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Introduct ion 
An ar•>a of increasing interest to marketers 
concerns how regional culture impacts consumer 
behavior (e.g. see Boote 1981; Clever 1982; 
Dardis, Derrl ck , Lehfeld, and Wolfe 1981; 
Hawkins, Roupe, and Coney 1980; Henry 1976; 
Schaninger, Bourgeios, and Buss 1985; 
Schiffman an<l Kenuk 1978; Vinson, Scott, and 
Lamont 1977; Wallendorf and Reilly 1983;). An 
ancilllary i ssue is how cultural assimilation 
i~pacts produc t and service preferences 
(Hawkins, Roupe, & Coney 1980; Wallendorf and 
Reilly 1981; and Kahle 1986). For example, 
Garreau (1981) suggests a "nine nations" view 
of regional culture and points out important 
ramifications for consumer behavior. However, 
s ignifica nt research in this area is 
complicated by the complexity of regiona l 
culture . Measurement of this construct 
requires an understanding of its genesis. In 
the United States regional culture has its 
origins as described below: 

1. Regiona l culture reflects the values 
(religious, economic, moral, consumptlon 
and shopping) learned from parents, 
teache rs, and institutions. Differential 
accultu ration among regions is 
hypothesi zed to be caused by differing 
rearing and educational approaches 
(Rokeach 1973). 

2. These differing r earlng and educational 
approaches are in turn learned by spouses, 
within a household, from the parents and 
teachers. 

1. Finally, it follows that regional culture 
ls the cu lmina tion of the differing 
cu lt11res [rom the ancesters of each 
spouse. 

Objectives of the Study 

The prior discussion leads to the conclusion 
that measurement of a given regional cultur e 
requires the measurement of r eg i onal 
identlflca tlon of preceding generat ions for 
the households be ing invest lgated. But 
measureme nt of r egional culture is a difficult 
task, leading to an immense coding procedure. 
For example, information f rom a typical 
household might include the city and state of 
the household , the city and state where each 
spouse i s reared and educated, and the city 
and state where each of the parents of each 
spouse were reared and educa ted . This kind of 
information may result in numerous 
combinations that would be difficult to 
analy7.e and to use to trace r egional culture 
through t.ime and space . Each household may 
have a diverse '"regi onal backgr ound'" that, 
whe n traced back through two generat ions, 
wo11ld l ead t o what we will call a ··regional 
traee". 
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A simple and meaningful approach to measuring 
such a "regional trace" is needed if we are to 
examlne its impact on value systems. We have 
coded location data (city and state for each 
spouse and their parents) over two 
generations. 
An example of an intergenerational trace of one 
household is shown in Figure 1 . In addition, we 
have gathered instrumental and terminal values 
(Rokeach 1973). Using the spatial trace 
approach--to be described later--we transform the 
transgenerational data to a form more applicable 
for identifying consumer clusters that have 
similar regional backgrounds. We then plan to 
analyze the regional traces for differences in 
values. 

The New Heasurement Approach 

Figure 2 shows that the histories of both spouses 
should be used to trace regional culture. This 
diagram suggests that each spouse is influenced 
by the culture of the region in which they were 
reared and educated . I n addition, each spouse is 
influenced by the regional culture where their 
parents, in turn, were reared and educated. As 
alre ady indicated, the impact of regional culture 
across generations can be viewed as a '"regional 
trace'". Steps in finding unique regional traces 
are now presented. 

First, the households to be analyzed should be 
chosen on some basis that requires the sample to 
be representative of the population of interest. 
In gene r al , a r andomized, proportionate, 
stratified sample may be used . For purposes of 
demonstration, we have chosen a sample that is 
representative of a regional area in the United 
States . 

Second, an approach should be designed to gather 
the approp riate data, such as a self-admini
stered questionnaire, pe r sonal interview, or 
other information gathering procedure. Re gard
less of the approach, t hree kinds of informatton 
should be gathered: (1) The sta te and city where 
each spouse, and their pare nts, were reared and 
educat ed should be coll ected (see Figure 2 ); (2) 
the a ppropriate value s fo r each household (for 
example, Rokeach values, consumption values , or 
economic values) should be measured and examined 
for relationship to values; and (3) if, as 
Garreau suggests, regional culture is related to 
product preferences and behaviors, information to 
test these hypotheses should be collected. 

Third, hierarchial cluster analysis can be u sed 
to search for regional traces. The centroids of 
the clusters from this analys i s should reflect 
unique patterns o f transgenerational locations 
(reflecting where each generation was reared a nd 
educated). 



To facilitate the cluster analysis this proposal 
suggests the following data transformation: (1) 
convert each city and state location to its 
equivalent longitude and latitude (this is done 
by reference to a map); and (2) carry out the 
cluster analysis on the longitude and latitude 
data. 

Questionnaire and Sample 

Data were collected from two mail surveys from a 
panel of households in Arkansas. The first 
questionnaire requested information on the level 
of assimilation in the state subculture by asking 
respondents to record the city and state where 
they were reared and educated. This information 
was converted to longitude and latitude for 
purpose of analysis. This method of data 
collection was used because of the hypothesized 
correlation between length of residency in a 
given area and degree of subcultural 
assimilation. 

The second questionnaire was used to obtain 
information conce rning respondents' evaluations 
of personal values and how they view retail 
salespersons from six retail chains. Personal 
values were hypothesized to be different across 
subcultural regions. In order to obtain this 
information, respondents were provided a list of 
terminal values developed by Rokeach (1973) and 
asked to indicate the relative importance of each 
value on a 5-point scale ranging from not 
importa nt (coded .. 1 .. ) to most imnportant (coded 
.. 5''). Rokeach's terminal values were selected 
because of the usability of the scale as shown in 
past studies (Hawkins and Coney 1980; Howell 
1979; and Powell 1980). 

Respondents' evaluations of retail salespersons 
wer e obtained using a 6-point scale . A rating of 
'"1 .. was assigned to the retail store whose retail 
salespe rsons Lhe consumer most preferred, while a 
r a ting of "6" was assigned to the retail store 
whose retail salespersons the consumer least 
preferred. Wal-Mart, Sears, K-Mart, Penneys, 
Dillards, and Kinneys Shoes were selected as 
retail chains in the study because of consumers 
f amiliarity with them in the South Central United 
States. 

Analysis 

Hierarchical Profile-Grouping Analysis (11-group) 
was used to combine the data into five clusters 
as shown In Table 1. 

TABLE I 
RESUL ':'S OE" iHE H-CROUP SOL UT ION 

Tota l 
Loc ation 1 Grand 

I. Univari ate 
Statl s tl cs Z I.:ota~ e Long . 91 . 9 

2 . Hale Lat . 3~ . 7 

3. Fe • • f..ong . 9 1. 8 
4.Fe•L t.at . 35. ~ 
Gr o u p sIze !95 

? e:-c en t oi ':'otat 100 

I I. Multivar ia te S t at is t ics 

90 .7 
38 . 8 
9 1.1 
:38.9 
2 3 . 0 
11. 8 

Mea ns ; o r 'fr?YP: 
? l ' 

1 19 . 5 9 4 . s 91 . 8 
36 .o 36 . I 34.9 
93 . 3 9 4. 6 9 1 . 9 
37 . ') 36 . 2 34. 7 

0 23 . 0 141. ·:) 
1. 2 1 1 . 3 7 2 . 3 

5 ='---at j o• 

80.3 59 . 1 
39 . 9 36. 0 
80 . 4 91. 8 
37. 4 3 7 . "' 
6.0 
3 . I 

I . F-ra t t o 43 . 9 0 . 00 
2. Degrees o f Freedo• J l6(57t) 

III . Closter Slg:nlf tca.nc e 
I . Sa.•ple C S l. a l. i H i c = 2.4'51 
2. Criti c al C<un h •odal> "' 1 .3'564 

Tes t ed a t the .05 level o f si g n if i c ance 
3 Crttts;al t"' Cynt'orJ ) • I '572§ 

:Hal• <ind feaale ton9itud~~e and l a titude wher-t f'ea r ed and ~dycated. 
:.Univa ri a te degrees of freedor~ a re 4 <•od~tU a nd !90 Ce rro r>. 
1!1ode l a. nd (er r o r ) deg r-ees of f r., edo •, respec t ively . 
.. p ( 0 . 00 
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Initially, the four, five, and six hierarchical 
group solutions were examined for use In this 
study. The five group solution was chosen 
because it displayed acceptable grouping 
characteristics. The location variables measure 
where each spouse was reared and educated. As 
shown in Table 1, Arnold's C-Statistlc indicates 
a highly significant separatlon among the groups. 

The mean longitude and latitude for each group is 
presented in Figures 3 and 4. The gr a n d 
centroid for the sample is located ln 
northeastern Arkanasas. The mean locatl.on for 
group 1 for both male and female spouse is near 
St. Louis, Mis6ouri. The mean location for group 
2 is different for male and female s pouse. The 
grand mean for the male spouse is located 
slightly north of Los Angeles, California, while 
the female spouse was on average reared and 
educated near Kansas City, Missouri. For group 
3, both spouses were reared and educated near 
each other along the Arkansas--Oklahoma border. 
In group 4, both spouses were reared and educated 
in Central Arkansas and in group 5, both spouses 
were reared and educated in West Virginia. 

Although the results of the centroid analysis 
reveals five distinct groups, Group 3 has an 
Arkansan influence. For example, almost 73 
percent of the respondents were reared and 
educated in Arkansas. In addition, another 12 
percent of the sample (group 2) were reared a nd 
educated along the Arkansas--Oklahoma border. 
This may have a n undue impact on shopping 
orientations. 

Cultural Values 

Rokeach's terminal value s were tested for 
r e lationship with regional category using 
MANOVA. The MANOVA test was performed with an 
unbalanced design r e quiring the use of PROC SAS 
GLM with PDIFF and LSMEANS options. Wilk's 
criterion, Phillai's trace, Hotelllng-Lawley 
trace, and Roy's maximum root were used as t ests 
of significance. The tests statistics for 
overall significancee for the values among groups 
are shown in Table 2. The results indicate a 
significant difference in values among the 
groups. 

I. 

!!. 

[!I. 

IV . 

TABLE : 
TEST S TATI S T I CS FOR O'J[RALL S ! GNI ? f C.\NC:S 

FOR VALUES AHONC GROU PS 

Wi l ke' s Cr i ter io n 0 . 5 8 4'5 

w :0 9 1. 0309 
16 9 . 5 000 

z 3 .9323 
s 17 . 5 000 

F "' 1. 29 Prob > F' :: 0 .0653 

Plllai • s Tr a c e ~ 0. 4841 
f : 1 . 25 ?ro b> r . 0 . 090 "1 

Ho te l llng-!..awl ey 1'rac e : 0 .6 0 04 
f "' \. 3 2 ?ro b > F "" 0 . 045 4 

Roy• s Maxi•u• Roo t Cr i t erion ,. 0 . 356 7 
F "' 3. 23 COppe r So und) 



The results for Rokeach's terminal values are 
Rhown In Table 1. 

"':'~ELE 3 
~A NOVA SOL:.iT:ON FOR !?OK EACH 

7ERMINAL 'JAC.UES 

~ il.E. L:W.= llill: ~ 1. Hatur'!' Love ( 177) 60 0. 0076 0.075159 
2. Salvat i on ( 177) 66 o. 0001 a. 163619 
3. , Co111fortab:e ' <I 77) I. I Z 0. 3740 0. 024747 

L if<! 
4. A Se-nsl'! of 4 (! 77) 0. 36 0.8 337 0. 008170 

Acco~t~pl i sh•ent 
5. ' ~orld at 4 (I 77) \.53 0. 1959 0.033384 

?<!3ce 
6. 2qua l i ty 4 <! 77) . 53 0. 1948 0. 033469 
1. Happ inc ss ( !77) 90 0. 4657 0.019917 
a. Nclt i anal (J/7) I. 04 0 3882 0.022958 

Security .. Pleasure ( 177) 1 . oa 0.3699 0.023739 
10 . Soc ia 1 ( 177) 1. 66 0. 16 11 0 . 0361 7 9 

Pecoqn it I on 
11. Tr•Je 4 ( 177) 0. '!0 o. 5906 0.015647 

F'riendship 
12. N I sdom ( 177) 0. 13 0. 9703 0. 002987 
13. An E:x:c it lnq ( 177) o. 20 0 . 9401 0.004414 

l.. i fe 
14. A !Not'ld oi • ( 177) a. 34 0. 8503 0.007639 

Beauty 
15. Para\\ y 4 ( 177) I. 62 o. 1703 0.035391 

S~r::ur I r.y 
16 . F'r el:!dOifl 4 ( 177 ) 0 66 0. 6235 0.01460~ 

17 Inner ' ( 177 ) t. 11 0 . .'3'i53 0.02 4385 
Har l"'on y 

19. ')e 1 f-.- .. sp· --~ ( J '": 7 ) 
' 0. "'"i(Jj O .J?"4598 

Two variables, mature love (F(4,177) D 3.60; p > 
0.0076) and salvation (F(4,l77) = 8.66; p > 
0.0001) were highly significant. 

Regional Factors 

A factor analysis with VARIHAX rotation is shown 
in Table 4. It was used to determine if the 
location where the spouses were reared and 
educated loaded on two different factors. The 
result s indicate that ma le longitude and latitude 
load on Factor 1 and female longitude and 
latitude load on Factor 2. 

T,,BLE ' F"A CTOR ."NALYS!S SOt...UT I ON 
WI TH "J AR I MAX ROT.l.T!ON 

1. F'actor L oad t ngs 

~ ~ o.' 
0. 38 -o . Z3 0 . 33 
0 . 52 -o. 6 4 0 . 6 8 
a . 87 o. 3 5 0. 88 
a. i 6 0. 89 a. az 

11 . F'~ctor Stolt i ~ t i<:s 
F:l9en vdlue !. 83 I. 38 l. 21 
Dl ffere nc e 0. 48 0 . 7 9 
Proporti o n 0. 46 0 . 34 
c , 0 

Summary and Implications 

This study demonstrates that one approach to 
capturing regional influence on consumer values 
I s to convert the nominal location whe re a 
subject is reared and educated to a set or ratio 
numbe rs. Spec i flcally, we recommend that the 
long !.t udc and latitude of the location whe r e a 
subjec t is reared a nd educa ted be substltuted for 
names of towns. This procedure involve s 
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collecting city and state information on sub
jects, locating where they were reared and 
educated on a map, and substituting the longi
tude and latitude of this location for 
residential codes. 

The results of this study show that these data 
can be analyzed with traditional multimea
surement techniques, assuming metric measurement 
qualities. The subjects in this study were 
classified using hierarchical cluster analysis. 
Five locational groups (where reared and edu
cated) were found that were distinctly different 
among groups. Consumers values were examined 
with MANOVA to see if locatlonal group 1aembership 
related to Rokeachs' measures (1973). The group 
value centroids were significantly different 
among groups. 
The major use of this research into regional 
influence and its measurement from a marketing 
perspective may be to investigate Garreau's 
(1981) nine nation thesis. If distinctly 
different marketing regional profiles 
ass imllatlon is found--using this measure of 
regional assimilation--marketers can adapt their 
strategies to meet regional profiles within given 
market areas. For example, a book publisher may 
target its offering to one regional group within 
its market area. This research into methods to 
rneasure regional influence should find wtde use 
in future market.i.ng studies. 
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