFEX

SN 1

HON z THURS 5

TUES 3 I 6

WED 4 SAT 7

EERSON
BUYING

SELY

OTHER
(grve
datails)

PRODUCTS PURCHASED

(MARK WITH X BELOW)

MAIN FORM QF TRAYEL
START POINT IQ THIS SHOP

WALKXD 1
HOME 1 BUS /COACH 2
WORKPLACT 2 CAR 3
CTRER SHOP ] TRALN 4
OTHER PLACE 4 OTHIR L}
(g1va dacails) (give datarls)

0L Braakfast careals 0] f=——3» Brand/Make/Iypa Bought (Write 1n below)
02 Sugsr (say type) 02 {of Breakfast Careals)
07 Harmalade 03
04 _ Jama, sweuc sprasds {achar chan honay/syTUp] 04
| 03 Honnh syTups, t treacias .
06 Fastes, savoury/che spresds, pata 06
07 Ccrnt-c::.onnry {chocolaces and swaacs) o7
08 Tea (packet, bage, Lostant) o8
09 Inszanc coffae 0F p———p= D LRN 8 Bou ela
10 _Ground, bottled caffas 10 Of Inscmat Coffes)
11~ Cocon B - 1T
12 Orieking Chocolats, Ovaltine, Horilcks, Bournvita 12
111 Fresh vegstables ]
"[4 Frozen vegstablas [~ 14
15 Cannad/tocclad vagetables ior. .r © than bahd bu.nl) 13
16 Cannld baked Buans 16
17" Iostsnc potato ) - - - Iy T——= Srand /Make BOUZhE (Wrife in balow)
18 Othar dried vegetables™ T T~ 18 Of Inscane Potaco)
119 Freeh mast, poulrry 19
20 Frozen maat, pouletry 29
(21 Bacon, ham {umcookad) 21
[22 Sausages, cesc~piles, cookad meacs, besfburgers 22
23 Capnad seac/ham/meat products 73
24 Trash f1sh 24
25 _frozen fish/Eish products {other than fingers) 23
26 " Frozen fish fingers b1
27 Cannad/boctled/smoked fish - 27
[28_ Trash liguid m1lk (including Long Lifae) 23
(29" Cresm, yogurt caoned milk, milk powdats 3
(30" Theasa (any_cype} 10
N Hargarioe T —= W‘ﬁ;\{jﬁ (WTite Lo Dalow]
32 Bucrer . T I D ¥ Hargarine
33 Cocking fats, lard, sust - 3
36 Cooking o1l 34
15 Eggs o EL]
|36 Frash fruie _ 36
37 Frozen fruit _ e e 37
18 Camned/bortlad frurc 38
39 “Dried iruit, outs, Eruit aad OuC products 39
40 Rice, pasts products (jot canned milk puddioge) 40
4Ll Cannad soups (apy cCypa)} 31
[42_ Drisd/packac/cube scups [¥]
(43" Sauces, picklaes, salt, vinagsr, scuffings, ectc 43
44 Mmsar/veg exCTacEs, l:ock cubas, spices, herbs 111
43 Nrasd, tolls, buns, icones, crumpecs, ecc [¥]
Biscuits (sweat, plain, savoury atc), crispbresds L6
Zf a.k.l and pa.tnu _{(frash/packaged/frozan) 47
(48 Fiain flour _ 43
(49 Self-raising flour, cornflour 49
50 Mixms (cake/pudding/pastry/dessertlcuscard powdar 50
51 Canoed milk puddings T 1
T!___er camned dulartl.__iamcd custard 52
[53 "Tca=cream, frozen dessarce, chillad dassarts eba 33
54 Jalliaes 4
35 _ Savoury snacks, crispa }H
56" Sofr drinks, squuhn. cordul- (r.‘.ln.n.d/bott‘l") 3&
57 Fruit juices (any pack) 57
[48 Baby food products {my Cype) 58
39 Other foods not Liscad above 59
60 Washing powders/detergents 60 |— Brand/Make Bought {Nrite ic below)
61 Washing—up Ligud 61 Of Washing Powder/ Detsrgsac)
61 Household soaps/claansars/polishes, macches ¥
€3 Tapar kitchem towels/cissuas/handkarchiafs 3]
64 Disinfectance [
65 Toilat Eolls/paper 85 p——>» Brand/Hake Bought (Of Torlet Rollas/papaer)

TOTAL AMOUNT SPENT ON MARKED |TEMS I pl| FOR Q ORDIR | WEEK Ho BESP  Ho
OFFICE
USE 1
TOTAL AMOUNT SPENT IN SHOP (AL1 GOODS) LS P i oMLY

FIGURE 3 2
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The modified diary page contains the following information*

a) date, day of week

b) person buying

¢) trip characteristics

d) name of shop visited or name of supplier who called

e) products purchased at that shop or bought from a
supplier who called

f) make or brand bought for six selected 1tems
g) total expenditure on all listed Items, and on all 1tems
(11sted and otherwise) in that shop

Most of this information will be self-explanatory. However, parts
c, e and f may require further clarification.

(a) Trip characteristics

Though each page refers to purchases 1n individual shops, 1nformation
on shopping trips 1S available. Each page contains three pieces of
information which may be used to compose a picture of trip behaviour.

These are

(1) the question 'came to this shop from (Place)', which 1s used
to represent the origin of the shopping trip

(2) the gquestion 'went from this shop to (Place)', which 1s
used to represent the destination of the shopping trip

(3) the question 'Tume of Purchase' which 1s used to order the
purchasing correctly and to distinguish single trips to
several shops from frequent single purpose trips.
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A shopping trip can thus be composed by scanning diary pages in turn
looking for origins and destinations. The ‘Time of purchase' acts
as an added check on the validity of this hypothesised trip. The

following sorts of trips are easy to recognise

(1) single purpose trips from some origin (home) to single
shops which terminate at the origin (home-shop-home
trips)

(2) multi-purpose trips involving several shops where
" listed 1tems are purchased

(3} work-based trips

(4) other origin-destination combinations.

Slight difficulties emerge 1f a panellist visits a shop where 1isted
1tems are not sold, or 1f the shopping trip includes a signmificant
time-gap. In such cases the origin/destination information may not

be clear, and the gap may suggest missing information.

{(b) Products Purchased

The checklist of products purchased 1s very similar to that used 1n
the p1lot study, which was generally found to of fer few difficulties
to respondents. A small number of 1tems were added to the pilot study
11st and respondents were also asked to specify any 'other foods not

listed', rather than simply marking this category.

It 1s useful here to explain briefly the objectives that lay behind

the selection of the 68 food and grocery 1tems 1in the diary checklist.
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These may be listed as

(1) to allow meaningful categories or 'bundles' of goods
to be subjected to analysis in the UWIST research
programme,

(11) to allow a number of specific food and grocery products
to be 1dentified for analysis 1n the Bristol research

programme ,

(111) to allow broad comparisons to be made between the diary
data and other i1nformation on purchasing habits, such
as the Famly Expenditure Survey reports,

{1v) to assist rapid and accurate diary completion by
providing easily recognisable and ynambiguous categories,

(v) to avoid omitting any important food or grocery 1tem,
apart from those which respondents were spec1fically
asked not to record (eg. pet food),

(v1) otherwise, to minimise the length of the list.

The result 1s a 11st which, while generally fulfilling criteria (1v) -
(v1), 1s composed of 6 specific 1tems required by the Bristol research
programme (nos. 1, 9, 21, 31, 40, 57), and other broader categories
designed simply to cover the remaining spectrum of food and grocery

1tems while fulfilling criteria {(1).

(c) Ordering of products

In general, similar products are grouped together (eg. 01-09, non-

foods, 31-39, fruits and vegetables).
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In order to 1nvestigate whether there 1s any bias towards reporting
of products at particular points 1n the Tist (eg. around the middle),
two 1ists were 1ssued to respondents. The first 11st, printed on

white paper, contained products 01-68 1n correct order, the second

11st, printed on yellow paper, ran from 1-20, 40-67, 21-39, 68.
Panellists received the same colour diary throughout the survey periods
also an alphabetical reference 1ist of all products and associated check-

11st categories (see Appendix A) to assist the recording of purchases.

(d) Make or Brand bought of Selected Items

The Bristol research programme required the reporting of brands
chosen for six grocery 1tems. Items were chosen which were expected
to be purchased relatively frequently, and/or which appeared to have
a small number of popular brands, and which were always clearly
1dentifiable as pre-packaged and branded groceries. Five of the six
1tems were included 1n the pi1lot study. 'Washing powder/detergent’
was found unsatisfactory and replaced by 'fabric conditioner' 1n the

main survey.

Reporting of brands was carried out in the pi1lot study by asking
respondents to write n the brand purchased. This did not prove
entirely satisfactory, and for the main survey respondents were asked
to ring a code number for the brand chosen. If the brand was not
11sted on the diary page, the respondent would write 1t n below the
list. The brands listed on the page included all those which we felt
were 1ikely to be mportant in the Cardiff area, based on both Tocal
knowledge and national sales information. Each T1st also included

an 'own brand' selected at random from the many available 1n Cardiff.
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The purpose of this was to prompt the mention of that or other own
brands, where purchased. A complete list of the brands reported by

panellists 1s given as Appendix B.

3.7 Selection of Study Areas and the Structure o4 the Samplang Design

The selection of both the study areas and the structure of the
sampling design rests intimately upon the most central needs of the
UWIST and Bristol research projects. Clearly, a most important
consideration was the character of the conclusions each project
wished to draw. From the outset both were more concerned with being
able to make comparisons of shopping behaviour between geographically
distinct areas within a single city than with making inferences about

general patterns of consumer activity.

A set of such areas was thus required rather than a single area.

Fach of these areas (eight in number) was selected according to
strati1fications of three pre-selected binary 1ndicator variables.
Within each of these eight areas a sample of 225 households was drawn
by systematically sampling the 1981-1982 electoral roll. These
households were then approached by the market research company and
invited to become members of the panel. It was expected that between
600 and 700 households would be prepared to do this. The combined iist
of 1,800 households was somewhat larger than originally anticipated,
but was considered to be the minimum necessary to ensure that between
450 and 500 households would st111 be active 1n the survey at the end

of the 24 week survey period.
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3.2.1 Selection of Study Areas

In the pilot study a stratified mu1t1-stage sampling frame was used
to establish suitable locations for limited surveys. The main survey
continued this approach by selecting eight areas from a random sample
of 50 enumeration districts in Cardiff (1971 census classification).
These areas were chosen from the strata of three binary indicator

variables which were selected beforehand. These were

(1) accessibility to local shops (divided inta 'good' or
‘poor' on the basis of more than or less than eight
food shops within a quarter mile of the centroid of
the enumeration district},

(2) accessibility to district centres as defined by the
South Glamorgan Structure Plan (divided into 'good' or
'‘poor' on the basis of a district centre located more than
or less than a half mile of the centroid of the enumeration
district,

(3) potential mobility (divided nto 'good' or 'poor' on the
bas1s of the district car ownership rate of above or
below 0.5 cars per househald).

Within each stratum a single enumeration district was then selected

at random. However, this selection was subject to two considerations

{1) that selected areas had to be located to the east of
the River Taff and to the north east of the city centre,

(2) that 1f a sufficient sample of households could not be

recruited from the selected areas, contiguous enumeration
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districts which shared similar characteristics could
be included to meet sampling requirements.

The second consideration proved to be particularly important because
the experience gained by the pilot study indicated that panel
requirement was a more difficult task than originally anticipated.
The original estimate of the number of households to be visited was
thus increased from 1200 to 1800 (225 households 1n each of the eight
areas). A single enumeration district clearly could not provide 225
households and still retain any resemblance to random selection. Two
extra enumeration districts were therefore added to each of the eight
original selections creating small clusters across the city.

(Figure 3.3). The characteristics of these araas according to the

strat1fications of the three indicator variables are given 1n Table 3.1.

Candidates for seven of the eight stratifications were found without
difficulty but the eight, referring to poor local shop accessibility,
good district centre accessibil1ty and poor potential mob111ty, was
impossible to match. However, 1t should be noted that the Llanedeyrn
area 1s almost an acceptable candidate. Its car ownership figure of
exactly 50% across the three enumeration districts puts it in the
'good' potential mobility category. Clearly, this figure 1s
sufficiently marginal to warrant the area's treatment as being
representative of both strata. An eighth area was selected to meet
the sampling criteria. This area, designated 'Heath', 1s a second
representative of stratification PPG {poor local shop accessibility,
poor district centre accessibility but good potential mobility). Once

these areas were established 11sts of 225 households were drawn up
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FIGURE 3 3: THE STUDY AREAS AND DISTRICT CENTRES IN CARDIFF
Note Cemtres (1) and (10) were not regarded as district centres n the process of

selecting study areas.
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Table 3.1. Characteristics of Selected Study Areas

Combined i 2 3
Area Name Number of Local Shop District Mob1l1ty

Households Code Centre Code Code
Rumney 586 P P P
Rhiwbina 609 P P G

P G P

L1anedeyrn 425 P G G
Llanrumney 681 G P p
Whitchurch 557 G P G
Roath 516 G G P
Cathays 510 G G G
Notes
1 Code P = less than eight local food shops

Code G = more than eight local food shops

2 Code P = distance to district centre exceeds 3 mle
Code G = distance to district centre less than % mle
3 Code P = car ownership level less than 50%

Code G = car ownership level exceeds 50%
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for each area by systematically sampling the appropriate electoral

rolls.

3.2.2 Sampling Procedure

(a) Preparation

After the eight study areas had been selected using the 1971 enumeration
district map of Cardiff, systematic sampling of the 1981-1982

electoral roil for the city was used to select an 1nitial list of
addresses for panel recruitment. Because of the obvious difference

in  the dates of both sampling frames great care had to be exercised

to ensure that the two frames matched each other. A particularly im-
portant task was to 1dentify and remove from the electoral roll all
those properties not located 1nside the study area boundaries as given
by the 1971 enumeration district map. This usually meant excluding

one side of a street or, 1n the older areas nearer the city centre,

omitting sections of streets lying across the boundary.

The procedure used to ensure a match between both frames consisted of
several stages. First, the boundaries of the eight study areas had to
be established. This was achieved using the ordnance survey 1 1250
map series for the city, These maps show the house numbers along
streets and thus provide an accurate means of discriminating between
properties near the boundaries of the areas. Second, once the
boundaries of the areas were established a complete alphabetical list
of the roads 1n each area was made. These were created by visual

inspection of the 1-1250 maps but were checked against the appropriate
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electoral rolls for discrepancies. This was possible because the
electoral roll 1s organised by parliamentary constituency polling
districts and 1971 wards n effect a reasonably complete roster of
electors 1n specified and well-defined areas. Few discrepancies, 1f
any, were found. Third, using these alphabetical road Tists the total
number of electors 1n the areas was established. These figures had

to be calculated to calibrate an appropriate sampling interval for
each area which would allow 225 households to be given an equal chance
of selection by systematic sampling. The fourth stage was the

sampling 1tself.

(b) How the procedure operates

The object of the sampiing procedure was to establish 1ists of 225
households 1n each of the eight areas. As far as possible all
households 1n the study areas should have an equal chance of being
selected. However, any simple way to ensuring this was frustrated
because the electoral roll 1is not a roster of households but a 1ist of
electors who come from households of varying size. Some method of

acknowledging this fact thus had to be developed.

The procedure used 1n the study, known as 'firsting', 1s an adaptation
of the method reported by Hoinville et al (1978). It works 1n the

following way.
(1) establish the population of the study areas from the
electoral rolls (N) and divide this by the number of

households required in the sample. This gives the
sampling nterval (I)
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= g
In the 1deal case where N refers to households and
not electors the selection procedure can be completed
1n a single stage with the sample being made up of
households located at I 1ntervals down the list. Of
course this 1s not possible because of the character
of the electoral role.

The second stage 1nvolves scaling each of the eight
Ns by a factor (x) which reflects the average number
of electors per household 1n that area. XA can be
established empirically by inspecting the rolls and
assuming that all residents at an address are 1n the
same household or, theoretically, using a figure
derived from the previous experience of established
research agencies such as SCPR (Social and Community
Planning Research}. A figure of 2.2 1s often reported,
but sometimes has to be eniarged 1f the study area
tends to be predominantly private residences. As
Hoinville et al (1978, p.79) point out

"4 divisor at 2.5 (3 in London) provides a safety
margin for institutions to be excluded and for
the possibility that the district has an above

average ratio of electors to addresses”,

In all eight cases the value of I was divided by = 2.5
to produce a new sampling interval [”. This figure was

rounded up to the nearest whole number before using the

rolls to select the sample.

Once I, X and I” have been established 1t 1s possible to
begin sampling properly. Two conditions have to be
imposed however. First, that the starting point,

which was to be between 1 and I, 1s drawn randomly
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from random numbers tables. Second, that the user
progresses down the roll at intervals at I~

1ncluding households 1n the 11st to be surveyed only

1f the elector 15 the first Tisted at the address.
Because the l1i1st of N electors has been modified by A

to turn 1t into a Tist of households and the firsting
procedure 15 being applied, each household automatically
has an equal chance at being selected

On occastions, where more than 225 addresses were selected the surplus
was removed éither (a) by systematic elimination 1f the number was
small (1.e. less than 25) or (b) by choosing a set of random numbers
between 1 and the size of the selected sample (the size of the set
obviously being equal to the size of the surplus) and eliminating

the entries corresponding to these numbers.

In a few cases a small deficiency was found. This 1s more difficult
to deal with. The procedure employed was to repeat the systematic
selection process with a new value of A, but to search only for that

number of households sufficient to make up the deficiency.
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3.3 Panelf Recruwctment Procedures

The objective of the recruitment stage was to establish a panel who
would complete weekly diaries recording their shopping behaviour

over a six month period. Following a two week 'running-1n' stage, it
was hoped that 450-500 panellists would complete diaries for a further

twenty~-four weeks.

Since frequent personal contact between panellists and the fieldworkers
was regarded as essential 1f continuity of reporting was to be
maintained, 1t was planned that each panellist would be visited

every other week by her (or h1s) 1nterviewer once the recruitment

stage was completed. For weeks when the interviewer was not due to

call, the diary would be returned by post.

3.3.1. Basic Organisation

The 1nitial plan was for the recruitment stage to be spread over three
weeks. The week 1mmediately following this period (25-31 January)

would then become the first week proper of diary compietion

In the event, this schedule was disrupted by the exceptionally heavy
snowfalls on Friday and Saturday 8th/9th January. No fieldwork could
be conducted between the 8th and 18th January and as a result the

recruitment stage was not completed unt1l 7th February. The detailed

timetable appears at the end of this section.
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UWIST selected 225 addresses 1n each of the eight areas of Cardiff
chosen for the study and these were split between two 1nterviewers.
Every pre-selected address was visited and an interview was completed,
1f possible, with every household found at the address. A short
questionnaire was used and up to three calls 1n total were made to each

household before a non-interview was accepted.

A household was defined, for the purposes of this research, as a group
of people 11ving together regularly at the address who are all catered
for (for at least one meal a day) by the same person. The respondent
was the person 1n the household responsible for buying most of the

groceries and provisions consumed by the household.

Once the interview had been completed, the respondent was asked whether
she or he would be willing to help with diary completion over the 'next
few months'. Those likely to participate were visited the following
week and as many as possible were 'converted' 1nto full panel members.
The process of diary completion and what 1t would involve was fully
explained to potential panellists. It was emphasised that they would
recelve a monetary token of appreciation every four weeks as long as
diaries had been completed properly over that period. If pressed,

the interviewers told respondents that the study was being undertaken

by UWIST and the University of Bristol.

Certain persons were deliberately not recruited.

1) Those who would shortly be moving away from the address;
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11) Those who knew they would be away for a period of
more than two weeks during the next few months,

111) Those who read or wrote with difficulty or seemed
mentally 1mpaired

1v) Those who were considered by the interviewer to
be totally incapable of completing diaries for
some other reason.

Once the respondent had agreed to participate, she or he was given the
first diary (for Week 01 25-31 January) and a folder of information
about the survey. This was to be retained by the panellist throughout
the survey period and contained a free ballpoint pen, notes on diary
completion, a check 11st of products to aid correct 1dentification

and spare diary pages.

The following week (Week 02 1-7 February) all panellists were

visited so that the diaries for Week 01 could be collected and checked.
Half of the panel was then told that the fieldworker would call again
the following week, while the other half was told that they should post
their diaries for Week 02 to Research and Marketing, since the inter-
viewer wouid not call again until Week 04. A pre-paid envelope was

supplied for this purpose.

It was at this point, at the end of Week 02, that the formal

recruitment stage was considered to have finished. In the event,
certain panellists commenced diary completion 1n Weeks 02 and 03
(rather than Week 01) but the same basic procedures applied. We

now show the success rates achieved and describe the way the recruitment
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actually progressed.

3.3.2 Imitial Interviews

Table 3.2 shows the sampie success rate within each of the eight areas,
as far as the initial questionnaire was concerned. It also indicates,
at the bottom of the table, the number of panellists eventually

recruited within each area.

The proportion of households at which an interview was completed varied
significantly by area  from 49% in Roath to 80% in Llanrumney.
W1ll1ngness to complete diaries also shows marked variation around the
overall level of 30% of households selected from 11% 1n Roath to

46% 1n Rhiwbina.

In four of the areas there was no need to visit more than the 225
addresses originally selected, 1n order to obtain a satisfactory
number of panel members. In Roath, Whitchurch, Rumney and Heath,
however, i1t soon became obvious that extra addresses would be needed
1f sufficient panellists were to be recruited. In the case of Roath,
where the level of co-operation was especially low, a further 91
addresses were visited the required number of times and interviews
were attempted whether or not the respondent wished to be a member of
the panel. In the other three areas, extra households were selected
and visited with the sole aim of recruiting further panellists.
Interviews were only completed at these addresses 1f the respondent
wished to complete diaries, which 1s why these households/interviews

appear separately 1in the Table.
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Table 3.2 Success Rates

A/B c/D E/F G J/K L/M N/P Q/R
Rhiwbina Whitchurxch Cathays Roath Rumney Llanrumney Llanedeyrn Heath
TOTAL
Households selected 1891 225 225 225 316 225 225 225 225
Non-interviews
No. 696 63 101 62 162 92 45 93 78
% 37 28 415 28 51 41 20 4] 35
Interviews
No 1185 162 124 163 154 133 180 132 147
% 63 72 55 72 49 59 80 59 65
Extra households 121 - 67 - - 32 - - 22
Extra 1nterviews 42 _ 19 _ ~ 17 ~ _ 6
(panellists only)
Total households 2012 225 292 225 3le 257 225 225 247
* Panellists
No 605 104 17 82 36 75 102 73 56
% 30 46 26 36 11 29 45 32 23

* A 'panellist' 1s defined as someone expressing an lntention to be a panel member and accepting a diary for completion

50 panellists failled to complete even one diary



The differences between areas 1n terms of interviews completed and
panellists recruited - and between the two parts of the same area 1n
some cases - are largely related to variations n the demographic
and socio-economic features of each district. Further details are

given 1n Section 5.

However, we would 1ike to elaborate further on the situation encountered
1n the particular part of Roath covered by the study. This district
consists mainly of large, older houses subdivided into flats and let
privately on a short term basis 1o students and others on low 1ncomes.

A substantial number of foreigners live 1n the district and much of

the property is 1n a state of decline.

one of the main problems was finding persons at home to be interviewed,
although the refusal rate was also above average. It soon became clear
that extra addresses would be needed 1f sufficient panel11sts were to be
recruited and even then the number eventually obtained was not enough to
warrant using two interviewers 1n the area. As a result, all 36
panellists 1n Roath were allocated to the one fieldworker under the

letter 'G', and letter 'H' was not used.

The completed gquestionnaires - 605 for panellists and 632 for non-
panellists - were edited before being passed to DCMS for punching onto
tape. Columns 1 - 4 were left blank so that a 'location of address’

code could be added later, prior to analysis.
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3.3.3 Panel Recruitment

0f the 2,012 households who were visited over the recruitment period,
605 (30%) expressed an 1ntention to be a panel member and therefore
accepted a diary for completion. The corresponding result 1n the pilot

work completed at the end of 1980 was 32% of households selected.

5§51 started with a Week 01 diary, of whom 45 failed to complete it;

35 started with a Week 02 diary, of whom 3 did not complete 1t; 19
started with a Week 03 diary, of whom 2 failed to complete it. In all,
therefore, 50 of the panellists recruited did not complete even one
diary. Table 3.3 shows 1n more detall how the composition of the

panel changed over the vital first three weeks of diary completion.

The relatively high loss of panellists in Llanrumney during Week 01
was almost entirely the result of ‘over-selling' on the part of one
Interviewer covering that area. A significant (but small) number of
the panellists she recuited should never have been regarded by her
as having any real intention of participating. By the end of Week

01 these paneilists were sure they did not wish to proceed further.

The changes in the panel over Weeks 04 and 05 are not shown on

Table 3.3 but 1t was not unt1l Week 05 that the panel could be
considered to have stabilized. Until then, the number of panellists
lost each week was falling and 1t was only after Week 04 that this

number finally settled at between zero and three.
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Table 3 3 Number of Panellists (Weeks 01 - 03)

AREA WEEK 01 WEEK 02 WEEK 03
Began Completed Began Completed Began Completed
RHIWRINA 104 100 100 98 98 98
WHITCHURCH
Started Wk Ol 58 58 58 52 52 49
Started Wk. O3 - - - - 19 17
Total 58 58 58 52 71 66
CATHAYS - 82 80 8O 79 79 78
ROATH
Started Wk Ol 26 23 23 23 23 23
Started Wk 02 - - 10 10 10 10
Total 26 23 33 33 33 33
RUMNEY
Started Wk. Ol 58 51 51 50 50 50
Started Wk 02 - - 17 14 14 13
Total 58 51 68 64 64 63
LLANRUMNEY
Started Wk 0l 100 82 82 78 78 75
Started Wk 02 - - 2 2 2 2
Total 100 82 B4 80 BO 77
LLANEDEYRN 73 68 68 68 68 64
HEATH
Started Wk Ol 50 44 44 43 43 43
Started Wk. O2 - - 6 6 6 6
Total 50 44 50 49 49 49
GRAND TOTAL
Started Wk Ol 551 506 506 491 491 480
Started Wk 02 - - KL 32 32 31
Started Wk O3 - - - - 19 17
TOTAL 551 506 541 523 542 528
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Panellists

Dates Week Started Week  Finished Week Loas
25-31 Jdan. 01 551 506 45
1-7 Feb. 02 541 523 18
8-14 Feb. 03 542 528 14
15-21 Feb. 04 528 519 9
22-28 Feb. 05 519 518 1

1-7 Mar. 06 518 516 2

The recruitment and 'running-in' stages of the project finished on

7th February, with the first week of effective diary complietion being
designated as Week 03. The diaries completed for that week were the
first to be edited, coded and punched. A1l of the diaries for Weeks

01 and 02, although neither coded nor punched, were examined and
thoroughly checked so that misunderstandings and errors on the part

of both panellists and fieldworkers could be corrected, The aim was to

achieve a satisfactory standard of diary completion as soon as possible.
3.3.4. Summary of Recruitment Timetable

The complete schedule of events over the recruitment period was as

follows -
Briefing of interviewers 4 January, 1982
Initial fieldwork . 5-7 January
Break 1n fieldwork because of
heavy snowfall *  8-18 January
Further 1nterviewing 19-30 January
Extra addresses visited . 1-7 February
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25 Jan-7 Feb. {(Wks.01/02)
8 February (Wk. 03)
26 Feb - 20 March.

Running-1in period
Diary period proper started
Final 1nterviewing (non-panellists) :
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4. COLLECTION AND CODING OF DIARY DATA

This section outlines the various measures that were taken over the
period of the research to maintain both the continuity of diary
reporting and the quality of the information obtained from each panel

member. They are described under three principal headings.

a) Fieldwork organization
b) Diary editing and coding
c) Inttial data processing

Throughout the nine month period of the project the progress of each
stage was carefully monitored and regularly reviewed with the Market
Research Company. Probiems which arose were quickly 1solated and

any necessary action was taken.

4.1 Feeldwork Onganczation

4.1.1 Continurty of Reporting

It was essential that, following the 'running-in' period of about
two weeks, as many panellists as possible should compiete diaries
for the full twenty-four weeks. With this aim in view, frequent

personal contact between each member of the panel and her (or his)

fieldworker was considered a necessity.
It was therefore planned that, once the recruitment stage was

completed, each panellist would be visited fortnightly by the

fieldworker concerned. For weeks when the fieldworker was not due
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to call, the panel member would be asked to return the diary by post.
Panel11sts would remain with the same fieldworker throughout the
survey period, so that friendly and effective relationships

could be established.

Although 54 panellists commenced diary completion 1n Weeks 02 and 03
(rather than Week 01}, the formal recruitment stage was considered

to have finished at the end of Week 02 (7th February). 542 panellists
commenced Week 03, the first week proper of diary completion, but

1t was not unt1] Week 05 (22nd - 28th February) that the panel

could be considered to have stabilised. 519 members of the panel
started Week 05 and 1t was only with this week that the number of

panellists lost each week settled between zero and three.

The average number of panellists lost each week over the full twenty-
four week period 03-26 was 2.5, but 1f Weeks 03 and 04 are excluded,
the weekly average loss falls to 1.7. 481 panellists completed

a diary for Week 26, 80% of the total number originally recruited

and 89% of those starting Week 03. The various measures taken to
maintain continuity were obviously successful and these are now

described 1n some detail.

4.1.2 Fieldwork Administration

(a) Initial briefing

All fieldworkers working on the project were provided with printed
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instructions and were fully briefed at an all-day meeting by Head
0ffice and University staff on 4th January 1982. This meeting was 1n
two major parts. The morning session covered the basic procedures
that fieldworkers would be required to follow over the period of the
research, commencing with the recruitment stage and proceeding to the
weeks of routine diary completion, while the afternoon period was
devoted to the diary document 1tself and how it was to be completed

by respondents.

Each fieldworker working on the study had to become totally familiar with
all aspects of diary completion so that she could halp and encourage her
panell1sts when necessary. This meant that each fieldworker had to

read and absorb the contents of the folder given to every member of the
panel when she or he was recruited. This contained 1nstructions on

how the diary was to be filled in (Appendix C), a check Tist of products
(Appendix A) (indicating where particular 1tems were to be entered on the

diary page when bought), spare diary pages and a free ballpoint pen.

Panellists were not told exactly how long the survey was planned to
run, since 1t was believed that knowledge of the study's duration might
jeopardise their participation. They were merely informed that their

help was required over 'the next few months'.

At the briefing, each fieldworker was given a detailed timetable
covering the first eight weeks of the project. The various tasks to he
undertaken were 1isted week by week, although the weeks shown on the
timetable were later 're-dated' following the break in fieldwork from
8th-18th January brought about by the exceptionally heavy snowfalls in

tard1ff on 8th/9th January.
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(b) Fieldworker timetable

The fifteen fieldworkers who worked on the study were given four time-
tables at intervals during the research, covering Weeks 00 - 07, 08 -
15, 16 - 23 and finally Weeks 24 - 27. They are shown as Table 4.1.
These timetables told them exactly what they had to do during each week
of the project, firstly in terms of their contact with the panel and
secondly in terms of their contact with the Research and Marketing office.
As far as the panel was concerned, each fieldworker had to perform the

following tasks each week

1) Deliver diaries for that week to all of her panellists.
Th1s task was to be compieted as early as possible,
preferably on the Monday, the first day of diary
completion. The diaries were placed n envelopes
and put through the letter-boxes of the panellists.

11) Call on the half of her panellists not seen the previous
week so that she could pick up and check the diary
completed for that week. She also handed over a postage
paid envelope for the return of the current week's diary -
since she would not be calling again until the week
after next.

The main variation 1n this routine came when participants received their
financial incentive. As long as diaries had been completed
satisfactorily, panellists received £4 for each four week period, paid
by the fieldworker 1n the week following the period. Half of the panel
was paid 1n one week and half 1n the following week, during the

routine calls made by each fieldworker. On each payment occasion, the
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panellist signed a document to cert1fy that the money had been

received.

The first payments were made in Weeks 06 and 07, covering Weeks 01 - 05
and 01 - 06 respectively, with further payments in Weeks 10/11, 14/15,
18/19, 22/23 and finally Week 27. On the last occasion, all panel
members received either £5 (for Weeks 22-26) or £4 (for weeks 23-26),
plus a £1 bonus for remaining on the panel to the end.

Once she had made all of her calls each week, the fieldworker returned
to the Office of the Market Research Company (Research and Marketing
(Wales and the West) Ltd.) 1n order to deliver and to pick up the

various materials used in the research

1) Give office the diaries collected for the previous week,
together with completed receipt slips 1f payments had
been made.

11) Pick up the diaries to be delivered early the following
week, together with postage paid envelopes for the half
of the panel due to be called on that week. Respondent
payments plus blank receipt slips were also collected
1f needed the following week.

Finally, at the very end of each week, fieldworkers were contacted by
telephone and told which of their panellists due to return a drary by
post had not 1n fact done so. This could then be queried with the
panellists concerned when they were visited the following week. It was
soon found that a small minority of panellists had to be visited

every week 1f their continuity of reporting was to be maintained.
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However, this procedure was only followed 1f absolutely essential to

retain the panellist.

(¢} Control 1n the Research and Marketing Office

One member of the Research and Marketing office staff, helped from time
to time by others, was specifically assigned ta deal with the field-
workers when they called in with their completed diaries. She
checked the documents brought in and prepared the various materials
that were to be picked up each week, particutarly the blank diaries.
These were stamped on the front cover with the week number and dates
(Monday to Sunday) before being given to the fieldworkers. The
fieldworker herself was responsible for adding the respondent numbers
and addresses before delivering the diaries to her panellists. She
was also provided with printed labels to be stuck on to the front
cover 1n the space provided. These 1indicated e1ther that the diary
would be collected by the fieldworker (and when), or that 1t should

be posted by the panellist using the envelope provided.

A1l completed diaries, whether collected by fieldworkers or arriving
through the post, were systematically logged as received, so that 1t
was easy to establish which diaries were missing. These could then be
queried with the fieldworkers concerned. Detailed records were kept
for each panel member of diaries received, days holiday taken, missing
diaries etc. and at the end of the study we were able to compile a
panellist by week matrix summarising th1s information (Appendix E).

We were also able to provide, on a regular basis, a statement of

panel size by area and details of the panel members who had given up
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or been removed from the panel because of 1nadequate reporting.

4.1.3. Fieldwork Supervision

There 1s always a danger with projects of this type that fieldworkers
w11l begin to lose interest and that the standard of fieldwork will
consequently start to decline. Because of th1s tendency, 1t was
essent1al that the fieldworkers should be closely supervised and at
the same ‘time generally encouraged throughout the entire period of the

study.

We have 1ndicated 1n the previous section how fieldworkers were in
reqular and frequent personal contact with the Research and Marketing
office staff and any problems which arose could be dealt with

quickly and efficiently. The advisory role of the office was
particularly important at the beginning of the project, when both

fieldworkers and panellists were learning what was expected of them.

During Week 02 all field staff were reminded 1n writing of certain
points 1n the instructions which were tending to be overlooked.

In particular, the 1mportance of checking all completed draries
before they left the panellists was emphasised. Fieldworkers were
further formally reminded about this during Weeks 05 and 12 and
supplementary instructions on a variety of other matters were

provided as and when required.

The completed diaries for Weeks 01 and 02 were neither coded nor

punched but they were examined minutely and thoroughly checked
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by Research and Marketing so that misunderstandings and errors on the
part of both panellists and fieldworkers could be corrected. The amm
was to achieve a satisfactory standard of diary completion as soon as

possible.

Following the detailed examination of these early diaries, each
fieldworker was given a list of the errors made by her panellists.

Some of the mistakes had arisen because of misynderstandings on the
part of the freldworker when explaining the procedures to the
paneliists. If 1t was syspected that a paneliist might be consistently
making the same error, then her diaries for a number of consecutive
weeks were examined. This feedback from office to field staff to
panellists continued as long as necessary in subsequent weeks and to

some extent throughout the entire survey period.

The errors occurring in the early stages and which were quickly
handled as described, 1nvolved such mistakes as using ticks 1nstead of
crosses, marking crosses 1n the wrong places, misunderstanding of
‘amount spent', ringing words instead of code numbers, forgetting

to complete the days absence section 1nside the front cover (Figure

4.1) - and other simple to correct mistakes of this nature

In order to encourage a consistently high frequency of reporting by
the panel, the basic remuneration of fieldworkers was 1inked to the
number of paneilists from whom they collected completed diaries each
week. Fieldworkers were also provided with two special financial
incentives during the course of the study, the individual bonuses

1involved being based on the number of panellists that each was handling
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FILLING IN YOUR DIARY

L. Each new diary starts on Monday and you must complete 1t daily, finishing on
Sunday.

2. Fill in a separate page for each shop/supplier from which you purchase any
of the products listed. Do not record regular deliveries of milk.

3. We are only interested in purchases made by yourself or by other persons on
your behalf. Items bought to be given away to someone else must be entered
in the diary, but presents given to you or members of your household must
not be recorded.

4. If you purchase a product which 18 asterisked (*), indicate the make/brand
that was bought 1n the box provided on the right of the page.

5. If none of the products listed are bought on a particular day, then still
complete a diary page for that day, by putting a cross (X) in the box provided
at the top of the page.

& If you need more pages for tha week, then use some of the spare pages you
have been given and insert these inside the back cover.

7. Make a note of any queries that you have about filling in the diary, so that
you can ask your interviewer when next she calls Use the back of a diary
page or the inside of the back cover.

PLEASE READ THE INSTRUCTION SHEET 'HOW TO FILL IN YOUR DIARY' THOROUGHLY.
REFER TO THIS AND THE 'CHECK LIST OF PRODUCTIS' WHEN FILLING IN YOUR DIARY.
HOUSEHOLD AT HOME OR AWAY  (MARK WITH X BELOW)
DAY HOUSEHOLD ALL HOUSEHOLD REASON(5) FOR ABSENCE
AT HOME MEMBERS AWAY (IF ALL HOUSEHOLD MEMBERS AWAY)
Monday
Tuesday
Wednesday
Thuraday
Friday
Saturday
Sunday
HAVE YOU FILLED IN A
DIARY PAGE FOR EACH OF
THESE DAYS 7?7

FIGURE 4.1 INSIDE FRONT COVER OF DIARY.
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1n Weeks 06 and 26.

4.1.4 Contact with the Panellists

Continuity of reporting was directly influenced by three factors.
the degree of 1interest in participation, the rewards offered for
panel membership and the ease with which panel members could supply

the information required.

We have already described how each panel member was visited regularly
and frequently by her (or his) fieldworker and have outlined the method
of participant remuneration that was employed. However, confusion
about the i1nformation required and what each panell1st was supposed to
do was a great destroyer of interest. As a result, the educational
role of the fieldworker, especially 1in the early stages of the study,

also merited serious consideration.

It was emphasized at the fieldwork briefing that 1t was 1n everybody's
interest for sufficient time to be spent at the recruitment stage

explaining the procedure properly and fully to participants. At the

very end of the notes given to panellists describing how the diary was to be
f11led 1n (Appendix E}, respondents were reminded that 'your 1nterviewer
will be visiting you regularly to collect the completed diaries and to

help you 1n any way she can' They were also told to make a note of any

queries so that they could ask the fieldworker when next she called.

We have already 1ndicated how this educational role of the fieldworkers was

reinforced by the detailed checking undertaken 1n the Research and Marketing of fice
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particularly of the diaries for Weeks 01 and 02. Misunderstandings
and errors at this early stage (and to a lesser extent over the

entire survey period) were thereby soon corrected.

Although the principal contacts with the panel members were through the
fieldworkers, panellists also received a number of letters and other
documents from the office, sometimes via the interviewer and sometimes

through the post (see Aopendix F).

The first letter of this kind was given to panellists by fieldworkers
early 1n March (Weeks 07/08) and 1s shown here as letter 1. It describes
the purpose of the project in some deta1l and was drafted because many
fieldworkers were being pressed by some panel members to explain more
fully what the survey was for and how the information collected was
going to be used. These doubts were apparently eased by the letter
and only one panellist was lost n Weeks 08 and 09. No reference was

made 1n the letter to the planned duration of the project.

It was only 1n Week 20 that panel members were first given any formal
indication of how long the reporting period was to last. Letter 2 was
posted to them, with the aimm of encouraging each panellist to remain
with the project to the very end. It 1indicated that 'we are now three
quarters of the way through the survey' and referred to the bonus

which they would receive on 1ts completion.
It was always accepted that a few respondents, while remaining on the

panel, would persistently provide an inadequate record of their

shopping behaviour, despite all the efforts of the fieldworkers. These
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panellists would need to be formally removed from the survey by the
office and this was done using letter 3. In the event, only seven

panel members had to be dispensed with 1n this way.

Apart from a few phone calls by panellists to the office querying when
their interviewer was due to call, the only other contacts with the
panel which have not already been described, relate to the Shopping
Attitudes Survey completed with panellists in Weeks 10 - 13 (see
section5.3). Following this work a report was prepared showing the
de tailed results of the interviewing, and at that stage 1t had st11]
to be decided how the missing information from about 100 partially
completed forms should be obtained. Fieldworkers had been told not

to press for the more personal information requested 1n certain
questions 1f 1t was felt that this might jeopardise continued

completion of the diaries.

In the event, most of this missing information was obtained via self
completion questionnaires given to the relevant {and st111 existing)
panel members once diary completion had finished in Week 27. The
questionnaire and explanatory letter was handed by fieldworkers to
panellists 1n a sealed envelope and the fieldworkers were not involved
further A postage paid envelope was provided for the return of the

completed questionnaire direct to the office.

A total of 82 questionnaires were given out 1n this way, with a further
24 sent later by post (Letter 4). A further, reminder, letter had to
be sent to a number of panel members who had not returned the form and

this 1s shown as Letter 5. It was dispatched to 34 paneilists n
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Week 28, with another questionnaire and postage paid envelope. A total
of 84 completed questionnaires were eventually received as a result

of these procedures.

4,7 Drany Edetang and Codeng

Once the completed diaries had been recorded as received from the field,
they were edited and coded by a team of four experienced market
research coders, working under the supervision of Research and
Marketing's Processing Controller. This operation was carried out n a

sy stematic way according to the set of editing and coding nstructions.

( Appendix G ).

Formal coding commenced on st March (Week 06) when the first 1ist of
shop code numbers became available, and was finally completed on 23rd
August (Week 31). As already indicated, Week 03 was designated as the
f1irst week proper of diary completion. Diaries for Weeks 01/02 were
thoroughly checked, so that misunderstandings and errors could be

eliminated but were neither coded nor punched.

Once a diary had been accepted for ed1ting and coding 1t was scrutinised
on three separate occasions. Th1s was because three different tasks

had to be undertaken
1) Editing

11) Brand coding
111)  Shop coding
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4,2.1. Editing

Full details of the editing are given in Appendix C . It was at
th1s stage that basic errors of reporting were noticed and certain of
these could only be corrected by referral back to the panel member,

through the interviewer. Errors of this sort were

1) Brand name omitted
11) Shop name omitted (very rarely)
111) Two shops entered on the same diary page, so that
products and amounts spent were 1nextricably mixed.

The procedure adopted was for the diary page 1n question to be photo-
copied and given to the fieldworker concerned so that 1t could be taken
back to the panellist for amendment. When the correction came back,
the information was transferred to the appropriate diary. Since field-
workers called on only half of their panellists each week this process
could take a relatively long time to compiete. If panellists could not
remember the details required, then the 'not answered' codes had to be
used. It should be noted, however, that mistakes and omissions of this
type were concentrated within the init1al weeks of diary completion and

once reporting had settled down, occurred very infrequently.

4.2.2. Brand Coding

One coder concentrated on brand coding and while doing this checked that
where one of the six asterisked products had been purchased, a brand
had been recorded 1n the relevant place on the diary page. Conversely,

where a brand had been recorded, she checked that the appropriate
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product had been marked as purchased.

The 11sting of brands purchased and the allocation of codes to them
commenced with examination of the diaries for Weeks 01 and 02. Brands
were added to the six 1ists week by week as necessary and the first
formal 11st of brand codes was prepared 1n Week 09. The final list of
brands appearing on the diary pages, which 1s shown in Appendix B,
prepared on completion of the coding.

4.2.3. Shop Coding

A unique numerical code was aliocated to each shop or other retail

outlet used by a panel member for the purchase of one or more of the
products 11sted on each diary page. The code for each shop was

supplied by UWIST and encompassed the location of the shop, information
about 1ts function, information about 1ts organisation and a unique digit

to distinguish individual premises. (See section 6.1).

Preliminary 11sts of shops used by panel members were prepared from the
diaries for Weeks 01 and 02 and most of these outlets were used on many
further occasions. However, 1t was found that panellists often went to
d1fferent shops - especially on the way home from holidays - and as a
result new shop codes had to be added to the list right up to Week 26, the

final week of diary compietion.

Each coder concentrated on a particular area of the panel as far as shop
coding was concerned and became very familiar with the outlets used by

panel members 1iving 1n that locality. A1l coders had 1ists of shops
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s1tuated 'outside Cardiff', in 'Central Cardiff’ and 1n certain

popular shopping areas such as Albany Road/Wellfield Road.

4 3 Tmeitwal Data Processdang

Once the diaries had been edited and coded, the number of diary pages
that would need to be punched was recorded on the back cover

of each diary, along with the number of days that all household
members had been_aWay from home The diaries were then counted

and batched-up ready for punching. Each separate batch consisted of a
set of diaries (1n respondent number order) for a particular 'letter’
{sub area of the panel) for a particular week. The diaries for a

complete week therefore consisted of 15 batches of varying size.

These diaries were then taken to D.C.M.S. Ltd 1n Thornbury to be
punched onto tape. Accompanying each van load of diaries transported
to Thornbury were a series of sheets, one for each week 1n the load,

showing the week number, the total number of diaries for that week and

then, for each letter

- The total number of diaries delivered
- The number which were 'biank', 1.e. no punching required

- The number to be punched
_  The number of first records, 1.e. diary pages to be punched.

'Blank' d1aries were those where there were no pages to be punched -
e1ther because none of the 1isted 1tems was purchased that week or

because all household members were away for the whole week.
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Deliveries of completed diaries were made to D.C.M.S. as follows.

haries for Date of delivery
Weeks 03-04 26th March

Weeks 05-08 5th May

Weeks 09-13 11th June

Weeks 14-19 23rd July

Weeks 20-26 27th August

Once punching had been completed, a number of ed1t checks, according to
an agreed specification, were applied to the data. These are detailed

1n section 4.4 but the basic procedure 1s now descriped.

Following each edit run, D.C.M.5. produced an error listing for each
of the fifteen sub areas {letters) within the panel. This 1denti1fied
all errors and inconsistencies (as defined by the edit program)

and 1n addition showed the number of diaries processed (within letter
and week), as well as the number of diary pages punched, again within

letter and week.

Three broad categories of error were possible, introduced at the
ed1ting, coding or punching stage. A1l three types were corrected

by Research and Marketing staff, who first returned to the actual
diary pages to check the details recorded. Any corrections necessary
were then made upon the edit run print outs. If any amendments were
made to the editing and coding, these were also noted on the diary
pages themseives, in order to ensure consistency between the primary

data and the computer records.
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Following amendment of the error listings {by Research and Marketing)
and correction of the computer files (by D.C.M.S. staff), the second
consistency check between asterisked products purchased and brands
coded was run. Any errors found at this stage were again corrected,

once the original diary pages had been examined.

Research and Marketing's involvement 1n the preparation of the edited

computer files ceased at this point.

4.4 Creation of Computen Tapes and Qualety Chechs Pernfoamed by DCMS

This section discusses the creation of the computer tapes by D.C.M.S.,
and the quality checks they performed on the punched data. For a
variety of operational reasons it was not feasible to implement checks
between the weeks of diary data. A1l the checks which follow were
therefore applied to single week's data without reference to preceding
or succeeding weeks. Most of these were checks that a value lay 1n
the valid range for the variable (range checks). In addition, a small
number of consistency checks were made. These compared values on

several variables checking for i1nadmssable or impossible combinations.

Full deta1ls of the structure of these tapes are given 1n section
7.2 of this report. However, a few details of the structure of the
tapes may help to clarify the discussion here. Each diary page
contains information on the range of products purchased by the
paneliist or his/her representative 1in individual shops. Visits to

shops constitute shopping trips and may take on a variety of forms.
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single-purpose visits to individual shops, mult1-purpose visits to a
variety of shops, multi-purpose trips for shopping and other
activities. Each trip 1s 1dentified by means of a stated origin and
destination. Consequently, each diary page represents both trip

information and purchasing information.

Both elements are punched on tape in fixed 80 character records.
Characters 1-8 contain general 1nformation such as the week number of
the d1ary,_the respondent number and the area code. Characters 9-18
contain information on the characteristics of the shopping trip. mode
of transport used, time of trip, origin and destination of trip.
Characters 19-79 contain information on the products purchased

19-31 hold the codes for brands of six selected 1tems needed in the
Bristol research project, 32-39 hold expenditure information;

40-51 hold flags which record whether any of the selected branded
1tems have been purchased; 52-79 hold information on any other products
purchased. For the majority of panellists the information recorded on
a diary page can be accommodated in a single record., However, in a
number of cases where the panellist has purchased a considerable
number of products, a second or subsequent record 1s required. The
80th character position holds a dummy switch which determines how the

next record 1s to be processed.

A major difficulty was encountered 1n punching the diary data onto tape.
This concerned the handling of the list of products a panellist could
purchase. In the section on the diary design, 1t was mentioned that
each product was given a unique numerical code 1n the range 1-68. These

products were then organised n two distinct sequences. The format
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used for white diaries was to print the product 1i1st sequentially
from 1-68. Yellow diaries were printed 1n the following format.
1-20, 40-67, 21-39, 68. The reason for this was our need to check
that the pattern of purchasing behaviour was not being determined by

the order on the printed diaries.

It became clear that the most efficient procedure for punching this
information was to process the products purchased as they appeared on
the diary page regardless of their numerical order. For white diaries
this meant that the punched numerical 11st was always ordered
sequentially from lower to higher numbers according to the pattern of
purchases. For yellow diaries the numerical list was ordered
sequent1ally only within subsets of the full product 11st with a jump
1n the numbers due to the switch in position between products 1n the
ranges 40-67 and 21-39. Clearly, to allow consistent interpretation
of the tapes, this anomaly had to be resolved. This was corrected

at the error checking stage by repositioning the order on yellow
diaries according to the pattern of white diaries. The tapes which

were finally released were consistently ordered throughout.

The following table Tists the range checks performed on particular
variables. The logic behind the range checks 1s fairly straightforward.
The punched values for each variable on the tape are compared against

a string of permissable values for that variable using a powerful 1n-
house tabulation package produced by D.C.i.S. If the value for any of
these variables Ties outside the listed valid range an error code for
that entry 1s printed. Column 3 lists these codes by variable.

Column 4 1ndicates a 11st of extended notes on variables which were
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used 1n consistency checks.

section.

Table 4.1

Error Checks

Vartable name

General Information

Area

Respondent number
Week number

Day number -

Page number

Journey Information

Shop number
Person buying
Time of purchase
Form of travel
Previous shop
Next shop

Valid range

Purchased goods and expenditure *

Fabric conditioner 1
Fabric conditioner 2
To1let rolls/paper 1
To1tet rolls/paper 2
Baked beans 1

Baked beans 2
Instant potato 1
Instant potato 2
Margarine 1
Margarine 2
Margarine 3

Instant coffee 1
Instant coffee 2

Total spent on
lT1sted 1tems

blank ,A-H,J-N,P-Z
blank,A-H,J-N,P-Z

blank ,A-H,J-N,P-Z,0-9
blank,A-H,J-N,P-Z,0-9
blank ,A-H,J-N,P~Z,0-9
blank ,A-H,J-N,P-Z,0-9
blank ,A-H,J-N,P-2Z

blank ,A-H,J-N,P-Z

blank ,A-H,J-N,P-Z,0-9
blank ,A-H,J-N,P-Z,0-9
blank ,A-H,J-N,P-Z,0-9
blank ,A-H,J-N,P-Z,0-9
blank ,A-H,J-N,P-Z,0-9

0-9900,9999
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These notes are presented 1n the next

Error codes Notes
A a
B
C a
D
E b
F
H C
I d
J d
K d/e
L d/f
M g
M g
N g
N g
0 g
0 g
P g
P g
qQ g
Q g
Q g
R g
R g
S



Variable nome Valid range Error oodes Notes

Total spent on

other 1tems 0-9910,9999 T

Fabric conditioner

purchased flag 0,1 u g
To1let roils/paper

purchased flag 0,9 ¥ g
Baked beans or

margarine

purchased flag 0,21,40 W g
Instant potato or

coffee

purchased flag 0,31,57 X g

Margarine or
Baked beans

purchased flag 0,40,21 Y q
Instant coffee or

potato

purchased flag 0,57,31 z g
Other listed 1tems h

*

Note Lists of s1x branded 1tems were chosen for special study 1n the
Bristol project from among the 11st of 68 possible product types.

Each time one of these products was purchased 1ts brand was also
recorded as a separate variable, e.g., fabric conditioner 1 refers to
the first named brand of fabric conditioner purchased by the panellist
and recorded on the diary page. However, panellists were not

Timited to buying only one version of each of these items; 1ndeed,
they regularly bought more. Where this happened second or third
versions of the branded item are also recorded on the diary page and are
punched to tape as 1tem No.2 or item No.3.

Notes:

The following notes are concerned with the character of variables used
in consistency checks between several variables. Some of these checks
require that a value originally punched on tape by D.C.M.S. be converted

to a new value. Full deta1ls are given where this has happened. An
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error 1s flagged by the edit program should the set of values prove

incensistent.

(a) Checks on the area code and the week number were limited to week
and batch only. This occurred because weekly diaries were delivered
by Research and Marketing to D.C.M.S. 1n 1imited batches of only a
few weeks at a time. A check through all 24 week's data was thus not
considered feasible computationally.

(b) If the number of pages 1n a single diary exceeded 30 a warning
was printed. There 1s, 1n principle, no upper 1imit on the number of
pages a panellist could complete 1n a week's diary. However,
frequencies 1n excess of thirty are unlikely and, 1f found, may

indicate an incorrectly punched diary.

(c) The person buying variable takes the following values to indicate

who made each shopping trap

1 - the panellist
2 - another member of the panellist's household
3 - someone else.

Should nothing have been purchased that day this variable has the

value 0.

If the peraon buying variable equals 1 or 2 a shopping trip has been
made and products purchased by the panellist or a member of his/her
household. Consequently, the tume of purchase, form of travel,

previous shop and next shop variables cannot be given codes 0
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(ind1cating no purchases made that day), 8 {indicating the question 1s

not applicable 1n the context), or 7 (an 1nvalid code not used by

Research and Marketing throughout the coding stage).

If the person buying variable equals 3 a shopping trip has been made

by someone other than a member of the panellist's household. Because
trip 1nformation 15 needed only for the panelli1st or his/her household,
the twme of purchase, form of travel, previous shop and next shop
variables are coded 8, indicating these questions are irrelevant in the
circumstances. Should these variables have been coded 0, 1ndicating

that no purchases have been made, they are recoded to 8.

If the person buying variable equals 0 no purchases have been made.
Consequently, the variables total spent on listed rtems and total
spent on all ittems must also be 0. As all the information contained
on this diary page w11l fit on a single record of computer storage,
the variable switch for record processing will equal 0 to indicate the

termination of the record.

(d) If the tume of purchase, form of travel, previous shop and next
shop variables equal 8 (questions not applicable), the person buying
variable must equal 3 {indicating that this shopping trip was made by a
person not 1n the panellist'’s household). If any of these variables

were coded 0 they are recoded to 8.
(e) If previous shop equals 1 (indicating that a supplier called to

the panellist's house), the form of travel and next shop variables

mist also equal 1, indicating that no travel was involved by the
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panellist or member of his/her household.

(f) If next shop equals 1 (1ndicating a supplier calted) the form
of travel and previous shop variables must equal 1 (indicating that no

travel was 1nvolved).

(g) Six of the 68 products were specially selected by Bristol for study
of brand purchase behaviour. Two separate pieces of information were
thus collected for these products by the diaries. First, evidence that
the product had been purchased, {(made available by marking the list of
68 products on the diary page 1n the appropriate row). Second, the
brand or variety of the product 1f purchased (collected by classifying
the product against a previously created list of brands). Both pieces

of information were transferred to tape.

Columns 19-31 n each record on the tape contain the brand codes for
the six 1tems. As panellists sometimes purchase more than one brand
of a product at the same time, space has been left for coding at

least two and, 1n some cases, three brands. A complete 1ist of the

codes for each product 1s given 1n section 7.2.

Columns 40-51 1n each record of the tape contain the unique numerical
codes for the six selected 1tems 1n [2 format. If any of these
products are purchased, the unique numerical code for that product 1s

punched 1n the appropriate columns. These are, for white diaries only
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Product Col No. Code

Fabric conditioner 40-41 01
Toilet rolls/paper 42-43 09
Baked beans 44-45 21
Instant potato 46-47 31
Margarine 48-49 40
Instant coffee 50-51 57

It 1s 1mportant to realise that the edit program 1S essentially geared
to checking white diary forms and when faced with yellow forms must

recode some of the variables.

The edit program not only checks the values in these columns for

validity (see preceding table) but also checks positive (non-zero)

entries for particular products with the brand codes punched earlier

in the record. If, for example, a panellist purchases fabric conditioner,
columns 40-41 should contain the code 01. The edit program checks that

01 1s a valid entry for those columns and also checks that a vaiid code

1s present 1n column 19. The following table lists the consistency

checks made between these two parts of the record.

Product purchased Check for positive, valid
code wn colwmm no.

Fabric conditioner 19
Toilet rolls/paper 21
Baked beans 23
Instant potato 25
Margarine 27
Instant coffee 30
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If a panellist has bought only one brand of product 1t 1s coded in the
columns given above. Panellists who buy more than one brand of each

product w111l have these subsequent purchases also coded (1n columns 20,
22, 24, 26, 28, 29, 31), but a consistency check 1s not made with these

columns.

The complicating factor briefly mentioned already concerns the order of
punching of products from yellow diaries. It so happens, that the
printed positions of baked beans and instant potato on white forms are
swapped with those of margarine and 1instant coffee on yellow forms.
Consequently, 1f the diary being punched to tape 1s yellow, columns 44-45,
46-47, 48-49, 50-51 will refer to purchases of margarine, instant coffee,
baked beans and instant potato and not to the 1i1st given above. Thus the
range checks for these columns must be altered slightly when yellow
dyaries are being checked. The edit program does this by including the
unique numerical codes for these products in the valid range of codes

for these columns. If these are found, the program checks the area
variable to see 1f the diary comes from a subarea where yellow diaries
were administered. This 1s 1ndicated 1f the area variable has any of

the values B,D,F,K,M,P,R. If this check 1s positive, the edit program
automatically swaps the values for the four product fi1elds bringing them
into 11ne with the order for white diaries. The code for margarine
(cols. 44-45) 1s swapped with that for baked beans (cols. 48-49) and

the code for instant coffee (cols. 46-47) 1s swapped with that for
instant potato (cols. 50-51}. After the swap, which 1s internal to the
ed1t program, the record 1s structured 1dent1cally to those from white

diaries. After this process, the record 15 stored on tape.
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(h) Columns 52 onwards Tist any other 1tems which were purchased but
are not required for brand information. The valid range for any of
these products 1s 0-68 except for the branded items (1, 9, 21, 31, 40
and 57) which are treated separately. Each 1tem 1s entered 1n
ascending numerical order n 12 format. Th1s means that 14 products
can be fitted between column 52 and the end of the record. Should more
than 14 of these products have been purchased a second or subsequent

record 15 used.

The order of punching entries 1s designed to f111 the record from
column 52 unt11 the list of purchased products on the diary 1s
exhausted. The 1mportant point to note 1s that the length of this list
and the numbers punched in any of these columns depends entirely on the
pattern of purchases of the panellist. The only operational decision
used 1s that these entries be arranged 1in ascending order. The columns
remaining 1n the record between the end of the 1ist and column 80 are

treated as blanks.

The ed1t program accommodates this structure 1n the following way. If
one product has been purchased (other than a branded 1item), the valad
range for columns 52-53 1s 0-68 except for the brand codes. If two
1tems are purchased {again other than branded 1tems) the valid range
for the second entry (cols. 54-55) 1s 0-68 except for the brand codes
and code 2. The valid range for the first entry 1s as before. The
logic behind this 1s simple. Code 0 15 not applicable because goods
have been purchased. Code 1 1s also not applicable because 1t refers

to a branded 1tem. Code 2 is not applicable because, being the
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smallest numerical code for other listed goods, 1t must always appear
1n columns 52-53 1f purchased. If it appears elsewhere, the diary

data has been 1ncorrectly punched to tape.

An edit check for this procedure 1s comparatively simple. The edit
program simply compares a value with 1ts nearest right-hand neighbour.
If the 11st 1s punched correctly this neighbour must be at lTeast one
unit larger. Errors are flagged 1f this neighbour 1s smaller or less
than one umit larger. If the 11st of products carries onto additional
records, the ed1t program 1s reactivated for entries from column 52

onwards of those records.
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5. CHARACTERISTICS OF THE CONSUMER PANEL

5.1 Panellests Compared with Mon-Panellists: The Incteal Ques tionmidie

As part of the procedure of recruiting the consumer panel, fieldwortars
carried out a short questionnaire survey. This was completed by al’

1237 households contacted during the recruitment phase (see Section 3.3).

5.1.1 Design of the Questionnaire

The questionnaire was administered to the person 1in the household whw
was stated to be "responsible for buying most of the groceries and
provisions eaten by the household". This person 1s subsequently termed
the 'housewife'. This short questionnaire was not intended to extract
a full description of the proto-panellist and his or her household.

as this would be provided later 1n the Second Questionnaire survey

(see Section 5.3).

[t had three purposes:

(a) To provide basic information about panellists and their
households, prior to the administration of the Second

Questionnaire;

(b} To allow demographic comparisons to be made between
panellists and those who were unwilling to become
panellists (*non-panellists');

(c) To establish the credentials of the interviewer. A

blunt request from a stranger at the door to become
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a panellist, without any prior discussion, would
probably have been almost invariably unsuccessful.

The questionnaire 1tself 1s shown 1n Appendix H. It was short, so as
not to antagonise respondents. Questions about 1tems regarded by many
as confidential (e.g. household 1ncome, type of employment) were not
asked. Age of respondent was estimated by the interviewer. The

first question (perception of number of times per week that the
respondent buys groceries) was intended mainly to establiish a reference
to shopp1ﬁ§, rather than for any intrinsic value of the responses.
Other questions and information collected were felt sufficient for
purposes (a) and (b) above. Finally the respondent was asked whether
he/she was w1l1ing to become a panellist. The response rate to the
questionnaire 1tself, and the acceptance rate of respondents becoming

panellists, are discussed 1n Section 3.3.
5.1.2 Characteristics of Panellists and Non-Panellists

The 1n1t1al questionnaire was administered to 1237 households during

the recruitment stage. One question asked whether respondents were
prepared to become panel members completing a shopping diary every week.
Some 605 respondents answered yes (they are termed 'panellists' here),
the remaining 632 answered no (they are termed 'non-panellists').

There follow some comparisons of the characteristics of panellists and

non-panellists, using the remaining 1nformation collected in the 1nitial

questionnaire.
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(a) Perceived weekly pattern of grocery shopping

Question 1 asked. ‘'About how many times a week do you normally buy
groceries?'. Table 5.1 shows that the pattern of stated grocery
shopping behaviour 15 virtually identical between these two groups.
Both show a strong bimodal distribution with gradual decline 1n
shopping 1ncidence from a peak at frequencies of once a week or less
unt1l the aggregated category, 6 or more trips a week, 1s reached.
The mean frequency of trips per week was stated as 3.19 for panellists
and 3.03 for non-panellists. It should be noted however that these
figures appear to be substantial understatements, as analysis of the
diary data for panellists shows a mean frequency of around 5 trips
per week. A total of 33 panellists and 68 non-panellists stated that
their trip frequency varied from week to week they are omitted from

th1s tahle.

Table 5.1 Weekly distribution of shopping trips

Panellists Non-Panellists

No. of trips No. Rank % No. Rank z
1 or <1 138 1 24 176 1 31

2 13 3 20 1M1 3 20

3 100 4 17 85 4 15

4 71 5 12 37 5 7

5 21 6 4 21 6 4

6+ 129 2 23 134 2 24

Total 572 100 564 100
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(b) Mobility 1nformation

Question 2 asked ‘'How many cars and vans are normally available for
use by you or members of your household (other than visitors}?'.
Table 5.2 shows that panellists were more 11kely to be members of

households with at least one car (64%) than were non-panellists (55%).

Table 5.2 Distribution of vehicles per household

) Panellists Non-Panellists

No. of vehicles No. Rank % Na. Rank %
0 216 2 36 288 2 45

1 306 1 51 304 1 48

2 75 3 12 33 3 5

3 4 1 3 5 1

4 5 0 4 4 1

Total 605 100 632 100

(c) Employment status of the "housewife'

Question 3 asked 'Do you have a paid job?' The majority in each group

were not working or retired, with a higher proportion among non-

panellists

Table 5.3 Employment status of *housevife'

Panellists Non-Panellists
No. Rank 4 No. Rank %
Full-time job 84 3 14 115 3 18
Part-time )Job 180 2 30 120 2 19
Not working/retired 341 1 56 397 1 63
Total 605 100 632 100
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(d) Demographic information

Tables 5.4 and 5.5 show that each group contained substantial numbers in

each age group band and consisted mainly of women. However, older

respondents generally, and men, were less 11kely to become panellists.

Table 5.4 Sex of respondent

Panellists Non-Panellists

- No. % No. %

Male 41 7 107 17
Female 564 93 525 83
Total 605 100 632 100

Table 5.5 Age disaggregated by sex of respondents

Panellists Non-Panellists
Age classes Male Female Male Female
16 - 24 3 33 13 29
25 - 34 6 150 14 68
35 - 44 4 103 13 81
45 - 54 8 133 11 98
55 - 64 5 93 20 104
65+ 15 52 36 145
Total 41 564 107 525

Household size and composition 15 shown 1n Tables 5.6 and 5.7.
Panellists came from larger households (average size 3.35 persons)
than non-panellists (2.68). This was because panellists' households

tended to contain more children and fewer people of retirement age.
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Table 5.6: Household size

Number of people Panellists Non-Panellists

1n household

(1ncl. respondent) N % N %
i 46 7 125 20
2 158 26 234 37
3 115 19 100 16
4 166 27 101 16
5 78 13 44 7
6 33 6 22
7 1 3 <1
8 2 4| 2 'y
9 <4 1 4

Total number of
people enumerated 2026 1695

The following table 1ists the percentages of all households who have

members 1n the 1isted age classes.

Table 5.7. Household composition by age classes

Panellists Non-Panellists
Age classes N > N %
0 -4 111 18 55 9
5 - 15 258 43 134 21
16 - 44 434 72 320 51
45 - 64 263 43 273 43
65+ 108 18 224 35

*Note. As a household can be classified 1n several categories

simultaneously the percentages will not sum to 100%.
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(e} Conclusion

It 1s clear that those respondents who did not wish to become panel
members were more 1ikely to be male, and/or of near or beyond retirement
age, and/or from small households, than those who became panellists.

Car ownership also was, not surprisingly, lower among non-panellists.
while these differences are important, they do not necessarily mean that
the panel 1s unrepresentative of the local population in each area
surveyed. Rather, 1t 1s likely that older age groups were over-
represented init1ally because they would be more 1ikely to be at home
when the interviewer called their greater refusal rate would then have
redressed the balance. Researchers interested 1n the travel behaviour
of relatively immobile groups should however note the slightly greater

reluctance of such groups to participate in long-term panel surveys.

5.2 Panel Attrutaon

One of the most crucial and controversial features of the design of the
Card1ff survey was the panel attrition rate assumption. It was noted
in Section 2 how certain referees of the original proposal submitted

to SSRC believed that a high attrition rate would occur over a 24 week
survey period {an attrition rate which they believed would be much
higher than our init1al assumption of 30%). However, the pi1lot survey
provided no evidence to support such a pessimstic view, as long as
considerable care was devoted to the 1ssues of panel recruitment,

panel control, panel remuneration and fieldworker control. The revised
application submitted to SSRC (see Table 2.1) assumed, therefore, that

the panel attrition rate would be approximately 25%, and this figure
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played a pivotal role in the design of the main survey. In the event,
this assumption proved to be justified. Of the 605 members of the
init1ally recruited panel, 481 completed the 24 week monitoring

period. This produced an overall attrition rate of 20% and was one

of the major successes of the survey. In this section, a breakdown of
the overall attrition rate 1s provided, along with a discussion of the
techniques which were adopted 1n the survey to control panel attrition.
In addition, some of the characteristics of the panel members who
remained 6n the panel for the whole period (the 'stayers') are compared
to the characteristics of those who did not completa the whole period

(the 'dropouts').
5.2.1. Attrition Rate

Table 5.8 provides a summary of the pattern of panel attrition, and
breaks down the overall figure 1nto survey area sub-totals. Over time
panel attrition can be seen to follow the classical and a prior
expected pattern, with a high 1nitial rate, followed by a stabilisation
around the third week of the monitoring period (survey code Week 05),
and a marked slowing down thereafter. In fact, of the 605 panellists
initially recruited, 77 had dropped out by the end of the first week
of the main 24-week monitoring period (Week 03), and only another 47
dropped out during the remaining 23 weeks of the monitoring period.

In other words, 62% of the panel attrition had taken place by the end
of the first week of the main monitoring period, 69% by the end of the
second week (Week 04), 73% by the end of the sixth week (Week 08}, and
87% by the end of the twelfth week (Week 14). It 1s clear that once

panel members had passed the 1nitial hurdle of the first few weeks
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Table 5.8: The pattern of panel attrition within the Card1ff survey

Panellists Remaining at End of Week
(survey week code shown 1n brackets)

Panellists During 1 6 12 18 24 Retained for
Run-In Period (03) (08) (14) (20) (26) Analysis Purposes*
Total Panel 605 528 514 497 486 481 454 (451)
Rhiwbina 104 98 98 97 97 97 88
Whitchurch 77 66 58 53 52 52 46 (44)
Cathays 82 78 78 77 77 77 73
Area Roath 36 33 32 32 30 28 27
Sub-totals Rumney 75 63 63 63 61 61 60
Llanrumney ' 102 77 74 A 68 68 66
Llanadeyrn 73 64 63 58 57 56 65 (54}
Heath 56 43 48 46 a4 42 39

* See the discussion of 'complete' and 'incomplete' diary tapes in Section 7.1.

Three of these households

d1d not complete a Second Questionnaire (see Section 5.3) and thus for some analysis purposes only 451
households are used 1n the Bristol and UWIST research projects.
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they developed a personal relationship with their area fieldworker and
took an active interest in completing their diaries. Most of the
attrition, therefore, was restricted to the 'run-in' period (Weeks 01
and 02) or the first week of the main monitoring period (Week 03),

and from the third week of the main monitoring period (Week 05) onwards

the average weekly loss of panel members was only 1.7.

Within this general pattern of panel attrition, individual survey areas
varied considerably. For example, attrition rates were much lower than
the 20% average 1n Cathays (6%) and Rhiwbina (7%), and much higher than
average 1in Whitchurch (32%) and Llanrumney (33%). To some extent this
reflected differences 1n the socio-economic composition of the areas,
but 1t also reflected variability 1n the performance of individual
fieldworkers. For example, of the 102 panellists 1mitially recruited
within the survey area of Llanrumney, 25 had dropped out by the end of
the first week of the monitoring period (Week 03). This hagh nitial
figure (74% of the attrition experienced within Lianrumney) and the resulting
higher than average attrition rate was almost entirely the result of
tover-selling' during the recruitment phase by one fi1eldworker covering
that area. In contrast, the survey areas of Rhiwbina and Cathays
penefitted during both the recruitment phase and the monitoring phase

from having highly experienced fieldworkers who were also local residents.
5.2.2. Techniques of Attrition Control
The rate of panel attrition achieved 1n such a survey 15 2 direct

function of the attention devoted to the 1ssues of panel recruitment,

panel control, panel remuneration, and fieldwork control. In the
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original design of the Cardiff survey considerable care was devoted to
these aspects, and the pilot survey served to confirm their wmportance
Section 4.1 of this paper has already provided a detailed account of
how the fieldwork was organized and controlled to maximize the
continuity of reporting. However, 1t 1s worth reiterating at this
stage six crucial points which require particular attention 1f panel

attrition 1s to be effectively controlled.

{a) The frequency and nature of visi1ts by fieldworkers to panel

members

The Card1ff survey adopted a pattern of fieldwork visits to panel
members at the end of weeks 1, 2, 4, 6,8, . , 24 (though a small
minority of panellists had to be visited every week), and 1ndividual
panel members remained with the same fieldworker throughout the survey
Th1s pattern of visits which 1nvolved the use of 15 fieldworkers was
expunsive but 1t was vital to the success of the survey As noted 1n
Sections 4.1.1 and 4 1.4 panellists soon build up relationship with
f1eldworkers which then serves to significantly reduce attrition. In
addition, fieldworkers play an important educational role {especially
in the early stages of the survey) and 1f they are well trained and
controlled this significantly improves the gquality of the diary

1 ntormation obtained.

(b) The design and time span of the diary

The Tayout of the diary should make 1t as easy as possible for panel

members to supply the reguired information In this respect the main
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Card1ff survey demonstrated the advantages to be gained from a pilot
survey, for a number of 1mprovements 1in Tayout and accompanying
explanatory materials were suggested by the p1lot survey and 1in-
corpnrated into the design of the diary (see Section 3.1). In addition,
weekly (rather than fortnightly or monthly) diaries were used. Again,
this increased the cost of the survey but i1t {1} resulted in a diary
which was less daunting 1n size, (11} allowed more effective office
control, 1ncluding a week by week checking of attrition rates, quality
of reporting, panellist or fieldworker problems, etc., (111) reduced
the r1sk of ‘slippage' in the completion of the diary by the panellists,
resulting 1n undesirable 'completion by recall' at the end of the diary,

or withdrawal from the panel

(c) Careful panel recruitment by trained and experienced fieldworkers

The arduous nature of the panel recruitment phase has already been
stressed It 1s a phase which should not be rushed in any way, and
which must be carefully prepared and adequately costed Once again,
the main Cardiff survey benefitted considerably from the experience of
panel recruitment gained during the pilot survey, and considerable
attention was devoted to preparing this phase of the main survey and

briefing the 15 fieldworkers.

(d) Suitable panel remuneration and 1ncentives

Cash rewards to panel members undoubtedly reduce panel attrition.
In the Cardi1ff survey, panel members received £4 at the end of each

four week period for which diaries had been satisfactorily completed,
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plus a bonus of £1 for remaining on the panel to the end of the
monitoring period, plus a lottery ticket for 16 prizes of £3 Boots gift
vouchers 1n return for agreeing to complete the household characteristics
and shopping attitudes (Second) questionnaire. In other words, panellists
who completed the 24 weeks received a minimum cash reward of £25
distributed in stages to encourage continued participation. Whilst such
1imited financial incentives did not retain panel members who had become
seriously disaffected, they certainly 1influenced marginal cases and,
perhaps more 1mporiant1y, gave the majority of panel members the sense

of doing a job which was tyalued'. In addition further incentive was
provided n the form of a series of letters (see Section 4.1) from
Research and Marketing. These explained the purpose of the survey,
encouraged panel members to remain to the end once they were three
quarters of the way through the monitoring period, and, 1n general ,
encouraged the panellists to take an interest 1n participation. In
conjunction with the cash rewards and the fieldworker contact, these
letters proved to be extremely valuable and effective tools for

reducing panel attrition.

(e) Stringent fieldworker control

In long-term panel surveys there 15 a danger that fieldworkers as well
as panel members will begin to lose 1nterest and that the quality of
the survey will begin to decline. For this reason, 1t 15 essential
that fieldworkers are closely supervised and, at the same time,
generally encouraged throughout the entire period of the survey. In
the Cardiff survey, fieldworkers were strictly controlled by Research

and Marketing and were 1n regular and frequent personal contact with

81



the fieldwork supervisor and office staff. Completed diaries were
examined by the office staff, and each fieldworker was given lists of
the errors made by her panellists, further briefings, and so on. In
this way, data quality was continuously monitored and maintained
through a process of supervisor/fieldworker/panellist feedback.
Moreover, 1n order to reduce panel attrition, the basic remuneration
of fieldworkers was linked to the number of panellists from whom they
collected satisfactorily completed diaries each week. Fieldworkers
were also provided with two special financial incentives during the
course of the survey, the individual bonuses being based on the number
of panellists remaining 1n the fieldworker's area at the end of the

fourth and twenty-fourth weeks of the monitoring period (Weeks 06 and

26).

(f) The services of a professional market research or social

survey organization

Clearly, Tong-term panel surveys of this type demand a large number of
trained fieldworkers, experienced fieldworker supervisors, experienced
data coders, processing controllers, and so on. It w11l generally be
uneconomic and inefficient to attempt to set up such an organization

for the purposes of one academic survey, and the Cardi1ff survey
benefi1tted considerably from the services of a professional organization
which had the necessary expertise and experience, which was committed

to the requirements of an academic project, and which (very importantly)

was local to the study area.
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5.2.3 Characteristics of 'Stayers' versus 'Dropouts’

In Section 5.1.2 the characteristics of the 605 'housewives' who

agreed to become members of the panel during the recruitment phase were
compared to those of the 632 who were contacted and interviewed but
refused to jown the panel. In this section a similar comparison 1s
provided of the 124 panellists who dropped out of the panel during the
course of the monitoring period with the 481 panellists (the ‘stayers')
who remained on the panel to the end of the period. The comparison
takes the form of a series of tables followed by a general evaluation.
Once again, the two groups are compared on the pasis of information

supplied 1n the First Questionnaire.

Table 5.9 Age of 'housewife’

Stayers Dropouts
Age No. % No. 4
16 - 24 24 5 13 10
25 - 34 135 28 20 16
35 - 44 90 19 17 14
45 - 54 106 22 35 28
55 - 64 76 16 22 18
65+ 50 10 17 14
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Table 5.10 Employment status of 'housewife’

Stayers Dropouts

Employment Status No. ) No. 4
Full-time work

(30 hours plus per week) 70 15 15 12
Part-time work

(1ess than 30 hours 147 31 33 27
per week)

Not working/retired 264 55 76 61

Table 5.11 Number of vehicles available for use by members of

household
Stayers Dropouts
Number of vehicles No. % No. %
0 162 34 55 44
1 252 52 54 44
2 62 13 12 10
3 1 1 1
4 0 2 2
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Table 5.12. Household size

Number of people 1n Stayers Dropouts
household {(including
'housewife') No. % No. %
1 36 7 11 9
2 126 26 32 26
3 91 19 24 19
4 133 28 33 27
5 61 13 16 13
6 i 30 6 3 2
7 4 1 2 2
8 0 0 2 2
9 0 0 1 1

On the basis of Tables 5.9 - 5.12, and similar tables, 1t appears that.

(a)

(b)

panel 'dropouts' were more 1ikely to be 1n the older age groups
(60% of dropouts were aged 45 and over compared to 48% of stayers)
or 1n the youngest age group (10% of dropouts were 1n the 16-24
age group compared to 5% of stayers), whereas ‘stayers' were much
more concentrated in the 25-44 age group (47% of stayers compared

to 30% of dropouts),

panel dropouts were less likely to have the use of a vehicle, and
this can be taken to represent an index of both socio-economic
status and potential mobilaty (44% of dropout households had

no vehicle compared to 34% of stayer households).
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The interaction of these two factors can be seen in Table 5.13. In
general, stayers were much more T1kely to be ‘housewives' aged 25-44
who were also members of households with a vehicle (and therefore
probably of somewhat higher socio-economic status). Approximately
twice as many stayers (32%) as dropouts (17%) fell into this category.
In contrast, dropouts were approximately twice as T1kely as stayers to
fall 1into the two categories (1) age 65 and over and members of
households with no vehicle, (11) age 45-54 and members of households
with no vehicle. In addition they were three times as T1kely as
stayers té fall into the category age 16-24 and members of households

with no vehicle.

Table 5.13 Stayers and dropouts class1fied by age and household

vehicle availability

Stayers Dropouts

Age Vehicle No Vehicle Vehicle No Vehicle
16 - 24 17 7 8 5
25 - 34 91 44 12 8
35 - 44 65 25 9 8
45 - 54 74 32 20 i5
55 - 64 50 26 15 7

65+ 22 28 5 12

A further breakdown of the characteristics of the dropouts can be
obtained by dividing them 1nto two approximately equal sized groups.
"immediate dropouts' who dropped out during the run-in period (Weeks
01 and 02), and 'later dropouts' who dropped out during the main
monitoring period (Weeks 03 - 26). From a comparison of Tables 5.14

and 5.15 with Tables 5.9 and 5.11 above, 1t 1s clear that 'immediate
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dropouts' were much more l1kely to be older (79% of immediate

dropouts' were aged 45 and over) and to be members of households with
no vehicles than was the case for either ‘stayers' or 'later dropouts’.
In contrast, 'later dropouts' were very symilar to 'stayers' 1n most
respects, with the one minor exception that 'later dropouts’ were much
more 11kely to be in the youngest age group, 16-24, than was the

case for either 'stayers' or 'yn1tial dropouts'.

Table 5.14 Age of 'immediate' and ‘later' dropout housewives

Immediate Later

Dropouts Dropouts
Age No. % No. %
16 - 24 2 3 11 18
25 - 34 5 8 15 25
35 - 44 6 10 11 18
45 - 54 23 37 12 20
55 - 64 13 21 9 15
65+ 14 22 3 5
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Table 5.15 Vehicle availability for 'inmediate' and 'later' dropout

households

Immediate Later

Dropouts Oropouts
No. % No. %
No-vehicle 27 K9 18 30
Vehicle 26 41 43 70

The characteristics of the ‘dropouts' and 'stayers' described above

must be borne 1n mind (and used 1n conjunction with the results of
Section 5.1.2) when assessing the representative nature of the Cardiff
panel, or when using the data for inferential purposes. In addition, the
similarity noted between the 'later dropouts' (Weeks 03 - 26) and

‘stayers' 1s likely to be of value to those researchers who for some

analytical purposes may wish to supplement the 'complete' diary

tape (containing the records of 454 households - see Table 5.8) with
the 1ncomplete' diary tape (containing the records of 88 households
who @1ther dropped out of the panel during Weeks 03 - 26 or were
subsequently removed from the panel for analysis purposes - see

Section 7.1 for further details).
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5 3 Characterwsiccs of the 'Contanuous Reportens'- The Second Quesiconnaiie

5.3.1 Design of the Second Questionnaire

The 'Second Questionnaire' or 'Shopping Attitudes Survey' took place

some 3 months after the Initial Questionnaire which was administered

at the beginning of the survey. The Second Questionnaire was of
panellists only, and the questions were asked by Research and Marketing's

interviewing staff 1n the course of normal collecting of compiete

shopping diaries.

The purpose of this survey was to collect detailed 1nformation about
demographic and socio-economic characteristics of panellists and their
households, and about panellists' attitudes to shopping 1n general.

A copy of this gquestionnaire 1s shown 1n Appendix 1  the following notes

explain the purpose of certain parts of the questionnaire.

The attitude questions (Q.1) are designed principally to allow panellists
to be assigned to various attitudinal categories for purposes of analysis
of shopping behaviour. A number of methods are available for this
purpose  that chosen had the advantages of being simple to administer,

and a well-tried technigue 1n British shopping surveys.

Respondents were asked to indicate their strength of agreement or
disagreement (on a 1-5 scale, with each scale point verbally Tabelled)
with 28 questions about shopping. These guestions covered topics such
as the grocery shopping trip, factors underlying choice of store,

and feelings about grocery shopping or shopping 1n general. The



questions themselves were based upon those used 1n previous surveys by
Bruce and Delworth (1976), Bowlby (1979), and Williams (1981}, with a
small number of new questions designed to explore attitudes not covered
1n those surveys. The experience of the Cardiff pilot study (Section 2)
was also taken into account: responses from that survey were examined,
and where pairs of questions with similar topics produced almost

1dentical sets of replies, one of the pair was dropped.

The ordering of the questions was arbitrary, except that questions

dealing with rather similar topics were kept apart as far as possible

This was so that panellists would not be annoyed by apparent repetition,
and to ensure independence of responses between questions. In addition,
questions were administered 1n one of two orders chosen at random, so that
any ordering effects could be identified at the analysis stage. The

order chosen for each panellist has been recorded 1n the computer file

of Second Questionnaire results (Section 7.3).

The remainder of the questions are straightforward and of the type
commonly collected 1n this type of survey. They cover the topics of
length of residence (Q.2), ownership of refrigerator or freezer (3),
ownersh1p and availability of cars (4-5), education of panellists (6-8);
age, sex, and marital status (9-11), work status, type of work, and
workplace address of panellist (12), and of head of household (14),

and household income (15). The panellist's relationship to the head of
household 1s asked in Q.13. In common with normal practice the most

‘personal' questions were placed near the end of the questionnaire.
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5.3.2 Conduct of the Second Questionnaire Survey

A1l panellists were interviewed during weeks 10-13 (29th March -
25th April), the vast majority 1n weeks 10 and 11. All those agreeing
to be interviewed were 1ncluded in a prize draw. Sixteen such panellists

were selected at random and given a £3 Boots gi1ft voucher.

It was considered essential that the continued completion of diaries
should not be jeopardised by the administration of the questionnaire.
Therefore, 1nter;1ewers were allowed to stop after question 5, 1f they
believed there was a danger that the panellist would become angry 1f
asked for the more personal information requested 1n questions 6 - 15.
As a result of this, 90 interviews were partially completed (questions
1-5only), while 415 were fully completed. Only one panellist refused

to be 1nterviewed at all.

The missing information was sought in July 1982 through a seif-
completion questionnaire sent to the panellists who had not given full
interviews. Of these B2 were returned completed, after the 1ssue 1n
some cases of a postal reminder. An overall response of 497 out of the

506 approached was thus obtained.

Editing and coding took place 1n the following manner. The process
involved checks for consistency, and the insertion of codes, where the
interviewer had obviously failed to mark the correct (or any) code for
a response. For most questions the interviewer coded the responses
herself. There were however some matters for which further work was

generally necessary. Firstly, the question on 'examinations passed'’
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(Q 7) allowed a variety of responses under ‘other (please specify)’
(code 6) and 1t was necessary to consider whether these should be re-
coded, 1f felt to be equivalent to another more precise code. Of the
83 responses to this question which were coded (6), 23 were recoded,
the majority to code (5) (GCE '0' Level/Secretarial Diploma/Ordinary

National Certificate).

The second problem was the coding of the panellist's and heads-of-
household's occupations. these had been written 1n yerbatim by the
interviewers. These were coded according to socio-economic group, as

defined for use 1n 1981 Population Census tabulations.

Thirdly, 1t was necessary to code the Tocation of panellists' and
heads-of-household's workplaces, which had been written verbetim on the
forms. Workplaces which were clearly specified and 1n Cardiff were

coded by 'Small Area', as defined by South Glamorgan County Council

for their own use. There are 63 such Areas in Card1ff and their

lTacation 1s shown 1n Fig. 5.1. Extra codes were devised for workplaces

in selected towns outside Cardiff, and also for unclearly specified
workplaces, and 'work at home'. People whose work normally 1nvolved
travel were coded as 'workplace varies' (e.g. salesmen, bus drivers), even
1f a precise workplace was given by the respondent. A1l these extra codes

are listed 1n Section 7.3.

While this work was 1n progress the opportunity was taken to add
locational codes to the Second Questionnaire data to represent the
paneilists' home addresses. Space had been left for this purpose at the

start of the coding schedule. The South Glamorgan 'Small Area' data
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were again used for this purpose It 1s felt that this locational
reference 1s sufficiently precise for most types of analysis and does

not transgress confidentiality restrictions. A separate record of
precise home addresses and workplaces will be made available 1n due course
for bona-fide academic research purposes provided that confidentiality

restrictions are observed (see Section 7.4).

Before sending the coded questionnaires for punching onto computer files,
two further 1tems of information were added These were the 'household

composition' and 'working status of adults in household' responses to the
mnitial questionnaire (see Section 5.1). Although these data had already
been put on First Questionnaire file, 1t was felt to be worth adding them

to the Second Questionnaire file, 1n order to make 1t a more complete

record.

Finaliy, a set of range checks was devised for use by DCMS Ltd. when

creating the computer file of questionnaire responses.

5.3.3. A Summary of the Second Questionnaire Data

As noted above (5.3.2), 415 1interviews were completed satisfactorily
and 90 partially, of which 82 were subsequently made compiete through
self-completed questionnaire forms. Thus, information 1s available
for 497 panellists. Not all of these have,however,been included in the
final panel of 454 retained on the 'complete' computer tape for
analysis purposes {see Table 5.8 and Section 7.1). Of this group, 3
panellists did not compiete the entire questionnaire. The following

information therefore relates to 451 panellists, for whom complete and
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satisfactory records of both shopping behaviour and personal/household
characteristics are available. A brief summary of the composition of
the panel 1s presented below, followed by detailed tabulations which

give the results of each question asked. Comments are made to assist

interpretation of the results, where necessary.

(a) General summary of panellist characteristics

0f the 451 final panellists who completed questionnaires, approximately
94% were female. 81% were married. About one-third were aged under 35
and one-tenth aged 65 or over. About half the panel left school at the
minimum legal age, and half possessed some formal qualification, but
only 5% possessed a University degree  About 30% of paneilists
possessed a full-time job and a further 15% worked part-time. Of those
at work, about three-guarters were 1n non-manual occupations, and 17%
worked 1n the centre of Card1ff. Just over one-third of the panel held
a driving licence, and 30% were able to use a car for shopping all of

the time, 33% ‘'sometimes', and 37% not at all.

(b) General summary of household characteristics

Average household size ameng the panellists was 3.36 persons, with about
one-third of the households being one- or two-person. About 18% of
households contained at least one person aged over €5, while 19%
contained at least one pre-school child and 45%, one or more school -

age children. About half of the sampled households 1ncluded one
full-time wage-earner, and 22% possessed two or more. 0f those heads

of households working or previously employed (including panellists where
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appropriate), 20% were 1in professional/managerial occupations and a
further 33% in other non-manual work. Virtually all of the households
owned a refrigerator and 71% owned a fridge-freezer or deep freezer.
53% of households owned or regularly used one car and a further 16%

owned two or more.

The following tables give the results of each guestion, 1n the order

1n which questions were presented to repondents.

Table 5 16 Attitudes to shopping (q 1)

NEITHER DIS-
AGREE AGREE | AGREE DIS- AGREE DON'T
STRONGLY NOR AGREE STRONGLY KNOW
DISAGREE
Going grocery shopping gives you
the chance tc meet friends and 15 175 47 183 30 1

acquaintances

Given a choice between good shops
and good parking facilities, I

would choose to shop where there 2 131 95 171 22 1
is better parking

I would prefer to do all my
shopping jJust once a week 37 188 23 186 15 2

I 11ke to buy all my groceries at
one shop, rather than shop around 38 169 24 194 23 1

Getting shopping done quickly 1s
yery important to me 54 197 39 153 7 1

There's not much difference
between shops these days 3 170 28 194 45 9

I usually do a lot of comparing

of prices for ordinary food 65 198 39 133 15 1
purchases
| always try to buy good quality 60 291 40 55 3 2

food, even 1f prices are higher

[ think that supermarkets are
¢leaner than small food shops 18 143 119 139 " 15

I don't mind going out of my
way to get to better shops 26 257 48 114 3 3
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NEITHER DIs-
AGREE AGREE DIS- DON'T
sTrongLY| AGREE[ wor aGreE | AGREE 1 yrow
DISAGREE STRONGLY

1 prefer to shop at the 'small
man' type of shop 1 69 86 252 29 4
I find the staff more friendly
n small shops 36 243 70 S0 3 9
Chain stores and supermarkets
make for better grocery 36 315 14 46 8 2
shopping all round
1 11ke to buy really fresh
bread 220 199 18 10 1 3
When I am shoppang I am
usually 1n a hurry 47 168 # 191 14 2
I think the grocery shops 1in
Cardiff are excellent 35 262 ¢8 53 5 8
The convenience of Tocal shops
1s worth the extra 1t can cost 2 262 50 103 1" 4
Shopping for groceries 1s usually
enjoyable 5 159 55 182 43 2
I prefer to buy meat i1n a super-
market because you can take your 10 96 39 219 83 4
time choosing exactly what you want
I usually do my grocery shopping
on a journey when [ do other 1 208 31 187 13 1
errands or other shopping
1 try to avoid walking for more
than five minutes with a bag of 34 165 38 182 29 3
shopping
1 find shopping for my groceries
very tiring 25 166 68 181 10 1
I thank you get better quality
frui1t and vegetables 1n a green- 104 230 45 6t 5 6
grocer's shop than 1n a supermarket
I find that shopping 1s a nuisance
and 1 11ke to get 1t done as 64 154 50 165 17 1
quickly as possible
I think you get better guality meat
in a butcher's shop than in a 125 192 51 73 7 3
supermarket
I 1ike shopping because 1t gets
me out of the house 27 152 39 177 54 2
The way a person shops for the
household groceries 1s a good 1ndica-
tion of how capable they are all 2z 251 69 82 18 s
round
I usually try hard to look for
bargains 69 223 44 107 6 2
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Table 5.17 Length of residence (q.2)

Response Code No. %
Less than 3 months 1 1 0.2
3 - 6 months 2 5 1.1
6 - 12 months 3 23 5.1
1 - 2 years 4 23 5.1
2 - 3 years 5 30 6.7
3 - 10 years 6 117 25.9
10 years + 7 249 8.2
Can't remember 8 3 0.7

TOTAL 451 100.0

Table 5.18 Whether refrigerator, etc., owned {q.3)

Refrigerator Fridge-freezer Separate

Freezer

Response Code No. % No. % No. %
Yes 1 442 | 98.0 151 | 33.5 204 | 45.2
No 2 8 1.8 297 | 65.9 245 | 54.3
No answer 3 1 0.2 3 0.7 2 0.4
TOTAL 451 1100.0 451 [100.0 451 (100.0

Comment 1t appears that virtually all panellists owned refrigerating
equipment. There 1s however some overlap among these responses.
Detailed 1nspection of the data reveals that 321 panellists (71.2%)
owned some form of freezing equipment (fridge-freezer, separate deep

freezer, or both).
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Table 5 19  Number of cars or vans normally available to
household (g.4)

Response Code No. %
One 1 241 53.4
Two 2 66 14.6
Three 3 6 1.3
Four or more 4 2 0.4
None 9 136 30.2

TOTAL 451 100.0

Table 5.20 Use of cars for shopping (g.5a)

Response Code No. %
All the time 1 134 29.7
Sometimes pd 151 33.5
Never 3 30 6.7
No car available 9 136 30.2

TOTAL 451 100.0

comment The 'never' response relates only to paneliists who
stated 1n answer to question 4 that one or more cars ware

available to the household.
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Table 5.21 Driving licence held by paneilist (q.5b)

Response Code No. %
Yes 1 162 35.9

No 2 153 33.9

No car available 9 136 30.2
TOTAL 451 100.0

comment  Panellists were not asked this question if no car
was available to the household. The 'yes' response may therefore

be an underestimate.

Table 5.22 Age at end of full-time education {(q.6)

Response Code No. p4
14 or less 1 106 23.5
15 2 114 25.3
16 3 101 22.4
17 4 37 8.2
18 5 21 4.7
19+ 6 46 10.2
St111 Studying 7 6 1.3
Can't remember 9 20 4.4

TOTAL 451 100.0
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Table 5.23 Nature of last examination passed (q.7)

Response Code No. %
University degree i 22 4.9
HNC, etc. 2 7 1.6
Teacher training 3 12 2.7
'A' Level, etc. 4 23 5.1
'0' Level, etc. 5 76 16.9
Other 6 54 12.0
Can't remember 7 4 0.9
No answer 8 15 3.3
No exam. passed 9 238 2.8
TOTAL 451 100.0

Comment. The response ‘no exam passed' includes 228 panellists
(50.6%) who stated they had definitely not passed any exams, plus

10 (2.2%) who could not remember whether they had passed any exams.

Table 5.24 Whether apprenticeship completed (q.8)

Response Code No. %
Yes 1 37 8.2
No 2 395 87.6
No answer 3 19 4 2

TOTAL 451 100.0
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Table 5.25 Sex of panellist {q 9)

Response Code No %
Male 1 28 6.2
Femaie 2 423 93.8
TOTAL 451 100.0
Table 5.26 Age of panellist (g.10)
Response Code No. %
16 - 24 1 17 3.8
25 - 34 2 134 29.7
35 - 44 3 82 18.2
45 - 54 4 89 19.7
55 - 64 5 82 18.2
65 - 74 6 41 9.1
75+ 7 6 1.3
TOTAL 451 100.0
Table 5.27 Marital status of panellist {(q.11)
Response Code No. %
Married 1 365 80.9
Single 2 22 4.9
Widowed, divorced
or separated 3 64 14.2
TOTAL 451 100.0
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Table 5.28 Work status of panellist (q.12a)

Response Code No. %
Fuli-time job 1 69 15.3
Part-time job 2 130 28.8
Student 3 6 1.3
Retired/not working 4 246 54.5

TOTAL 451 100.0

Table 5.29. Occupation of panellist (q.12b)

Response Code No. %
Professiconal 4 8 1.8
Intermediate non-manual 5 50 111
Junior non-manual 6 80 17.7
Personal service 7 18 4.0
Foreman/supervisor (manual) 8 0.7
Sk11led manual 9 4 0.9
Semi-skilled manual 10 5 1.1
Unsk11led manual " 29 6.4
Own account 12 3 0.7
Armed forces 16 i 0.2

Not working/no previous
occupation given 95 235 52.1
Student 98 5 1.1
No answer 99 10 2.2
TOTAL 451 100.0

Comment. There 1s some 1nconsistency between this and the previous table
of the 246 who stated they were 'not working' 1n answer to question 12a,
10 declared an occupation and 3 refused to answer question 12b.
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Table 5.30 Location of panellist's workplace (q.12b)

Response Code No. %
Cardiff city centre 7 35 7.8
Elsewhere 1n Cardiff 1-6, 127 28.2
8-63, N

Qutside Cardaff 71-90, 92 10 2.2
Workplace varies 93 1.8
Works at home 94 5 1.1
No answer 99 20 4.4
Not working 95 246 54.5

TOTAL 451 100.0

Comment. Unlike most of the other tables 1n this section the
locational information 1s of necessity a summary. Each known
workplace 15 given a precise locational code (see Section 5.3.2)

which 1s held on the computer file.

Table 5 31 Relationship of panellist to head of household (q.13)

Response Code No. %

Panellist 1s

Head of household 1 92 20.4
Wife of head of household 2 345 76.5
Son, daughter 3 5 1.1
Other relative 4 4 0.9
No answer 9 5 1.1
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Table 5.32 Occupation of head of household (including panellist
where head of household {(qs 12,13,14)

Response Code No. %
Employer/manager 1 10 2.2
(1arge establishment) ’
TP lomal 1 establrshnent) ? 1o 2.2
Professional (self-employed) 3 1 0.2
Professional (employee) 4 51 11.3
Intermediate non-manual 5 82 18.2
Junior non-manual 6 20 4.4
Personal service 7 14 3.1
Foreman/supervisor (manual) 8 19 4 2
Sk11led manual 9 59 13.14
Semi-skilled manual 10 50 1.1
Unskilled manual 11 16 3.5
Own account 12 18 4.0
Armed forces 16 2 0.4
Inadequately described 17 1 0.2
Not working - no previous
occupation stated 95 69 15.3
Student 98 6 1.3
No answer 99 23 5.1
TOTAL 451 100.0

comment This table aggregates the stated occupations for paneilists
who were heads of households (gs. 12,13) with those for non-panellist
heads of household (gq.14), and also attempts to overcome some
inconsistencies 1n responses to these questions. It should be noted
that most responses 1n the 'not working' category probably indicate a

state of retirement rather than unemployment.
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Table 5.33 Location of workplace of head of househald (where
other than panellist (q.14)

Response Code No. %
Cardiff city centre 7 39 8.6
Eisewhere 1n Cardiff 1-6, 131 29.0
8-63, 91
Outside Cardiff 71-90, 92 42 9 3
Workplace varies 93 33 7.3
Works at home 94 4 0.9
No answer g9 38 8.4
Not working 95 77 17.1
panellist 1s head of househoid 97 87 19.3
TOTAL 451 100.0

Comments as for Table 5.30

Table 5.34 Household 1ncome (gq.15)

Response Code No. %
Under £1000 i 0.7
£1000 - £1999 2 2.0
£2000 - £2999 3 45 10.0
£3000 - £4999 4 67 14.9
£5000 - £6999 5 58 12 9
£7000 - £9999 6 64 14.2
£10000 - £14999 7 44 9.8
£15000+ 8 14 3.1
Don't know 9 63 14.0
Refused to say 0 84 18.6
TOTAL 451 100.0

Comments  Responses relate to total household 1ncome, before tax and



nsurance deductions. The response rate 15, as expected, much lower
than for other questions. An examination of the demographic
characteristics of non-respondents and their households does not
indicate any major bias in this tabulation as a result of non-response.
There 1s a slight over-representation of households with two or more

aduTts working, 1n the 'don‘'t know' category.

Table 5.35 Number of persons 1n each age group 1n household

Age group

No. of persons g -4 5 - 15 16 - 44 45 - 64 65+

1n household No. % |No. % | No. % |No. % | No. )
0 364 80.7 |249 |55.2 1123 |27.3 (259 |57.4 | 370 182.0
1 69 [15.3 | 89 119.7 | 81 |18.0 | 62 [13.7| 53 [11.8
2 18 | 4.0 [ 73 (16.2 (215 |47.7 |130 [28.8| 26 | 5.8
3 - - 32 | 7.1 24 | 5.3 ] - - 1 10.2
4 - - 8§ 1.8 7 116 |- - 1 10.2
5 - - - - 1 10.2 | - - - -

Comment  The data 1n this and the following tables were supplied 1n the
in1tial questionnaire, and thi1s predates i1nformation in Tables 5.16 -

5.34 by about 3 months.
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Table 5.36

Total 1n household

No. of persons No. %
i 33 7.3
2 113 25.1
3 90 20.0
4 124 27.5
5 58 i2.9
6 29 6.4
7. 4 0.9
TOTAL 451 100.0
Table 5.37 Work status of adults 1n household
No. of Working Working Retired/ Total
adults full-time part-time not working
No. % No. % No. % No. %
0 127 28.2 | 305 67.6 131 29.0 - -
1 223 49.4 | 142 31.5 | 206 45.7 49 10.9
2 82 18.2 4 0.9 |100 22 2 1270 59.9
3 16 3.5 - - 10 2.2 84 18.6
4 3 0.7 - - 4 0.9 40 8.9
5 - - - - - - 7 1.6
6 - - - - - - 1 0.2
451 1100.0 |451 {100.0 |451 [100.0 | 451 100.0




6  INFORMATION ON SHOPS IN THE CARDIFF AREA

6.1 Numenccal Coding of Shops wescted by the Panel

Every shop that was visited by members of the Cardi1ff Consumer Panel
required a unique numerical code to 1dentify 1t. A coding system
was devised so as to include the location of the shop, information
about 1ts function, i1nformation about 1ts organization, and a

unique digit to distinguish 1ndividual prem1ses.]

6.1.1 Sources of Data for a Shop List

Before each shop could be given a unique code a 11st of such shops 1n the
city and 1n the major settlements around Card1ff had to be compiled.

Th1s proved problematic given on the one hand the 1nadequacies of the
available official records, and on the other hand the magnitude of

effort involved 1n mounting a fuli-scale field survey Two important

saurces of information were

(a) the South Glamargan County Council Shop List, and

(b) information gathered directly by panellists and
recorded on the diary forms

Two subsidiary sources were also used where necessary

(c) directories

(d) Timited field surveys

! A 1ist of all shop codes used 1s given 1n Appendix M
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(a) South Glamorgan County Council Shop List

Prior to the beginning of the survey the only comprehensive Iist of
grocery shops 1n Cardiff was the 1979 list collected by South Glamorgan
County Counc1l Planning Department. This Tist inciudes all retailing

premises within the county operating at that time.

From the point of view of food and grocery shopping ail general functional
types are included butchers, fishmongers, bakers, greengrocers,
confectioners, tobacconists and newsagents, delicatessens, grocers and
supermarkets. For each shop the Tist gives 1ts geographical Tlocation by
enumeration district (1971 classification), the name of the shop or
proprietor, 1ts address, 1ts function and 1ts net floorspace (square
metres). Because the data were gathered i1n 1979 they are now greatly
1naccurate. Shops have changed hands, ceased trading or there has been

a change of function at the same address. The 1i1st also 1ncludes some

1naccuracies of detail (wrong addresses, incorrect functional headings).

In spite of these 1naccuracies and errors the South Glamorgan 11st was the
only available roster of grocery shops within Cardiff at the start of

the survey. Local knowledge of changes in grocery provision on the part
of the UWIST team and a 1imited survey of grocery shops by T. Howe as

part of his Ph.D. research at UWIST helped to correct many of these
deficiencies A refined version of the 1i1st was therefore 1nitiaily

used for coding purposes by Research and Marketing.
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(b) Information gathered by panellists

The most productive source for updating the South Glamorgan list of
grocery shops was the weekly panel diaries themselves. Every time a
vis1t to a grocery shop was made by a member of the panel the shop name
and 1ts address were recorded. On many occasions the shop's function was
automatically included in the shop name, e.g. Jones' Butchers; Evans'
Fish. Where this was not done the shop function could usually be deriveu
by looking at the products bought there. Similarly, organizational
information could sometimes be detected from these diaries because the
shop name was sufficiently explicit to assist 1ts coding, e.g., V.G.

Foodstores, Spar Shop, Liptons

The diaries also provided the only reliable source of information on
shops outside Card1ff Because the survey operated over an extended
period and 1ncluded Easter holidays, a number of bank holidays and the
start of the summer holidays, the population of out-of-Cardiff grocery
shops that might be used could include an international 11st. As 1t was,
only a few shops outside Britain were mentioned, notably in France, but
the geographical dispersal of the panel within Britain was extensive.

0f necessity the coding of these stores was based entirely on information

supplied by panellists.

(c) Directories

A number of published lists of economic and business activity, such as

Yellow Pages, were also consulted to compile the shop 11st. Their role



however, was marginal because they were generally out-of-date, and/or

restricted to 1mmited subsets of grocery activity

(d) Limited field survey

A fourth source of information on grocery shops were a number of 1imited
field surveys undertaken as required by UWIST and Research and Marketing
Ltd Many of these surveys were made 1n response to queries raised
by panel diaries. Often queries concerning individual shops could not be
sorted out by published records or by local knowledga. When this occurred
the only reliable procedure left was to visit the area concerned and list

the shops there.

6.1.2 The Shop Code System

Fach numerical code 1s a 5 digit number. Digits 1 and 2 represent
locational information for each shop, digit 3 represents functional
information, digit 4 represents organizational information and digit 5

represents a unique identifier for individual premises.

(a) Locational information

Digits 1 and 2 vary in range from 00 - 99. They have the following

general 1nterpretation
00 Mobile shops (e.g. ice-cream vans, dairymen)

01 City centre

02-29 District centres 1n Cardiff, as defined i1n the South

112



Glamorgan Structure Plan (1977).

10-68 Local centres

69-89 Individual shops not in district or local centres
located by ward (1971 definitions)

90-95 Satellite towns to Cardiff

96 Markets (other than those 1n Cardiff)
98 Shops outside Cardiff but in Wales
a9 Shops outside Cardiff

Code 97 was retained as an emergency code. A complete list of these
centres and satellite shops 1s given as Appendix J The location of the
district centres 1s shown 1n Figure 3.3. It should be noted that these
codes are not the same as the 'small areas' used 1n coding panellist's

homes and workplaces (see Section 5.3)

(b) Functional i1nformation

Digit 3 ranges from 0 to 9 and represents the following functional
arrangements for grocery shops

0 Superstores, department stores(1)
1 Supermarkets (400 - 2000 m? net sales area)
2  Superettes (150 - 400 m?)

3  General grocers (< 150 m?)

4  Greengrocers

o) Butchers

(1)Most stores coded thus are department or variety stores {e.g. Marks
and Spencer, Woolworth's). A list of codes for the 11 superstores
visited by the panel 1s given 1n Table 6.1.
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6 Bakers
7  Fishmongers
8 Health shops and Delicatessens

9  Other sorts of shop where grocery purchases might be
made, e.g newsagent, chemist.

Table 6.1. Superstores visited by the panel

Shop code Superstore
1007 Tesco, The Hayes (Cardiff city centre)
64021 Leo's, Penarth Road
85021 Leo's, Moorland Road, Splott
30001 Carrefour, Caerphiliy
31001 Asda, Newport
91101 Tesco, Newport
95001 Tesco , Llantrisant
98001 Woolco, Cwmbran
98002 Asda, Merthyr Tydfil
98060 Asda, Swansea
98101 Sainsbury, Cwmbran
98121 Leo's, Pyle

Codes 4 - 7 are clearly defined and we were, 1n general, able to code
most shops by their function without difficulty. A problem arose
however where a shop appeared to have two separate functions (e.g.
Thayers 1ce-cream parlour on Wellfield Road, Roath, shares a common
entrance with Thorntons Chocolates Shop). In these cases we have

treated these functions as separate shops and coded them separately.
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An additional problem concernsdistinguishing between codes 1, 2 and 3

These are clearly distinguished on the basis of their net floorspace

(1.e. the floorspace used exclusively for selling and not including
check-outs, warehousing, stores, or other space outside the check-outs).
Unfortunately, net floorspace 1s a volatile commodity and 1s particularly
difficult to measure accurately. The information on the South Glamorgan
T1st was found to be not wholly accurate, although of necessity 1t was

used In drawing up shop codes. Thus, digit 3 is a less reliable

indicator of shop size than the floorspace records subsequently established
by field survey for most shops. The latter 1s available in the file

concerning shop characteristics {see Sections 6.3, 7.5).

In the absence of other information all grocery shops have been coded 3.
Spar shops, Mace and V.G. stores, Co-ops, Liptons and Londis stores have
been coded 2. Kwiksave, Pricerite, lo-Cost and International have been

coded 1, as were Tesco Stores other than superstores

{c) Organizational information

Digit 4 represents organizational information. It ranges from 0 to 5

1n the following order

0 National or regional multiples (e.g. Tesco)
1 Local multiple {e.g. Bruton's Bakers)
2 Co-operative

3 Independent, affiliated to a voluntary
chain (e.g. Mace, V.G.)



4 Independent, non-affiliated

5 Other sort of ownership arrangements (e.g. Hospital
canteen, British Rail buffet, Salvation Army hostel,
and barrows).

Organizational information 1s important because 1t 1s known that a shop's
purchasing behaviour 1s related to 1its ownership and organizational
structure. Large chains, or voluntary trade associations such as Spar
and Mace, can buy products 1n bulk and benefit from scale economies which
may be reflected both 1n their pricing policies 1n the shop and 1n the

range of products they carry.

The distinction between multiple shops and non-multiples depends

entirely on the number of outlets used by the company, companies with
two or more outlets being termed multiples. The distinction between local
and regional multiples 1s not ambiguous either. A local multiple 1s any
company which has two or more outiets entirely contained 1n a single town
or city. Thus a company may be local to Newport or to Cardiff. If 1t
has outlets 1n both cities 1t 1s termed a regional multiple. The Yellow
Pages provided information on such companies in South Wales, and there
was 11ttle difficulty 1n distinguishing between the two types of shop.
Clearly this information could not be gathered as easily for shops visited
in England or abroad. Apart from those whose structure 1s 1mmediately
recognisable (e.g. national chains, members of voluntary national

associations) Category 4 has been the default code applied.

Code 5 represents all those forms of organization which are not normally

visited for groceries but which have been recorded 1n the survey.
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Because 1in certain areas more than nine shops of a particular type

were recorded, a set of “emergency" codes had to be used. These codes
were created only when necessary and only for three of the six
organization categories. The emergency codes for national/regional
multiples 1s 6, for non-affiliated, independent shops 7, and for other
organizational types 8. These codes work in the following way. [f the
last code used for a nationally-owned department store 1n the city centre
was 01009, the code for the next such shop was 01060. Codes could then
continue up to 01069 making a total of 19 such shops 1n the area. In
fact, 19 separate codes were never required, even 1n the city centre of

Cardaff.

(d) Unigque 1dentifrer

Clearly, 1n any area there may be several shops of the same general
type (e.g. two independent, non-affiliated greengrocers). It 1s
necessary to distinguish between these shops for analytical purposes.
The S5th digit of the unique numerical code allows this distinction.

It ranges from 1 - 9 1n all cases except where an emergency code for
organization has been applied In this case 1t ranges from 1 - 9 for
the first {or normal) organization code, and from 0 - 9 for the second.
As already mentioned, when an emergency code 1s used 19 different shops

of the same general type 1n the same area may be 1dentified.

6.1.3 The Coding Procedure

The decision that UWIST should be responsible for assigning codes to each

shop week by week was made before any coding began. A preparatory 11st
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of grocery shops 1n Cardiff was compiled, based on the South Glamorgan
list. Each shop was given a unique code as already outlined. Research
and Marketing Ltd. were given this list of codes in time to code the

first batch of diaries.

In1t1ally Research and Marketing had to rely entirely on this 11st and
refer any shops they could not code to UWIST. Each week a steady stream
of new shops was added to the preparatory list held both by UWIST (on
computer)-and by Research and Marketing. The abil1ty to generate new
codes for shops was not a probiem (apart from the need to introduce a
small number of emergency codes for shop organization), but greater
difficulty was met in sorting out the various queries which arose. Three
sorts of problem were particularly important duplicate codes for single

shops, 1naccuracies of organizational information, 1naccuracies of

function.

If, as a result of a query a new code was required, this was 1mmediately
devised so that Research and Marketing could use the new code on the
diaries of the next completed week. At the end of the survey the
redundant or erroneous codes were removed from the diary tapes. Each
code on these tapes therefore consistently refers to the same shop
throughout the 11fe of the survey. The codes of any shops which closed
down during the survey period remained operative throughout, though, of

course, patronage of the shop ceased.

(a) Duplicate codes for single shops

Perhaps the singly most pressing problem Tay 1n 1dentifying dupiicate
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codes for single shops. Because individual panellists might perceive

a single shop differently from each other, and we tended to rely on
panellists' observations to build the shop li1st, a certain amount of
duplication of shop names occurred. Many local grocery shops, for
example, do not have a si1gn 1ndicating the official shop name so
panellists 1dentify the shop by referring to the person who served them
or by mentioning the street i1n which the shop 31s found. A single shop
could thus get 3 or 4 different codes 1nitially. For example,

‘Pantbach Stores', ‘Spar, Pantbach Road', 'Gropetis', and 'Greek Stores'
were all used by panellists to denote one store (code 4323t1). Initially
1n the survey, most panellist responses that could not be matched with
fam111ar shops were given separate codes. As time progressed 1imited
field surveys and occasional visits to particular localities reduced the
duplication. Any duplication remaining 1n the file 15, we believe,
restricted to those less commonly visited areas of Cardi1ff where field
visits and follow-up checks by the interviewers were at a minimum.

A1l major centres, both district and local have been checked 1n the field

(2)

and using published records such as Yellow Pages to reduce duplication,

The reverse problem of several different shops sharing a single code does

(2) In addition, the following pair of codes were found after editing and
coding of the diary data had been completed, to refer to one shop only

78341 74347
78542 1 and gg3ay
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not appear to have happened, nor, given the way coding has been organized,

1s this a likely prob]em!3)

(b) Inaccuracies of organizational information

A second source of 1naccuracy was the coding of organizational information.
panelli1sts not only tended to be 1d1osyncratic n describing local,
privately-owned grocery shops, they also tended to 1dent1fy major stores

1n unusual ways. A particular problem occurred where one major retail
multiple had taken over premises previously used by a different firm.

where this happened both shop names were found recorded. Because these

are large stores the errors made could not be easily hidden. Most appeared

at the editing stage and so have not led to duplication in the shop T1st.

A more pervasive problem concerning organizational information affects
shops that are members of voluntary trade assocations. It 1s known that
shops which belong to such groups may trade d1fferently to shops which

do not. It was therefore important to be able to distinguish between these
two types of shop. Established published l1sts such as Yellow Pages were
not capable of providing th1s information because they 11st shops by name
rather than by affiliation. The only satisfactory way forward on this
problem was to contact all the voluntary associations operating in the

city asking for lists of shops associated with them. Lists provided by

(3) The following shops were known to have changed ownership during the
survey period:

agtart of end of
survey pertod survey pertod
13203 Countisbury Avenue International Locost
07202 Clifton Street International Pricerite
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Lond1s, Spar, Mace, Danish Bacon Co., V.G., and APT (Maid Marian,

Family Food Store) allowed clear distinctions to be made.
Researchers should note the acquisition of Presto and Liptons stores by
Argyl1 Foods {who also own Pricerite and Lo-cost stores in Cardiff)

during the survey period.

(¢} Inaccuracies of function

Functional 1naccuracies have also occurred but have been relatively
unimportant. On a number of occasions shops previously thought to be
exclusively fishmongers or butchers were revealed to be more general n
their stock The solution varied. On some occasions where a shop
clearly had two quite separate functions and was clearly not a general
grocers two codes were permissible. On other occasions the replacing

of the original code by a more appropriate code was made.

6.2 The Grocerny Prices Survey

The panel survey was complemented by collection of information about
food and grocery shopping opportunities (e.g. supermarkets, corner shops,
market stalls, etc.) 1n the Cardiff area. This section describes the
methods used 1n collecting data concerning typical grocery prices 1n
these "opportunities® Many previous surveys of shoppers' attitudes

have reveaied prices to be an important part of the images presented

by grocery stores and outlets. For some shoppers, the choice of
destination for major grocery shopping trips appears to be determined

largely by the shopper's impression of comparative prices for groceries.
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Thus, 1n attempting to explain the ways 1n which the shopping diary
panel allocate their shopping expenditure, 1t 1s essential to have
reltrable 1nformation about variations 1n typical grocery prices among

the many shops accessible to the panel.

The following discussion of the methodology employed 1n carrying out the
price survey 1S brief. The paper by Guy and 0'Brien (1983} deals with

this topic 1n greater detail.

6.2.1 The Choice of Items for which Prices were Surveyed

This stage involved the choice of a 'shopping basket' of grocery 1tems
for which prices were to be compared between stores 1n the Cardiff area.
The most important restriction here was that 1tems should be absolutely
clearly defined, and of a standardized nature, so that price was 11kely
to be the principal source of variation between stores. This entailed
a restriction to packaged grocery 1tems and rejection of most types of
fresh food. Within this general restriction a choice of 27 1tems was

made, using the following criteria

(1) the 1tems should be 1n freguent demand, such that their
price would be vi1sible and i1mportant to many shoppers
in the panel. Observed frequencies of purchase by the
panel of each of the 68 coded food and grocery 1tems for
weeks 03 - 04 were used as a guide,

(11) they 1ncluded the six grocery products for which brand
choice were recorded by the panel,
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{111} they were observed to be widely available 1in
stores 1n the Cardiff area.

For most 1tems the intention was to measure prices for both pre-selected
brands and for the cheapest brand available in each store. This follows
the common practice of comp1ling 'branded’' and 'cheapest’ shopping
basket totals (e.g. Consumers' Association, 1982). The complete li1st

of 1tems, package sizes and brands 15 given in Appendix K.

6.2 2 The Choice of Stores to be Surveyed

The awm of this exercise was 1deally to find an appropriate and accurate
measure of 'price' for every grocery outlet 1n the Cardi1ff area. A
first-hand survey of each of the 870 or so outlets used by the panel by
Week 15 of the survey would have been extremely expensive and a waste of
resources. Instead the best strategy appeared to be a stratified sample
survey, such that 'price’ measures could be inferred within known con-

fidence 1imits for stores not surveyed.

The obvious criteria for stratification of the population of grocery
outTets are (a) organization type and (b) si1ze. In keeping with
common practice and the coding system already in use for shops 1n Cardiff

{see Section 6 1}, strata were chosen as follows-

(a) Organization type
(1)  Multiple
(17) Co-operative
(111)  Affiliated, and

(1v)  Independent
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These 1tems are defined 1n Section 6.1

{b) Szze
(1) Superstores - over 2,000 sq.m. of net sales area.

(11) Supermarkets - between 400 sg.m. and 2,000 sq.m.
(including some 'food halls' in department or
variety stores, e.g. David Howell, and Marks and
Spencer, respectively).

(11v)  Superettes - between 150 sq.m. and 400 sq.m. net
sales area.

(1v) Grocers - under 150 sq.m. net sales area.

Selection of stores proceeded as follows. The computer file of grocery
and food outlets 1n the Cardiff area (see Section 6.1) ncluded n-
formation on ownership type and net floor area, although neither at the
time of sampie selection (May 1982) was fully accurate. This enabled

a 11st of outlets within each stratum to be output.

In choosing a sample of stores for price measurement, a controlled
sampiing technique was used (Avadhani and Sukhatme, 1973). Represent-
ation of every organization type/s1ze combination occurring in Card1ff
was ensured, while combinations with several stores in Cardiff (e.qg.
affi1l1ated grocers) were subjected to a further sampling process.
Here, stores which were visited routinely by many panel members were

chosen 1n preference to those visited relatively little.

The population and sample size chosen 1n each combination of strata are

shown 1n Table 6.2
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Table 6.2 Strata populations and sample sizes of grocery
stores 1n Cardiff and 1ts environs*

S1ze Organizational type
Multiple Co-op Affil1ated Independent
Superstore 5 (5) 2 (1) 0 0
Supermarket 8 (6) 1 (0) 0 0
Superette 17 (7) 5 (2) 3 (1) 0
Grocer - 0 0 34 (9) 94 (22)

*Sample sizes 1n brackets

6.2.3 Conduct of the Price Survey

The task of surveying prices 1n some 66 shops was clearly too great for
the UWIST research team themselves to carry out. Therefore 1t was
decided to ask Research and Marketing (Wales and the West) Ltd. to carry
out this task, i1n addition to their regular duties 1n connection with

the panel.

The survey was carried out during 24th-28th May, 1982 (Monday-Friday)
by a team of 1nterviewers, each of which was assigned to a particular
group of shops. They were given survey sheets and instructed to
approach the store management before carrying out the survey. Of the
66 stores, only 8 refusals were encountered (a response rate of 88%).
The identity of each store surveyed 1s shown 1n Appendix L. The price

data may be found 1n a computer file described in Section 7.5.
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6 3 The Suwwey of Shop Charactercsiccs

An essential part of the research programme was the assembly of
information about the food and grocery shopping opportunities likely to be
used by the diary panel. This note describes the information that was
obtained, with the exception of data on prices, which were obtained 1n a

separate survey {Section 6.2).
6.3 1 The Shops Surveyed

During the six months of the panel operation, some 1030 shops were
visited by panellists of which 240 were outside Cardiff. Many of these
shops were visited only once or twice, and 1t became clear that 1t would
be 1mpracticable to survey at f1rst hand every shop visited by every
paneilist. The most sensible strategy in this situation was to survey
in detail those shops 11kely to be visited frequently by panellists, 1n
order to obtain an accurate record of their characteristics. and to

use this information to infer, if necessary, the characteristics of

the rarely-visited stores.

It was decided thus to survey stores selling food and groceries 1in the

following areas

(1) Cardiff central area

(11) The eight 'district centres' 1n Cardiff, as defined
1n the South Glamorgan Structure Plan (1977)
Cowbridge Road East, Albany Road/Wellf1eld Road, Crwys
Road, Whitchurch Road, Merthyr Road (Whitchurch),
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Maelfa Centre (Llanedeyrn), Clifton Street,
and Grangetown,;

{111) A1l other parts of the sector of Cardiff 1n which the
panel 1ive, namely the area east of the River Taff and
north of the main Cardiff-Newport railway line,

(1v) A few selected shopping centres and 1solated stores
1n other parts of Cardiff, which the panel appeared
to visit fairly frequently,

{v) A few superstores outside Cardi1ff, 1ikely to be
visited fairly frequently.

Init1ally a list of shops classified as food shops, chemists and news-
agent/tobacconists, ordered by street address in Cardi1ff, was obtained
from South Glamorgan County Council Environment and Planning Department.
This 11st was used as a basis for allocating codes to shops visited by
the panel (see Section 6 1). During the operation of the panel, many
alterations were made to this list, as a result of information received
from coding of the panel diary data, these alterations were occasionally

checked visually through field survey.

6.3.2 Timing of the Survey

Originally 1t has been 1ntended to carry out one survey of shops before
the start of the diary period, and a second survey after the end.
However, on receipt of the 1ist of shops from South Glamorgan, a number
of errors and omissions were evident, such that the Tist appeared
unsuitable as the basis for a survey without substantial modification.

It was decided therefore to use the information about panel visits as
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the ma1n method of improving the data base (see above), and to carry out

one full survey soon after the end of the diary period.

The survey 1tself was preceded by pilot surveys and was carried out
during August and September 1982. In order to provide consistent
information on certain characteristics, the survey was made on Wednesdays
and Thursdays only. This avoided the quietest (Monday-Tuesday) and
bustest (Friday-Saturday) parts of the week. Surveys were carried out
during .normal working hours and 1in dry weather. A further Timitation

was early closing of shops (1 p.m.) on Wednesdays 1n most parts of Cardiff.

6.3.3 Characteristics Surveyed

A specimen survey sheet 1s shown 1n Figure 6.1. These notes explain each

of the eight items on the Sheet

(1) Name and address of shop this was normally obtained
1n advance from the computer file of shops n Cardiff.

(2) Type of shop. (e.g supermarket, greengrocer, chemist,
etc.). This was recorded 1n the field and checked
afterwards against the file.

(3) Type of firm (e.g. national multiple, 1ndependent).
Th1s was recorded in the field and checked afterwards

against the file

(4) Floorspace although recorded already 1n the South
Glamorgan data, a fresh estimate was made.

(5) Goods sold most of the categories 11sted here are
aggregated from those used 1n the shopping diaries.
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FIGURE 6.1. SHOP SURVEY FORM

UWIST DAY

DEPARTMENT OF TOWN PLANNING TIME
CARDIFF SHOPS SURVEY, AUGUST 1982 WEATHER

1. Name and address of shop

Type of shop
Type of firm
Floorspace 1n sq m. (estimate of sales area)

5. Goods sold (tick 1f appropriate)

Baby foods ‘Conveniance’ non-foods
Fresh fruit and veg Bread, etc.

Fresh meat Canned fruit and veg.
Meat products Fresh poultry

Fresh fish Canned meat products
Frozen foods Fish products

Soft drinks Eggs

Other groceries Bacon

Sweets and Tces Delicatessen 1tems
'Whole foods' Health/dietary foods
Milk Dairy produce

(If supermarket) Number of checkouts (operational)
(If grocer, or other food shop) Number of shop assistants
(If food shop) Quality assessment 1ndicate whether below
average for type of shop (0), average (1), or above average (2).
(a) Window display
(b) Range and variety of goods
{c) Cleanliness and clutter
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(7)

(8)

The categories 'whole foods', 'delicatessen 1tems',
'health, dietary foods' are not represented as such

on the diary schedule. However, they are associated
with distinctive types of shop, of which a record may
be useful. Goods sold 1n very small quantities and/or
with a very restricted range were not 1ncluded.

Number of checkouts, and

Number of shop assistants these are alternative simple
measures of 'size' of shop.

Quality assessment  this 1s discussed 1n detai1l below.

6.3.4 Quality Assessment

In the retailing 11terature the most recent attempt to measure 'quality’

of retairl establishments 1n a field survey was found in Potter (1980).

He used 4 measures of quality

(1)
(2)
(3)
(4)

Appearance (related to proportion of display advertisements)
Window display
Range (of goods)

Price level

A score ranging from 1 (high quality) to 5 (low quality) was awarded by

Potter to each shop surveyed against each criterion.

Of Potter's criteria, 'price level' was clearly 1nappropriate for this

survey, as 1t has been measured separately (see Section 6.2). Indeed

the 1nclusion of 'price' 1n any 'quality' index would appear confusing.
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It was also decided to combine his ‘'appearance' and 'window display’
measures, which seemed to overlap. An extra measure used by Davies
(1968) - 'level of cleanliness' was reintroduced, as this appeared
Intuitively to bear a strong relationship with a shop's attractiveness.
Three criteria were thus defined as 'window display’, 'range and

variety of goods', and 'cleanliness’.

A pilot survey of shops in Cowbridge Road East was carried out by three
surveyors acting independently, and the findings were compared and
discussed. As a result, the criterion 'cleanliness’' was changed to
‘cleanliness and clutter', the latter term refarring to the freguently
observed phenomenon of full or empty cardboard boxes lying on shop floors,
to the detriment of customers. In additon, 1t was decided to reduce

the 5-point scale (extending from 'excellent' to 'very poor') to a 3-

point ('below average', 'average' and 'above average'). These categories

may be defined as follows

(a) Window display
0 (below average) - (supermarkets) untidy
arrangement of price announcements

- (fresh food shops) untidy
and/or sparse display of food

1 (average)} - (supermarkets) no display, or smatl
number of tidily arranged price announcements

- (fresh food shops) well stocked
display with prices clearly shown

? (above average) - (all shops) visually attractive
display of food, often according to some ‘theme'.
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(b) Range and variety of goods
0 - low level of stock, and/or very Timited

choice of brands

1 - average levels of stock, and choice of brands,
for the type and si1ze of shop concerned

2 - above average choice of goods and/or brands for
the type and si1ze of shop concerned, including
some unusual food 1tems

{c) Cleanliness and clutter
0 - wvisibly dirty, and/or very untidy and cluttered

1 - fairly clean, and no more than a few cardboard
boxes or other examples of ciutter

2 - very clean, and no clutter

The general 1ntention of this categorization was to 1dentify (1) those
shops which were unattractive enough to repel potential customers,

and (11) those which were attractive enough to have strong competitive
advantages over other shops in the same area and of the same size and
type. These excepticnally attractive shops would probably generate custom
from a significant number of shoppers from beyond the normal catchment
area for shops 1n that locality. Most food and grocery shops 1n Cardiff
were not expected to fall into either of these types therefore the

two surveyors who carried out this work were instructed to use the
extreme categories sparingly. As a further check, any shops awarded

at least two extreme marks by the surveyors were checked visually by

two of the authors of this report (Guy and 0'Brien).
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6§.3.5 Recording of Shop Characteristics
The information described 1n this Section, together with the code,

name, address and grid reference of each shop, are stored on a

computer file, the format of which 1s described in Section 7.5.
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7. STRUCTURE AND FORMATTING OF THE DATA TAPES

7.1 'Complete' and 'Tncomplete' Diary Tapes

In any long-term consumer panel there w11l inevitably be a number of
panellists who remain conscientious and satisfactory reporters to the

end of the monitoring period but have small gaps 1n the continuity of
thetir purchasing records. In fact, the majority of panel members can

be expected to fall into this category being away from home for the
occasional day or weekend, or on holiday for a week or ionger. In
practice, absences for periods of less than one week cause no difficulties
as such panellists are likely to adjust their weekly pattern of purchasing
to compensate and can be regarded as just 'not buying anything' on those
particular days as far as the panel 1s concerned. Continuous absences

of a week or longer are, however, somewhat more problematic. In a
personal communication to one of the principal 1nvestigators one of

the leading experts 1n the field of consumer panel studies, Professor

AS.C. Ehrenberg of the London Business School, has summarized current

practice as follows.

“Our usual way of dealing with non-reporters and other gaps

1n consumer panel data 15 that when we analyse data for various
periods up to 48 weeks, say, we construct a single sub-sample
tape of 'continuous reporters' for all 48 weeks {or get Audits
of Great Britain Ltd., for example, to do so). This might be
only of the order of 80% or 90% of the nominal panel size.
Excluded are essentially people who are really not on the

panel for any one or more weeks - as far as AGB can tell from
their records. (Some panel operators keep no effective record
whether a given household did respond 1n a given week but did
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not buy anything.). People known to be away on holiday (and
who come back afterwards) are however kept in the sample of
continuous reporters {but just did not 'buy' as far as the
panel 15 concerned.)

Many other analysts use a less 'rigorous' approach, partly to
get larger samples. [ believe that AGB's own practice 1s
roughly to construct the best 'balanced' sub-sample of all
continuous reporters 1n a given four weeks for each of their
basic four-weekly reports - 1.e. a differant sample each month.
They also construct diufferent sub-samples of continuous
reporters for any longer periods. A1l this of course leads

to some discrepancies between the results for different
periods. This usually does not matter too much 1n as far as
few clients, or AGB themselves, do much by way of cross-analysis
between periods of different lengths. But for us that would
produce a lot of minor discrepancies, a nuisance that 1s well
worth avoiding.

I also know that some other people (e.g. 1n America) tend to
have great trouble with continuous reporters, because they
take almost no precautions (and are sometimes not aware of
the problem!). In August I discussed this for example with
some people at Cornell {who were re-analysing some commercial
tapes)}; they had made no allowance for continuous reporters
at all and therefore got some very odd results 1n comparing
penetration in short and long pertods."

In the Cardiff survey, detailed records were kept for each panel member

of diaries satisfactorily completed, days of holiday taken, missing

diaries, etc. At the end of the monitoring period this information was

summarized in the form of a panellist-by-week matrix for the 542

panellists who were on the panel at the beginning of the first week of

the main monitoring period (Week 03). This matrix 1s of crucial
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importance and 1t 1s included as Appendix D of this paper. From the
information suppliied 1n this matrix a computer tape of the diary records
of 'continuous reporters' was constructed. This basically adopted the
most rigorous approach in current practice (as outline above 1n the
comments of Professor Ehrenberg) and added certain extra, more
stringent, criteria. 'Continuous reporters' were, therefore, defined

as

(a) panellists who had remained on the panel satisfactorily completing
diaries for the whole of the monitoring period and who, 1n
addition, had

(b) been away for a total of 32 days or less during the 24 weeks
(168 days) of the main monitoring period (Weeks 03 - 26) and who

had also

(c) been away for no more than 15 consecutive days at any one time.

In other words, following current practice 1n the field and the advice
of Professor Ehrenberg, panellists known to be away on holiday and who
came back and resumed conscientious reporting after the standard British
holiday period of 15 days or less were retained 1n the sample of
'continuous reporters' and were regarded as Just 'not buying anything'
within that period. However, paneilists taking longer holidays, or who
were more frequently absent (more than 32 days, 1.e. more than 20% of
the monitoring period) were excluded from the 'continuous reporters' file.
To put these criteria into perspective, it should be noted that otherwise
perfectly conscientious panellists who merely spent two-thirds of week-
ends away from the city at their holiday home or caravan, or who took a

three week annual holiday during the monitoring period were thus
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excluded from the 'continuous reporters' file. It should also be
noted that 82% (371) of the 'continuous reporters' had no absences of
more than 7 days, and 41% (185) had not even a single day away from

home during the monitoring period.

Of the 481 panellists who satisfactorily completed the entire 24 weeks
monitoring period, 27 failed to satisfy the additional critera described
above. In many cases the reason was the taking of a longer than 15-day
annual holiday. (In fact 12 of the excluded panellists had total
absences of 21 days or less and were otherwise perfect reporters). The
result was a set of 454 'continuous reporters' whose diary records were
placed on the main computer tape (known as the 'complete' diary tape).
The records of the 27 excluded panellists were added to those of the 61
panellists who began the main monitoring period (Week 03) but failed to
complete 1t. These were placed on a second computer tape known as the

"incomplete' diary tape

For most analytical purposes, the Bristol and UWIST research projects
w111 utilize only the records of the 454 panellists on the 'complete'
diary tape (sometimes further reduced to 451 as Second Questionnaire
household characteristics and shopping attitudes information 1s not
available for 3 of these panellists). However, other researchers

may wish to adopt less stringent criteria for the definition of
‘continuous reporters’' and may wish to supplement the 'complete’

diary tape with extra panellists drawn from the "incomplete' diary tape.
Furthermore, Section 5.2 3 has shown that the characteristics of the
'dropout' panellists on this 'incomplete' diary tape (1.e. the so-

called 'later dropouts' from Weeks 03 - 26) have characteristics which
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are very similar to the 'stayer' panellists, and thus some researchers
may, for some purposes, wish to supplement the 'complete' diary tape
using both excluded 'stayer' panellists and 'dropout’ paneilists

drawn from the 'incomplete' diary tape. For these purposes, the

panellist matrix (Appendix D) holds all the necessary information.

7.7 Sthucture and Formatting of the Diary Tapes

Th1s section 1s concerned with the structure of the 24 computer files
(Week 02 - Week 26 1n the 'complete' diary tape (Section 7.1). These
f1les are organized 1n a fixed format of 80 characters per record. Each
record contains the coded information of a single page of an 1ndividual
panellist's weekly diary. In most cases one record 15 sufficiently
large to cope with all the information contained there, but, on occasion,
more records {up to a maximum of four additional records) are used. A
dummy argument 1n the 80th column of the record acts as a control switch
for record processing where this occurs. Further details are given

below.

7.2.1 Structure of Each Record

There follows a 11st of the variables 1n each record by their position
and according to generic classes of information. Their valid range of
values are also given. A brief explanation of those variables which are
not self-explanatory 1S given as a Series of notes in the following
section. The four columns refer to (1) the character position of each
variable 1n the 80 character records, (2) the name of the variable held

there, (3) the valid range of values that variable may take, (4) the
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number of the note in Section 7.2 2 which contained additional

on each variable

(a)

(b)

(¢}

General information

2-3
4-5
6

7-8

Area

Respondent Number
Week Number

Day Number

Page Number

Journey information

9 - 13
14
15
16
17
18

Shop Number
Person Buying
Time of Purchase
Form of Travel
Previous Shop
Next Shop

0-99999
0-3

0-6,8,9
0-6,8,9
0-6,8,9
0-6,8,9

Brands and expenditure information

19-31

32-35
36-39
40-41
42-43
44-45
46-47
48-49
50-51

Selected Brands

Grocery Expenditure

Total Expenditure
Fabric Conditioner
Torlet Rolls/Paper
Baked Beans
Instant Potato
Margarine

Instant Coffee

A-H,J-N,P-Z
(0-9 as needed)

0-9900,9999
0-9900,9999
0,1

0,9

0,21

0,31

0,40

0,57
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See
See
See
See

See
See
See
See
See
See

See

See
See

Used 1n error

information

note

note
note
note
note

note
note
note
note
note
note

note

note
note

checking

N & WM

o O

LR

12
12

procedures
(Section 4.3)



(d) Other listed 1tems

52-79 Qther 1tems as 0-68 except 1,9, See note 13
purchased 21,31,40,57

(e) Dummy variable

80 Switch for record 0-4 See note 14
processing

7.2 2 Notes

(1) The Area variable records three separate pieces of information
(a) the name of the study area in which the panellist lived, (b) the
1denti1ty of the fieldworker who was responsible for recruiting and
assisting the panellist complete diaries, (c) the colour of the pages
1n the panellist's weekly diary These three aspects are required to
fac1litate areal comparisons of shopping behaviour, to 1nvestigate
biases introduced by particular fieldworkers, and to test for ordering
effects 1n the pattern of diary responses. The letters used are

interpreted 1n the following way

A Rhiwbina white diary
B Rhiwbina yellow diary
C Whitchurch white diary
D Whitchurch yellow diary
E Cathays white diary
F Cathays yellow diary
G Roath white diaries only
J Rumney white diary
K Rumney yellow diary
L Llanrumney white diary
M L1anrumney yellow diary
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N L1anedeyrn white diary
P Llanedeyrn yellow diary
Q Heath white diary
R Heath yellow diary

The crucial difference between yellow and white diaries 1s the order of
the 68 product fields. White diaries were organized Tinearly, from
1-68, yellow diaries had the same product fields but were printed 1n

the following order - 1-20, 40-67. 21-39, 68. Those panellists who

Tived 1n Roath were given only white coloured diaries because thi1s sample

was too small to make order comparisons worthwhile.

(2) Each fieldworker was responsible for recruiting and supervising

the weekly diary returns of up to 99 panellists located 1n clearly defined

subareas of the eight study areas.

(3) Weeks 00, 01 and 02 were used as 'running-in’ periods and were not
placed on tape. The 24 weeks of diary data therefore begin 1n Week

03 and continue to Week 26.

(4) Each week begins on a Monday

(5) The number 1s arbitrary. In principle, there 1s no upper lumt

on the number of diary pages a panellist may complete each week.

(6) An explanation of the 5 figure unique numerical code for each

shop 15 given in Section 6.1
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(7) Ideally, all grocery shopping trips recorded should be made by the
same person (1.e. the panellist). This was not likely to occur even for
single person households given the length of the survey period. The
person buying variable takes the following values to indicate who made

each particular shopping trip

—_—
]

the panellist
another member of the panellist's household
someone other than a member of the panellist's household

W ™
]

(8) The time of purchase variable corresponds to the following time

periods

- no purchases that day

- before 10 a.m.

- 10 a.m. until noon

- noon unt1l 2 p.m.

2 pm ountil 4 p.m.

- 4 p.m. unt11 6 p.m.

- after 6 p.m.

- question not applicable
- answer not known

W0 b N —= O
]

(9) The form of travel variable corresponds to the following travel

modes
1 - no travel invoived
2 - walked
3 - bus/coach
4 - car
5 - ftraimn
6 - other mode (e.g. bicycle)
8 - question not applicable
9 - answer not known
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(10) These trip indicator variables are used to record characteristics
of the shopping trip. In particular, the places visited immediately
before and after visiting the referenced shop need to be identified.

The codes have the following interpretation

- other place (e.g. school)
- question not applicable
- answer not known

1 - supplier called (no travel involved)
2 - home

3 - workplace

4 - shop where Zisted 1tems were bought
5 - other shop

6

8

9

(11) The letters and numbers 1dent1fy which brand of the six branded
1tems considered for study has been purchased by the panellist. The
range varies with each commodity depending on the number of competitors

available to the panel. The Tists for each of the si1x 1tems are given

1n Appendix B.

(12) A record of the amount spent on all Zisted 1tems and on all 1tems
purchased 1n a single shop visit 1s kept. These records can take on
any value in pounds (two characters) and pence (also two characters)
up to 9900. Values 1n excess of 9900 are also recorded as 9900. If

the amount 1s not known the value 1s given the code 9999.

(13} Columns 52 onwards list other 1tems which were purchased on the
individual shop visit (that 1s, other than the purchased branded 1tems )
in 12 format. The length of this 1ist can, in principle, be 124

characters (62 purchased 1tems) long, but in practice, most panellists
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only purchase a few items. Should there be more than 14 of these items

a second record 1s needed to store the coded information. For

practical reasons at the data reading stage, the data on this second
record starts from column 52 of that record rather than column 1. Should
the panellist purchase more than 28 of these items a third record 1s
needed. Four additional records are needed to store a complete set

of responses These additional records are also punched from column 52

onwards.

(14) If all the diary nformation 1s stored 1n a single record the

record processing switch in column 80 indicates this by taking on the

value of 0. If a second record 15 needed to hold all the code, record 1

has the vaiue 1 1n column 80, 1dentifying 1t as the first record, and

record 2 had the value 0, indicating the end of the code for that diary
page. A simlar logic applied should two, three or four additional

records be needed. In these cases the 80th columns of the appropriate
records would read 1,2,0, 1,2,3,0 and 1,2,3,4,0. Driving programs designed
to read these data will therefore have to pay particular attention to the

structure and value of this variable.
7.2.3 ‘'Incomplete' diary tape
Files 1n the incompiete diary tape (see Section 7.1) are structured

and formatted exactly as above. The composition of panell1sts will

of course vary from week to week.
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7.3 Structure and Formattang o4 Quesfionnacne Data

7.3.1 Structure of the First Questionnaire Data Files

The first or 'i1nitial' questionnaire 1s discussed 1n Section 5.1.

Each

questionnaire has been punched 1nto single computer records of fixed

length (24 characters).

are organized 1n [1 format.

Apart from the first two variables, the data

The following 1s a list of the variables

contained in each record, along with their valid range of values and

the1r format structure.

information on particular variables.

Col.No

1-4
5-7
8
9
10
11
12
13
14
15
16
17
18
18
20

21

22

Variable Name

Location of address
Household code number
Household number

Frequency of weekly shopping
Vehicle availability
Employment status

Sex of respondent

Age of respondent

No. of children 0-4 years
No. of children 5-15 years
No. of adults 16-44 years
No. of adults 45-64 years
No. of adults 65+

Total household size

No. of adults 1n household
working full-time

No. of adults 1n household
working part-time

No of adults in household
not working or retired

145

Valid FRange Notes

1
2
1-9 3
0-6,9 4
0-4,9 5
0-3;9 6
1-2 7
1-6 8
0-9 9
0-9 9
0-9 9
0-9 9
0-9 9
1-9,blank 10

0-9 9

The subsequent 11st of notes provides further



Col No Variable Name Valid Range Notes

23 Total no. of adults 1-9,blank 10
24 Willingness to be on panel 1-2 "

Notes

(1) The location of address variable (14 format) has been left blank 1n

order to preserve respondent's anonymity.

(2} Each household guestioned has a unique code number associated with
it. This 1s made up of a letter to indicate locality and an [2 variable
indicating the number of the house 1n the locality. The Tetter 15 also
used to distinguish those respondents who became panellists from those
who did not. This can be seen from the following table which also gives

the number of respondents in each sub-area.

Area Panellists Non—panellists
Rhiwbina A 40 S 58
B 64
Wh1itchurch C 40 T 66
D 37
Cathays E 40 u 81
F 42
Roath G 36 v 99
H 19
Rumney J 38 W 75
K 37
Llanrumney L 61 X 78
M 41
Llanedeyrn N 23 Y 59
P 50
Heath Q 38 Z 97
R 18
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Panellists coded A - R have retained these codes for the diary tapes

{Section 7.2).

(3) Several households can live at a single address. The household

number variable 1s used to distinguish households where this occurs.

(4) The frequency of weekly shopping variable contains information on
the regular grocery shopping activity of the household. Each level

corresponds _to a particular frequency of regular shopping visits.

These are
Level Frequency
1 once a week or less frequently
2 twice a week
3 three times a week
q four times a week
5 five times a week
6 $iX or more times a week

If the household's pattern of shopping activity was not regular 1t 1s
coded 0. If the household felt the question was 1nappropriate 1n some

way, or refused to answer, the code 9 was given.

(5) This variable records the number of vehicles (cars and vans}
normally avairlable to the respondent or members of his (her) household.

It has the following values

0 no vehicles available
1 one vehicle available
2 two vehicles available
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(6)

(7)
2 1f

(8)

three vehicles available
four or more vehicles available
question unanswered or not applicable

The employment status variable has four levels

o respondent works full-time (1n
excess of 30 hours per week)
2 respondent works part-time (less
than 30 hours per week
3 respondent 1s not working or has
retired
9 guestion unanswered or not applicable.

The sex variable has the value 1 1f the respondent was male, or

female.

The age variable has six levels corresponding to the following

age classes

(9)

1 age range 16-24
2 25 - 34

3 35 - 44

4 45 - 54

5 55 - 64

6 65+

These variables record the number of occurrences of each

category 1n the respondent's household and code this number

directly An arbitrary upper Timt of 9 1s imposed.

(10)

These variables record the total household size and the total
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number of adults 1n the respondent's household. If unanswered, the

variables are not coded.

(11) 1f the respondent was willing to become a panel member and

complete a shopping diary each week, the reply was coded 1, otherwise 2.

7 3.2 Structure of the Second Questionnaire Data File

The 'Second duest1onna1re' fi1le contains data about the shopping attitudes
and personal and household characteristics of persons who were on the
panel at the time of the survey. The sample of 497 persons 1ncludes 451
of the 454 panellists whose behaviour 1s recorded cn the 'compiete’ drary
tape, plus others who subsequently left the panel, or were absent from

home for an unacceptably long time period, (see Sections 5.3, 7.1}.

Each record {11ine) of the file refers to one panellist. Variables are

recorded as follows

Question Colwmns Variable Coding scheme

- 1 -4 Location South Glamorgan County
Counc1l 'Small Area’
(cols. 3-4 only)

- 5 -7 Panellist number Letter followed by two digits

- 8 Questionnaire 1 = question 1 ordered
order correctly
2 = question 1 ordered
1n reverse
1 9 - 36 Attitudes agree strongly
agree
neither agree nor
disagree
disagree

E =] ) P -
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Jue stion

3a
3b

3c

ba

5b

Colunms

37

38

39

40

41

42

43

44

Variable

Length of
residence

Refrigerator
owned

Fridge/freezer
owned

Separate deep
freezer owned

No. of cars or

vans owned

Use of cars
for shopping

Driving licence
held by panellist

Age at end of
full-time
education
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Coding scheme

5
9

(1n response to statements

disagree strongly
no answer

about shopping one
statement per column)

C~hOBRWrN —

W Ny — WA Wy — W M - Wy — Loy —

o r) —

O~ TP —

Tess than 3 months

3 - 5 months
6 - 12 months
1 - 2 years

2 -~ 3 years

3 - 10 years

10 yaars or more
can't remember

yes
no
no answer

yes
no
no answer

yes
no
no answer

one
two

three

four or more
none

all the time
sometimes
never

no car owned

yes
no
no car owned

14 or under

15

16

17

18

19 or older
st111 studying
never at school
can't remember



Question

7a

/b

10

A

12a

12b

Columns

45

46

47

48

49

50

51

52-53

Varitable

Whether passed
examination

Last exam
passed

Apprenticeship
completed

Sex of
panellist

Age of
panellist

Marital status

of panellist

Work status of
panellaist

Occupation of
panellist
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Coding scheme

WO ~Nh U B Py — W R —

LIy — S PPN —- RN — Lad D —n

PN NN

yes

no

can't remember
refused to answer

Univ. degree

HNC etc.

teacher's training
'A' level etc.

'0' Tevel etc.
other

can't remember
refused to answer
no exam passed

yes
no
no answer

male
female

16 - 24
25 - 34
35 - 44
45 - 54
55 - 64
65 - 74
75 and oaver

married

single
widowed/divorced/
separated

full-time job
part-time job
student

retired/not working

01-17 Census

95

98
99

occupational
codes used
not working/no
previous occupation
student
refused to answer



Question

13

14

15

Columns

54-55

56

57-58

59-60

b1

62

63

64

65

66

Variable

Workplace of
paneilist

Retationship of
panellist to head
of household

Occupation of
head of household

Workplace of
head of household

Household 1ncome

No. of children
aged 0 - 4

No. of children
aged 5 - 15

No. of aduits
aged 16 - 44

No. of adults
aged 45 - 64

No. of adults
aged over 64
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Coding scheme

01-69 South Glamorgan

'Small Area’

71-90 outside Cardiff

91
92

93
94
95
99

Win W —

n Cardiff,

area not clear
outside Cardyff,
area not clear
workplace varies
works at home

not working
refused to answer

panellist 1s h.o.h.
wife

son/daughter

other relative
friend/unrelated
not answered

01-17, 95, 98, 99, as 1n

97

cols. 52-53
panelTist 1s h.o.h.

01-95, 99, as 1in cols.

97

oW~ W —

54-55
panellist 1s h.o.h.

under £1000

£1000 - 1999
£2000 - 2999
£3000 - 4999
£5000 - 6999
£7000 - 9999

£10000 - 14999
£15000 or over
don't know
refused to answer

actual number



Question Columna Varwiable Coding scheme

- 67 Total 1n actual number
household
- 68 No. of adults " "

working full-time

- 69 No. of adults " .
working part-time

- 70 No. of adults !
retired/not working

- 71 Total no. adults " "

Notes

(1) The precise wording of the questions may be found 1n the
questionnaire which 1s attached as an Appendix to this report

(¢) Columns 62-/1 contain data derived from the 1nitial questionnaire
held at the beginning of the survey period.

7 4 Llocatienal Tnformation on Panellisits

For certain types of analysis of shopping behaviour 1t 1s essential to
have accurate i1nformation on distances between shops and the origins of
the trips to them. Those origins are the shopper’s home for the
majority of trips. The Cardiff survey collected information on every
panellist's home location as a matter of course. For reasons of
confidentiality, precisely specified home locations are not recorded

on the computer file containing the Second Questionnaire response data.
Instead, a zone reference 1s given (see Section 5.3). However, 1t 1s
essential to have a record of precise home locations, with restrictions
on availability so as to respect confidentiality. This section

describes the record kept at UWIST of this information.
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In order to create a computer file on locations, all home addresses
have been digitized (1.e. expressed as a map reference). The
references correspond with the National Grid system and consist of

8 digits (4 'northings' followed by 4 ‘eastings'). References omit
the 1nitial two letters 1n the National Grid system, and specify the
location to within 10 metres. It 1s thus possible, although unTikely,
for two panellists to have the same 'home' grad references. Digitizing
was carried out 1n UWIST Department of Town Planning from 1-1250
Ordnance-Survey sheets, using Houston Instruments 'HiPad' digitizer

1inked to a Superbrain micro-computer.

The computer file consists of two i1tems of information in each record,
one record corresponding to a panellist. Records are 1n the same
order as 1in each weekly shopping diary file, and in the Second

Questionnaire file. The i1tems of information are

(1) Panellist's code reference, a letter followed
by two digits,

(11) Panellist's home location grid reference,
8 digits.

The full locational data have been placed 1n a file at UWIST with
stringent safeguards to prevent unauthorized copying. Arrangements,
however, can be made to make the data available to outside researchers

1n a form which does not aliow individual panellists to be 1dentified.
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7.5 Stuucture and Formatting of the Shops Data

This section describes the two computer files containing information
about shops 1n the Cardiff area  the first of grocery prices in 58
stores {see Section 6.2), the second of other information about all

stores visited by the panel (Sections 6.1, 6.3).

7.5.1 The Grocery Price File

This file contains all the price information collected 1n the survey,
arranged by shop, 1n the order given in Appendix L For each shop
there are 49 prices shown (in pence), and for each i1tem i1n the order
of Appendix K . '0.0' indicates that the 1tem was not available.

The file 1s formatted 10F8.1 so records 5, 10, 15 etc. contain 9
entries rather than 10, 1ndicating the end of the information for

that shop.

7.5.2 The Shop Data File

This file contains information on all shops for which a code was
devised (see Section 6.1). Most of these were visited by panel
members. Each record refers to one shop, but there are two types

of record. ‘'Short' records occupy up to 72 columns and give the code
and name and address of the shop only. 'Long' records give 1n
addition the 1nformation collected for that shop 1n the survey

described 1n Section 6.3 and a grid reference. These records occupy
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118 columns (1.e. two 1ines each on a visual display unit).

The 'long' records are arranged as follows-

Columm No. Variable Note
1-2 (btank}
3 -7 Shop code
8 - 38 Name of shop (1)
3y - 72 Address of shop
73 - 76 Floorspace (2)
78 - 99 Products available (3)
1in the shop
ict - 102 Number of checkouts
(supermarkets only)
104 - 105 Number of staff
{not supermarkets)
107 - 109 Quality rating {(4)
111 - 118 Grid reference (v)
Notes

(1) The name ‘'unknown' means either that a panellist was unable to
remember the name of the shop visited and we have been unable to
ascertain the name, or, that the name given by the panellist 1s
wrong and the trip cannot be allocated to another shop 1n the same

area with any degree of certainty.

(2) Net floorspace in sg. m.
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(3) The vector of 22 binary variables 1ndicates which products can be
purchased at the shop. Each takes the value 1 1f the product 1s available
or 0 otherwise The products are arranged in the sequence shown on the

survey form (Fig. 6.1), reading each column 1n turn.

(4) FEach column 1s a dummy variable which can take one of three

levels depending on the quality of the shop. Each column alsc refers

to one particular attrmbute of quality thought to be a significant

method of d1;t1ngu1sh1ng shops. Column 1 refers to the quality of

the window display, column 2 to the range and variety of goods
available, column 3 to the cleanliness and clutter perceived at the

time of the survey. A value of 0 in any of these coiumns indicates that
the shop 15 below average (heuristically) on the attributes, 1 indicates

average quality, and 2 indicates above average quaiity.
(5) Grid references consist of an Easting (first four digits) and a

Northing (last four digits), both taken from the National Grid. These

references are accurate to withan 10 metres 1n each direction.
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PRODUCT PRODUCT PRODUCT PRODUCT
NO NO

Alr Freshcners Beefburgers 51

t 1
(not 1ncluded) Beer (not included)

Alc?:gilfngf:gs(}ges Beetroot (Bottled) 35
Aluminium Foil (Fresh) 33
{for cooking) 05 {Pickled) 64
Angel Delight 24 Bicarbonate of Soda 68
Angelica 68 Bird Seed (not included)
Apeel 63 Birds Eye Ice Magic 19
Apples 36 Biscuits (Sweet/P’lain/
Apple Sauce 64 /Savoury/Choc ) 11
Apricots (Dried) 39 Bisto (Gravy Mix) 63
(Fresh) _ 26 Black Pudding 68
Aubergines (Fresh) 33 Blancmange 24
Avocado 33 Bleaches 03
Body Lotions/Powders
(not 1included)
Bones 48
Bouquet Garni 65
Bournvita 60
Bovril 65
Baby{gg;dtiég?ucts 66 Bran 68
Bacon (any type) 50 Breadcrumbs 64
Baked Beans 21 Bread/Rolls/Loaves 10
{no additions) Bread Sauce 64
Baked Beans & Sausages 35 Breakfast Cereals 30
Baking Powder 68 Brocolir 1n Cheese Sauce 68
Bananas (Fresh) 36 Brown Sauce 64
Barley cup 60 Brown Sugar 16
Bath additives/0Oi1ls/Cubes Bubble & Squeak 68
{not 1ncluded) BUNRS 10
Beans ({(Canned - 35 Butter 41
not Baked Beans) Buttermilk 43
{(Dried) 32
(Fresh} 33
(Frozen} 34
Beanfeast supreme 68 Cabbage 33
Bean sprouts 33 Cakes (Fresh) 12
Beef (Fresh)} 48 (Frozen) 12
{Frozen) 49 Cake Decorations 68
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PRODUCT

Cake Mixes
Camp Coffee
Candied peel
Canned Custard
Canned Desserts
Canned Fruit
Canned Soup

Canned Vegetables
(not Baked Beans)

Cannellon: (Canned)
(Frozen)

Carrots (Fresh)
(Frozen)

Caster Sugar

Cat Food
{not 1ncluded)

Cauliflower (Fresh)
(Frozen)
Cereals (Breakfast)
Cheese (Cottage)
(Cream)
(Slices)
(Soli1d)
(Spread)
Cheesecake (Fresh)
{Frozen)
{Packet Mix)
Cheese & Egg Pie
Cherries (Canned)
(Fresh)
(Frozen)
(Glace)
(Maraschino)
Chicken (Fresh)
(Frozen)
Chicken Pi1e (Canned)
{Frozen)
Chicken Supreme
Chilled Desserts
Chips (Frozen)

PRODUCT PRODUCT
NO
24 Chocolate (Confectionery)
58 {(Cooking)
68 {Drinking)
23 {Eating)
23 Chocolate Spread
38 Chops (Fresh)
27 {(Frozen)
35 Chop Suey
Christmas Pudding
29 Chutney
29 Cigarettes/Cigars
33 {not 1nc¢cluded)
34 Cinnamon
16 Cling Film
Clotted Cream
Cloves
33 Coat & Cook
34 Cocoa
30 Coconut {Desiccated)
44 (Whole)
44 Coconut Cream
44 (Health Stores)
44 Coffee (Bags)
20 (Beans)
12 {Bottled-Liquad)
12 (Dandelion)
24 (Fi1lter papers)
68 (Ground)
38 {Instant)
36 Coffee Compliment
37 Colas (Coca/Pepsl etc )
68 Cole Slaw
68 Colourings (Food)
48 Complan
49 Cooked Meats/Ham/Poultry
51 Cooking Fat
°1 Cooking Fo1l
68 Cooking 01l
25 Confectionery
34
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PRODUCT

NO

67
68
60
67
18
48
49
68
68
64

65
05
43
65
64
59
39
68

68
58
58
58
58
58
58
5/
43
62
64
68
68
51
45
05
46
67



PRODUCT

Cordials (any flavour)
Corn on the Cob (Canned)
{(Fresh)
(Frozen)
Cornflakes
Cornflour
Corned Beef (Canned)
(Loose/sliced)
Cosmetics (not i1ncluded)

Courgettes (Fresh)
{Frozen} -

Crackers (Cream)
(Savoury)

Cream Crackers

Cranberry Jelly/Sauce

Cream (Clotted/Double/Fresh)
(Slngle/Soured/Whlpplng)

{(Frozen)
Crisps
Crispbreads
Crispy Pancakes
Crumpets
Crunchy Bemax
Cucumber
Curried Baked Beans
Curry (Sauce)
(Canned)
{Powders)
Curry & Rice (Packet}
(Dried)
Custard Powder
{Ready Made)
(Canned)

PRODUCT

NO

62
35
33
34
30
15
52
52

33
34
11
11
11
64
43
43
43
13
11
68
10
68
33
35
64
68
65
68
68
24
23
23
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PRODUCT

Dates (Dried)
{Fresh)
Demerara Sugar

Denture Cleaners
{not 1ncluded)

Deodorants
{not 1ncluded)

Desserts (Canned)
(not milk puddings)

{Chilled)
{Frozen)
(Mixes)
Dessarkt SYrup
Disinfectants
Dog Food {not included)

Double Decker
Dried Fruit

Dried Milk

Drinking Chocolate
Dyes (not 1included)

Eggs (Fresh)
(Dr1ed)
Essences {(Vanilla etc )

Fabric Conditioner

Faggots (Fresh)
{Frozen)

Faggots and Peas

PRODUCT
NO

39
36
16

23

25
25
24
19
08

68
39
43
60

47
47
68

01
51
51
52



PRODUCT

F1gs (Canned)
(Dried)
(Fresh)
Fi1lLer Papers for Coffee

Fish (Canned/Bottled/
Smoked

(Fresh)

(Frozen - not fish
fingers)

Fish Cakes
Fish Fingers
Fish Paste

Fizzy Drinks - Non Alcoholaic

Flan (Cases)
(M1x - Packet)
(Frozen)

Flavourings

Floor Polish

Flour (Cornflour)
(self-Raising)
(Granary)
(Plain)
(Wholemeal)

Fo1l Storage/Cooking Dishes

(not i1ncluded)

Fondant 1cing

Freezer Bags (not included)

Fruit (Fresh)
{Dried)
(Frozen)
{Canned)

Fruit Juice

Fruit P1ies

Fruit Pie Filling

Furniture Polish

FruiLt & Nuts

PRODUCT

NO

50
65
65
51
12
68
64

65
62

68
68
40
68
19
64
14
16
63
63
65
65
68
58

51
52
49
50

PRODUCT PRODUCT

NO

38 Gammon

39 Garlic

36 Garlic Salt

58 Garlic Sausage
Gateaux

56 Gelatine

>3 Gherkins

54 Gin {(not included)

54 Ginger

55 Ginger Ale

(non-Alocholic)

20 Glace Cherries

62 Glucose

24 Gold (st Ivel)

24 Golden Raising Agent

24 Golden Syrup

68 Goulash Mi1Xx

03 Granary Flour

15 Granulated Sugar

15 Grape Juice

14 Grapefruit Juice

14 Gravy Browning/Powder

14 Gravy Granules
Ground almonds

68 Ground Coffee

36

39

37

18 Hair Lacquer (not 1included)

63 Hair Shampoos/Conditicners

{(not included)

12 Ham (Cooked)

68 (Canned)

03 (Frozen)

39 {Uncooked)
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PRODUCT,

Hazelnut Spread (Nutella)

Hearts (Fresh)
(Frozen}

Herbs

Herring (Fresh)
(Frozen)
{Rollmop)

Honey

Honey Spread

Horlicks

Horseradish Sauce

Hot-dogs B

Hundreds & Thousands
(decoration)

Ice Cream
Icing Sugar

Insecticides
{not 1included)

Instant Coffee

Instant Dried Meals
{Snackpot, etc )

Instant Milk
Instant Potato
Instant Whip

Irish Stew (Canned)

Jam
Jellies (Cubes)
{Quick)

PRODUGT
NO

18
48
49
65
53
54
56
19
19
60
64
52
68

25
16

57
68

43
31
24
52

18
26
26
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PRODYCT

Ji1f {(Lemon, etc )

Juice (Apple)

(Grape)
{Grapefruit) Not
squash
(Orange) which
{Tomato) 18 62
(P L J )

PRODUCT
NO
68
63
63
63
63
63
63

Kelp tablets (not 1included)

Ketchup (Tomato)
(Brown)
{Fruity)

Kidneys (Fresh)
(Frozen)

Kidney Beans (Red)
(Fresh)
(Canned)

Kippers (Fresh)
(Frozen)

Kitchen Fo1l

Kitchen Towels (Paper)

Lamb (Fresh)
(Frozen)

Lard

Lasagne (Canned)
(Frozen)

Laverbread

Lemonade

Lemons

Lemon Tea

Lentils

Lettuce

Liver (Fresh)
{(Frozen)

64
64
64
48
49
32
33
35
56
56
05
07

48
49
45
29
29
68
62
36
61
32
33
48
49



PRODUCT

Liver Sausage
Long Life Mi1lk
Lucozade

Macaroni (Packet)

Macaron: Cheese

Macaroni Pudding (Canned)

Mace (Spice)

Mandarin Oranges (Canned)

Margarine {Soft)
{Hard)

Marmalade

Marmite

Marvel (Milk)

Marzipan

Matches

Mayonnaise

Meat (Canned)
(Fresh)
{Frozen)

Meat Extract

Meat Loaf

Meat Paste

Meat Pies

Melon (Fresh)
{Canned)

Meringues

Milk-delivered daily
(not 1ncluded)

Milk (Condensed)
{bried/powdered)

{Evaporated)
(Fresh)
{Skimmed)

PRODUCT PRODUCT
NO _
20 Mi1lk (Long Life}
42 Mi1lk (Powdered for
62 Babies)
Mi1lk Pudding (Canned)
Mi1lk Shakes (Ready Made)
(Mrx-Powder)
(Liguid)
Mince (Fresh)
(Frozen)
Minced Beef (Canned)
29 Mincemeat (Sweet)
29 Mince Piles
22 Mineral Water
65 Mint (Fresh})
38 (Jelly)
40 (Sauce)
40 Mi1xed Peel
17 Mixed Vegetables (Fresh)
65 {Frozen)
43 Moussaka
68 Mousse {Chilled)
06 Muesla
64 Mushrooms (Fresh)
52 (Canned)
48 Mustard
49 Mustard Pickle
65
51
20
51
36
38 Noodles
12 Nutella {(Spread)
Nutmeg
Nuts (Dry Roasted)
43 (Plain)
43 (Salted)
43
42
42
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PRODUC L

NO

42
66

22
42
43
43
48
49
52
68
12
62
65
64
64
68
33
34
51
25
30
33
35
65
64

29
18
65
13
39
13



PROBUCT

QOatcakes

Qats (Breakfast Cereal)

(Rolled)

Qatmeal Flour

QOffal (Fresh)
{Frozen)

Olives (Fresh)
(stuffed)

Olive 011

Onions (Dried}
{Fresh)
{Pickled)

Onion Salt

Cnion Sauce

Oranges (Canned)
(Fresh)

Orange Cordial/Squash

QOrange Juice

Qutline (Soft Marg )

Ovaltine

Oxo

Paella

Paper Handkerchiefs

Paper Tissues

Paper Towels

Paprika

Parsley

Parsley Sauce

Parsnips (Fresh)
{Frozen)

Pasta Products

Paste (Meat/Fish)
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PRODUCT PRODUCT

NO _

11 Pasties (Fresh)

30 (Frozen)

68 Pastries (Sweet/Fruit)

15 Pastry (Frozen)

48 (M1xes)

49 Pate

36 Peaches (Canned)

64 (Fresh)

64 Peanuts (Fresh)

32 {Salted)

33 Peanut Butter

64 Pears (Canned)

64 (Fresh)

64 Peas (Canned)

38 {Dried)

36 (Fresh)

62 (Frozen)

63 Pepper (White/Black)

40 Peppercorns

60 Peppers Red/Green(Fresh)

65 {Diced/Frozen)
Petfoods {(not included)
Petits Fours
Pharmaceutical Products

(not included)

Piccalilla
Pickled Beetroot

68 Pickled Cabbage

07 Pickled Eggs

07 Pickled Onions

07 Pickles

65 Pilchards (Canned)

65 Pimento (Fresh)

64 (Ground)

13 (Whole Canned)

34 Pineapple (Canned)

29 (Fresh)

20 Pizzas (Fresh)

{Frozen)

PRODUCT

NO

51
51
12
68
24
20
38
36
39
13
20
38
36
35
32
33
34
65
65
33
34

67

64
64
64
64
64
64
56
33
65
38
38
36
68
68



PRODUCT PRCDUCT PRODUCT PRODUCT

NO NQ
P LJ 63 Ratatouille 68
plain Flour 14 Raviola 29
plums ({(Canned) 38 Razors (Disposable)
(Fresh) 36 (not 1ncluded)
polishes (Household) 03 Ready Meals {Snackpot) 68
Polony 20 (T V Dinners) 68
Popcorn 67 (Vesta) 68
Poppadums 68 Relishes 64
Pork (Fresh) 48 Ribena (Cordial) 62
{Frozen) 49 Rice (Brown) 29
Pork Pies 51 {White) 29
Porridge - 30 {Frozen) 29
poratoes (Canned) 15 (Savoury) 29
(Fresh) 33 (Ground} 24
{Instant Mashed} 31 Rice Kri«pies 30
Potato Crisps 13 Rice Pudding (Canned) 22
Potato Croquettes (Frozen) 34 Risotto 68
Potato Salad (Canned) 64 Rissoles {Fresh) 51
(Fresh) 64 (Frozen) 51
Poultry (Fresh) 48 Rum (not included)
(Frozen) 49 Runner Beans (Fresh) 33
Preserves (Jams) 18 {Frozen) 34
(Marmalade) 17 Ryvita 11
Pudding Mixes 24
Pulses 32
Quaker Oats 30 Sago Pudding {Canned) 22
Quiche 68 Salad Cream/Dressing 64
Salami 51
Salmon {Canned) 56
{Fresh) 53
(Smoked Fresh) 56
(Smoked Frozen) 54
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PRODUCT

Salt {(Cooking/Table)
Sandwiches
Sandwich Spread

Sanitary Towels
{not 1ncluded)

Sardines {Canned)

Sauce {Ketchup)

Sauce (Cook-In - Canned)
(Packet)
{Chocolate)

Sauerkraut

Sausages

Sausage Meat

Sausage Rolls (Fresh)
(Frozen)

Sausomix

Savoury Pancakes (Frozen)

Savoury Snacks

Savoury Toasts

Scones

Scotch Eggs

Scouring Powders/Pastes/
Ligquids

Sea Food (Birds Eye)

Self-Raising Flour

Semolina Pudding {(Canned)
(Powder)

Sewing Materials
(not included)

Shaving Scap/Foam
(not 1ncluded)

Shepherds Pie (Canned)

(Frozen)
Shoe Pol:ish
Shredded Wheat
Skimmed Milk
Slimming Aids/Biscults
Smoked Fish {Fresh)

(Frozen)

PRODUCT PRODUCT PRODUCT
NO NO
64 Smoked Salmon 56
68 Soap (Household not 03
20 Toilet Soap)

Soap Powder / Flakes 04
Soda Water 62
56 Soda (Bicarbonate of) 68
64 Soft Brown Sugar 16
64 Soft Drinks/Mixers 62
64 Softener (Fabraic) 01
19 Soup Cubes 28
64 Soup (Canned) 27
51 (Packet) 28
51 Soya (Beans) 32
51 (Flour) 68
51 {Mince & Veg ) 68
68 Spaghett:i (Canned) 29
51 {Packet) 29
13 Spaghett:1 Bolognese 29
68 Spices 65
10 Split Peas 32
68 Spenge Fingers 12
03 Sponge Mix (Packet) 24
Sponge Pudding (Canned) 23
>4 Sprouts {(Fresh) 33
15 (Frozen) 34
22 Sgquashes 62

29 Stationery

(not 1ncluded)
Steak (Fresh) 48
(Frozen) 49
51 Steaklets (Fresh) 51
51 (Frozen) 51
03 Steak & Dumplings 52
30 Steak & Kidney Pie (Canned} 51
42 {Frozen) 51
68 Stewed Steak (Canned) 52
56 Stock Cubes 65
56 Stuffings 64
Suet 45
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PRODUCT

sugar (Brown)
(Caster)
{Demerara)

{Granulated)

(Icaing)

(Health Food)
(Dried)
(Dried)

Super Acquatone

Surprise Beans

Surprise Peas

(Fresh)

{Frozen)

Sweetcorn (Fresh-0On the Cob])
(Canned) )

Swede

(Frozen)
Sweet Pickle
Sweet Spreads
Sweets (Confectionery)

Sweetex etc (not included)

Syrup (Dessert)
(Golden)

Tahiny

Tangerines (Fresh)
(Canned)

Tapioca Pudding (Canned)

Tartar Sauce

{Packet)

(Bags)

Tea

{Instant)
(Herbal)
Thyme

Tights {not included)

Tinned Fruit

Tinned Meats

Tobacco {not 1included)
Tofu

Toi1let Rolls/Paper

PRODUCT PRODUCT
NO
16 Toasters
16 Toi1let Soaps (not i1ncluded)
16 Tomatoes (Fresh)
16 (Canned)
16 Tomato Juice
68 Tomato Paste
32 Tomato Sauce
32 Tongue (Canned)
33 {Loose-Slices)
34 Tonic Water
33 Toothpaste (not included)
s Toys (not included)
34 Treacle
64 Trifle (Chilled)
19 Tri1fle Mix (Packet)
67 Tripe (Fresh)
(Frozen)
19 Truffles (Sweet)
19 {Canned)
Tuna Fish (Canned)
Turkey (Fresh)
(Frozen)
Turnip
Turkish Delight
68
36
38
22
64
61 Vvanilla Essence
61 Veal (Fresh)
61 (Frozen)
61 Veal & Ham Pies
65 Vegetables (Canned)
(Dried)
38 (Fresh)
52 {Frozen)
Vegetable Extract
68 Vegetable Salad
09 Vermicelll
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(Cake Decoration)

PRODUCT
NO

20

33
35
63
68
64
52
51
62

19
25
24
48
49
67
35
56
48
49
33
67

68
48
49
51
35
32
33
34
65
64
68



PRODUCT PRODUCT PRODUCT PRODUCT

NO_ NO
vinegar (Cider) 64
(Malt) 64
(White Wine) 64
Vit-C (Cordial) 62
vodka (not 1included)
Vol au Vent cases 68
Waffles (Sweet/Savoury) 68
Walnuts 39
Washing Powder/Detergent 04
Washing-up Liquid 02
Water Chestnuts(Fresh/
Canned) 33
Water Melons 36
Weetabix 30
Wheatgerm 68

Whisky (not included)
Wholemeal Flour 14
Wine (not i1ncluded)

Worcester Sauce 654
Yeast 68
Yoghurt (Fruit/Natural)} 43
Yorkshire Pudding Mix 24
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Included

Angelica

Baking powder

Beanfeast supreme
Bicarbonate of soda
Black pudding

Bran

Brocecli:i 1n cheese sauce
Bubble & squeak

Cake decorations .
Candied peel

Cheese and egg pie
Cherries - glace
Cherries - maraschino
Chicken supreme
Chocolate - cooking
Chop suey

Christmas pudding

Coconut cream
(Health shop)

Coconut - whole
Colouraings - food
Complan

Crispy pancakes
Crunchy Bemax
Curry (canned)

Curry and rice
{(packet/dried)

Double Decker (meal)
Essences (vanilla etc
Fondant 1cing

Fruit pie fi1lling
Gelatine

Glucose

Golden ralsing agent
Ground almonds
Hundreds & thousands
Instant dried meals
J1f lemon

Laverbread

Marzioan

A

13!

on Proéd.-=z Code List
Mincz=meat (sweet)
MirxeZ peel
Oats - rolled
Pael_=
Past- - (frozen)
Pizzz=z (fresh/frozen)
PoppzZ ims
Quic-=
Ratazzzille
Read: —eals

(TV/Vesta/Snackpot)

Risocz:

Sandw-—-nes

Sauscizx

SavoLz- toasts

Scotcz =2g9gs

Slimm:>~g aids/biscuits

Soya IZlour

Soya —-nce & veq.

Super =cquatone
(health food)

Tahin-

Tomatz Daste

Tofu

Vanil.=z essence

Vermic=1la
Vol au
Waffl=s=

Wheatcsrm

YVent cases

(sweek/savoury)

Yeast
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APPENDIX B. LIST OF BRANDS CODED
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CODING FRAME

BRAND OF

FABRIC CONDITIONER

cCH n moO " Z2 X B R o0 mm o0 w e

Comfort

Lenor

Softlan

Spar own brand

Boots Nappy soft/Boots
Soft and Gentle

Tesco own brand

Softy

Fabulon Fabric Finish
Co-op own brand
Basaics

Liptons Own Brand
International
Carrefour

Hallmark

Betterware

Londais

Maid Marion

Sainsburys

Not answered
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CODING FRAME

BRAND OF TOILET ROLL/PAPER

K X 2 < g HE nwmo "2 20 R goDo0oH" o0 o

Andrex

Co-op own brand
Delsey

Dixcel

Izal -
Kleenex

Boots

Boots VSP
Bronco

Daffodil

Glen

Super 4

Tesco own brand
Liptons own brand (Sunshine)
Spar own brand
Carrefour
Basics

VG own brand
International own brand
Pricerite
Littlewoods
Thoms Own Brand

Jeyes

Not answered
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Petal
Windmill
Gateway Own
Recycled
Hallmark
Fine Fare
Plover
Medicare
Sainsburys
Others:
Reeves
Peeres
Target
Londis
Woolworths (Winfield)
Albion
Clan
Cosy
Edet



CODING FRAME

BRAND OF BAKED BEANS

Chef

Crosse & Blackwell
Heinz

H.P.

Tesco own brand
Armour

Co-op own brand
Hartleys
International own brand
Shop local

Smedley

V.G.

Littlewoods own brand (Keynote)
Peacock

Spar

Pricerite
Mayflower

St. Nicholas
Liptons {Sunshine)
Londis

Finefare

Plover

KX 2 4 cHd 0 ™-mOo " Z @B R g@nmaamB o aom

Carrefour

7 Not answered
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Newforge

British Home Stores
Morrell

Hallmark

Maid Marion
Sainsburys

Lo-cost

Napolina

Landmark

Others



CODING FRAME

BRAND OF INSTANT POTATO

Littlewoods (Keynote)
Conguest
British Home Stores

A Co-op own brand

B Smash

C Wondermash

0 Yeoman

E Tesco own brand

F Marks & Spencer own brand
G Liptons (Sunshaine)
H International

J Pricerite

K Spar

L

M

N

13

Sainsburys

7 Not answered
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CODING FRAME

BRAND OF MARGARINE

Blue Band

Echo

Flora

Krona

Storﬁ

Stork S5.B.

Tesco own brand

Co—-op own brand

Liptons own brand (Sunshine)
Fresh Fields / Softy
Kraft Kasino

Kraft

Kraft sunflower
Littlewoods own brand
Lo-cost own brand
Outlane

St. Ivel Gold

Stork special soft
International own brand
Banquet

Spar own brand

Marks & Spencer own brand

MoK E < A 0o Y2 X PR 4g@Dmoaom@dg 0o

British Home Stores own brand

Z Not answered
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Kraft superfine
Derbyshire packers
Summerfields
Werghtwatchers
Pricerite
V.G.
Peacock
Summer County
Carrefour
Others:
Swish
Sunflower from Holland
A.P.T.
Maid Marion
St. Nicholas
Mayflower
Sainsburys
Telma
Londis
Vitaquell
Basics
Woolworths
Sterling
Slimline



CODING FRAME

BRAND OF INSTANT COFFEE

H K E S B 0" o"Z 3 0 % g 0Hx"m@moo o

Brooke Bond - Red Mountain
Co-op own brand

Maxwell House

Mellow Birds

Nescafe - Gold Blend
Nescafe - Standard
Brazilian

Brooke Bond - Brazilian
Gold Roast

Grandos

Hallmark

Hallmark - Brazilian
Tesco own brand
Littlewoods own brand (Keynote)
Fine Fare own brand
International own brand
Carrefour

Mantunna

Vendeona

Marks & Spencer own brand
Liptons own brand (Sunshine)
Pricerite own brand

Londais

Not answered
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Nescafe - Blend 37
Nescore
Golden Stream
Spar
Peacocks Own
Basaics
Campaign (Traid Craft)
Sol cCafe
Lo Cost
Cthers:
Semener
Nesta
Boots decaffienated
British Home Stores
Nestles
Woolworths
Gold Crown
V.G.
Cafe Hag
Bejam
Twining
Sainsburys
Asda
Coffee Break
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APPENDIX C. INSTRUCTTIONS TO PANELLISTS
FOR FILLING IN THE DIARY
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HOUSEHOLD SHOPPING STUDY

HOW TO FILL IN YOUR DIARY

1) WHAT IS THE DIARY?

Each diary you will be given covers a specific seven day
period, starting on a Monday and finishing on the following Sunday.
All the pages in each diary are identical.

On the front cover of each diary that you receive your
interviewer will have written in your (respondent) number, the

week number and the exact period covered by that week. A new
ooinninT —\f e l-Ealal '!eﬂ_l]( and

you must then complete 1t daily.

2) SUMMARY OF WHAT YOU HAVE TO DO

a) Fill in a separate page for each shop/supplier from which you
purchase any of the products listed. Do not record regular
deliveries of malk.

b) We are only interested in purchases made by yourself or by
otner persons on your behalf. Items bought to be given away
to someone else must be entered in the diary, but presents
given to you or members of ycur householl ruist not rce recorded.

c) If you purchase a product which is asteriskec (*), indicate the
make/prand tnat was bought 1in the box provided on the right of
the page.

d) If none of the products listed are bougtt on a particular day,
then still complete a diary page for that day, bv putting a
cross (X) in the box provided at the top of t*e page.

I you need more pages for tne week, then use scme of the spare
pages you have been given and 1insert these inside the back cover.

D

f) Make a note of any gueries that you have about filling 1in the
diary, so that you can ask your 1nterviewer when next she calls.
Use the back of a diary page or the inside of tne back cover.

3) HOUSEHOLD AT HOME OR AWAY

We would like you to indicate for each day of the week(on
the table inside the front cover of each diary) whether or not your
household was at home on that day. You do this by putting a cross
(X} 1n the relevant box.

If all the members of your household ~ere away from your
address on a particular day (all 24 hours of 1t) then write in the
reason in the srace provided on the right of the table. You do not
need to f1ill 1in a diary page for these days. 1If, however, one or
more members of your household were at home on a day (or part of it)
then at least one diary page must be filled in for that day. It
may merely show that 'No listed i1tems were bought this day'.

182



S e - —.

4) PRODUCTS LISTED

You will notice that we are only interested 1in purchases
of food, non-alcoholic drinks and certain household i1tems. These
products are the ones listed on the left of each diary page and
all you have to do 1s put a cross (X) against each type of product
bought at the particular shop/supplaier.

We have given you a 'Checklist of products' which shows
those products included in the study and where they should be
marked on the form. The list also shows some of the products
which have been excluded from the study. Please refer to your
'Checklist' when filling 1in your diary pages, particularly when
you are doubtful about where to put your cross or crosses. A
look at the list should answer most of your queries, but i:1f still
1n doubt, write the product/s in at the bottom ol the diary paue.

Remember, you only have to fill in a diary page for a

shop/supplier 1f one or more of the products listed 1s bought
there.

5) SHOP/SUPPLIER

By 'Shop/Supplier' we mean any shop or supplier from
wnich you {(or someone on your behalf) obtains any of the products
listed. Therefore mail order catalogues, chemists, greengrocers,
mobile shops, market stalls, etc., must all be regarded as 'shops'
when you are filling in the diary. You must f1il 1n a separate
pige for each one

Write i1n the name of the shop/supplier and as full an
address as possible in the space provided on the diary page.

6) ASTERISKED PRODUCTS

S5ix of the p»roducts listed on the left of the diary page
are asterisked (*):

Ol Fabric Conditioners

09 Toilet rolls/paper

21 Canned baked beans (with tomato sauce only)
31 Instant potato

40 Margarine

57 Instant Coffee

Whenever you buy these products, we want you to record
tne make that you bought i1n the appropriate box on the right of
the page You do this either by putting a ring around the number
ne«t to the make — e.g. Andrex (@ —or, i1f 1t 1s not already
listed 1n the box, by writing in the name of the make 1n the
space provided under 'Other (specify)’'.



AMOUNTS SPENT

Please do not forget to fill in the boxes at the bottom
ght corner of the diary page, showing the total amounts spent.

Total amount spent on listed i1tems: here we need to know the

total cost of all the products on the page that you have marked
with an X. If you do not know or remember the exact cost then
please write 1n the approximate cost.

Total amount spent on other items: here you should write in

the total cost of all the other products (1f any) that you
bought at the shop/supplier, that 1s, those products not
iisted cn the diary page {e.g. alcohol, pet foods, toothpaste
elc.,) Again, 1t would be better to write 1n an estimate
rather than leave the amount blank.

Total amount spent on all i1tems: this 1s the grand total amount

that you spent in the shoo/supplier, that is, 1) plus 11).

TOP OF THE DIARY PAGE

The boxes in the top left corner of the page are for office
only and must be left empty.

4

Write in the date the shop/supplier was used.

Put a ring around the number to the right of the
particular day of the week that the shop/supplier
was used, e.g. Saturday

The perscn buying the products marked with an X might
be yourself (the panellist); another member of the
household buying on your behalf at your request
(othe~r household member); or possibly a neighbour or
some other person not in your household buying on
your behalf at your request (non household member}.
Indicate the person who actually bought the items by
ringing the appropriate number on the right.

Put a ring around the number to the right of the time
which applies, e.g. 10 - 12 noon (Z} You should re-
gard the time you entered the shop as the time of
purchase, 1f in doubt.

lier:We want to know the main way you travelled to the
shop/sugplier written on the diary page. For example,
1f you travelled to a shopping centre by car, parked
the car and then walked around a number of shops, then
the main form of travel to each of those shops would
be car -

You would ring 'No travel' whenever something 1s bought
on the doorstep, 1s bought by mail order etc.,

1T



Came to this
shop/supplier
from (place).

Went from thais
shop/supplier
to (place):

Please 1ndicate the place you were at immediately
before you called at the shop/supplier written on
the diary page.

- If the supplier called to your home, then
ring

- 1f you came from home to this shop, ring C)

- If you came to this shop from another shop
where you bought listed items (for which
there should be a diary page), then ring C)

- LI you came tu this shup fiu aud el SGCE
where you bought other (i1.e non-listed 1iteis),
then ring

Here you indicate where you went immediately after
you left the shop/supplier written on the diary
page. If you went to another shop and bought 1tems
listed on the diary page, then there must be a diary
page completed for that shop If you went to your
hairdresser (for example) then write this in under
'Othz2r place (specify)’

9) SOME OTHER POINTS TQ REMEMBER

1) Do not record regular deliveries of mil< to your door but do
record any milk that you buy from a shco and take home. You
must also record any other things that ,ou buy from your

milkman,

such as fruit juice, cream etc.,

11) Goods ordered and then delivered later nust be regarded as
bought on the day they are delivered.

111) Gifts/presents given to you or members of your household
should not be recorded in the diary, but i1tems which you
pay for and then later give away to someone else must be
recorded, as long, of course, as they are listed on the

diary page.

iv) Food and other listed products which you buy on behalf of
a friend, or neirghbour and which 1s paid for, eventually,
by the other person must not be recorded in youar ciary

v) Only mark products as purchased 1f they are brought back
(wholly or partially) to your home. For example, foou
bought and tctally consumed while you are out must not
be recorded in the diary, but 1f some or all of it 1is
brought back home, then fill i1n a diary page for 1it. The
only exception to this rule 1s hot cooked focd (e.g. fish
and chips) brought into the home to be eaten. This must
not be entered on a diary page.




FINALLY,

- Remember that your interviewer will be visiting you reqularly
to collect the completed diaries and to help you 1n any way
she can. Make a note, on the back of a diary page or the
inside of the back cover, of any queries that you have about
fi1ll.ng 1n the diary so that you can ask your interviewer

when next she calls.

THANK YOU FOR YOUR HELP AND CO-QPERATION.

Resear-h and Marketing,
{Wales & The West) Limited,
389, Newport Road,

CARDIZTZ CFZ2 1RP.

J.4040

GrH/SJH
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APPENDIX D: FIELDWORKER TIMETABLES
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Fieldworker Timetable

(Weeks 00-08)

186

P ——- . T

CONTACT WITH PANEL

CONTACT WITH OFFICE™

Complete 1nitial interviews.
Make list of likely panelllsts.

Briefing meeting (4 Jan).
Post completed questionnaires
and contact record sheets to
offaice.

Revisit likely panellaists

and recruit as many as possible.
Give each panellist has/her
wallet, and diary for Week Ol.
Explain procedure fully.

Fix time to call back next week.

Once all possible panellists

recruited, call into office

to give details.

Pick up diaries for Week 02,

Pick up pre-paid envelopes.,
" v front cover labels.

Visit all panellists to:
- Pick up and check diaries
for Week O1

- Hand over diary for Week O2.

Decide which panellists need
not be visited next week and
give these an envelope for
return of diary 02.

Fix appointments with rest for
next week.

Give office the diaries for
Week 01 - confirm state of
panel.

Tell
will
Week

Pick
Pick

{END

office which panellists
be posting diaries for |
02.

up diaries for Week 03.
up pre-paid envelopes.

OF RECRUITMENT STAGE) )

WEEK
00
0l
{ 25-31 JAN)
02
{1-7 FEB )
03
(8-14 FEB)

——

Deliver diaries for Week 03 to
whole panel.

Call on half (approx) of panel
to:

- Pick up and check diary 02

- Hand over pre-paid envelope
for return of diary O3.

Give officethe diaraies
collected for Week 02.

Pick up diaries for Week O4.
Pick up pre-paid envelopes.

Office will notify you concern-
ing postal returns (for Week
02)

Give office the diaries for

04 Deliver diaries for Week 04
(15-21 FEB) to whole panel. Week O03.
Call on other half (not seen Pick up diaries for Week 05
last week): Pick up pre-paid envelopes.
- Pack up and check diary 03 Office will notify concerning
- Hand over pre-paid postal returns (for Week 03)
envelope for return of
dirary 04.
05 Deliver diaries for Week 05 Give office diaries for Week
(22-28 FEB) to whole panel. 04.

Call on half (not seen last
week)
- Pack up and check diary 04

- Hand over envelope for
return of diary OS5.

Pick up diaries for Week O6.
Pick up pre-paid envelopes.

Pick up respondent payments
(half)
Office will notify concerning
postal returns (Week 04)



187

WEEK

CONTACT WITH PANEL

CONTACT WITH OFFICE*

06

( 1-7 MAR )

Deliver diaries for Week 06 to
whole panel.

Call on half (not seen last
week)
- Pick up and check diary 05

- Hand over envelope for
return of diary 06.

- Pay respondent for Weeks
"0l - 05 (1f completed
properly) - {5

Give office the diaries for
Week 05 and receipt slips for
payments.

Pick up diaries for Week 0O7.
Pick up pre-paid envelopes.
Pick up respondent payments
(othexr half).

Office will notify concerning
peostal returns (Week 05).,

Pick up explanatory letter

07

(8-14 MAR )

Deliver diaries for Week 07
to whole panel.

Call on half (not seen last
week) .

- Pick up and check diary 06.

- Hand over envelope for
return of diary 07.

- Pay respondent for Weeks
01-06 {(1f completed
properly) - §p

-~ Give respondent explanatory letter

Gilve office the diaries for
Week 06 and receipt slips for

payments.

Pick up diaries for Week 08.
Pick up pre-paid envelopes.

Office will notify concerning
postal returns (Week 06).

*Affice

Research and Marketing Office



Fieldworker Timetable

{Weeks 0B - 15)

WEEK

CONTACT WITH PANEL

CONTACT WITH OFFICE

08
(15-21 MAR)

Deliver draries for Week
08 to whole panel.

Call on half (not seen
last week)

- Pick up and check diary
07

- Hand over envelope for
return of diary 08.

- Give respondent explanatory

letter

Give office the diariees for Week 07
{numerical order).

Pick up diaries for Week 09 (with
plain envelopes).

Pick up pre-pa:d envelopes.

Pick up front cover labels (if
needed) .

Office will notify on Friday 19th
concerning postal returns (Week 07)

09
(22-28 MAR)

Deliver diaries for Week
Q09 to whole panel.

Ccall on half (not seen

last week}

~ Pick up and check diary
08

- Hand over envelope for
return of diary 089.

Give office the diaries for Week 08
{(numerical order).

Pick up diaries for Week 10 (wath
plain envelopes).

Pick up pre-paid envelopes.
Pick up respondent payments (half).

Office will notify on Friday 26th
concarning postal returns (Week 08)

Pick up Shopping Attitudes questionnaire

10
(29 MAR -
4 APR)

Deliver diaries for Week
10 to whole panel.

Call on half (not seen
last week)

- Pick up and check diary
09

- Hand over envelope for
return of diary 10

~ Pay respondent for
Weeks 06-09 (if
completed properly) - £4

- Interview 1espondent
(shopping Attitudes questionnair

Give office the diaries for Week 09
(numerical order) and receipt slips
for payments.

Pick up diaries for Week 11 (with
plain envelopes).

Pick up pre-paid envelopes.

Pick up respondent payments (other
half).

Pick up pay claim form (for Weeks
06-09).

Office will pay you for Weeks 03-
05 plus Bonus.

4bffice will notify you on Fraday
2nd concerning postal returns
(Week 09)

11
(5 - 11 APR)

GOOD TI'RIDAY
9th

St

Deliver diaries for Week
1l to whole panel.

Call on half (not sean
last week)

- Pick up and check diary
10.

~ Hand over envelope for
return of diary 1ll.

~ Pay respondent for Weeks
07=-10 (if completed
properly) - £4 .

Give office the diaries for Week 10
(numerical order) and receipt slips
for payments.

Pick up diaries for Week 12 (with
plain envelopes).

Pick up pre-paid envelopes.

Give office your pay claim for
Weeks 06-09, payable end April.

Office will notify you concerning
postal returns (Week 10)
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WEEK CONTACT WITH PANE L CONIACT WLIH O L
12 pDeliver diarres for Week Give office the diaries for Week 11
(12-18 APR) 12 to whole panel (numerxcal order).

BANK HOLIDAY
ON MON 12th

call on half {(not seen
last week)

- pick up and check diary
11

— Hand over envelope for
return of diary 12

Pick up diaries for Week 13 (with
plain envelopes) .

Pick up pre-paid envelopes.

Office will notify you on Fraday
16th concerning postal returns
(Week 11)

13
(19-25 APR)

Deliver diaries for Week
13 to whole panel

call on half
last week)

- pick up and check diary
12

— Hand over envelope for
return of diary 13

(not seen

Give office the diaries for Week 12
(numerical order} .

pick up dilaries for Week 14 (with
plain envelopes) -
pick up pre-paid envelopes.

{half)

Pick up respondent payments

Office will notafy vou on T'raiday
23rd concerning postal returns
(Week 12)

14
(26 APR -
2 MAY)

Deliver diaries for Week
14 to whole panel

Ccall on half
last week)

- pick up and_check diary
13

- Hand over envelope for
return of diary 14

(not seen

- Pay respondent for Weeks
10-13 (1f completed
properly} - €4

Give office the diaries for Week 13
(numerical order) and receaipt
slips for payvments.

Pick-up diaries for Weelr 15 (with
plain envelopes) .
Pick up pre-paid envelopes

(other

Pick up respondent payments
half).

Pick up pay claim form (for Weehs
10-14) , payable 25 May.

of fice will pay you for Weeks
06-09.

Ooffice will notify you on I'riday
concerning postal returns {Week 13}

15
(3 - 9 MAY)

BANK HOLIDAY
ON MON 3RD

paliver diaries for Week
15 to whole panel

call on half
week)

(not seen last

- Pack up diary 14

- Hand over envelope for
return of diary 15

- pay respondent for Weeks
11-14 (1f completed
properly) - Ed

Give office the diaries for Veek
14 (numerical order) and recelpt
slips for payments.

Pick up diaries for week 16
(with plain envelopes)

Pick up pre paid envelopes
Give office your pay claim for
Weeks 10-14, payable 25 May.

Office will notify you
concerning postal returns

{(Week 14).



Fieldworker Timetable

""" (Weeks 16 - 23)
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CONTACT WITH PANEL

CONTACT WITH QOFFICE

Deliver diaries for Week 16 to

Call on half (not seen last week)
- Pick up and check dirary 15

- Hand over envelope for return

Give offaice the diaries for
Week 15.

Pick up diaries for Week 17
(with plain envelopes)

Pick up pre-paid envelopes.
Office will notify you on
Friday l4th concerning postal
returns

(Week 15)

for Week 17 to

Call on half (nct seen last week)
- Pick up and_check diary lé

- Hand over envelcpe for return

Give office the diaries for
Week 16.

Pick up diaries for Week 18
{with plain envelopes)

Pick up pre-paid envelopes

Pick up respondent payments
{half)

Office will notify you on
Friday 21st concerning postal
returns

(Week 16)

Deliver diaries for Week 18 to

Call on half (not seen last week)
- Pick up and check diary 17
- Hand over envelope for return

— Pay respondent for Weeks 14-17

(1f completed properly ) — £4

Give office the diaries for
Week 17 and receipt slips
for payments.

Pick up diaries for Week 19
(with plain envelopes)

Pick up pre-paid envelopes

Pick up respondent payments
(other half)

Office will pay you for
Weeks 10-14.

Office will notify you on
Fraiday concerning postal
returns

(Week 17)

Deliver diaries for Week 19 to

Call on half (not seen last week)
- Pick up and check diary 18

- Hand over envelope for return

WEEK
16
(10-16 MAY) whole panel.
of diary 1l6.
17 Deliver diaries
(17-23 MAY) whole panel
of diary 17.
13
(24-30 MAY) whole panel.
of diary 18
— =
(31 MAY -
6 JUNE) whole panel.
HANK HOLIDAY
al ﬁ;&BHﬂ‘ of diary 19

- Pay respondent for Weeks 15-18
{1f completed properly)- £4

Give office the diaries for
Week 18 and receipt slips
for payments.

Pick up diaries for Week 20
{with plain envelopes)

PLrck up pre-paid envelopes

Pick up pay claim form {for
Waeeks 15-18) payable 29th
June.

Office will notify you on
Friday concerning postal
returns

(Week 18)



Continued/.
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WEEK

CONTACT WITH PANEL

CONTACT WITH OFFICE

—

. 20
{7-13 JUNE)

Deliver diaries for Week 20 to
whole panel.

Call on half (not seen last week)

- Pick up and check diary 19

- Hand over envelope for xeturn
of diary 20

Girve office the diar:ies
for Week 19.

Pick up diaries for Week
21(with plain envelopes)

Pick up pre-paid envelopes

Give office your pay claim
for Weeks 15-18, payable
29 June.

Office will notify you
concerning postal returns
{Week 19)

21
{14-20 JUNE)

Deliver diaries for Week 21 to
whole panel

call on half {(not seen last
week)

- Pick up and check diary 20

- Hand over envelopc for return
of diary 21

Give office the diarles
for Week 20.

Pick up diaries for Week
22 (with plain envelopes)

Pick up pre-paid envelopes

Pick up respondent payment:
{half)

office will notaify you on
Friday concerning postal
returns

(Week 20)

22
{21-27 JUNE)

Deliver diaries for Week 22 to
whole panel

Ccall on half {not seen last
week)

- Pick up and check diary 21

- Hand over envelope for return
of diary 22

- Pay respondent for Weeks
18-21
{1f completed properly) - £4

Give office the diaries
for Week 21 and receipt
slips for payments

Pick-up diaries for Week
23 (with plain envelopes)

Pick up pre-paid envelopes

pick up respondent payments
(other half)

office will notify you on
Friday concerning postal
returns

{week 21)

23
(28 JUNE-4 JULY)

Deliver diaries for Week 23 to
whole panel

Call on half {(not seen last
week)

- Pick up and check diary 22

- Hand over envelope for return
of diary 23

- Pay respondent for Weeks 19 -
22
(Lf completed properly) - €4

Give office the diaries
for Week 22 and recelipt
slips for payments.

Pick-up diaries for Week
24 (with plain envelopes)

Pick up pre-paid envelopes

Pick up pay claim form(for
Weeks 19-23), payable 27th
July.

Office will pay you for
Weeks 15-18.
Office will notify you on

Fraiday concernln? postal
returns {(Week 22




Final F1eldworker Timetable
{Weeks 23 - 27)

192

CONTACT WITH OFFICE

FOR
PANELI[STS

— Pick up and check diary 25
No envelope needed {or return ot
diary 26 since all Week 26

diaries will be picked up next
week .

WELK CONTACT WITH PANEL
24 Deliver diaries for Week 24 to Give office the diaries for
( 5-11 JULY) whole panel. Week 23.
Call on half (not seen last week) Pick up diaries for Week 25
- Pick up and check diary 23 Pick up pre-paid envelopes.
- iland over envelope for return Office will phone you
of diary 24 concerning postal rceturns
{Week 23)
25 Deliver diaries for Week 25 to Give office the diaries for
(12-18 JULY) whole panel. Week 24
Call on half (not seen last week) Pick up diaries for Week 26
-~ Pick up and check diary 24 (Pre-paid envelopes not
- Hand over envelope for return required)
of diary 25 Office will phone you
concerning postal returns
(Week 24)
26 Deliver diaries for Week 26 to Give office the diaries
(19-25 JULY) whole panel for Week 25
FINAL WEEK Call on half (not seen last week)|Pick up final respondent

payments

Office will phone you
concerning postal returns
(Week 25)

Pick up self-completion questiomnare
{1f needed]

27

(6 JULY -
1 AUGUST )

Call on all your panellists.
- Pick up and check diary 26

- Check that no back diaries
are sti1ll in panellist's
possession.

- Pick up other diary
materials (product lists
etc) 1f necessary.

~ Pay respondents

Either for Weeks 22-26
£5 plus £1 bonus

Or for Weeks 23-26
£4 plus £1 bonus

- tand over self compietion form 1f
1elevant

- Thank respondent for their help
over the last six months

Give office the diaries
for Week 26, and receipt
slips for payments

Also return other diary
materials in your
possession (pre-paid
envelopes, spare diraries,
etc )

Pick-up pay claim form
(for weeks 24-27), pavable
end of August.

Office will pay you for
Weeks 19-23.
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TOTAL JUMBER OF PALELLISTS ABSENT NO

MORE THAHN 15 CONSECUTIVE DAYS

RHIWBINA 88
WHITCHURCH 46
CATHRYS 73
ROATH 27
RUMNEY 60
LLANRUMNEY &6
LLANEDERYN 55
HEATH 39
TOTAL 454

Pancllist Number

24 weeks

‘complete”

Those 1n file 1

03 - 28

Total absences

DL 10 MALRLA

given for eich panellist on the panel at the
beginning of week 03
(total = 542}

Those marked «ith a sty remained on the pancl
throughout the survey pericd

(total = 481)

Those tarked ~1th a black spot rfdo not appe:r
anywhere on the tape records

(total = 15)

Those panellists who remained on the panel
throughout the sur ey period and ~ere absent
for no more than 15 days as a consecutive
neriod

{total = 454)

<eek numbers figures indicate number of days

absent in each week, by panellist number (7 =

absent all week, nc dita on tape for tvhat ~eek])

1 = missing ¢lary

Other cases of no data on tape are when there ~ere no
ourchases made 1n that «eek (which may be com-

bined with an absence of {7 days)

£ = week when paneillst 'dropped out'

The sum of the absences recorded over weeks
03 - 26 for each panellist, excluding missing
diaries



Gel

Please note the following change of addresses -

Week HNo Panellist Ho New Address

12 ES7
imoved from CATHAYS to ROATH)
14 G30

(remained 1n ROATH)

19 G48

{moved from ROATH to RUMNEY)

Throughout the survey period these panelliscs have been treated
as 1f they remained in their 1initial recruitment Areas, and

appear as such on all tables
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APPENDIX F. LETTERS SENT T0 PANELLISTS



R & M BUILDING

Research ..« Marketing 9 Nevpare R
Wales and the West Limuted R R s @

{4 hines)

March 1982

Dear Panellaist,

This letter 1s to tell you something about the purpose of the
shopping diaries which you have kindly agreed to fill 1in

These diaries that you, and many other people 1in Cardiff, are
currently filling in each day, are an essential part of a big research
project in progress at UWIST and Bristol Umiversity The 1nformation
will be used to develop a better understanding of the factors chat
influence whére people buy their food and groceries, and how often
they make these sorts of shopping trips. By asking you to keep a
record of your food shopping over a period of time, we are hoping to
obtain a very accurate and detailed impression of how day—-to-day
shopping actually takes place. The results of this survey should
lead to 1mprovements not just in academic knowledge, but also in the
way that major retail firms serve the public. In addition, this
knowledge will assist town planners in predicting how people will react
to new shopping developments like hypermarkets, superstores and freezer
centres, and whether they are likely to stay loyal to their small local

shops.

Diaries of the type that you are filling in are commonly used 1n
this country, North America and Western Europe to record not only
grocery shopping but many other items of household expenditure, and
even Lo monlter programmes seen on television. This survey 1is unlque
however in comcentrating entirely on one city for an extended period
of time, and the results will provide invaluable knowledge of a type
not available from previous surveys.

Although the project has practical and commercial value, we should
like to emphasise two points Firstly, this research 1is completely
independent of any food manufacturer or retailer. Secondly, the diary
forms and any other information that you supply will remain strictly
confidential, and 1t will not be possible for any outside person to
1dentify you, or anyone else, as a panellist.

We hope that this letter makes clear the purpose of the diaries, and
that you will continue to supply this vital information on your shopping

habits. Please continue to present any queries Lo your interviewer,
or 1n cases of emergency, directly to us at the above address

Yours sincerely,

G. K. HISCOCKS
Research Director

Directars Trevor jenss, B A, Chalrman nad Managng Directer § 5 ]enss, Sacretary G K Huscochn @ 3c.
REG OFFICE 5] CATHEDAAL ROAD CARDIFF REG NO %7511 ENGLAND

222



Research and Marketing Wales and the West Limuted

et v Hesounch
= Promntion
=¥ 10 [oor Denbution
npuict Services
vhregt Mail

Mhe Ré&M Building
J83 Newport Road
Cardiff

CF2 |IRP

ielephone 0222 484541 (4 lines)

June 1982

Dear Panel Member,

HOUSEHQLD SHOPPING DIARY

I am writing on behalf of our Research Department to thank
you for your continued co-operation in filling out your weekly
diaries We particularly appreciate your posting them to us when
the interviewer does not call Included in your final payment at
the end of the survey will be an extra £1 as a small "thank you"

We are now three quarters of the way through the Survey, and
1f you should have any comments, queries or complaints, please do
not hesitate to write to me personally, or '‘phone me at the above
address., All your comments w1ll be treated with the strictest
confidence

Once again, many thanks for your help.

Yours sincerely,

6 Hv’?“"-:c‘c ’I'-?z)

G.K.HISCOCKS
Research Director

Directers

Trevor jones BA (Chairman and Mana: i)

Sheita jones {Company Secrelary)
G K Hiscocks BSc

Roglstsvsal Oca

223 Penhill Hotses 11 13 Penhuli Road Cardift

Regutered Number 1623024 England



Research and Marketing Wales and the West Limited

GKH/MH Mar TH 0l
e o ton

it 16 1owan [sen 1 r
Compuny dae
e Ml

The R&M Building
389 Newpor! Road
Cardifl

CF2 IRP

lelephone 0277 484541 {4 lines)

Dear Panellist,

Thank you for helping us with the Household Shopping research that
we are conducting for UWIST and Bristol University

It 15 now necessary for us to remove from the panel those housewives
from whom we have not received shopping diaries regularly It 15 extremely
important that diaries are completed on a continuous basis and since we have
not received a number of your diaries for recent weeks (whatever the reason)
we no longer require you to remain on the panel

Your 1nterviewer will not be calling on you again and, so that you
can send back any diary still in your possession, we have enclosed a postage

paid envelope for 1its return.

Many thanks for your assistance and co-operation

Yours sincerely,

G.K.HISCOCKS
RESEARCH DIRECTOR

Directen

Trewge ponus bA (0 haunnn and Mandogos)
Sheila jonas (Company Secteiary)

G K Heocks BS.
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Penhill Houst 11 13 Penbull Koad  Cardul

U e med bbb [TFUTR Prvelared



Research and Marketing Wales and the West Lumted

GKH/MH Mupketly ana

=l s
[x e Leor Dndnbimwey
Lannpat oW IveT
Inr w1 Ml

The R&M Building
389 Newport Road
Cardiff

CF2 IRP

telephone 0222 484541 (4 Lines)

July 1982

Dear Panel Member,

HOUSEHCLD SHOPPING DIARY

Thank you for helping us with the Household Shopping
research that we have been conducting for U W.I S T and
Bristol University

Now that the study 1s completed we would appreciate 1t 1f
you could f11l1l in the enclosed gquestionnaire This
information will enable us to show that our panel was
repr-sentative of the areas of Cardiff covered by the
rese.rch. Again, may I stress that this and all other informa-
tion you have given us will remain strictly confidential

As you know, your 1interviewer will not be calling on Yyou
agai1, so we have enclosed a postage pald envelope for you to
retu n the questionnaire direct to my office.

Once more, many thanks for your assistance and co-

operation over the last six months, 1t has been much
apprecrated

Yours sincerely,

(A

G K.HISCOCKS
RESEARCH DIRECTOR

Dirscters

Pyever Jones BA (Chauman and Manogind)
heiks Jones (Company Secretary}

t 7 K Huscocks BSe

225

Penhul House 11 13 Penhill Road

ItequisiaTed Numbser [023034 England



Research and Marketing Wales and the West Lunuted

[he &M Buikdnig
389 Mew, port Roarl
Caraudl

CEMORD

tele pinone 0222 484541 (1 nne 4

6th August 1982

Dear Panel Member,

Household Shopping Diary

Now that the Household Shopping research 1s completed, UWIST
and Bristol University have asked us to collect some information
to enable us to show that our panel was representative of the
areas of Cardiff Many people have already returned the
questionnaire distributed by our 1interviewers when they made
their final calls Unfortunately, there appears to be no record
of our having received a reply from you

Since your 1interviewer last called, there 1s a good chance
that you have mislaid either the gquestionnaire or the return
envelope, and so I am enclosing a new form together with another
postage paid envelope I would like to assure you once again that
all replies are treated confidentially, and I would be extremely
grateful 1f you could return the completed form as soon as
possible

We remain 1indebted for your assistance 1n regularly
completing the shopping diaries.

Yours sincerely,

L/_f,")_ M—n’ ol k;

G.K. Hiscocks

Director
Direciens
Ten hene BA G lungnan Moo 11
il e T iy S0 T Ly
£k sy ke B
Regisiered Ofhce
226 Pentull House | ta Pentnll hoad  Caranl’

ke 1 d Nurmner 1023024 Enaland



APPENDIX G: EDITING AND CODING INSTRUCTTONS
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INTRODUCTION

The objective of this research 1s to persuade at least
500 housewives (spread over 8 areas of Cardiff) to
complete weekly diaries showing their purchasing of
food and some household goods for a period of 6 months
To allow for housewives dropping off the "panel"” as the

study progresses, approximately 600 will be recruited

at the start

Each interviewer 1s 1dentified by a code letter, which

appears on all the diaries filled 1n by her panellists

Each panellist fills ain a diary which covers a specific
seven day period, starting on a Monday and finishing on

the followaing Sunday.

Half the diaries consaist of white pages, with black
printing on the cover, and the other half of yellow
pages, with blue printing on the cover. The difference
between them 1s the order in which the products are
listed on the diary pages. A panellist always has the

same colour diary, and the interviewer's diaries are all

the same colour

The diaries are organised 1into batches, each batch
consisting of a set of diaries for a particular week
{03-26) for a particular interviewer (pn, B, C, etc) The
draries must be kept in the batches throughout

Please read the panellists' 1nstructions:
"HOW TO FILL IN YQUR DIARY"
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FOR CACH DIARY

1 Chech nformation given inside f{ront cover 1f
ALL HOUSCHOLD MCMBLCRS AWAY 1s indicated for any
day, check that no page has been filled in for
the relevant day(s) If such a page has been
fi1lled 1in, then change front cover to HOUSEHOLD
AT HOME

2 On the back cover, enter the number of days absent
{as 1ndicated on the inside front cover) in the

box D A.

3 Where the panellist has entered X in NO LISTED
ITEMS BOUGHT THIS DAY, there need be nothing
further entered. Cancel this page with a diagonal

line right across it

4. Any other pages which are blank or not valid should
be cancelled similarly, up to and including the

last page marked in the diary

5. Transfer the following (card columns are not printed on

the diary pages but are written on your specimen

page} .

a) Respondent No. from front cover into columns 1-3

of each diary page to be punched

b) Week No from front cover into columns 4-5 of

each page

c) Day of week across into Column 6, and cancel
code 1n DAY OF WEEK.

6. Use columns 7-8 to serial number (0l, 02...) the
drary pages to be punched. Enter the number of
sheets for punching (1.e the highest serial no.)
on the back cover in the box S.F p

7 Leave unused pages at back of diary completely blank

Do not cross out 229



FOR EACH DIARY PAGE

1 Person Buying must be coded

a) If blank, assume PANELLIST (Column 14/1)

b} If non-househcld member {(column 14/3), then

columns 15-18 are not applicable. Cross out

anything coded, and write in the NOT
APPLICABLE code 8, in all four columns 15-18.

2 If any of columns 15-18 should be coded, but have
been left blank, code as NOT ANSWERED code 9,
except 1f Supplier called, code 1 in cols 16, 17

and 18.

3. Make lists of "other forms of travel” and "other
places" written in Code 6 in column 16, 17 or
18.

4. Check AMOUNT SPENT ON LISTED ITEMS and AMOUNT SPENT

ON OTHER ITEMS (1f any) add to the TOTAL If listed
1tems only filled in, assume there are no other

items and leave blank. The total amount need not

be filled in.
There are two columns for pounds and two for pence
Leading zeros need not be entered. For amounts of

£99 or more, code 99.00 Cross out any %p.

If all amounts have been left blank, code 99.99 in

listed 1tems boxes.
5 Check PRODUCTS PURCHASED are clearly marked X.

6. Check PRODUCTS PURCHASED marked with an asterask *
against MAKE/BRAND BOUGHT -
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6)

a)

b)

c)

Cont'd

If an asterlsked product has been marked X, then
the relited brand should be recorded If not,
refer to supervisor, as diary should be returned
to interviewer. However, 1f the panellist

couldn't remember, then write 1n N.A.

Tf a brand has been marked as bought, then the
related product should be marked X.

One. or two brands can be coded, (for margarine,
one, two or three). If more have been marked,

then choose two {three}.

Other (product code 68) - Check, using Check Laist

of Products, whether any written 1in should be
otherwise coded. Tick at left hand side to indicate
checked. Make a list of those foods not already on

Check L1st, which remain an product code 68,

Wwhen every page 1in a diary has been edited, 1nitial
the Edited box on the back cover.

The MAKE/BRANDS BOUGHT OF SELECTED ITEMS are to be
alpha-coded using capital letters, except I and O;
and/or numeric-coded for Toirlet rolls, Baked beans,
Margaraine and Instant Coffee. These will be entered
to the left of the item name, and the second coded
to the right, 1f two brands are given. In the case
of margarine, up to three brands can be coded, one
to the left of the title and two to the right. The

order 1s i1mmaterial.

After alpha-numeric coding, CIOsSS out any numerical
pre-codes rainged. The N.A. code 1s entered in the

left position only. The Lists of Brands and their

codes provided can be added to at any time a new

brand 1s mentioned, in consultation with supervisor.
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10. Using List of Shops and their Codes, code SHOP/SUPPLIER

in Columns 9-13

FINALLY

11 Check that every page has been edited and coded.
Tnitial the Coded box on the back cover Sort

each batch into numerical order of respondent

number

Before the batches are punched, the number of
diaries 1n each batch will be checked once more
against field recoxrds, and the number of DAYS
ABSENT and SHEETS FOR PUNCHING will be recorded.
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APPENDIX H- THE INITIAL QUESTIONNAIRE
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D Ll O L UARAL L et - - -
(WALES & THE WEST) LIMITED 4 0 l4 (0 ‘ |
389 NEWPORT ROQAD
CARDIFF CF2 1RP Job Number Code Number
CARDIFF HOUSEHOLD SURVEY — J,4040 {Cols 1-7)
ADDRESS CLASSIFICATION SECTION
SEX OF RESPONDENT (12}
Male 1
HOUSEHOLD NUMBER: _ Feuale 2
(Col 8) AGE OF RESPCNDENT {13}
INTERVIEW THE PERSON IN THE HOUSEHQLD WEOQ ;’g_gi ]2'
IS RESPONSIBLE FOR BUYING MOST OF THE 35-44 3
GROCERIES AND PROVISIONS EATEN BY THE 45-54 4
HOUSEHOLD.
55-64 5
Good morning/afterncon/evening. I'm work- 65 and over 6
ing for Research & Marketing Ltd, who are HOUSEHOLD COMPQSITION
doing a survey of household shopping in 14-19)
this area. No. of children ©-4 years
Q.l1l. About how many times a week {9} No. of children 5-15 years
ir
do you normally buy groceries No. of adults 16-44 years
Once a week or less often 1 No. of adults 45-64 years
Tw 2
Th:.-':: : i:::ka week 3 No. of adults Over 64 years .
Four times a week 4 TOTAL in household (including
Five times a week 5 respondant)
Six or seven times a week 6
Varies 0
WORKING STATUS OF ADULTS IN E/H
Q.2. How many cars and vans are {Thdse aged 16 and over)
normally avallable for use by Number of adults in household. (20-23
you or members of your house- ——
hold (other than visitors) 7?7 Working full-time
(30 hrs or more per week)
{Include anyi;ag {10) Working part-time
or van provide (Less than 30 hrs per week)
by employers if One 1
normally availl- o 2 Not working/retired
able for use by Three 3
members of the TOTAL adults |
Four or more 4 e vw—
household but None o
exclude vang used RESPONDENT'S NAME
solely for the
carriage of goods) Mr/Mrs/Miss:
Q.3. Do you have a paid job ? (11) Thank respondent and ask if he/she is willing
to become a panel member, completing a
Yes. Work full-time shopping diary every week. (24)
(30 hrs or more per week) 1
Interested in completing diarias;
Yes. Work part—ti code number (top right of this 1
) (lesspthan 30 hrs per 2 page) written on contact record sheet
weeak) Will not be completing diaries 2
No: Not working/retired 3
Interviewer's Name-

Date of interview :

234




APPENDIX 1. THE SECOND QUESTIONNAIRE
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Re<earch & Marketing
{(Wales & The West)} Ltd.,
389 Newport Road,
CARDIFF CF2 1RP

HOUSEHOLD SHOPPING DIARY - 4040

SHOPPING ATTITUDES SIRVEY

INTERVIEW EACH OF YQUR PANELLISTS

(Cols.l-4 BLANK)

PANELLIST
NAME OF PANELLIST NUMBER.
(Cols. 5-7)
(8}
ADDRESS QUESTIONNAIRE ORDER. Z
SHOW CARD A
Q.1) I am going to read out some comments that might be made about shopping
Would you please tell me, using this card, how strongly you agree or disagree
with each comment
(READ OUT)
NEITHER DIS-
AGREE AGREE DIS~- DON'T
STRONGLY A E NOR AGREE ;momm KNOW
DISAGREE
I usually try hard to lcok for 1 2 3 4 5 9 (36)
bargains
The way a person shops for the
household groceries 15 a good 1 2 3 4 5 9 (35)
indication of how capable they are
all round
I like shopping because it gets 1 2 3 4 5 9 (34)
me out of the house
I think you get better quality meat
in a butcher's shop than in a 1 2 3 4 5 9 (33)
supermarket
I find that shopping 15 a nuisance 3
and T like to get it done as 1 2 3 4 3 9 (32)
gquickly as possible
I think you gaet better quality
fruit and vegetables in a green- 1 2 3 1 3 9 (31)
grocer's shop than in a supermarket
I find shopping for my groceries 1 2 3 4 S 9 (30)
very tiring
I try to avoid walking for more
than five minutes with a bag of 1 2 3 4 5 9 (29)
shopping
I usually do my grocery shoppling
on a journey when I do other 1 2 3 4 5 2 (28)
errands or other shopping
I prefer to buy meat in a super-
market because you can take your 1 2 3 4 5 2 (27)
time choosing exactly what you want
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NEITHER

AGREE DIs- ,
STRONG- | AGREE AGREE DIS AGREE DON T
LY NOR AGREE STRONGLY] KNOW
DISAGREE
Shopping for groceriesg is usually
enjoyable 1 2 3 4 5 9
The convenience of local shops 1 2 3 4 5 9
is worth the extra it can cost
I think the grocery shops in 1 2 3 4
Cardaff are excellent 3 ?
When I am shopping I am usually
1n a hurry 1 2 3 4 5 9
I like to buy really fresh
bread 1 2 3 4 5 9
Chain stores and supermarkets
make for better grocery 1 2 3 4 S 9
shopping all round
I find the staff more friendly
in small shops 1 2 3 4 3 °
I prefer to shop at the 'small
man' type of shop o 2 3 4 5 9
I don't mind going out of my way f 3 3 4 5 9
to get to better shops
I think that supermarkets are 1 2 3 4 5 9
cleaner than small food shops
I always try to buy good gquality l( 2 3 4 5 9
food, even 1f prices are higher
I usually do a lot of comparing
of prices for ordinary food 1 2 3 4q 5 9
purchases
There's not much difference 1 2 3 4 5 9
betwaen shops these days
Getting shopping done quickly is 1 2 3 4 5 g
very important to me —
I like to buy all my groceries at 1 2 3 4 5 9
one shop, rather than shop around
I would prefer to do all my 1 P 3 a 5 9
shopping just once a week
Given a choice between gocd shops ‘
and good parking facilities, I 1 2 3 4 5 9
would choose to shop where there
is better parking
Going grocery shopping gives you
the chance to meet friends and 1 2 3 4 5 9

acgquaintances
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Now I would like to ask you some general questions about your household.

Q.2)

Q Ja)

b}

c)

Q.4)

Q.5a)

b)

How long have you been living at this address ?

Less than three months

3 months but less than 6 months

6 months but lass than 1 year

1l year but less than 2 years

2 years but less than 3 years

3 years but less than 10 years

10 years or more

Can't remember

Do you have a refrigerator ?

Do you have a fridge freezer ?

Do you have a separate deep freeze °

How many cars and vans are normally availlable for

use by you or members of your household
(other than visitors) ?

(Include any car or van provided
by employers i1f normally
available for use by members of
the household but exclude vans
used sclely for the carriage of
goods)

[F CAR OR VAN AVAILABLE: OTHERS GO TO Q, 6

Do you have the use of any of these vehicles
when shopping. sometimes, all the time or
never ?

Zfbode 'Yes' if the panellist
uses the vehicle/s as _
driver or passenger _/

Yes
No

Yes
No

Yes
No

Two

Three
Four or more

None

Yes; all the time
Yes; sometimes
No, never

Do you, yourself, hold a current full driving licence ?
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ASK ALL

Q 6) How old were you when you finished your full-time eduration?
14 years or under
15
16
17
18
19 or older
Still studying
Never at school
Can't remember
Q 7a) Did you pass any recognised examinations
as part of your education or training ?
Yas
No
Can't remember
IF YES: OTHERS GO TO @, 8
b} What was the last examination you pasged °
University degree/Dip.Ed or above
Professional Institute's final
exam/Higher National Certificate
Teachers Training Certificate
G.CE 'A' level/Professional
Institute's Intermediate Exam/
S R.N.
G C E. '0O' level/Secretarial
Diploma/Ordinary National
Certificate
Other (please specify)
Can't remember
ASK ALL
Q 8) Did you complete a full industrial apprenticeship ?
Yes
No
Q 9) Sex of panellist
Male
Female
Q.10) Age of panellist
(Estimate 1f refuses to say) 16-24
25-24
35-44
45-54
55-64
65-74

75 and over
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Q 1)

Q l12a) Do you have a paid job ?

Marital status of panellist
Married
Single
Widowed/divorced/separated

Yes- Work full-time {30 hrs or
more per week)

Yes. Work part-time (less than
30 hrs per week)

Student (full-time)
Wholly retired/other not working

IF WORKING FULL OR PART-TIME : OTHERS GO TO Q.13

b) Occupation details of panellist (WRITE IN BELOW)

JOB TITLE

POSITICN/RANK/GRADE

WORK-PLACE (name & address)

ASK ALL

Q.13)

Q 14)

Code relationship of panellist to Head of Household

Respondent is Head of Household

Wife
Son/daughter
Other relataive
Friend/unrelated

IF PANELLIST IS NOT H., OF H, ; OTHERS GO TO Q. 15
Occupation details of Head of Household (WRITE IN)

JCB TITLE {Give last job if
unemployed or wholly

POSITION/ retired)

RANK/GRADE

WORK-PLACE (name & address)

PLEASE TURN OVER PAGE
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1
2
3
(51)
1
b)
2
3
Q.13
FOR OFFICE
USE ONLY
(52 - 53)
(54 - 55)
(56)
1+Q 15
2
3 .14
4
5
FOR OFFICE
USE ONLY
(57 - 58)
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ASK ALL

SHOW CARD B

Q.15}) Could you pleagse tell me, using this card, which of
these comes closest to the total income of your
bafore tax and insurance

household from all sources,

is deducted.

I only want to know the letter to the left of the
cne which is closest.

Letter Weekly

G Under £20

F £20 - £39
E £40 - £58
D £59 - £97
c £98 - E135
B £136 - E192
A £193 - E£289
X £290 +

Monthly Annual

Under £84 Under £1000

£84 - £167 £l000 - E1999

£168 ~ £250 E2000 - E£2999

E251 - €417 £3000 - £4999

£418 - E584 E5000 - £6999

€585 - £834 £7000 -~ £9999

£835 - £1249 £10000 - £14999
£1250 + £15000 +

Don't know

Refused to say

(61)

QO OV ® 4 G U b ow N

CLOSE INTERVIEW, THANK PANELLIST AND SAY THAT HIS/HER NUMBER WILL NOW BE

ENTERED IN THE PRIZE DRAW.
THE 15 AREAS OF CARDIFF ON THE PANEL AND THIS WILL BE THE FIRST OF SEVERAL

SIMILAR DRAWS.

THERE WILL BE ONE WINNER OF £3 IN EACH OF

INTERVIEWER DECLARATION

I declare that this interview
has been conducted with the

person named on the front page

at his/her address a
instructed

Date of interview-

1982

Interviewer's
signature
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APPENDIX J - LOCATIONAL INFORMATION INCORPORATED IN THE SHOP CODING SYSTEM

00 Mobile shops

01 City Centre

District Centres

02 Albany Road - Wellfield Road

03 Cowbridge Road East

04 6fwys Road

05 Whitchurch Road

06 Merthyr Road (Incl. The Philog) (1)
07 Clafton Street

08 Clare Road

09 Maelfa Shopping Centre

Local Centres

10 Burnham Avenue ) Local

1" Cae Glas Road centres 1n

12 Caernarvon Way St. Mellons

i3 Countisbury Avenue

14 Harris Avenue

15 Llanrumney Avenue

16 New Road ' Local centres 1n Rumney

17 Newport Road Rumney
18 Newport Road Roath

19 Wentloog Road J
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20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
a1
42
43
44
45

Clearwater Way
Cyncoed Road

Rhydypenau Road

Clarendon Road

City Road

Donald Street
Kimberly Road

Lady Margarets Court
Marypért Road
Waterloo Road
Cathays Terrace )
Salisbury Road
Wyeverne Road \

North Road Maindy

North Road Gabalfa
Caerphilly Road

St Isan Road

Beulah Road Crossroads to Thornhi111 Road

Fishguard Road

Heol Llanishen Fach
Statton Road
L1angranncg Road

Church Road

Beuiah Road Crossroads to Pantbach Road

Heol Ffynnon Wen

Merthyr Road Tongwynlais

'

Local centres 1n Cyncoed

Local centres 1n Roath

Local centres 1n Cathays
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Local centres 1n

North Cardaff



46
47
48
49
50
51
52
53
54
55

56

57

58
59

60

61

62
63

64

Hollybush Estate
Lon-y-Celyn

Park Road ’ Local centres 1n Whitchurch
Plas Melin
Plas Newydd
Gabalfa Avenue

Station Road b Local centres 1n Llandaff North

Watson Road

Py

High Street, Waungron Road, Ely Road - Local centres 1n Llandaff
Beechley Drive, Fatirwater Green

Local centres in Fairwater
Ptasmawr, Pwlimelin Road
Station Road, Radyr
Bishopston Road, Caerau Lane
Jacrow Square, Heol Trenewydd, Local centres 1n Caerau

Llanover Road Michaelston Road

\_—-f--—._d

Wilson Road, Caerau

Local centres 1n Ely
Road West

Grand Avenue Ely and Cowbridge }
Cowbridge Road East (not 1incl.
1n main district centre)

Clive Road, Romilily Cres., } Local centres 1n Canton

Severn Road, Kings Road

Cathedral Road, Pontcanna )
Wells Street, Tudor Street

Local centres in Riverside
Lower Cathedral Road
Cornwall Street, Penarth Road
Corporation Road, Paget Street Local centres in Grangetown

Holmesdale Street
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65

66
67
68

Bute Street North

London Square, James Street
Broadway

Meteor Street, Moira Place
Carlisle Street

Splott Road

Tweedsmuir Road

Individual Shops Located by Ward

69
70
71
72
73
74
75
76
77
78
79
80
81
82
83
84
85
86
87
88
89

Central Area
Plasnewydd

Roath

Rumney

St. Mellons

Penylan

Cathays

Llanishen

Rhiwbina

Whitchurch

Gabalfa

Llandaff

Canton

Riverside
Grangetown/South Cardiff
Adamsdown

Splott
Llanedeyrn/Lisvane
Tongwynlais/Radyr
St. Fagans/Plasmawr

Ely

\_——’.—-J
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Local centres 1n Butetown
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Satellites Outside Cardiff and Other

90 Caerphilly

91 Newport, Rogerstone, Bassaleg, Caerleon

92 Penarth, Dinas Powis

93 Barry, Cowbridge, Llantwit Major

94 Port Talbot

95 Liantrisant, Church Yillage

96 Markets

97 (Emergency code, not used)

98 Other Wales (e.g. Cwmbran, Pontypridd)

99 Rest of World (e.g. Bristol, London, Plymouth, Paris

Note

(1) The Philog group of shops 11es about 3 mile east of the main
concentration of shops 1n the Merthyr Road district centre.
Shops coded 6331, 6341, 6342, 6542, 6641, 6941, 6942, and
6946 are 1n the Philog group, all others beginning with 06
are 1n the district centre proper.
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APPENDIX K.

lest of Items Surveyed

Product

Sausages - pork
Cheese (Cheddar)
Margarine - soft
(block, not cooking}

Butter

Lard

Eggs

Frozen Peas

Sugar (white
granulated)

Flour - self raising
{white)

Corn Flakes

Instant Potato

Bread - white slticed

Cream Crackers
{not savoury)

Biscurts - chocolate
digestive

Instant Coffee
Tea - packet

Tea - bags

Brand

Wall's

Krona

Anchor

Birds Eye

Homepride

Kellogg's

Smash

Mother's Pride

Jacobs

McVitie's
Home Wheat
Nescafe

PG Tips

Tetley
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CARDIFF SHOP PRICE SURVEY, MAY 1982

Size

11b.

11b.

14kg.

500qg.

Z2.40z/
68g.

Large/std.

200g

200g

100g
125¢g
80 bags

Cheapest Brand also?

Yes (loose or
packaged)

Yes (fresh or
packaged)

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes (Mi1lk or Plain
chocolate)

Yes

Yes

Yes



Product

Orange squash
Corned Beef
Baked Beans

Canned soup - tomato

Tomato Sauce
Washing-up Liquad
Fabric Londitioner

Washing powder

Toi1let rolls - soft

Mints

Brand

Quosh
Fray Bentos
Heinz

Heinz

Heinz
Fairy
Comfort

Persil

Andrex

Polo

250

Size

¢6 fl.oz.

12 oz.
450qg

15.30z/
453qa.

120z.
540ml.
1 Titre
E3
2-roll
pack
h-pack

Cheapest Brand also’

Yes
Yes (canned only)
Yes

Yes

Yes
Yes
Yes

Yes (soap powder;
not automatic)

Yes

NO



APPENDIX L: SHOPS SURVEYED FOR GROCERY PRICES

Name of shop
International
Kwik-Save
Londis

Hills

Popats

Centre

Co-op
Braddeley
Tesco
International
Ditta

Scott's

Cosmeston
Stores(q)

Stadium Stores
Christine's
Sheik's

Spar

English and
Continental Stores

Yousef

Khan's Mim
Market

Eggars
Orley Westlake
Sainsbury

Asda

Address

Heol y Dera
Merthyr Road
Heol y Deri
The Philog

The Philog
North Road
Heol y Der
Heol y Derm
Cowbridge Road
Cowbridge Road
Brithdir Street

Flora Street

Cosmeston Street
Lisvane Street
Strathnairn Street
Strathnairn Street

City Road

City Road

Arran Place

Arran Street
Brithdir Street
Cathays Terrace
Cwmbran

Newport
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Type

1

w B

=

B Y O -

Size

3

Code

(3)

43201
6202
43331
6342
6341
34331
43221
43342
31014
3102
75943
75348

75343
75344
71343
71342
24331

24341
70342

70341
75341
30343
58101
51001



Name of shop

V.G.

Co-op

V.G.

Lond1's

Centra

Collans
Highfield Stores

Marlborough
Stores

Lo-Cost
Markas
Tesco
Kwik-Save
Lipton
Price Rite
Tesco
Carrefour
Deri Stores
Spar

Mace
Whalley's
Coryton Stores

British Home
Stores

Littlewood
Marks and Spencer

James Howell

Address

Llanrumney Ave.
Countisbury Ave.
Burnham Avenue
Llanrumney Ave.
Albany Road
Albany Road
Highf1eld Road

Birchgrove Road
Crwys Road
Crwys Road
Albany Road
Albany Road
Albany Road
Albany Road
Llantrisant
Caerphilly
Wenallt Road
Pantbach Road
Heol Ffynnon Wen
Pantbach Road

Coryton Rise

Queen Street
Queen Street
Queen Street

St. Mary Street

Type

252

(1)

Size

B e Y A S

N

E T~ - S -

o

o

Code(3)

15331
13321
10331
15332

2331

2444
74346

79331
4101
4341
2101
2102
2201
2202

95001

90001

43343

43231

44331

43341

78341

1001
1003
1004
1002



Name of shop Address Iype(l) 5138(2) Code(OJ
Tesco The Hayes 1 1 1007
David Morgan The Hayes 1 5 1011
Fine Fare Clifton Street 1 3 7201
Leo's Moorland Road 2 1 85021
Lipton's Maelfa Centre 1 3 9202
Internationat Maelfa Centre 1 3 9201
G1bbons Coed y Gores 4 4 74344
Spar ] Glenwood 3 4 74331
International Merthyr Road 1 3 6203

Notes

(1) Ownership type, as follows
1. Multiple
2. Co-operative
3 Affiliated
4. Independent

(2) S1ze, as follows

1. Superstore

2. Supermarket

3. Superette

4. Grocer

5. Department Store Food Hall

(See Section 6.2 for detailed definitions)

(3) Shop codes used 1n the diary tapes (Section 6.1)

(4) This store did not give a full response

(5) This T1st 1s in the same order as the computer f1le (see Section 7.5)
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APPENDIX M

00341 MR RUTCHER

00342 JOES

00343 shervington.d.c
00344 MISTRAL FROZEN FOGDS
00441 WINTIR ST,MELLONS
00442 PEMROSE.A LISWAHE
00443 SILVERNAYS

00444 ALIS

00445 STAGG, L

00444 HARRIMGTOM P

00447 WARD .
00448 GREEMGROCER

00449 HMT
00741 KIHG.J RHIVEIHA
00742 FEVAM .M. A

00743 LLOYD

007 44 HUTLER LLANDAFF
00745 cardiff fish centre
00744 snowden

00747 CURTAIMN

00744 M FROSTY

00749 FREEZER CD

0070§ ALPTNE DRIMKS PENTWY
00902 CORONA NEWFORT
00503 LYONS MATD

00704 MIDLAND COUWTIES
00905 LMIGATE

00¥04 COOP MILK

00907 sason saft dranks
00711 FARMERS AND DAIRYMAM
00941 FOYNERS D&IRY
00942 LAVERS DAIKY

00943 TONYS

00744 CHARLIES

00945 HUSBAMDS

00944 MR SOFTEES ICE CREAM
00931 EETTERUARE REF
00v52 ICE CREAM VENDOR
01001 BRITISH HOME STORES
01002 JAMES HONELL

01003 LITTLENOGDS

01004 MARKS AMD SPENCER
01005 BOOTS

01006 21131

01007 TESCO

01004 ALLDERS

01009 MEDICARE

01011 DAVID MORGAN

01040 WOOLWORTH

1061 W.H.SHITH

01042 DEFENHAINS

01441 OLDFIELD.D

01442 FRUIT SHOP

01443 GREENCROCER

01301 DEWHURST

01502 basters

01601 MERRETTS

01402 NERKETTS

01603 MERRETTS

01504 HOPXIN MORCAN
01605 MERRETTS

01506 BIRT.D

0lodl NIK1 S HOTBREAD STAL

72
¥
5

LLANDAFF
LLANKUMKEY
NPepO T

NEWTOWH LLANTNIT
MOBILE

MOBILE

MOBILE

MDBILE

MOBILE

MOBILE

MOBILE

BACTON KD GAHALFA
MORILE PENARTH
rhimbina

MOEILE

centre

Handaff

CenTTe

nob e

MOBILE

MGRILE RUMMEY
MOBILE LLARRUMNEY
PEMTWYH

HEWORT

MOFILE

MOBILE

NOBILE

MOBILE

noblle

MOBILE

MOBILE

MOBILE

MBILE

MOBILE

MOHILE

MOBILE

MORILE

MOBILE

UEEN S

ST MARY S

WUEEA §

GUEEN §

OUEEN S

woob §

THE HAYES

OLEEN 5

ST DAVIDS CENTRE
THE HAYES

ST DAVIDS CENTRE
GUEEN S

“WI DAVIDS CE4ATRE
RORCAN ARCADE
THE HAYES
CASTLE ST ARCADE
orking s

st davids cemtre
WOOD S (CENTRAL 5G)
ROYAL ARCADE
(LEEN S ARCADE
THE HAYES

THE HAYES

5T DAWIDS (INTRE
ST DAVIDY CEVTRE

254

01442
01741
01742
01811
01841
01842
01901
01902
01703
01904
01905
01904
01907
01911
01912
01941
01942
0§943
Q1944
01945
01945
01947
01748
01954
01¥52
01933
01y54
01995
01¥54
01957
01958
bt
01780
04984
02001

02002
02101
02102
02201
02202
0231
02341
02342
02411
02441
02442
02443
02444
02445
02444
02447
02448
02501
02502
02303
02511
02512
02541
ralrd
02543
02544
02601
02602
02811
02612
2641

024642
02443
02741

02742
02811

02841

LIST OF SHOP CODES, NAMES AND ADDRESSES.

bakers (?)
pI5CRS

FISH & CHIFS
HOLLAMD AWD BARRETT
MALLYS

HEALTH FOOD SHOP
J MENZIES
J.MEMZIES
JWHMENZIES
THORNTN CHOCS
R+ CORDON , DRUMACND
timothy shite
VICTORIA WINE
THE HUMGALOW
THIMS
SWEETSHOP
ROMHOUTS CAFE
COSTA RICA COFFEE €U
TORACCOMIST
basendales

the choc box
JOTES
RENDEZVOUS
CEXTRAL MARKE!
0PN AIK NARKET
BARROW

BARROW

RARROM

BARKOW

FARROW

BARROW

BARROW

BARROW

barrow
WOULWORTH

HOCTS

TESCD

KWIXSAVE
LIPTONS
FRICERITE

CENTRA

MEELLM

UHKHOMM

ORANGE CROVE
MILROS FRUIT
ALBANY FRUIT SUPFLY

PIFING
COLLINS
BOMD . K. E
CHEE. B

THE SPOT

"PEACHES
DEMHURST
WOODLEYS
UHIN0WN

KEEN L.T

FAR PRODUCE

CLECHRM, C
LEWIS.L.R
CHATFIELD.L
LIMIOHOMN

MERRETTS

FERRARIS

BRUTONS

JOMES.E. J

BERNIS DELICATESSEN

17
b2

57

castle s

royal arcade
CAROLIKE 5
high s

ROYAL ARCADE
MORCAN ARCADE
ST DAWIDS CEWTRE
OUEEN S

QUEEW 5 STATION
HIGH §

THE HAYES

st davids centre
ST DAVIDS CINTRE
st mry s
church s
MORGAN ARCADE
MORGAN ARCADE
ST WY S
CASTLE §

queen s

Toyai arcade
st sary s

ST MARY §

LITY CENTRE
CETY CENTRE
WORKIMG S

ST MWARY §
WINDSOR PL

MR DAVID MORGAN
OUEEN §

CHARLES S
CHURCHILL WAY
CENTRAL 5&

the hayes
altbany rd
albamy rd

- albany rd

aloany rd
albany rd
albamy rd
albany rd
albany rd
albany ~d
wellfieid rd
albany rd
albawy rd
aibany d
aibaw rd
alkany rd
welif10ld rd
mackintosh pl
welifield rd
albany d
welifield rd
ALBANY KB
wellfield rd
selifield rd
alblany rd
albany rd
welifield rd
albany rd
albany rd
welif1eld rd
albanv rd
albany rd
atbany rd
albany rd
miifield rd
albany rd
albany rd
albany rd
wellfield rd



v L

R

02842
02901
0zv02
02903
02904
02505
02406
02941
02742
02943
0244
02945
02744
0947
0248
0294
0251
02970
03001
03002
03101
03102
03103
03341
03342
03343
03401
03441
03442
03443
03444
03445
03444
03447
03501
03502
03511
03541
03542
03543
0354
03545
03544
03547
03511
03641
03442
034643
03741
03742
03801
03901
03741
03942
03943
03944
03743
03931

04101
4331
04341
04342
04441
04442
04443

04501
04502
04511
04341
o4542

ROATH HEALTH FOOD ST
ARTHUR CDOPER
MCC
THAYERSSTHORNT DHS
THE WELLFIELD

R+ CORDON . DRUMMOND
HOUSE OF HOPSON
UNKHOWH
DUDDEN.A.J
NEWSAGENT
CELLARS HOMEBREW
HERES MEWS
CONTENENTAL WIME
THE ORCHARD
BILLYS

AHITAS

BARROW (BS)
BAKER.A.H
WOOLWORTHS

boots

TESCO
INTERHATIONAL
XWIKSAVE
DUDDRIDGE. R
popes

EDHIMNDS

DREWS

KEHNARD

CITY FRUIT STORES
FRUIT SHOP (220}
ROSEMARYS
UNKNOWN

BEMGERS
griffiths and wvans
WODDLEYS
DEMHLRST
ATKINS. ¥

UNEHOUN

ELLIDTS
ERAITHMAITE
DAVIES.A
BIDILECOMEE
KICHOLAS, 1.6
DAHENEY.R

HEMRY P
UNEHOWN

FRAMKLIN
FROLE.JH
JOWATHAN SCOTT
FHIL THE FISH
batenans
NEWSCARDS

ZID PIN WINES
UFF.§

HOSAD, §
LMKNOWN

THE LOMDON SHOP
po canton
UNTMOWN

L0-CosT

LMEMGN

MARKAS SUFERSTORE
CARDIFF FROZEN FOODS
LMKNOWR

ST1LO.S

MIKE S FRUIT
CRYWS GARDEN BASKET
WOODLEYS

DEW-LRST

LNKNGWH

PRIMG. b
HATHINGS. K

3y
ki
71

53

198
220

230

wellfield rd
ilbany rd
albany d
welifreld rd
uwelifield rd
weilfield rd
albany rd
albany rd
albany rd
albhany rd
albany rd
albany rd
welifieid rd
atbany rd
wellfield md
albany rd
bangar st
wellfield rd
cre

cre

cre

cre

cre

cre

tre

CRE

CRE

e

cre

e

e
cre

oe

ore

e
CRYWS RD
cryws rd
cryws rd
cryes od
cryws rd
cryms Td
cryws rd
CRYWS RD
cryms Td
1ryms TQ
cryws
cryes rd
cryws i
cryws rd

255.

04543
04544
04545
04346
04501
04611
04441
0474}
04742
04801
04841
04501
04911
04912
04541
04942
04743
04944
04945
04551
03321
05331
05332
05341
05342
05343
05344
05441
05442
05443
05444
03501
03302
03341
05542
03611
05641
03642
05443
05741
05742
0590t
05941
05742
04001
06201
04202
05203
05324
06331

06342
04343
06441
04501
06502
04311
06541
04542
06543
045601
06602

041
04902
05941
04942
06743
04744
04945
04746
06947

BRIN AND SOM
EAREY. K

STORN. W H

UMKHOWN

FERRARIS
BETTYS$JOMESE.J
LIKKHNG BN

TWANLEYS

UNKHOWN

PATENANS

HEALTH FOOD SHOP
VICTORIA WINE
UNICHOWN

FREDS BARGAIN STORES
DAIRY HOX

GILL.T.R

cox,v.n

chinese take amay
KIMS DISCOUWT
barrow (rays) (cr)
CO0F

PENHINGTON
WHITCHURCH MINI MKT
COLES

WHITCHURCH RD STORES
WEWSHOX

UNEMOWN

RERGOMZT

UHIGNOW

JOMES

FRUIT HOWL

DEWHURST

DANISH RACIM CO
SLEEF.H

VILLIAMS.H
HEMRY P o
KITCHELLS

UNKHOWN

CRIMLEYS

GRAFEVINE (GEORGES)
devonia

WINE CELLARS OF WALE
PHILLIFS. A

Lop

0TS

LIPTONS

KWIKSAVE
IMTERNATIONAL

coop

UWXHOWN

~ POPATS

HILLS

WORTHIMGS
BIRDS

DEWHURST
WOODLEY
ATKINS.W
REES.J.X
MORGAH N

PAGE

FERRARIS
MERRETTS

EDDY §

HS5 MENS
COLORAMA d1y
SWEETSHOP (354)
POYNERS DAIRY
FOREST FARM DAIRY
WHITIOMS news
THE PHILOG PD
JOMES L.A. & E.J
STEPHENG

125
128
126
94
?
&
9%
12y
50

144
iz

9
'

180

21

17
184
51
122

28
42

2

cryws rd
cryns rd
Cryws d
cryws rd
cryws rd
cryss rd
cryws rd
cryws rd
cryws rd
cryws 1
CRYWS RD
cryws rd
cryws rd
tryms rd
cryns rd
cryns rd
cryws rd
creys rd
cryws rd
cryws rd
whitchurch d
whitchurch rd
WHITCHURCH RD
whitchurch rd
whitchurch rd
whitchurch rd
whatchurch rd
whitchurch rd
mhitchurch rd
WHITEHLECH RD
WHITCHURCH RD
whatchurch od
shitchurch rd
whitchurch rd
shitchurch rd
WHITCHURCH RD
whitchurch rd
WHITCHURCH kD
WHITCHURCH RD
whitchurch rd
whitchurch rd
whitchurch rd
whitchurch d
WHITCHURCH RD
werthyr rd
serthyr rd
serthyr rd
merthyr rd
merthyr td
THE PHILOG
sarthyr rd
serthyr rd
serthyr rd
serthyr rd
merthyr rd
merthyr rd
sarthyr rd
aerthyr rd
THE FHILOG
serthyr rd
werthyr d
werthyr rd
THE PHILOG
sarthyr rd
merthyr rd
merthyr rd
THE PHILOG
merthyr rd
werthyr rd
serthyr rd
serthyr rd
nerthyr rd



04748
05947
07001
67201
07202
07231
07341
07242
07441
07442
07501
07502
07511
07512
07541
07542
07543
07544
07545
07546
07547
07601
074602
07611
07641
07801
07841
07901
07941
07931

04202
058221
08301
08341
oadl
08442
(8301
04541
08342

08611
08412
04741
04941
08942
0201

09411
09301
07641
o901
0902
05941
¥4z

e )
lud4i
10541
10741
11331
1144}
11541
11991

NEW ASTAM TAKE-AWAY

HUSSEYS
WOOLWORTHS
FINE FARE
PRICERITE
LRKROWY
LIAS
UNKHOWH
DAVIES.C.H
LMENOUN
WOODLEYS
LKNOMN
LMKHOWMN

EVANS. ). SSDANTSH BAC

GRIFFITHS. A

FARGOMS AND ROMLAWDS

SILVER.D

LES MATHEWS
PELLATT.G
TODD. J. W
UNHOUN

MERKETTS
PICEWICY

BRUTONS

AR HUH THE BAKER
BATEWNS

INDIAN DELICATESSEN

THRESHERS a1nes
UNKNOWH
BARROW (C5)
PRICERITE
GATEMAY

cooe

UNKHOUM
GROCER {122)
FRUIT SHOP (104}
SEAHOURMES
DENHLKST
POMXS, H
HUTCHER (180}
MERRETTS
SRUIRES
BRUTOHS
MOORCROFT. W
LIRINGHH
SALMDENS
IHTERNATIONAL
LIPTOMS
DRAMGE GROVE
WOOTLEY

FORD.V (hosesade bax

NS5 MENS
FORBOUYS

BRIAH PRICE CHEMIST

MAELFA FO

ROUCH HEMWS
londls (cosmos)
GREEMS
SHELLARD PV
GARRODS

3
21

L)

142

15
27
116
15
118
28
107
17

12
iz

113

174
183
158
163
132
104

155

180
148

104

134
18

10
L}

vl
187
189
3

7i
o7

MERTHYR RD
serthyr rd
clifton s
chifton s
clifton s
CLIFTOW §
clifton s
chifton s
cifton
clifton
chafton
clifron
clifton
clifton
clafton
ciifton
clifton
clifton
ciifton
clifton
clafron
clifton
clifton
clifton
clafton
chifton
ciifton
chifton
ctifton s
chifron s
clare 1d
clare rd
clare rd
clare rd
clare rd
clare rd
clare rd
clare rd
clare rd
clare rd
clare rd
glare rd
Clare ™
clare rd
clare rd
clare rd
naeifa
naelfa
naelfa
weifa
maelfa
naelfa
maelfa
naetfa
naeHa

umummnﬂwmmummwmmmamm

burnhaa ave
burrhan ave
burnhis ave
burnham ave
canglas rd
caegias d
caeglas rd
caeglas rd

256

12204
12321
12341
12441
1541
12342
124641
12811

PRICERITE

CRS

DWIES.L
COWTES

BUTCHERS (5 CW)
JOHES

CAKE SHOP (3 CW)
HATEMANS

HSS HEMWS

HOOTS
INTERHATIONAL
LIPTOHS

coae

COUNTISHURY FRUIT SU

PRKOS (NIGROS)

PICXWICK
RERRETTS
DYERS
FORBOUYS
REWSCARDS
GALLEOH WIKE
JACD drapers
WIGLEY.M CHEMIST
vq

HEWSAGENTS

G

LONDIS

NAC
FENCILLEY.R.C
CLINIC CENTRE
MEW ROAD GROCER
DAVIS M
DIRECT MEAT
DAMXS & COUCH
GAPAGE

BOOTS

MILIORIZOS (RUMMEY H

CALLETS
ml"

THE ORCHARD
FOULXES.G.J
FERRARIS
GODSALL

- LLOYD NEWS

DYERS CHIPS
chisese takeaway
WINES GALORE
hhoqal +Q+%
OAKLAND MOTEL
RICFARDS DAIRY
WINES GALDRE
SPITTERI

VEG SHOP
HUTCHINGS .S

pentioog rd of fl1c

sentioog rd news
pick and chew

wentloog rd mammkt

AT

LAKESTDE SALAD BOWL

PALMER AND SOM
LAKESIDE GRAWARY
FORBOUYS

ARTHR COOPER

ny

3

o

15
18

13
1%

14

oy
45
196
192
194

756

761
818
775
828

caernarvon say
CIEFTArVOL may
caermarvon way
caernarvon way
caernarvon way
[AErnarvon may
CaETnarvon sy
CAETNRrvOn My
caernarvon way
countisbury ave
countishury ave
countlsbury ave
countisbury ave
countisbury ave
countisbury ave
countishury ave
countishury ave
tountisbury ave
countisbury ave
COURTLShury ave
countisbury ave
countishury ave
countishury ave
COUNTISBLRY AVE
countishury ave
countishury ave
harris ave
harrys ave

| lanrusney ave
Hiamwuuney ave
LLAHRUMHEY AVE
lianrusngy ve
Hanrusney ave
nw rd

new rd

nex rd

new rd

nen rd

newport T
ewport rd
nesport Td
MENPORT RD RUMMEY
newport rd
newport rd
newport rd
nawport rd

763 newport ro

743

311

103

74

nemport rd
nesport rd
nesport nd
newport o
newport vd
nemport rd
NEWPORT RD RUFHEY
newport rd
FAMNEY HILL
remport rd roith
nemport rd roath
wntloog rd
nentioog rd
mentioog rd

ment loog rd
mencloog rd
wentioog rd
sentioog rd
wentioog rd
clearmater way
clmrwter wy
clearwiter Wy
clearmater may
Clearwater say
clearvater way
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Berr—-=dhlia S B
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20v41
20942
21201
21341
21441
21442
21541
21341
21501
21941
21¥51
22341

22342
2244
22541
2241
22942
22943
2231

23341
23541
23941
24000
24331
24341
24342
24541
24901
24902
24741
25331
5341
25342
5343
25344
25954
28344
26342
26441
28341
28441
8344
28911
28v41
293)
29342

30242
30343

20345
30541
30542
341
31342
3143
31441
31344
3144t
31442
KITL)
Kol
344

M2l
K K]
34941
33201
35331
35041

CHEMIST

HARDMORE SHOP

AR

ARGYLL STORES
FIRTH.A

JOHN,J

CYMCOED FaRM PRODUCE
DELICATESSEN CYMCOLD
NSS NEWS

CYNCOED WINE
CYMCOED RD FO
GROCER (RHY R)
CRANE.G (OVAL STORES
JAMES.F(R (FR}
CROSSWAYS

STROMGS

PARKERS DAIRY
MKCHELLS

FIDLAS RD CHEMIST
TRONYONGERS
urknomm
LLOYD-LENIS . D
CORIRN.A.J

DENALD WINE
typewr1ter shop
SPAR

ENCLISH CONTIMENTAL
SARWAR

KROTOSKY . A
CHAMMINGS

CAMBRIAN LNITED DAIR
FRENCH WINE CENTRE
»acp

AUSCAT.M
DAWIES.J.R

MINIMKT

ADILS

FARRON (DS5)

DRAMS

OFSOLINI (XIMBERLEY
CHLNANL F

LADY MARY STORES
CROSBY.A

FRISON

DEMALD WIKE

EVES HEWS

PENYLAN HILL STORES
HILL TOP STORES
WCS

ROBERTS.D.W
WESTGATE (WESTLAXE)
ITALIAN GROCER
WAVERLEYS

POYLES

LLOYDS

TEA STORES
EXINTARIS

SAITO

SALAD BOWL

FRATT.T

ROATH PRKERY
GOLDEN RING BAKERY
TRONMOMGERS
SUMNERHAYES :H
GENERAL STORE
LINFOOD CASHACARRY
spar

centra

hOKTH RD DFFLIC
INTERMATTOMNAL

MACE

533

287
3

v

&b

47
120
144

70
™
72
18

iz

WELSH FREEZER CENTRE 77

tlearmater way
CLEARWATER WaY
cyncoed rd
cyncoed rd
cyncoed Td
CYNCOED RD
cyncoed rd
cymcoed rd
cyncoed rd
cyncoed rd
cyncoed rd

1 hydypenau rd
LLAMDEMHIS RD
FIDLAS RD
heathwood rd
heathwood rd
rhydypenas rd
heathwood rd
F1DLAS RD
rhydypenau rd
clarendon rd
clarendon rd
clarendan rd
clarendon rd
city rd

city rd

city d

city rd

city rd

ciey rd

caty rd

city rd
donald &
donald s
donald s
donald s
donald s
donald s
himberly rd
Kinberly rd
Kisberiy rd
naryport T4
saryport vd
maryport
waryport rd
maryport vd
waterloo rd
waterloo rd
cathays terr
cathays terr
cathays terr
cathays terr
tathays terr
cathays terr
cithays terr
sal1sbury rd
salishury rd
SALISKIRY RD
sallshury rd
satisbury rd
salisbury rd
salishury ~d
SALISBURY RD
wmaerne rd
north rd maindy
north rd salndy
north rd qabaifa
north rd qbalfa
north rd gabalfa
caerphilly rd
caerphilly m
caerphilly rd

35342
3543
J5344
35441
B4z
/1
35401
35901
35902
35914
35941
35942
3943
33954
333
36441
34541
36641
a4t
36942
393
73
741
M
7901
38331
3341

38541

37331

39332
37541

39741

40321

40441

40442
40501

40411

40741
41321
41441
41541
42331
43201
43221
4371
43331
43341
43342
43343
43344
43411
43412
43441
43442
43511
43541
43542
43501
43441
43701
43902
34
44334
44441
44541
44741
44942
4434]
45341
#4741
47341

BUSHEL BASKET
WAYSIDE STORES
unknosn

JOHN AND ROGER
HAPSONS
WELSH BROS
NERRETTS
AUGHSTUS BARMETT
AKTHUR COOPER
oomityn.r.g
BRENDANS
BIRCHGRVE
AMDREWS P
PETROL STATION
spar

KEHS (MAYFAIR)
REES.Y
DAVIES.L
GALLEON WINE
AHSED

power .a

Nare

I ILLSXCHRIS
UrKTONN

NSS HEWS

v

HILL.C
MILLER.T.D
spar

UG

REID.S
WILLIAMS

CooP

FHILLIFS
LLANISHEN FRUIT
FONCOTTS
SQUIRES

NS5 news
KIMBERLEY MEWS
COoP

PEMROSE, A,
JEHKIMS.T.C
londas
INTERHATIONAL
COOP (HYD)
Spar

iond1s
whalleys
BRADDELEY

DER] STORES (WR)
EVANS (FR)
RIRDS

BEST

RHIWBINA FRUIT (A.GI

UNKNOMN
FOWCOTTS
SHIELDS.P
RAYBOULD

332

2]
121

125
79

493
i
108
1z

11
100
123
1¥

163

é
4

15

PICKRICK (SYLVESTERS 5

THE CABIN
CARRODS
arthur cooper
REMSEOX

mace

DAVES (JIDKES)
DAVIES.E
COTTRELL
SEASDMS
TUTSELLS

LAVY aMD SINS
WILLIAS NENS

GROCERS {40 LOWYC)

casrphally rd
caerphilly rd
CAERPHILLY RD
caerphilly rd
cagrphilly rd
casrphiily rd
caerphilly rd
caerphiily rd
Caerphilly md
caerph1lily rd
caarphilly rid
caerphiily rd
CAERPHILLY RD
CAERFHILLY RD

st 1san rd

st 153n rd

st 1san rd

st 1san rd

st 15an rd

st 1san rd

st 1sin rd
thorrh111 rd
thornha!l rd
thornhall rd
thorphal) rd
fishguard rd
fishquard rd
fishquard rd

heol 1lanishen fach
heol 11anishen fach
heoi liamshen fach
heai 1lamshen facn
station rd |lanishen
station rd llanishen
station rd )lanishen
station rd )lanishan
station rd |lamshen
station rd 1lamshen
station rd 1lanishen
Iangrannog rd

| langrannog rd
angrannog rd
church rd

heal y der1

heol y der1
pantbach rd

heol y der:
pantbach rd

heol y deri
wenallt rd

pantbach rd

beudah rd

park rd

heol y der
panthach rd

heol y dery

beulah rd

heoi y dery

beulah 4

HEOL Y DERI

heol y deia

beulah rd

PANTBACH RD

heol ffynnon wen
heol ffymnon wen
heai ffyrnon wen
heo! {fynnon men
heol {fyrmon wen
hollybush est

hol lyoush est

hol lybush est

lon y celyn



47941
48000
48001
4833t
44341
48411
48541
48342
48543
48941
48942
49541
50341
50441
30741
51201
51331
51441
51541
51641
51901
52304
52331
52341
52441
52442
52443
52444
02943
58601
sve2l
39331
40101
40341

0951
61341
&l42
41343
41344
61345
&1541
1441
41841
41904
41941
02341
42441
62541
42542
62604
42841
6241
§2942
63241
43341
43342
43343
63344
43441
64021
44101
44341
44342
64343
S4344
44345
S4344
64347
A4348
54349
S444)

COLLINS

bonden

BOOTS

spar

malve~n confectioner
BESTS (PARK PRUIT SU
JACKSIN.R.H

LOWYS

THOMAS

JACKSONS NEWS
ANDREW AND CDURIER C
PEARSON, J, E

GENERAL FOOD

woods

STANSFIELDS
(HTERNATIONAL

LOMDIS

GNYMME.D, J

BUTCHER

GABALFA BAKERY -
CALLEON WINE

LiPTONS

VG

FORTERS

LLYNS FRUIT

GENFFS

frurt bowl

top fruit co

NEWSAGENT

PICKWICK
cooe
MAID WRTON

PRICERITESLD-COST

THE TRICO

PICXWICK

ESS0) GARAGE

GROCERS

KEIRL.D

HOWELLS

LANTZOS.D (KINGS STD
COLLINS.L.J

HUTCHER (73)

LUKE.E

KEANS N HERES

WIME SELLERS OF WALE
STREET,J,R

massa i § bherme
THE FRUIT BOWL
DRISCOLL.D.J

PURCELL

pickmick

JOES DELICATESSEN
THE CAWDY RO)

NEIS (230)

WA XTU CHIMESE SLFE
asian food stores
BOLNELL (WS)

PATEL SELF SERVICE (
EASTERM CULTURAL SER
HARKIS.G (WELLS S)
LENS

INTERNATIOMAL
WnKnom

SLOLEY, I

farmers stores
SULLIVAN (CDRP K)
ERIFFITHS (CDRP R}
MASGMS STORES (FACET
ARIN.5 (PAGET S}
PHILLIPS.¥, (PAGET §
GAMDY.J (FEN R}
FRUIT SHOP (51) (COR

43

76

10
i

LON-Y-CELYN
park rd
park rd
park rd
park rd
park rd
park rd
park td
park id
park rd
park rd
plas melin
plas newdd
pias newpid
pias newydd
gabalfa ave
gabalfa ave
qabalfa ave
GABALFA AVE
qbalfa ave
gabalfa ave

station rd )landaif n
station rd |landaff n
station rd 1landaff n
statien rd |landaff n
station rd )iandaff n
station rd llandaff n
station rd |tandaf- n

albany rd
wilson vd
cowbridge rd aest
coubridge rd west
re

cre

cre

CRE

ROMILLY CRES
thve rd
clive rd
severn rd
Kings rd

4

severn grove
KINGS RD CANTOM
clhive ird
clive rd
cathedral rd
cathedral rd
tathedral rd
Cathedral rd
cathedral rd
cathedrai rd
cathedral rd
cathedial rd
tudor s

tudor 5

welis s

tudor s

%

mells 5
perarth rd
penarth ra
cornmall s
cornmal)] 5
cormmil 5
corporation rd
corporation r4d

pager s
RQT 5

paget s
pemarth rd

cormail s

258

TANTI

JORES (53) (CORP R)
DALSYS

JOHRSON. X (40 MERCH
parrys

KING.AJH (CDRP R)
urknown

KELLY.F (130 PEN R}
HEDGES.J (PAGET §)
FROOKINGS (FAGET 5)

BACCA.L (83 PAGET S)

MATHENS
STOCKDALES
YOUNGS

GRANGE FISH BaR
THAYERS (PEM R)
RENS (75) (CORMMALL
KEARLEY AWD TOHGUE
LYNCH (CORF R)
NOBEL (PAGET 5)
NORGAN, D {(PAGET &)
GRAMGE SINIMKT
e (140)

unknoan

apt

RROADNAY FOOLS
NCNONALDS STORES
SANDYS

ASH:D.M

FORGET -ME-HOT
EDGECCIEE

COOMES

MAGIC BEAN BAG
JAMCEY

GERRARDS

FRAKCIS

GIKBS

FERRIAN

Spar

DUFFYS (mS)

MACE

w

unknoan

OLLIN & WHITEHURST
BEAM.C

1DAS

ROATH STORES
CARLISLE MINIMKT
UnKnosm

Kakia
. TRENORFA VEC SHOP
BURTOHS
WOGDHOUSE butcher
SHAPLAND 4. S
PAYTER BROS
FICKWICK (REES)
CARLISLE BAKERY
JANETS BAKERY
MOORCRAFT. W
celiars hosehrew
OFFLICRXE (25)
fish & chip shop
unknomn
allllams

mrt.‘ Is

chesist
GHAFFER.A (CS)
YORATH

MORGAN

MERKETTS (PP)
THORNTON CHOC
S.HALES MEWS

33

&

144

247

¥z

CH Bug

55
147

x
corporation rd
PACET §
merches qardem
paget s
corporation rd
corporation rd
penarth rd
paget 5

paget s

paget s
corporation rd
penarth rd
panarth rd
penarth rd
penarth rd
cornmall s
penarth rd
corporation rd
paget s

paget s
corporation rd
broadeay
broadway
broudway
broadway
broadway
broadway
broadway
EROADMAY
broaduay
broadway
broaduay
broadway
broadmy
broadway
broadway
broadway
peteor s
BeTEOT 5
carliste s
cariisie s
carlisle s

£

spiott ™d
spiott rd
carlisle s
eeedsauir rd
b

%

toeedsmnr rd
sptott rd
tarilsle s
carlisle s
tarlisle s
carlisle s
splott ra
cariasie s
splott rd
cariisig s

X

tweedsaulT rd
x

carlisle s
carlisle s
twesdsaulr rd
coburn s
WOODVILLE RD
WOODVILLE RD
park place

x

A i



6y94?
70341
70342
70343
70344
70345
70344
70347
70541
70841
70741
70951
71331
71341
71342
71343
71344
71541
71951
71952
72541
73000
73221
73341
7354}
73488
73951
74201
74221
74331
74332
74341
74342
74343
74344
74344
74347
74348
74349
74841
74541
74941
74742
74951
74952
75321
7534
75342
73343
73344
75345
75345
75347
75348
73349
73370
75541
73542
75643
75841
75741
75v42
75943
73451
75vy52
73953
74331
763132
76341
76342
74343
76441

KEEDS,A,C HEWS (NR)
KHAMS MINIMKT ¢<AS)
YOUSEF.A (Y.ALL) (AP
PATEL,D (AS)
GIALDFSOS (MP)
HIGGINSON (XS}
amins ([P}

correr shop

ADAMS HAKERS

SPICE OF LIFE WHOLEF
AGRAL

HARRTW {IP)

MACE (OFF CS)
FRO-CUT (MR)

SHEIKS

CHRISTIMES

STEVES

WILLIANS

PO (WG}

MARLEY HOMECARE CENT
TIRTOMS (ER)

GARAGE

£ooP

TON STORES

JONES.G K (TE)

FARN

5T.AELLDNS PD
LIPTONS

Coop

Spay

LDHDIS (WR)
HENG.C.5 (BC)
LAVE.E.A (PENTWYN ST
TRINICKS (CW}
GIBBONS.C (COED Y GO
HIGHFTELD STORES (HR
Jewls megson
FEMHSTLUANNIA STORES
WERN GOCH STORES
pentwyn bakery
delicatessen
WINDMILL KIDSK (LRY)
themist

MURSERY

OVERASMOW HEALTH CEM
UTKNOUN

EGGARS (BS)

indian grocer {ps)
EDSMESTON STORES
MALIKS {MAIMDY STORE
scotts corner shop (
radfords (gen stores
JOMES (M5)

SCOTT (DR)

DIMOHD (DS}

CATHAYS MINIMKT
ADANS.D (CS)
WOODHAN (MR)
CONTINENTAL BAXERS
WHOLEFOOD SHOP
EAST.R

MACATE

BITTA (B5)

CLINIC

BARROM (15)

THE SALVATION ARy
Spar

unknowm

TOF SFOT
WILLIAMS,T.E (FR)
RHYDHELIG STORES
FRUIT MARKET (HR}

soodville rd
arran §

arran pl
arran s
sackintash pl
upper Kincraiqg s
Lverness pl
cyrfartha s
arran pi
1vermess pl
penyian rd
1nverness pl
OFF CLIFTN ST
PARLBOROUGH RD
strathnairn s
strathnairn s
strathnairn s
WATERLODD GDHS
WATERLOG GARDENS
OFF WEWPORT RD
BALL RD

5T MELLONS
TROMBRIDCE EST
X

TROMBRIDGE ESTATE
ST NELLOWS

st Rellons
coel y gores
bryn ceiyn

gl enwood
WELLMOOD RD
ERYN CELYN

X

CHAFELROOD
COED Y GORES
HIGHFIELD RD
brym celyn
pennsylvania
Nern goch

bryn celyn
perywain rd
LAKE RD WEST
brym celyn

ST EDEYRM RD

X

maindy rd
BRITHDIR §
FENTYRLH S
COSMESTOM §
lisvane s
FLORA §
MERTHYR S

May §

DALTON 5
DANIEL §

X

COSMESTON S
MAINDY R
FAIROAK RD

fitzroy 5
X

My s
BRITHDIR §
iy 5
TEWKESBURY §
sy s
ALLENSRANY R
HIGHFIELD RD
rhydhelig zve
FIDLAS RD
rhydheing ave
HEATHWOID RD
259.

74301
78401
T4s41
76642
76941
74951
76952
76953
77000
7
17941
7795%
78341
78342
78343
78344
78345
78441
78442
78443
78444
78541
78542
78641
768741
78751
78741
78942
78943
78944
78945
78944
78951
78952
79231
79331
7y332
79341
80743
40931
81331
41232
Bi341
81342
81343
81344
B1641
81941
42841
43001
83341
43142
43343
43344
83345
43345
83511
83541
43941
43542
23743
43731
84341
84541
B4¥51
85021
87304
45951
87331
87441
47641
87642

BAXTERS (TCA)
MERRETTS

HEMORY LAME CAKES (M
KAKERS (S5GR)

nurden peacock
HEATH HOSPITAL SHOP
ENERALDA (WYC)

NEWS (MYC)
TRALDCRAFT

ANDRENS AMD COURIE €
SMARTS

CLINIC

CORYTON STORES
ST.MARGARETS STORES
VELINIRE STORES
SLADE

DAKAY (CR)

VEG SHOP

WOODMARD (CollR)
AWSTINS

fruit shop

RIVERS,L (HILLIER)
JIMS

HONEYFOT BAKERIES
w1l )1ams.f

fish fryers assoc,
PARK CRES FO

CORMER SHOP (OCR)
PRINCES (FR)

SAF (ER)

VICTORIA FISH & CHIP
FMCMULLAN & WIFE
WHITCHURCH HOSPITAL
CLINIC

VG

MARLHORDUGH STORES
5PAR (CS)

SUCHAKS

LLANDAFF FO

CANTEEN

spar

spar

LT nOWN

FRUMSHICY STORES
REGAN.K (EF)
STRATFORD.H (EP)
LUKES

NEUS SHOP

THE CDOK SHOP {(PS)
DODGE CITY
~GROCERY

PENLYWH STORES {ES)
JOMES H.A (LS)
GUY.A (HS)

CARDIFF DEEP FREEZE
M5

FRUTON (HS)

AVDNA BAKERTES
WILLIAMG. T,
MOORDALE OFFLIC ¢AR)
HEALTH DEFT (CR)
BESSEMER RD MARNET
HERBERT ST FREEZER C
SWIFTS (A%)
CARDIFF ROYAL IMFIRNM
LEOS

OANTSH BACON CD
SAHUAHAR OPEN MARIKE
SPAR

GREEMGROCER
NEWMAMS

PARKYS

TY-GLAS AVE

X

MAES Y CDED RD
ST CILDAS RD
ty glas rd
heath hospital
MAES Y COED RD
MAES Y CCED RD
RHIUBINA

heal y der:
HEOL ¥ BRYN
heal y dery
coryton rise
st pargarers s
velindre rd
FARK CRES WHITCHURCH
CORYTEN RISE
MAES GLAS
COLLEGE RD
coryton rise
heal don
coryton rise

X

X

Kyle ave whitchurch
brook rd whitchurch
PARK CRES

old church rd
FORELAMD KD
HISHOPS KD

OLD CHURCH RD
KELSTOH §
wails s
BISHOPS RD
COLWINSTONE S
birchgrove
COLWINSTORE §
COLWINSTOME 5
X

LLANDAFF
HEVILLE §
atlas rd
ALHERT §
X

EARLE PL
ETOM PL
X

FEMBROKE RD CANTON
FONTCANMA §
HADFIELD RD

X

BROAD S

thve rd
HILMESPALE 5
hadfield rd
HMTER §
HOLMESDALE S
grangetomn

4

ANHDALE RD
CURRAN RD
BESSEMER RD
HERBERT §
ADAN S
cardif{ roval anfirsary
soorland s
clydesauir rd
sanquahar s
radye
TOHCWYHLAIS
NOTQANSTOMN

X



88000
a2t
8431t
88341
8a342
a4441
83442
88443
Ba444
BB641L
B804
89331
8y541
$0001
90002
70003
70101
Y0341
F0541
y0741
71001
71002
71003
S1004
91005
71004
F1007
¥1008
21009
$1060
71101

yi102
91201

iz

§1231

$1232
91341

$1342

91343
1344

Y144}

y1501

71541

91542
91401

Y1402
91411

91612
91413
71641

91841

y1911

91741

91942
91y51

Y2000
2001

¥2101

2201

2231

Y2321

y2341

g244]
2442
Y2443

2444

92501

Y2541

92401

y2641

92442
Y2543

fish fryers assoc
coar (o)

MCE ("R)

@A (FR)
SPENNING WHEEL (BD)
YOURG, B (CR)

RADYR COURT FRUIT (D
BILL RD FRUIT
DAVIES (FC)

HAKERS

GARRODS (CR)
GORMANS

urderdown. ¢
CARREFOUR

ROOTS CAERFHILLY
tesco

KWIKSAVE CAERFHILLY
WINIMKT CAERFHILLY
pughs (bartiett s) ¢
FISH SHOP

ASDA HEWPRT
LITTLEWOUDS MEW-ORT
BRITISH HOME STORES
PARKS AND SFEMCER ME
WOOLWORTH MEWFORT
ROOTS HPWPORT
MEDICARE MEWPORT
bejan

safeways

SHOFFERS PARADISE NE
TESCO HEMFORT
XWIKSAVE NEWPURT (CD
GATEWAY

COOF

SPAR

SPAR

paluers newport
young.c

CHARLIES

cox

SHEILHS NERPURT
DEWHURST NEWFORT (HI
CATERWELL HEWFORT (M
WILDINGS MEWFORT (SH
FERRARTS MEWPORT (SK
RERRETTS NEWPORT
oven door (caerieon
lovells bakery

avana

MR CRUSTY

health shop

thonsg

coffea pot

ICZ CREAM SHOP

NKT GDN

TOPLAS

WOOLWORTHS PEMARTH (
INTERMATIONAL PEWART
l1ptans

MACE

COOP PENARTH (LIHDSD
TEHRTILTEM DIMAS POMI
ROBINSOMS PENAKTH (G
WARD. N FENARTH
DAWIES. [

MINT FRUIT MARKET
DEWHURST PENARTH (W1
LASH

FERRARTS PEMARTH (W]
DIAMOMD BAKERY
EORNERUWELL FENARTH
wiilhass

brook rd whitchurch
DANESCOURT
MILL KD
PETHYHRILGE RD
BEECHLEY DR
CHESMUT RD
DAMESCOURT
MILL RD
FAIRWATER GREEM
danescourt
CHESHUT RD
HEOL FOYSTON ELY
sevenaak rd
Cot il y
CAERPHILLY
caerphilly
CAERPHILLY
CAERPHILLY
caerphilly
BEDWAS

HEWFORT
nemport
NEWFORT
NEWPORT
NEWFORT
HEWPORT
NEWFORT
nemport
newpo t
WENPORY
HEWFORT
HEWFIRT
NEWPORT
CAERLEOH RD NEWPCRT
CAERLEON RD HEWFORT
COMMERCIAL S MEWFORT
newpo! t
bassaleg
BESSALEG
newport

MEUF GRT
MEWFORT
NEWFORT
NEWFORT
HEWPORT
KEWPORT
newport
newport
bassaleg

KISCA

newpart
MENFORT
newport
HEWPORT
QUEENSHAY
FEHARTH
PEMARTH
FENARTH
penarth
LAVERNOCK
PEMARTH

DIMAS PIMIS
PEMARTH

windsor rd pemarth

260

FISH PENARTH (PAGET
SADLERS FISH PEMARTH
THAYERS

baots

supersariet 1lantwit
FRESTO BARRY
KWIKSAVE

TESCO BARRY (HOLTON
Coe

coop

SPAR

spar

STONES

FRESS . BARRY (HOLTO
HEM FRUITERER BARRY
davies § bros
GOVIER

wood}eys barry {Hoit
BAXTERS

VIC HOPKINS

MONKS

hogkin morgan
PICKWICK

TAYLDR.J.G (JOHNG) B
TOFSETT.F

BAKERY

diamonds (hairy)
JOHMSOHS BARRY (ERDA
pleasure park

TESCO PORT TALEOT
DEWHURST PORT TALHOT
TESCD LLANTRISANT
CATEWAY CHURCH VILLA
spar

flem veg

GRAHARY CHURCH VILLa
HURSERY

MARKET PONTYFRIDD
MARKET MERTHYR TYDFI
MARKET FONTYCLUN
MARKET SWANSEA
MARKET SWANSEA THLOD
MRKET ABERGAVEMHEY
MARKET GLIUCZSTER
MARKET SWANSEA FISH
WARKET EXETER
marker

HEREFORD MARXET
LLANELLY MARKET
warket
~ MARKET SHREWSHURY
HEWFORT MARKET
CHESKEL

WOOLCG CWMBRAM

ASDA MERTHYR TYDFIL
w00 lworths
11t1 | ewonds

marks & spencer
sarks & spencer
11tt)evoonds

h,‘“

marks § spencer
ASDA

HEJAN

woalworth

wooimorth

BOOTS

SATHSHURYS CLMERAN
FINEFARE

TESCO SWAMSEA

tesco

TESCO PONTYFRIDD

PEMARTH
FENARTH
PEMARTH

barry

1lanteit ma,or

combridge
RHOOSE

FARRY

BARRY

barry

HOLTOH RD BARKY

barry

FORT TALHOT
PORT TALBIT
LLANTRISANT
CHUKCH VILLAGE
talbot green
jlangrisant
CHURCH VILLAGE
CREIGAU
FORTYPRIDD
MERTHYR TYDFIL
FONTYCLUM

penarth
SHRENSHURY
NEWPORT
CRICKHEWELL
CWMBRAN
MERTHYR TYDFIL
pontypridd
sHANsed
smansea
cmmbran
carsarthen
bradgend
pantypridd
MOFRRISTCH
SWANSER
porthcawi
swansea
ROSS DN WYE
CMBRAN
ahergavenny
SUANSEA
neath
FINTYFRIDD



98106
98107
98108
8109
28121
¥8140
98141
y8142
98163
¥8144
98165
#8201
28202
98203
98204
vB221
98222
Y8223
98224
8225
§4225
yh427
98228
98231
987232
8233
Y824
82135
¥8341
78342
98349
Y8344
98345
FA345
96347
98441
9a442
78443
98444
78445
96444
$8541
98542
¥8343
78441
98442
y8841
Y8842
98701
Y8941
Fay42
7824
yh744
78943
98551
y8952

9001

¥9003
99004

#9007
97101
y¢102
#7103
104
99105
99105
9107
9108

INTERNATICHAL CAMERA
KNIKSIVE PONTYPRIDD
fine fare

tesco

LEGS

TESCO

tesco

TESCD

INTERRAT 1 ONAL
prestu

tesco

GATEUWAY

GATEWAYS

GATEMAY

LIPTONS

COoP

LITEBITE APERGAVEMME
DEL DISCOUNT PONMOUT
PRINCES CAFE FOWTYPR
sefton seadow frozen
tea shop

EVANS

D&J STORES

GARDEN BASKET CWMBRA
FRUITS OF THE WORLD
greengrocer
GREENGROCER
ggreengrocer
tmed11iion

LLAMELL] MEAT CD
WILDING AND KEWT Cult
tudn'r.,,.e

HOT BREAD SHOF SWANS
JILLS HENGOED
WHOLEFOODS ROSS-ON-W
health shop

COTTAGE CRAFTS
KOYAL CAFE CRICKHME
GAMBERINI PENYCRAIG
college crafts
health shop
TAKE-ANAY

STALL

DARE VALLEY CENTRE
fortoum and sason
lewis s

moo | morths

MARKS AND SPENCER
WODLUORTHS

MWARKS & SPENCER
WOOLWORTHS

HOOTS {CLIFTON DOWM)
SAFENAYS EALING
SAINSBURYS GLOUCESTE
SAINSRURYS (CLIFTON
internationat
SAFEMAY WINDORNE
Tine fare

tesco

WAITROSE

CUrERAN
PONTYPRIDD
pantypr1dd
carsarthen
PYLE
LLANELLT
ibergavenny
HAWERFORDWEST
RHYDYFELIN
swansea
H
SKETTY
TOMTEG
MONMOUTH
MERTHYR TYDFIL
NEWBRIDCE GWENT
MERTHYR TYDFIL
SWAMSEA
ROSS-ON-WYE
TAFFS NELL
nonmouth
BRECON
RELSQH
FONTYCLLN
SWANSEA
FEMBROKE
LLANELLL
MARSHFIELD
ibergavenny
FONMOUTH
pontypridd
taifs mell
brecon
HEMGOED
LLAMBRADDOCK
CHMBRAN
CHEFSTOM
pontypradd
SUANSEA
porthcawl
ahergavenny
LLANELL]
CUMBRAN
bridgend
SHANSEA
HEMGOED
ROSS OM WYE
monacuth
X
CRICYHOWELL
PENYCRAIC FHOMDDA
CTosSs Kays

BRISTOL
baurton-on-the-sater
WIMHORNE DORSET
cheltenhan
barnstaple
bourrmouth

9109 salhsburys swindon
9140 SAIMSBURTS HASTINCS
7151 SAINSBURYS SEAFORD
w142 fine fare swindon
izl COOP XIDDERMINSTER KIDDERMINSTER
I Co-op OXFORD
§¥32] cooe BERKELEY
9341 GROCERS TAMORTH
97342 GEN STORES ST.AGNES CORMMALL
9441 FRUITIOUE BRISTOL HRISTGL
F9442 FRUITSHOP TAUNTOM TAUNTON
99443 THE FARMHOUSE GLOUCE GLOUCESTER
o444 MHFREDS TEWKESEURY TEWKESHLRY
99445 BARRM WHITELADIES R ERISTOL
448 reengrocer cheltenhan
b2l MWARSHALLS SHREWSBLRY
o448 qreenqgrocer sidmouth
9449 sanders westOn-super-nare
97341 butchers strest
9542 WARNERS GLRECESTER
79543 BUTCHER ST.AGNES CORMMALL
o841 DET DANSKE HAUS BRIS ERISTOL
7842 bakers plymouth
9443 baker che) tenham
99444 annes pantry gloucester
Y9645 CHARLOTTES CLIFTON BRISTOL
9546 BAYER BATH
79741 fish shop beer devon
77841 HEALTH SHOP STOM-0H-THE-NOLD
$9901 MAYHARDS TEWKESBURY
9941 Higgins coffee werch london wl
7942 100 SoP BRISTOL
9943 TROUT FARA BROADUAY
99944 BAIRY ST.AGHES CORMMALL
Fresl PUB LYMDHURST
9952 qarage Tenkesbury
99Y53 beer dairy beer devon
NOTES.
This Appendix contains codes, names

261.

and addresses for all 'shops' for
which codes were prepared, including
all those reported as being used by
panellists  (see Section 6.1)

No significance should be attached
to the use of capitals as opposed
to lower case letters.

'CRE' means Cowbridge Road East

'Cryws Rd' 1s a misspelling of 'Crwys
Road'
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10

11

12.

13
14

15

16

17

18
19

R.S Spooner g-Analysts and Social Indicator Studies in Planning,
March, 1980.

Michael Batty (omputers and Design The New Challenge to Urban
Plarming, March 1980

PN Cooke and RY Kemp Normative Structures Their Role in
the Analysis of Communicative Comtent in Public Policy-Making,
Apri1, 1980

Michael Batty 4 Perspective on Urban Systems Analysis,April 1980

Ian Bracken and David Hume An Analysis of Welsh Structure Plans,
May 1980

Michael Batty  Symmetry and Reversibility in Social Exchange,
May 1981

R. Crouchley A4 Famly of Tests for a Collection of Poisson Processes:

An Application to Dwelling Tenure, May 1980 -

R Crouchley Identification of a Frequency Distribution An
Application to Duration in Dwelling Tenure, June 1980

Patrick N O'Farrell The Mobilisation of Indigenous Potential:
Towards a Complementary Regional Strategy, July 1980

R.B. Davies, R Crouchley and A.R Pickles A Famly of Tests for
a Collection of Short Binary Series, August 1980.

Michael Batty On Systems Theory and Analysts in Urban Plaming.
An Assessment, August 1980

Carole Rakod1 Housing and the Urban Poor in Lusaka, October 1980.
J P. Ryder Bilingual Signs win Wales A Review, November 1980

David J Nicholson  Vacant Urban Land in South Wales A Comparison
wirth the Literature, November 1980.

Phil1p Cooke. Dependency Formation and Modes of Integration  The
Historical and Contemporary Case of Wales, November 1980.

A R Pickles, R B. Davies and R. Crouchley: Testing for Cwmlative
Inertia, November 1980.

Jeremy D. Alden A Comparative Analysis of Second Jobs in the USA
and Great Britain, December 1980.

She1la Davies 4 Geography of the Aged, December 1980
R Crouchley, A.R Pickles and R.B Davies Dynamc Modesl of

Shopping Behaviour The Linear Learming Model and Some Alternatives,
December 1980.
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21

22.

23

24

25

26.

27,

28

29

30.

31
32

33

34

35

36

37

38

Michael Batty and Richard Spooner  Models of Attitudzs Towards
Urban Modzlling, December 1980

R. Crouchley, A.R Pickles and R.B. Davies, Heterogeneirty and
Hon-Stationarity i1n Behavioural Modelling, January 1981.

Gareth Rees and Teresa Rees Migration, Industrial Restructuring
and Class Relations The Case of South Wales, February 198]

Richard B, Davies and Patrick N. O'Farrell an Intra-Regronal
Locational Analysis of Second Home Oumership, March 1981

Richard Spooner and Michael Batty WNetworks of Urban Systems
Analysts, March 1981

P.N Cooke and Gareth Rees The Industrial Restructuring of South
Wales The Career of a State Managed Regiom, April 1981.

Ian Bracken andDavid Hume Key Activity Forecasting in Structure
Plans. A Critique, April 1981

Clafford M Guy The Use of Models and Sumulation Methods in
Aypermarket Impact Studies, May 1981 -

P N Cooke. Urban Redevelopment and the Local State The Case of
South Kales, May 198]

Carole Rakoda Monitoring and Evaluation in the Planning Process
wrth Special Reference to Squatter Areq Upgrading Programmes in
Developing Countries, May 1981.

John Keung  Govermment Intervention and Housing Policy in Homg
Kong A Structural Analysis, June 198)

PN Cooke Local Class Structure in Wales, June 1981,

Tan Bracken Classifreation and Analysts of Strategrc Lend-Use
Polieres, June 1981

R. Crouchley, A R Pickles and R B Davies, Movers and Stayers,
June 1981

R. Crouchley, A R. Pickles and R.B. Davies Intra-Urban Migration
Dynamics for a Heterogeneous Population, June 1981

J D.Alden and R.S. Spooner 4an Analysis of Second Jobs in the
European Community, September 1987.

P N Cooke: Inter—Regronal Class Relations and the Redevelopment
Process, July 1981,

R Crouchley, A R Pickles, R.B. Davies State Dependency and
the Market Place, July 1981.

R Crouchley, AR Pickles, RB Davies A4 General Hdeterogeneous

Binary Markov Model with an Application to Shopping Behaviour,
July 1981
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41

42

43.

44
45
46

47
48

49

50.

51
52

53.

54
55

56

57
58

John Keung  Urban Planning in Hong Kong - A Political Admnistrative
Perspective, July 1981

Michael Batty A Model of the Battle for Tolmers Square, August
1981

Cl1ff Guy The Assessment of Access to Local Shopping Opportunities*
A Comparison of Accessibility Measures, September 1987,

C.d L Yewlett Inmter-Corporate Planning A Case for Competition
or Co-operation?  QOctober 1987.

Robert Crouchley, A R Pickles and R B.Davies. Factors Affecting
The Sex of Children A Prelimnary Analysis, October 1981.

Barry Cooper Transport Plamming Practice A Review, October 19817
Michael Batty The Evolution of Planning Models, October 1981

Andrew Pickles  Residentiql Mobility Rates win Cardiff- A Model
and Prelumnary Analysts, October 1981

M J Bruton Strategic Planning in Malaysia, November 1981

C J L. Yewlett Polishing Practice The REconciliation of
Setentists and Practitioners, November 1981

Clifford M Guy  Push-button Shopping and Retail Development,
February 1982

Jean Walters, Some Characteristics of Motoreyelists, April 1982
John Lovering Guwynedd in British Caprtalism, June 1982.

Jeremy Alden and Richard Spooner  Dual Activity wn the Agriculture
Sector of the European Community, June 1982

Ian Bracken. Flexibrirty in Strategie Land-Use Planning: -Case
Studies of Policies and Practice July 1982.

Jean Walters: The Telecommnications Impact, July 1982.

John Brookes and Joyce Halliday: Current Standards of Accommodation
wn Dwellings burlt between 1889 and 1899 within South Wales, July 1982.

Michael Batty and P K. Sikdar Prozumate Aggregation—Estimation
of Spatial Interaction Models, August 1982.

Michael Batty [Linear Urban Models, October 1982.

Michael Batty Cost, Accessibility and Weighted Entropy, December
1982.
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59

60

61

62

Michael Batty and Karmeshu 4 Theoretical Strategy /jor
Generating and Testing Migration Models, November 1982,

M J Bruton Bargawning and the Development Control Process,
Apral 1983

M J Bruton Legisilation and the role of the Town Planner in
Soctrety, April 1983

Gareth Rees The Political Economy of Rural Areas  Observations
Based on Welsh Experience, May 1983
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