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ABSTRACT 

The study of dairy- grocers presented here goes 

some way toward filling the gap in social science 

knowledge of small shops in parti cular and small 

businesses in general. The aims of the study were: 

1) to outline the broad environmental forces which have , 

in recent years , provided an unfavourable background for 

small bu sines s operation; 2) to give an account of the 

experiences of small shopkeepers in the context of their 

work; and 3) to exami ne how t he experiences in question 

could best be collated as a theory which might explain 

the position of small shops and small shopkeepers in 

society . 

i 

It was concluded, from t he case study of dairy­

grocers , that small shops and their owners are becoming 

structurally marginal . By structurally marginal is meant: 

/ ..•• the condition of persons for whom 
institutionalised roles are not readily 
available, and who, as a consequence, 
suffer from a deficiency of social worth 
(Wittermans and Kraus , 1974:351). 

In view of the conclusions reached in t he study , it i s 

argued that current attempts to provide aid for the small 

shop will be unsuccessful in many instances unless small 

shops can be reintegrated into society as an important 

component of the retailing heirarchy. 



The research was qualitati ve in nature and took 

the form of a case study . The case study approach was 

adopted to allow an in depth analysis of the problems 

at hand . The major researc h technique used was t hat 

of intensive interviewing . 

The research was perceived of as exploratory and 

was therefore not guided by formal hypot heses . It is 

hoped t hat t he great deal of descriptive data that was 

generated in t he search for a t heoretical explanation 

of the small shopkeeper in society , will be of use to 

researchers from the sociol ogical are as of work , 

occupations, economic activity and t he family . 

ii 
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CH.APTER I 

THE SMALL SHOP IN SOCIETY (1) 

During this century , retailing , in urban , 

industrialised nations has undergone a ' revolution ' similar 

in magnitude to that experienced by manufacturing in the 

last centur y , although without the same profound effect on 

soc i ety (Davis , 1966 ) . Thi s revolution has meant the 

replacement of small shops and personal service by large 

scale forms of retailing and s elf- service techniques of 

merchandising . These new developments have undermined the 

position of the small shop in society and given cause for 

comment and speculation as to the future of small shops . 

Wri ting on this issue Bechhofer et . al . (1971 : 161) state : 

Both Marx and Alfred Marshall played Cassandra 
and predicted the demi se of t he small shopkeeper , 
while writers like H. G. Wells and George Orwell , 
apparently concurring in this assessment of the 
storekeeper ' s fate , depicted i n graphic detail t he 
mi series and depri vations of the undercapital i sed 
retailer eking out a l ivi ng by dragooning bis 
family into the business , working all hours of the 
day and night and treating his customers with 
s i mpering de ference in a vain attempt to retain 
his clientele . 

More recently t he efforts of some sociologists , 

economists and journalists have provided a more empirical 

(1) I t must be emphasised at the outset that t he entire 
research is concerned with non- specialist small shops 
and , in parti cular , r efers to nei ghbourhood shops . 
There are many small shops specialising in narrow 
segments of the market which have flourished in 
recent years . The experience s of these stores are 
qualitatively different to those selling gener al 
merchandi se . 



a ss e ssment of the position of small shopkeeper s , but the 

image of iilllilinent doom remains (Beresford , 1969 ; Eden , 1972) 

- not leas t amongst t he ret ail e r s t hemselv e s (Bugler, 1970) . 

2 . 

De spite the p e ss imi sm (or perhaps because of it) which 

sur rounds the future of t he small shop there i s currently a 

re surgence of i nte rest i n smal l businesses on the part of 

gov ernment s and re searche r s . Most of this i nte re s t i s 

directed at smal l manufac t urers (2), but i n Europe especially 

t he small retailer i s also attracting attention (3) . Concern 

for small business e s t akes p lac e wit hi n a milieu of uncert ­

ainty about the soci al costs i ncurr ed t hrough the i ntro­

duction of large scale f orms of ret a iling , which cause the 

centralising of facilities and i n troduce s el f - service 

techni que s of merc hand i s ing . It is now the op inion of a 

growing minority t hat the demise of t he small shop wi ll not 

only be detrimental to tho s e who own the shops, but also to 

tho s e who wou l d patroni s e them. In a recent article 

s uilllilari z ing t he concern planners have for the current trends 

in retailing toward hyper~arkets , t he author concluded that: 

....... it would appear that shoppers needs would 
best be met by the improvement of exi s ting hi gh 
street or neighbourhood shopping centers where 
facilities are grouped , where t his is already a 
coilllilunity focus , and which are more ac c essible to 
all shoppers ...... (Hillman, 1976 : 91). 

(2) For an example of the current intere s t in small 
manufacturers see M. Stanworth and J . Curran 
Management Motivation in the Small Business, Essex : 
Gower Press (1973). 

(3) For comments on the need for interest in smaller 
retailers see D. Lock 'Small Shop Survival' Built 
Environment Quarterly (Sept. 1976) pp . 207- 209 . 



The problem fac i ng planners is how to ensure that small 

shops do survive des pite the incre as ing dominance of big 

business in the area of retai ling . This i s an issue which 

has now begun to i nvolve New Zealanders who have , in the 

3 . 

las t decade , had to deal with their own retailing revolution (4) . 

The present re s earc h i s intended as a s ociolog i cal 

contribution to t he understanding and perhaps overcoming of 

problems facing small shops . Currently there are only a 

handful of sociological s tudie s which relate directl y to 

small shops and their owners (5) . For t he most part t hese 

s tudie s are concerned wi th t he p os ition of the shopkeepe r in 

the c l ass s truc ture and they are therefore unable to contri ­

bute to the wi d er p roblem of t he small shop in society . (6) . 

The present chapter i s desi gned to prov ide background 

for th e research by outlining evide~ce for the assertion that 

small shopkeepers are indeed i n a prec arious position . In 

what follows four broad ques tions are examined . 

(4) 

C 5) 

C 6) 

See I.F. Grant ' The Retail Decade : Following Over­
seas Trends at a Safe Di s tance' NBR Marketplace No. 
3 (1974) pp . 20- 22 . 

The occupations involved i n retailing are seldom 
discussed within sociology . For example, a s part 
of thi s research the e leve n texts and r eaders 
available on occupational s ociology were reviewed. 
Only three contained a s ection on retailing, and of 
these only one had s ubs tantial coverage. 

There is a scattered literature available on the 
shopkeeper in the class s tructure. For a reference 
work in t his area see F. Bechhofer et. al. 'The 
Petite Bourgour s ie in the Class Structure : The Case 
of the Small Shopkeeper ' i n F. Parkin (ed) The 
Social Analts i s of Class Structure London: Tavi stock 
Publi shers 1974) pp 103-1 28 . 



1 . How has the posit i on of the small shopkeeper in 

the distribution system been influenced by certain broad 

changes i n the environment of business in recent years? 

2 . What is the present market situation of the smal l 

shopke eper in New Zealand ? 

3 . How have small shopkeepers sought to combat t he 

various pressures to which t hey have been exposed? 

4 . Why should the small shop be preserved ? 

The chapter i s not a final analysis of the questions 

which inform the re search ; rather it i s intended t hat the 

discussion should provide a sett ing for t he in d e p t h 

investi gation of small shopkeepers undertaken in Chapters II 

through VII, and the sociological theory of the position of 

small shops and their owners in society whi ch is outlined 

in Chapter VIII . 

Env ironmental Force s Influencing 

Small Shops 

All business organisations operate within a business 

environment, and small shops are no exception . The s tate 

of activity within t hi s competitive, or business , environ­

ment can and does affect the 'health ' of the business 

organisation . In its turn the organisat i on reacts back on 

its environment making a satisfactory relationship between 

the two a matter of compatibility . Stacey and Wilson (1 965 ) 

argue that until as late as the Second World War the small 

4 . 



5. 

shop and i t s env ironment were compatible . Since the 1950 's , 

however , thi s s ituation has changed markedly . Jus t how 

marked a change has taken place can be illus tr ated by looking 

at t he decline i n numbers of smal l shops . 

I n New Zealand , where developments i n r etailing have 

only re cently begun t o take effect , the decl i ne in numbers 

of smal l shops i s becoming clear . Be t ween 1968 and 1973 the 

numbers of shops i ncreased by 4 . 3 per . cent . from 29 , 331 to 

30 , 586 ( Kal afateli s , 1976) . This r a te of incre ase doe s not, 

however , keep pac e with t he growth in population . According 

to t he New Zeal and Official Yearbook (1 975 ) t he p opulation 

inc re as ed by 8 . 0 per . cent . from 2 , 755,092 to 2 , 974 , 657 

between 1968 and 1973 . 

I n many other countries t here has already been a 

decline in abs olute numbers of shops . In Britain, for 

example, between 1966 and 1971 the number of shops was 

reduced by 3 . 8 pe r . cent . from 504 , 412 to 485 , 346 (Kirby 

1 975 ) . By referring to the relative decreas e in persons pe r 

ret ail ou tlet it c an be s een that New Zeal and may soon follow 

the British trend . In 1968 t he re were 93 . 9 pers ons per 

retail outlet , while i n 1973 there were 97 . 3 persons per retail 

outlet . 
The clearest i nd ication of a decline in s to re numbers 

can be found amongst t he large s t of principle store- types , 

Food and Drink . In t his cate gory , s tore numbers fell by 

7 . 0 per . cent . during the 1968 to 1973 period , which is a 

drop of 5 . 2 per . cent . in total s tore number s . Within thi s 

group the 1972- 73 Census of Dis tribution shows the Grocery­

Dairy group to be i n the greatest decl i ne . Numbers in thi s 



group fell by 10 . 4 per . cent . from 5560 to 4983 between 

1968 and 1973 . In relative terms thi s subgroup of the Food 

and Drink category of s tores now accounts for only 16 . 3 per . 

cent . of the total store numbers , 2. 7 per . cent . less than 

in 1968 . (Kalafatelis , 1976) . 

Thus the pattern wo1,1 .. ld s eem to suggest t hat the 

number of shops is not increasing and in some areas of 

retailing shop numbers are in decline . The greatest 

absolute decline has occurred in the food and drink sector 

and consequently the following comments relate particularly 

to the problems of those involved wit h the sale of food and 

dr i nk . 

Demographic Trends Influenc i ng Small Shops 

The demographic forces at work today in the economy 

of New Zealand are v i ewed wi th optimi sm by those involved 

with big business . Indeed, the remarkable changes which 

have taken place in the postwar era in terms of overall 

growth in population , s ize and composition of families, 

6 . 

and t rends towards population decentralisation , have fos tered 

a favourable cl i mate for many business enterprises . But 

these changes have not been to t he advantage of small shops 

whi ch have been unabl e to kee p pace with t he r ange of 

merchandise required by an i ncreasingly diverse publ i c . 

Growth i n population : Population is one of the two k ey 

element s that st i mulate the market . The other , of course , 

is i ncome , which will be discussed subsequently . 



Hi storically , the retail trade in New Zealand has 
been slow to adopt new retail systems . The New 
Zealand retail trade has lagged as much as 10 to 
20 years behind developments in Australia, Europe 
and t he United States (Kalafatelis, 1976). 

In part , the slow development of new retail systems 

in New Zealand can be attributed to the small size and low 

density of the population . However , since the 1960 ' s 

changes in the population have created conditions suited 

to the introduction of l arge scale forms of retailing. 

I n 1961, 59 . 6 per . cent . of the total New Zealand 

populat i on lived in urban areas , and by 1971 the figure 

s tood at 67 . 4 per . cent . (Thomson , 1973) . Much of this 

change resulted from t he migration of people from rural 

to urban or suburban living arrangements . The effect of 

this on rural areas may be measured by t he decrease in 

population of small towns . Of 54 towns with 1 , 000 - 4 , 999 

inhabitants 19 declined in numbers between 1966- 1971 

compared with 7 between 1961 - 1966 . 

When large numbers of people leave rural areas for 

urban residences the result is a greater reliance on retail 

stores for goods . An urban population constitute s the 

dominant ~arket for consumer goods , including such items 

as food and non-food lines sold by small shops . 

In March 1971 the populat ion of New Zealand was 

2 , 860 ,475, an i ncrease from 2 , 594 ,420 i n 1966 . This small 

population could not provide New Zealand wit h t he mass 

mar ket needed to support a retail sys t em comprised of large 

s tores . However, in recent year s the effects of a small 

7. 



population have been offset by an increasingly high density 

of population as people have continued to move into the 

cities and to the No rth Island . Retailers in the larger 

urban areas are now servicing a substantial group of 

consumers who are completely dependent on t hem for goods. 

The stage is now set for New Zealand to adopt new retailing 

sys tems (7) . 

In many ways the interest in population changes is 

heightened when the changes in households are analysed , 

rather than just number of persons . For marketing purposes 

the change in number of households (households include both 

families and individuals living alone) is of extreme import ­

ance. Certainly the household remains the primary buying 

unit for many commodities including both food and general 

merchandise items . 

There were 801 , 686 households in permanent private 

dwellings at t he census in 1971 , which is an increase from 

716 , 104 only five years earlier . The significance of t his 

rapid formation of new households for retailers may be 

shown by reference to two factors . The fir st is that the 

more individual households there are to service the greater 

will be the demand for goods and the higher sales will be . 

The second has to do with the diversity of household types . 

(7) In 1973 the total sales in the retail sector 
accounted for 58 . 5 per . cent . of private i ncome 
expenditure . See A. Aburn 'Recent Developments 
i n Retailing' New Zealand Comrnerce(April 1976) 
pp 11 - 14 . 

8 . 



Many households today are comprised of men and women living 

alone, pe ople s haring a house , s olo mothers and couples 

without children . The se groups are e specially dependent 

on ret a ilers for goods and s ervi c e s and t he y t herefore 

9 . 

rai s e sale s . But t hey also introduc e t he problem of variety . 

Shops must now cater fo r the spec i al i st needs o f youth 

marke ts , old a ge markets and t he ' average' family amongst 

others . This means a shop must be able to carry large 

quantiti es of a wi de range of stock if it is to s ervice 

t he whole mar ket . 

For the small shop the incre ase in sales brought 

about by c hanges in the population is not necessarily bene ­

ficial . As sale s have increas e d b i g bus i ness has become 

established . This has occurred in New Zealand where big 

shops now dominate t he sale of food and general merchandi se 

lines while the small shops fill an auxiliary role . The way 

out of the problem may be for small shops to s uppl y only 

spec i al i s t items for whic h no mass marke t exists . This 

i nd ee d has been a trend (Kirby 1975 ) . However , if the 

market for an item grows it can eas ily be incorpo r ated into 

the product mix of a large r s tore with repercussions for 

the small store . 

Growth of suburbs : There is one demographic trend which 

may be thought to support small shops . Thi s i s the decentra­

l isat ion of population through movement to the suburbs . It 

was , as noted earlier , l ow population density which f avoured 

small shops in New Zealand until the late 1960 ' s . However, 



suburban development has not helped the small shop. Move­

ment to the suburbs was made possible by the motor car, a 

conveni ence which can be used to reach central shopping 

areas . Al so , the major food retailers have moved with the 

population i nto the suburbs where they have occupied the 

available commercial land and therefore reduced the poss­

ibility of smal l shops being established . With planning 

regulations now prohibiting the use of a house as a shop, 

the future should see fewer small shops being opened . 

Economic Trends Influencing Small Shops . 

10 . 

The economic changes experienced by the New Zealand 

economy have, in the past few decades , been many . These 

changes have substantial relevance for retailers . The New 

Zealand consumer now, more than ever before has high purchas­

ing power and needs satisfying ability . It is of crucial 

concern to retailers to know where thi s purchasing power 

will be concentrated . 

Figure 1a . is illustrative of the growth and 

dynamism of the overall economy and shows that the Gross 

Nat ional Product bas grown steadily through the 60's with 

a pronounced burst of activity i n t he early 70 ' s . 
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Figure 1a . Trend of Total Business Activity . 
Gross National Product . 
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Source: New Zealand Offici al Yearbook. Wellington 
Department of Statistic s , 1975, p . 681 . ' 

Directly allied with the increase in economic 

activity is consumer buying power , which has also grown 

markedly. Fi gure 1b. shows th~ i ncrease in the consumers 

ability to purchase goods. 

-

11 . 
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Figure 1b . Personal Expenditure on Consumer Goods 
and Services . 

Source: New Ze a land Offi c ial Yearbook, Wellington ; 
Department of Statistic s , 1975 , p. 682 . 

The figure shows that expenditure has risen from 

$600 million in 1947-48 to $6000 million in 1973- 74. In 

the 1972- 73 Census of Distribution fi gures showed the 

retailing sector accounted for 58 . 9 per . cent . of priv ate 

income expenditure. However , t hi s marked increas e in 

consume r spending may so on have to s low down, at least in 

some areas . Population increases are unlikely in the near 

future as birth and migration rates have declined. The 

individual consumers ability to increase consumption of 

food, for example, is limited by the size of his stomach. 

Manufacturers and retailers facing a decline in absolute -
growth can however, continue to stimulate profits by i ntro- , 

ducing a constant stream of new and bette r products. 

12 . 
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Another factor of central concern i n the area of 

expenditure i s , whic h groups have money to sp end . As a 

consequence of what Barrie (1973) call s a population 

' surplu s ' , most western nation s. have their large s t aff luent 

market located among peop l e in the 20-34 age range . In New 

Z@aland, at the census i n 1975 there were 695 , 080 people 

or 22 . 4 per. cent . of the total population in this age 

group . Thi s group has experienc ed a rapid ri se in i ncome 

duri ng the pas t decade as the numbers of those earning 

over $ 5 , 000 illustrate s . At the census in 1966 5 . 6 per . 

cent . of all persons in t he 20- 34 age range had an income 

in excess of $5,000 . By 1971 this had ri s en to 15 . 8 per . 

cent . of the total group . Another factor which makes this 

group s o important i s the proportion of working women it 

contains . For example, be t ween 1966- 1971 the n umber of 

working woflen in the 30- 34 age range ro se by 82 . 0 per . 

cent . If the trends to~ard hi gher income continue this 

young age group will become more i nfluential as the tail 

end of the population surplus reaches employment and 

marriage. 

The rise in consumer spending and affluence of the 

y oung group suggest difficult prospects for thos trying 

to service food need s . To s timulate growth in the market 

retailers will have to be prepared to display a constant 

13 . 



stream of new products and be able to respond to t he demands 

of consume r s quickly . The small shop i s not well disposed 

to cope with these contingencies. Although it i s small , 

and therefore potentially flexible , the small shop i s 

seldom operated by people who have the resources or the 

experti se to cope with rapid market changes . For example, 

the ability to discount goods, to clear them in readiness 

for new stock , is often beyond the financial resources of 

a small retailer . Added to this is the fact that small 

traders are not in a position to receive knowledge about 

market trends and they therefore can not keep ahead of what 

i s needed . This tends to force them to be responding to 

change instead of anticipating change . This serves to re ­

inforce the image of the small shop as out of date . The 

modern young affluent consumer seeking the wide s t and best 

r ange of consumer products is not attracted to stores which 

can not supply these satisfactions . 

Technological Trends Influencing Small Shops 

The technological developments which have affected 

the small shop have been numerous . In the arooof food 

retailing there are two developments which may be used to 

illus trate the impact of technology . The s e developments 

are, the automobile and the refrigerator . 

The automobile: The automobile made it possible for the 

customer to move freely between her home and the market. 

Without the mobility afforded by the car, neighbourhood 

14. 



shops would still be the focal point of household purchases 

(Markin, 1 968) . 

Aut omobile ownership , as shown by registrations 

(see Figure 1c . ) has increased from'480 ,381 units in 1960 

to 1,078 , 795 in 1974 . This figure represents something 

like a 1 20 per . cent . increase in a fourteen year period . 

There are however , more significant facts about the 

car than just the numbers owned . First is the matter of 

15 . 

who owns t hem . I n terms of the neighbourhood store i t is 

p r efe r able if the wife does not have daily access to a car. 

As long ·as she is immobile , especially if children are 

present , she remains a customer of local stores. A second ' 

car releas es the wife to use centralised shopping centres 

which are attractive in terms of variety and cheapness . 

A second factor i s parking . The car requires spac e 

to be stored whi le purchases are being made . Many small 

shops , built before the car became so common , do not have 

facilitie s for off road parking and therefore can not easily 

cater for a mobile publi~ . 

1500------------------------,1500 
1zso 

1000 

-
F i gur e 1c . Motor Vehicles Licensed . 

1000 

;so 

500 

Source : New Zeal a n d Offic i al Yearbo ok . We l l ingt on : 

Depart ment of Stat isti cs . 1975 , p . 390 . 
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The refrigerator: Until quite recently the home refrigerator, 

operated by electrical means, was considered a luxury 

available only to the rich . Manufacturers reported sales 

of electrical refrigerators in 1956 of 563,052, which meant 

54 . 3 per. cent. of homes had this appliance . However, by 

1971 this had increased to 771,979,which meant that 96 . 4 

per . cent . of homes had a refrigerator. 

There has, perhaps, been no other appliance which 

has so changed the food eating and shopping habits of the 

consumer as the refrigerator . This appliance has permitted 

the consumer to shop less frequently by enabling her to 

purchase and store items that once had to be immediately 

consumed . 

The principle of refrigeration, including the deep 

freeze concept, greatly altered and expanded the food lines 

which could be carried and successfully merchandised by the 

larger store through self service techniques. Many new 

products such as; fresh meat, cold cuts, produce, frozen 

foods, cheese and dairy products, could be handled without 

undue concern for spoilage or deterioration . 

In more general terms, technology has allowed the 

marketing of an extremely wide range of goods in a form 

which ensures the consumer will get the same standard of 

product wherever it is purchased . The s e developments have 

forced shops to stock the range of products available if 

they are to hold their customers. However, the production 

of a standardised product has made it almost impo ssible for 



a shop to be unique, once a feature of many small shops. 

Consumer Trends Influencing Small Shops. 

Whether the supermarket altered cus tomer shopping 

habits or whether customer shopping habits demanded super­

markets must remain a point for d i scussion . Nevertheless , 

one evident relationship does appear significant . The New 

Zealand consumer has enthusiastically adopted the concept 

of ' simpl ified service ', the pur.pose of which is to provide 

self service and cash and carry merchandi s ing (Picot, 1972). 

The occupation of shopping ; One of the most import ant 

changes in the area of consumer habits has to do wit h the 

principle actor, women . Shopping used to be an important 

and integr~l part of t he role, or occupation , of housewife. 

However , shopping has become less significant as t he process 

has been s implified by manufacturers and retailers. Where 

a woman once had to invest a great deal of time into 

17. 

ensuring her purchases were satisfactory, she now has the 

guarantee from the manufacturer. For this and other re asons , 

such as the open displaying of goods in shops, the task of 

shopping can now be accomplished swiftly and without the 

input of much skill. Oakley (1974) has suggested that it 

is factors such as the declining importance of shopping 

which have caused the downgrading of the housewife role. 

The importance of shopping as an occupation has also 

declined because less women are devoted full time to running 



a home than in prGvious years . Women in t he work force now 

number 1 in 5 (1966 figures) . A woman who is empl oyed at a 

18 . 

job can not afford muc h time for household tasks . This bas 

produced a demand for more streamlined method s of merchandis ing. 

The above factors combine to downgrade the significance 

of building a close relationship with a proprietor of a shop . 

Because of the standard isation of products there is no need 

for customers to re ly on a shopkeeper to represent them in 

the distributive network . The lack of time available for 

shopping makes it inevitable that customers will like the 

speed of self service . Ne ither of these developments augur 

well for the small shop . 

The supermarket as a larder: Women who work often share the 

respons ibility of shopping with their spouse . There are in 

fact a variety of people who are now involved in shopping 

for food who have a pr i ority on time rather t han the inter­

actional possibilitie s of shoppi ng . In this can be included 

the many groups of young people who share a house. For this 

category of shopper the supermarket with its open display of 

goods provides an inventory or checklist for their needs . A 

walk around the shelves ensures that most possible purchases 

are covered with a minimum of effort. 

The above may be contrasted with the customer ' s 

behaviour in a small store . Here the customer must know 

what he or she wants to buy so they can instruct the shop­

keeper. This means the customer must have detailed know­

ledge of the products available , something few people wish 



to bother with (8) . 

The concept of s el f service and t he use of t he 

supermarket as a larder has had consequences for customer 

behaviour that small shops have not been able to capitilise 

on . The consequence i s t he incidence of impule s buying . 

In a recent study Kollat and Willet (1967) estimate that 

the average consumer makes 50 . 5 per . cent . of her super­

market purchases on an unplanned impul s e basis . This 

finding sugges ts that customers do use displays a s a li s ting 

of what they might buy . The small shop practice of using 

the shopkeeper to get goods , even if t hey are openly dis ­

played, can prevent impul s e purchasing with a consequent 

loss in sales . 

The s upermarket as a one st~ shop: Manufacturers and 

retailers must be constantly on t he alert for shift s in the 

t ype of shops where customers di spense patronage . Currently 

the New Zeala nd customer i s spending more in the larger 

store over a wider range of products. 

Items which were onc e bought in a variety of small 

stores are now successfully retailed under one roof . Taking 

the grocery trade as an example, P i cot (1974) shows that in 

little over a decade the supermarket has captured 25- 30 per . 

cent.of the trade . Put differently, thi s means 25 per . cent . 

(8) See W. G. Mcclelland Studies in RetaiUng Oxford : 
Basil Blackwell (1964) f or a discussion of the 
diff~rences between ~aking purchases in a small 
and a large shop . 



of t he business is be i ng done in 5 per . cent . of the stores . 

To date , the New Zealand consumer bas only bad a chance to 

show a preference for buying groceries under a self service 

s y stem , but in other countries the supermarket system bas 

been used for many other types of produc t (Business Week, 

1977 : 52) 

Naturally , as supermarkets widen p roduct lines, 
they concommitantly broaden, to a considerable 
extent, the nature of their appeal . In short, 
the probability that the supermarket will carry 
an item of appeal to a given customer increases 
as the breadth of line becomes wider and the 
product mix moves toward a greater assortment of 
gener al merchandise lines . This is exactly what 
bas happened over the past decade . The super­
market is now an import ant outlet for such products 
as beauty aids, hardware , soft goods, magazines , 
toys , records and s tationary , as well as the basic 
food line s . Agains t the advantages of t hi s one 
stop method of shopping t he many small shops 
carrying s i milar lines have little to offer (Markin , 
1974: 59- 60) . 

One trend in recent years which bas been some help to 

small shopkeepers is the establishment of one stop shopping 

centres . Such centres tend to feature one or two large 

stores and a high number of associated small shops in the 

same areas . The larger store acts as an incentive to the 

shopper to use the centre and this provides trade for the 

small shops . The impact of this is , however , likely to be 

detrimental to shops not included in the shopping complex 

(Aburn , 1976) . Si nce it does seem that in t he future many 

more shopping centres , or ' hyper ' centres , will be developed 

t he prospects for small shops outside these centres are not 

bright. 
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Shopping hours: At present in New Zealand retailing 

operates on a three tiered system . Most shops open for 

a five day week from 9 to 5. 30 p . m. with one late night a 

week . During the se hours all goods may be offered for sale . 

Above this are the shops and businesses which are open 

seven days a week to sell goods thought to be essential 

for public welfare . Some food lines , automotive goods and 

hardware i tems are classed as exempted goods and may be 

sold over an extended period . A third level of shops 

includes those that have been given permission to sell 

during the weekend all goods in the interest of the tourist 

trade (9) . At present this system is under review due to 

pressure from larger retailers who wish to open more nights 

during the week and on Saturdays . For a general extension 

of shopping hours to come about would be for New Zealand to 

follow overseas trends . The benefit to the customers is 

that extended hours would allow the many people who are 

t hought to have difficulty shopping during traditional 

hours to shop at their leisure . Since it is Government 

policy to back an extens ion of shopping hours it is likely 

t hat in future such stores as Woolworths, Self Help and 

McKenzies will open longer hours . 

The effect of extended hours on consumer behaviour , 

if overseas trends are emulated , will be marked . The most 

probable development will be for families to shop on 

Saturday morning . This will mean all the smaller stores 

(9 ) See the Sh ops and Offi ces Act (1955) available 
through the Department of Labour, for a further 
explanati on qf these points . 
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will have to stay open to compete and it is thi s which lie s 

behi nd the current re s istance by many retailers to the 

introduction of longer hours (10) . It i s also likely that 

given Saturday trad i ng t he larger stores will be encouraged 

to expand the range of products they carry which will bring 

them into competition wit h many other stores (11) . 

Summary of Environmental Forces Influencing the Small Shop 

The di s cussion of the business environment of the 

small shop has made it cle ar that the small retailer does 

face a number of pressures and it should be expected there 

will be a reduction in the numbers of small retail outlets . 

It may be expected that in fact t hese pressures are greater 

t han crude estimates of numbers of establishments reveal, 

for there i s one crucial factor for which no crude estimate 

(10) 

( 11) 

The local Chambers of Commerce have rently been 
conducting surveys on the i ssue of shopping hours . 
The result s of the Manawatu study were made public 
through local newspapers . The findings show that 
in t he ret ail and retail grocers sections , 8 . 8 per . 
cent . favoured a change· i n hours (it was suspected 
that this contained many r etailers who were already 
trading longer hours) while 90 . 7 per . cent . were 
opposed to the change . Smal l er retailers appear to 
be aware of what longer hours would mean . They have , 
after all, the example of the dairy-grocery . Summary 
of findings in Manawat u Eveni ng Standard Wedne s day 
(Feb. 9th, 1977) p.1. 

I am grateful to the lo cal repre s ent ative of the 
Ret ailers Association (Man .) for this appraisal of 
the shoppi ng hours s ituation. 
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exi sts - namely t he extent of replacement (12) . It is 

likely that eac h year many small businesses collapse only 

to be replaced by others opened by new recruit s to the 

trade (13) . Thus the actual rate of decline in businesses 

and the strength of their s ituation may be marked by the 

fac tor of replacements . 

Small Shopkeepers , Their Pos ition 

i n the Retailing Heirarchy 

23 . 

Having considered some of the feature s of the 

environment of small businesses an examination of the fortunes 

of the smal l er retailer will now be undertaken . Once again 

the trend s can most clearly be demonstrated with reference 

to the Grocery- Dairy store t ype . The discussion centre s on 

the 1968- 1973 time period as it was during this period that 

the fortunes of the small shop became clear . 

(12) 

( 13) 

c . Wright Mills (1953 : 23 ) has commented on the 
remarkable persistence of the small business stratum . 
"While as an aggregate small businesses persis t and 
hold t heir own , the composition of t he aggre gate 
changes rapidly and the economic wellbeing of its 
members und ergoe s shocking ups and downs ...• there 
is a great flow of entrepreneurs , i n and out of t he 
small business stratum , as each year hundreds of 
thousands fail and ot hers , some new to the game , some 
previous failure s , start again on the brave new 
venture !" 

It is difficult to trace the rate of failure of 
present businesses through offici al statistics . 
However , some reasons for fai lure are available . 
Deran (1963) bas docume nted reasons for the fai lure 
of small bus i nesses in the Uni ted States . 
Inexperience , incompetence* 93 . 2% of firms . 
Neglect 3.4% 
Fraud 1. 2% 
Disas t er 1 .1% 
Unknown 1 . 1% 

*This i s a summat ion o f a number of causes . 



The 1972- 73 Census of Distribution revealed total 

sales of $3 , 967 mi llion , which is an 89 per . cent . increase 

over the $2 , 099 million recorded in 19 68 . All of t he 

princip le store types registered increases of over 55 per . 

cent . during the period from 1968 to 1973 . However , once 

again the Food and Drink cate gory group showed a trend 

towards decline . This store type re gi s tere d a rate of 

incre as e below average and it fell , proportionately , by 

5 . 1 per . cent . ithin thi s group , the Grocery- Dairy sub­

group accounted for the greatest fall . Turnover in the 

Grocery- Dairy sub- group increas ed by 52 . 5 per . c ent . from 

$332 . 7 million to $ 507 . 4 million between 1967- 68 and 1972-

73 , but t his was below the rate of increas e for the retai l 

trade as a whole . In relative terms , turnover fell by 

3 . 0 per . cent . of total retail turnover . 

Figure 2a . shows retail concentration in New Zealand 

for 1972- 73 and emp hasises the preponderance of the small 

shop . Over 70 per . cent . of retail s tores have turnovers 

of less than $100,000 but the s e account for only 24 per . 

cent . of retail turnover . By contras t , under 4 . 5 per . cent . 

of retail stores have turnovers of over $500 , 000 but these 

account fo r ove r 40 per . cent of total retail sales . This 

pat tern of retail concentration is most marked within t he 

Grocery-Da i ry sub- group . 
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Figure 2a . Retail Concentration in New Zealand . 
1972- 73 -

Source : E. Kalafetalis . The Socio- Economic 
Characteristics of the Dairy-Grocery in Four 
Well i nston Suburbs . Unpublished Research Pap~r, 
Vi c t oria , 1976. 

Along with a change i n shares of total turnover there 

has been a shift into lar ger turnover sized groups . Stores 

with larger sales increased their total store numbers by 

2. 5 per . cent. and their total share of retail sales by 

14. 1 per . cent . between 1967- 68 and 1972-73 - The smaller 

turnover groups registered proportionate losses. Their -
share of total retail turnover fel l by 18 .3 per . cent . and 

9.7 per. cent . re spectively . 
' 
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Shifts in the scale of retail enterprise are also 

evident when the census data is classified according to the 

employee size of shops . Figure 2b . shows percentage shares 

of total store numbers , total retail turnover and total 

employment by paid employee size groups. 
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Figure 2b . Total Store Numbers , Total Retail 
Turnover and Total Paid Employment by Paid Employee 
Sized Groups, Percentage Shared. 

Source: E. Kalafetalis. The Bocio-Economic 
Characteristics of the Dairi-Grocery in Four 
Wellin5ton Suburbs. Unpublished Research Paper, 
Victoria, 1976. 

As in Figure 2a ., Figure 2b . demonstrates there is 

a stru~ural shift toward large scale retail outlets. Only 

group six has consis tently made proportionate gains . This 

group has increased its total retail turnover, total store 

' 



numbers and total paid employment by 9 .4 per . cent ., 21 . 8 

per . cent . and 15 . 5 p e r . c e n t . respectively . Groups 1 , 2 
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and 3 especi ally , have re gistered proportionate lo sses . Their 

shares of the total r e t a il t urnover, total s tore numbers and 

total paid e mployment have fallen by 11 . 6 per . cent ., 16 . 4 

per cent . and 9 . 1 per . cent . r esp ectively . 

Thus , general trends available through official 

st ati s tic s suggest that t he small shop is givi n g way to b i g 

business , although t he small shop i s s till dominant in 

number s . The greatest ef fec t s of current trends are mani ­

festing t hemselves within t he Grocery- Dairy s tore - t ype . 

Mos t directly concerned is the Dairy - Grocery which has shown 

a sharp decline in numbers and mar ke t share . It i s p oss ible 

that the Da iry - Grocery may be illustrative of what i s ahead 

for other t ypes of small shops . 

Effort s to Preserve t he Small Shop 

If t he small r etailer i s indeed experiencing t he 

kinds of problems outlined above, the que s tion ari s es as to 

what is being done to combat the situation . Faced with a 

number of competitive pressures the small shopkeeper has 

avail able to him s ever a l s tr ategies calculated to help him 

advance hi s position . In entering retail i ng the shop owner 

becomes party to a set of relationships , with hi s suppliers, 

with his customers, with his competitors and with re present­

atives of local government . The strategi es he may use all 

involve changes in one or more of these relations hi ps . 



Two of the most important innovations that have taken 

place in retailing involve the develo pment of methods which 

allow small shopkeepers to obtain better terms from their 

s uppliers. The s e innovations in whole saling are; voluntary 

group wholesaling and cash and carry who le saling . 

28. 

Voluntary group wholesal i ng i s an attempt to i n troduce 

the benefit s of central buying to t he i ndependent sec tor, 

t hereby enabling the small ret a ile r to compete successfully 

with his bigger counterpart . Instead of the wholesaler 

acting as an indiv i dual company purchasing i nd ependently fro m 

the manufacturer/producer, the vo l untary group purchases 

s tock on be half of its member s , t hus enabling large volumes 

of produce to be bought on terms similar to multipl e s (14) . 

For it s succ e ss , group wholesaling relies on the group 

ret a ilers purchasing a weekly mi nimum order from the whole­

sale member . It i s here t hat the main f a iling of the syst em 

i s located. 

Whereas t he large multiple operati on consists of a 

re latively small number of large self s erv i c e s tore s , the 

voluntary group has as it s members a comparatively large 

number of retailers. Kirby (1974) provides research findings 

t hat show t he time take n to a ss emble a single order of 500 

p acks i s app roximately 31 per . cent . less than the time 

taken to ass emble five s eparate orders of 100 packs . Simi ­

larly unloading is 42 per . cent. quicker . Therefore with 

(14) A multiple being arbitrarily defined in the Census 
as 'a branch of an organisation with four or more 
separate branches i n New Zealand under common 
controlling ownership'. For example, Woolworths and 
Hallensteins . 



labour costs accounting for almost 50 per . cent . of bulk 

warehouse and transport operations, group wholesalers are 

being forced t o evaluate the profitability of servicing the 

small order . A marked tendency of group wholesaling has 

been , therefore , the t endency for wholesalers to raise the 

level of the minimum weekly order , to impose a sliding scale 

of charges that favour the larger retailer , and to follow 

an active policy of acquiring new , purpose built , self 

service stores . This has meant t hat many small independents 

have had increasing difficulty finding a wholesaler willing 

to supply their requireIT.ents . 

29 . 

By cont~ast , cash- and - carry is a form of wholesaling 

that excludes the traditional wholesaler operations of order , 

process and delivery . It is based on the principle that by 

selecting , collecting and paying cash for goods , the r etailer 

enables the wholesaler to reduce costs (on assembly , delivery , 

sales representation and c r edit financing) and therefore 

charge competitive prices . For its success , cash- and - carry 

requires that the retailer does not cost into his pri ces a 

charge for bis own involvement and the use of his vehicle . 

Both the above schemes require retailer/wholesaler 

cooperation, and both can be regarded as improving the 

efficiency of the distributive system. Currently the small 

trader is heavily reliant on the i neffic i ent system of sales 

representation as a way of ordering goods and having them 

deli vered . Cash- and- carry produces a reduction in this 

type of service and also allows retailers who do not wish 
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to join voluntary buying groups to still have access to 

cheap goods . By contras t , group wholesaling coordinates the 

buying of a number of inde pendent wholesalers and is intend ed 

to concentrate on t he mo re progressive and profi t able of the 

i ndependent retail units . In theory , therefore, these two 

forms of wholesaling are complementary rat her t han competitive . 

However , t his is not the c ase, especially among me mbers of 

buying chains . Here t he re is t he ever present temptat ion to 

enl arge stocks or take advantage of a cheap line not offered 

by the group . To the extent t hat some group members do buy 

outside the chain they weaken t he group . 

Another str ategy which could be adopted by the small 

trader is the notion of self service techni ques which allows 

for a reduction in labour associated costs . Be t ween 1958 to 

1968 the number of self servi ce units in the grocery sector 

increased from 1 , 055 to 2 , 129 . During this period the stores 

with s elf s erv ice units almost doubled their sha re of t he 

total turnover (Christie , 1973 ) . However , the self service 

idea has a number of drawbacks for the small t rader . It 

strikes at what he is likely t o perceive as his major marke t 

attraction ; personal s ervice . It i s perhaps for this reason 

the small retailer has shown a marked reluctance to adopt the 

self service system . 

The characteristic of solidarity has seldom been 

associated with the shopkeeper stratum . Bechhofer et . al . 

(1974) provide a quote from the Scotti s h Secret ar y of the 

Union of Small Shopkee pers who says ; ' Shopkeepers are the 

most individual- minded people '. This characteristic of 
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i ndependenre has undermined attempts to develop collective 

power through association . The small food retailer can 

belong to either his local Retailer ' s Association of the 

Master Grocer ' s Associat i on . But , in the words of one 

Retai ler ' s Associati on representati ve , there i s little t hat 

can be done wi thout full support from shopkeepe~s , and t his 

is not always forthcoming . At present both the Associations 

provide supportive services for shopkeepers in the form of 

updating price lists , handling enquiries about staff , gi ving 

notice of customers who are bad risks and other g.eneral help . 

They do little to advance the shopkeeper ' s position . 

A last feature of efforts to preserve the small shop , 

especial ly in New Zealand , is the legislation limiting the 

sale of goods to certain hour s (15) . The rationale be hind 

the limiting of shopping hours , in terms of helping the small 

shop , is that it allows the shopkeeper to trade for five 

days and then close his doors knowing that hi s lines are 

not bei ng s old elsewhere . In the highly competitive area 

of food retailing the Dairy- Grocery is kept open during the 

weekends and evenings selling many items illegally , because 

a profi t cannot be made in this type of store during the 

( 15) See Shops and Offices Act (1955) . 



week . The Dairy- Grocery may in fact be causing problems 

for himself by proving that food sales can be made in the 

weekend as this provides evidence for the larger shops who 

wish to have extended shopping hours . As long as the 

restricted hours exist small shops are safe from competition 

with the larger stores . If current pressure on legislation 

comes to fruition this protection will be gone . 

Why Preserve the Small Shop? 

32 . 

Anyone who has lived in a town or city knows something 

about small shopkeepers . A day does not pass without some 

interaction between the shopkeeper and his customers . At the 

very least the daily trip to the corner store reminds the 

customer of the existence of small shopkeepers . Their lives , 

as components of a distributive network , are unavoidably 

bound together . When such a fundaFental social relationship 

comes under threat of change there is cause to ask if change 

should take place . 

In t his final section of Chapter I reasons for the 

preservation of the small shop , which has been shown to be 

in a prec a rious position , will be considered . This being 

done because it would appear that New Zealand will indeed 

follow overseas trend s and the small shop in thi s country 

will confront the issue of survival . For many observers 

the transition from old to new methods of retailing may seem 

necessary and desirable . The closing of many small shops 

being interpreted as a reasonable pri ce to pay for ' progre ss '. 



But his assumption should be examined as it is possible 

that the small shop fills a unique place in society and its 

disappearance would therefore cause problems . In line with 

the approach taken in the re s earch the arguments presented 

here for p reserving t he small shop are predominantly socio ­

logical. 

33. 

In a capitalist society , small business is the symbol 

of opportunity (Mayer , 1953) . Writing on the symbolic nature 

of small business , one group of researchers have stated : 

Perhaps most important of all, the survival of the 
petit b0urgeois stratum has symbolic value . The 
biographies of small businessmen may seem to affirm 
the openness of the social sys tem, to demonstrate 
that individual mobility is possible, to exemplify 
success . For they seem to have acquired two things 
which lie at the heart of a capitalist sys tem; 
property and autonomy (Bechhofer et . al . 1974:480). 

It is the opportunity which a small business gives 

indiv iduals to gain property and autonomy which makes it 

so important. By owning a small bus ine ss individuals can 

test the reality of the capitalist promise which is embodied 

in the Horatio Alger storie s of success (16) . Without a 

flourishing small business stratum it i s difficult to 

i magine a capitalist soc iety, which is after all founded on 

the principles of personal control over wealth and self. 

Western society, although it is ostensibly capitalist , 

is incre asingly characterised by welfarism and employees 

(Drucker, 1953). These features run counter to the premise 

(16) The titles of Alger's novels are indicative of the 
struggle for success of their heroes: Facing the 
World, The Odds Against Them, Strive a.ncr-succeed, 
Risen From the Ranks, Strug~ling U~ward, Bound 
to Rise, Helping Himself an Do an Dare. 



of capitalism . Whether welfarism or capitalism will become 

a dominant philosophy is for present purposes beside the 

point . What i s relevant is that alternatives s hould exist 

for those who may not wi sh to conform to norms concerning 

work . The retention of small businesses would seem to 

provide the means for those who value capitalism to have 

their own way of life. It is clear that a demand for such 

values exi s ts. In numerous articles workers have been shown 

to perceive the small business as the means by which they 

can attain independence and wealth (Goldthorpe, 1968 ; 

MacKenzie, 1973; Chinoy, 1955; I nkson , 1977) . The point 

is also made by the continuation of r ecruitment of people 

into small businesses despite the high rate of bankruptcy 

and the obvious pressures they must deal with while owning 

the business (Christie , 1973) . 

From the consumers point of view , the small shop 

34 . 

can be seen to offer direct rewards which may , in the future , 

be recogni sed as highly desirable . There will always be a 

section of the community who are unable to travel to centra­

lised s tore s and/or unable to pay cash for goods (17). 

Further, for those households without adequate storage space 

in the home, the appropriate food storage equipment , or the 

ability to plan needs and food requirements in advance, the 

(17) See A. Bruce 'Facilities Required Near Home ' Built 
Environment Quarterly, Vol . 3 , No . 2 (April 1974) 
pp 290-291. 



local shop acts as a form of domestic food storage; the 

housewife buys what she needs as and when she needs it 

without suffering the risk of being out of goods at undesir­

able times . Moreover, the local store , particularly i n 
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rural areas , is often the focus of community life, fulfilling 

a social as well as an econo~ic role; the shop acting as a 

point of contact and the shopkeeper as t ransmitter of 

information, confidant and social therapist. As a po i nt 

of interaction t he small shop cannot be over emphasised. 

The suburbs which have been developed in recent years 

without local stores provide fewer opportunitie s for people 

to become familiar wit h each other and with their own 

surround i ngs . 

A final argument for preserving t he small shop can 

be made with reference to the kind of social environment 

which will be thought desirable in the future. Taken from 

t he consumers point of v iew there is a benefit in keeping 

small shops as an alternative to large stores . The small 

shop is now a vital link in the retailing heirarchy which 

begins with the small ne i ghbourhood store and finishes with 

the hypermarket. If the exces ses of the large store , with 

its impersonal, people processing approach to the sale of 

goods, are to be contained it may be imperative to retain 

the small shop. If retailing can offer a variety of settings 

for the purchase of goods the consumer will have a choice of 

shopping styles as well as products (18). 

(18) I am grateful for this observation to Mr. Alistair 
Aburn of the Wellington Regional ~lanning Authority. 



It is perplexing that as writers di scuss and people 

experience the problems of impersonality , anonymity , lack 

of involvement and isolation which often characterise 

contemporary life so little is done to prevent the situation 

getti ng worse . A method of prevention may be to retai n the 

means by which people can have personal contact . The small 

shop , acting as a cross roads for community members seems 

an ideal means to this end . In manufacturing there are 

currently a number of attempts being made to re gain the 

state of smallness . Huge organisations are reorganising 

to provide employees wi t h the feeling of working for and 

within a small personalised team . The positive outcomes 
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are said to be many (19) . The lesson learnt in manufacturing , 

that size can be dysfunctional for people , may soon have to 

be applied to retailing where growth in the s ize of retail 

outlets has become a dominant goal . 

(19) 

It i s fair to say that retailing, to a great er 
extent than most other types of economic activity 
and in particular than manufacturing , affects and 
is affected by the society in which it takes place . 
Few people see inside a factory or a mine ; everyone 
goes into shops (McClelland , 1964: 38 ) . 

For a useful discussion of these matters in 
industry see P . Blumberg Industrial Democrac~ 
L ondon : Constable (1968 ) • . 



CHAPTER II 

DESCRIPTION OF THE STUDY 

Telling how the study was done has become some t hing 

of a tradition r ather than a scientifi c necessity among 

qualitat i v e researchers in soci olo gy (1) . While t his 

tradition has in no way demeaned tho se involved, it has 

perpetuated t he belief t hat qualitative re search i s t he 

r out e to ' soft data ' and tha t the methodology of qual itat i v e 

researchers i s correspondingly hazy . This i s an unfortunate 

s i tuation bec ause it is apt to make t he novice researcher 

wary of s traying from the mainstream of quantit at i ve researc h . 

I n recent years a number of attempts have been made 

to place t he qualitative appro ach on a mo r e substantial 

found ation by developing a suit able t heoretical framework 

and by establis hing a se t of standard i sed research tech­

niques (2). The present chapter seeks to contribute to t his 

(1) 

( 2 ) 

See, for example, E. Leibow Tally's Corner Boston : 
Little Brown (1968) pp 232- 256 and W. F . Why te Street 
Corner Societ: The Structure of an Italian Slum 
Chicago: University of Chicago • 

See, for example, B . Glas er and A. Strauss The 
Discover of Grounded Theor: Strate ie s fo:r--ualita-
tive Researeh Chicago: Aldine 7 : S.T. Bruyn 
The Human Pers ective in Sociolo : The Methodolo 
o Par icipant O servation ng ewoo C i s, New 
Jers ey: (Prentice-Hall 71966); J. Lofland Analysing 
So c ial Settings California: Wasdwortb (1971). 
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more rigorous approach to qualitative research by report i ng 

extensively on how this study was done . The account of the 

research process covers many of the is sues Lofland (1 974 : 

131 - 132) has suggested qualitative researchers should address 

themselves to. Hopefully the chapter will encourage other 

qualitative re searchers to report their activities i n the 

field more fully t han is currently t he pr actice(3) . 

Statement of t he Problem 

The plight of the small shop i n an environment which 

increasingly favours big business has become a majo r concern 

in many countries where t he decline in small shop numbers 

i s considered as much of a threat to the consumers ' well­

being as to the we llbeing of those who depend on the shops 

for a l i ving (4) . The chronic lack of knowledge , which i s 

widespread among social sciences , has to date slowed attempts 

to ease the i mpact of the environment on the small shop . For 

example , one observer has suggested that ' Retailing , despite 

its importance , is not an intellectually re spectable subject 

(3) This is not to say the reporting of personal 
experiences in t he field is irrelevant. However , it 
i s i mportant that researc hers couch their experiences 
i n a more standard and rigorous framework . 

(4 ) Although the sample upon which the research i s based 
i s a New Zealand one , t he small shopkeepers ' posit i on 
i s not fundamentally di fferent in other modern 
industrialised nations . Thus , much of what is said 
has relevance to Europe and the United State s . 
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in economics'' (Christie, 1974:3). Sociologists also know 

little of the small shopkeepers ' situation and have completed 

only a handful of studies relevant to retailing problems (5). 

The present study is justified initially by the lack 

of sociological knowledge about the small shop. Retailing 

not only involves many people directly and indirectly in its 

operation, but it also is within the experience of every 

member of society who at one time or another will fill the 

role of customer (6). It would seem reasonable that socio­

logists should become familiar with such a significant area 

of activity . 

A second justification arises out of t he need to 

come to grips with the problems of small shopkeepers . A 

sociological con tribution to this goal may be to establish 

a theoretical conceptualisation of the position of the small 

shop and its owners i n society . This would serve as a 

referrent for more specific efforts to isolate the problems 

of the small shopkeeper . The soc iological theory t hat exists 

(5) 

(6) 

For a review of what little there is available see 
G. Ritzner Man and his Work New York : Meridith 
Corporation (1971). 

Official statistics do not give the number of people 
employed in small shops. But working from a defi­
nition of a small shop as one with a turnover of 
under $100,000 per annum it was estimated that the 
number may be as high as 70,000. Taking dependent 
families into account, this makes the small shop of 
significant concern to many people . 



has been grounded in the idea of economic marginality 

(Hall, 1969) . The present study starts from the premis e 

that such a view i s undesirably narrow and if used as the 

basis for efforts to ai d small shopkeepers it would be 

inade quate . 

The sociological neglect of the small shop has been 

outlined above and in the previous chapter . Because so 

little material exists the present study was conceived of 

as explanatory. As Margaret Stacey (1969 :6) observes in 

Methods of Social Science: 

Hypotheses which are worth testing can only be 
developed in areas about which a good deal is known , 
i . e . where a great deal of empirical field data has 
already been collected . Before this stage most 
research is of an exploratory nature ... It is only 
after much empirical data has been collected and a 
series of s i mple relationships , close to reality, 
have been established , that either precise hypotheses 
can be enunciated for testing or theory derived 
i nductively from empirical data . 

The primary aim of this re s earc h is descriptive : to 

give some account of the experiences of a sample of small 

shopkeepers in the context of their work . A secondary aim 

is theoretical : to examine how the experiences in question 

can best be collated as a theory which may explain the 

position of small shops and shopkeepers in society . 

Rationale for Sample Sele ction 

The main a i m i n obtaining the sample was to select 

strategic cases for study . That is those cases which would 

reveal most theoretically about the problem were sought . 

40 . 



For this reason ( and for t he secondary reas on tha t a small 

sample was t hought des irable) several approaches were 

eliminated . The most obvious approach to have taken would 

have been to have s elected a wide range of small s hops and 

to have obtained a c ontinuum of store t ypes . This would 
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have meant the i nclusion of greengr ocers , jewellers , butchers , 

booksellers as we ll as dairy- grocers . This approach is 

valuable in certai n ci rcums t ances (7) , but in t he present 

study i t was thought t he opposite approach would be more 

useful because certain probl ems can be seen more clearly if 

the focus is mainly on one clear- cut group , rat her than a 

continuum . The de c i sion was made to focus on the dairy­

grocery where , i n New Zealand , the problems of t he small 

shop are most obvious . The dairy- grocery i s s trategic i n 

that it is of the category , small shop, and it highlight s 

t he difficulties other store types in New Zealand a r e only 

partially acquainted with . Thus whi l e t he dairy- grocery 

may to some degree be atypical of the small shop , it i s 

of ten more useful to look at t he atypical case because it 

i s where certain features of t he problem are highlight ed . 

The case study approach has a number of po s itiv e 

features . Becker (1 970 ) locates the geneology of the cas e 

method among medical and psychological sciences. Here the 

(7) See M. Newcomer ' The Little Bus inessman: A Study 
of busines s proprietors in Poughkeepsie New York ' 
Business History Review Vol . 35 , No . 4 , (1961 ) 
pp . 477-5~ 



method rests on the assumption that 11 one can properly 

acquire knowledge of the phenomenon from intense study of 

a s ingle case" (Becker, 1 9 70 : 75) . Adapted from t he med i cal 

tradition , the case study me thod has become one of t he bas ic 

method s of t he social s cienc e s ( 8 ). 

Becker (1 9 70:76 ) de s cribes the case study as having 

a double purpo s e. 

On t he one hand , it attemp t s t o arrive at a 
comprehensive understandi ng of t he group under 
study : who are its members ? what are their stable 
and recurring modes of activity and intera ction? 
how are t hey related to one another and how is the 
group related to the re s t of t he world? At the same 
time, the case s tudy al s o attempts to develop more 
general t heoretical s tate~ents about regularities 
i n s ocial s truc ture s and social processes . 

This type of re s e arch has been labelled ' holis ti c ' 

by Weiss (1968) and seemed i deal for pre sent re searc h 

objectives : a d e scriptive s t udy le ad i ng to a tentative 

theoretical explanat i on . 

The p r esent a i m of selecti ng s trategic cases for 

i nvestigat i on has muc h in common wit h Glaser and Strauss ' 

(1 967) s tr a te gy of "theoret ical sampling ". In other words 

the aim i s not to present the popul at i on at large, but to 

choose a sample on the bas i s of learning some t hing about 

certain theoretical categories (9). 

(8) 

( 9) 

The method has been used to produce s uch major 
works as Herbert Gans' Urban Villagers New York: 
Free Pres s (1 962) ; Erving Goffmans Asylums Chicago: 
Al dine ( 1961 ). 

"Theoretical sampling i s done in order to discover 
~ategories and their properties, and to suggest 
t he interrelationshi ps into theory". Glaser and 
Strauss op. cit. p. 62 . 
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Location of t he Dairy - Grocery For the Study 

The sample consisted of 24 couples who owned and 

operated a dairy- grocery in the Palmerston North city area. 

For the purposes of t he investigation t he dai ry- grocery* 

was defined i n the descriptive terms used by Mercer (1969 : 

1) (10) . 

The dai ry- grocery is t he predominant form of t he 
' corner store ' in the city today . Ini t i ally t he 
two functi ons of the dairy - grocery , that of selling 
dair y products and that of selling groceries , were 
carried out in separate premises . Evi dence of t his 
can be read ily seen in central areas of the city . 
However , as shopping habits have change d .... these 
two functions have been combine d uh der one roof . 
Today the dairy - grocery plays a supplementary ro l e 
to the supe r market by supplying food s tuff s over 
extended hours in close proximity t o many homes . 

While the abov e definition proved adequate for the 
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task of locating dairie s , two other criteria were add e d to 

t he d efinition to ens ure t he sampl e consisted of small shops . 

First , the dairy had to be the maj or sour c e of income for 

the family involved . Many dairies have reached the stage 

where t hey can no longer financial l y suppor t a fami ly . 

Mercer notes t hat these dairies are often run as a hobby , 

or to augment another income . Since most other store types 

can be operated as a major source of i n come it was t hought 

* Hereinafter labelled dairy . 

(10) J . Mercer Palmerston North: A surve of dair -
~roceries own P arming Sec ion , Rep or No . 

6 (1 970 ). The a i m of the r eport was to provide 
i n fo r mation which would be helpf ul in t he plannin g 
of future locations of dairies . 
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bes t to confine the present sample to shops of the same 

level of profitability . I n practice this turned ou t to 

include t ho s e dairies operated by couples . A s econd criteri a 

was that the dairy should not empl oy more than three ful l ­

time or s ix part- time paid workers . I n New Zealand , 68 . 4 

per . cent . of all retai l busine sse s are of this siz e . 

The location of dairies for the study went through 

two phases . An exhaustive list of all dairies in the Palmer­

s ton North area was obtained through t he research conducted 

by Mercer (1969) in Palmers ton North . At t he time of Mercer 1 s 

study there were 78 dairies in the a re a . A preliminary check 

showed that s i nce 1969 11 dairies had closed and two had 

outgrown t he definition of dairy to become f ive- day- a - week 

' mini- markets '. This left a total of 65 dairies for the 

sample . It was decided at the outset to avoid using official 

help in locating the shops for study (11) . This was done 

becau s e it was t hought t he independently mind e d shopkeepers 

would respond better to a personal approach from the r esear cher. 

The fir s t phase of locating dairy owners for the study 

involved the use of a letter on Massey Uni versity stationary , 

s i gned by t he re s earcher (who a t the time held the position 

of Juni or Le c t u rer in Bus i n ess Administration at Massey) and 

the Profe ss or of the Sociology Department . The letter was 

designed to give the study an air of importance and credi-

~11) The Master Grocer ' s Associ a tion or t he Retailer ' s 
Association could have been app roached . 
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bility (12) . Five letters were sent to an initial group of 

dairies . Follow- up calls managed to recruit the owners of 

four of the five dairies i nto the study . The one that refused 

did so because he was alone in the shop and his wife had just 

left him . Suc h early successes with the letter encouraged 

its further use . However , a second mailing of six letters 

provided only one more dairy and a third mailing provided 

no further dai ries . This occurred despite t he persistence 

of the researcher . It was time to withdraw from the field 

and rethink strategies . 

At this point it was clear that people who operated 

dairies on their own were reluctant to give an interview 

because of the time they would have to spend out of the shop . 

It seemed wi s e, therefore , to concentrate efforts on couples 

who ran dairies . It was also decided to drop the letter as 

it seemed merely to be allowing people time to prepare a 

reason for not joining the study . 

The second phase of locating respondents relied on 

the re searcher'.s ability to talk people into joining the 

study . This method had one distinct advant age over the 

letter method . If the people seemed unwilling to partic i pate 

the researche r was abl e to tell them to think about it and 

return again with t he hope of getting their support . This 

approach caused the researcher to contact and discuss the 

(12) See Appendix A for a copy of the letter . 



research with the owners of 58 dairies while build i ng up 

the final sample of 24 (13). 

In all cases when the researcher was refused an 

interview t he refusal arose from one of two factors . The 

first was time . Dairy owners see t hemselves as very busy 

and that time spe n t on such activities as an interview may 

cost them money . They therefore refused an interview to 

avoid wasting their time . 

The second reason was the dairy owners' request for 

a qui d pro quo that the researcher could not p rovide. Since 

the study was exploratory it could not have immediate 

application to the owners' problems . For this reason many 

people claimed the study was pointless and refused an 

interview. 

The period of gathering a researc h sample was charac ­

terised by numerous difficulties and by equally numerous 

breaks while the researcher reviewed his strategy . A way 

around many of the problems may have been to use an official 

association to recruit t he shop owners . It would also seem 

neces sary to be prepared to offer the shopkeepers some 

tangible return for their effort. 

(13) The possibility that this approach to sampling may 
have 'skewed ' the findings must be acknowledged . In 
reviewing thi s possibility the researcher concluded 
that the only likely distortion could arise from the 
lack of individuals operating a dairy in the sample. 

46. 
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Justification for t he Small Sample 

A sample of 24 dairies (48 respondents) i s undoubtedly 

on the small s ide, especially since most sociological studie s 

using empirical data obtain it from larger samples than this. 

What kind of universe does this small sample represent? Are 

general i sations from the sample population warranted? These 

questions are predictable reactions to research based on 

' only' 24 interviews . It has already been s tated t hat the 

sample is illustrative of a wider range of shops . Since 

the general relevance and acceptability of the findings 

presented in t he re s t of t he report de p end on the methodo­

logical status of t he sampl ing and data gathering techniques 

use d it is necessary to justify t he small sample . 

One import ant justification for a small sample i s 

that it allows the researcher to study his s ubject in depth . 

For example, official s tati s tics of the type presented in 

Chapter I may provide evidence of the decline in small shop s 

but close contact with shopkeepers themselves i s necessary 

if the realitie s of their position are to be appreciated . 

The use of a small sample allows a re searcher to spend more 

time with each respondent and therefore gain a greater 

understand ing of them . 

It was also thoughtt hat unstructured interviews 

would allow the researcher to pursue data in a way which 

did not close off areas of discussion . This approach 

seemed valuable in an exploratory study . If the researcher 



had adopted structured me thod s of data gathering , there 

would have been less chance of the respondents providing 

i nsights on is sues t he ques tionnaire was not designed to 

probe . It is t hi s exploratory approach to data whic h is 

best attained by t he use of a small sample . 

Lofland (1 974) suggest that the unstructured in­

depth style of i nterviewi ng p r ovides the researcher with 

data management problems . The large quantity of data 

generated by interviews and through observat i ons tend s to 

limit the po ss ible sample numbers to about ' 20 to 50 ' 

re spondents (14) . 

As ide from the need for compatibility between sample 

s ize and research techni ques , t here are two arguments which 

support t he use of a small sample , one by We i ss (1 968) and 

one by Roth (1966) . We i ss i s concerned wit h alternative 

ways to study complex situations in which as many of the 

variables as possible are studied simultaneously . The 

researcher, after appreciating the complexity of such a 

situation , must search for s ome s implification in order to 

understand it . Attempts to simplify the situation may 

proceed, Weiss argues , in either of t wo directions : anal y tic 

or holistic . A researcher using the analytic approach would 

see his task as isolating the elements from each other and 

i dentifying a small number of relationships . He might , for 

(14) See , for example , R . Gold ' In the Basement : The 
Apar tment Building Janitor ' i n P . Berger (ed) 
The Human Shape of Work : N~w York : Mac Wiill an (1964) 
pp . 1 - 49 ; D. Cressey Ot her Pe ot le' s Mon ey : A Stud~ 
i n t he soc i al-~s)chology o f e m e zz l ement Ne w Yor : 
John Wi l ey (19 9 . 
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example , focus on particular independent- dependent rela­

tions hips. In contras t , the researcher using the holisti c 

approach will try to identi fy the n ature of t he system of 

i n terrelated parts . The que s ti on he asks i s , ''Taken as a 

whole, hov, doe s this thing wo rk?" Weiss (1 968 :1 99 ) makes 

the f ollowing comparison : 

What goe s on in the mind of a re s e archer who , 
whenever he is asked to study a complex s itua tion , 
thinks of survey re searc h? He probably a ssumes 
that the task of re s earch i s to d i s cover consis tent 
relationships be t ween elernents , that consistency 
can be demonstr ated only within a large sample, that 
relationships can be e s tablished and evaluated only 
with reliable measure s . The result is a survey . A 
holistic assumption , on the other hand, that t he aim 
of research i s to d i scover the or gani s ation of 
elements , woul d lead to diff erent emp has es and 
conse quently to d i fferent research designs . 

Indeed , ho l istic as s essment requires collection of 

data on a great r ange of i ssues . "Only in this way can the 

investigator be assured t hat t he data have within t hem a 

report of the functioning of each of the s ystem ' s element s . 

Thi s . . .. leads to the case s tudy or small sample study as 

preferred re searc h designs" (Wei ss , 1968 : 345 ) . One reason 

i t would be hard to do holistic re s earch through survey 

techniques i s that t he inve s tigator would have to have a 

very good unders tanding of the sys tem before he began to 

wri te the survey schedule . If the system is alre a d y well 

understood , the questi on arises as to whether the re search 

i s worthwhile . 
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Holistic r esearch aims not t o test a s et of hypotheses 

but to discover patterning or system in that which is being 

studied . Per haps for this reason holi s tic r esear ch i s 
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i s f r equently labelled exploratory and preliminary to a 

more hypotheses testing approach . We i ss , however , maintains 

that in actual p r actice t his rarely turns out to b e the case . 

He mai n tains that either approach may suppor t t he other . 

I f hol i stic re s earc h is not to be fo l lowed by 

11definitive research 11
, then it become espe cially i mportant 

to r a i se the i ssue of generali zabi l ity . Weiss asks whe ther 

find i ngs of holistic re s e arch can be generali s ed beyond t he 

few cases involved . Obviously there i s no appropriate 

stati stical argument . Yet in actual practi ce holistic 

re s e arch i s used as the bas i s for generalizations . Weiss 

(1968: 350) sugge sts two possible ar guments . 

One argument for generalizing from a single case 
i s that the s y stem di s covered i s a necessar y 
consequence of t he environmental pressures under 
which t he case funct ions .... 

Anot her , somewhat different , argument for genera­
l i zing i s that the essential characteri stics of 
the situation i t self require a particula r syste m. 
Here it i s not the surround of the unit under 
study , but t he unit i tself , its aims and character , 
which establishes a certain s y stem . 

Much of the pre s ent report focus es on what happened 

to specific peopl e included in t he study - with no claim 

to hy pothese s testing . But insofar as it was thoug ht 

de s ira ble to generalize from the sample , it has been done 

on the basis of Weiss' firs t argument; namely , that the 

organi s ation of these shopkeepers live s is the co~sequence 

of the same environmental pressures which surround t he 

lives of other shopkeepers . 

Roth (1966) also presents a very persuasive argu­

ment which can be used to support a small sample s t udy . 



Writing along a very different l ine of thought to Weiss , 

Roth justifies small sampl e r esearch in terms of hired hand 

researc h and i ts associated dangers . Roth l ikens hired hand 

re s earc h workers to the hired hand (e . g . machine shop 

operator) in a production organisation . So far research on 

''restriction of production" and devi ation from assigned 

duties has been done only on blue collar groups . But there 

is no reaso:c. to believe a hired hand in scientific research 

will behave any differently to other hired hands . Roth 

discusses t he effect of the hired hand mental ity on t he 

product, and then states : 

More important , however , I believe the need for 
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hired hands has been greatly exaggerated . Why for 
example , must we so often have large samples ? The large 
sample i s frequently a contrivance for controlling 
various kinds of "errors " (including the e r ror i nt ro­
duced by hired hands) . But if the study were done on 
a much smaller sample by one person or several coll­
eague s who formulated their own study and conducted 
it entirely themselves , much of this error would not 
enter in the first place . Isn ' t a sample of fifty 
which yields data in which we can have a high degree 
of confidence more useful than a sample of five 
thousand where we must remain doubtful about what i t 
i s that we have collected . (Roth , 1966:195) . 

Methods of Data Collection 

Data was gathered primarily by means of unstructured 

interviews . In other words the accent was on fl exibility . 

.An interview guide of general topics was used rather than 

a rigid questionnaire schedule (15) . The interviews were 

(15) See Appendix B for the Ques t i onnaire . 
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standardised only in the sense that there was a given list 

of topics discussed with each person . The interviews were 

primarily nnon- schedule standardisedn t o use the terminology 

of the class ification sy.stem of Richardson, Dohrenwend and 

Klein (1965) whi ch differentiates between nschedule standard­

ised n, nnon- schedule standardised 11 and nnon- standardised 

interviews" . 

Instead of us ing a schedule of questions , the non­
schedule standardised interviewer works with a list 
of information required fro m each respondent ••.. 
For each respondent the interviewer formulates 
questions to get at t he same meaning ...• The schedule 
standardised interviewer ask the sa:rre questions of 
each respondent and hopes this will hav e the same 
meaning , whereas the non- schedule interviewe r 
formulates the classes of information. he is seeking 
and hopes he can formulate the questions in such a 
way that they will have the same meaning for each 
respondent (Richardson , Dohrenwend and Klein , (1965 : 
45). 

The wording of questions and the sequence of questions 

varied from persoL to person . In many cases the respondents 

spontaneously brought up topics which were not on the list, 

e . g . the wife's role in the business . Whenever this occurred 

the interviewer sought to capitalise on this initiative by 

guiding the interview toward an approximation of conversation . 

The potency of the unstructured style of interviewing is, as 

Stebbins (1974) notes , its conversational nature . Stebbins 

likens the nonschedule interview (he calls it unstructured) 

to an interpersonal relationship and argues it is the best 

method for exploring subjective states . By likening the 

nonscheduled interview to a conversation, Stebbins invests 

both with the same qualities . 
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It i s posited that unless the interviewer and the 
respondent are sufficiently attracted to each other 
to permit further interaction the interview does not 
take place ... There i s reason to believe that the 
modern interviewer is , for many people, an aopen 
person, and t hat the unstructured i nterview has 
characteristics of a pleasant sociable conversation •• . 
Awareness by the two that they are being scrutinized 
by one another pulls them into an interc hange • ..• It 
was observed that interaction between interviewer and 
respondent grows increasingly more intimate •. . • 
(Stebbins, 1974: 176) . 

These procedures are in keeping with the assumptions 

which underlie nonschedule standardized interviews and which 

include the following ideas : 1) If meaning of questions is 

to be standardised then there must be latitude to adapt the 

wording; 2) There i s no fixed sequence of questions which 

can be satisfactory to all re spor-.dents - t he most effective 

sequence i s determined by the way the respondent takes up the 

topics . These assumptions are, of course , contrary to those 

underlying schedule standardised i nterviews where it is 

believed that the stimulus for each respondent should be 

identical . That to be an identical stimulus the quest i on 

must be worded identically each time it is pre sented; and 

that since previous parts of the i nterviews are part of the 

stimulus context , the sequence of questions must be identical . 

As Richardson , Dohrenwend and Klein note, both schedule and 

nonschedule forms of interviewi ng rest on assumptions whic h 

are largely untested . 

Other portions of the interview collected: 1) non­

s t andardised information ; and 2) schedule standardised 

information . Nonstandardi s ed information was gathered from 

any respondent as l ong as i t seemed relevant to the overall 



research concerns . In a number of intervi ews information 

of thi s type was gathered as respondents provided i d iosyn­

c ratic experiences whi ch seemed pertinent to t he study . 

I nformation of t his k ind was typically gathered from dairy 

owners not included in the formal s ample and from a number 

of intereste d parties who commented on t he re search issues . 

It was noted earlier that many owners other than those in 

the sample were spoken to . On such occasions the researcher 

let the discretion of the intervi ewee determine t he course 

of the di scussion . I n this way the r esear cher was p r ovi ded 

with a method for gauging the sal i ence of i ssues as well as 

gathering a great deal of spontaneous data . 

Gat hering d ata from interested bystanders was a 

method which did not sugge st itse lf t o the researcher until 

about half way through the study . The method began to be 

used when it became c l e ar that dairies were of interest to 
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a number of people and when they heard t he topic of re s earch 

they volunteered observations . This data was not taken at 

face value , but it did provide a numbe r of int eresting l eads 

to follow up . It is worth noting that a number of p eop le 

were interested in the dairy because t he f ami ly who occupied 

it were thought to have such an atyp ical life style . Because 

so many people stated t hat they could not unders tand bow the 

dairy owners could tolerate life in a dairy, questions were 

included in t he interviews asking owners to justify their 

situation. Other people were interested in the dairy because 

of the close re~ationship they had , or wished t hey had , with 

their local dairy . These claims led to an investigation of 



the value of the dairy to a comrr.unity . In all cases, where 

t he nonstandardised i nformati on was collected , attempts were 

mad e to write up the data i mmediately after conversation 

ended . 
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In the early period of the research schedule standard­

ised data was gathered prior to the nonscheduled interview 

(16) . However , t his practice was stopped as the questionnai re 

included items on politi cs , education , opinions and other 

personal data , and tended to make people suspicious of the 

researcher ' s intentions . On two occasions interviews were 

lost because respondents did not l ike the questi ons . There­

afte r the schedule standardised data was gathered after the 

i nterviewer could ensure the dairy owners cooperation . 

The very flexible approach to interviewing was origi­

nally chosen as a strategy to get people to relax and talk 

more free l y . But flexibility had o t her advantages . First 

of all , it allowed for the generation of new ideas during 

the study . These i deas were handled in one of two ways . 

When new ideas were uncovered early in the research they 

were included in t he later i ntervi ews . The only difference 

was that early i nformation was spontaneous whi le later 

research was more systematic . When new ideas were uncovered 

late in the i nterview stage , data could be obtained from 

only a few sources . In the report the se i deas are discussed 

(16) See Appendix C for t he Questionnaire . 



as suggestive leads and not stated as findings based on the 

entire sample . 

A s econd analytical advantage of the flexible inter­

view is that the researcher can observe the links people 
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. spontaneously establish between various topics. The se links 

can be interesting find s in themselves . For example, the 

shopkeepers often mentioned the link between the child and 

the parents . To have t he child as a good customer was to 

have the parent as well . This observation led the researcher 

to begin to build up a list of methods by which the shop­

keepers tried to improve t heir situation through control 

over the custome r . 

The flexible interview has practical research 

advantages as well . When respondents are in situations 

where they can and will be disturbed , the ability to change 

topics and pick up new threads i s valuable . 

Two features of the interviewing are relevant for 

understanding the analysis. Firs t of all, for many topics, 

information was gathered in direct response to a question 

and also whenever it came up . In analysis account was taken 

of both source s of data . 

Secondly , throughout the interview~ attempt was 

made to ge t respondents to support any general statement 

with concrete de t ai l s . For example, when it was heard that 

a cust omer was 'lousy ' the respondent was asked to specify 

i n what way , e . g. was the customer rude , a bad credit risk 

or morally bad? If they said the term lousy meant the 
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customer's failure to respect the dairy owner's delicate 

social and economic position, they were asked to give a 

specific example of this. The emphasis on concrete detail 

helped diminish mi s understanding of what was said ; made 

explicit what dimensions were important, and made it possible 

for the researcher to make independent judgements. 

Before leaving the method from which the majority 

of data was gathered there are two other problems to deal 

with , those of validity and objectivity. When evaluating 

the performance of an interviewer it is usually assumed the 

information is valid and objective becaus e of the objective 

orientation of the interviewer and the interview. Unfortun­

ately when thi s criteria is applied to the unstructured inter­

view it does not match the methodology . Thi s leaves the 

interviewer wondering how he knows if the interviewee is 

telling the truth. 

In ans wering this problem use is made here of a quote 

from Stebbins (1974: 173-1 74) . 

..... for the respondent, the interview situation 
is simply one of many settings in which his view­
points, that are the object of study , are activated 
and expressed. How they are expressed depends 
primarily upon his definit ion of the situation . 
Since the interviewer (and his questions), no matte r 
how concerned he is with objectivity and validity, 
have special meaning for the interviewee, the latter 
defines that setting differently from others in 
which the s e subjective states are relevant. 

Ichheiser's distinction between interpretations 
"in principl'? 11 and interpretations "in fact" i s 
germane here • . Interpretations in principle ~efer 
to how we ought _to hink or act when hypothetically 
confronted by a certain class of s ituations . Inter­
pretations in fact are those definitions that guide 
behaviour in an actual setting. Although frequently 



frequently different, both are equally genuine 
from the respondent's standpoint . 

Thus, besides the fact that t he actor 's 
definition of the situations involving a common 
subjective theme vary with who is in t hem ( the 
i n te rviewe r or someone else), they also vary with 
respect ~o the actor's presenc e in, or absence from, 
the setting under consideration. Further, it is 
significant that a person ' s meanings are usually 
ambiguou s and inconsistently expressed from setting 
to setting , a condition t hat encourages the situa­
tional variability of responses. But , although this 
occurs i n everyday life, the interview is often an 
occ as ion for the subjec t to explore, clarify and give 
consistency to his feelings in a way he never has had 
reason to before. 

Although t he inte rview situation is more neutral 
t han most for a respondent being questioned on the 
k ind of topics typically covered in unstructured 
interviews , it i s , nonetheless, still only one of 
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the many sett i ngs i n whi ch hi s meanings are expressed. 
Therefore, to the extent that the quest for objecti­
v ity and validity focuses on 11 true 11 answers to t he 
interviewer's questions, it i 9 misguided since there 
is no such ?JlSWer, but only si tuationally expressed 
re sponses . The best counse l t hen , for those studying 
personal meanings , i s to drop this goal. For their 
purposes validity is increased, not by pursuing 
objectivity, but by pursuing subjectivity . 

If t he interviewer follows the advi ce of Stebbins , 

his t ask i s to establish a relationship with the respondent 

which i s as close to a personal relationship as is possible. 

I n this way the interviewer tries to enter into a conver­

sation with t he respondent wh i ch brings them to examine as 

freely as possible, the subjective definitions of the 

re spondent. This strategy s erves the purpose of allowing 

t he respondent to 11 explore, clarify and give consistency to 

his feelings 11 while the interv iewer may use this intimacy 

to ensure he -sees things from the other's point of view. 

To be sure thi s places a great deal of emphas i s on the 

interviewer's ability to establish a satisfactory rapport 

with his respondent; however the task is not impossible. 



While the researcher placed mos t faith in the 

research technique used to ensure validity, other back up 

strategies were adopted to maximise the val idity of the 

findings. The first involved observation, the second 

involved an informant relationship. 

Observations were carried out regularly at dairies 

near the home of the researcher. The dairy, in Goffman's 

(1963) terms , is a partially open place. That is~ anyone 

can enter and be present for some time without making their 

purpose explicit. The researcher was able to gather many 

valuable observations while waiting for an evening paper, 

a bottle of milk or some other item. 

The informant relationship was begun towards the end 

of the time i n the field . However this did prove valuable 

as the relationship was carried on during the period of 

writing and enabled the researcher to check his thoughts 
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with a couple who were involved with the social setting under 

study . 

Having outlined the techniques used in this study, 

attention can now be focussed on how the interview was 

carried out. A major problem in carrying out the study was 

arranging time s for intervi~ws. Almost all the people 

interviewed perceived themselves as working to very tight 

schedules. Therefore finding time for a t wo hour interview 

was usually difficult. The interviewer had to place himself 

at the disposal of the respondents. The time (weekend, night 

or day) and the place (their residence or the interviewers) 



were at their convenience . It was partly for thi s reason 

that s o much time was spent, al tl1ough not vvas ted in getting 

interviews. The study was spread over four months from 

Augus t 13th to December 2·1st 1976. Part of thi s ti:ne may 

be explained by the need to return again and yet again for 

interviews that a respondent had forgotten or did not have 

time for on the day . To the novice qualitative researcher 

thi s type of frustration combined with the feeling that 

nothing will emerge from the many hours of conversation , 

is threatening. There was however , one value in all the 

time spent going to and from dairies . It enabled the 

researcher to spend more time in and around dairies than 

would otherwise have been possible . 

The actual interviews involved t he husbands and 

wives on all but one occasion . On this occasion the wife 

politely made it known she was not i nterested . The inter­

views ranged in length from 3i hours to 1 hour with an 

average of 1¾ hours . To thi s interview time may be added 

at least two brief conversations held with .the respondents. 

These occurred when the researcher first made contact and 

in the case of the latter nineteen dairies contacted , when 

the structured questionnaires were picked up from the 

re spondent s . The initial contact often provided valuable 

ins i ghts into what the people thought was i mportant about 

the study while the later contact provided an opportunity 

to raise i ssues not dealt with adequately in the inter­

view. 

For the first four interviews the data was gathered 
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by taking notes. This practice was abandoned in favour of 

a taperecorder as it proved impossible to capture all of t he 

nuances of t he conservatior..s. Of the tb.irty-nine people asked 

about the use of the taperecorder, thirty-eight agreed 

iil111lediately and the one remaining (interviewed without his 

wife) did so after being a ssured of complete confidentiality. 

This ready acceptance of the taperecorder was a positive sign . 

After all, none of t he respondents could be said to be used 

to speaking i n the presence of a taperecorder. Thus their 

acceptance suggests few sample groups, talking on general 

i ssues , are likely to refuse the interviewer a taperecorder. 

It was noted however, that after the tape was turned off at 

the end of the interview people took the opportunity to say 

things which they thought particularly sensitive . This was 

usually direct criticism of customers . Here , once again , 

notes were taken. 

One last method used for gathering data must be 

mentioned . This involved a number of unstructured inter­

views with people who knew something about the dairy­

grocers' situation. The interviewer met with the represent­

ative of the local Retailer's Association and discussed the 

current difficultie s of the - dairy. Also contacted was 

Alistair Aburn of the Wellington Regional Planning Authority 

who has conducted research in the area of retailing and i s 

interested in the situation of small shops. Finally, two 

informal interviews were set up with two couples who have 

recently s old their dairies. These people provided valuable 

leads on the feelings of the dairy owner about his position 



as they had thought a great deal about their experiences 

in the dairy s ince leaving. It is indeed true to say that 

the time a family spends in a dairy remains s ignificant to 

them . 

Writing up the Data 

When the researcher left the field after each 

interview or observation there was a need to transfer the 

raw data into some form suitable for analysis. Data was 

written up as soon as possible after the researcher left 

the field , in a form which allqwed some initial analysis 

and initial sorting out to take place . The a i m was to 
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store data in a manner conducive to retrieval for extensive 

analysis at a later date . To write up the data a me thod 

sugges ted by Schatzman and Strauss (1973) was used . This 

method, which i s outlined below , had the twin merits of 

s tructuring the data and establishing lines of analysis (17). 

Strategy for recording data . 

ON: Observational notes - statements which form 
a mundane record of all the events which occur 
in the field . No analysis just a direct record . 

TN: Theoretical notes - attempts to derive meaning 
from what has been observed . Here the researcher 
says what he thinks is going on in the form of 
interpretation, theory, inference and hypotheses . 

MN : Methodological note - statement which reflects 
research acts either completed or ta be undertaken . 

OC: Observers comments - statements about the 
researcher are made in this category allowing 
later analysis of research behaviour . 

(17) See Appendix D for an exEtIDple of the f ield notes. 



With a record of this type as a base, the researcher 

was able to begin a more extensive form of analysis . 

Anal ysis of Data 

Analysis of data i s the area of research that is 
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most often overlooked by qualitative researchers when writing 

their reports . Thi s is perhaps because qualitative re search 

can be a chaotic proce ss , unlike the more controlled approach 

of quantitative research . For this r eason t he qualitative 

researcher may not tell how his analysis was undertaken to 

avo i d criticism. The analysis of data derived from quali­

tative methods may be different from the tec hniques used in 

analysing quantitative data , but it is no less rigorous . 

The qualitative report should be a balance of descriptive 

material and interpretative analysis . To achieve this 

parsi monious outcome, t he researcher is committed to a task 

of carefully s ifting his data into categories of events 

which allow him to understand the social setting he is 

s tudying . This is not a s imp le task . 

The qualitative researcher enters the research 

process with only a general problem i n mind . In doing thi s 

he i s at odds with conventional research wi sdom as Schatzman 

and Strauss (1973 : 3) point out . 

Conventional wisdom suggests t hat researcher prepare 
a relatively articul a t ed problem i n advance of his 
inquiry . This implies t hat he would not , or coul d 
not , begin his inquiry without a problem . Yet , t he 
field method process of discovery may lead him to a 
problem after it has led hi m through much of the 



substance of his field. Problem statements are not 
a prerequisite of field research; they may emerge at 
any point in the research process, even towards the 
very end. 

It is because the qualitative researcher does not have a 

complete picture of his research problem that analysis must 

begin early in the study and be a continual process. Lofland 

(1974) suggest the researcher begin analysis as soon as he 

is in the field and gradually replace observation with 

analysis as the study draws to a close. This process would 

appear figuratively as below. 

The analysis undertaken by this researcher was guided by 

methods suggested by Lofland (1974). 

As noted the basic form of analysis took place soon 

after the data was collected . However a number of other 

files had to be establi shed to enable a higher level of 

analysis. The first of the se files involved a listing of 

what were called analytical ideas. An analytical idea 

consisted of a piece of information coupled with a theore­

tical note which was thought to illustrate a subject of 

interest to the researcher. These ideas were often gener­

ated by linking material drawn from the literature with that 

coming from the field. For example, the idea of 'coolness' 

in everyday life (Lyman and Scott, 1971), was discovered 

through reading and later linked to the growing body of 
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notes on the core role requirements of t he dairy owner to 

remai n calm under pressure from customers . These analytical 

ideas evolved i nto analytical memos as t heir i mportance 

became apparent through furthe r inve s tigation . 
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The analytical memos were made up of longer d i s cussions 

of topics wh i ch had gathered ;rnough ' moss ' to become a focus 

of t he res earch . The memos were written out with as much 

empirical and literature s upport as could be found , and then 

put aside . These notes were envisaged as becoming part of a 

chapter or even a full chapter in themselves . An example of 

this pr ocess can be given by reference once again to the 

' coolness ' idea . Coolness in dealing with customers became 

linked wi t h other attempts by the dairy owners t o p re s ent a 

sui table front to the customer i n an effort to retain their 

cus tom and increase sales . A great deal of data was drawn 

from the field to illus trate the dairy owners efforts to 

control hi s s ituation . Likewi se the litera ture supplied a 

number o f concepts useful for inte r preting what was going on . 

Goffman ' s (1 959 ) ideas on the pres entation of self were use ful; 

Henslin (1 968 ) provided ideas on trust; Mennerick (1974) 

s upplied ideas on client typologies , and these concepts pro­

vided a background for the data . The field analytical memo 

whic h built up around the idea of controlling the cus tomer 

formed the basis of Chapter VI . 

Thes e two forms o f analyis provided the r esearcher 

with an "emergent coding scheme 11 which ev entually placed some 

order on -the raw data . 



These files were an analytical activity which took 

place for the four months during which the re search was 

under way . Also during thi s time a wide range of references 

were read and stored away . The field researcher does not 

know the final outcome of his research when he enters the 

field and i s therefore committed to an ongoing re ading 

programme which matches his current research focus . The 
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uses of this practice are enormous . For example , this 

researcher became interested in developing an idea of insti ­

tutional marginality to explain the social s e tting under 

study . Very little has been writte n on this form of marg­

inality as sociologists have favoured the social- psychological 

concepts of Park (1925) and Stonequist (1947) . However , 

during a library search ( i n Wellington) the researcher 

uncovered one of the only attempts to put institutional 

marginality into a theory . This was one of the turning 

points of the study . Constant reading enabled the researcher 

to put i nto words the many ideas which arose during discuss­

ions with respondents . It was found to be a good practice 

to always file literature which had even the most tenuous 

connection with the research topic as this material often 

found a later relevance . 

At the end of the research period the data had been 

organised into a heirarchy as shown below. 

Miscellaneous notes . 

Analytical files - possible sections 
1' . or c

1
hapt~drs . 

Analytical ideas - nuc eus 1 eas 

Mund!ne file - a record of re search , 
field file s and comments on the 
researcher . 
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At this point i n the study the researcher withdrew 

from the field (December 21st, 1976) for, what Lofland calls , 

the period of quiet contemplation . One contact couple was 

retained in the field to enable the rese arche r to check his 

ideas with the real s ituation . 

Lofland suggests that t he period of contemplation is 

the most di fficult time for a qualitative researcher . This 

was confirmed in the present research. There was a two 

month gap between termination of field research and the 

first attempt to commit something to paper . 

The period of contemplation was spent trying to 

generate categories of information from the mass of data 

which was available. It was during thi s time that decis i ons 

had to be made about what should be the focus of the research 

and therefore what would not b e included in the report. It is 

thi s s i f ting p roce ss which makes co~templation so difficult . 

The end result of the contemplation period was a grand 

design for the report. The grand design consisted of a 

number of tentative chapter topics under which the rest of 

the study could be organised . The major task at this point 

was to retype the data gathered into small pieces of paper , 

one idea to one piece of paper , to allow the sequencing of 

chapters to take place. Thi s process i s also very time 

consuming. 

Once the grand design took on an air of permanence , 

the final draft became a priority. I t was intended that 

the report should be written in the style of the ' grand 



sweeper ' suggested by Lofland . This did not prove entirel y 

successful . The grand sweeper is one who prepares well and 

then ' writes at a furious pace ' (Lofland, 1974: 129) . In the 

pres e n t case the first draft was fini shed qui ckly but then 

came a prolonged period of reworking the text. It was 

found at thi s poi nt that the grand de s ign needed to be 

rearranged . 

The writing of the final report i s , for the quali ­

tative re s earcher, the time when analysis and description 

must be balanced out . Time must be spent ensuring that 

the quotes included are the best available and that they 

provide the basis for meaningful analysis . This too was a 

time consuming process . 

The Sample : A Profile 

Though the aim of the study was to find out about 

t he experiences of small shopkeepers in general , this was 

done by looking at the experiences of a gr oup of dai ry­

grocers . Therefore it will be wort hwhi le to now establish 

a bri e f profile of the social characteristics of those 

persons involved in the study (18) . 

(18) Some of the i ssues presented here are also covered 
by Mercer (1 969 ) . The interes ted reader is urged 
to make comparisons between this data and that 
col lected by Mercer . 
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As classified by age, the proprietors are as follows. 

Table 1 . Age of proprietors 

Age 20- 25- 30- 35- 40- 45- 50- 55- 60- 65-
24 29 34 39 44 49 54 zL 64 70 

Husband 0 3 3 3 5 6 3 1 

Wife 3 1 3 3 11 2 1 

The table illustrates that a wide range of people involve 

themselves in dairies . The younger worker has the dairy 

as an early work experience, the middle aged person moves 

into the dairy after having already tried many other work 

situations and the older couple use the dairy as a last job . 

It is interesting to note the time the proprietors 

had spent in the occupation at the time of interview, and 

their previous occupations . Table 2 shows a distribution 

toward the lower categories, with seventeen out of the 

twenty four couples having been in the dairy for less than 

four years . On this observation alone it would seem that 

the dairy cannot be considered a permanent occupation. 

Table 2 : Time in present occupation 

Years 

Frequency 

0- 2 2-4 4-6 6- 8 8-1 0 10-15 15-20 Total 

10 7 4 2 1 24 

The t able showing the previous occupations of the owners 

is s triking for its wide range. A number of researchers 

have reported the desire of blue collar workers to open a 

small shop (MacKenzie, 1973; Chinoy, 1955; Inkson, 1976) 

to the degree where it i s now generally thought that such 

an aspiration is largely blue collar. This assumption is 
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not entirely supported by the table . 

Table 3: Previous occupations 

Occupt . Profes- Armed 
Type sionaI Forces Retail Managers Clerical 

Frequency 1 1 3 2 5 

Occupt . Trav- A~ricul- Trades - House- Retired 
Type eI Ier t ure 

Frequency 3 4 

Occupt . 
Type Proprietors 

Frequency 6 

Manual 

3 

Unknown 

4 

man 

4 

wife --
10 2 

The high proportion of housewives in the sample can be 

explained by the presence of children . These women found 

it difficult to find employment which suited their family 

responsibilities . 

Of the twenty four dairies in the sample onl y one 

had previously been owned by a relative of the owners in the 

sample . The dairy that had been owned by a relative was 

purchased without the relative discovering the identity of 

the buyer until the last moment (19) . The explanation 

given for this clandestine arrangement was; "it would not 

be right to let family matters become mixed up in business 

•... we might end up owing each other s omething " . Thus , 

the dairy doe s not appear to be part of an extended family 

network . Nor do dairy owners have strong ties with other 

(19) The entire transaction was handled by a lawyer and 
an accountant . 



owners. During the course of the study only two associa­

tions were uncovered . Most dairy ovme rs expressed a strong 

desire to not be i n contact with other owners . This dis­

covery is consonant with the Bechhofer et. al . (1974) 

finding that the small shopkeeper's de s ire for independence 

precludes the establi shment of ties with others of the same 

occupation. The consequence of this i s t hat dairy owners 

lack any s olidarity with which to confront the many problems 

they claim to assail them . 

The ovmer s of t he dairies were, on the who le, 

recruited from areas in or near Palmerston North . This 

shows in the fact t hat 15 of t he men and 16 of the women 

were born in the Palmer s ton North area . Thre e of the men 

and t hree of the women were born overseas . The balance of 

the sample came from other parts of New Zealand. All the 

owners in the study were of European descent . There is no 

evidence that the dairy, like the greengrocery , i s dominated 

by one ethnic group . 

It is interesting to note that all the men and all 

the women in the sample claimed to be in good health when 

answering the structured questionnaire . The s e claims were 

not reinforced during discussion where it was discovered 

that four of the men and three of the women were in poor 

health. One man was still recovering from a ser i ous oper­

ation and was awaiting another. Other than demonstrating 

the need t o be aware of the possibility that false answers 

will be given to structured questions, t his finding supports 
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the impression gained by the re s earcher of his sample being 

composed of people who deplored weakness . Time and again 

respondents talked of the value of personal independence, 

hard work, doing things by ones self and never expecting 

support from ot hers . The image of the self made man was 

often alluded to in discuss ions . 
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As might be expected in an occupation of this kind, 

the educational attainment of the respondents was not high . 

Small businesses have been shown by Stanworth and Curran 

(1973) to attract people whose lack of educational quali­

fications hinders t heir success in other types of employment . 

Table 4 : Educational qualifications 

Qualifications Male Female Vocational Male Female 
Academic ---- Training - -~-" 

ProficieYl:2 10 7 7 6 

Form IV 9 10 

School Cert . 4 7 

University E . 0 0 

Universiti: Units 1 0 

Univers it;z Degree 0 0 

The lack of qualifications did not appear to be a 

source of concern for the shopkeepers . All felt reasonably 

sure that they could get a job elsewhere at any time if 

they wished . Some sought to prove their point by referring 

to job offers . Others saw themselves as always getting 

work because most people were 11 afraid of work 11 while they 

were hard and conscient ious workers . 



The entry into a small shop is thought to be 

associated with social mobil ity on the part of the new 

owners. As will be shown in later chapters the small dairy 

owner does not feel a rise in status . Deeks ('1973) points 

out the small shopkeeper does not wo~k for profit but for 

a return on labour, in the sa~e manner as an employee . 

This condition increases the subjective fe eling o.:' owning 

an independent business and causes the owner to think of 

himself as an employee . Thus , while the census may place 

the shopkeeper in the same category as managers and offi ­

cials , the dairy owner , at least , would not agree . Nor, 

in fact , would a more discriminating breakdown of occupa­

tions . The Elley and Irving ('1976) revi sed socio - economic 

index for New Zealand gives the shopkeeper a rating of 4 

on a six point scale (with '1 a s the highest) . At this 

rating the proprietor of a small shop is in the company of 

beekeepers , diesel me cha.~ics , fishermen , gunsmiths , mail 

sort ers and railway employees . In terms of the criteria 

used to rank occupations for the Elley and Irvine index , 

the shopkeeper seems to have advanced not at all . This 

situation was re·flected in the answers given when owners 

were asked to place themselves in a social class . 

Table 
,... 
) : Social class 

Class Mal e s Females - -----

Upper Class 0 0 

Middle Class 4 6 

Lower Middle Class 2 '1 
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Table 5: Social class (continued) 

Class 

Lower Class 

Workjng Cl ass 

Don ' t Know 

Males 

1 

7 

4 

Females 

1 

7 

4 

NB . Six males and five females refused to answer this 
questi o:i . 

Most respondents found it difficult to place them­

selves in a class . The reasons for this ranged from anti ­

pathy toward the idea of class distinction to a belief that 

there were no classes . The re spo~dents , however , had no 

trouble identi fying t he variables which go to make up class . 

Thus, it became clear that the difficulty with t he question 

lay in how to apply it to t hemse lves . Discussion seemed to 

point to a confusion on the shopkeepers ' part as to their 

place in society . Their personal ideology denied the 

importance of class , while their situation placed them in 

the ' bosses ' group and the workers ' group at the same time . 

This left them manifestly unsure . 

In terms of the discussion of social mobility the 

occupation of parents becomes important . Once again diffi ­

cul t y was encountered in gathering data . However , the range 

of occupation suppor t s the idea that shopkeepers have not 

moved signifi cantly above their parents . 
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Table 6 : Occupation of father (Husbands and wives ). 

Butcher , caretaker , l abourer , flax cutter , fisherman , 

photographer , farmer , farm work er , taxi proprietor , miner , 

clerk , tradesman , policeman, driver , shop assistant, 

freez ing worker. 

Apart from t he occupation of farmer, whic h was most often 

a ssociated with the wife , the se occupations rank similarl y 

to that o f shopkeeper on the Elley and Irvine index . The 

small shopkeeper i s not a family s uccess s tory . Dat a was 

al s o gathered on the occupations of the brothe r s and sisters 

which showed t hat few had ri sen beyond the poi nt achieved by 

their fat hers . 

It was intended that data should be gathered on the 

aspirations the shopkeepers had for their children . Thi s 

proved very difficult . The only preference that emer ged 

was a preference for a well pai d secure job . When pressed 

to explain t heir failure to state their occupational pre­

ferences for their children , the shopkeepers provided more 

evidence of their belief in the self made man . They s t ated 

categorically that the child ' s occupation was the child ' s 

business . Mo s t believed that the child shoul d make his or 

her own way in the world as they had done . Over half the 

s amp l e were recorded a s making it clear that the dairy was 

not intended as a device to provide funds for the betterment 

of their childre n . The dai ry was for the betterment of the 

parents . As one dairy owner said 11 If I wanted to help the 

kids I wouldn ' t be here 11
• Thi s shoul d not be interp r eted 
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as meaning the shopkeepers do not want to see their children 

be successful . It seems t hat they just want to see the 

chi l dren make their own way . 

Bechhofer et . al . (1 971) demonstrate t hat across 

their sample t he political affiliations of the shopkeeper 

was predominantly conservative . They al s o showed t hat the 

majori ty of vote r s remai n solidly be hi nd one party . This 

was no t the p a t tern i n the pre sent sample . Results s howed 

a slight favouring of t he Labour Party and a tendency for 

a history of c hanging the vote , e spe c ially among men . 

Table 7: Vote las t ele c tion 

Party Male s Females ---
National 7 8 

Labour 9 9 

Soc i al Credit 1 1 

Value s 1 1 

No answer 5 4 

The fact t hat many of t he shopke epers have no t be en in the 

occupation long ( and may not stay long) may cause t hem to 

vote on previous loyalties . This explanation may underlie 

t he di s tribution of votes shown in Table 7. 

Table 8: Voted for another party 

Vote 

yes 

No 

No answe r 

Male . 

12 

7 

5 

Female 

5 

15 

4 
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In di scussion of politics men often spoke of the need to 

be aware of the best offer and to vote for it . Women on the 

other hand were i nclined to speak of the need to be faithful . 

Asked about intentions for voti ng in the next election the 

shopkeepers answered as below. 

Table 9: Vote in election tomorrow 

Party 

National 

Labour 

Social Cr edit 

Values 

No answer 

Male 

6 

10 

1 

0 

6 

Femal e 

9 

8 

1 

1 

6 

While these answers can hardly be claimed to e s tablish 

a pattern of voting among the shopkeeping stratum , it may be 

suggested that assumptions about the conservative nature of 

shopkeeper shoul d be explored . 

Another area covered by the structured questionnaire 

involved work experiences and opini ons about the shop . Apart 

from two males , a l l the respondents were employed full time 

i n their shop . One male had recently taken on an afternoon 

delivery job , while the other had begun a small business 

delivering foodstuffs to the Hawkes Bay . 

In nearly all the cases the couples stressed t he 

equality of work di s tribution . The wife ' s work in the house 

tended to be counted as part of an overall work load . In 

line with a trend noted by Christie (1973) that small shop-



keepers were registering their shops to limit liability; 

21 of the shops were Registered Private Companies . The 

shops were all open very long hours . The daily average was 

between 10 to 12 hours , seven days a week . With the time 

put in around t he shop after it closed all the respondents 

were working from 70 to 96 hours per week . The obvious 

conclusion to draw from this work schedule is that self 

exploitation is part of the job . 

Surprisingly this self exploitation did not cause 

the shopkeepers to register dissatisfaction in the formal 

questionnaire . They most frequently stated that they were 

"Quite satisfied" about their life in the shop . They also 

said they were "Quite satisfied" with the income they made . 

As will be seen later these answers do not seem to fit the 

reality . 

Most dairy owners also considered their shop to be 

secure . They did not see themselves as in direct competi ­

tion with supermarkets and saw the dairy as having its own 

trade . These perceptions of the dairy as having a secure 

trade are , for the most part , realistic . - In Palmerston 
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No rth it is the health regulations which have forced the 

closure of many shops . Owners cannot afford to upgrade their 

shops to meet regulations . 

The l ast area of discussion which arises from t he 

formal questionnaire is that of opinions about unions and 

b i g bus i ness . The respondents were asked if they thought 

these groups had too much power . It is usually stated that 



members of the small business stratum perceive themselves 

as squeezed between the competing interests of labour and 

big business (20) . Answers to the que stion showed that 

re spondents thought both groups d id have too much power . 

This is not a surprising result and was explained byres­

pondents in practical terms . 

The shopkeeper seems to have little influence in a 

world of power blocks . The union stands up for the rights 

of the worker while big business is protected by the govern­

ment . The dairy owners saw themselves as unprotected from 

any attack and were therefore threatened by the power avail ­

able to other groups. 
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These then are the contexts of the twenty four dairies 

in the sample . The i nformation gathered is , perhaps , limited 

by t he group involved , but it is hoped that a number of 

interesting leads have been presented . In the chapters which 

follow an in depth investigation of the small shopkeeper is 

undertaken . 

(20) "He (the small businessman) finds himself dominated 
gy the technological advantages of the industrial 
giants (Mills , 1946) wi th "inherently ambiguous" 
class interest , finding aliies neither i n the ctass 
above or the class below (Kornhauser , 1959) 11

• J . P . 
Photiadas and W. F . Schweiber ' Corrolaries of 
Alienation: The marginal small businessman ' -Rural 
Sociology Vol. 16 , No . 1, pp 20- 30 . 



CHAPTER III 

ENTRANCE INTO THE OCCUPATION 

That which bath been the bane of almost all trades 
is the too great a number of Shopkeepers in this 
kingdom ... . . Because the Shopkeeping trade is an 
easy life and thence many are induced to run into 
it and bath been no law to prevent it , which maketh 
many (like a Mighty Torrent) fall into it , which 
bath been verified for several years by the many 
Husbandmen , Labourers and Artificers , who have left 
off their working trades and turned to Shopkeeping. 
(N . H. The Compleat Tradesman 1684) . 

A desire for business ownership has long been asso­

ciated with the capitalist dream (1) . The opportunity to 

go into business for ones self has always been cons idered 

an integral part of the capitalist way of life . The tradi­

tional concept of opportunity has carried, and still carries, 

a heavy emphasis on "freedom" , on "being on one ' s own", 

being one's own boss ,i , and "working for one's self" . Of 

course, business owne rship has never been the only kind of 

opportunity in this society . The concept has included; the 

opportunity for farmers on the farm , of labour within the 

promotional he i rarchy of the factory , of salaried employees 

on the staff of the large corporation , of the profess i onal , 

salaried or independent . Business ownership is only one 

( 1) For a classic study in this area see E . Ch i noy 
The Automobile Worker and the American Dream Boston : 
Beacon Pre ss (1 965 ). 



type of opportunity, but one which has seemed to lie closer 

to the full meaning of opportunity than any other form of 

work (Mayer, 1953) . 

Since the turn of this century small businesses have 

been dominated by larger enterprises to the extent that big 

business now characterises the economy (Child, 1969). With 

this change in the nature of economic enterprise has come a 

change in status for i ndividuals . They are now employees, 

and as such are likely to see 11 opportunity 11 in terms of a 

well paid, secure job in a factory, corporation or govern­

ment department . As this definition of opportunity is at 

odds with that which arises from capitalism, it may be that 

the 11 employee society'' (Drucker, 1953) will be detrimental 

to the production of individuals willing to accept the risk 

of owning a small business (2). 

The question which ari ses from these conflicting 

definitions of opportunity is whether small business is 

still a traditional symbol of opportunity. In this chapter 

the reasons for , and t he process by which , people enter a 

smal l business (in this case the dairy) are examined. Three 

is sues will be discussed. The first involve s the notion of 

the small business as a symbol of opportunity. The second 

(2) It is, in part, this concern which has been respon­
s ible for the growing interest in small businesses. 
See M. stanworth and J. Curran Management Motivation 
and the Smaller Business London: Gower Press (1973). 
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is the circumstances in which people take up the occupation 

of dairy keeping . Finally , discussion will centre on the 

knowledge people have of their new occupation before they 

enter it . By looking at these i ssues some contribution may 

be made to an understanding of the proce ss by which dairies , 

and small shops in general, gain recruits . 

A Symbol of Opportunity 

Throughout the twenty four interv iews the respondent s 

put forward their aspirations in s trai ghtforward terms . 

These were succinctly stated by one wife who said : 

All we've ever wanted is a house, a car , no debts , 
and a bit in the bank . 

Such aspirations are no doubt pursued by a wide range of 

people . However, they take on a special meaning for the 

shopkeeper because they are closely tied to the attainment 

of independence. Bechhofer et . al . (1974) noted the 

characteristic of independenc e among shopkeepers and chose 

to conceptualise this as" ·· . what Max Weber termed ' economic 

traditionalism'". For Weber , economic traditionalism meant 

a desire to always be free of debt; to never be a burden to 

anyone; to have limited aims which entail the attainment of 
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a self- reliant life style . The presence of this approach to 

life among the present sample is amply demonstrated by the 

following quote . The wife ' s ambivalence toward her husband ' s 

aims i s also evident in what is sai d . 



Look, I don 't want to be hanging around anyone's 
neck when I ' m sixty . I want to be independent •... 
I hate the se people who come in here and moan about 
t he way things are go i ng .... They won ' t do a stick 
of work to helpthemselves .... No , none of that for 
me (husband). 

He won ' t retire (wife) . 

When I ' ve got the dough I will (husband) . 

You won ' t (wife) . 

The dairy owner may be seen as working for economic 

security and toward a feeling of independence . How then 

does the small shop fit in with these aspirations? Stated 

bri efly , the f i t arises from the opportunity a shop offers 

ind ividuals to reach goals they find difficult to achieve 

through employment . 

The small shop has been such an effective symbol of 

opportunity largely because of its accessibility . Caplow 

(1954) points out that 11 there are few or no formal controls 

over (entry into small business)" , although there is one 

informal barrier, capital . If an individual can raise the 

necessary capital there is nothing to prevent him starting, 

or at least taking over , a business . It is the ease with 

which a smal l business can be bought which makes it so 

attractive to those who cannot for some reason achieve 

t heir goals wi t hin an organisation . Certainly it is attrac ­

tive to women who want a job but cannot have one because of 

family responsibilities. 

I' ve al ways wanted to be in a dairy like this. 
When we were married and I had the k i ds I wanted 
a job and I thought about gett i ng a dairy. Well 
i t was something I could do with the kids . So he 
(the husband) bought me one . It d i dn ' t work out 
for one reason or another .....• 

(NB. The s e people are now working together in a 
dairy) . 
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But whi le women have probl ems which make a dairy a 

desirable proposition , it i s the job frustrations of their 

husbands which most directly influence the couple's decision 

to buy a business . 

For the males in the sample especially, work was the 

central activity of their lives . This characteristic makes 

them something of an oddity in, what has become , a leisure 

oriented society (Roberts , 1970) . It is therefore, worth~ 

while to note the significance work has for the dairy owner . 

For individuals who lack formal educational qualifi ­

cations, as is the case with the dairy owners, the achieve ­

ment of economic security is difficult . High paying jobs 

most often equate ~ith high qualifications . To overcome 
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this problem many people take second and even third jobs (3) . 

There are then many people who seem to lead lives which are 

dominated by work . But there is a d i fference between 

working hard just to make money and the use of money to 

a t tain the goals of economic traditionalism . It is the 

dai ry owners ' attempt to reach independence which separates 

them from other hard working groups . In a way which is 

usually associated wi th managers and professional s, work is 

(3) S e e R. Cart er ' The Myth of I ncreas i ng Nonwork 
Versus Work Act i vities '. Social Problems 18 (1967) 
pp 52- 67 . 
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t he "supreme social reality" of the dairy owner ( 4) . Work 

has , for t he dairy owner , a meaning beyond the acquisition 

of money . This is illustrated by t he statement below . 

All we did whe n we weren ' t (in t he dairy) was go 
and see people .... Dri ve around in the car ... . . That 
all costs mone y and it get s you nowhere . .. . At least 
in the dairy I do some thing useful all the time . 

The statement summarizes a number of responses whic h showed 

t he re spondents to hold work as t he most positively mean­

i ngful activity open to them . 

Consistent with the orientation inher ent above, the 

sample i s dominated by people whose working hi s tory shows 

a s trong affiliation to work . This pattern was broken by 

only one mal e who confessed to being lazy . However he 

noted that his wife had always been a hard worker , which 

kept him active . The fol l owing can be taken as indicative 

of the wor k pattern of the majori t y . 

I ' ve always worked hard . Before we came here (the 
dairy), I u sed to work ( in a processing factory) . 
That last ed for about seven years .... For the last 
five year s of that I was sort of manager .... . I 
used to start aboilt 2 . 30 i n the morning somet i mes 
and I could still be going the next night . That 
was hard on me and i t was hard on the family . 

While this example is extreme , it is matched by others in 

the sample such as an ex-bus driver who u sed to be away f rom 

home for periods of three weeks at a time; an ex- bu shman who 

C 4) The idea of career as the "supreme s ocial reality" 
for t he middle class origi~ated wi th R . Dahrendorf 
Class and Class Confli ct in Industrial So c iet 
London: Routledge and Kegan Paul 1 5 



had regularly put in a twelve hour day; a tradesman whose 

job took him all over the North Island and caused him to 

work for very long hours . Many of the wives had also 

worked for many years while others had been occupied with 

the raising of children . For many people such a work 

dominated life would be undesirable , but for those in the 

sample it was considered 11 natural 11
• Many even re gretted 

leaving their previous jobs and said they would like to go 

back if the opportunity arose . As will be shown in later 

chapters , wit hin the context of the dairy it i s not diffi­

cult to understand why people might wish to return to even 

quite arduous jobs . 
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One of the distinctive features of families in which 

the male works so consistently i s their i solation from other 

people . The s e gregated nuclear family i s characteristic of 

careerists who cannot afford t he time nor t he emotional 

attachment required to make friend s (5). This characteristic 

i s also associated with the present sample where many people 

had difficulty providing examples of "real" friendships 
- -

involving them prior to entering the dairy . Interaction 

with relatives was al s o kept at a minimum in most cases. 

It may be noted at this point that the features of 

a work dominated life style and of a segregated nuclear family 

are suited to the dairy occupation. Those who take up dairy 

(5) See, for example, J. Pahl and R. Pahl Managers 
and Their Wives London: Penguin (1971"). 



keeping mu s t be p r epared to wor k long hours and be isolated 

from s ocial interacti on which doe s not arise through the 

shop . A family already used to these things would not find 

the dairy a strange environment . 

One of t he problems which i nevi tably arises for an 

employe e is that of constrai nt . As long as an indi vidual 

i s working for s ome one el s e he must accept limits on what 

h e can earn and how he can behave . To the type of indivi ­

dual present in this sample such constrai nts are especially 

frustrating . They tal ked of being hel d back by their 

previous employers . 

As a boilermaker I was a go od one . But I couldn ' t 
earn much . I mean they would pay me as much as t he 
n ext f ellow and he wouldn ' t be any good at all . . .. . 
So I t hought I would le ave and try for mysel f . 

It is easy to conceive of these people as "rate bus ters 11
• 

They refuse to d o other than to work to their capacity , 

somethi ng which is often prevented when one has to fit in 

with t he constraints of a large organisation . 
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I used to have to look after two shelves at the 
(supermarket) by myself . I could get mine done in 
half the time the othe r girls could . .. . When I left 
they had to get two people to replace me . Yet they 
didn ' t pay me more than anyone else while I was there . 

For others i n the sample it was less the feeling of being 

held back than a feeling of oppression . 

You get 
that is 
do it. 
to te ll 

fed up . I like to do things my way , and 
usually the be st way , and be l eft alone to 
Bu t no matter what someone is always t her e 
you different . 



This dislike for constraint coupled with the desire to 

achieve highly under one's own direction is usually asso­

ciated with the entrepreneur (Deeks, 1976) . Value i s 

placed on self reliance, self accountability and the idea 
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of slacking is scorned . It is these ideas which Di bble (1962) 

argues, underlie the pri vate enterprise system . 

It seems clear that for the dairy owner the small shop 

is a symbol of opportunity. Opportunity to adopt a life 

style cons istent with the values and behaviours they had 

before buying a business of their own. 

The Circumstances Surrounding Entrance 

To The Dairy 

For most of the re spondent s t he decision to buy a 

dairy was precipit ated by one of three contingenc ies arising 

from their work or private life; a failure of health, work 

pressures , or family problems . Only a minority of the 

owners bought their dair;y as a direct response to frustra­

tion with their employment. This s ection focuses on the 

circumstances which surround the decision to buy a dairy. 

When an individual becomes ill and his employers are 

unwilling or unable to support him through it, one of the 

few options open to him i s a small business. Being a pro­

prietor makes an i ndividual relatively free from the threat 

of redundancy. As one owner put it, the dairy was a logical 

occupation for him after his health degenerated. 



As a person if anyone had said I was going to be 
in a dairy I would have said they were mad , in the 
fact that I have been building all my life . For 
t wenty eight years . To have to break away from that 
was rather hard . But for health reasons I had to . 

Of course no one has to go into a dairy, but the shop, as 

a type of small business , does recommend itself . It does 

t hi s firstly by its visibility . For so~eone wi shing to go 

into business one of the most obvious examples is the dairy . 

It is a type of business everyone has had some experienc e 

with . 
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A second positive feature o f the dairy is the lack 

of qualifications needed to run it . One ex- insurance officer 

described this advantage as follows . 

Well the obvious thing (why the dairy is attractive 
as a business) is that you don ' t have to have any 
training . You look at almost any other business and 
some sort of skill is needed • ... All you have to have 
is a good head and perseverance . 

Related to the advantage of low qualifications is that of 

having accommodation attac hed to the business (6) . This 

allows the owners to keep their capital outlay to a minimum 

and brings the family very clo s e to the business , a desir­

able asset for people who have to keep their business open 

twelve hours a day . 

(6 ) Approximat ely 70 per . cent . of all dairies have 
accommodation attached in the Palmerston North 
area . 
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Another feature of the dairy which makes it attractive , 

especially to those with health problems, is its simple ope ­

ration . A dairy owner may have to work for long hours but 

t he work requires l ittle acumen . The branding, processing 

and standardising of products leaves little for the dairy 

owner to do but sell them. An accountant can be used to 

take care of complez financial matters . This feature of 

simplicity means the husband can rely on his family to run 

the shop should his health deteriorate further . 

At the time I was actually looking for a farm to 
buy . But with this (a heart attack) I wasn ' t too 
sure .... I came into t he dairy because I thought to 
myself that they (the family) could run things if 
I had another turn , whereas they couldn ' t on a far m. 

For a man whose health i s uncertain the dairy can offer s ome 

measure of stability . 

Problems relating to work were also related to the 

decision to buy a dairy . In the sample, one young man of 

twenty four had recently left the navy and found he had no 

ski lls with which to make a career ashore . Another man of 

forty four had bought a dairy after the p re ssure of com­

peting with younger univers i ty trained men i n his job had 

become too much for hi m. A desire for an active retirement 

caused another man of sixty five to look for his dairy . Al l 

these men had in common the inability to work in the way they 

wanted within an organi s ation . The dairy offered them a 

chance to do as well as they could under t heir own direction . 

Gi ven their doubts about their ability to s ucceed as an 

employee the chance to do well on their own was s omething 



they valued highly . 

I t has been noted that entry to the dairy is largely 

the husband ' s decision . However , in a number of cases the 

decis i on was influenced by family problems . 

Many women , especially tho se with children , find that 

to get a sui table job can be difficult . Many of the wives 

in the sample had worked immediately prior to entering the 

dairy and all had worked at one time . The willingness of 

the women to work combined with the long hours put in by 

the husbands tended to cause the family members to become 

estranged . From the wife's point of view the dairy had a 
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lot to offer because it let her work while keeping the family 

to ge ther . 

I t will be recalled t hat earlier in this chapter a 

husband was quoted as saying that his work was "hard on the 

family" . One of the feature s of the wife ' s difficulty is 

her inabi lity to control the children . 

I t ' s not right that the man should be away all the 
time . A family needs a father . Especially one of 
boys . The mother is always a soft touch and they 
just walk right over her when they want something 
, ...... I couldn ' t control Ben , our eldest , and I 
thi nk that is w9y he went a bit wild . But the boys 
respect thei~ father . 

The pr obl ems mentioned by the wife above brought her marriage 

to the edge of divorce . The couple involved dec i ded t o find 

a job i n which they could both work so they could see more 

of each other and keep the family together . A small business 

seemed the answer and they eventually bought a dairy . Three 
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of the twenty four couples mentioned keeping the family 

together as a specific advantage of owning a dairy . 

The circumstances which often surround the entry of 

the respondents into their dairy point to them being marginal 

employees . Not i n the social- psychological sense of marginal , 

but as in the everyday use of the word as meaning on the edge 

of things . Health , work and family problems made it diffi ­

cult for many of the dairy owners to achieve their goals as 

employees . Because of children the women could not , in some 

cases , get a suitable job . All of the respondents were 

poorly qualified regarding the job market . The dairy offered 

a solution to the problems of not being able to find a 

suitable job , and a solution to marginality (7) . 

Knowledge of The Occupation 

Occupations gain a reputation as to their being good , 

bad or indifferent . The basis of this typology is the 

(7) Stanworth and Curran op . cit . provide an excellent 
study using a social - psychol ogical definition of 
marginality to explain the entry of individuals into 
small business . The individual , it is argued, enters 
business as a solution to social marginality . By 
social marginality the authors mean , 11 a situation in 
which there is a discontinuity betwe~n the individual ' s 
personal attributes - for example , phys i cal charac­
teristics , intellectual make- up , social behaviour 
patterns - and the role or rol es which the individual 
holds in society 11

• Al though the present study is not 
concerned with thi s aspect of marginality , a number 
of the findings fend support to the thesis of Stan­
worth and Curran . 



rewards tbose in tbe occupation receive for doing the job . 

The occupation of physician appears to the outsider as 

prestigous because , for example, physicians always seem to 

be ricb and to perform socially important work . Unnoticed 

are the long hours and the awkward pat ients that a doctor 

has to endure. It would seem to be a truism that unless an 

occupation has some obvious drawbacks those outside tbe 

occupation are unlikely to hear anything but the good sid e 

of the story . Hughes (1948) identifies a common feature of 

occupations as the attempt of those in them to make what 

they do tolerable, if not gl orious , to themselves and others 

(8) . This failure of the lay public to learn about an occu­

pation has relevance to this section whi ch i s concerned with 

the knowledge the dairy owners had of their new job before 

they took it on. It appears that in most cases their know­

ledge was sl i ght . 

If owning a dairy allows a family to accumulate a 

large number of possessions thi s will act as an incentive 

for others to take up the trade . A number of the respond­

ents remembered the success of other dairy owners being an 

encouragement to them to buy a dairy . 

(8) E. Hughes The Sociological e Chicago: Aldine­
Atherton (1 71 presents a case for studying low 
status occupations to overcome the problem for 
individuals who try to make their job look better. 
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It always seemed that people who had a dairy had 
a good car and money in their pockets. That was 
the sort of thing we were after. 

In this way people who own a dairy can act as a recruit­

ment advertisement for the occupation. Without such a 

display of material success it is likely the prospective 

small business owner will look el sewhere. 

94. 

It might be thought that with frequent interaction 

between respondents and their local dairy during the years 

before buying their own dairy they would have learnt something 

of the problems of the occupation. In part t he ir failure to 

do so may be attributed to the difficulty service workers 

have in communicating occupational problems to cus tomers. 

As Goffman (1959) notes , s ervice workers are committed to 

making things look good so as to provide a satisfactory 

service and this prevents them from making clear the frust­

rations they put up with. Another reason for the failure 

to learn about the problems of the dairy occupation may be 

that it is only in recent years that dairies haveencountered 

so many changes in the business environment. Thus the 

occupation has not had time to become known to have bad 

features. 

Many of the mvners recalled that before buying their 

shop they, like their customers , had treated a dairy as a 

convenience. Their own behaviour did not, however, alert 

them to the fact that the dairy is not well supported by the 

public. One woman, who with her husband now owns a second 



dairy, explains how she got over this problem of being 

treated like a convenience. 

When we had the other shop , years ago, it used to 
make me furious if people didn't buy everything 
(in the dairy) .... It' s much worse now but it 
doesn 't worry me a s much because I know that when 
I am out of the dairy I think t he same way .... 
It' s not a personal sl i ght or anything . 

Most dairy owners remember that their decision to 

buy a dairy was well supported by the pe ople they knew. It 

would appear t hat a dairy i s generally thought of as an 

easy occupati on . Certainly t his i s the image many of the 

owners had of the job be fo re they started . 

I was tol d before I came i n here that everything 
would be s imple •... People sai d , "You' 11 just lock 
the door , go out the back, s it dovyn and take it 
easy . 

Such an image o f dairy ownershi p i s at t ractive indeed. 

During the process of buying a dai ry the re spondent s 

came i n to cont act with a number of professionals . Usually 

t hes e included a real estate agent , a lawyer and an accoun­

tant . The re spondents learned little about their new job 

from the s e contacts . P e rhaps because the people in the s e 

occupat ions have a vested intere s t in getting people into 

a property they do not wi sh to jeopardise t heir position . 

But there i s also t he possibility that real e s tate agents , 

lawyers and accountant s know very-little about how small 
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businesses really work (9) . At leas t this is the under­

standing of one owner . 
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None of them (the lawyers, real estate agents and 
accountants) know what it is like . Oh, the accountant 
may know a bit because he i s doing someone' s books at 
the time .... But I ' ve go t an accountant and he says to 
me , pay your bills once a month . Well I ask you , it 
shows how much he knows , doesn ' t it? (10) 

The image of the dairy i s further enhanced when the 

new owners se t about registering their business . When a 

bus ine ss i s registered someone must adopt the titles of the 

company director and c ompany secretar y . One owner r ecall s 

with hilarity (after owning a dairy for one year) the 

gaining of her new title . 

We went up to register the place and found out that 
he had to be a company d irector and I had to be the 
secretary . Well (laughter) how stupid . It looked 
good at the t i me but look there ' s only the two of us 
and it's only a dai ry (more laughter) . 

Dairy owners are themselves eager to sell their 

businesses . In the present sample only one of the twenty 

four dairie s was not on the market II all the time 11
• It is 

reasonable to expect that when an owner is wanti ng to sell 

his dairy he will present the good s ide of things to the 

prospective buyer . 

(9 ) 

C 1 o) 

Anot he r possibility which presents itself i s that 
professionals (the term i s used loosely to include 
real estate agents) view the dairy a s les s worthy 
of their attention than other businesses . This 
would make a worthwhile re s earch topic. 

Dairy owners must pay cash for the majority of t heir 
stock . Some accounts must be paid before more stock 
can be received. Only one, the n e wspaper , can be 
pai d for on a monthly basis . 



They show~d us the stuff they had bought since they 
had ? e en in here . Televi s i on , car , fridge , washing 
machine ...... we were really hooked . 
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Judging , once agai n , f r om the p r esent sample , however , 

not everyone is encouraged to buy a dairy even i f they want 

t o . In later chapters the dairy is shown to be an exacting 

occupation and the owners were reluctant to let someone buy 

the dairy who they thought might not be able to handle it 

properly . 

I had a solo mother in here . I told her it ' s no 
place for a wo~an with kids i f she ' s going ~o want 
to run it on her own . I told her straight to stay 
clear of dairies . 

An occupation which is no place for a woman with 

children , does not recommend itself as very desirable . 

Some of the respondents had got into the dairy trade 

under their own initiative . These people had been connected 

with the trade in some way . For example , three were ex­

travellers who had dealt with dairies . In the i r line of 

work they had the opportunity to find out which dairies were 

on the market and which were worth buying . However , being 

i n the trade was no guarantee that owni ng a dairy would be 

a success . The couple in the sample , most distressed by 

their experiences in the dairy , had bought the business after 

the husband , who was a traveller, had checked it out . He 

thought the s hop was a good buy as he says below . 

I k n ew it wasn ' t making money but that seemed the 
way t o buy a d~iry . Ge t i t while i t is run down 
and bu i l d i t up , then sell . 
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This desire to build up a run down dairy was a common 

aspi ration of those in the sample . Perhaps they would have 

been less enthusiastic had they known that eighteen of the 

twenty four owners in the present sample had bought their 

dairy with the intention of building it up . Many think they 

have succeeded , but they fai l to t ake into account the effect 

of inflation on their total turnover . 

Contrary to the general belief that small businesses 

are passed on to family or friends , the dairy is not part 

of such a netwo rk . In fact dairy owners thought this was 

not a good idea . 

You wouldn ' t sell it to someone you know . I t really 
isn ' t the best way to live and if they want to go 
into it then it should be their decision . 

The dairy is not something to recommend to friends . It i s 

also not something which i s bought knowingly from friends . 

We heard about thi s dairy through the land agent 
and asked for it to be checked out by the accountant , 
lawyer and so on . We knew the area and didn ' t come 
down until they approved it . (The couple lived in 
Napier) That was when we found out t hat my cousin 
owned it ... No we didn ' t tell him we were trying to 
buy the place because we thoug ht that best •..• rt 
would not be right to let family matters become 
mixed up in business •... we might end up owing each 
other something .... This place is supposed to be a 
business . 

Business , it would seem , does not mix with relatives . 

In t hi s last section of the c h apter it has been shown 

that the buyers were largely ignorant of the consequences 

of their decis i ons . Thi s was because t hey were unable to 



find any authentic information on the bad features of the 

job . Enough has been said about the respondents ' feelings 

about their job to show that their prior impression did not 

match reality . (1'1) 

Conclusions 

Having discussed the process of e ntry into the 

dairy it is now time to draw together the ideas presented . 

The circumstances which surround the re spondents ' 

entry into the dairy occupation would s eem to be explained 

by the concept of occupational drif t (Pavlako , 1971) . The 

owner s seemed to enter the occupation as a fortuitous 

answer to pressing problems , or because it seemed like a 

good way to make a living . But when other factors are taken 

into accouht the choice is l es s fortuitous . 

Not everybody who has problems with their health , 

or job , or family goe s into a small shop . Some other 

impetus i s needed . This impetus i s provided by the attrac­

tion small business has for the type of person that was in 

the sample . The respondents tended to value i ndependence and 

the chance to create this for themselves . Tbe small shop 

acted as a symbol of opportunity for them . 

( '11) A concept which usefully summarizes the inconsistency 
between the image an individual holds of an occupa­
tion and the reality of the occupation is ' reality 
shock '. For documentation of this concept see H. S . 
Becker ' The Chicago Public School Teacher ' American 
Sociological Revi ew 57 (1952) pp . 470-477~ 
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With the above thoughts in mind , the dairy may be seen 

as one step in the career of t he individuals involved . Not 

an objective car eer as Wilensky would define it, (12) but a 

subjective career as Hughes (1971 : 554) would define it~ 

Hughes sees career as , "the movi ng perspective in whi ch t he 

person sees his life as a whole and interprets the meaning 

of his various attributes, actions and things that happen 

to him" . The personal interpretation or re - interpretation 

of events produces a longitudinal perspective on life . The 

individual ' s pri vate plans or project many not necessarily 

co incide with an objective career or typical sequence of 

pos i tions which can be seen to move upward in an orderly 

fashion . But there is a career and while the shop may appear 

a haphazard event it can be understood as part of a subj ec ­

tive career . 

A final point to make i s that the respondents are 

marginal people . They live on t he edge of the occupational 

world . This has been made clear by t he work values they 

have, their abilities vis- a-vis getting a job and finally 

the ir desire to buy a small shop . As Drucker (1953) has 

noted, i n the world of the employee, those who are o·Nners 

of a small business may be classed as margi nal people . 

Perhaps it i s a case of like attracting like. 

( 12) "A career, v iewed structurally , is a succe ssion of 
related jobs, arranged in a hei rarchy of presti ge , 
through which persons move in an ordered, predictable 
sequence ". See H.L. Wilensky ' Work Careers and 
Social Integration~ International Social Science 
Journal 12 ( 1960) pp . 534-554. 



CHAPTER I V 

THE SHOPKEEPER- CUSTOMER RELATIONSHIP 

PART '1 

The retai l tradesman must furnish himself with a 
competent s tock of patience; I mean that patience 
which i s needful to bear all sorts of impertinence . 
A tradesman behind his counter must have no f lesh 
and blood about him ; no passi ons ; no re s entment . 
He mus t never be angry , no not so muc h a s seem to 
be s o , if a customer tumbles him 500 . 1 . worth of 
goods and scarce bids him ~oney for anyt hing 
(Daniel Defoe . The Complete Tradesman . 1727) . 

Following entrance to an occupation a worker must 

spend time adapting to the new role . This process is known 

as occupational socialisation . In considering the process 

i nvolved in becomi ng a dairy- grocery pro pri etor , Schein ' s 

comments seem appropriate . Occupational soci alisation i s 

the "p rocess of ' learning the ropes ' ....... the process of 

being taught what is important in an organisation ... 11 

(Schein , '1974:2) . For workers i n service occupations , 

"learning t he ropes" is likely to be a function of inter­

action with customers , those f or whom the s ervic e i s 

perf ormed . Membe r s of service occupati ons have some image 

of the ' ideal ' customer ('1) , and they use this fiction to 

( 1 ) For an explanation of the ''ideal client" concept 
see H. S . Becker ' Social Class Variations i n the 
Te acher-Pupil Relationship i- in H. S . Becke r 
Sociological Work Chicago ; Aldine Publishing Co . 
(1 970) . 
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fashion their conceptions of how t heir work ought to be 

performed , and their actual work routines . To the degree 

that customers approximate the ideal there are fewer problems 

during socialisation. 

In a highly differentiated society customers differ 

greatly and ordinarily , the worker , in some service areas , 

can expect only a fraction to approximate their ideal (2) . 

"The fact of client variation from the occupational ideal 

emphasises the intimate relation of t he institution in which 

work is carried on to its environing society . If that 

society does not prepare people to play in their client 

roles in the manner desired by the occupation's members 

there will be conflicts and problems for the workers in the 

performance of their work" (Becker, '1970: 137) . One of the 

major factors affecting tGe production of suitable customers 

for the dairy- grocer is that of ret ail image . Current 

definitions of the role of the members in the retail heirarchy 

operate to make the shopkeeper ' s job very difficult . 

Kunkel and Berry ('1 968 ) state that a retail store 

image i s the 11 total conceptualisation of expected reinforce­

ment t hat a person associates with s hopping in a particular 

store ". The authors go on to say that the modern consumer 

is more likely to perceive shops in terms of their conven­

ience . The shopper ' s definition of convenience will , of 

course , vary according to needs at any one time. Thus , when 

(2) For a theoretical explication of this process see 
L.A . Mennerick ' Client Typologies ' Sociology of Work 
and Occupations Vol . '1 No . 4 (Nov . 1974) pp . 396- 417. 



the shopper wishes to buy a loaf of bread the closest shop 

is the appropriate place to make the purchase. When buying 

weekly food supplies, however , the shopper i s likely to see 

the supermarket as appropriate because of cheapness and 

variety . While this variation in convenience orientations 

does exist, it is now accepted that in the area of food 

retailing the supermarket provides the customer wit h the 

highest reinforcement for making purchases (3). The small 

store occupies an auxiliary position . 
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The supermarket has dominated New Zealcnd retailing 

since the 1960's. Not only has it changed where people shop, 

it has also altered shopping methods . Basic to this change 

has been the process of depersonalisation . With the advent 

of sel f service techniques the customer has had to become 

self reliant when making purchases . When shopping at the 

supermarket the customer proceeds to choose items herself, 

and has contact wit h the staff only at the checkout counter 

where the focus i s on payment for goods (4) . This fleeting 

contact between customer and worker is now thought of as 

' normal' , although doubtless there are some people who prefer 

a different system . 

(3) 

(4) 

The concept of convenience orientation is more 
complex than stated here . The interested reader i s 
referred to W.J. Anderson Jr . 'Convenience Orient­
ation and Consumption Behavlou~' Journal of Retailing 
Vol . 3 No . 3 (Fall 1972) pp . 49~7 • 

See w.G. McLelland Studies in Retailing Oxford: 
Basil Blackwell (1 964) for a useful discussion of 
the d i fferences between shopping in a small store 
and a supermarket. 



Returning now to the idea of the production of 

suitable customers for the dairy, the situation can be seen 

to be one of potential conflict. The dairy has, until 

recently, been a locus of personal contact where customers 

came to know and rely on 't heir ' shopkeeper. That dairy 

proprietors wish this arrangement to continue is made 

immediately obvious by the practice of printing their names 

above the shop door and advertising personal service. The 

idea of customer dependence on the shopkeeper is now, 

however, out of the question because new merchandising 

techniques provide customers with adequate knowledge about, 

and guarantees for, a product. The practice of personal 

service has less attraction to customers who define shopping 

as a depersonalised process . These factors, amongst others, 

lower the chances of dairy owners getting i deal customers , 

and t he most likely outcome of interaction is conflict. The 

amount of conflict present during interaction must affect 

the shopkeeper's view of their situation and have a direct 

effect on feelings about the job. Perceptions concerning 

intrinsic versus extrinsic rewards that can be derived from 

the job must be involved. 

Shopkeeping 

A basic problem in any occupation is that of 

performing given tasks successfully, and where this involves 

working with people, the qualities of these people are 

major variables affecting the ease with which this can be 

done. The dairy owners interpreted their . role in terms of 
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standard core elements of shopkeeping . They sought the 

s ati sfaction of a socially i mportant job well done ; the 

s ati sfaction of representing households in the distributive 

system; of advising families on domestic matters ; of pleasing 

the customer ; of enjoying sociability; and the satisfaction 

of reciprocity per se . This interpretation of the dairy 

owner ' s role allowed them to derive self esteem from the 

performance of their job . The researcher observed i nter­

action between the ' ideal ' customer and shopkeepers at times 

throughout the study . One such incident follows . 

I was waiting i n the shop for the ovmer who was 
serving . .An older man (60 ' s) , dressed in a suit 
came in and stood toward the back of the shop . He 
greeted the shopkeeper who broke off from serving 
to say ' hello '. Upon finishing with his cus tomer 
the shopkeeper once again greeted the man and a s ked 
how he had been keeping . They chatted briefly , 
then the man asked how much he owed . The s um was 
$52 : 65 . The man took out his wallet and counted 
the money on to the counter . After more conver­
sation the man left , leaving the s hopkeeper l ooking 
very satisfied . 
11That 11

, said the owner , 11 is when you really feel good" . 

uHow do you mean? 11 Interviewer . 

uoh I don ' t know . - I guess it ' s just t hat you do 
your_best _for them and it ' s good when they come in 
and show they ' re satisfieg." . 

The ideal customer is outlined in more detail by 

another · owner . 

The best customers around here are the accounts , big 
accounts . •.... The women come in here and buy big , 
and it all goes on the book . Sometimes it can get 
as high as $100 . Then in comes the old boy , takes 
out the chegue book and pays the lot •..• They don ' t 
even look at the docket , they just pay . 



From these statements a number of characteri s tic features 

of the ideal customer can be isolated. The first is that 
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they can be trusted . The shopkeeper has given t hem an accou.._vit, 

something which is denied to many people . The account has 

been allowed to get quite high which indicates that the 

shopkeeper expects the customer to shop with hi m in the 

future. A second point i s that the womccn of the house buys 

regularly in the dairy which signifies her household's 

reliance on the servi ce provided by the shop . The husband 

is i nvolved also, as t he one who pays the accounts, and this 

is a man to man affair . A final major point i s that the 

customer trusts the shopkeeper. When given the docket 

(account) the customer does not even bother to check it which 

implie s faith in the shopkeeper's integrity. Based on char­

acteristics such as these it is possible to see the shopkeeper­

customer relationsh i p as being ideally, a reciprocation of 

needs and attitudes . The relationship provides economic and 

psychological security for the shopkeeper and in return he 

will give the customer excellent se rvi ce . Unfortunately for 

the dairy keeper such ideal relationships are in a distinct 

minority . 

The element which appeared to link the majority of 

customers was their refus al to give the dairy full support . 

The dairy is always located in a neighbourhood . The dairy 

owners are neighbours to their customers (5). They stay 

( 5 ) The I.G.A. chai n of stores advertise this feature 
in an attempt to gather support for their stores . 
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open long hours and provide a service to the community . 

However the customers may view these facts , t he dairy owners 

believe t hemselves to be good neighbours , deserving of 

community support . The customers show what they think by 

going to the supermarket for their most substantial purchases . 

Unable to directly criticise the cu,s tomer' s behaviour, 

shopkeepers have developed a point of v iew, which at times 

appeared as a philosophy , arguing against supermarkets . 

I wouldn ' t go to a supermarket . You go there and 
get pushed through j us t lik e sheep .... the girl at 
the checkout counter doesn ' t know who you are or 
what you do .... a.~d she doesn 't care . 

S i nce the dairy owner ' s service is based on personal contact 

it is not surpr i s ing they should find self service techniques 

distasteful (6) . But in many ins tances the shopkeeper ' s 

antipathy toward supermarkets goes further to include feat ­

ures of life in general . 

Now you take cities today . The kids run wild don 't 
they ? Well I'll tell you why . When I was a boy the 
pol i ce used to live where we did , right down the road . 
Now where are they ? .... In town that ' s where . That's 
why the kids get away with it, because they don 't 
know the police, and the police don 't know them . It ' s 
the same in everything . There has to be personal 
contact . 

The dairy owner who provided the above quote , had fashioned 

an entire belief syste m around the importance of personal 

(6) A number of dairie s have adopted some form of self 
service . However , t he owners continue to be asked 
by customers to get goods and they tend to encourage 
this by their presence in the store . 
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cont act which buttressed hi s belief in the dairy . I n this 

way the dairy can appear to its owners as part of a better 

way of life that they are helping to preserve . 

Thi s point of view , which favours personal contact , 

is the foundation of the dairy owner ' s attempt to convince 

customers that supermarkets are bad places to shop . The 

dairy owners felt they should warn customers that they are 

being duped and brainwashed by modern methods of merchan­

disi ng . The adve rtising , the self service , the great variety 

of stock and t he general bustle of t he bi g store are thought 

to cause customers to buy more than t hey need and it is 

t herefore up to the shopkeepers to warn them of the dupli ­

city (7) . While talking over this problem one shopkeeper 

said ; 

People will drive all the way down to (a super­
market) to buy their groceries when they could buy 
them right here for the same price . They forget 
about the petrol and the time it takes . Then when 
they getthere I know they spend too much .... They 
think everything is cheaper . It ' s not . I ' ve got 
a brother who runs a supermarket and he tells me 
that if s omething comes in at a really low price 
then something has to go up to make up the diffe­
rence •.... And they always buy more than they need 
because it ' s on special . I tell you it makes me 
boil when they (customers) come in here and think 
I ' m dear . 

Because the ovmers feel the supermarkets take 

cus tomer ' s money under fal se pretences they embark on 

att empts to educate the customer to be aware of food prices 

(7) Of course, to a degree they are right . See D, T . 
Kollat and R.P . Will et ' Customer I mpulse Purchas i ng 
Behaviour ' Journal of Marketing Research (Feb. 1967) 
pp . 21 - 31 -· 
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and supermarket practices. The Master Grocer's Association 

and the Retailer's Association send every member a list of 

current retail prices and the dairy owners use this to 

establish the validity of their argument against supermarkets . 

If a customer criticises the prices of goods in the dairy 

the dairy owner takes the opportunity to give his side of 

the story (8). 

Oh I tell them alright. I show them right here in 
the book in black and white . Then I tell them about 
how the prices get jacked up to make up for special s . 
And I tell them if they shopped here they would find 
it just as cheap •.. But it doesn't make any real 
difference. 

The customer's failure to be converted by the dairy 

owner's attempt to "tell it like it is", provides a depress­

ing fact of life. No matter how hard the shopkeeper tries 

to educate the customer , they continue to shop elsewhere and 

to demonstrate that their custom at the dairy is more a 

matter of circumstances than loyalty. 

We u s ed to have a lady right next door to the shop . 
A great customer. I thought she really appreciated 
what we did for her . But then her husband bought 
her a little car. Now we've lost her . 

Although the dairy owners remain critical of super­

markets and what they stand for, they eventually learn to 

accept the inevit able . However, the inevitability of the 

(8) The reader who wishes to test this proposition 
should try suggesting to their local dairy owners 
that their prices are too high when compared with 
supermarkets ~ 



situation does not make it easie r to take . 

Y?u know what really gets me down is the way people 
will go to the supermarket and buy all their things 
and come here , with everything on the back seat of 
the car , for a loaf of bread , that I don ' t make any 
profit on . How do they think it makes us feel? 
Don ' t they t hink we have feelings? 

11 o. 

The customers not only fail to support the dairy 

economically , they also fail to establis h a positive 

relationship which gives psychological security to the 

shopkeepers . For example , they do not trust the shopkeepers . 

I know those girls on the checkouts make mistakes . 
They must do 'Ni th the amount t he y push through 
every day . But they (the customers) never think 
to check the list t hey get . But here, they will 
go home and ring me up to go over the prices ~ 

The customer ' s failure to trust the shopkeeper is 

matched by the shopkeeper ' s distrust of the custome r . This 

i s a situation which benefits no one , as it leads away from 

the ideal toward a calculative , unsatisfying relationship . 

On Be ing a Convenience 

Being a convenience i s , for the shopkeepers , the 

most problematic outcome of the customer ' s failure to support 

the dairy . It represents an unwelcome move away from the 

standard shopkeeper role which the dairy owners see as desir­

able . In discussing a similar situation faced by cocktail 

waitresses , Hearn and Strol l use the concept of role degra­

dation . They define this concept as 11 an individual ' s 

inabili ty to see his role vis- a - vis others as effective due 



to a lack of understanding and respect, or interference on 

the part of others .... " (Hearn and Stroll , 1975~109) . This 

concept informs the d i scuss ion for the remainder of the 

chapter. 
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"Being used" is an occupational hazard for many service 

workers . However, -in such occupations as bell-hop, taxi 

driver or waitre ss , a tip may be expected as compensation (9) . 

All the dairy owner can hope for i s the continued support of 

the customer. Since the majority of customers give support 

only through small purchases, and often appear to resent even 

this, the shopkeepers feel that their input i s not matched 

by the customers' . It is clear the customers would not agree 

with sue h a point of view and many are prepared to state that 

the dairy owners are getting rich at their expense. It is 

perhaps this attitude which makes the cus tomer appear 

ungrateful for the dairy owner's service , and causes the 

owner to feel used . 

We're not vital or anything . We're just a convenience . 

And again. 

No matter what we do it's never enough . People 
are just out to use u s . 

The public often seem inexhaustible in their demands 

for attention. These demands are not just for goods but 

for a whole range of personal needs . 

(9) The writer can vouch from experience that tipping 
is a common practice even in New Zealand and that 
it does tend to relate to the amount of effort 
required from the service worker . 



What do I do? Boy (laughter) just about everything. 
I' m the local doctor, minister, psychiatrist , 
i nformation bureau , lost and found depot , dustman, 
you name it and I get asked to do it. 

The dairy owner occupies what Goffman (1963) has called an 

expo sed position. While the customers may not be prepared 

to buy all their suppl ie s at t he dairy, they are willing 

to see it as a place where they can demand t he many 

services denied to them by retailer s who have d i s tanced 

t hemselves from the customer. The dairy owners often 

complained that people came to them for all manner of menial 

tasks because other shops would not provide the service . 

Dairy people find themselve s being asked to pick up items 

from town, deliver goods to people who do not have time to 

pick them up, and run errand s for people who do not wish to 

run the errands themselves . For the shopkeeper this 

situation would not be re sented if it were not so clear , 

at the same time, that they were being used. Most dairy 

owners have had an experience similar to the one below. 

A woman came i n from a local bowl i n g club and asked 
if we would make sandwiches and provide milk for the 
club twice a week. We thought if we did we would 
get all their other trade as well ... I used to get 
up twice a week for s i x months at 5.30 to get the 
bread in and make tho se sandwiche s . Then we found 
out that she was buying a whole lot of things at the 
supermarket down town and that we were just the mugs 
•..... We also found out t hat the dairy up the road 
had been used in the same way and had booted them 
out. 

The situation is a difficult one for all concerned. 

The customer has few sources of thi s kind of service and 

therefore turns to the dairy. The dairy people are eager 
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to please and t ake on the tasks to get more trade. It is 

probable that most peo~le who use the dairy owners in the 

manner described think the dairy owners make a profit. They 

do not reali s e that on lines such as bread, milk, butter and 

newspaper s t here i s virtu ally no profit. The dairy carries 

these line s to attract other, more profitable, trade. 

The expo s ed position of the dairy owner is also 

apparent from the number and range of complaints they receive. 

When someone buys a product t hrough a s upermark et, milk 

vendor, or a department store and it prove s to be faulty, 

the process of making a complaint can be difficult. Having 

to go back into town to locate an elusive store manager or 

le ave a note for the milkman can make complaining not worth 

t he e f fo r t. The dairy o·,mer, a r eady a nd vulnerable target, 

can, however, be c alled up on to give customer s ati s faction. 

The dairy owner s are always behind the counter and therefore, 

the customer i s able to talk to 'top management'. The owner 

cannot afford to i gnore the complaint for fear of lo s ing the 

customer, s o the cus tomer has a high c hance of getting 

s omething done about the complaint (10). Becaus e of this 

s ituation the dairy owners find t hems elves being a s ked to 

(10) A necessary caveat to this point is that there is 
a distinct difference between stores who service 
mainly a stable returning custom and those who 
deal with mainly a passing trade. The dairy which 
has a stable trade will be much more committed to 
ensuring that the customers get satisfaction. 



deal with complaints which have nothing to do with their 

business . 

To some degree the shopkeeper can control complaints 

by siding with the complainant (an essential first step) and 

then advi s ing them of the whereabouts of the manufacturer 

of the faulty item. This is not easily done when customers 

bring personal problems to the dairy people. 

We had only been here a month when the girl across 
the road came over one night, right into the house, 
crying her eyes out. I had to sit in the kitchen 
for two hours talking to her (wife). We try ~ot to 
encourage that sort of thing. We've got enough 
problems of our own and besides we lik e to k eep the 
house and the business separate (husband ). 

When the dairy owner is asked to counsel customers, they 

are at ri sk of becoming too involved with people from whom 

t hey derive a living. The dairy owner wishes to be t hought 

of as a friend, but real f riendship would present too many 

problems . To be friends with customers could lead to 

requests for cheap goods, favours and extra considerations, 

things which would be disastrous for an economically 

distressed dairy owner (11). Bernard Malamud (1959) in 

The Assi s tant described the difficulty the neighbourhood 

shopkeeper can have when they become too close to the 

customer . 

(11) The problem of separating business from home and 
private life i s common to many service occupations. 
For a discussion of thi s problem see E. Cumming 
and c. Harrison 'Clergyman as Counsellor' American 
Journal of Sociology Vol. LXIXX No . 2 ($ept 1963) 
pp. 234-243. 
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"My mother says ," she said quickly, "can you trust 
her till tomorrow for a pound of butter , a loaf of 
rye bread and a small bottle of vinegar? rr 

He knew the mother. "No more trust". 

The girl burst into tears. 

Morris gave her a quarter pound of butter , the 
bread and the vinegar . (Malamud , 1959 : 7) . 

Giving such credit can be a costly practice . If 

the credit is not formalised i nto an account there i s always 

the risk that both the owner and the customer will forget 

the transaction ever took place . During the research a number 

of owners mentioned they ran an informal credit sys tem to 

cope with customers who did not have accou.nts . They 

acknowledged it was a system that cost them money but they 

felt constrained to continue the practice to keep on friendly 

terms with customers . 

The strategy of using a child to get groceries, 

mentioned by Malamud , is common when a family is in debt 

to the dai ry . This causes a dilemma for the dairy people 

who do not wish to upset the child by demanding payment . 

It i s for this reason that credit can reach undesirable 

amounts before anything is done to recoup the debt . 

Of course children shop at the dairy for more reasons 

than to ensure credit. In the normal course of a family 

dealing with a dairy the children often do the shopp ing. 

From the dairy owner ' s point of view this is a situation 

which does little to enhance their s elf-esteem . The child 

will usually arrive at the shop equipped with a note and will 

wait while t he shopkeeper gets t he items requested. The 



shopkeeper can derive little s tatus from interaction wit h 

statusless children . This i s an occupational problem 

dairy owners share with teachers (Geer, 1966 ). It is an 

arrangement which serves to highlight the lack of concern 

customers have for their relationship with the shopkeeper. 

This lack of status also arises from the products 

with which t he dairy is s tocked. Few owners felt they 

dealt with a high prestige set of products . One shopkeeper 

illustrated t hi s as follows . 

Now , how can this job have status? A guy comes 
in here for a packet of cigarettes . I grab the 
cigarettes and toss them over to hi m, take the 
money and out he goes . How can I get status from 
that? 

116 . 

Thus role degradation , the failure of cus tomers to 

show understanding and respect for the shopkeeping role, 

begins wit h the treatment of the shopkeeper as a convenience. 

On Being Abused 

While it i s true most service workers expect to be 

used as part of their job , none seem willing to be abused . 

Such behaviour on the part of customers is an affront to 

the dignity of the worker and as a result the customer may 

be classed as someone 11 who can be done without 11
• In the 

lexicon of the dairy owner, these people are 11 iousy" . 

A fortunate characteristic of the people who abuse 

the dairy owner is that they do not buy much from the dairy . 

With this knowledge in mind the dairy owner feels more able 



to retaliate for abuses . This is an important point because 

it was di sc overed that whenever owners gave an example of 

getting rid of a "lousy" customer , investigation of the 

circumstances showed the cus tomer to be no economic loss 

to the dairy . In maintaining pride the dairy owner never 

seems to act in a way which prejudices his income . 

The dairy owner must always be careful about criti ­

cising bad customers . If the customer can gather support 

in the neighbourhood the business could be hurt . However , 

it was also discovered that when an owner gave an example 

of criticising a customer he was able to tell of the 

customer ' s misconduct elsewhere (12) . Secure in the know­

ledge that his complaint is not exclusive the shopkeeper 

can act to redeem hi s pride without loss of income . (13) 

Whi ch customer behaviours may force a shopkeeper to 

try and get rid of the cus tomer? Of course to some degree 

when and how a shopkeeper acts will depend on the s tandard s 

he sets for behaviour , but there are four actions which most 

( 12) 

(13) 

It should be noted that dealing with errant 
customers i s male ' s work . 

Unlike the janitor ( s ee Gold 'In the Basement: The 
apartment janitor' in P . Berger The Human Shape of 
Work New York : MacMillan (1 964 ) pp. 1-50) the 
shopkeeper does not have any direct power over the 
customer . For example, the janitor ' s tenants cannot 
easily get another janitor, but a c~stomer can 
easily shop elsewhere. Therefore the shopkeeper must 
be sure of his ground before entering an argument 
wi t h a customer . 
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direc t ly upset the shopkeepers . 1) Direct rudeness . 

2) Di shonesty . 3) Doubting the owner ' s i n tegrity . 

4) Making excessive use of t he owner . It should be noted 

that this category of customer i s not large. This i s 

fortunate or the owner might s oon put himsel f out of 

business . However , t his group has a profound effect on 

the way the shopkeepers view t heir job . 

I guess only about 5 per . cent . of all the people 
who come in here give us trouble . But t hey really 
colour the way we think about things. 
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Direct rudeness can arise from any customer , but 

mostly it i s located among three groups : children, the 11 would 

be ' s if they could be' s 11
, and the pass ing trade. The rude­

ness of children is not -difficult to deal with . Neverthe ­

less , the shopkeeper must be careful with children or the 

anger of t he parents may be attracted . 

The kid was downright rude so I put her i n her 
place ..... Well about half an hour later I got a 
ring from the mother saying to leave the kid alone 
or she would take her business el s ewhere. You ' ve 
really got to watch yourself. 

Children do not seem to del i berately set out to antagonise 

the shopkeeper and the shopkeeper is aware of this . The 

shopkeepers see themselve s as try ing to educate the children 

to have good manners. To accomplish this they may wit hhold 

service until the children behave themselves, or s i mpl y 

demand better conduct. Seldom doeE the shopkeeper wish to 

get rid of a child customer . Since the children are le ss 

able than t he ir parent s , to shop el s ewhere, they usually 

decide to behave . 



Adults who are rude cannot be dealt with in the 

same forthright manner which accompanies a child ' s rudeness . 

This is a problem for the dairy owner as it means a custo­

mer ' s rudeness must be excessive before efforts are made 

to correct the behaviour . The ''would be ' s if they could 

be ' s 11 are a distinct group of customers whose rudeness 
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causes the shopkeeper problems . The customers who comprise 

this group openly show disdain for the shopkeeper's position. 

The 11would be ' s if they could be ' s 11 try to enhance the i r 

own status at the expens~ of the · shopkeepers . One of the 

most criticised acts of this group i s their willingness to 

question the ri gh t of the shopkeeper to make money . 

They hate you to get anything they ' ve got . We ' ve 
got a new car outs i de (second hand Holden) and 
they come in making smart cracks about it as if 
we shouldn ' t have it . 

Since one of the goals of the shopkeepers is to get 

ahead financially such behavi our i s hard to take . 

They'll go down to the supermarkets and spend all 
their money then come by here to spend peanuts . 
Explain to me why they like to see the big guy get 
rich while we stay poor? What's wrong with me 
getting some of the money? 

The shopkeeper sees this group as "penny pinchers " who will 

never ''make i t 11
• They attempt always to put the shopkeeper 

down and to bui l d themse l ves up . To avo i d criticism the 

shopkeepers hide the i r i nterest in money . 



I never let on I'm intere s ted in money. 
show concern for them .... Take it slowl y 
(the money) will come in. You go after 
s o they know and they re s ent it (14). 

I always 
and it 
t he money 

In t his way the "would be' s if they could be' s" cause 

the shopkeeper to maintain a p retence which tends to contr­

dict hi s occupational goals . Since their money cannot be 

sp e n t i mmed i a tely the shopkeepers tend to set t he ir sights 

on the future . Lik e the embezzler they must hide what they 

have to avo i d suspic ion . 

The pass i ng public form a subs tantial p art of the 

dairy owner 1 s trade. Wit h the decline in shoppers who are 

de pendent on the dairy , t hes e passing customers a ssume 

greater i mportanc e. However , the shopkeepers are unable 

to build strong ties wit h this group and their i nteraction 

i s characteristically fleeting . Davis (1965) argues t hat 

fleeting relationships between s erv ice worke r s and cus tomer s 

gives r i se to an exploit ative relations hip. The present 

s tudy s upport s such an idea as it was noted that in i n ter­

views, shopkeepers referred to passing trade in terms of 

the sale s t hey generated , while more regular customers were 

t hought of in terms of t heir needs . One of the major 

reas ons for the more mercenary view of passing trade i s the 

cons tant possibility of rudeness . It appears , from the 

shopkeeper ' s po int of view, that passing trade customers 

are aware of the fleeting nature of this contact and are 

(14) E. Goffman The Presentation of Self in Everyday Life 
London: Penguin ~(1959) notes t hat thi s need to hide 
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an intere s t in power is a problem for union organisers. 
They enjoy power but cannot show this as it is incom­
patible with the rank and file view of the role. The 
union organiser has to present a self which does not 
reflect inappropriate feelings. 



willing to be r ude because of it . Shopkeepers talk of 

people banging on the counter for s ervice, cutting in on 

other customers , openly criticising goods and being directly 

rude (15) . The worst offenders in this group are tourists , 

a fact which is consistent with the thesis presented above . 

The second category of shopkeeper abuse is caus ~d 

by the failure to pay for goods . The customer ' s failure 

to pay for goods is take n , by shopkeepers, as a threat to 

their delicate economic situation . Despite the shopkeeper ' s 

attempt to sell goods for cash , customers continue to ask 

121 . 

for credit , and expect cheques to be cas!J.ed . I t is the 

familiarity of shopkeeper and cus tomer th ·,:t gi ve r:. -ri s e to 

thi s situation . Thi s preventf: anythinr; being done about it 

until the problems Rre of a large p: oportion . The customer 

simply does not take tbe shopkeeper' s demands for payment 

s eriously . When thi s happens the shopkeeper is i n a delicate 

position . 

You don ' t know what to do . If you go and put pressure 
on the word mi ght get around that you ' re ti ght . 
That ' s not so good . 

(15) A partial explanation of the behaviour of these 
customers may be made in terms of two concepts ; 
time and power . The cus tomer who patroni ses a store 
for some item while on the way to some destination 
will be aware of the time costs of stopping at the 
dairy . The cus tomer will be impatient if kept 
waiting . Since the customer is not a regul ar he 
may fee l he has nothing to lose by trying to hurry 
up the purchase . For a further elaboration of this 
point see B. Schwartz 'Waiting , Exchange and Power : 
The distribution of time in social systems '. 
American Journal of Sociology Vol . 89 No . 4 (1969) 
pp . 841 - 870 . 
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The owners are aware that they cannot appear too anxi ous 

to get money or the customers may re s ent this . Thus, many 

people are able to abuse the shopkeeper ' s reluctant gener­

osity without ever being asked for the money . The one action 

which does a l low the shopkeeper to demand hi s money is for 

the customer to shop elsewhere. By doing s o, the customer 

makes it clear the shopkeeper will lose nothing if he loses 

his custom . 

We saw this guy going to the shop down the road 
and then again coming back later with an arm load 
of things . He must have been trying to avoid us 
because he kept to the other side ofthe road . So 
I said t hat wa s it . I went round to his place and 
told him to pay up or I ' d go to the police . You 
don ' t need people like that . 

The reason the shopkeeper must wait so long before 

claiming their due is largely a matter of reputation . The 

shop~s continued s uccess depends on people in the community 

referring one another to the shop . For this to happen the 

shop must retain the appropriate image . 

A third category of abuse arises from the customer ' s 

doubt of the shopkeeper ' s integrity . This is a problem 

familiar to all service workers . The doctor must be aware 

of the patient ' s propensity to misconstrue his behaviour . 

The janitor must always refuse a drink from a tenant if he 

i s to avoid being labelled a drunk (Gold , 1964 ) . The dairy 

owners were a c u tely aware of this type o f problem and stated 

it as a reas on for keeping home and work separate . Nev e r-



theless t he regular contact between customer and client 

makes interpe r sonal conflict always i mminent . One dairy 

owner rec a lled a series of incident s when a woman who had 

argued with her stood across the ro ad f rom the shop and 

scr eamed abuse . Another recalled being called a t hief 

after a woman , who had co me t o the shop to p ick up a lo s t 

purse , found her money had gone . The shopkeepers tend to 

t hink of people who quest i on t heir integrity as "sick in 

the head 11
• They see these peopl e as needing to take their 

problems · out on someone and unfortunately , they choose the 

t he shopkeeper . But once a g ain only so much wi l l be tole ­

rated . 

This woman came in one day and barged t o the front 
of the line as she usually did . She demand e d her 
loaf of bread so I told her to wait. Do you know 
she stood there and told ev eryone who cared to listen 
that t he ham she ' d got the day before had been dirt y . 
Just like th a t ..... My husband took her aside and told 
her to stay away . 

The final area of abuse i s t hat of excessive conven­

ience . Exce ss ive convenience is defined by the shopkeeper 

as the s ituation where t hey are asked to do a lot for a 

cus tomer who gi v e s little or nothing in return . It i s the 

situation described in t he prev ious section taken to t he 

extreme. It i s mentioned here to allow a discussion of 

why the dairy people tolera te such abuses . It would be 

wrong to assume the shopkeeper take s abuse because of greed 

or stupidity . While they are in business to make money 

they all wanted to fill the standard shopkeeping role 

mentioned earlier in this c hapter. That they never fully 
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come to grips wit h t he reality of the s itua tion i s partly 

due to this aspirati on and the l ack of colleagial relation­

shi ps . The dairy owner has no one to help them "learn the 

ropes" and must t herefore le arn by the ir mi stakes . From 

the i ntervi e ws it was apparent t hat they learn t he reality 

too slowly and often become bitter in t he proce ss . 

Conclus i ons 

The dairy owner's introduct ion to dairy life i s 

shaped by the customer ' s treatment of the dairy . The 

custome r s see the dairy a s a convenience and seem to care 

little about the consequences of their behaviour . This, i n 

no way , complements the shopkeeper ' s defini tion of t he job . 

In learning the ways of the soc i al network of wh i ch they 

become a part, the shopkeepers never come to accept spec i f i c 

outcomes . They come to place a heavy emphasis on extrinsic 

rewards and le ss on intrinsic rewards . 

Shepard defines an ins trumental work or i entati on a s 

one in which "work i s valued primarily a s a means to non­

work ends r a t her than valued for it s intrins i c rewards" 

(1972:167). An opposite of this orientation i s s elf­

evaluative invo lvement which refers to the degree to which 

a person te s t s his self e s teem in terms of the st atus 

criteria of the parti cular social unit of which he is a 

member. It i s concerned with the degree to which one eval­

uates oneself wi th regard to the work role. In this 
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c hapter it has been shown that the shopkeeper ' s work , perforce, 



becomes more instrumental as it relates to the customer . 

The dairy owner has few opportunities to test self-esteem 

i n the dairy. If they are to work for anything it mus t be 

instrumental rewards . How the shopkeepers seek to ensure 

their goal s are re a ched des pite their customers, is the 

subject of the next chapter . 



CHAPTER V 

THE SHOPKEEPER- CUSTOl\lIBR RELATIONSHIP 

PART II 

You see , once y ou have sunk your capital in a 
shop you do not easily get it out again . If the 
customer will not come to you cheerfully and 
freely , the law s ets a limit upon t he compulsion 
yo u may exercise . You cann ot pursue people 
about the streets of a wateri ng- place compelling 
them by threats of i mpor t unity to buy ..... . 
(Wells , 1959 : 146) . 

S tudents of social change, e specially those who have 

concentrated on modernisation wit h its key process of 

indus triali sation , have pri marily concerned t hemselves 

wit h the transformations in the major social institutions 

in society; f or example, t he family, the ec onomy , and the 

polity . But the impact of change can also be observed in 

other more mundane and focused areas of social life , for 

example, oc cupations . 

In addition to occupati ons and professions which 

have been made r edundant by new technology and social 

upheavals , t here have been t hose occupations which have 

persisted, but with severely limited functions . A decline 

in an occupation' s functions , also includes a decline in 



its s t a tus. Shopkeeping i s on e such occupat ion (1) and 

the dairy- grocer i s a case in point (2) . 

The dairy- grocers ' dilemma i s t hat changes i n 

retailing and consumer shoppi ng habits have depr i v ed t he 

small store of its once major position i n the d i s tri butive 

system . This decline i n fortunes has c reated a s ituation 

o f cris i s for t hose who occupy the dairy- grocery posit i on . 

The cris i s has been most evident in the d i fficulty t he 

shopkeeper has in de riving social status and income from 

the occupation . The dairy- grocer performs a servi ce for 

t he convenience of the publi c and while , for the customer, 

t he dairy- grocery may at spec i fic time s assume i mportance , 

for tho s e who operate the dairy , being a convenience offers 

minimal satisfaction . In fact the situation causes t he 

dairy owners to be economically marginal to the extent that 

minor economic reversals could put t hem out of bus i ness . 

One way the shopkeepers attempt to encourage more 

business is to use t he "price i ns trument ", to cut pri ces . 

But for the small shopkeeper price cutting is difficult 

becaus e it would place them in direct competition with 

larger stores, a confrontation they could not win . The 

( '1 ) 

( 2 ) 

Davi s op. cit . During history the shopkeeper has 
had a varied level of s t atus . However , s ince t he 
time of Quee n Victoria , when shopkeepers generally 
were high in status and power , there has been a 
s teady decline in their social position . 

See F.L. Strodbeck and M. B. Sussman 'Of Time the 
City and the 'One Year Guarantee' ', American 
Journal of Soc iology LXI (1956 ) pp . 602-609. 
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only strategy open to the dairy owner is to use the "sales 

instrument" or the "labour instrumentn, to rely on inter­

personal skill s and personal input. Techniques for handling 

customers in a way that will encourage sale s are not easily 

come by in an owner-operated s tore. Salesmen in larger 

organisations may go through formal training courses or 

pick up valuable understandings from fellow workers (3). 

But for the indep endent shopkeeper learning must come 

through the job; they mus t learn by their mistakes and hope 

that the mistakes do not put them out of business . 

In this chapter the di scussion will cover the methods 

t he shopkeepers had for i mproving their s ales. 

Knowing the Customer 

At time of entry i nto the occupation, dairy owners 

anticipated customers ' willing support for the dairy (4). 

( 3) F. Davi s 'The Cab-Driver and His Fare: Facets of 
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a fleeting relationship', American Journal of 
Sociology No . 2 (1956) pp. 158-165, Davis discusses 
the informal training of a cab-driver. He says, 
"Once when I complained to a veteran cab-driver 
0bout having been ' s tif fed ' (not tipped) by a young 
couple, newly arrived in Chicago, to whom I had 
extended extra services .... I was told: 'Wi se up kid! 
When you pick up one of these yockels at the 
Dearborn Station carrying a lot of cheap straw 
luggage on him you can bet ninety -nine times out 
of a hundred that he i sn 't going to tip you' n (p .164). 

(4) The purchase of 'goodwill' is one reason for this 
anticipation. However goodwill is really a false 
hope because in sales of a dairy, the goodwill is 
merely a reflection of total sales for a two week 
period. 



When this was not forthcoming they began to look for 

solutions to their economic problems . Lacking skills in 

the area of business management , the shopkeepers placed an 

emphasis on their ability to handle customers in a way 

which could encourage sales and lower the chances of them 

being exploited (5) . The first obvious step i n acquiring 

skill in handling customers, was to learn as much as 

possible about them. As one respondent said after nine 

months in a dairy : 

I can see now that somehow I've got to learn to 
read people when they walk through the door . Some 
people can be worked on, others I guess I ' ll just 
have to take as they come . But I ' m sure that is 
the key and if I can just get it worked out , I 
could do all right . 

But the shopkeepers do not wish to know their customers 

so well t hat a friendship might ari se . 

Do you have friends from among your customers? 
(in terviewer) . 

No, not really . Not what you would call real 
friends . But that ' s the way it ' s got to be . 
You ' re in here to make money and it ' s got to 
come from people so they can ' t be your friends 
as well . 

The strategy used by shopkeepers during the process of 

getting to know the cus tomer i s to act ' as if ' they and 

the customer were friends . Looked at dispassionately , 

( 5) Stanworth and Curran op . c i t . p . 18 . " .... only 1 
per . cent . of chief executives i n the manufacturing 
sector .... had any management qualifications" . 
Given the lesser emphas i s placed on managem~nt in 
retailing , it would seem reasonable t o expect that 
substantially fewe r s hop managers would have 
qualifications . 
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however, none of the shopkeepers thought these relationshi ps 

constituted "real" friendships . The need for these psuedo ­

friendsh i ps i s exemplified i f credit and the dairy- grocer 

is examined . 

It is , perhaps, surprising to discover that dairy­

owners do not favour giving credit . Granting credit 

arrangements to cus tomers would seem to be an excellent 

way to regularis'e the custo:Tiers ' u s e of the shop by allowing 

debt to give t hem a sense of obligation . However, the 

current trading practice of merchants to not allow the 

dairy credit , make s the dairy owner , in t urn, s elective 

when extending this facility to t he ir customers . This 

s electivity is reinforced by experiences with people who 

proved to be a bad credit risk . The delicate economic 

posit ion of the dairy can make an unpaid bill for $20 a 

large problem. Cons e quently the more t he dairy owner knows 

about his customers t he less lik ely he is to err in the 

decision to grant t hem credit . 

One of the first discoveries o f the dairy owner is 

t hat credit is most usually requested by people who cannot 

afford to go to the supermarket and pay cash . (6) . Their 

reliance on the dairy owner i s often a sign of economic 

(6) In times of economic strife many people are likely 
to turn to the dairy for credit. Many owners 
talked of the s e people as "foul weather fr i ends" 
and they saw it as just an9ther ins t ance of being 
used . Once they realised the customer was just 
using them the owners said they never let the 
cus t omers do it again . 

130 . 



difficultie s and for obvious reasons the owners must take 

a firm line on re quests for credit by insi s ting on being 

paid cash for goods. But this does not mean people do not 

get credit. It seems i nevitable that frequent interaction 

between t he shopkeeper and the customer leads to the 

customer asking for and getting , i nformal credit. Small 

debts are recorded on bits of paper and stored under the 

till for when t he customer remembers to pay. Unfortunate l y , 

many small sums of money add up to one large debt . 

You can't help it, they (the customers) come in 
here on the way back from church or something 
and take what t hey want saying they will be in 
tomorrow. There's not hing else to do but accept 
it because if you don't let them have it they 
think there's something wrong . 

This t ype of credit can be expensive. Due to it s 

i nformal nature both the shopkeeper and t he customer are 

likely to forget the exchange ever took place, leaving the 

dairy owner the loser . To replace the informal sys tem the 

owners begin developing criteria upon which they can base 

a decision t o allow credit. These criteria usually entail 

knowing in detail the background, living s tandard s , and 

behavioural standards of customers. Figure 1 following 

summarizes t he most salient criteria in the dairy owner's 

decision. 

It can be seen that the type of information used 

as a basis for giving credit can be gathered by the dairy 

owners through personal observation of customers. However, 

the dairy owners also rely on help from customers when 
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Figure 1: Variables which contribute to the owners ' provisions of credit for a customer . 

Behaviour Prior to Getting Credit Characteristics of the Customer 

Trust Bu;y:ing SEending Duration Social Stabi-
Pattern Pattern HonestJ: Trust o:E Cus=J:;om Position Sex Class Race Income lity 

High Regular Buys Is Shows Over Liked Male Upper White High Esta-
many Honest trust long in blished 
items in period Commu- in the 

owner nity area 

Low Irregu- Buys Has Shows Over Not Fe- Lower Non- Low Likely , -...... lar only been dis- short liked male white to 
daily dis- trust period leave 
essen- honest in the 
tials owner area 

NB: Creditor who i s already on the books is accepted. 

Age 

Over 
30 

Under 
30 

~ 

\j,J 
[\) 



establishing opinions about those who get credit . One 

major ally in t his process is the child customer . For this 

reason children are regarded as an asset to the dairy . 

You've got to be nice to the k ids . They ' re the 
number one asset. 

As number one asset, the children receive a certain 

amount of bribery, usually in the form of sweets . Such a 

practice of enlisting the help of a group related to the 

worker is common in many service areas: brothel keepers 

will tip a taxi driver who brings them customers, the 

janitor will oblige the business manager a favour , the 

dairy owner wil l give sweets to children. 

Children who like the dairy owner are willing to 

stand around in the shop chatting about their home and their 

parents . Innocently given det ail s allow the dairy owner to 

build up a fabric of knowledge about the adult cus·tomer . 

This knowledge allows the dairy owners to evaluate their 

own observations . Of course , the children are not the only 

source of data . In direct discussion, however, adults are 

less likely to disclose facts about themselves, although 

t hey will often talk about other customers in the dairy 

owner ' s presence . The dairy is a meeting place for many 

people in the community and often the dairy owner cannot 

avoi d overhearing conversations which t ake place in the 

shop . Customers will quite often talk over intimate 

details of other customers while the owner is present which 
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which suggests the owner is , at times , treated like a 

"non- person" (7) . Goffman (1951) has suggested that treat­

ment of servants (for example , cab drivers , elevator 

operators, and house s ervants) as non- persons is a feature 

of many service occupations. Perhaps this is because the 

customer defines the worker ' s silence as being bought by 

the payment for service or goods . 

Chi ldren are useful to the dairy owners not only 

as a source of informat ion but also as a method for recruit ­

ing adult customers . The child is acknowled ged as the way 

into the adult ' s pocket . 

You ' ve go t to get t he kids , t hat way you get t he 
parents as well. If t he chi ldren come to your 
shop and like it, when the parent say , is wanting 
to buy something t he c hild will say , "Go to t hat 
shop because you will get a good deal'~ . 

The shopkeepers are aware that most cus tomers evince little 

shop loyalty . Since in many areas of the city customers 

have a choice of dairies , the dairy owners were eager to 

find ways of ensuring their dairy was the cho sen one . 

Children provide an effective way of doing this . During 
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the research shopkeepers were often observed spending , what 

seemed to be , a disproportionate amount of time wi t h child 

customers . When it became clear that children were an asset , 

( 7) Goffman (1959) op. cit . describes a non- person as 
being pres e nt during a scene , but is defined as 
absent by the interactants. Go ffman gives t he 
example of the servant who wai ts on table and is 
talked about by the people present as if he were 
not in the room. 



time spent with them emerged as an investment in continui ty 

of business . 

I t is also worth noting that children provide the 

dairy with a good deal of business. Many children spend as 

much as a dollar a day on confecti onary . Given a high 

volume of children through t he dairy , as i s the case if a 

school is near by , sales in the confectionary area can be 

very l ucrative . 

The value of knowing customers is also apparent when 

the shopkeepers wish to ingratiate themselves with a 

customer . It was discovered that there were a number of 

ways t o i mpres s a customer and thus try to raise the number 

of sales made . Some people like to have the dairy owner 

run after them when they are shopping . 

Some people like it when you run after t hem . You 
know, t hey want to stand there and have you do 
the work . Well if t hey ' re the type to p ay for it , 
I really go to work and run around flat out . 

Others want quick s ervice and the shopkeepers respond by 

showing their dexterity . 

Around lunch time they just come in for bread or 
something like that and they don ' t want to be 
kept waiting . It ' s no use trying to tal k to 
people then . We just throw what they want at them 
and take the money . They apprec i ate that . 

Other peopl e are open to being directed when they are 

making purchases . 

Peopl e ar e blind . They come in , and I ' ve got 
all the lines a supermarket has got , but they 
would never know unless I told them . So if they 
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ask me for somethi ng like a bottle of sauce I 
might say "O h it' s just over there if you'd lik e 
to go and look ". They nearly always come back 
with some t hing else in their hand (as well). 

Some pe ople can be joked wit h , while ot he r s mus t b e treated 

circumspectly . 

I always chat up people, have a joke or have them 
on about sport or poli ti cs or somethi ng (husband) . 

Ye s , but you a l ways have to p i ck t he person . No t 
everyone likes it and i f you say something t hey 
don 't like t hey are just as likely to not come 
back ("rife) . 

Oh, that's right . I agree with that , I coul dn 't 
do it with everyone (husband ). 

In a variety of ways then, t he shopkeepers can seek to 

i mpre ss t he customer with their ability and guide them into 

making more purchases . For this to happen the shopkeeper 

must have detailed knowledge of the customer . It i s worth 

noting t hat the respondents thought women were most open 

t o t hi s subtle manipulation . 

There are times whe n a customer puts forward a 

di sc repant front causing the shopkeeper to do things whi ch 

are late r regretted (8 ). One such customer i s the person 

who appear s to b e wealthy ; someone who could be expected 

to buy a lot from the dairy but in fact never does . The 

promise of a good sale causes the shopkeeper to be defer­

ential, only to find that the customer does not reciprocate . 

(8) Goffman (1 959 ) op. cit. defines a discrepant role 
as a contradiction between the front that is put 
forward and the true characteristics of t he 
performer . 
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The d i sgust expressed by owners who had experienced t he 

above situation was s imilar to that expres sed by se rvice 

workers who have been "s tiffed" (not tipped) by a customer ( 9 ) . 

The ones who really get my goat drive around in 
b i g Jags and come in to buy a paper . Je sus , I 
would be ashamed to j ust buy a paper ... After a 
while you learn to expect these people and you 
just give them what they want and take the mone y 
without saying a word . They get the me ssage . 

The mes sage t he dairy owners wi sh to get across is t hat 

t he customer must buy somethi ng . It i s clear that t he dairy, 

unlike the ma j ority of shops, operates wit hi n the norm that 

once i n the shop a customer must buy something unless t he 

owner does not have the article re quired . 

Impression Manage ment 

The tec hnique of acting i n an appropriate manner 

when filling a particular role i s basic to all occupations . 

A doctor i s "doctor like" , a waiter i s "waiter like", and 

a dairy owner must be "d airy owne r lik e '-' (10). The -rationale 

f or perf orming a role {n a parti cul ar way i s based on the 

(9) 

(10) 

Gold op . cit . Service workers often s ee t he reality 
behind the public front put up by individuals . Gold 
i l lustrate s this through his study of the janitor 
who knows many intimate details about tenants because 
of his handling of garbage . In the same way a dairy 
owner may learn about individuals through the 
purc hases they make . 

For a phi lisophical d i scussion of thi s point see 
Jean- Paul Sartre, Being and Nothin gness , London~ 
Methuen ( 1975) . 



need for roles to be predictable to allow for free i nter­

action with others . The dairy owners were aware of this 

type of constraint on their behaviour , and endeavoured to 

put forward three core elements as a predictable front . 

These were ; 1) a congenial disposition, 2) a diplomatic 

s tance, 3) honesty . 

Being congenial was judged to be basic to dealing 

successful ly with people during the superficial interaction 

of t he shop . Shopkeepers felt that the failure of many 

dairies can be attributed to the owner ' s disposition and 

they there fo re were eager to ensure they d i d not cause 

customers to think of t hem as malcontents . This point of 

view was mad e clear to the re searcher when he arrived for 

an interview with one dairy couple, but was not immediately 

recognised . 

I went into the shop and found the husband up a 
ladder sorting out some stock. I said he llo and 
asked how business was . He gave me a smile, and 
said it was great , never better. Then he 
recognised me and invited me out the back for the 
interview. As soon as we got through into the 
house he said , "Actually business is pretty rotten 
at the moment, 9ut you never tell them (the 
customers) that. To them you are always on top". 
(From field notes) . 

Of course this be haviour, necessary though it might be, 

can be a double edged sword . By always trying to put 

forward a congenial front the dairy owner finds it diffi­

cult to show the problems endured as a result of trying 

to please the customer . 
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Smiling is the primary feature of the dairy owner's 

attempt to demonstrate contentment and convince the custo­

mer that she is welcome . A congenial disposition i s 

essential to the dairy owner's claim to offer friendly 

personal service . Most dairy owners felt t hat the customer 

went shoppi ng as a diversion or to gain some personal 

gratification ot he r t han just the purchase of goods . The y 

felt they should contribute to this gratifi cation (11) . 

Smiling for their public i s s omething the shopke epers can 

not al ways do spontaneously and many of them spoke of the 

need to have a ' stick on smile '. But even a s tick on smile 

is not easy to have when personal problems threaten the 

shopkeeper ' s dispo s ition . 

Sometimes we 'll be back here (in the house) 
really tearing into each other, but when that bell 
goes every thing has to s top and we have to go out 
smiling . I tell you that can be damned hard . 

The reference to the bell, i n the above extract, concerns 

the door bell all dairies have ins talled to warn the owners 

that a customer wants attention . 

Although the shopkeepers cannot show their problems 

to the custoraer, the customers often discuss their problems 

wi th the shopkeepers . The shopkeepers felt that the correct 

way to deal with thi s situation was to listen attentively 

and keep quiet . 

( 11) The dairy owner s ' assessment of why people shop 
came remarkably close to that made by T .E. Tauber 
' Why do Pe ople Shop? ' Journal of Marketing, 
Vol. 6 (Oct. 1972) pp . 46-59. 
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Half the job is listening . I just have to s tand 
here and make lik e I'm really interested in hearing 
all they have to s tay. 

And a.gai n , 

My wife i s worth her we ight in gold whe n it c omes 
to li stening to pe ople' s probl ems . The t hing is 
she never repeat s anything she hears and people 
know that. 

The dairy owners who succ e ssful l y adopt the above tactics 
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can easily find t he ir shop bec omi ng a "secular confessional'' . 

This gives t he shopkeepers access t o what Hughes (1971) 

has called "guilty knowled ge ", a development whic h can 

cause problems f or the owners . Not l east of these problems 

i s t he possibility t hat people may look upon the d airy 

owner as a friend or enemy because they feel t he owner knows 

too mu ch about them . Cummings and Harr ingt on (1963) discuss 

t his problem in reference to clergyme n and conclude that 

worke r s who are g iven sensitive informati on should avoid 

dealing with their friends and family . Thi s stanc e i s 

ind eed adopted by many professional servi ce workers . 

However , it i s not s o easily adhered to by workers who can 

not c on tro l the access customers have to them . These 

workers are for c ed to walk a fine line between becoming too 

familiar with customers or losing the customer who feel s 

uncomfortable about what the shopkeeper knows . The dairy 

owners thought the best approach was to maintain a s ilence 

about everything they heard. 

Of course the dairy owner must say some thing to 

the cus tomer. As noted earlier, with some customers the 



shopkeeper can talk of consequential issues, but with the 

majority the tal k takes the form of sociable chat. S i mmel 

(1964) refers to sociable chat as, an indispensible med ium 

through which relationships are established. But the topics 

of the conversation are of little consequence, i ndeed if 

t he relationship is to remain as t he important factor, no 

one topic can be allowed to become t he focal point . This 

type of interaction can be used to the advantag e of the 

shopkeeper as is explained below . 

Really we're just a bunch of con men . I use that 
term because I heard it on the radio, but that is 
what we are. A guy comes i n for something and if 
I can get him talk ing he will buy something else 
because he' s uncomfortable jus t standing around 
not buying . 

The chat itself may be incons e quential but t he hoped for 

outcome, at least as far as the shopkeepe r i s concerned, 

certainly is not. To pursue such an openly manipulative 

line of activity t he shopkeeper must exercise a great deal 

of care; t he c us tomer must never reali s e t he reality of the 

situation . This caring attitude of the shopkee pe r is not 

wasted on the pas sing public, but is reserved for the 

regular customer , from whom the shopkeepers make most of 

their money . That it is a front which the shopkeeper puts 

forward was shown by one owner who said: 

Do I care about them (the customers)? No I suppose 
not in any real way . It' s just something you do 
so they feel good and think you care about them. 
It's the sort of thing they can't get at the super­
market so they will come here for it. 
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This concern with impressions also involves the 

shopkeeper in always tr~ring to appear honest to the custo­

mer . The importance of this appearance relates to the 

emphasis customers place on prices; on getting a good deal . 

It i s difficult for shopkeepers to convince customers of 

their honesty because shopkeepers, generally , have a 

hi story of rogui shness (Davis '1966) . However , the need 

to hold customers makes it imperative that the shopkeeper 

establish a reputation of honesty . 

My brother owns a little gift shop up Auckland 
way and he told me when I got this place to always 
be straight ... Really honest with the customers . 
Otherwi s e the word gets around and people won 't 
come . Nobody l i kes knowing they are begin cheated . 

Apart from the emphasis on honesty shown i n the above 

quote, it is once again seen that t he shopkeepers are aware 

of t he referral network which can work for or against them . 

A dairy owner does not have the financial resources to 

advertise and must rely on word - of- mouth . 

The dairy owners said they tried to be very 

demonstrative when it came to honesty . They referred 

people to the official price list of goods to emphas i se 

the fairness of dairy prices . They clearly marked the 

prices on their stock and told people who were getting old 

stock at old prices to show they had not put prices up. 

A customer ' s purchases were always added up on a machine and 

the list given to the customer to avoid any possibility of 

misunderstanding . Lost money was always returned to the 

customer and overpayments were likewise returned. With 
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these methods the shopkeeper hope s to convince the customer 

t hat honesty is the policy of the shop . 

The manage ment of i mpre s sions goe s on for t he shop­

keepers outside the immediate atmosphere of the shop . Mos t 

shopkeepers felt t hey we re under t he watchful eye of the 

community no matter what t hey did . 

Now when I go up town I always seem to be banging 
i nto someone f rom around here . It makes me very 
conscious of how I dress and behave . 

The constant p o ssibility of being seen by custome r s makes 

the owne rs worry about what s ort of image they por tray 

whereve r t hey are . 

I compare t he things they expect of us with t hos e 
expected of a minister . We have to be upright 
citizens who are always on good behaviour . 

Thi s constrai n t on behaviour can make it difficult for the 

owners to relax outside the home . 

When I'm out at the pub there i s usually someone 
t here from t he shop and I feel as i f I have to 
behave myself . I neve r used to be like t hat 
(laughter) so I find it very hard . 

But t he owners f i nd t hat an attendance to proprieties has 

its reward s . Cus tomers come t o perceive t he dairy people 

as t he 'ri gh t ' sort of shopk eepers and t hi s helps build 

up cus tom . 

Interestingly, after a period of time the owners 

feel t hey can , and should, re l ax standards . They explain ed 

this in terms of the customer liking to see the shopkeepers 

had a ' human ' side a s well . 



Since we 've got to know them (cus tomers) we tell 
them if we are going out fo r a few drinks and t he y 
always give us a ribbing the next day when t hey 
come in. It gi ves t hem a l augh to be able to talk 
about what we have done . 

A final note on the management of i mpressions can 

be made here in reference t o the concept of role distance . 

Acting a role , especially one which require s the person 

to be ' naturally ' contented , diplomatic , and honest , whil e 

the si t uation seems right , the oppos ite behavion r can be 

an onerous experience . Some owners talked of the need to 

escape the job on occasions to avoid go i ng ' mad '. The 

need t o get away i s described below . 

Some guys just can ' t take the crap that people 
g i ve them. Excuse the language but t hat i s j ust 
what it is . Anyway they can 't take it so they 
gi ve it back . Well t hat is the begi nni ng of the 
end I can tell you . 

To avoid such problems of open confl i ct the shopkeepers 

mu st adop t some distancing strategies . At t he most basic 

level the owners become practised at " switc hing off", 
- -

acting t he way the customer expects t hem to without any 

commitment t o the action . 

How do you act whe n p eople complai n about things 
t hat have little to do wit h you . 

Well, for a while I used to try and be sympathetic, 
but I couldn 't k ee p it up . Some of t he t hings 
people complain about are just s o trivial that y ou 
wouldn 't believe it. The bread is the wrong 
colour, t he milkman put t heir bottles on t he ground 
.......... Now I just stand he re and nod my head . 
I'm afraid it' s the only way I can take it. 

The shopkeepers , dealing with t he mundane items of every­

day life, get to see the s tupidity and triviality _of people 
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and this tends to reinforce their self image as someone 

who has to put up with a lot; but at times the customers 

become intolerable. Their demands are too great, their 

dishonesty is too blatant, their selfishness too persistent 

to be tolerated, let alone accepted. When this happens 

the shopkeeper has only one safe recourse, to make use of 

the "back stage" area provided by the home or room attached 

to the shop. 

When I get someone who really drives me crazy I 
come out here and sort of act what I would like 
to say to them. I know that might sound childish 
but it's either that or an argument. So it's 
best to get it off your chest . 
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This retreat to childish behaviour by the owner is similar 

to that employed by the "puller" de s cribed by Levitin (1972). 

The puller is a man who stands out s ide a store and tries to 

encourage passers by to go in and look arouhd. Sue~ a 

job opens the person to abuse and Levitin uses the concept 

of role distance to explain such regressive behaviour as 

rocking back and forward, an action engaged in by the 

puller when abused by a customer. Role distance also seems 

to explain the behaviour of the dairy grocer . Perhaps 

this is a feature of all service occupations where workers 

seek to channel their frustrations into some harmless 

outlet. 

Bending the Rules 

The study of deviant occupations has attracted a 

great deal of attention from sociologists . But of equal 



interest is the subject of tho s e occupations which are 

legal but bend t he legal and moral framework which surrounds 

them . Ritzner ('1 97 2 ) gives the example of the butcher who 

cut s le ss meat than i s paid for, puts his finger on the 

scales, and adds colour to the meat . Ot he r acts also fall 

out s ide the legal framework, a s in t he case of retail 

pharmacists who violate prescriptions (Quinney , '1972). There 

is doubt on such occas ions, at least in t he worker's mind, 

t hat such actions are i nd ee d i mmoral or illegal . To t he 

worker fault often lies wit h the system, which make s it 

i mpos s ible for him to do his job adequately and make a 

satisfactory living . It i s with the se thoughts in mind 

t hat this las t sec tion discusses t he dairy owners bending of 

t he r ule s . 

The tr ad ing laws in New Zeal and are designed to 

limit full trading in all goods to a five day week during 

t he hours of 8 a . m. and 5 p . m. The aim of t hi s limita tion 

of hours i s t he protection of workers from exp loitation 

and the maintenance of a weekend free f rom commercial 

purs uits . The Shops and Office s Act ('1 9 55 ) includes a 

list of goods which are thought to be of necessity 

acces s ible to t he public over an extended period of time . 

This l ist is short enough to make it unprofitable for 
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most stores to stay open beyond normal trading hours . Since 

many of the goods included in the list are characteristically 

stocked by dairies it can pay the owner to stay open for 

longer hours . But the l i st is no t so extens ive as to 



cover all the stock of a dairy. Goods which are not exempt 

are required by law to be hidden from the customer's view . 

The dairy owners not only flout this restriction, they sell 

anything they can during the weekends and evenings when the 

competition is closed . Such actions open t hem to prosecu­

tion by the Labour Department. The dairy owner can be 

fined up to $250 for offences, which is, in many cases , 

equal to two weeks profit . However, the dairy owners claim 

they must gamble or risk going out of business because they 

cannot make a profit on the five day week trade. 

Look I couldn 't survive without the weekend trade . 
All week we are j ust making our bread and butter . 
It' s in the weekend that we start t o make money . 

Of course the dairy owners are supported in their actions by 

the public. The human condition i s one of forgetfulness, 

and i nevitably the dairy owner is asked for a full range 

of goods in the course of a wee kend (12) . The owners sell 

all they can and think it ridiculous that they should do 

otherwi se . 

If the Labour Department inspector's wife runs out 
of toilet paper or sugar in t he weekend, where does 
she go? Right to the dairy. It ' s stupid that we 
can't sell everything because there is always some­
one who wants something we are not supposed to sell. 

The dairy owners believed that the trading laws were 

designed to re s trict the small businessman. They felt that 

(12) This fact has been used by larger retail stores 
to help t heir application for longer trading hours. 
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big business was· behind re s tri c tions because large retail 

bu s i ness e s cannot open for longer hours, In fact t hey are 

only partly right . The trad ing laws are e s tabl i shed by a 

triumvariate of employers , trade unions and t he Labour 

~epartment. But knowing the cause of their troubles does 

not make life easier for the owners . During the course of 

the re search t he Labour Department were in the process of 

p ro s e cuting many dairy owners for illegal trading . 

The other major area of rule bending i n which the 

shopke e pe r s were involved was that of pricing . Bending the 

rules on pricing i s , o f course , a direct contradiction of 

the policy of hones t y clai med by the owners . The possibi­

lity for mani pulating pr i ces whi l e appearing honest , ar i s es 

from the i gnorance of most shoppers . Constantly changing 

prices make it imp oss ible for shoppers to a c curately keep 

track of what they should b e paying for an item . The 

shopkeeper, who often refers the customer to t he pri ce book, 

i s u s ually at pains to ensure t he customer never actually 

has enough i nformat i on to keep up with pri ces . 
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The dilemma of pricing for the dairy owner i s caused 

by t he deadly mechanism of i nflation. If an article i s 

bought in for, say , 10 cents and sold for 13 cents a profit 

of 3 cents i s made by t he 0WD.er . But if before the dairy 

owner can buy in new s tock the price of the arti cle has risen 

to t hirteen cents, any profit made on the original sal e 

disappears . To guard against t hi s continual loss of profit 

the owners are forced to bend the rule s . They claim the 

fault lies with the system not the owner. 



I can't help it. I could go on forever making 
nothing if I didn't put prices up. Even the guy 
in the dairy has to make a living. 

The manipulation of prices must be handled with care, if 

the dairy owner is to avoid arousing the suspicion of 

customers . Advanced news of i mminent price rises helps 

them in this. One owner tells of how advanced news helped 

him make a handsome profit out of sugar . 

I heard about it(sugar) going up and for once I 
got the drop on everybody. I bought every bit 
o~ sugar I could lay my hands on. The house was 
just about collapsing with the weight of the 
s ugar . We sold it all eventually. 

At what price? (interviewer) 

The new price, that was my biggest killing. 

It must be remembered that the dairy owners bend 

rules just to survive . They feel they are forced into a 

situation where they must sell old bread under false 

pretences , roll ice creams with a hole in the centre to 

make t hem look bi gger , use old milk in milk shakes and 

tell people it is fresh, and hold back hard to get stock 

to get a better price for it when the price goes up or 

when they sell it as 'a favour' to a customer. To the 

customer many of t hese practices would be reprehens ible. 

To the dairy owner they are facts of life. 

Conclusions 

The situation of the dairy owners seems to be 
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this: They find it difficult, or impossible to operate their 

businesses successfully by relying on the goodwill of the 

customers. Although the dairy may be an integral part of 



the everyday life of customers, the money they spend in 

the shop is not sufficient to provide the owner with a 

satisfactory standard of living. To combat this the 

shopkeepers must embark on a programme of controlling 

the customer to gain higher profits . At times this can 

involve manipulation and illegal activitie s . Concommitant 

with this is the inability of owners to derive self-esteem 

from the job . Some owners talked of the satisfaction they 

got from surviving in a job which would be too much for 

most people . But this is not the pride which arise s from 

a job well done and well appreciated by cus tomers . It is 

more the pride which arises from a marginal situation 

which is perpetuated by the wits of the individual who 

always beats the odds . 

One of the most frustrating aspects of the dairy 

owner's job is the need to invest themselves into the 

job and the customers. The strain of maintaining a front 

before customers who seldom reciprocate the shopkeeper's 

efforts merely serves to reinforce the lack of real 

support which the shopkeeper receive s from the community . 

The outcome of such a contradictory situation is the 

development of a calculative and often exploitative 

attitude on the part of the shopkeeper. 
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CH.APTER VI 

FAMILY WORK 

The marginal victim t ypically uses his family 
to help out in (the) store . Economic life 
coincides with family life ..... in the hole ­
in-the-wall business ..... (C . Wright Mills , 
1951 :32) 

The working conditions of the small shopkeeper have 

seldom been viewed with optimism . In literary (Malamud , 

1959) , journalistic (Bugler , 1970) and sociological 

(Klingender , 1951) accounts of the shopkeeper' s work 

t he features of deprivation, long hours of work , total 

family involvement, and deference to customers ' wishes 

are coTil1Ilon . Indeed it would appear that the survival 

of a smal l shop as an economic unit is often dependent 

upon self- exploitation by the family that owns and 

operates it . 

The concern in this chapter is with the viabi lity 

of the family work unit in today's socie ty. If the small 

shop , and perhaps small business in general , is to survive , 

the low cost , high output formul a made possible by the 

family must be retained. If the rewards for a family 

working together are few, both in terms of what i s achieved 

and the satisfaction gained from working together, then 

it would seem likely that family work will cease to be a 



feature of economic life . In the discussion that 

follows a number of issues which highlight the 

realitie s of family work in the dairy are covered: 

What are the characteristics of the work? What is 

the contribution of each family member? What are the 

stresses on the husband and wife? What are the perso­

nal costs of being dedicated to a small business? 

The Family Work Unit 

Family work is a universal phenomenon and it 

has played an i mportant part in a number of areas of 

economic activity. It was import ant in manufac turing 

in the 'putting out' system where the whole family 

might cooperate in a small manufacturing process . This 

system was used in Japan during World War II and was 

part of an effective war machine. The family business 

has many examples in urban areas in the form of grocery 

shops, restaurants, petrol s tations and the many owner­

operator concerns (1); but it is the farm that is its 
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(1) It should be recognised that many small businesses , 
other than the dairy, could not operate without 
the contribution of the wife and sometimes the 
children . Take for example, the trucking contrac­
tor who has his wife act as a receptionist; or 
the travelling salesman who uses his wife as a 
secretary . In both of these examples the wife 
works to further her husband ' s work without any 
pay and without public acknowledgement . If the 
realities of small business operation are to be 
fully understood, the wife ' s role wil l need to be 
studied . 



most prevalent form . Family work survived as an 

important production unit in many areas unti l quite 

recently . It has given way under pressure from bigger 

business enterprises , high technolo gy , and changes in 

the role of t he family in society (Gross , 1958) . 

Currently there are some attempts by subcultural groups 

to reinstate the traditional family wo rk unit , however 

such a reversal of trends seems i mposs i ble for the 

larger society . 

Given the inefficiency of the family as a 

productive unit , the question arises as to how it has 

managed to persi s t in some areas even today . Caplow 

has outlined the conditions which favour the family 

enterpri s e. 

If communicat ion and transport are so limited 
t hat all production must be consumed on t he spot , 
most of its (the family unit ) disadvantages 
disappear . If the conduct of the enterprise 
depends upon the maintenance of secrecy , or upon 
a high de gree of mutual confidence , there are few 
guarantees a s effective as the bond o f kinship . 
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In few trades s till holding sec r ets - bell casting, 
gondola- mak ing , certain k inds of perfumery - the 
family organisation of production has remained 
almost unchanged s ince the Middle Ages ..•. 

It will be noted that until quite recently these 
special conditions were the conditions of 
production everywhere . Markets were overwhelm­
ingly local , most useful skills were carefully 
guarded , and there were few convenient devices 
for enforcing contracts between strangers. 

One further condition which favou rs the family 
enterpri s e should be emphasised . Where the 
locat ion of a productive establ i shment is per­
manently fixed and its expansi on is permanentl y 
limited , there is no way for competing forms of 
organisations to enter . Family enterprise 
persists in s i gnificant numbers where this 
condition is approximately fi l led ; general farms 



and ne i ghbour hood retai l store s . With the 
evolution of new devices - machinery appropriate 
for large scale cul tivation, and bul k purchas ing 
distribution systems of the chain store - t hes e 
t wo strongholds are s lowly giving way (Caplow, 
'1954: 25'1 - 252) . 

It can be seen that the ne i ghbourhood dairy conti nues 

to exist because , as yet, t he larger store has been 

unable to attract al l the business away from the 

nei ghbourhood area . 

The family unit which owns and operates a dairy 

bears only a basic resemblance to the tr ad itional 

extended family headed by a patriarch whi ch i s i mpl ied 

by the term family work . The dairy invo l ves, typically, 

a couple and their ch i ldren . I n a number of cases 

there are no children present. Changes i n the fami l y 

structure toward the nuclear model have i ndicated the 

decreas ing signi ficance of the extended family model . 

The contemporar y family has little need of the support 

provided by a broad kinship network (Wi nch , '197'1) . It 

is also true t hat the e conomi c realities of a dairy 

make it unl i kely that more than a nuclear fami l y unit 

would seek to operate it. 

Taking the dairy as an example, family work has 

little of t he symbol i c meani ng i nves ted in it by 

members of the traditional family group. Family work 
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i s , to the dairy family, a matter o f economic expe d iency . 

Although most dairy owners nurture ideal s o f family 

to getherness , t hes e are not easily maintained in the 

realities of everyday life in a dairy. Family and 



occupation do not become one as in the more traditional 

model. Rather, it is a case of family life being 

sacrificed to economic life. The sacrifice i s hoped 

to be a short time measure by the members of the 

family. 

You were talking before about keeping the dairy 
in the family. I don't t hink that's the way 
with us. Really and truly we're just a couple 
with some kids who happen to work in a dairy. 
W.e' re here for the money , and we' 11 get out 
when we 've got it. I don't see it as havi ng any 
more meaning than that. 

This pragmatic involvement of t he family in the 

dairy seems to mirror the now tenuous position of the 

family business as described by Caplow. In contemporary 

society few families are s tructurally suited to fami ly 

work and even fe wer oppor tunities exi s t for family work . 

The dairy owners provide a modern example of the family 

as an economic unit. The low cost of family labour is 

exploited for purposes of financial gain . 

The Work Characteristics 

Deeks (1973) maintains t hat smal l businessmen 
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work for wages and not for profit. The personal return 

of the little shopkeeper is on labour, not on investment. 

This perception of the small shopkeeper's work is 

supported by data gathered in the present research. 

The dairy owner's thought of themselves as 'just working 

for a wage', 'just shop assistants', or 'we're not 

working for ourselves, we're working for the middle man'. 



Such a self- definition by shopkeepers suggests they 

have more in common with employees than entrepreneurs . 

This comparison between shopkeepers and employees was 

strengthened by the discovery that shopkeepers charact­

erised their wo rk in terms usually associated with 

industrial employees . In summary form these character­

isations involved; monotony , fragmentation , excessive 

pace and loss of control . 

A common charge levelled against factory work 

i s that it is inherently monotonous and repetitive . 

Surprisingly, because the dairy owners are , a t least , 

ostensibly , independent workers who could be expected 

to have variety in their job, the dairy owners charact­

eri sed t heir work in the same way . 

It ' s like hous ework , I clean t he shelves , 
stack them with tins , someone come s i n and 
buys something s o I have to start all over 
again .... It ' s a never ending cycle of doing 
the same things . 

It is i nteresting that the dairy owners should 

characterise their work as housework, because in a 

recent book by Oakley (1974), housework is de scribed 

as a 11 compulsive circle 11
• This same image of always 

going -over the same ground in a never ending cycle 

fits the work of the dairy owner . However , like house­

work , the dairy owners work is never so mindl ess as to 

allow t hem to go through the routine without thinking. 

There i s al ways t he intrusion of the customer to break 

the routine and spli t up the rhythm of t asks . 
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The feeling of monotony is highlighted by the 

lack of any contrast in the weekly routine. Unlike the 

employee the shopkeeper can not look forward to a 

'quitting time' or a weekend with the promise of 

different activities . The time the shopkeeper has 

left after a fifteen hour day (often longer), seven days 

a week , is spent in sleeping . 

The thing i s we don 't have weekends or nights 
out during the week . We don't even have ho lidays 
to look forward to. It's just work and sleep . 
You know it's funny but in a job like this the 
one thing you don't notice is the time. 

The feeling of fragmentation in a job arises 

from the work being subdivided into a serie s of uncon­

nected tasks not requiring the worker's full attention . 

The shopkeeper is seldom able to con tinue a task for 

any length of time. The actual or imminent presence of 

the customer is the cause of fragmentation. 

I can never get the housework done as I want 
to .... One thing I really hate is being inter­
rupted in the middle of a load of washing and 
f i nding myself needed in the shop . 

There i s a great deal of fragmentation in the wife' s 

work because of her dual input into the shop and the 

home. Faced with the pressure of home and shop chores 

many of the wives had decided to attend to the house 

only when t hey could find time . This decision created 

unsatisfactory living conditions for some of the 

owners, but the wives felt this was preferable to 

going 'mad' . 
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For the husband there was the frustration of 

never being able to operate the shop as he would like, 

due to interruptions. 

I've wanted to have some kind of stock control 
since we started here . But it takes time to 
build up the records and I haven't got the time 
because I'm always getting disturbed. 

A direct re sult of t hi s constant breaking up of 

the work routine is an attempt , by the shopkeepers , to 

regularise t he process of work by giving in to the 

customer . The shopkeepers tend to put aside the more 

time consumi ng tasks and wait for the customers rather 

than be i n terrupted. Thi s s itting back is the cause of 

the 'oases' of lei sure that appear in the shopkeepers ' 

day. It i s al so the cause of declining s tandard s . 

When we first came in here everything was k ept 
spotless . I really don 't know how we did it 
now, but the shelve s were clean, the floors 
were scrubbed ... Not t hat things are that bad 
now. But as we got on it just s eemed unavoid­
able that t hings be gan to slip . 

The shopkeepers talked of their inability to 

keep up as related to their need to be at the customer ' s 

convenience . The s ituation caused dissatisfaction 

because it re s ulted in jobs being ' done badly '. It 

was argued t hat the shop would be more efficient if 

time could be spent on management tasks. This last 

complaint seems , at first glance , to clash with what 

was said earlier about the oe.ses of leisure. The 

problem for the shopkeepers is that free time is created 

by the fragmentary nature of the job. They are unable 
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to utilise this time effectively. Most of the owners 

referred to a problem of unfilled hours. The worst 

time seemed to be in the early afternoon. 

The hardest thing is to try to fill the after­
noons. I can't sleep, I can't go out so I have 
to s it here and think about what I would like 
to be doing. 

Exce ss ive pace arises in the dairy owner's work 

because of fragmentation and the inability to complete 

tasks. The pace of work caused dissatisfaction among 

dairy owners and mad e it difficult for the researcher 

to secure interviews. The dairy owners claimed they 

lacked the time for an interview yet it became clear 

during interviews that the lack of time was a myth . 

The problem was rather t hat there was always something 

that could be done, not one of always being in the midst 

of doing something . This situation causes the dairy 

owners to always have a future orientat ion , making them 

feel as if they are under constant pressure and there­

fore exacerbating the problem of never getting tasks 

completed. 
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A final characteristic of the dairy owner's work 

was that of lo ss of control over their work . Control 

over work is usually considered to be highly desirable; 

moreover it is usually thought of as being especially 

important to the independent worker. Among dairy owners, 

however, independence was more often mentioned as an 

aspiration than as a reality. Reasons for this loss of 

independence lie with the lack of control the dairy 



owners had over the job . 

The dairy owner works at and for the customer's 

conve n ience . The hours the shop is open are designed 

to suit the customer . Weekend work is dictated by the 

customer's needs . The dairy owner i s seldom in a 

position to suit themselves because of their economi ­

cally delicate position . If they are to make enough 

money they must ac c ept that what the customer wants they 

shall provide . As one owner put it, "Cus tomers are the 

dairies' clock" . 
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The t yranny of the suppliers i s felt first through 

the creation of demands for products through advertising . 

Through advertising the customer becomes aware of pro­

ducts and the shopkeeper becomes merely a dispenser . 

The shopkeepers felt that manufacturers dictated bow 

much of a product they should stock and bow much they 

should charge. Whe re goods were bought through a group 

buyer the individual shopkeeper was left with little say 

about the amount or type of stock bought . The situation 

of the dairy owners can best be summarised by their 

handling of bread . 

The dairy owner makes a minimal profit on bread . 

Yet they must carry it to ensure customers come to the 

shop . The health department demand a high standard of 

hygiene if bread is to be handled so the dairy owners 

have to construct, at their own expense, the appropriate 

facilities for handling bread . The bread suppliers 



dictate the terms of when bread will be delivered . 

Often this result s i n the dairy owner havi ng to provide 

a key to the shop for the delivery man . This the dairy 

owners re sent. I n the handling of bread the dairy 

owners have no effective control at all . Their role is 

confined to dispensing t he product . Asked about this 

idea of i ndependence one owner replied, ' It ' s not what 

I would call i ndependence exactly '. 

Work Pattern 

For t he dai ry owners and t he ir famil i es , work is 

t he 'supreme social reality'. Soon after entry into t he 

dairy t he family members have to agree to a life style 

wholly cent red on work if t he shop is to show a prof i t . 

Such an agreement cannot be undertaken lightly, for the 

continuat i on of t he dairy rel ie s on t he family members 

not being s i detracked by other i nterests . All the 
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owners were aware of t he strains i mposed on the family 

by the dairy and therefore p l aced emphasis on the 

agreement and what it meant in terms of t he ir life style . 

This focus , in soc iological terms, gives t he dairy 

owner's wo r k t he appearance of a 'central life i nterest ' 

( 2 ). However this central life interest i s a matte r of 

nece ssity not of choice. 

(2) The central life interes t concept was fir s t 
used by R. Dubin 'Industrial Worker's Worlds: 
A study of 'Central Life Intere s ts' of indus­
trial workers '. Social Problems Vol. 3 No. 4 
(1 9 56) pp. 131-15"6: 



What's my main interest in life? It's not what 
my main interest is, it' s what I have to do. 
The shop takes all my time to the extent that 
I don't have a chance to do much else. But I 
wouldn't want to cal l it my main interest. 

Taking t he characteristics of the dairy owner's 

work into account, makes it easy to see why dairy 

owners might not see work as a voluntary central life 

interest . A number of s imilaritie s can be found between 

dairy owners, fishermen, and miners on this matter of 

the significance of work . Work seems to embrace the 

whole life style of fishermen, miners, and their 

families. However , a work dominated life style is not 

the choice of these occupational groups and to compen­

sate t hemselves they adopt a leisure pattern which 

include s a number of directly co mpe nsatory activities 

(Cotgrove and Parker 1963 ). Dairy owners show the same 

pattern of enforced dedication to work and the desire 

to compensate t hemselves for their work experiences. 

Compensation through leisure i s , however , something that 

must be delayed as there is little time and energy left 

for the dairy owner to use after a long day in the shop. 

Such free time as there i s , i s spent recuperating and 

getting ready for the next day. But all the dairy 

owners were looking forward to a "long and well deserved 

break". 

The pattern of work results in extreme isolation 

for dairy owners. It is a result which is not even 

alleviated by strong ties within the occupational group. 
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Those dai ry owners who were l ocated within a shopping 

cent re knew those around them but , due to competition , 

did not count other shopkeepers as friends . 

The butcher sells eggs ; the Ching (the green­
grocer) sells t i nned fruit and soft drink ; the 
grocer se l ls ice cream , buns and papers; 
the chemist sells anything that walks into his 
shop; so I do the bl oody same . 

Under these competitive conditions colleague 

relationships are unlikely to arise among the shop­

keeper stratum . But they are also unl i kely among dairy 

owners as a group . Dairy owners seldom see each other 

except at the warehouse or at the vegetable market . 

Lack of contact was thought of as a desirable situation . 

I don ' t know the fellow down t he road and I ' ve 
no interest to do so . He ' s got his business 
and I ' ve got mine . If I had the time to go and 
see how he was doing I wouldn ' t be running my 
own business properly . 

Such attitudes as those expressed above are not the 

basis for a strong community of interest , a factor which 

undermines the possibility of solidarity among dairy 

owners when confronting issues which affect all of them . 

Friendships are also difficult for the dairy owner 

to mai ntai n . When asked about friends most respondents 

had di fficulty listing any . I t was not that they d i d 

n ot know people , it was just that they would not permit 

themselves t o call casual acquaintances friends . This 

state of affairs arises mainly from the d i fficulty of 

including friends i n the dai l y round of activi t ie s . 
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Many had lost the friends they had before t hey entered 

the dairy. 

We really have no friends in the sense you mean. 
All the friends we had have been lost because 
it's imposs ible to see them. If they invite 
us out it' s not that easy to go . If we want to 
invite them here, well it gets so late and we 
get tired. When 9eople are here I have one eye 
on the clock the who le time. 

Friendships are also d i ff icult to have because 

of the business . It appeared that business and friends 

do not mix and t he shopkeepers therefore felt it neces­

sary to restrict contact between customers and them­

se lve s . 

I couldn't have friends from among my customers . 
What say I started going to a club with them and 
we became good friends. They'd probably expect 
me to let them live cheap out of the shop . That 
we just couldn't afford. 
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In this way dairy owners remain i n an enforced isolation, 

confining thems elves to i nteraction within the family 

group and that which arises through the work situation . 

The work pattern also prevents leisure activities. 

The most common leisure activity mentioned was racing. 

Like most of the other leisure interests mentioned, 

racing i s an activity which can be pursued individually 

and from within the home. Among the men, interests 

included; racing pigeons, reading, television, ham radio, 

woodwork, golf and twilight cricket. Among the women 

such interests as shopping, visiting, knitting, tele­

vision and children were mentioned. For both groups 

the most often mentioned leisure pursuit was sleeping. 



This last activity indicates the necessity the owners 

felt for fitting leisure time to work needs. 

Holidays were hardly ever taken by the dairy 

owners. During interviews the owners mentioned with 

pride that they had no t taken a holiday in a number 

of years . They felt the ir ability to endure work was 

something which could not be matched by many people (3). 

Some owners did take holidays, but separately, the wife 

with the children, then the husband on his . own. Under 

these conditions time off from t he shop becomes precious 

and most owners spent time they had with t he ir family. 

Thi s points to an irony . Despite the family working 

together the members can feel isolated from ~ach other 

because they have no time to do t hings together . This 

fact perhaps lend s s upport to the age old dictum of a 

family playing together as a way of s trengthening bonds 

between the members . 

Re s earch by Parker (1 972 ) helps to put t his work 

pattern in perspective . P arker (1972) would s ugge s t 

that the work routine of dairy owners can be character­

ised as an extens ive pattern, with elements of an 

opposition pattern also present. The extension pattern 

(3) The idea of gaining pride from work which would 
be shunned by others has , as yet , remained 
largely unresearched. One of the few studies 
available is H. Meare 'Honor in Dirty Work' 
Sociolo~~ of Work and Occupations Vol. 2 No . 2 
(Aug. 1 4) pp. 259-282. 
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can be described in the followi ng way . 

Work Si tuation 

Work place and living space are highly coextensive . 
Work consists of a variety (limited number) of 
ways of helping people . 
Work expands to fill the total time in residence 
almo s t completely. 

Work and Leisure 

Willingness to work during official time off . 
Social contacts almo s t entirely in the world 
of work . 
High (low) emotional involvement in work . 

(Adapted from Parker, 1972 :90) . 

The dairy owners extend their work into leisure in a 

way that fuses the two together . However the owners 

were not entirely satisfied with such an arrangement . 

They complained of the failure of inputs to be matched 

by rew~ds . This was, to them , a bad situation which 

contributed to their desire to leave the job . In terms 

of the opp os ition elements of the work routine, it can 

be said t hat the work experiences of the dairy owners 

gradually leads them to dislike their work and to want 

to escape from it . 

The work pattern of the dairy owner has high 

survi val for the shop , but low survival value for the 

individual . By being totally dedicated the shopkeeper 

can , to some degree , ensure the success of the shop . 

But there are few rewards forthcoming t o match this 

dedication and there are few families who would be 

pr epared to accept the life styl e for a protract ed period . 



Husbands and Wives 

The work of husbands in t he dairy can be charac­

teri s ed as 'inst rumental' and primary, while the wife's 

work is 'socio-emotional ' and anciliary. The shop is 

the husband 's career and t hi s is reflected in t he way 

couples think about t he shop and their part in its 

operation. The wife has a primary interest in the home 

and poss ibly children, activities whic h do not allow 

her to put as much time into the shop as t he husband. 

The husband's work consists mainly of tasks which 

keep the shop running as a business. He will handle 

the heavy work such as carrying bread, soft drinks and 

milk. He will do the 'dirty' work of scrubbing the 

floors and cleaning the fridges. It is the male who 

does most of the buying in of s tock, and goes to the 

warehouse and vegetable market to see what is available. 

It is the male's job to handle staff if there are any. 

In matters of policy around the shop it is the male 

who has the final say. 

The male is t he manager of the shop. He may 

include his wife in the running of the shop but she is 

generally excluded from the processes guiding the shop. 

This fact became clear during interviews when it was 

found that few wives had the knowledge to discuss the 

running of the shop. An example of the wives' exclusion 

was observed on one occasion when a group of five dairy 
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owners met to discuss a voluntary buying group . Only 

the wife of the host was present and her role was a 

pass i ve one . The male ' s domi nance in the affairs of 

the shop is taken to be 'natural '. However , as is 

discussed later, thi s is a situation which often emerges 

as an answer to the difficulties of a husband and wife 

working together . 

The lack of in depth communication between husband 

and wife over shop matters indicates t hat husbands are 

not using their wives as 'bouncing boards ' or ' wailing 

walls ' as is the custom among t heir b i g business 

counterparts (Whyt e , 1962) . Possibly because the wife 

sees most of what takes place around the shop discussion 
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is superfluous . However , it does s eem that the traditional 

mindedne.ss of the dairy couples had a great deal to do 

with the exclus ion of the wife . 

The women provided a supportive role in the shop . 

They augment the male ' s more task oriented approach to 

work with a maintenance approach to work (4) . The shop 

takes priority over housework , and in most cases children , 

an arrangement which causes the wife much frustration . 

(4 ) Task oriented - the job and how it is done . 
Maintenance oriented - the social dimension 
which has to d o wi th the feelings people have 
toward each other . 
It will be argued here that the husband and wife 
adopt , what Fi sher (1974) has cal led complementary 
roles , and that this helps them t o survive in the 
shop while es t abl i shi ng a climate that customers 
like . 



As the auxiliary labour force in the shop the wife is 

expected to, as one woman described it, 'do every t hing 

a man does except lift heavy weights '. In this can be 

seen the t ypical division of labour t hat a ri ses in a 

famil y work situation. Chapple and Coon (1942:144) 

note that there i s a tend e ncy for the division of 

labour to not separate the sexes but to bind them 

together through interdependence . The major difference 

is the male ' s concern with longer term tasks while the 

woman is concerned with the daily cycle of activities. 

From this division of labour comes a concern for 

equality in the dairy couple's relationship. In appear­

ance t hey do have equality but it was clear t hat t hi s 

appearance covers a strat i ficat ion of roles. 

The women provided an essential socio-emotional 

element to t he shop 's relationshi ps with customers. This 

was something few men claimed to be good at. Some went 

as far as to say they avoided people who were 'talkers ' 

and relied on the wife to hand le t hem . For this role 

of talk ing to and being friendly to customers the wife 

was highly valued by the husband. 

The success of the business probably belongs to 
June. She's the one who has built u p the trade 
by being nice to everyone, chatting to them and 
remembering their names. 

In this complementarity of roles occupied by the 

husband and wife there is some insight into the value 

of having a husband and wife team run a dairy. The 
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dairy is a place which has a reputation for being 

similar to a family home. The couple in t he dairy 

literally run a business in their horreand for the 

customer this can mean an extension of their own home 

into the dairy. In Goffman's (1959) words , this means 

an extension of t he backstage area. In real terms t his 

means customers can go to the dairy in the same old 

clothes they wear around the house and expect to be 

accepted as they are. The dairy owners are aware of 
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this 'homey ' aspect of their business and seek to enhance 

it in the relationships with customers. 

It' s a good thing to have a couple, a man and 
a wife, in a shop like this because it makes 
people feel comfortable. Women can go to women , 
and t he men to men . Or they can have a joke 
with either of us . We find that the men will 
pull my leg and t he women will pull Dave 's. It 
makes for a good atmosphere, you know . .Anyway 
t hat's the way we try to make it. 

The woman ' s socio-emotional role is also important 

for the inter-relationships between husband and wife. 

The couples saw arguments as something to b e avoided 

if they were to be able to present the 'correct' front 

to their customers. However, given constant tiredness 

and other everyday problems this was not easy. The wife 

was relied on to smooth over the tensions. 

It can get pretty hot around here at times. 
I would say if Betty didn't have such an even 
nature there'd be some re~l beauts (arguments) 
between us. 

By adopting the role of maintaining the family 

group as a working unit, the wife helps to ensure 

harmonious family as well as customer relations. 



Work Adjustments 

All workers must go t hrough a phase of adjusti ng 

to a new work role. The prospect of worki ng wit h one's 

spouse , however, presents spec i al probl ems . 

Two of the twenty- four couples had worked to gether 

before they entered the dairy . For the re s t a feature 

of the early mont hs in t he shop was learning how to 

work , as well as live, together . Thi s proved to be a 

stressful process for the couple s who , until entering 

the dairy , had lived in ac cordance with conventi onal 

family norms which caused the family to be centred on 

the male ' s occupation. To many s ociolo gi sts a s ituation 

which requires a couple to pursue careers , s uch as in a 

dual car eer family , i s fraught with difficulty . Writing 

on thi s top i c of two careers in one family , Parsons 

(1 957 :152) says t he s olidarity of the conjugal family 

i s ' facil itated by t he prevalenc e of t he pattern that 

normally only ohe of its members has an occupational 

role which i s o f determinate s i gnificance to the s t atus 

of the family as a whole'. For the fami l y in the dairy 

there i s a need to establish who i s going to have the 

role of determinate significance when both are doing 

much the same job . Of course t he answer is inherent in 

the value s the couple s bring into t he dairy wit h them. 

But in the process of establishing the s e within a new 

setting there are many problems . 
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For some couples the pressures of dai:rylife can 

prove too great . It will be remembered that some people 

went into the dairy as a partial solution to marital 

problems . The strain of working together can be enough 

to finish the marriage . Yet it can also offer a 

growing experience . Most of the couples in the sample 

saw their time together in the dairy as strengthening 

their marriage . 

An initial pressure confronting the couples was 

the need to adjust to working in the presence of each 

other. The employee can disappear from the spouse ' s 

view each morning and return at night to render his 

own account of the day ' s happenings . The dairy owners 

cannot escape the attention of each other and unless 

they can establish a non-evaluative working climate 

problems can arise. For the husband, who is accustomed 

to unquestioned dominance in the family , this can be 

especially trying. Thus, while the couples emphas ised 

equality , it was clear that during the early months in 

the shop a struggle for 'correct' equality took place . 

When we first got here the pressure really built 
up between us. It was like being under a micro ­
scope , you know. She would watch me, I would 
watch her .... we wouldn't even be aware we were 
doing it. It was something that had to be worked 
out and luckily for us it has worked out pretty 
well . 
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The problem is one of allocating authority while 

retaining the appearance of the work being 'fifty-fi f t y '. 

The final outcome in all cases was a re-establishing of 

the old patterns of behaviour . The man takes the shop 



as his career and i s consequentl y in the shop more and 

makes the important decisions . Wit h the house to occupy 

her the wife gradually abdicates full responsibility of 

the shop to the husband . But thi s does not mean she 

gives way easily. One husband commented: 

Somehow she just has to learn that only one 
person can be the boss . A business can't be 
run properly if everyone i s the boss , can it? 
It' s no use us going each other over everything . 
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Getting rid of competitiveness leads to stability 

in the relationship, but it does not necessarily engender 

a satisfactory colleague relationship . As mentioned 

earlier the couples do not share their work experi ences 

through conversation . In fact they seemed not to talk 

about the job in order to avoid conflict . They s poke 

of tolerating each other in an effort to get through 

their time in t he shop . 

At all costs we have to avoid arguments . They 
are just not worth it .... The idea is to tolerate 
each other . We have to stick to the agreement 
to work out the time (in the dairy) without a 
major upset . If we can keep each other to the 
agreement there will be no arguments . 

There can , however, be a silver lining . One 

couple claimed that the shop had offered them a chance 

to work in an ideal co- worker relationship . One husband 

claimed: 

Who else would I want to work wi t h? I chose 
her as a wife and I've chosen her as a workmate . 
I couldn't get that . in any other job . (The 
wi fe was absent from the room at the time of this 
statement ). 



But such a view has a polar opposite: 

Be ing lock e d in here together all day , doing the 
same things i s bloody hard , let ' s face it ... 
It ' s as hard as being locked up with your mates 
in a factory . No it ' s worse ~ 

Between the extreme points of v i ew lay the opinions of 

t he ot he r men . 

The women tended to think of thei r r e lationship 

in terms of a bo ss and a worker . They per ceived 

themselves to be the ' flunkey ' , the ' slave ', and they 

tend ed to see the husband as the manager . 

And: 

I ' v e handed in my notice many times but he 
wo n ' t accept it . Guess I ' m just stuck with 
the job . Anyway, where else cou l d he find 
lab our t his cheap . 

He ' s not a bad boss . He gives me time off to 
clean the house and cook the meals ... The 
holidays are lousy . 

The women tended to joke about their position but the 

cons i s tency of their answers made it clear they were 

not happy wi th their secondary s tatus . It is not 

difficult to uhderstand why . In today ' s work fo r ce 

many women are earning an income in employment which 

cannot poss i bly be matched by the one gained in a dairy . 

(5) . 

( 5) 

The independence a woman gains by having her own 

This problem is a l so mentioned by J . Bugler 
' Dying t o Serve You ' Observer , '1 June ('1 970) 
p . 70 . Bugler quotes a woman as sayi ng ; "My 
husband onc e said that if I ' d had a job for the 
past three years at £20 a week , I could have 
earned , yes about £3000 . That depressed me a 
bit " . 
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job seems much more in keeping with the tenor of 

the times. She is hardly ever acknowledged by others 

in the soc ial network of which the shop i s a part . 

Talking of manufacturers , one woman gave the following 

example: 

At leas t they could make it (letters sent by 
manufacturers) 'Dear Sir and Madam'. Don't 
they reali s e t hat we exist too? There must be 
quite a number of women who run their own 
businesses around Palmerston Nort h . I wonder 
how t hey feel being called a man . 

The woman quoted above had written to t he manufacturers 

concerned co mplai~ing of their sexist letters. A point 

can be taken from t his which is relevant to the whole 

section . Women in soc i ety have traditionally been 

expected to support the husband ' s work role . Indeed 

the success of the husband is often dependent on t his 

support . But can it be expected that women will 
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continue to accept being uhpaid , unacknowledged, ' slaves ' 

when they can easily find work role s offering s ubstantial 

economic and psychological reward s in today's work 

force? It seems unlikely. 

Children's Work 

Contemporary society expects little productive 

work from children. Children are supposed to be 

occupied wi th learning and play. However, children 

whose parents own a dairy may be called upon to help 

out. Of the twenty-four couples, eight had children 



worki ng in the dairy wi th them . But al l made it clear 

that the shop was not the child's responsibi lity . 

The shop i s not for the kids . They ' ve got other 
th i ngs to do and we don ' t expect them to be i n 
the shop all the time . But we do expect them 
to give us a hand when we need it . 

The parents appeared to be trying to minimise 

the effect of the shop on the children . For example , 

they paid the children award rates , whi ch is something 

the parents did not even do for themselves . It is , 

however , impossible to eliminate the effect of the 

shop on children . Around meal times especially, it is 

inevitable that the children will be called upon to 

help . For this reason the dairy family seldom has a 

quiet meal or time to sit around and talk . In a 

myriad of minor ways then the children are affected by 

the shop . During the interviews an effort was made to 

gather the opinions of children about the shop (6) . On 

no occasion was the response positive . 

In most cases the parents hoped their children 

would contribute coluntarily to the running of the 

shop . When this did not occur the parents tended to 

fee l let down by their children . 

(6 ) No t enough childre n were availabl e f o r inter­
views to make t he answers conclusive . 
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I won't let them near the shop. They don't 
want to work there anyway. If I forced them 
to work the way they would act would only turn 
customers away ... I don't think kids today think 
about much more than themselves. 

When children do not want to work in the shop 

there is little the dairy owners can do for reasons 

Goffman has pointed out. The family in the dairy is 

akin to a 'team' which Goffman (1959:87) defines as 
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' a set of individual s whose intimate co-operation is 

required i f a given projected image is to be maintained'. 

Children who do not wish to cooperate i n the project ion 

of the desired image can do more harm t o the dairy than 

good . 

The combination of the children's dislike for the 

dairy and the parent's desire to protect the children, 

serves to minimise the time they will spend in the 

dairy. It i s significant though, that it was only t hose 

parents whose children were not i n the dairy who said 

11 a dairy is no place for children 11
• Those with children 

claimed that in some ways the children benefited. They 

talked of the children learning how to deal with money 

and people as a preparation for real life. They saw 

a virtue in the fact that the children always had the 

parents at home. But they failed to see that real life 

education can lower the child's achievement at school; 

and that t he ir always being at home is no guarantee 

that they will be free to see to the child's needs. 

In trying to make sense of the parent's approach 



to having their children in the dairy the theory of 

cognitive dissonance propounded by Festinger (1957) is 

useful . The theory states that when individuals have 

incompatible cognitions, this generally leads to 

behaviour that is designed to eliminate conflict . 

Conclusion 

This chapter began with the aim of looking at 

the viability of family work in today ' s society . The 

conclusion which i s best supported by the discussion is 

that family work i s not viable . 

Like the dairy it se lf, family work seems to 

belong to a bygone era . Caplow has indicated that the 

strengths of family work are best suited to a type of 

market situation which is fast disappearing . The work 

which confronts a family in a dairy has little to 

recommend it . In fact it can be directly compared with 

the drudgery of factory work . But perhaps most damning 

i s the probably lack of families prepared in the future 

to commit theuselves to a dairy . It is a man ' s career , 

but his family must also take part in the work . With 

the choices open to women it would seem unlikely they 

will continue to see t he sacrifice of their life to t he 

husband ' s as desirable or even necessary. Chi ldr en are 

also likely to become more resistant to the idea of 

helping out in the shop . Without the presence of 

family dedication the dairy cannot operate . 
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CHAPTER VII 

MONEY AND MEANI NG (1) 

"Personally I l i ke a small store myself . I 
mi ght someday have one 11

• 

'~ s tore is like a prison . Look for somet hing 
better" . 
"At least you ' re your own boss 11

• 

11 To be the boss of nothing is nothing " . 
(Mal amud, 1959 :34) . 

Many organisations spend a great deal of money 

and time investigating the causes of employee turnover, 

for example, through programmes of exit interviews . 

The usual motivation for such studi es is to find out 

why people l eave thei r jobs , the idea being that if 

an organisation can identify the re asons for termina­

tions it can seek to hold turnover down . 

In recent years re searchers in the area of turn­

over have begun to look at the question in another way 

by asking , 11Why do pe ople stay in a job? 11 The r a tionale 

for asking this question i s s imple . If an organisation 

wishes to know how to keep its employees then it should 

discover the things which attract some employees to stay 

(1) This chapter owes its thrust to an article by 
Bechhofer et . al ., ' Smal l Shopkeepers : Matters 
of meaning and money . Soci ological Review . 
Vol . 22 , No . 3 (Aug . '19'74) pp . 465-482 . 



and try to recruit people with similar needs (2) . 

There i s a belief among managers that a stable 

employee is a satisfied employee. But this is not 

necessarily the case . An employee may stay s i mply 

because he is too lazy to leave . He may also stay 

because he canno t leave in that he would lose too much 

in terms of benefits offered by t he company (3) . The 

point to be taken from these ideas is that the stabil­

ity of an employee should not necessarily be explained 

in terms of a commitment to values aris ing from the 

job. 

The topic of labour turnover has direct relevance 

to the situation of t he dairy owner . Labour t urnover 

statistics, as shown by the sale of businesses , are 

not available through official channels , but the dairy 

has developed a reputation for being a business in 

which people do not stay long . This observation was 

supported in the present study when it became clear 
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t hat few dairie s had a history of single owner occupancy . 

(2) 

(3) 

See V. S . Flowers and C.L . Hughes , ' Why employe es 
stay' . Harvard Business Review . (July- August, 
1973) pp . 49- 60 , for a development of this 
approach . 

In banking organisations , for example , it has 
become standard practice to encourage people to 
stay wi th the firm by giving them so many 
financial advantages that to leave becomes un­
thinkable . This is known as the "golden hand­
cuff" method of staff retention. 



The Retailer ' s Association do not keep a record of the 

various people who own dairies , but t he local represent­

ati ve regard s t he average dai r y as having many owners 

over a short period of time . He noted that ; "As many 

as five owners in t wo years can go through a dairy" . 

In accordance with recent trends in research on t urn­

over the pres ent chapt e r i s more conc erned with why 

people s tay than why t hey l eave t heir job . I n reference 

to the dairy , thi s question has merit as it would appear 

that t he worki ng conditions endured by t he owners can 

and do deter many potential owners . 

Money 

In pr evious chapter s it has been established that 

dairy owne r s are i nstrumentally oriented toward wor k . 

Thi s denotes an interest i n pecuni a r y rewards . In t he 

pr esent section the firs t task will be to assess the 

financial pos i tion of the dairy- grocer and also to look 

at broader patter ns of economic behavi our . The obser­

vat ions made will be linked to a second section which 

conceptuali ses the reasons for dairy- grocers s t aying 

in the shop . 

During the t wenty four interviews a clear picture 

of the dairy as a means to economic adv ancement was 

establ ished . Respondent s defined their job in terms of 

their n eed to endure it ; rather than for any i ntrins i c 
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value, for example, autonomy . Thi s point was made most 

evident when owners were asked to justify their working 

in t he shop ins tead of working for an employer . 

The money . You think to yourself, they're (the 
customers) off to the beach now and they will 
still be going there in five years time . But 
you , if you hang on , you could be anywhere doing 
something different. 

The impression given i s t hat rather than being valued 

for what the shop offers in the pre sent, it is valued 

with the future in mind . This orientation was a 

feature of many responses . 

What do you talk about between the two of 
you (Interviewer) 

....... Getting out mainly . We talk about what 
we will do when we 're establis hed and able to 
take it easy . 

And again : 

You think to yourself , you might have had enough 
and so you talk it over together and take a look 
at the bank book to see how it's going and 
decide to stay another six months . That ' s how 
we keep going . By see i ng ourselves getting 
slowly ahead . 

Answers to questions on the financial position of 

the dairy proprietors were not always easy to get . 

Nevertheless enough material was gathered to construct 

a reasonably clear picture . 

The Census of Distribution does not provide a 

breakdown of t he annual total sales for dairy-groceries. 

Therefore, it is impossible to compare the present 

sample to a national standard . However , since the task 
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is to assess the financial rewards, as perceived by 

individual owners , this is not a problem. The average 

for total sales among the sampl e was $85 , 000 per annum 

(4) . In the 1972- 73 Census of Distribution, no less 

than 74 per . cent . of grocery stores, the category of 

store type which includes the dairy- grocery , had a total 

sale s turnover of less than $100 , 000 per annum . Such a 

level of sales i s by no means hi gh and is usually 

correlated with low staffing levels . In the sample the 

majority of owners did without full - time assistance and 

only two thirds were able to afford part-t ime assistance . 

Regardless of the number of employ ees involved , those 

who had staff found the weekly wage bill a constant 

problem . 

My accountant told me to let her (the assistant) 
go because she i s a senior and I have to pay her 
$70 a week . But I don ' t want to do that because 
she is so reliable and _we can get a chance to 
relax when she ' s in the shop . 

Shop assistants wages are seldom excessively 

high . It is , . then , interesting to note the reported 

d i fficulty dairy owners have in meeting their wages bill . 

It is a difficulty which encompasses the owners them­

selves . When asked what t hey paid t hemse lves, some 

replied "nothing" . However , most managed to pay t hem­

selves small sums . The average amount that owne r s took 

(4) This i s an approximate figure because most 
owners gave their figures as weekl y estimates. 



for weekly expenses was about $15 ($30 per couple) . 

This would amount to about $15000 per annum. Hardly 

an exorbitant return for their efforts . One dejected 

owner sai d that he had costed out his labour and found 

that he had been working for 25 cents an hour and 

challenged the researcher to think of another occu­

pation which was so poorly paid . 

It is of course difficult to guage the profit­

ability of a small business by looking at direct 

financial gai ns . Many of the businesses in the sample 

were operated by, what Mills (1951) has called, 11 hole 

in the wal l 11 methods . One literal example of this was 

provided by an owner who complained that a fr i end of 

his son had stolen money out of a box which he kept 

hidden in a hole in the wall of the hous e . Few shop­

keepers practiced even the most rudi mentary of business 

techniques which could have ensured their awareness of 

the financial state of the business . For example , it 

was common practice to simply count the money taken 

dur i ng the day instead of balancing incoming money with 

outgoing stock . The fact that most owners pocket money 

instead of putting it through their till, also compli ­

cates attempts to establish their financial position 

precisely . There is , however , good reason to believe 

that most of the money taken does go through the till , 

for reasons that one· owner explained . 

I would take out a lot more to avoid tax but 
if I do the yearly figures wouldn ' t look so 
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good .... When I come to sell the accountant 
would probably say the place wasn ' t doing as 
much as it should which would make it more 
difficult to get rid of . 

For the above reason the dairy owner is restricted in 

how much can be taken "under the counter" . In the not 

too distant future the-shop will be on the market and 

the prospective buyer is going to want to see a high 

t urnover . 

The dairy owners pay their children to work in 

t he shop . Having children available to work in the 

shop i s one reason why some of the shops do not hire 

staff . Paying wages to the children is part of the 

parent ' s attempt to ensure the shop does not have an 

adverse effect on the children . In most cases the wages 

were based on the award set down by the union . Here 

then i s another sum of money going out of the shop (5) . 

In every business there is money which i s re­

invested into the business for development . In the 

dairy this money is most often used to buy saleable 

chattels such as coolers , stands and refrigerators . 

Improvements to the store itself or the house behind 
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the store are minimal as the property is usually leased , 

making improvements a waste of effort for t he proprietors . 

It was found that in mo s t cases investment in the busi­

ness was minimal and that the respondents intended to 

run it as they found it . Few had actually completed 

(5) In the sample there were eight shops paying 
wages to children . Of these five also employed 
part time staff . 



any changes to the shop (and these were all minor) 

and none had concrete changes in mind . The re-invest­

ment pro gramme of the owners, is then, unlikely to 

claim a great deal of money . 

Ot her expenses incurred by the dairy keepers may 

come i n the form of runn ing costs for which they need 

a reserve fund. The prospect of freezers breaki ng down , 

insurances falling due , rentals on the premises being 

raised, and the constant escalation of prices means 

that the shop must have a reasonable working capital. 

Like wages , t his need for liquidity is a perpetual worry 

to shopkeepers who often enter the shop with little 

capital . Five of the t wenty-four couple s had been 
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forced at times to subsidise the shop through savings 

they had hoped to leave untouched . Deran (1963) suggests 

t hi s i s a common occurrence in small businesses . But it 

is one whi ch no business can sustain for long . 

When wages are paid and costs are met the money 

which i s left is profit. Profit among the proprietors 

included in the sample ranged from not hing to a healthy 

$10,000 per year . However , placed against the work 

inputs necessary to earn even $10 , 000 , the dairy does 

not seem to be an equitable wage-work bargain. But there 

are other advantages. 

The small shop i s anenforced form of saving. 

Because the dairy sells nearly all the food needs of its 

occupant s there is little need to shop elsewhere. Thus 



the family can eat cheaply and well. 

One of the main advantages for me is the food. 
We can have whatever we want whenever we want 
it and it all costs very little .... When visitors 
come we 're always sure of havi ng enough. 

But it may be a dubious advantage to have so much food 
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on hand because a tendency to take freely from the shelves 

without regard to stock levels can make it difficult to 

control s tock and be sure of items being paid for. 

However, getting food supplies from the shop is an 

economic advantage for the shopkeeper. 

By working long hours and never being able to go 

out the owners are prevented from spending money on petrol, 

entertainment or other leisure activities requiring money . 

While this feature of shop life doe s not increase income, 

it does increase saving and allows the owners to feel 

t hey are getting ahead. 

Another advantage of owning a business is the 

ability to purchase nearly all goods at wholesale prices . 

Most owners took advantage of this reduction in price s 

to buy a number of items for their houses. The researcher 

was, however , intere sted to find that in a number of 

cases the re spondents were not aware they could get items 

at wholesale prices. 

From the discussion so far it can be concluded 

that dairy owners do not make a very high income. A 

possible answer to this problem is for one of the 

partners to go out to work. In the case of two dairies 
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the husband had taken a second job . One husband had 

taken on a part time delivery run, while the other had 

started a small business which entai led the delivery of 

cakes to areas out of the Manawatu . It should be 

emphasised that both men still worked in the shop as 

well . It was in fact essential to the survival of the 

dairy that they should do so . Although no solo operators 

of dairies were i ncluded in the sample a number were 

encountered during the rese arch (6) . Some of these solo 

operators were working in the hope that eventually the 

dairy would be able to support the spouse as well. The 

fact that the spouse did not work was often a sign t hat 

the dairy needed re gular injections of capital . But 

it also needs a second person to provide labour or the 

toll on the solo operator becomes too high . 

He used to help out in here but now when he 
comes home he says he's too tired . It' s just 
getting too much for me on my own so if he 
doe s n 't help me soon I'll have to sell. 

Without help the solo operator can be confined to the 

dairy for up to sixteen hours a day . The outcome of 

this i s likely to be a heavy strain on the marriage . On 

one occasion t he researcher spent time listening to a 

man who had just left his job to run the dairy . His 

(6) There are twenty dairies with solo operators 
in Palmerston North . Most are run by women . 



wife had just left him because she could not take the 

strain of running their dairy by herself . 

Despite what is clearly a narrow margin of 

profitability a dairy usually goes out of business for 

reasons other t han everyday running costs . According 
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to the local Retailer ' s Association records there have 

been t wenty closures in the twelve months ending December 

1976 in t he Manawatu- Wairarapa region. The majority of 

closures were caus ed by the dairy ' s inability to meet 

the costs of improvements demanded by the Health Depart­

ment . Many dairies owe their ori g ins to a family 

turning part of a hous e into a shop . In recent years 

these shops have not been able to meet rising standards 

of hygiene and t he owners have not been able to p a y for 

ren ovations (7). A new floor , for example , could co s t 

a dairy o~ner $2000 to install. Such demand s are 

bey ond t he resources of a dairy and they have to close , 

with the owners bearing the losses. 

The above liquidity problems point to t he under­

capitalisation of the dairy own er . A real estate agent 

with whom the researcher di s cussed the researc h 

explained t hat these problems may become more acute 

for dairy owners. 

(7) The health regulations are in some cases 
extremely high . For example, a shop assistant 
must wear a smock when serving customers but 
if she wishes to go outside the shop, perhaps 
to help a customer carry parcels, she must take 
the smock off. 



Today a guy with a bit of mo ney doesn't want to 
go into a seven day a week business . Who wants 
to work that hard ? So he buys a five day a week 
lock up business . The only people who are willing 
to go into a dairy are the ones who have only just 
enough money. Even then t hey usually end up 
borrowing pretty heavily. 

Precipitated by this trend toward economically marginal 

people entering t he dairy, t he future may see an 

increasing number of closures as a result of minor 

economic problems. The costs of running any business 

are e scalating continually . 

So far the focus has been on an assessment of the 

income of the dairy owners. To complete the picture it 

is necessary to have so~e insight i nto their patterns 

of consumption. It has already been pointed out that 

dairy owners have low personal overheads. The family 
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is fed by stock from t he shop; t he re i s little time for 

leisure and the family has fewer needs than the 11 average 11 

family. So what i s there for them to spend their money 

on? 

It was found t hat some dairy owners find too many 

things to spend their money on . The dairy is, for many 

of those in the sample, the first experience they have 

had of business . This unfamiliarity with business 

practices tends to make them think that all they earn 

is profit and they therefore spend freely. So common 

is the dairy owner who spends unwisely that suppliers 

are unwilling to allow credit on goods to dairies . One 

company representative explains: 



Some of them get into the shop and think that 
everything that comes over the counter can go 
straight into their pocket . Well of course it 
can ' t . A business doesn ' t last long if none of 
the money is going back into it . Anyway to us 
this is a problem because the accounts have to 
be paid , so what we do i s to require payment 
before they get any more stock . 

Bechhofer et . al . ('1974) note that for a group 

with limited resources "the shopkeepers do remarkably 

well when it comes to owning consu:!Iler durables ". Given 

the ages of those in the sample and the current customer 

expectations , this contention is only partially 

supported by the present findings . 

In all of the twenty four households i ncluded 

in the study there was a television . Three had a colour 

television . All had a refrigerator , a washi ng machine , 

and a telephone . But these items are now accepted as 

necessities of li fe by most fami lie s and it i s hardly 

surprising to find them owned by members of the sample . 

It should be added t hat all of these possessions were 

fully paid fo2; . The dairy owners manifested a strong 

dislike for credit, both in business and personal 

dealings . 

How then do owners fare on more expensive items? 

They all owned a car , but seldom was this a new model 

as the following observation taken from field notes 

suggests : 

I drew up outside _ ___ ' s place . There were 
about five other cars parked outBide and I 
remember thinking that one of the cars could 
not be a dairy owners because it was a new model . 
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This suspic ion was confirmed when I went inside 
and was i ntroduced to a man who was a friend of 
one of the owners but not an owner himself . 

In terms of luxury items like : boats, a second house, 

a second car, stereo equipment and elaborate furnishings 

the dairy owners did not fare well . Three of the owners 

had a stereo . None of the owners had any of the other 

luxury items. This s ituation might be explained in 

terms of the difficulty the owners would have in using 

them. It could also be argued , with reference to 

observations made in Chapter I V , that the owners were 

reluctant to buy l uxury items as this might draw 

criticism from customers . Both of these arguments have 

merit , but in discuss i ons with the owners it became 

clear that they simply did not have the money for 

expensive luxuries. However they hoped that upon 

selling the shop they would come into a substanti al 

amount of money . 

To most respondents the major material item to 

be gai ned through the shop was a house . Only four 

couples had a house at the time of the i nterview. 

The lack of housing can be accounted for mainly by t he 

fact t hat many owners had mortgaged their house, or 

s old it, to get the dairy. Understandably, they were 

anxious to regain the status of house owner. A free hold 

house meant the owners could consider t hemselve s to be 

established and free from constraints placed on them by 

others . To leave t he dairy without achieving t his goal 

of independence would have suggested failure. 
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At this point it is necessary to dispel any idea 

that the owners, in the majority of cases , did not t hin_~ 

o.f themselves as doing well . On a number o±.' occasions 

respondents listed items which the dairy had allowed 

them to buy , sho-,1ed bank accou-:..1ts which had grown by 

a few t housand each year , or recounted dreams of what 

would happen when they were out of the dairy . Thus , 

despite the fact that as an observer the researcher 

would have t hought the respondents had grounds for high 

dissatisfaction with financial returns , this was not 

the case . But neither could it be s aid they were satis­

fied . They were in a state of anticipated sati sfaction . 

Most lived in the f irm hope t hat upon sale of the dairy 

they would reap satisfactory financial return s . This 

future orientation is a crucial point and it will be 

returned to a number of times i n the remainder of t he 

chapter . 

Meaning 

From the di scuss ion thus far it seems difficult 
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to believe that dairy grocers stay in the occupation for 

t he money . The balance between inputs and outputs seems 

non- existent . It is time to seek a further explanation 

of their behaviour . 

Bechhofer et . al . (1974) , who also f ound it 

difficult to believe that shopkeepers wer e entirely 

economically motivated, s ought to explain their behaviour 

with the concept of independence . The Bechhofer group 

saw the shopkeeper as wanting to own (or own the lease of) 



a shop as the basis for autonomy and security which can 

come with independent status . Below is part of the 

argument they use to back their clai m. 

The fact that outright ownership of property 
confers a kind of independence has been widely 
recognised and one finds it , for instance , in 
Tawney in his discussion of the symbolic meaning 
of private property when he talks of 11 a limi ted 
form of sovereignty" . Owning your own house (and 
if possible your bu~iness premises) , paying "on 
the nail" for consumer goods ensures that you 
are behotden to no one and gives you a measure 
of control over your own fate . To adopt.this 
pattern of ownership might not be entirely 
rationale when rates of inflation are high and 
when extensive credit facilities exist , nor does 
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it fit wi th an orientation in which the calculative 
seeking after of profit i s paramount , but it is 
perfectly reconcilable with a view emphasising 
' traditionar levels of reward , stressing autonomy 
and security (Bechhofer et . al . 1974: 476). 

This i s an especially persuasive argument and it 

finds support not only in the consumption pat terns of 

the Bechhofer sample , but also in a number of charac­

teristics of that sample ; their fierce independence in 

the market place , their anachronistic business methods , 

their strongly individualistic philosophy on life . All 

these features were present in current research sample . 

The dairy owners were largely prevented from uniting to 

confront their common problems because of , as one owner 

put it , their 11 damned independence" . Their methods of 

business belonged to a bygone age , - and their desire for 

self reliance was ever present . In Chapter III a case 

was made for the owners first entering the business in 

response to a subject i vely defi ned career goal of 

financial advancement with the intent i on of becoming 



independent. Thus it may be concluded that the present 

research supports the Bechhofer group's thesis of small 

shopkeeper motivation. But this research cannot support 

the idea that shopkeepers remain in their occupation be­

cause of a desire for autonomy. The one fact that 

prevents this conclusion i s the overwhelming des ire of 

t hose i n the p resent sample to leave the dairy . For 

this reason another explanation i s necessary for an 

unders tanding of the shopkeeper ' s behaviour; at least 
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the shopkeepers in t his sample . By seeking an alter­

native explanation the sugges tion i s not be ing made t hat 

dairy grocers are not 11economic tradi tionali sts" ( 8) in 

the same way as Bechhofer ' s sample . It i s , however, 

argued that such an orientation to life cannot adequately 

explain the behaviour of dairy-grocers. 

An explanation of the dairy grocers' behaviour 

may be best stated using the concepts of value commit­

ment and continuance commitment. Sociologists have long 

been interested in the commitment of people to a .line of 

activity. In a recent paper Stebbins(1970) , has 

provided clarification of the concept by dividing it into 

two dimensions. Stebbins maintains the se two dimensions 

(8) The term "economic traditionalist" originates 
from Max Webe r. In the Bechhofer _et. al. op. 
cit. (1974) the term is taken to mean: 11 They 
are for the most part men of limited amQition, 
men who aspire to a comfortable and steady income 
and whose goal is the development of a good 
business but not a retail empire 11

• 
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of commitment are; 1) value commitment and 2) continuance 

commitment. The study of commitment to date has suffered 

from a general confusion generated becaus e of a tendency 

by researc hers to see the dimensions as one in the same 

and in dispelling this confusion Stebbins' analys is is 

something of a breakthrough. For example he provides 

a basis for separating Beckers' (1960) "side- bet theory", 

which is about continuance commitment , from value 

commitment . 

Value commitment can be taken to mean an indivi ­

dual remains committed to some task because the gains 

from its performance are rewarding or anticipated to be 

rewarding . 

Thi s kind of commitment can be defined as a 
fr ame of mind which ari s e s from t he presence of 
an excepted number of subjectively defined 
rewards associated with a particular position or 
social identity in which the person fi nds himself 
or hopes to find himself . These subjectively 
defined reward s .... provide the answer to one basic 
que s tion found in studies of value commitment : 
what attracts the person to a given position 
(Stebbins 1970 : 526-527) . 

In contrast continuance commitment is; 

" •.. the impo ssibility of choosing a different 
~ocial identity .... because of the inconven ience 
of penalties involved in making the switch .... 
Continuance commitment is a psychological state 
that ar i ses not fr om the presence or imminence 
of subjectively defined penalties associated 
with the attempt or desire to leave a specified 
position (Stebbi ns , 1970 : 527). 

Stated briefly , it can be said that value commit ­

ment has to do with behavi our wh i ch is perceived to be 



rewarding , while continuance commitment is concerned 

wi th behaviour which i s forced upon t he individual . 

The discussion can now return to shopkeepers and dai ry­

grocers . 

It can re ad ily be s e en that the conclusions 

arrived at by t he Bec hhofer gr ou p are congruent with 

t he notion of value c ommitmen t . The shopkeepers 

Bec hhofe r et . al describe are purportedly in t he occu­

pation i n order to gain i nd ependence . This desire for 

independence i s true also of the pre s ent sample . How­

ever, it has been argued t hat s oon after entry into the 

occup ation the shopkeepe r s adop t an instr umenta l orien t ­

ation to wo r k . Such an orientation i s c ompatible wit h 

a continuance commitment to work (Hearn and Stroll 

1974) . Thus it i s maintained here t hat once in the 

occup ation whose who stay do s o in ac c ordance with a 

continuance commitment . The high r ate of t e r minations 

in the e arly months i s best explained by a failure to 

attain values . In the sample t wo couples we re making 

p lans to le ave t he dairy after only three , and five 

months respectively . Di scu ss ions with the se people made 

it clear t hey were leaving because their hopes for the 

kind of life t he Bechhofer group de~cribe , had been 

dashed by customer problems, and by pressures on the 

family caused by long hours in t he shop . I n compari son 

thi s chapter has shown t hat t hos e who stay do so for 

the money . Staying in the job is best explained by 

the fact that none of these people could sustain the 
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financial loss of leaving t he dairy . The owners all 

talked of having to make a decision soon after entering 

the dairy to "sti ck it out 11 to "see it through for a few 

years 11
• Since most of t hem had mortgaged their hous e to 

get into t he dairy , to leave would mean financial ruin . 

The object t hen i s to lower t he p e naltie s of be i ng in 

the dairy to a point where le aving will a t leas t not 

prove c os tly . From the fact that s o many dairy owners 

do not s t ay in dairies past five years it can b e seen 

t hat once the goal i s re ached the family leave s . For 

t hose who s t ay longer it i s usually a matter of the 

inability to sell the dairy and make a subs t antial 

profit whi ch keeps them t here . For example, one couple 

who have been i n t he dairy for 1 3 years have been trying 

without success , to s ell for the las t s i x y ears . The 
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shop has a v e r y sub- standard dwelling attache d and buyers 

are just no t i nte r ested . Thus , it is mai n tained here 

t he people stay in the dairy because they have to , due 

to the penalties of leaving being too great . It is 

worth noting at t hi s point t hat t he Bechhofer s ample 

i ncluded a cross s ection of t he many t ypes of s mall shops . 

Thi s no doubt prevented a focusing on the problems o~ 

the problems of the small shop a s is the cas e in this 

study . Perhaps this is the reas on for their more 

optimist i c view of the shopkeeper ' s motivation . 

It should not be thought that on the basis of 

the above di s cussion i t i s being argued that dai ry owners 



have no commitment to values . They do in fact retain 

a strong interest in the potential life styl e of the 

dairy . This interest underlies their conception of the 

ideal customer and thei r ability t o perform in accordance 

with the demands of the customer . But something of a 

contradiction is created because Stebbins (1970) argues 

that continuance and value commitment are "relatively 

exclusive of each other" . To explain the dairy owner ' s 

behaviour however , both concepts are needed . For a 

reconciliation between t he concepts Goffman (1964:90) 

can be used . Goffman maintains that both forms of 

commitment can occur when an actor is ambivalent about 

the attractions of his given posit ion. Goffman gives 

the example of adoption agencies who , "deal with two 

kinds of couples , the too fertile and the insufficiently 

fertile , the first being committed to the parent role 

without being attached to it, and the second being 

attached to the role without be i ng committed to it" . It 

is the latter example which most fits the dairy owners . 

They are attached to the role but are prevented by the 

circumstances under which they must perform t he ro l e 

from becoming committed . There is little other research 

support for such a confluence of the two dimensions of 

commitment but the present research findings seem best 

explained i n the above way . 
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Conclusions 

This chapter was begun with a discussion of 

labour turnover and how this might apply to dai r y owne r s . 

It can now be stated that owners leave their dairy 

because of a value commitment that is frustrated by 

the realities of work . People stay because of a 

cont i nuance commitment ; because they have t o . Leaving 

would cause too great a loss for those involved and 

they therefore stay unti l they have some advantage , 

or t hey at least recoup their investment . 



CHAPTER VIII 

SUMMARY AND CONCLUSIONS 

You know , I ' m glad you came round . I was just 
saying to my wife last night , I ' m so fed up 
with t he way we are treated t hat I mi ght write 
a lette r to the pape r . People just don ' t know 
what we do for t hem (From field notes) . 

The s urvey of dairy- grocers presented here and 

discussed i n various c hapters goes some way towards 

filling the gap i n s ocial science knowledge of small 

shops i n particular and sma ll businesses in general . 

The dairy - grocery occupation has been outl i ned from t he 

point of view of those involved through discussion of 

the problems and issues experienced by the shopkeepers . 

It has been made clear that from the point of view of 

the dairy owners the position of the dai r y i s indeed 

precarious . The owners enter the dairy occupation 

aspiring to financial and personal independence; however 

they are conf r onted with a reality of self exploitation 

and minimal return for effort . Customers tend to use 

the dairy as a convenience causing the owners to l ivB 

close to the ed ge of economic failure . 

It was noted at the outset that small s hops were 

s eldom the focus of government aid or research . This 

situation is, however , changing . There is a re surgen ce 

of i n terest in the small businessman in Europe and the 



202 . 

United States, and some of this interest i s being 

directed at the smal l shop . As the problems of small 

shopkeepers i n New Zealand reac h the proportions of their 

overseas counterparts a similar rise in interest may be 

expected (1) . The t hesis arising from this research is 

that if something is to be done to help the small shop­

keeper the posit i on of the small shop and its owners in 

society must be appraised . It is the failure of the 

dairy to receive full support from customers and the 

conse quent decl i ne in t he status of the occupation which 

is the root cause of dairy- grocery problems . On the 

basis of the present study it is argued t hat efforts 

to help the small shop mu st focus on the reintegration 

of the dairy into society as an important component of 

the retailing he irarchy . It will be suggested later 

that the conclusions applied to the dairy may also be 

applied to the small shop in general . 

The Research Findings - A Recapitualation 

Before moving on to establish a theoretical 

framework for the research findings , the main points of 

( 1) In fact it has already begun . See Retailing 
Semi nar with the t heme of i nvestment i n retailin 
Ins 1 u e o Economic Researc ns 1 u e o 
Economi c Research Discussion Paper No . 16) 1974 . 



the research will be recapitulated . This will serve 

the dual purpose of highlight·ing findings and also 

drawing together themes relevant to the theoretical 

discussion which follows . The theoretical discussion , 

whi le not proven by the research, dev elops a number of 

inferences that arise from the research . Perhaps this 

theoretical discussion will be useful in guiding t he 

comparative research necessary to validate the conclu­

sions reached here . 

Entrance to the Occupation 

An occupation survives as long as it can attract 

people to enter into it . The small shop has, in the 

past , been proven attractive because of it s ease of 

entry and t he chance for employment it gave during time s 

of unemployment ( 2 ) . These conditions of entry into 

shopkeeping are no doubt still in operation . However , 

it was a feature of the present sample that the dai ry 

was not merely an alternative form of employment , it 

was a method of advancement . The dairy fitted into a 

(2) Several reasons have been advanced to explain 
the sharp increase of retail outlets duri ng 
the '1930 ' s . "Lewis and Maude ('1953) point to 
nthe general economic climate of the period and 
to the difficulties of finding employment and 
they argue that it is a feature of the trade that 
more people ente r in times of bad trade than of 
good 11 • F . Bechhofer et . al . op . cit . ('1 97'1) 
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subjective career, the goals of which were material 

security and independence. Regardless of their immediate 

reasons for buying a dairy, all those in the sample 

shared these career goals. Can the dairy continue as 

a desirable prospect if it fails to fulfil the career 

goals of those who enter the occupation? Perhaps even 

more important are the career goals of those who may 

enter the trade . It may be argued that today a man and 

his wife who wish to "get ahead II may be more able to 

realise this goal by working for an organisation . 

If indeed the dairy-grocery does become les s 

attractive to a wide range of individuals, it may become 

an occupation which is entered only by those who have 

no other options (3). This element was present in the 

sample u s ed for this re search . Men who were functionally 

redundant in their chosen line of work entered t he dairy 

as a solution to their problems. When an occupation 

becomes full of people who have drifted into it as a 

solution to problems which make it impossible for them 

to be employed elsewhere, the prestige of that occupa­

tion is likely to suffer (4). 

(3) 

( 4) 

This assumes the absence of such an economic 
reversal as a depression. 

There are a number of occupations which have 
attracted people who have drifted from other 
jobs where they do not appear to fit for one 
reason or another . See H.L . Hearn and P . 
Stroll op . cit. for an account of one such 
occupation . 



It i s unlikely t hat the dairy- grocery occupation 

will decline f or lack of recrui t s as there will undoubt­

edly con tinue to be a suppl y of people who for reasons 

of he alth, r edund ancy , lack of ski l ls or social margin­

ality , will need an alternati ve to employment within an 

organisatio~ . However , as Drucke r (~953) has suggested, 

in a society which is characterised by employees , small 

busin e ss and smal l businessmen are lik ely to be labelled 

marginal . The combi natio~ of margi nal people and 

mar ginal status can only be detrimental to the position 

of the small shop i n society . 

The Shopkeeper - Cu stomer Relationship 

Occupations vary greatly in their importance to 

society . Those which are thought to be crucial, like 

supreme court judges and doctors , rece i ve a wide range 

of rewards from society . Such rewards include; money, 

prestige and deference . But of greater significance to 

those who are in these valued occupations is the fact 

that society has given them licence and a mandate to 
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carry out certain activities and act in a certain way (5) . 

(5) These t erms of license and mandat e have been 
defined by E . C. Hughes , op . c i t . p . 287 . Licence -
an occupati on consists in p a rt in the implied or 
explici t licence that some people clai m, and are 
given, to carry out certain activities rather 
different f r om those of o t he r people and do so in 
exchange for money, goods and servi ces . Mandate -
gener ally if people in an occupation have any 
sense of solidarit y and identity , they will claim 
a mandate to define , not merely for themselves , 
but for others as wel l , proper conduct in re spect 
to other matters concerned with their work . 



Such a recognition of imp ortance is not given to the 

dairy o-vmer . In fact the opposite seems more true. The 

dairy owner contributes little to soc iety not available 

el sewhere and therefore receives few rewards and has no 

licence or mandate over a defined area of work . 

In Chapter IV it was made clear t hat t he dairy 

fills a role at the base of the retailing he irarc hy . 

Today ' s customer does not perceive the dairy as vital 

despite the high co~ve nience value t he dairy can have . 

Given this background the customer tends to treat the 

dairy and its owners with disdain which can, on 

oc cas ions , reach the proportions of abuse . All this 

i s in direct contradiction to how the shopkeepers wi sh 

their r ole to be seen . Theybelieve the y are offering 

core shopkeeping services of s erving their public , 

representing t he family in the distributive system and 

providing the family with advice on matters of food . 

The willingness of customers to innovatively reinterpret 

this shopkeeping role makes it impossible for the shop­

keepers to derive intrins ic sat i sfaction from the job . 

When an occupat ion is not valued by t~o s e it serves, 

the incumbents are reluctant to become sel f-evaluatively 

involved because they too would be lowly valued. 
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In recognition of the realities of their situation 

t he shopkeepers accept that they should be instrumentally 

motivated. This is a compatible stance to take given 

the customeris interpretation of the job and the failure 



of the shopkeepers to gain self esteem from their work. 

In Chapter V the focus shifted from the more 

defensive position the shopkeepers adopt in the face 

of customers using them, to the more offensive stance 

t hey adopt as they try to raise sales. It is indeed a 

feature of s ervi ce occupations that the worker tries 
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to enhance his position vis-a-vis the customer. However, 

for the shopkeeper such enhancement is a matter of 

survival . Customers are willing to buy only t hose 

line s which they need on an everyday basis from the 

dairy . These lines are low in profit and the shopkeepers 

could not stay in business if they sold such line s . This 

delicate s ituation causes the owners to learn as much 

about their customers as t hey can so they can avoid 

being cheated by them. The informal controls the shop­

keepers place on credit were discussed to illus tr ate 

t hi s point. The dairy owners also wish to learn about 

their customers so they can manipulate t hem . This mani ­

pulation is based on the shopkeeper responding to how 

the customer likes to be served. By shaping their 

behaviour to fit expectations the shopkeepers hope to 

encourage more sales. 

A second method for improving sales was outlined 

under the heading of impression management. One shop­

keeper's description of himself as a 'con man' seems 

an adequate summary of the samples activities as they 

tried to present themselves as honest, caring persons . 
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The con is perpetrated to give the shopkeeper a slim 

advantage over the larger stores . The degree to which the 

shopkeepers are committed to thi s false image of them­

selves is made clear by their willingn ess to tolerate 

abuse without getting rid of the customer . Only those 

customers who were of little fi nancial advan tage to the 

dairy were crit ici s ed. To make a profit the dairy owners 

must be prepared to place themselves at t he customer ' s 

dispo s al. A service for which they cannot even expect a 

tip . This does not mean that the dairy owners do not 

have good customers . What is being discussed here i s 

their overall situation . 

A final technique for trying to encourage profi ts 

i s dishonesty . It was common practice to stay open all 

hours s elling all lines despite laws to the contrary . 

The dairy owners faced a fine of up to $250 if they 

were caught ; and many were caught during the period of 

t his study . However, t he d airy- owners can not afford 

to close i n the evenings and in t he weekends as it i s 

during these periods of low co~petition t hat they make 

a small profit . 

It is the pressure to make a profit which drives 

the shopkeepers to exploit the customer ' s ignorance of 

prices and sell goods at higher prices than they should . 

They are also ' guilty' of bending t he rule s which surround 

the sale of fresh goods and the appearance of goods . 

They do such things not because they want to, but 

because , they say , the system forces them to . 
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Chapter V suggests t he conclusion that in try ing 

to make their job economi.cally tolerable t he dairy 

o-wne rs make it personally intolerable. They are con­

stantly defe rring to customer needs , working long hours 

over seven days a week , ri sking legal reprisals for t heir 

actions , and contradicting t hei r o-wn needs in t he work 

situati on . It i s quest i onable whe t her such a s ituation 

can b e endur ed without some form of compensation . 

Family Work 

The famil y work unit belongs to an era which is 

fast drawing t o a close (Caplow, 1954) . In Chapter VI 

it was sho•J\Til t hat there i s little reason for the use of 

the family as an economic unit in contemporary soc i e t y . 

It was sho-wn t hat , for t he dairy O'Nners , family wo r k 

has little meaning beyond that of its economic conven­

ien ce. But t he gai ns of t he family sys tem o f work in 

economic terms do not s eem to be wort h t he sacrifi ces 

necessary in personal terms. 

Wit h the decline of the extended family, only 

the nuclear family or t he nuclear dyad (mother and 

father) i s i nvo lved in the shop. The shop i s essentially 

a male career which means t hat the others in the family 

must s ubjugate their own goals to t hat of t he males 

While thi s situation may be tenable when women have few 

other work opportuni ties and are socialised to 'serve' 



their hus bands, it hardly seems a tenable situation 

today . There is also the problem of involving children 

in the work of the store . Without question c hildren are 

a welcome addition to the labour force of the store . 

However , given the contemporary emphasis on children 

putting learning and pl ay before work, the dairy chil ­

dren are likely to resent being pressed into servi ce . 

It was shown that in fact children do not like working 

in the store and t heir parents seem almost defensive 

about involving their children in work . The problem 

for the husband is that without the help of his wife 

and family there would be little chance of operating 

the dairy . If the system of family work , with its low 

cost high output formula, were to disappear then the 

end of the dairy- grocer y would most assuredly be in 

sight . 
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Chapter VI provided a description of the work 

undertaken by the family . It was found t hat the f amily 

characterised shop work i n terms of its fragmentation, 

monotony , excessive pace and loss of control . Work in 

the dairy seemed to have more in common with factory 

work than with the ideal of independence and autonomy 

which i s usually as s ociated with owning a small business . 

The analysis of family work also p l aced in pers ­

pective the dedication to work which i s so much a feature 

of those in t he dairy . Using Parkers ' (1972) theoretical 

appr oach to work and work and leisure, it was shown that 



the dairy owners ' work combines features of extension 

and opposition patterns . Work dominates the whole life 

of dairy owners . Work and leisure are fused together 

in a way which leaves little room for holidays, weekends 

or even nights off . But this single mindedness of the 

family in not entirely voluntary . It is enforced , 
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since without it the dairy would soon fail as a business . 

It is this enforcement which seems responsible for the 

development of opposition to the job with the inevitable 

desire to get away from it as soon as it is possible . 

Family wor k seems to require unnecessar ily high 

sacrifices for family members . Despite the attractive­

ness of owning a small business it would seem likely 

that in the future families will choose alternative 

paths to independence and financial security . This 

would seem an inevitable outcome of the change in the 

family itself and t he lack of opportunity for family 

work in today ' s society . 

Money and Meaning 

It was argued in Chapter IV that dairy grocers 

have an instrumental orientation to work . In Chapter 

VII the economi c situation of the dairy owners was 

assessed in the interests of e stablishing why it is 

that people might stay on in a job which has so many 

depri vati ons . The dairy owne r' s eco~omic s i tuation was 

found to be poor . Some dai ry owners were able to make 



a substantial profit over the years . However the 

sacrifices which attend the making of profit make the 

effort-reward bargain appear unfair. For the majority 

of owners a substantial profit is not forthcoming 

despite t heir heavy i nput in the shop . 

I n cons i deri ng why t he shopkeepers might stay in 

their job , t he idea of independence, used by Bechhofer 

et . al . (1974) was passed over . None of the shopkeepers 

were sufficiently attracted t o the dairy as a way of 

li fe fo r them to think of i t as a long t erm career that 

they wanted . Indeed it was of paramount importance to 

them to make enough money in a short time to be able to 

l eave the dai ry and buy a house . Commitment and meaning 

in the job did not derive from values but from the fact 

that dairy owners cannot leave their job until they 

r ecoup their economic s take in the business . To do 

other1'Tise would be financially ruinous . Such commitment 

is called continuance , which refers to the fact that 

people stay on in a job because the penalties for leav­

ing are perceived to be greater than those incurred by 

stayi ng . Hearn and Stroll (1974) have shown continuance 

commitment and an ins trumental orient~tion to be linked . 

Turnover among dairy owners was pinpoint ed as 

being a failur e to fulf i l values , i f the owners left 

af t er the fir st few moht hs of ownership and as the end 

of the need for continuance , if the owner s left after 

some years in the dairy . 

21 2 . 



Chapter VII is in many ways the crucial chapter 

of this report. It serves to summariz e the raison 

d'etre of t he dairy-grocer. The se people occupy an 

oddly contradictory position. The shop itself i s 

needed by the community from which it draws trade , but 

it is so poorly supported that its owners can barely 

st~y in business. The owners themselves must live a 

contradiction to remain in business. They enter the 

dairy with a value commitment which is soon reduced to 

a value placed on money . Yet to satisfy the customer, 

owners must appear as though they are not interested in 

money , but the customer's welfare . The need for such 

contrad i ctions , it will be argued later, arises from 

the marginal pos ition of the dairy and it s owners in 

society . The contradictions point to the lack of a 

licence and a mandate for the dairy owners from the 

public they try to serve . 

The Future of the Dairy -Grocery 

What i s the future of the dairy-grocery? The 

future is always a difficult thing to predict and it 

will not be attempted here. What follows is a record 

of the respondents ' feelings about the future of the 

dairy. Their points have been split into two parts: 

1) continuation; 2) role. 

The future of the dairy, in the eyes of most 

owners, is in jeopardy. They felt that the deprivation 
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necessary to operate a dairy had re ached a peak which 

could go no higher . When it was put to them that dairies 

are a declining store type the y re adily agreed with such 

an assessment sayi ng t hey could s ee no alternative . 

The dairy owner s viewed t hemselves as b e ing on 

the v ery periphery of the distribution network . They 

d id not see t he mselves a s having any power over s uppliers , 

manufacturers or customers which could al low them to 

dictate their own terms . Thi s l ack of powe r was blamed 

fo r the inability of dairy owne r s to confront and s olve 

t heir current problems . For example, many dairy owners 

would like to s top s ell i ng bread to d emonstrate to 

suppliers and c us t omers t hat the dairy i s needed . How­

ever, the dairy owners are aware t hat supermarkets are 

handling more and more bread whi ch would make their 

boycott ineffective . They are also aware t hat custo-

mer s come to them , willingly , only for such items as 

bread and if t he dairy did not sell bread, cus tomer s 

mi ght quickly adopt a shopping pattern which excluded 

t he dairy . 

The dairy owners viewed the future as one of the 

dairy as being one of increas ing u s e by cus tomers as a 

convenience . They felt that the only groups who would 

continue t o buy a lot from the dairy would be tho se 

who could not get to the larger store . Within this 

group would fit, shift workers (such as nurses) and 

students . Wi th such a future in mind , dairy owners saw 

a decrease in regular trade , which they relied on for 



their living , and an increase in passing trade. Since 

passing trade i s not only less pro f itable (on a per 

sale basis ) but also l ess sati sfying i n personal terms , 

t he future of many dairies was predicted to be short . 

It was argued that most of the community based dairies 

would clos e their doors leaving only those dairies which 

were situated on a main ro ad where they could rely on a 

very high volume of passi ng traffic to supply business. 

The future role of the dairy was thought to fol l ow 

the same trend as that de scribed above . As the numbers 

declined t he dairy would become increasingly, an outlet 

for conveni ence goods. Customers would use the dairy 

f or only the goods they for got to get at the supermarket . 

They wou ld rely on the dairy to be open at odd hours 

for the purchase of emergency items . But the dairy 

would always be in jeopardy for as its service to the 

community declined the customer would become reliant 

o n alter natives to the dairy . This i nabili t y to fill 

needs will serve to push dairies further toward the 

peri phery of the retail network . 

The pr oblem of the dairy , at thi s t ime , was stated 

by the local Retai l i ng Associ ation Representative , as 

being one of customer loyalty . He cited a case of one 

dairy s i tuated in a rural area whose owner applied for 

a legal extension of shopp i ng hours . The owner ' s case 

rested on the fact that most of his customers shopped 

in town and he thought that if he could trade over 

longer hours people would patronise him. Unfortunat ely 



the legally extended trading hour s did nothing t o 

increase trade and t he dairy owner went out of busine ss . 

The Retai ler ' s Association representati ve argues that 

customers have no i dea what the dairy owners do for 

them . If they did they would support the store . 

Customer loyalty is of i mportance to all shops , 

but to the small neighbourhood dairy , wi th i ts limited 

supply of customers , loyalty is the only real guar ante e 

of success . 

Theor etical Conclus i ons 

The foregoing summary has establis hed the major 

conclus ions of this research and it is now time to seek 

to place these finding in a wider frame1111ork . 

I n Chapter I the task was to out line the broad 

envi ronmental f orces which favour the growth of bi gger 

stores to the detriment of the small shop . It was 

shown that the decline i n the market position of the 

smal l shop has been aided by a number of changes in 

socie ty which make it impossible to put the problems of 

the small shop i n a simple economic equation . From this 

asse ssment it was postulated that any discussion of t he 

future of the small shop should take into account the 

posi t i on of t he smal l shop and i t s owners wi thin the 

wider society . 
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Empirical evidence for these assertions is 

generally poor for few detailed studies of small shop­

keepers exist. Indeed much of the wri ting on the shop­

keeping occupation has been of a superficial journalistic 

nature serving to provide little more than a caricature 

of shopkeepers . They are depicted as being at the mercy 

of their own ineptitude and as having economic and 

customer problems (Malamud, 1959, Wells, 1959, Bugler, 

1970) . Despite their superfic ial treatment of the 

shopkeeper , these analyses have captured what seems to 

be the shopkeepers' true problem : the rele gation of the 

small shopkeeper to the margins of s ociety . Here they 

hang on as a result of their own perseverance rat her 

than their social importance. It is this theme which 

will be developed in theoretical form during the rest 

of thi s chapter. 

In the following discussion much will be made of 

the concept of marginality, but it is not the intention 

to travel the well worn path of those who would see the 

shopkeeper as economically marginal . This form of 

marginality will be taken to be a symptom of a more 

important form of marginality , structural marginality . 

The theory developed here derives from work done by 

Wittermans and Kraus (1974). 

To begin with it should be made clear that 

structural marginality has nothing in common with the 

'classical' theories of Park or Stonequist which have 

focused on a social psychological meaning for marginality. 
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The concern here is with what Goetze (1976) has called 

' the category ... of theories that interpret marginality 

as different de grees of institutionalisation '. This 

category of theories has more in common with the every­

day use of the word marginality and has as yet few 

research examples(6) . The lack of re search using this 

more mundane meaning of marginality has perhaps been 

explained by Becker (1970) who suggesi:Bthat sociologists 

are wary of using ' merely lay terms '. Until recently 

the institutional notion of marginality has indeed been 

a lay term . However , this should in no way imply it is 

an i mpotent conceptualisation. Wardwell (1952) shows 

that the American Negroes ' position in t he social struc­

ture can be profitably explained by this second stream 

of marginality . The importance of the Wittermans and 

Kraus theory is that it has raised the second streamof 

marginality to a place where it can be applied more 

readily to empirical work . Wittermans and Kraus' theory 

labels the institutional form of marginality , structural 

marginality and links this to the concept of social 

worth as a way of showing the impact such marginality 

has on people . It should be noted that the authors 

apply their theory to the category of youth while it is 

(6) Two examples of this use of marginality are : 
J . H. Fitcher , ' The marginal Catholic : An 
i nstitutional approach '. Soci al Forces , Vol . 32 , 
No . 1 (Oct . 1953) pp 167- 173 . w.r. Wardwell 'A 
marginal professional rol e : The chiropractor '. 
Soci al Forces 30 (Mar ch 1952 ) pp . 339- 348 . 



here being applied to an occupational group . However 

there is no conflict as the authors state that the 

theory could be used in the occupational area . They 

refer to the problem of automation and the consequent 

elimination of occupational roles as being fittingly 

described by t hei r theory . 

Wittermans and Kraus are concerned with structu­

ral changes in the division of labour having a deleti­

rous effect on persons, t hey become structurally mar~i ­

nal. The theorists base their a ssumptions on four 

premises: 1) in a society the structure of relationships 

(i.e. social structure) involves institutionalised 

roles of varying importance; 2) the s ocial s ignificance 

of these roles is determined by the relative degree of 

consensus regarding the extent to which they contribute 

to the needs of s ociety; 3) the se roles always involve 

rights and privileges as well as responsibilities; and 

4) institutionalised roles as the basis for the 

individual's participation in the society . 

From t he se premises Wittermans and Kraus argue 

that people who do not have institutionalised roles of 

significance will be restricted from meaningful · 

participation in society . Thus , they are marginal and 

because this is due to structural factors they are 

structurally marginal . 

Therefore, "Structural marginality (is) the 
condition of those persons whose meaningful 
participation in the life of their society is 
adversely affected by certain s tructural 
arrangements . ( Wittermans and Kraus, 1974:3~9). 
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Havi ng established this basic concept the 

relationship between structural marginality and social 

worth can be established . Wittermans and Kraus argue 

that the roles people occupy in society have at least 

a minimal social significance; 1) the acknowledgement 
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of society of the individual ' s ability to contri bute 

something of value to his society ; 2) the acknowledgement 

that he is worthy of carrying responsibilities ; 3) the 

conferring of legal a.nd/or moral rights and , 4) the 

assignment of status . Assignment of a role which has 

these minimum characteristics is a prerequisite to 

full participation in society . They go on to say: 

Role assignment signifies that the person is 
included, reckoned with , and has some value for 
the group . . .• he is a group member .... if no 
institutionalised role is available , the person 
•.... is not a full member . He is at most a 
hanger on, a marginal person (Wittermans and 
Kraus 1974: 350) . 

While institutionalisation se t s up role 

expectations it is social worth which refers to what is 

implicitly conferred on the person through role assign­

ment . Individuals perform roles in society and look 

for something in return . The tangible return is economic , 

but perhaps more important are the acknowledgement of 

competence , the ability to carry responsibility , rights, 

stat us; in short social worth . 

The concern here is not with how such an exchange 

as was described takes pl ace, merely that it does . 



The concept of s ocial worth .... re fers to the 
acknowledgement, impl i c it i n role assignment, 
of a person's competence, hi s abilities, his 
abilities to carry out responsibi li t y , his 
rights, and hi s status . (Wittermans and Kraus , 
1974: 350) . 

Social worth then, the means by which an individual 

learns how i mportant he i s to society . Without social 

worth the individual must find it difficult to re l ate 

to the soc i ety of which he is inevitably a part . 

The importance of social worth , on an individual 

basis , is that it s i gnif i es a place i n the d i v i s ion of 

labour . The allocation of soci al goods i s made on the 

basis of social wort h . Therefore, exclusion f r om the 

assignment of roles i nvolves a l ow evaluation from the 

perspective of the group and the deprivation of social 

worth from the perspective of the individual . 

Structural marginal i ty may now be more speci­
fical l y defined as referring to the condition 
of persons for whom institutionalised roles 
are not readily available , and who , as a conse ­
quence , suffer from a deficiency of social 
worth (Wittermans and Kraus 1974: 351) . 

The cause of structural marginality may be seen 

to fall into t wo categories; "temporary di slocations 

sucp as economic d epress ions , or chronic illness, and 

changes in the basis for the di vision of labour ." 

(Wittermans and Kraus 1974:351) . 

The t heory of Wittermans and Kraus off e rs an 

explanation of how people come to b e marginal in 

society . It al s o enables a pred i c tion of what such 
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marginality wou l d mean in personal t erms . With these 

observations in mind the d i scussion can return to the 

smal l shopkeeper . 

The Structural Nature of Shopkeeper 

Marginality in Modern Society 

The key to understanding the shopkeepers ' 

position in modern society is the lack of meaningful 

rol e s available to the shopkeeper . Today the small 

shop is allocated the most trivial , the least rewarding 

of retailing tasks . During the last fifty years , during 

the course of what Davis (1966) calls the second retail­

ing revolution , the small shopkeeper has been progress­

ively separated from his core roles within an environ­

ment of social , technological , economic , psychological 

and demographic change . Whereas the small shopkeeper 

used to be the representative of the family in the 

distributive network , this is now a thing of the past . 

The roles which the small shopkeeper now fills are of 

such limited scope in relation to the needs of the 

community , the family and the individual , that they 

lack significance . 

The d r amatic change which has taken place i n the 

shopkeepers ' r ole can be demonstrat e d by r e f erence to 

the p r e 1920 ' s . During that time the shopke epe r 

occup ied a meaningful r ole. Davis (1966) talks of how 

222 . 



the shopkeeper used to be an integral part of the 

distribution of food and other goods. A family could 

best assure t hemselves of the goods they wanted by 

e stablishing a strong relationship with shopkeepers who 

were t hen relied upon to do their best for t he family . 

In modern society t his feature of a bond between shop­

keeper and customer has all but disappeared . As this 

situation has developed the basis for a shopkeeper's 

status in society has been taken away . 

What specific factoPs are responsible for the 

social s ituation of modern shopkeepers ? It was establ­

ished in Chapter I that there are a number of broad 

environmental foTces which provide the background for 

the change in the fortunes of the shopkeeper . However , 

t hese forces are only related to the small shopkeepers' 

situation; they are not the direct cause of it. The 

shopkeepers' situation does not follow directly from 

rapid soc ial change . Nor does it follow directly from 

the increasi~g dominance of big business , although it is 

associated with t his development . Admitted l y with the 

growth of big business the smaller shop has had to 
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occupy a different role. It has had to be fitted into 

another area of retailing more suited to its qualities. 

However, such a role i s not easily f ound and with rapid 

changes in retailing methods and consumer expectations, 

t he possibility of establishing a role remains difficult. 

The small shop now sits on the periphery of the retailing 
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complex where institutionalised roles of economic, or 

any other significance , are not readily available . It 

is, therefore, the restriction of institutionalised roles 

which allows environmental forces to have an effect on 

t he small shop . Env ironmental forces, although assoc­

iated with the rest r iction of i nstitutionalised roles, 

and although they contribute to this condition, do not 

appe ar to be t he main cause . What would appear to be 

primarily re spons i ble are changes in the division of 

labour within retailing whereby tasks traditionally 

carried out by the shopkeeper have lost their social 

significance, have been replaced by new ones, or have 

been usurped by other agencies of retailing. 

Prior to the development of t he larger retailing 

outlets, changes in merchandising and wider social 

dynamics, the small retailer occupied a strong central 

position in retailing (7) . The position w~s based on 

the fact that skill s and knowledge possessed by the shop­

keepers were needed by the customer when they s ought to 

to buy goods . Of course thi s knowledge and skill could 

be used to the detriment of the customer, but thi s 

merely created stronger pressure for customers to build 

(7) In Victorian times, for example , the shopkeeper 
formed what was called a ' shopocracy' , which 
gave them considerable political influence. 



up relationships with shopkeepers. The system of 

dependence on shopkeepers continued well into the 20th 

century until manufac turers began to process, standard­

ise and brand their own products as part of an effort 
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to market goods for themselves. The manufacturers ' use 

of advertising has reduced the need for shopkeepers to 

make customers aware of products . Smelser (1973) notes 

that the standard of trustworthiness has become standard 

prices , guarantees, brand names and packaging . Such 

developments have reduced the shopkeeper to a functionary 

of the economic and social for c es beyond his control 

(Mills, 1951:26) . 

In modern society , the criteria for be i ng a good 

shopkee per , so important in past years , are no longer 

important. In fact the current criteria of a good 

shop are often divorced from the shopkeeper . Customers 

are more likely to rate a shop on its stock than the 

people who run it. This situation provides conditions 

for the shopkeeping role to be judged superfluous . 

Today, advances in retailing technology have made it 

possible to completely depersonalise the purchase of 

goods (8). A direct result of depersonalisation and 

standardisation of shopping has been the decline in the 

(8) In both Britain and the United States it i s 
possible for customers to buy a whole range 
of products by feeding their requests into 
a computer. They do not even have to move 
about the store to select the goods. 



number of shops which function as symbols of status. 

Cus tomers from various class groupihgs are now willing 

to shop at the same store . Such developments make it 

difficult for shopkeep e rs to i n terpret their role as 

vital . There i s no exclus ive area of skill or knowledge 

le f t for t he small shopkeepe r to claim for himself and 

for this re ason there i s no way he can claim a set of 

ri ghts and re sponsibilitie s . 
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Th e s i gnificant change i n t he division of labour 

wit hin retailing has been from a human di vision , which 

recognised the need for human skill and judge ment, to a 

machine division which i s geared to t he d i spensing of 

goods . The human division of labour prov ided for s ocial 

worth to b e attached to those people who coul d offer 

expert i se in the area of retailing. The machine division 

i s based on ideas of e fficiency wit h a view to the maxi ­

mi sation of consumption . Where as the human division 

s ought to bring consumer and shopkeeper to ge t her, the 

machine one seeks to ke e p them apart making the assign­

ment of s ocial worth, from consumer to shopkeeper , a 

difficult process . 

The older retailing system was oriented toward 

t he family and it s welfare, making the shop an extens ion 

of the family unit . The modern s y stem has in fact 

recognised that such a close liaison between family and 

shop is no longer needed. Today' s retailer is success­

ful to the degree that he can supply a wide rang e of 
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goods to a wide section of the community. For this 

reason the welfare of the customer is not related to 

personal service but to the competition between retailers 

who are seeking to make a profit. In short, the welfare 

of consumers is now related to prices . 

The small retailer is peripheral not only in 

retailing, but also in the overall job structure . As 

both Hall (1969) and Drucker (1953) have pointed out, 

the small shop is no longer economically nor socially 

desirable. Where the shop was once a symbol of oppor­

tunity, within .the context of the advantages attached 

to contemporary employment, it i s now more likely to be 

associated with self exploitation, risk and few rewards. 

Wit h the ascendancy of the modern retailing system , 

the principle of organising sales on the basis of maxi ­

mum efficiency has pervaded most spheres of retailing 

so t hat the eocclusion of small personalised shops is now 

generally accepted. For the small trader, this process 

i nvolves a rapid diminishing of support from the market 

place and their traditional role. Consequently they are 

now experiencing a deficiency of social worth. The 

personal ramifications of thi s situation have been elab­

orated during the course of the present research. 

Small Shop Survival 

The preceding discussion has been in general terms, 

as the purpose has been to emp hasise that the problems 



of the small shop are due to structural marginality , 

which in turn, according to t he argument, is the result 

of changes in t he division of labour within ret a iling , 

the question whic h arises now is that of small shop 

survi val . 

Structural marginality i s an increas ing problem 

for the small shopkeepe r . But the question must be 

a sked as to whe ther t his constitutes a problem of wider 

concern . After all the fortunes of the small shop­

keeping stratum have traditionally been variable . The 

problem i n t he p a s t has , however , been one of economic 

conditions . Unemployment, for example, has frequently 

pus hed people into s hopkeeping ( Bechhofer et . al . 1971 ) . 

The current change i n t he small shopkeeper ' s fo~tunes 

may be of a more permanent nature . Since the s mall 

shop i s i n fact losing the bas i s for it s rol e i n socie t y 

t he re du ction in shop numbers may be permanent . 

Soc iological arguments for the preservati on of 

the small shop were pres e n ted in Chapter I and need 

not be reiterated here . A point whi ch should be mad e 

now, in the light o f the re se arc h , relate s to the group 

which will be most affected by a decline in the small 

shop . Modern s ociety is oriented t oward big business 

and the employee (Child, 1969) . It might easily be 

assumed t hat people who could be employed by thems elves 

in a shop will easily accept the new character of 
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society . But this i s not necessarily t he cas e . Bechhofer 



et . al . (1974) argue t hat the smal l shopke eper strat um 

represents a distinct group in so ciety . "The small 

trader s really do deserve to be treated s eparately as 

a separate stratum ; separate that i s from the so called 

lower middle class and from the skilled and independent 

manual worker" (Bee hhof er et . al . 1974). I f indeed 

shopkeepers are a distinct group in te r ms of values , 

bel iefs and approach to life, (and this conclus i on i s 

supported by t he present re search) t hen a decline in 

the small shop may mean a closing off of yet another 

avenue to a distinctive life style . The absorption of 

this group into the mainstream life s tyle is unlikely 
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to create strains in social order, but it i s likely to 

cause personal dis sati sfaction . Perhaps it i s r eason­

able for such a group to be able to expect to fill roles 

whic h suit them and provide them with social worth . Jus t 

as variety is desirable in retailing for the consumer; 

so too i s it desirable in the job structure for the 

worker . 

Efforts to preserve the small shop were al so 

discussed in Chapter I, and the task now is to offer 

some alternative to these . It can be stated bluntly 

that t here may be no alternative . While the present 

re search suggests that current efforts to preserve 

t he small shop are inadequate, t he conclusions reached 

here provide for few alternative s . The recen t develop­

ments in retailing have e s tabli she d a whole new system 



of distributi on and expectations among consumers . It 

must be appreciated t hat such developments portend that 

social relations in the area of retailing will take 

place upon a new set of assumptions about behaviour . 

Those values which provided the bas is for the older 

style of retailing simpl y may no longer be viable . 

The spread of the new system of retail ing and 

what it means for shopkeepers , is gradual . It is a 

process of structural marginalisation . For attempts 

to preserve the small shop to be effective this trend 

must be halted by re- establishing the small shop as 

important within the new context . Put bluntly , it 

would seem this cannot be done (9) . The future of the 

small shop lies in two directions . The first, which 

involves the specialisation of small shops in product 

areas which have only a small rapidly changing market 

(for example , high fashion) , may prove to be the only 

viable direction . By specialising the small shopkeeper 

can be safe from the larger business concern and the 

new system of retailing . The customer still seeks the 

shopkeeper ' s personal service in the more specialised 

areas of consumption because they need guidance during 

purchases . An astute shopkeeper can respond to this 

situation and build up a good trade . In fac t this is 

(9) This as s umes continuation of the social trends 
which reinforce the probl ems of the small shop . 
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the trend in small shops (10). The other direction 

is for small shops to try to retain a hold on the sale 

of general products. This must end in failure. There 

is no role for the small shop in the general product 

area for it is here t hat the new system of retailing 

has had its fullest effect. It is here that the 

customer has learnt to expect increasing distance 

between themselves and the shopkeeper . If the small 

shopkeeper insists on staying i n t he general product 

area the consequences can only be similar to those 

which have formed the focus of the present research. 

The dairy-grocery i s after all wholly representative 

of the process of structural marginalisation as it 

reaches its height . 

23"1. 

From the conclusions arrived at in t his chapter 

there arises an important challenge both for retailers 

and social planners . What will the future of retailing 

be? Thi s question is made vital when it is remembered 

that the retailing is affected by , and greatly affects , 

the society in which it takes place (Mcclelland, 1964: 

38). Predicting what might happen Toffler (1970) says 

shoppi ng will become , "more than a functional necessity" 

and be turned into a "prefabricated experience". Assum­

ing that cur.rent trends in retailing may be leading to 

(10) A. Kirby op. cit. points out that the small 
specialist shop is a high growth area made 
possible by t he increase in affluence. 



less desirable conclusion. The challenge then, i s to 

ensure that the demise of a style of shopping which 

has for so long successfully met human needs, i s not 

replaced by one far less successful~ Already there 

is a critical minority who believe this i s about to 

occur . 
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Massey University 242. 

PALMERSTON NORTII, NEW ZEALAND TELEPHONES, 69099, 69089 
In reply please quote: 

SHOFKEEI'E:IlS IN 1'Im co:rvn. ·ulJITY 

Dear Sir and Madam, 

August 1976 

Durine August and September I \'1ish to condl1ct 
res~arch with the intention of gathering information about owner 
operaters of small shops'. I am hoping you v1ill agree to take part 
in the study. 

The natth-e of my inquiry is as follov:s. I am 
particularly interested in gathering descriptive material about people 
in small shops and their ~ork experiences . The res earch seeks to fill 
a gap that exists in our knowledee about the place of shopkeepers in 
the community. 

Your agreeine to t -:1.ke part in the study would com­
mit you to :1.n interview of about two hours l r"'!n[s th covering is sues of 
concern to both husband and wife. I realise the intervi ew could 
interfere with your work and have therefore set it out so the issues 
can be discus s ed by one or other person. Since the res earch asks you 
to give up your time it i s r easonable you should ask v1hat it ,·iould 
achieve. I cons ider the major benefit to be a con tribution to a 
clearer understanding of a group who form a significant part of the 
New Zealand community. Such knowledge could have direct bearing on 
policies ·re l a ting to small businesses , 

I would like to emphasise that your participation 
in the study is entirely confi tlentia l. No names will be used and the 
results wi ll be presented in such a way that it wi ll be impossible 
to identify ansr:ers given by a particular individual. You have the 
right to look over the final report. 

Within a few days of receiving this letter one of 
the researchers will call on you to discuss the re s earch. If you are 
interested in the project arrangements can be made at this time. 

I hope you find the topic of research interesting, 
I am sure it \vil l be of benefit to us both, and I look forward to 
meeting and participating with you in the project. 

YoFs~aithfully, 

~/~ 
/ ,h'aeme Fraser 

Prof. of Sociology 

, Yours faithf!ly, 

~ 4b~> / - . --~ / 
Steve l'f.aharey 
Jnr. Lecturer in Bus. Admin. 
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Name of shop. 

1 • . How old are you? (Nearest birthday) 

2. lfale 0 Female 0 

3. \'/here were yo~~ born? _________________ _ 

a) If not in New Zea.land,hoVI long have you been in this 
country? _____________________ _ 

4. Do you keep good health? _______________ _ 

5. a) What is your highest educational qualification? 

Proficiency 0 University Entrance 0 
Form "N 0 University Units 0 
School Certificate 0 University Degree 0 

' 
b) Please list any trade certificates or occupational 

training undertaken • eg. Apprenticeship. . 

6. Would you please write down the occupation of your father. 

7. Would you please write down the occupations of your brothers 
and sisters (where applicable). 

a. · Would you please list the occupations of your children (if 
any are working). Please be specific. 

I 
9. Do you have any children attending -

24 5 . 

Secondary School Q Technical Institute · · Q 
University Q Teachers Training CollegeQ 
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10. a) If you had a son who ~as about to choose an occupation 

and there was absolutely no obstacle in hio way, which 
occupation would you hope he would choose? 

b) Could you tell me why you would hope he would choose 
this occupation? 

··~. 

11. Which of these statements most fits how you feel about your 
work? 

Completely satisfied Q 
Quite satisfied! Q 

A little dissatisfied Q 
Very dissatisfied Q 

12. Which of these statements most fits how you feel about the 
amount of money you make from the shop? 

Completely satisfied Q A little dissatisfied Q 
Quite satisfied Q Very dissatisfied 0 

13. Do you hold a job outsi~e of the shop? 

Yes Q No Q 
If yes, what is the job? ---------------

Does the business involve both the husband and wife in 
some way? 

--- Y~s Q No 0 

15. 

16. 

Who is the one who does most around the shop? 

Husband Q Wife Q 

Did any of your relations own the shop before you? 

Yes Q No Q 

Is the business a -

Registered private company Q 
Individual ownership Q 
Partnership Q 
'Registered public company Q 
• Other ( sp~oify) -------------------



.. ~ 
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18. How m:iny hours a week v1ould you -

Spend in tho flhop 

Spend on related job9 

19, How m:iny dayo o. wock io tho ohop open? 

~· now occure wol;lld you r. .. y the buoineoo is? 
·..- Dead oafo 0 Very insecure 0 

Fairly oafo / 0 Don't know 0 
Hn.thcr inoccure Q 

21. Some people oay the trade union3 have too 
country. On the whole would you aerec or 

much power 
<lioacreo? 

in thie 

Agree Q Disa,cree 0 

22. Some people say hie; .buaineosos havo too much power in this 
country. On the whole would you agree or dioagree? 

23. 

24. 

Agree Q I Disagree Q 

a; 'iiha t , political party did you vote for last election? 

lfa:tiona.l 0 Social Credit 0 
Labour 0 Values 0 
Other (specify) 

b) Have you ever voted for any party other than this? 

Yea 0 ' No 0 

o) If there wore an 
you support? 

eleotion tomorrow which party would 

Social Credit Q 
0 ·Values ., 

National Q 
"-, -- --Labour , , Q 

Other (specify) ----------
a) If you h~d to put yourself in a social class ,vhioh 

would you choose? 

Upper claos 0 Lower class 0 
Middle class 0 Working class 0 
J1ower middle class 0 Don't lmow 0 ,.,. 

b) Could you tell me why you chose this ·olaes? 

olaes 

• 
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INTERVIEW SCHEDULE 

Husband and wife to answer all questions unless labelled 

ot herwise . 

A. Background and entry into the business 

1 . When did you start in this business? 

2 . What were you doing before you started the 
business? 

3. What other main jobs did you do before that? 

4 . Now your first job was •..... . . Why did you p1ck t hat? 

5. Why did you leave that job? 

6 . What about the other jobs , why did you leave those? 

7. What are the features of a job that you think are 
important? 

a) Probe beyond first reason . 

8 . Many parents seem to have ambitions for their 
children . Was this the case for you? 

9 . (The wife ) What were your reactions to coming 
i n t o the shop? 

a) Probe for her aspirations . 

10 . Thinking back to when you took over this shop , 
can you remember any particular factors which 
influenced you to take it on? 

a) Probe for personal circumstances . 

b) Probe for family ties . 

c) Probe for the desire to be own boss . 

B. The job 

1 . Could you briefly outline the tasks your job 
entai ls? 

2 . Could you imagi ne a typical day in the shop and 
tell me what happens? 
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3 . a ) Probe fo r - what is most liked about the job . 

what is d i sliked . 

what changes i n the job would be 
liked . 

preference for another job . 

what skills , qualities needed 
for the job . 

experiences with stafi . 

what do cus t omers think of you . 

what makes a good shopkeeper . 

relations with company 
representatives . 

danger , i . e . theft , bikies . 

performance , do you think you 
hav e to put up a front . 

significance of the counter . 

do you raise prices to keep 
pace with inflation . 

4 . How did you learn the ropes , the tricks of the 
trade? 

a) Probe for customer ' s part in their job 
training . 

c. The old day s 

1 . The dair y is a type of shop most people have 
been familiar with for many years . Are you aware 
of any changes in the way people think about t he 
dairy which have occurred over the years? 

D. Customers 

1 . In general , what do you thi nk of customers? 



2 . Do you have categories of customers? 

a) Probe for the basis of categorisation . 

b) Probe for ideal customer 

c) Probe for bad customers . 

3. How do you expect customers to treat the shop 
and you? 

4 . If you had a choice in what area of town would 
you mos t like to own a shop? 

a) Probe for the type of customer involved . 

25'1 . 

5. Do you see yourself as a servant of your customers? 

a) Probe for dominance and subservience . 

6 . How do you deal with difficult customers? 

a) Probe for what is meant by a difficult 
customer . 

7. Do you have sales techniques? 

8 . The basis of your business seems to be personal 
service . Is that how you see it? 

9 . What sort of enjoyment do you get from dealing 
with customers ? 

a) Probe for a balance in the relationship . 

'10 . Are children problem customers? 

a) Probe for the amount children spend in the shop . 

E . Family and life style 

'1. How much does the shop involve your famiiliy? 

2 . How much does your private life and shop work 
overlap? 

3 . Is the shop a source of problems for you as a 
family? 

a) Probe for types of problems . 

4 . What do your children think about l ife in the 
shop? 



3. What would happen to customers if all dairies 
closed dovm? 
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4. What other services do you provide besides just 
selling goods? 

a) Probe for feelings about this. 

G. Pers onal factors 

1. What do you think the shop has done to you as 
a pe rson? 

a) Probe for personality changes . 

2 . How do you rate thi s job in terms of status? 

3. What sort of person do you think should go into 
a business like this? 

a) Probe for whe ther they are the pers on. 

4. Are you going to expand the business ? 

5 . Are you going to change the way you run the 
business? 

H. Money and meaning 

1 . Leaving a s ide money , what are the most important 
things about this job to y ou ? 

a) Probe for pl ace of money in priorities . 

2 . Could you tell me if you have ; a washing machine , 
television, Phone, car stereo , house? 

a) Probe for other items. 

b) Probe for ownership of items. 

3. How much income do you make from the shop? 

a) Probe for what money is spent on. 

I Aspirations and future 

1. What job will you go to after this? 

a) Probe for reason for leaving . 

2. 

3. 

What would you say is your goal to be achieved 
by working? 

Have things been getting better for you over 
the las t ten years? 



5. How many chances does the family get to do 
thi ngs together? 

a) Probe for the effects of this . 

6 . Do you like having the shop so close to your 

a) Probe for the problems this might cause . 

7. Does the amount of time yo~ put into the shop 
cut you off from social life in general? 

8 . Do you find it difficult to have friends? 
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home? 

a) Probe for friends from before the shop days . 

b) Probe for friends made through t he business . 

9. Do you have a sport , hobby , club or any interest 
of this sort ? 

a) Probe for the r eason for taking up activity . 

10 . How would you characterise your life ; family 
centred , work centred or leisure centred? 

11 • The sacri fices a family make to run a dai ry seem 
quite large . I s it worth it? 

12 . Do you have holidays , or breaks when you cl ose 
the shop ? 

13 . How has your marriage stood up to the st r a in of 
being in the shop together? 

14 . 

15 . 

a) Probe for adjustments made . 

b ) Probe for who is the boss . 

How do you divide up the tasks between you? 

(The wife) How do you manage the two jobs of 
helping i n the shop and looking after the house? 

a) Probe for husband ' s help in the house . 

16. Do you draw on relatives t o help in the shop? 

F. Comm~nity role 

1. Do you think that your shop is an important 
part of the community? 

2 . Do y ou think that pe ople think of the dairy 
as "our dairy"? 
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APPENDIX D 

Extract from field notes 



From f i eld notes recorded during an intervi ew on the 

28th October 1975 between 1 : 00 p . m. and 3 . 00 p . m. 

ON . I a r rived and the shop was empty . He saw me 

frofl the house and came out to get me . 

OC . It is a fact of life that the beginning of an 

intervi ew is tense~ I st i ll can ' t get over i t and 

255 . 

I can see that people just don ' t know what to expect . 

ON . We went into the house to find the wife cleaning 

up . The house looked very tidy . I asked her not to 

worry about tidying up for me and she replied that she 

always di d it about this time of day . I noted that she 

said she did i t . 

TN . In terms of Leemings traditional type of marri age 

couple these people , like all the rest seem to be 

traditional . She does the work around the house . Now 

this is interesting as it stands to reason that if she 

helps i n the shop he should help arouhd the house . 

MN . Ask a lot more questions about who does the 

housework and why? 

ON . We settled i nto the i ntervi ew quickly as they 

seemed happy to talk after a few minutes chat . Clearly 

i t he l ps to reassure them of confi dentiali ty and to 

find some common link which sets up a mutual a t trac t ion . 

ON. They came into the shop because they wanted to 

have a go at doing their own thing . 

ON. He used to drive a taxi i mme diately before he 

came int o the shop but he coul dn ' t s t and the c ontrol 

ot he rs had over hi m s o he thought he woul d t ry to d o 

s omethi ng on hi s own . 



TN. Once again the shop emerges as a chance for 

opportunity to be one's own boss . 

MN . Make up a memo on the idea of the shop as an 

opportunity device . 

256. 

ON . He wanted to prove himself , prove he could do 

something on his own. Looked at all sorts of places . 

The dairy suited him because it had a house attached 

and they could therefore get in for less . 

TN. I note once again that the wife fades as we 

begin to talk about why t he shop became an occupation . 

is it not her career too? 

MN . Check status heirarchy in the shop . 

OC. How would I feel living so close to my place of 

work? This is a feature of work in the olden days . 

Perhaps I could ask if it has any advantages . 

ON. These people have not been in the shop long (9 

months) but he seems already a bit distubed about the 

l ack of support he ge t s from the community. He claims 

that all he needs is about ten dollars a week from the 

customers each and he would be right . But they buy 

el sewhere . 

TN. Same story of lack of support from the community . 

Why do they think that people won 't support them? Is 

it the retail i mage idea I have been playing with? 

MN . How do the owners think the shoppers see them? 

The above extract represented the first stage of 

analysing the data. It also s erved as a valuable mid ­

point in the handling of data. The data i n this form 

served as an i ndex back to t he raw data on the tapes, 

and it provided the basis of highe r forms of analysis. 




