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US ING C ONSUMERS ' VALUE ORIENTATIONS TO SEGMENT THE CANADIAN MARKETPLACE 

Abs tract 

Is the "Nine Nations of  North America" scheme useful for segmenting the value· 

orientations of  Canadians ? A study of  how probability samples of  r esidents in 

three such " nat ions 11 dif f er ed in their attachment to nine personal values 

conf irms that t he t raditional French/English-Canada segmentation s trategy is a 

better predic tor of  value dif f erences than a three-n�t ion approach. T he 

material, everyday- l i f e  consequences of value prioriti zation are also 

presented. 
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In a recent issue of the Journal of Market ing ,  Kahle ( 1 9 8 6 ) set out t o  tes t  a 

conceptualizat ion that appeared t o  have good prospects as a market 

segmentation tool based on regional differ ences in values and lifes tyles-- the 

Nine-Nations scheme for par t i tioning North Americans. The marketing community 

on this continent was qui t e  s t irred Up by Joel Garreau's ( 1 9 8 1 )  book The Nine 

Nat ions of North America and his theory that North America ' s  traditional 

boundaries were becoming meaningless as geographic segmentation schemes and as 

toois for predicting peoples ' reactions to the events t aking place around 

them. Garreau ' s  thesis was that nei ther conventional pol i tical entities --

e. g. , the 1 2  Canadian provinces and terri tories or the 5 0  United S t ates --nor 

standard r egional des i gnations ( e. g. , the West,  the Prairies , Atlantic Canada, 

Central Canada or , in the U. S . , the Midwes t , Wes t , South , Middle Atlantic)  

were valid or usef ul as  a means of  identi f ying dif f erences in the values , 

loyalties , interests and l i f estyles of Nor t h  America ' s  inhabitants. Rather, 

such d i f f er ences were c aused by numerous economic ,  social , cultural , 

topographical , and natural-resource f actors that def ined "nat ions " with 

altogether di f f er ent boundari es. I t  is  these f actors , Garr eau argued , that 

shape the values of a nation ' s  cit iz ens , not the es tabl ished political 

designations. Garreau ' s  analysis--as part icipant-observer--of regional 

dif f erences in values and l i f estyles l ed him to pos it that North America is 

actually a continent of  nine distinct nations : Quebec , The Foundry , Ecotopi a ,  

New England , The Empty Quarter, The Breadbasket , .Dixie ,  MexAmerica ,  and The 

Islands . 

A map of the nine nations r eveals a North America that is radi cally 

di f f erent f rom the f amiliar political one ( Garreau 1 9 8 1 , pp. 204-20 5). For 

exampl e ,  the Foundry , stretching along a north-sout h  axis f rom Sudbury,  

Ontario to Cincinnati ,  Ohio and Washington , D.C. , includes Chicago at its 
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wes tern border and New Haven , Connect icut at its eastern extreme. The nation 

of Ecotopia is a narrow strip along the Paci f i c  coas t , ext ending f rom southern 

Alaska to jus t south of San Francisco,  and includes Vancouver , Vi ctor i a ,  

Seatt l e ,  and Portland . Quebec is  the only "nation" whose boundaries remain 

intact on his·map. ' In terms of ·i ts ci tizens ' values , Garreau cl aims , the 

Foundry c i ty of  Toronto , say , has a lot more in common with Detroit, 

Cleveland , P i t tsburgh and Buf f alo , than wi th other Canadian cit ies like 

Montreal in Quebec or Vancouver in Ecotopia. 

In sum ,  Garreau ' s  Nine-Nat ions typology is based on his conjectur e  that 

regions with disparate physi cal environments , socio-political power , and 

economic prospec t s  have evolved into nine distinct cultures in North America. 

These cultur es have shaped its peoples' values which are ref l ected in their 

priorities , l i f es tyles , attitudes , outlooks on l i f e ,  and cons umption behavior , 

suggest ing that marketers have an alternate and , possibly,  more relevant and 

timely method of segmenting North American consumer s .  

Competing Value-Based Segmentation Maps 

From a Canadian marketing perspec t ive,  any new segmentation scheme would 

have to account f or the f undamental duality of a French and Engl ish Canada. 

True ,  there are many minority and ethnic subcul tures among the Canadian people 

that represent opportunities for narrower segmentation. S t ill , the two 

founding cul t ural groups whose inf luence dates back to 1608 , when Champlain 

founded Quebec , are numerically the two largest markets in Can�da : 1 5 . 7  

million English Canadians and 6 . 3 million French Canadians . This division of  

the country into two major cul t ures is recognized in many studies 'that attempt 

to isolate di f f erences in consumption behavior within Canada (e. g . , Lawrence, 

Shapiro and Lalji 1 9 8 6 ;  Schaninger , Bourgeois and Buss 1 9 8 5 ;  Tamilia 1 9 8 0 )  • 
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The overwhe lming majori ty of  French Canadi ans reside in the province of  

Quebec--by mother tongue , 8 1 . 4% of Quebec's population of 6. 5 million is 

French-speaking , 8. 9 %  English-speaking ( S t atistics Canada 1 9 8 7 ) . French 

Canada maintains a strong cultural identity stemming f rom religion , tradit ions 

and a dominant f amily ori entat ion . French Canadians in Quebec have been 

depicted by their rural roots , minority status in Canada,  North American 

ori entat ion , Catholic ment al i t y ,  Lat in dispos it ion and French outlook 

( Bouchard 1 9 80 ) . In contrast to the French Canadian , the English Canadian of  

Anglo-Saxon , Protestant background is  pragmat ic rather than theoretical , more 

soc i al than individualisti c ,  conf orming rather than innovative , f rugal rather 

than spendthri f t , conse rvative rather than l iberal ( Henault 1 9 71 ) . Agai n ,  in 

contrast t o  t he English Canadian ,  the French Canadian has an outlook that 

tends t o  b e  more humanis ti c ,  introspective , historically orien t ed , emotional , 

and less m at e ri alistic ( McCarthy , Shapiro and Perreaul t 1 9 8 6 , p .  2 5 0 ) . 

The s e  kinds of  diff erences suggest that the two cul tures are exert ing a 

s t rong inf luence on their inhabitants that would be ref lected in personal 

value diff erences . Thus, one way to evaluate Garreau's Nine-Nat ion typology 

f rom a Canadian position is to look for value-ori entation profiles among 

Canadian consumers which parallel the "nat ion" of Quebec and other "nations " 

that include C anadian t erritory .  The same can b e  done with French/English 

Can ada as a segmentation plan ,  in order to determine which typology has the 

better abi l i ty to predict value pro f i les and is , there f ore , of  greater use to 

marketers. A major purpose of  the present s tudy was to make this 

determinat ion . 

Kahl e ' s  ( 19 8 6 ) research pitted the Nine-Nation typology against U . S .  

Census Bureau regional designat ions in order t Q  determine which geographic 

segment at ion scheme better predicted diff erences in Ame rican consumers' 
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personal values. Using data f rom a large-scale survey of mental health among 

Amer ican adul ts r es iding in the copterminous United States (Verof f ,  Douvan and 

Kulka 1981 ) , he matched a respondent's geographic locat ion with that person's 

single mos t import ant value ,  as chosen f rom a list  of nine terminal values . 

With respondent s  assi gned to their respective "nat ions " as per Garreau' s Nine

Nation map , Kahle f ound that the proportion of people choos ing various values 

did not change f rom nation to nation. On the other hand, the distribut ion of 

mos t impor tant values among res idents of  a region did vary s ignif icantly 

across nine Census Bur eau regions o f  the 4 8  conterminous Uni t ed S t ates. Kahle 

concluded that , as a value s egmentation tool , the C ensus B ureau divisions were 

more usef ul than Garreau ' s  Nine-Nations typology. 

While Kahle ' s  s t udy relied on a huge amount of data collected in f ac e

to-f ace int erviews f rom a nationally representative U. S.  sample , i t  r emains 

incomplete in three r espects. Firs t , it  did not include a Canadian sample, as 

called for by the Nine-Na tions boundaries , thus making his conclus ions about 

no value dif f erences across nations somewhat t entative f rom a Canadi an 

viewpoint. Second , peopl e  typically do not possess just one, all-important 

t erminal value. As Rokeach ( 197 3 ,  p. 1 1 )  car ef ul ly points out , people have an 

organized syst em of  values within which each acquired value is  assigned a 

d i f f erent prior i t y. Thi s total value system is s t able enough to ref lect an 

individual ' s  dist inct personality, yet suf f iciently uns table to permit a 

reordering o f  value priorities when a person react s  to changes in societ y ,  

cul t ure and personal experience, a s  might occur , f o r  inst ance, upon regional 

relocat ion. Third , Kahl e ' s  s t udy did not determine the specif ic consequences 

of differing regional values. What interes t s  and consumpt ion priorities do 

people with dif f ering value prior i t ies have; what activities are import ant to 

them? Though he does discuss the possible implications for marketing 
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management of di f f erences in regional values , these are conj ectural and not 

based on empirical f indings . 

The present s t udy adds to Kahle ' s  {19 8 6 )  contribution by 

1 .  Examining Canadian data for the purpose of  detecti ng cul tural 

differences in values across two rival value segmentation 

s c hemes--Garreau's Nine-Nations typology and the traditional 

English/French-Canada typology; 

2. Measuring value priorities wi thin a person's value sys tem; 

3. Exploring the causal association between personal values and the 

importance or priority a t tached to various aspects of a person's 

everyday l if e :  recreation , healthcar e ,  t he e conomy , educat ion , 

c l imate ,  transportat ion , crime , arts and cultur e , and hous ing . 

Research on Consumer Values 

To begin wi th a definition of  terms , values are cognitive representations of 

various human needs , tempered by societal demands ( Rokeach 1 9 7 9 , p. 4 8 ) . 

Values are guiding principles , and their relative importance to a person 

reveal what t he person deems wort hwhi l e  in lif e--what is wort h  striving for , 

achieving , fostering , supporting and protect ing . People have terminal values , 

i . e . , desirable end-s tates of existence that could be l abeled , for example , � 

sense of  accomplishment, self-respect , securi t y ,  a n  exciting l i f e; people also 

have inst rumental values--desirable modes of conduct conveyed by adj ectives 

like ambi t ious , cheerful , courageous , hones t , imaginative , pol it e , and so on , 

that enable people to achi eve their terminal values . People typically possess 

a sys tem of values , or value hierarchy ,  within which individual values have 

been prioritized or assigned a relat ive importance . Hence , t he term value 
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orientat ion denotes the impor tance attached to a generic value. 

Ten years ago , in the f irst edition of the Review of Marketing ,  an 

overview of the current cons umer behavior literature indicated that research 

on values was still  in an embryonic phase--in the introduction stage of the 

research-topic l i f e  cycle (Bet tman , Kassarji an and Lutz 197 8 ) . The gradual 

gain in prominence of this topic in today's r esearch li terature hints that 

value research is approaching its growth s t age ( cf .  Vinson , Scott and Lamont 

1977;  Munson 1 9 84; Munson and McQuarrie 1 9 8 8 ) , though some observers believe 

that the topic has not received the emphas is i t  deserves ( Cook 1988 , p. 8 ) . 

In either cas e ,  the prol i f erat ion of  terms for the values concept betrays i t s  

mul tidisciplinary nature and its cont inuing interes t  to marketing scholars . 

Various marketing s tudies ref er t o  them as consumer values ( Scott and Lamont 

1 9 73 ) , cul t ural values (Henry 1 9 76 ) , human values ( Cl awson and Vinson 1 9 78 ) , 

per sonal values ( Vinson and Munson 1 9 7 6; Munson and Mcintyre 1978;  Reynolds 

and Jolly 1980;  Pitts  and Woods ide 1 9 8 4 ) , social values ( Robertson , Ziel inski 

and Ward 19 8 4 ,  p. 3 54; Kahle 1 9 8 5 ) , and psychological values (Garling , 

Lindberg and Montgomery 1 9 8 7 ) . 

This scope of  academic activity points to s everal promising areas of  

inquiry leading to a bet t er grasp of  the c auses and ef f ects of cons umer values 

and where market ing prac titioners might put such knowledge to work. A review 

of recent s t udies shows that empirical f indings f rom value research can 

ultimately serve marketing managers in at least five ways ( see also Munson 

1984; Vinson , Scott and Lamont 1 9 7 7 ) .  

One aspec t  o f  personal values is  their direct impact on pref erences for 

products and brands. In search of  value f ul f illment , cons umers seek out , 

identify with and consume products and services that can deliver attribut es 

and " consequences " r elated to spec i f i c  personal values ( Perkins and Reynolds 
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1 9 8 8 ;  Reynolds and Gutman 1 9 88;  1 9 84 ) . Similarly,  certain everyday act ivities 

( Garling , Lindberg and Montgomery 1 9 8 7 )  and leisure/recreational alternat ives 

(Pi t t s  and Woods ide 1 9 8 6 ) are cheri shed or pursued by consumers trying to 

f ul f i ll their value orientat ions. Thus , research f indings which help identify 

segments possessing common value orientat ions allow the marketer to design 

products and promotional s tr ategies that remain consistent with a segment ' s  

values. 

A second aspect of  this research that should prove valuable is its  

appl ication to cross-cultural market analys is. Since values are cul turally 

determined , t his focus should yield i nsights into a market's prevailing values 

and whether a contemplated marke t ing activity is  compatible wi th core values. 

Thi s  applies to subcultures wi thin a domes tic market as wel l  as to 

international marketing e f forts. Though some headway has been made in this 

direction (Beat ty , Homer and Kahle 1 988; Munson and Mcintyre 1 9 79; Powel l  and 

Valencia 1 9 84; Tse , Wong and Tan 1 9 88 ) , the state of the art is s til l far 

short of  a systematic , proven procedure for the cul tural and value 

orientational analysis of  a f oreign marke t ' s  pot ent ial. A third conceivably 

f ru i t f ul aspect is  the academic work being done on the value measures , 

themselves. Several marke ting s cholars have turned to improving value

measurement methodology and developing or adapt ing value inventories that are 

relevant to consumption and f easible for survey research settings ( Beatty et 

al. 1 9 8 5 ;  Kahl e , Beatty and Homer 1 9 86; Munson and McQuarrie 1 9 8 8; Reynolds 

and Jolly 1 9 80 ) . Standardized and validated procedures and ins truments would 

be immensely useful to both domestic and international marke ters , and make 

f indings and benchmarks much more comparable. 

·A f ourth promising aspect of this empirical work is the monitoring of 

personal value orientat ions in the population and the detection of societal 
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value shif t s . Demand forecast ing, market planning , s trategic management , and 

public policy depend not only on population proj ections in various segments , 

but also on information about value changes over t ime . The only way to obtain 

the lat t er is  through periodic value surveys of  nat ional probability samples , 

s imilar in design t o  annual l i f estyle surveys ( e . g . , Horn and Wells 1 9 84 ) . 

Though indust ry ,  not academics , took the initiative for monitoring values in 

the U . S .  ( Mitchel l  1 9 83; Yankelovich 1 9 81 ) , there are signs that academics 

will establish value monitors that are in the public domain ( Kahle , Poulos and 

Sukhdial 1 9 8 8; Robin 1 9 84 ) , although they are monst rously expensive and exact 

a long-term , programmatic research commi tment . 

Finally,  a f i f th aspect of academic research with potential applications 

is the identif ication of  correlates and antecedents of  consumers ' value 

orientations . Only recently have marketing scholars begun to identify classes 

of var i ables that contribute to the development and restructuring of peoples ' 

value sys t ems ( e . g . , Crosby , Gill and Lee 1 9 84 ) , and that could be used as 

clustering variables in value-segmentation strategies . Aside f rom culture and 

subculture , mentioned earlier , Munson ( 1 9 84 ,  p .  1 8) calls attent ion to both 

micro ( e . g . , s t atus in lif ecycle , age , education , s ex ,  IQ) and macro variables 

( e . g . , race , religion , ref erence groups) that might govern the acquis i t ion or 

realignment of  value priorities . I f  several of these prove to be powerful 

antecedents ( or correlates ) , then practit ioners can achieve value segmentation 

simply by isolating clusters of consumers characterized by exact levels of 

j us t  such micro/macro variables . 

In light of the above review , to which resear ch areas does the present 

study contribut e ?  Its f indings could contribute in three ways , given that the 

purposes of  this study were to 

• Examine cultural antecedents of value f ormation and evalua t e  the 
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consequences of dif ferent values on urban living prior i ties . 

• Evaluate two competing procedures for segmenting Canadians in 

l arge metropol i t an areas by their value orientat ions . I t  thus 

represents a cross-cultural market analys is yielding insights into 

a marke t ' s  prevailing values . Canada , according t o  Garreau , is 

not one nation, but six dif f erent nat ions , three of  which were the 

f ocus of this s tudy--Quebec , The Foundry , and Ecotopia . Hence , do 

the personal values of urban C anadians d i f f e r  across Quebec , The 

Foundry , and Ecotopia? This s tudy tested the proposit ion that the 

Garreau typology is a more useful means of segment ing the Canadian 

marke tplace by geographic regions characterized by common values 

than the conventional , cultural division of English and French 

Canada . 

• Examine the consequences of personal values by analyzing the 

priori ties that consumers living in l arge me tro areas give to 

various aspects of  c i ty lif e .  In search o f  value ful f illment , 

what services , f acilit ies and amenities are important to urban 

consumers ? 

To summarize , in keeping with the primary purpose of  this s tudy , the 

fol lowing general hypothesis is o f fered : 

H1: A three-nation ( Quebec-The Foundry-Ecotopia)  

clas s i f icat ion based on the Nine-Nation typology is a 

better predictor of value orientation segments among 

urban Canadians than the tradit ional French/English

Canada segmentation scheme . 



Survey Des ign 

1 1  

Met hod 

Residents of  Canada ' s  t hree l argest metropolitan areas , Montreal , Toronto and 

Vancouver , were s urveyed to r epresent Quebec , The Foundry, and Ecotopi a ,  

respec t ively. During April/May o f  1 9 8 7 , a probability s ampl e  o f  1 , 20 5  adults 

( ea. 400 per city)  was que s tioned via computer-ass isted telephone int erviewing 

f r om a central r esearch f ac i l i t y  in each city .  Hous eholds were contacted by 

telephone , using an incremental random sampling technique which would include 

new l i s tings and unl i s t ed numbers in the s ample frame. Wit hin each household 

cont acted , one r espondent was s e lected randomly usi ng a mod i f ication ( Bryant 

1 9 7 5 )  of t he Troldahl and Carter ( 1964)  procedure in order to balance sex and 

age among persons , 18 years and ove r , c hosen for the interview . 

Value Measures 

Respondents were asked to rate the import ance t hey attached ( " 1 "  = " not 

impor t ant , "  to  " 10 "  = " extremely importan t " )  to each of  nine personal values : 

s e l f -respect , secur i ty ,  warm relationships with others , a sense of 

accompli s hment ,  f un and enjoyment in lif e ,  self-fulf illment , being well 

r espect e d ,  a sense of belonging , exci tement. This List of Values, a typology 

of t erminal values ( desirable end-states ) developed at t he University of 

Michigan Survey Research Center ( Vero f f , Douvan and Kulka 1 9 8 1 , pp. 142-14 6 ) , 

is based on the theoretic contributions of  Maslow ( 1 9 5 4 ) , Rokeach ( 1 973)  and 

Feather ( 19 7 5 ) .  Its psychometric properties are detailed by Kahle ( 1 9 8 3) . 

Research has shown ( Beatty et  al . 1985;  Kahl e ,  Beat ty and Homer 1 9 8 6 ,  p .  40 6 )  

that the List o f  Values--which can be sys tematized to closely correspond wi th 

the human need categories in Mas low 's hierarchy--relates more closely to maj or 



1 2  

roles in l i f e  and everyday act ivities (work , leisure , marriage , parent ing , 

consumption )  than do the more widely known Rokeach ( 19 7 3 ) Value Survey ' s  1 8  

terminal values that have also been employed i n  consumer research . 

To negate any response set due to order, the presentation order of  the 
I 

values was rot ated f rom interview to inte rview . The same was done f or the 

domain ques tions des cribed , next , and for the variables wi thin each domain . 

City-Li f e  Domain Measures 

Citizens were also asked , on the s ame 1 -to-10 scale , the import ance " to your 

s atis f act ion with your life in a c i ty" of  58 indicators of a city ' s  qual ity of 

lif e .  Thes e  indicators are measures of a metro are a ' s perf ormance , 

sophis t ication or desirability in 1 7  major domains of  urban living, and are 

lis t ed in Table 1 .  The indicators were adapted f rom livabil ity variables 

included in Boyer and S avageau ' s  ( 1 9 8 5 )  Places Rated Almanac , and parallel the 

urban qual i ty-of -l i f e  domains typically measured in social research ( e . g. , 

Currie and Thacker 1986;  Curtin 1 9 7 6 ;  Fox 1985;  Goldberg and Mercer 1986;  

Michales 1 9 8 5 ) . Such indicators are generally cons idered to tap everyday 

activities , int eres ts and priori ties in an individual ' s  l i f e  and to represent 

the more general , environmental { as oppos ed to privat e )  sources of  a person ' s  

happiness and s atisf ac t ion . Answers on individual indicat ors were later 

averaged within domains to reveal what priori ty a respondent assigned to low 

housing cos t s , f avorable economic c limate , low crime rates , many 

transportation options , etc . The idea was to show the consequences of a 

consumer ' s  value orientations by examining which personal values bes t 

predicted the import ance people at t ached to various aspects of urban living . 

Table 1 about here 
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Resul ts 

Comparison o f  Value Segmentation Schemes 

Table 2 shows the mean importance rat ing given to nine personal values by 

citizens of Quebec , The Foundry and Ecotopia .  The higher the mean , the more 

important that value is to res idents . To enhance their interpretat ion , the 

nine values have been blocked and ordered in the t able to correspond with the 

f ive human need categories in Mas low ' s  ( 19 5 4 )  hierar chy ( see Verof f ,  Douvan 

and Kulka 1 98 1 , pp . 144-145 ) .  Thus , excitement and f un and enjoyment in l i f e  

a r e  values express ive of physiological needs; secur i ty is the value driven by 

saf ety needs; a sense of belonging and warm relationships with others are 

expressive of belongingness and love needs , and so forth , up the hierarchy . 

Though one-way ANOVAs reveal that value orientat ions dif f e r , overall , at � < 

.OS for f our values and � < . 10 for two other values , an interesting pattern 

is revealed by mul tiple-comparison tests of  dif f erences at � � .OS. In six 

out of nine cases , it  is Quebec that dif f ers significantly f rom either 

Ecotopia or The Foundry . In one cas e , onl y ,  ( securi ty) do The Foundry and 

Ecotopia diff er f rom each other in value orientation . 

To check how well this set of value orientat ions predicts "nationhood,''  

the data were submit t ed to a three-group discriminant analysis . The ent ire 

sample was randomly split in half . One half was used to est imate the two 

discriminant functions; next , their ability to correctly classify citi zens of 

the three nations was t es t ed on the hold-out sample .  Only one of  the two 

functions was s tatistical ly significant and it accounted for vir tually all of 

the variance attributable to dif f erences among the groups (Wi lks ' lambda = 

. 9 2; X218 = Sl. 9 ,  p < . 001 ) . The c l assificat ion resul t s  appear in Table 3. 

Overall , the three-nation scheme results in 42. 5 %  correct classif icat ions and 
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the proportion corr ec t ly clas s i f i ed varies f rom 20% f or The Foundry, to 64% 

for Ecotopia . Note that the maj ority of Foundrians have been misclassif ied as 

Ecotopians , even though the prior odds of being correctly classif ied are 

virtually the same f or each nat ion ( � . 33} . A clearer picture is  obt ained f rom 

the las t two columns in Table 3. Of the 1 8 4  persons classif i ed as Quebecois, 

89  ( or 48. 4%} were actually Quebecois . That is a 1 4 . 7% improvement over the 

chance percentage of 33 . 7. The predictions for The Foundry and Ecotopia are 

wors e ,  represent ing improvements over chance of 5 . 4  and 7 . 6 ,  respectively . 

Table 2 and Table 3 about here 

The findings , thus f ar ,  do not bode well for the Three-Nation conception 

of urban Canada . Tables 2 and 3 imply , however , that Ecotopia and The Foundry 

are much closer to each other in personal value ori entat ions and that both 

d i f f e r  f rom Quebec . S ince the proportion of  French Canadians in t he 

populat ions of  Toronto { The Foundry) and Vancouver { Ecotopia)  are 1 . 5 % and 

1 . 6% ,  respectively , and the two cities are overwhelmingly English Canadian 

{ S tatistics Canada 1 9 8 4 ) , the observed diff erences sugges ted a Quebec vs . 

Engl ish C anada dichotomy , i. e . , more in alignment with the traditional French/ 

English-Canada division. In Montreal ( Quebec ) ,  however , the proport ion of 

English Canadians ( at l east by mother tongue ) is about 18%--vs . 70% French 

Canadians. To correctly test the segment ation scheme of  French vs . English 

Canada , the Quebec sampl e  was par t i t ioned into 320 French Canadians and 8 5  

English Canadians , and the latter were pooled with the cit izens o f  Toronto and 

Vancouver to represent a sample of 8 8 5  English Canadians . 

Rese arcih done in Metropoli tan Montreal has shown that the measure , 

language of returned bilingual mail questionnaire,  correctly identif ies French 
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and English Canadians in 90 . 4% of cases ( Bergier 198 6 ) .  In the present s tudy , 

Montrealers wer e  given the opt ion of  being interviewed in French or English. 

Thus, l anguage of  int erview was the basis for separating Montrealers into 

French and English Canadians . 

Tabl e  4 gives the results of  a random , 50/ 50 split-sample discriminant 

analysi s  of French vs . Engl ish C anada . The personal values are ranked in 

order of  discriminating power . The mean importance scores in the last two 

columns show in which direction the two cul tures d i f f e r  in their value 

orientations . In contrast to their anglophone coun t rymen , French Canadians 

collectively come across as more security minded , more desirous of  respect 

f rom others, less concerned wi th a sense of belonging ( i . e . , more 

individuali s t i c )  or accompl ishment , and eschewing exci tement or fun and 

enj oyment in lif e .  

Table 5 shows how the est imated discriminant funct ion classif ied the 

hold-out sample . The earlier , Three-Nation discriminant functions had 

correctly classif ied 43% of citizens by the i r  value orient ations . The singl e ,  

two-group f unct ion was able to correctly predict 7 2 %  of French and English 

Canadians , a l though these result s  need t o  be evaluated with the appropriate 

chance model s  in mind . The overall r ate of 72% correct classif ications is a 

12% improvement on chance { Cpro .  = 6 0%) . Even though the correct prediction 

of French Canadians appears dismally low , one should remember that class ifying 

a person as a French Canadian defies the prior odds since only 28% of the 

sample ( and , incidentally , about 24% of Canada ' s  population) are actually 

French C anadi an .  The performance of thi s two-group discriminant f unct i on is  

mos t clearly seen in the las t  two columns . Of the 43 people classed as French 

Canadian , 21 or 48 . 8% were correct determinations--a 20 . 7 % improvement on 

chance . Overal l ,  these f indings do not support H1. Contrary to the 
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hypothesis , the French/English-Canada dichotomy is a better predic tor of value 

orientat ions than a Three-Nat ion typology based on Garreau ' s  Nine Nations . 

Table 4 and Table 5 about here 

Cons equences of  Personal Values 

Table 6 reveals how value orientations translate into individual priori ties . 

The results were obtained by regressing 1 , 199 peoples ' value-importance scores 

on the importanc e  scores they gave to various services, ameni t ies,_ and aspects 

of  life in a city. Wi th e ach of  the 17 city- l i f e  domains serving as a 

dependent measur e , the regression equations tell which personal values are 

associated wi th domains considered relatively impor t ant to a person ' s  

sat i s f action with a city , as a place to live. For example , consumers who 

place a high importanc e  on low hous ing costs tend to value security and being 

wel l  respected , have a stronger sense-of-belonging orientation,  are more 

devoted to f un and enj oyment in l if e ,  et c . , than those who do not give this 

aspect of urban life such a high priority . Note the negat ive betas of some 

personal values in certain domains. For example , consumers who place a higher 

priority on many public golf courses , many 10-pin bowli ng lanes , or 

professional spectator sports also place a lower importance on the value 

self-ful f i l lment. Put ano ther way , people who give a high priority to this 

value--expressive of Maslow ' s  ( 1954 ) "self -actualization" need--do not see 

bowl ing , gol f i ng and spect ator sports as activities that would actualize 

self -ful f il lment . 

A dummy variable was created for French Canadian respondents to account 

for any e f f ects of culture in each equation. Only personal values that passed 

the p = . 05 tolerance test in st epwise regress ions are included in the 
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equations . Also, s ince the correlat ions among the nine values ranged between 

. 1 5 7  and . 46 8  ( averaging . 301 ) , the f indings are relatively f ree of 

mul ticollinearity concerns . S t i l l , the exclusive reliance on personal value 

ori entations as predictors of  city- l i f e  priorities results in f airly low 

levels of  explained variance ( adjusted RZ varies between . 21 and . 04 ) . 

Table 6 about here 

Discussion and Implications 

Value Segmentat ion 

With the increased interest in personal values as a potent variable in 

marketing strategies aimed at  consumers , the question arises as to how 

consumers can be e f f ec t ively segment ed by their value orient ations. Garreau's 

( 1 9 8 1) Nine-Nations concept has been attractive for its  poss ibility as one 

such segmentation tool . Appl ied to the Canadian marketplace, six of  these 

"nations'' would be relevant , of which three were the f ocus of this study . 

Since culture is  such a s trong determinant of  values,  an alternate value 

segmentation tool is t he French/English-Canada dichotomy that has long been in 

use among marke t ers catering to both cultural groups . A maj or purpose of this 

s tudy was to determine which of two value-s egmentation schemes was mor e  valid 

and useful i n  the Canadian context . 

The f indings verify that di f f erences in consumers ' value orientat ions 

are more apparent when one divides the populatio"n into French and English 

Canadians , rather than into Ecotopians, Foundrians and Quebecois , as per the 

Nine-Nations scheme . Thus , marketers serving both French and English 
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Canadians can continue to rely on this tradit ional cultural dichotomy in order 

to devise a success ful marketing mix and avoid making market ing mistakes . 

These data support Kahle ' s  ( 19 8 6 )  f indings when the same List of Values was 

applied to the United S tates population, segmented according to Garreau ' s  map 

of the nine nat ions. The Nine-Nations typology f ailed to differentiate people 

by their principal value orientation . 

S tudy Limitat ions 

In all f ai rness to Garreau ' s  Nine-Nations-of -North-America theory, given the 

attent ion it has generated in U. S.  and Canadian marketing circles ( e . g. , Maj or 

198 3; Vredenburg and Thirkell 198 3; Whalen 1983) , this study represents a 

partial test o f  his regional typology among Canadians . First,  it  is based 

entirely on value orientations in only three of  the six nat ions . The 

"nations" of New England , The Breadbasket and The Empty Quar ter, making up the 

remainder of Canadian t erritory, were not examined f or d i f f erences in values . 

Second, the conclus ions about value dif f erences are limited to populat ions 

living in maj or urban areas in the three nations examined . Only citizens of  

Montreal ( Qu ebe c } , Toronto ( Ontario}  and Vancouver ( British Columbia) were 

sampled--al though it should be noted that about 80% of the popul ations of 

Quebec,  Ontario and British Columbia live in urban centers . A more 

comprehens ive test of  the theory ' s  utility as a value-based segmentation tool 

in Canada would include probabi lity samples f rom both rural and urban areas in 

all six nati ons . Dif f erences among nations would then be tes ted against 

alternate r egional desi gnations that have been used in Canad a .  

Another limitation of the study i s  its  aggregation of  Toronto and 

Vancouver c i t iz ens into one sampl e  representing Eng l ish Canada . I t  is 

acknowledged that any detailed s tudy of regional value orientations would have 
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to isolate t h e  relatively small but real presence of  French Canadians outside 

Quebec , as well as ethnic mi nori t ies in each region ( e . g . , I tal ian, German ,  

Chinese Cana dians) who may not possess the value orientations o f  English 

Canadians . Addit ional r e f i nements in research of  this type should also 

inc lude an examination of  diff erences between Canadi ans of  British origin and 

Canadians whose mot her tongue is l i s ted as English by Statist ics Canada . 

Values and C i ty-Li f e  Prior i ties 

A sampl ing from some of the f i ndings on what consumers f eel are impor tant 

aspects of  city l i f e  wil l  illustrate how marketing implications can be drawn 

f rom a knowledge of under lying values . Consumers for whom low housing costs 

loom large i n  importance are also those for whom s ecur i ty , respect f rom 

others , a desire to belong , f un and enj oyment , and s e l f -r espect are import ant 

values . Real-estate agents need to bear this in mind when prospec ts are 

searching for housi ng . The client concerned about low housi ng cos t s  is  mos t  

like ly to be a f i r st-t ime buyer who has not yet es tablished any equity i n  real 

estate . Once such a client is  ident if ied , one way to accentuate the 

desirabil i ty of  a property or r esidential neighborhood is to point out its 

abil i ty to provide security i n  resale value , its saf e ty f rom undesirable 

societal elements ( cr ime , heavy vehicle traf f ic ) , i t s  abi lity to give the 

newcomer a feeling of belonging in a f riendly neighborhood as well as a sense 

of acceptance and respect f rom immediate neighbors ,  i t s  closeness to varied 

f acilities that provide f un and enj oyment , and so f orth ,  dependi ng upon the 

agent ' s  abi lity to locate such an o f f ering .  

Consumers who consider i t  impor tant that their city have many good 

restaurants �re also those who place a higher priori ty on fun and enj oyment i n  

l i f e  and excitement--values that tend to have a low priori ty among the general 
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population . Thus , here is a segment whi ch looks f or excitement and f un and 

sees good restaurants as one source of actualiz ing values that are expressive 

of physiological needs . Yet , how of ten res t aurants get into a rut ( and into 

the red ) wi th standard , repe t i t ive menus--or , worse still , menus that decline 

in abi l i ty t o  s t imulate the senses--gradually losing the excit ing appeal of 

anticipat ion , innovativeness , or exotic variation . 

People who r egard it  relatively important for a c ity to have many 

heal thcare f ac i l i t i es also place greater s tock in values related to secur i ty , 

respect f rom others , self -respect and a f ee ling that they belong .  Suppose a 

hospi tal with a market ing slant was planning a f undrais ing e f f ort to tap the 

individual donor . The f indings imply that an e f f ec t ive campaign would include 

communications that emphas ized an erosion in the individual's secur ity by 

pointing out that f uture healthcare needs may not be met i f  the hospital ' s  

current s t ate of underfunding persists . In addit ion , the campaign could 

appeal to a prospective donor ' s  desire for respect and a sense of belonging in 

two ways . Firs t , it should be possible for donors to receive subs tantial 

public recognition f or their generosi ty ( the person ' s  name on a plaque of 

maj or donors ,  publication of a list of donors , a lapel pin that indicates the 

level of  philan thropy , etc . ) .  Second , there should be an opportunity for the 

donor to f ee l  a part of  the hospi tal ' s  f undrais ing e f f or t  by creating a club 

of donors who are kept permanently inf ormed of  the hospital ' s  act ivi ties and 

advances , are al lowed to visit and inspect the proj ects they have contributed 

to , and are given nominal des ignations that imply they belong to an ongoing 

ef f or t  to keep a heal thcare f acility vibrant and funct ioning . 

Future Research 

From the viewpoint of market ing in Canada , future s tudies of consumer values 
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wil l  need t o  ponder t h e  ethnic diversity of  Canadians and t h e  poss ibil i ty that 

value-based segmentat ion can become more useful if f ine-tuned to these 

d i f f erences. Unlike the United S tates , whi ch is  depicted as a mel ting pot 

that t ends to ass imi late ethnic groups , Canada is  o f t en described as a salad 

bowl whose ingredients r emain relatively dist inct whil e  mixing with each 

othe r .  Some o f  this distinc t ness will likely show up i n  culturally unique 

value orientations with consequent economic behaviors. 

From the viewpoint o f  value research methodology , a study of this nature 

underscores some of  the areas that need further work. One is  the issue of 

which value inventory to use in market s tudies . The three mos t commonly used 

inventories have been the Rokeach Value Survey , the propr ietary VALS ( Values 

and Life S tyles ) i t ems , and the newer and much shorter Lis t of  Values.  Though 

some marketing researchers have proposed the need f o r  very spec i f i c  

consumpt ion-oriented value inventories , only f urther research can t e l l  which 

approach yields value prof iles that are reliabl e , complete and actionable for 

the marketer . 

Another area i s  the actual measurement of value orientations , i. e. , 

getting a grasp on how a given set of  values have been priorit ized by the 

consumer. In this s tudy , the 10-point Likert scale with which value

importance measures were t aken over the telephone tended to elicit importance 

ratings at the high end of the s cale. Apparent ly , people are reluctant to 

assign a low import ance to what are obviously supposed t o  be important things 

in l i f e  to many people .  Research focusing on personal value measurement has 

shown that this " end-piling phenomenon'' is not serious and therefore does not 

outweigh the usefulness of the rating-scale approach in marketing applications 

( Munson and Mcintyre 1 9 7 9 ) .  Howeve r , i f , as Rokeach ( 197 3 )  point s out,  people 

dist inc t ly align values in some sort of  hierarchy of  impor tance to them, then 
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end-piling works against a clear ly art i culated syst em of  values . A creative 

breakthrough f or teas ing out real ( and at leas t  intervally-scal ed )  diff erences 

in value priorities , in a manner that is f easible in telephone and mail survey 

research , would be a very welcome contribut ion to value-based market ing 
I 

research . 

� 
! 
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TABLE 1 

5 8  Indicators of City L i f e  in 1 7  Domains 

1. Low-Housi ng-Cos t Variables 

• Low cost s  f or heating , electricity and water , as compared with other 

cit ies 

• Low property taxes , as compared with other cities 

• Low prices for homes , as compared with other c i t ies 

• Low monthly rents for apartments ,  as compared with other cities 

2.  Favorable-Economic-Climate Variables 

• A low cost of l iving , as compared with other cities 

• H igh salary levels , as compared with other cities 

• Low sales taxes and personal income taxes , as compared wi th other c i t ies 

• A high g rowth rat e  for personal incomes , as compared wi th other cit ies 

• A high growth in employment opportunities 

3 .  Low-Crime-Rate Variables 

• A low violent crime rate , including murder , rape and armed robbery 

• A low property crime r at e , including �urglaries and the f ts 

4. Many-Transportation-Opt ions Variables 

• Short commut ing times 

• Many buses , subways and commuter trains 

• Many f re eways wi th at least f our traf f i c  lanes l inking it  with other towns 

• Many air l ine f l ights every day 

Many passenger train departures every day 
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TABLE 1 ( continued) 

5 .  High-Educational-Priorities Vari ables 

• Smal l  average class sizes in public s chools 

• A high priori ty on public schools , in t erms of spending by the ci ty 

• A large choice of col leges and university courses and programs 

6. High-Cal ibre- Cul tural-Amenities Variables 

• A large numbe r  of museums 

• Many clas s i cal musi c  radio stations 

• Many public television stations with educational and fine-ar t s  programs , 

shown wi thout commercials 

• Universi ties offe ring programs , facilities and public performances in the 

fine arts and the performing art s  

• A major symphony orchestra 

• Many professional theater groups 

• A professional opera company 

• A professional ballet or dance company 

• Public libraries with l ar ge collections of books 

7. Pleas ant/Mi ld-Climate Variables 

No very hot or very cold months in the year 

• Only a small difference in temperature between summer and winter 

• Very few days when the t emperature drops below freezing 

• Very little rain or snow 

No days in summer when the humidity is high 
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TABLE 1 ( continued) 

8. Many-Heal thcar e-Facilities Variables 

• Many physicians or medical doc tors 

• Many teaching hospi tals wher e  doctors are trained 

• Several medical schools 

• Many cardiac-rehabilitation clinics for heart patients 

• Many cancer-treatment c linics 

• Many fac i l ities providing long-term care for t erminal l y  ill  pat ients 

• Low cost s  f or heal thcare,  as compared with other cit ies 

9 .  Fluoridated Drinking Water 

1 0 .  No-Air/Water-Pollution Variables 

• No air pollution 

• No wate r  pollution in lakes , rivers and at beaches 

1 1 . Many Good Restaurants 

12. Many Public Gol f  Courses 

1 3. Many Ten-Pin Bowling Lanes 

14. Many Movi e  Theaters 
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TABLE 1 ( conti nue d )  

1 5 . Maj or-Visitor-Attractions Variabl es 

• A zoo 

A public aquarium 

• A f amily theme par k , nearby , such as Canada's Wonderland or Man & His 

World 

• A s ci ence center or planetar ium 

16. Professional-Spect ator-Sport s  Variables 

• An aut o-racing track 

• Many horse-racing tracks where people can place bets 

• Prof essional sports teams , such as hockey, f oo tbal l  or bas e ball 

17 . Natural-Recreation-Areas Variables 

• An oce an or a l arge lake 

• Large recreational areas of  inland wat er , including ponds , l akes , streams , 

canals or rivers 

• Mount ains nearby 

• Many municipal parks , gardens and other public green spaces 
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TABLE 2 

Mean Value-Import ance Scores for Three Nations and One-Way ANOVA Results 

Personal Values (Blocked & · 

Ordered to Correspond with 

Mas low's Need Hierarchy} 

( Se l f -Actual i z ation) 

Self-fulf i l lment 

A sense of accompl ishment 

( Es teem) 

Being well respected 

S e l f -respect 

( B elongingness and Love ) 

A sense of  belonging 

Warm relat ionships w/others 

( Saf ety) 

Security 

( Phys iological} 

Fun and enj oyment in lif e 

Excitement 

Significance 

QU�BEC THE FOUNDRY ECOTOPIA of Over al l  

( n  = 405 )  ( n  = 3 9 8 )  ( n  = 402 )  Dif f erences0 

8.40 8.3 5  8.41 ns 

8 . 14A 8 . 30 8 . 42 A . 07 5 4  

8 . 5 3 A8 8.2 3 8 8 . 00 A . 0001 

9 . 06 9 . 08 8 . 93 ns 

7 . 33 8 7 . 66 8 7.5 4  . 06 9 9  

8.42 8 . 43 8 . 3 3 ns 

8 . 6 4A 8 . 42 C 8 . 19 AC .0006 

7 . 84A8 8 . 118 8.20A . 01 2 8  

6 . 0 SAB 6 .  7 58 6 . 64A . 0000 

8 Group means with identical superscripts dif f er sign i f icantly at p � .0 5 in 

Duncan mul t iple-range tests . 
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TABLE 3 

Clas s i ficat ion Results for Hold-Out S ampl e  from 

Three-Group Discriminant Analys i s  

Actual Group 

QUEBEC 

THE FOUNDRY 

ECOTOPIA 

Totals 

No . of 

Case s  

( %  o f  

Tot al ) 

203 

( 33 . 7 )  

202  

( 33 . 6 )  

1 9 7  

( 32 .  7 )  

6 0 2  

Predicted Group 

No . of Case s  

(Percent of Actual )  

QUEBEC 

8 9  

( 4 3 . 8 )  

5 7  

( 28 . 2 ) 

38 

( 19 . 3) 

1 8 4  

THE 

FOUNDRY 

31 

( 1 5 . 3} 

41 

( 20 . 3} 

33 

( 1 6 . 8 )  

1 0 5  

ECOTOPIA 

8 3  

( 40 . 9 ) 

1 04 

( 5 1 . 5 )  

1 2 6  

( 64 . 0 ) 

313 

Proportional chance crit erion, Cpro. , = . 333 

Overall rate of correct clas s i fi c ations : 4 2 . 5% 

Correct Percent 

Predicti ons Improve-

as a % ment 

of Tot al Over 

Predicted Chanc e  

48 . 4  1 4 . 7  

39 . 0  5 .4 

40. 3  7 . 6  

9 . 2  
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TABLE 4 

Discriminating Power of  Personal Values in a Two-Group Dis criminant Analysis 

and Diff e rences in Value Orientations Between French and English Canadians 

standardized Cultural-Group Means ( S . D . ) b 

Discriminant for Value-Importance Ratings 

Function French Canada English Canada 

Personal Va1uea Coe f f icients (n = 3 2 0 )  ( n  = 8 8 5 ) 

Being well respected - . 58 8 . 49 ( 1 . 67 ) 8 . 17 ( 1 . 83 ) ** 

Excitement . 55 5 . 87 ( 2 . 5 3 )  6 . 70 ( 2 . 15 ) ** *  

A sense of accomplishment . 49 8 . 10 ( 2 .  0 0 )  8 . 3 5 ( 1 . 5 8 ) * 

A sense of belonging . 3 9  7 . 1 6 ( 2 . 27 )  7 . 64 ( 2 . 00 ) * * *  

Security -.3 5 8 . 61 ( 1 .  7 4 )  8 . 3 5 ( 1 . 66 ) *  

Fun and enj oyment in lif e  . 21 7 . 7 9 ( 1 . 97 )  8 . 14 ( 1 . 70 ) * *  

Warm relat ionships with others - . 1 9 8 . 41 ( 1 . 8 3 )  8 . 3 8 ( 1 . 6 9 )  

Self-fulf illment - . 16 8 . 44 ( 1 .  7 1 )  8 . 3 7  ( 1 . 57 ) 

Self-respect - . 14 9 . 01 ( 1 .  46 ) 9 . 03 ( 1 .  3 5 )  

aordered in descending impor t ance as a discriminating variable . 

bTwo-tail ed t t es t s  reveal that dif f erences in means are signif icant at 

***p � . 001 , **P � . 00 5 , *P < . 05 .  

-----r 
ii 
I 
j 
l 
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TABLE 5 

Clas s i fi cation Results  for Hold-Out S ampl e  from 

Two-Group ( French/English Canada) Discriminan t  Analys is 

Actual Group 

French Canada 

English Canada 

Totals 

No . of 

Cases 

(% of 

Total )  

1 6 9  

( 28. 1 )  

433 

( 7 1 . 9 )  

6 0 2  

Predict ed Group 

No . of Case s  

(Percent 

French 

Canada 

2 1  

( 12 . 4 )  

2 2  

( 5 . 1 ) 

43 

of Actual ) 

English 

Canada 

148 

( 87 . 6 )  

411 

( 9 4. 9 )  

5 5 9  

Proport i onal chance criterion, Cpro., = . 59 6  

Overall rate of cor rect classifi cations : 7 1 . 8% 

Cor rect 

Predict ions 

as a % 

o f  Total 

Predi cted 

48. 8 

7 3. 5 

P ercent 

Improve-

ment 

Over 

Chance 

20 . 7  

1.6 

1 2 . 2  
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TABLE 6 

Sets of Personal Values Whi ch Best Predict the 

Import ance People At t ach to 17 Domains of City Lif e  

Cit y-Li f e  Domain·· 

( Dependent Var i ab l e )  

Low housing cos t s  

Favorable economic 

climate 

Low crime rates 

Personal ·Values 

( Independent Variabl e s )  

Security 

Being well respected 

A sense of belonging 

Fun and enj oyment in l i f e  

Self-respe c t  

Dummy f or French Canada 

Secur i ty 

Excit ement 

Being well r espected 

Self-respect 

A sense of  accomplishment 

Beta Adj . R2 f o r  

Coef f icienta equation 

. 1 9 

. 10 

. 09 

. 09 

. 08 *  

. 06 *  . 1 4 

.20 

. 1 5 

. 11 

. 10 

. 08 * *  

Warm relat ionships wi th others -. 0 6 *  

Dummy f or French Canada . 05* .1 6 

Self-respe c t  . 16 

Securi ty . 12 

A sense of  accomplishment .10 . 08 

; 
Ii 
1! 
' 
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TABLE 6 ( continue d )  

Many transportation Being well respected 

options Security 

Fun and enj oyment in life 

Dummy for French Canada 

A sense of belonging 

High educational A sense of belonging 

priori ties Being wel l  r espected 

S e curity 

A s ense of accomplishment 

Fun and enj oyment in life 

High-cal ibre cultural Dummy for French Canada 

ameni t i es S el f-respect 

Warm relationships wi th others 

A sense of belonging 

Being well respected 

Security 

Pleasant/mi ld climate Security 

Being well respected 

. 18 

. 11 

. 10 

. 08 

. 08* * 

. 1 8 

. 12 

. 11 

. 07 *  

. 06 *  

. 11 

. 11 

. 10 

. 10 

. 10 

-. 07*  

. 1 5 

. 15 

. 11 

. 13 

. 0 8 

. 0 6 
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Many heal thcare 

faci l i t ies 

Fluoridated drinking 

water 

No air or water 

pollution 

3 3  

Security 

Being wel l  respected 

A sense of belonging 

Self-respect 

Security 

Being well respected 

A sense of belonging 

Self-respect 

A sense o f  accompl ishment 

Dummy for French Canada 

Being well r espected 

Security 

Many good restaurants Fun and enj oyment in life 

Excit ement 

Many public golf 

courses 

Dummy for French Canada 

Self-respect 

Being well respected 

Fun and enj oyment in life 

Being wel l  r espected 

Self-fulfillment 

Security 

. 22 

. 18 

. 16 

. 06 *  

. 14 

. 12 

. 06 *  

. 1 7 

. 11 

. 11 

. 09 

. 09 

. 1 6 

. 16 

. 14 

. 11 

. 09**  

. 17 

. 10 

- . 10 

. 07 *  

. 21 

. 06 

. 1 2 

. 14 

. 04 



TABLE 6 ( continued } 

Many 1 0-pin bowling 

lanes 

Many movie theaters 

Maj or visitor 

attractions 

Professional spectator 

sports 

34 

Securi ty 

A sense of belonging 

Self-fulf illment 

Being well respected 

Excitement 

A sense of accomplishment 

Dummy for French Canada 

Fun and enj oyment in life 

Excitement 

Dummy f or French Canada 

Being wel l  r espected 

Excitement 

Dummy for French Canada 

Security 

A sense of accompl ishment 

Fun and enjoyment in l ife 

Exci t ement 

Fun and enj oyment in life 

S ecurity 

Self-f ulf i llmen t 

Being wel l  respected 

Self-respect 

. 1 5 

. 12 

- . 11 

. 10 

. 10 

-. 09 

. 08** 

. 19 

. 13 

. 09 

. 16 

. 10 

. 09 

. 09 

. 08* * 

. 06 *  

. 20 

.15 

. 12 

- . 11 

. 10 

-. 09* 

. 09 

. 08 

. 11 

. 10 
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TABLE 6 ( continued} 

Natural recreat ion Fun and enj oymen t  i n  l i f e  . 1 2 

areas Sel f -respect . 1 1 

A sense of  accomplishment . 10 

Dummy f or French Canada . 08** 

A sense of belonging . 07 *  

Warm relationships with others . 06 *  . 09 

8 Al l  coe f f i cients are signif i cant at p < . 00 5 , except those marked ** ( p  < . 01 )  

and * ( p  < . OS) . 
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