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Abstract

To what extent can ownership of products and services be related to the
importance of personal values in the Canadian provinces of Ontario and Quebec?
Personal interviews were conducted in both provinces with 494 representative
households outside the largest metropolitan areas of Toronto and Montreal.
The findings confirmed the presence of significant differences in ownership
and personal values between respondents in the two provinces. A comparison
with one previous study indicated that values tend to shift with time and with
geographical area. Personal values were found to be reliable predictors. of
consumption in the province of Quebec only. Finally, a graphical illustration
demonstrated the relatively lower importance of values as compared to
geographical and socioeconomic descriptors.
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The recent resurgence of Quebec nationalism is likely to lead to a major
restructuring of the Canadian federation. Public hearings commissioned by the
Quebec provincial government point towards a forthcoming referendum on the
place of Quebec within Canada. It is thus currently appropriate to investi-
gate further differences in values and ownership patterns between French and

English Canadians.

Background

The two provinces of Ontario and Quebec, with 9.7 million and 6.7
residents respectively in 1990, are the two largest markets in Canada. The
overwhelming majority of French Canadians reside in the province of Quebec,
where French is spoken by 84.5% of the population. In the province of
Ontario, English as a mother tongue represents 79.6% of the population

(Canadian Markets, 1990).

French Canada maintains a strong cultural identity formerly based upon
religion, tradition, and a dominant family orientation. French Canadians in
Quebec have been depicted by their rural roots, minority status in Canada,
North American orientation, Catholic mentality, Latin disposition and French
outlook (Bouchard, 1980). In contrast to the French Canadian, the English
Canadian of Anglo-Saxon Protestant origin is pragmatic rather than theore-
tical, more social than individualistic, conforming rather than innovative,
frugal rather than spendthrift, and conservative rather than liberal (Henault,
1917). French speakers tend to be more introspective, humanistic, emotional,

and less materialistic and pragmatic than English Canadians (Mallen, 1977).

These differences in cultural traits may be related to the differences in

consumption that numerous comparative studies have indicated. For instance,



in Canada, Quebeckers are the largest per capita consumers of soft drinks,
wines, maple syrup and perfumes (Mallen, 1977). Additional comparisons
between anglophones and francophones have shown different attitudes and
behavioral responses towards the purchase of life insurance (Bergier, Gidengil
and Blydt-Hansen, 1980). The findings indicated that French-speaking consumer
had a more positive image of the usefulness of 1life insurance protection.

Francophones were also found more likely to own an individual life insurance

policy.

However, it should be clear that differences in consumption may be only
partly attributed to cultural differences, and that environmental, socio-
economic, and demographic variables should not be overlooked. Also, marketing
variables such as different fegional distribution and promotion may account
for consumption differences (Bergier, Rosenblatt and Laroche, 1980). However,
consumption differences were shown to exist even after social class and income
were removed 1in the greater Ottawa/Hull metropolitan area (Schaninger,

Bourgeois and Buss, 1985).

These past studies have mostly used data collected in the Canadian
bilingual metropolitan areas of Montreal or Ottawa. Within such areas, the
comparison may have been improved by considering the effect of assimilation.
A measure of the varying degree of acculturation was proposed by Kim, Laroche
and Lee (1989). Partial correlations were computed between the index of
English-French ethnicity and leisure selection criteria and participation.
Participation in various pastimes indicated that English Canadian ethnic group
tended to attend plays, concerts and lectures more frequently and that French

Canadian ethnic group tended to spend more '"free'" time.



In a recent article, Muller (1989) presented a cross-cultural analysis of
consumers' personal values contrasting the dichotomy of French and English
Canada. Values are guiding principles. Their relative importance to a person
reveal what the person deems worthwhile in life: what is worth striving for,
achieving, fostering, supporting, and protecting. The study of values can
serve marketing managers and planners in many ways. Research on values can be
useful for cross-cultural market analysis and for monitoring personal value

. orientations in the population to detect societal value shifts.

Data collected in the Muller study were from residents of Canada's three
largest metropolitan areas, Montreal, Toronto and Vancouver. Values were
found less efficient in classifying observations into three groups rather than
the more traditional English (Toronto and Vancouver) vs French (Montreal)
dichotomy. Significant differences were also observed among personal values

of French vs English respondants.

This study considers the impact of personal values on products and
services ownership and priority of acquisition for both English and French
Canada. Data for the research was collected outside the largest metropolitan
areas to avoid the confounding effect of varying degrees of acculturation.

The three following hypotheses are tested:

Hy: There are differences of ownership between respondents in the Canadian

provinces of Ontario and Quebec.

Hy: There are differences in the relative importance of personal values

among respondents in the two provinces.

Hg: There is a relationship between personal values and priority of acquisi-

tion in each of the two provinces.



Method

Survey design

Residents of five municipalities in Ontario (Hamilton, Burlington,
Oakville, Dundas and Mississauga) and three municipalities in Quebec (Sillery,
Loretteville and Quebec City) were surveyed. The percentage of French
speaking people in the Quebec Census Metropolitan area is 97.27% as compared
to 71.73% for Montreal (Canadian Markets, 1990) thus avoiding the
acculturation effect. A door to door survey of households was conducted
during the Spring of 1989. Households were selected randomly for a cluster
sample of neighborhoods based on low, middle, and high income from within the
five municipalities in Ontario and the thfee municipalities in Quebec.
Information from census tracts publighed by Statistics Canada was used to
confirm the income levels of the selected areas to be surveyed. Once the
three income areas were selected for each city, blocks were randomly chosen
from each of the income area. Each block was then surveyed starting at a
specific house number and working in a clockwise direction until three to four
households were surveyed. This method was followed for each block in each
income area in each city. A total of 494 (200 in Ontario and 294 in Quebec)

surveys were completed with an average response rate of 70%.
Survey instrument

Data was collected with a structured, direct personal questionnaire admi-
nistered in each respondent's home. Questions were read and filled out By the
interviewers. The heads of the households or their spouses were interviewed
since these individuals are usually the main decision makers and purchasers of

the products and services included in the survey. Direct personal interviews



with a structured questionnaire tend to result in a better understanding from
the respondents and to allow for closer control of the process thereby

creating a more accurate survey.
The questionnaire consisted of the following components:

1) A list of durable products and services was used to collect data about
current ownership, measured in numbers owned and relative importance of
acquisition. This was measured on a 1 to 10 importance scale (posing the

hypothetical situation to the respondent that he had lost all items

owned) .

2) A list of nine values with two support cards was administered in reversed
order. Respondents were asked to select the most important value and then
to rate the relative importance they attached (1" = '"not important" to

"10" = "extremely important') to each of the eight remaining values.

3) Socioeconomic and demographic descriptors were collected such as: home
ownership, type of -dwelling, year of birth, sex, presence of dependent
children at home, level of education, occupation, household income and

saving.

The nine-item List of Values consisted of: self-fulfillment, a sense of
accomplishment, being well respected by others, self-respect, a sense of
belonging, warm relationships with others, security, fun and enjoyment in
life, and excitement. The List of Values, a typology of terminal values
(desirable end-states) developed at the University of Michigan Survey Research
Center is based on the theoretical contribution of Maslow (1954), Rokeach
(1973) and Feather (1975). 1Its psychometric properties are detailed in Kahle

(1983). Research has shown (Kahle, Beatty and Homer, 1986) that the List of



Values, which closely corresponds with the human needs categories in Maslow's
hierarchy, is more closely related to major roles in 1life and everyday
activities, than does the more widely known Rokeach (1973) 18-item Value

Survey that has also been employed in consumer research.

The nine-item List of Values was available in French from previous
research (Valette-Florence, 1988 and Muller, 1989). A reliability analysis
was performed and reported in the Muller study. The alpha coefficients
(Cronbach, 1951) for the English (.80) and French (.76) versions indicated a

relatively high reliability for both instruments (Churchill and Peter, 1984).

Data

The characteristics .of both samples appear in Table 1. As can be seen
the sampling procedure was successfui-in providing an adequate representation
of various demographic strata. The predominance of the English language in -
the Ontario sémple is well achieved with 89.7%. As regards the Quebec sample,
the French language with 96.3% is close to the Quebec Census Metropolitan area
of 97.27%. In terms of a home ownership, Quebec with 72% is still lower than
78% in Ontario. In Quebeec a higher percentage of households (66%) than in
Ontario (49,5%) have dependent children at home. The distribution of
education indicates that Ontario and Quebec are similar in terms of university
exposure. A higher percentage of the Quebec sample (13% vs 5.6%) is found
with a grade one to eight education. Household income reflects the higher
income rating of Ontario (116) as compared to Quebec (90), in reference to
Canada as a whole (100) (Canadian Markets 1990). 1In terms of age, the average
year born of respondents in both samples is very similar (45 vs 43). With

respect to socioeconomic descriptors in Table 1, both samples may be conside-



Table 1

Characteristics of the sample respondents

Ontario Québec
(N = 200) (N = 294)

Home ownership:

Own 155 (77.9%) 212 (72.1%)

Rent 44 (22.1%) 82 (27.9%)
Sex:

Male 96 (48.0%) 122 (41.5%)

Female 104 (52.0%) 172 (58.5%)
Dependent children living at home:

Yes 99 (49.5%) 193 (66.1%)

No 101 (50.5%) 99 (33.9%)
Education:

Grades 1-8 11 (5.6%) 38 (13.0%)

Some high-school 23 (11.6%) 37 (12.6%)

Completed high-school 50 (25.3%) 55 (18.8%)

Community college, trade-school 45 (22.7%) 58 (19.8%)

Some university 21 (10.6%) 25 (8.5%)

Completed university 38 (19.2%) 51 (17.4%)

Post graduate 10 (5.1%) 29 (9.9%)
Language first spoken and still understood:

English 174 (89.7%) 7 (2.4%)

French 4 (2.0%) 283 (96.3%)

Other 16 (8.2%) 4 (1.3%).
Household income:

Less than $20,000 10 (6.2%) 42 (15.4%)

$20,000 - $30,000 15 (9.3%) 67 (24.5%)

$30,001 - $40,000 35 (21.7%) 55 (20.1%)

$40,001 - $55,000 31 (19.3%) 57 (20.9%)

Over $55,000 70 (43.5%) 52 (19.0%)

Age:
Average year born 45.5 43.3



red reasonably representative of households in the selected municipalities of

Ontario and Quebec.
Results

Figure 1 presents the average number of 33 products and services owned in
each sample. A multivariate statistical test of significance reveals that the
two samples are different in terms of ownership (Hotellings = .75, F = 10.45,
f = .000). Univariate tests for each product/service indicate that the
ownership of 23 products and services is statistically different between

Ontarians and Quebeckers.

As indicated in Figure 1, ownership of 20 out of 23 products and service
is higher in Ontario (cars, video recorders, Registered Retirement Saving
Plans (RRSPS), video cameras, telephone answering‘machines, etc.). In three
instances the reverse is true; ownership of cross-country skis, capital market
investments and burglar alarms is higher in the province of Quebec. These
three situations may be accounted for by climatic conditions (the longer snow
season in Quebec City), a Quebec provincial tax deduction to stimulate
investment in stocks, and a high promotion of home security systems endorsed

by municipalities involved in the Quebec sample.

Overall, these results are not surprising since higher income in Ontario

is reflected in a significantly higher ownership of 20 out of 33 products and

services involved in the study. With respect to H;, differences of ownership

between Ontario and Quebec are confirmed.

Comparisons of value importance are shown in Figure 2. A multivariate
statistical test indicates that the two samples are different (Hotellings =

.26, F = 14.24, P = .000). Univariate tests reveal statistical differences



FIGURE 1

Average number of product/service owned
in Quebec and in Ontario
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FIGURE 2

Comparison of value importance

Quebec(294) vs Ontario(200)
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for five out of the nine items on the List of Values. Differences are
observed in terms of the relative importance of the following categories of
values: self-actualization, esteem, belongingness, and excitement as desira-
ble end-states. More specifically, self-fulfillment, being well-respected by
others, self-respect, and warm relationships with others are valued more by

Quebeckers. However, excitement is valued more in Ontario.

A comparison of the present study, with value importance reported by
Muller (1989) on data collected two years earlier in different geographical

areas (Toronto and Montreal), is presented in table 2.

Table 2
Comparison of value importance with earlier study

Muller study Present study Possible expla-

(1987) (1989) nation for dis-

Quebec Ontario Quebec Ontario crepancies bet-
(405) (398) (294) (200) ween studies

Self-actualization:

Self-fulfillment 8.40 8.35 NS 8.59 7.78%% Translation
Sense of accomplishment 8.14 8.30 NS 8.38 8.34 NS No discrepancy
Esteem:
Being well respected 8.53 8.23% 8.44 7.88%% No discrepancy
Self-respect 9.06 9.08 NS 8.84  8.55%
Belongingness and love:
Warm relationships 8.42 8.43 NS 8.88 8.46%*% Translation
Sense of belonging 7.33 7.66% 6.72 6.83 NS Sample size
Safety:
Security 8.64 8.42 NS 8.24 8.26 NS No discrepancy
Physiological:
Fun and enjoyment 7.84 8.11* 8.12 7.90 NS Translation
Excitement 6.05 6.75% 4.94 6.32%% No discrepancy

*F p < .01 (two tailed)
* p < .05 (two tailed)
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As can be seen in table 2, similar results in the two studies are
obtained with respect to sense of accomplishment, being well respected,
security and excitement. However, self-fulfillmeﬁt, self-respect, warm

relationships and fun and enjoyment are different.

The divergent findings between the two studies can be attributed to the

following explanations:

1) The French translation of the List of :-Values was slightly different in
1989. The Valette-Florence (1988) translation prepared in France was used
and self-fulfillment was translated by "L'épanouissement personnel"
instead of "Consentement de soi'". The first expression has a lower conno-
tation of "selfishness'" than the second. Warm relationships was translat-
ed by "Relations chaleureuses avec les autres'" instead of "Liens chaleu-
reux avec les autres'. The first expression has a lower connotation of
"tightness" than the second. .Fun and enjoyment was translated by ‘'"Amuse-
ment et joie de vivre" instead of "Amusement et plaisir dans la vie". The
first expression has a lower '"material conﬁotation than the second. The

translation of the list was the same for the remaining values.

2) Sample sizes are smaller in 1989, thus more statistical power was availa-
ble in 1987. This may explain why 'sense of belonging" was significantly

different in 1987 and not in 1989.
3) The samples in 1989 was from different geographical areas than in 1987.

4) Some values may have truly shifted in the two populations of Ontario and

Quebec over this two year period.
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In spite of all the above explanations, the changes between 1987 and 1989
may somewhat account for the recent trend towards more autonomy in Quebec. In
1989, there is more relative importance of self-fulfillment and self-respect

and less relative importance of belongingness for Quebeckers.

In spite of changes between 1987 and 1989, differences in the relative
importance of personal values are still persistent between respondents in the

two provinces of Ontario and Quebec, thus confirming Hy.

The relationship between ownership (excluding artwork) and priority of
acquisition (posing the hypothetical situation of total loss) for both provin-
ces was relatively strong. Simple linear regressions of the average number of
products/services owned on the priority of acquisition were statistically
significant and associated with an RZ of .76 and .75 for Quebec and Ontario,
respectively. Thus it appears that, if people had to furnish their home once
again frqm scratch, their priorities of acquisition (excluding artwork) would
be closely based on their present ownership. The examination of the
relationship between personal values and priority of acquisition, to be
investigated by testing Hj3, can therefore -be extended to a relationship

between values and ownership.

To assess the degree of relationship between values and priority of
acquisition in each province, data were first cluster-analyzed using the
Euclidean distance and the Ward hierarchical procedure. Each group was formed
such that a high similarity of priorities of acquisition was attained within
groups and that large differences of priorities existed between groups. This
lead to a three group structure in Quebec and a two group structure in

Ontario.
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Discriminant analysis, for the three Quebec groups and the two Ontario
groups, was then used with values as predictors. Table 3 shows the classifi-
cation results for the Quebec data. Classification results in table 2 were
baséd on all available valid observations. Using the appropriate chance
model, the overall rate of 55.14% is a 20.66% improvement over . chance
(Cpro = 34.48%). However, using all observations leads to an overestimation
of the classification success. Therefore the analysis was repeated using half
of the data as a randomly selected hold-out sample. The overall rate of
correct classification was then 51.06% on the hold-out sample, for a 16.58%
improvement over chance. The two discriminant functions derived from the

analysis were both statistically significant at level p < .0l1. The perfor-

mance of these two discriminant functions was clearly substantial.

The same procedure was applied to the Ontario data. Classification
results for the two groups using discriminant analysis lead to an overall rate
of correct classification of 68.69% on a randomly selected hold-out sample of
50%. As compared to the proportional chance criterion of 54.90%, the correct
classification rate was a 13.79% improvement over chance. However, the

discriminant function was not statistically significant (p = .175).

Hypothesis three is thus partly confirmed, with values and priority of
acquisition showing a clear relationship in the case of Quebec data only. The
degree of discriminating power of the nine value items is shown in Table 4 for

the Quebec data.
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Table 3
Classification results for three-group discriminant analysis with values as

predictors (Quebec data)

Actual group Number of Predicted group Correct Percent
based on priority cases Number of cases predictions improvement
of acquisition over chance

61 62 63

61 100 65 22 13 65/111 33.66%
(34.25%) (58.57%)
67 118 36 51 31 51/92 15.02%
(40.41%) (55.43%)
63 74 10 19 45 45/89 25.22%
(25.34%) (50.56%)
Totals 292 111 92 89
Proportional chance criterion Cj., = 34.48%
Overall rate of correct classifications = 55.14% 20.66%
Table &4

Correlations between discriminating variables and discriminant functions

(Shown in decreasing order for all Quebec observations)

Function 1 Function 2
83.56% 16.447%
Fun and enjoyment .67 .00
Self-fulfillment .59 -.43
Sense of accomplishment .56 -.34
Self-respect .56 .06
Sense of belonging .56 .20
Warm relationships .52 -.23
Security 41 .36
Being well respected .38 -.20
Excitement .38 .50

The first discriminating function, accounting for 83.56% of variance, is

the most powerful in classifying the observations into the three subgroups.
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Fun and enjoyment with self-fulfillment are the two most important values in
predicting priority of acquisition. The second discriminating function

accounts for only 16.44% of variance and is mostly associated with excitement.
Limitations

The importance of values to predict priority of acquisition should be put
into an appropriate perspective. The relative importance of values as compar-
ed to geographical and socioeconomic descriptors is presented graphically in
Figure 3. The top ten products and services in terms of overall ownership,
and the nine value items in relation to the five dichotomized descriptors,

were used in a descriptive correspondence analysis (Hoffman and Franke, 1986).

As can be seen in Figure 3, the first two dimensions recovered a very
subsfantial amount (91%) of the variance in the data. The differences of
ownership between Quebeckers and Ontarians are consistent with Figure 1. More
cable TVs, video recorders, and cars are owned in Ontario. More cross-country
skis and capital market investments are owned in Quebec. The difference of
value importance between Quebeckers and Ontarians is also comsisternt with
Figure 2. Self-fulfillment and being well respected is closer to Quebec.

Excitement is closer to Ontario.

However, the most important result appearing in Figure 3 is that socio-
economic descriptors are differentiating ownership much more than the nine
value items. The relative position of the descriptors from the center of the
figure indicates the degree of differentiation in predicting ownership that
can be attained by the descriptors. In addition to the geographical descrip-

tors of Quebec and Ontario, income level appears to be a very powerful des-
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descriptor as well. However, age (above and below the age of 45) is less

efficient for differentiation.

Values, as compared to descriptors, appear much more closely clustered,
showing that they are thus relatively 1less efficient to differentiate

ownership.

Further limitations of the study are related to the cultural context
equivalence suggested by Douglas and Craig (1984). Since two different
cultures are involved with two different languages, all the problems involved
with cross-cultural reséarch are present. However, the authors were aware of
those problems and made every efforts to insure construct, measurement,

sampling, and instrument administration equivalence.
Conclusion and future research

The purpose of this study has been to further investigate the
French/Engliéh dichotomy in the Canadian market. Data from more culturally
homogeneous areas outside the large metropolitan centers were used. Ownership
differences were confirmed reflecting the higher income rating of Ontario as
compared to Quebec. A strong relationship was also uncovered between

ownership and priority of acquisition in both provinces.

Further investigation of value importance between respondents in the two
provinces indicated the persistence of an overall significant difference.
However, comparison with one previous study suggested that results are likely
to shift with time and with samples from different areas. In spite of the
need to be cautious about the observed shifts, the findings tended to indicate
that there is.more relative importance of self-fulfillment and self-respect

and less relative importance of belongingness for Quebeckers. The relation-
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ship between values and priority of acquisition was significant in Quebec, but
not in Ontario. Thus, from a practical standpoint, personal values were not

found to be good predictors of consumption for the English Canadian group.

The relative importance of values as a predictor of consumption should be
put into perspective. Socioeconomic descriptors are still relatively strong
predictors and future research incorporating lifestyles could help to enrich

the predictions of consumption choices in Canada.
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