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UVM Student Research Conference 2010 Abstract:

The Effect of Price Comparison on Consumer Choice in Grocery Stores
Currently consumers have no choice when it comes to comparing grocery store’s prices consistently, other then to visit various locations, which is unrealistic for perceived savings. This research will examine the relationship between the consumer and their choice of grocery store, after being provided product specific, weekly prices, for local stores. The research questions are: 1. How providing consumers with a comparable price list of Consumer price Index (CPI) food goods for different grocery stores, effect their choice in grocery stores? 2. In addition to providing a price comparison tool, to what degree does distance to market effect store choice? In answering the first questions a similar model will be used that examined increased price comparison’s effect on life insurance premiums. Jeffery R Brown and Austan Goolsbee found, in their article in The Journal of Political Economy; “Does the Internet Make Markets More Competitive? Evidence from the Life Insurance Industry”, during the early 1990s the price of life insurance in the US dropped 8-15% along with the growth of the Internet and increased price comparison options the web provided (Brown and Goolsbee, Vol. 110 No.3 pp. 481-507). The hypothesis is when increased price comparison is available; consumers will choose to shop at stores with cheaper CPI goods. The second research question will be addressed using a GIS regression model of distance from home to local stores chosen. By showing a possible impact of price comparison on store choice, tools, such a website, can be developed to provide better price information to consumers. A possible benefactor could be low-income consumers, allowing for their finances to be spread further on necessary expenses by allowing for more informed buying decisions. 

