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Shoplifting as consumer misbehaviour: an exploratory study of shoplifting 
applying a consumer behaviour approach

Michele Tonglet

ABSTRACT

This thesis is an exploratory, quantitative study, concerned with investigating shoplifting 
as a form of consumer behaviour. The theory of planned behaviour (Ajzen, 1991), a 
theory used in consumer research, is applied to situational crime prevention theory, in 
order to investigate the factors which facilitate or inhibit customer theft. The data were 
collected by means of two questionnaires. The first questionnaire was completed by 417 
shoppers using the shopping centre of Northampton, 32% of whom admitted to 
shoplifting behaviour, with 7% having shoplifted in the previous 12 months. The second 
questionnaire was completed by 444 Northampton school students, 51% of whom 
admitted to shoplifting, with 18% having shoplifted in the previous 12 months. Analysis 
of the findings indicates that for the shoplifters in this study, shoplifting is a rational crime 
in that the financial benefits from shoplifting are perceived to outweigh the risks and costs 
of being caught. Their shoplifting behaviour is facilitated by their lack of moral concerns 
about shoplifting, their positive attitudes to the behaviour, and peer influence. In 
comparison, the non-shoplifters were inhibited by their anti-shoplifting attitudes, their 
strong moral views about shoplifting, social pressure not to engage in the behaviour, and 
the shoplifting prevention strategies of retailers.
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CHAPTER I

THE INTRODUCTION

1.1 Overview of the Research Problem

Crime is a major source of loss for many retailers in the UK. By 1995, retail crime 

losses were equivalent to 0.3% of the gross domestic product, and represented between 

20% and 30% of net retail profits (Speed et al, 1995), and the retail crime surveys, 

conducted annually by the British Retail Consortium (BRC) since 1994 (Brooks and 

Cross, 1996; Burrows and Speed, 1994; Speed et al, 1995; Wells and Dryer, 1997, 

1998), consistently report retail crime losses in excess of £1.8 billion per year. Although 

there is some debate as to whether customer theft or employee theft is the major source 

of retail crime losses, the most recent BRC survey (Wells and Dryer, 1998) reports that 

customer theft represented 44% of all retail crime losses during 1996/97, and that 

although retailers spent almost £450 million on crime prevention measures during the 

period, there were over four million incidents of customer theft, resulting in losses of 

£608 million from shoplifting. The focus of this study is, therefore, customer theft, or 

shoplifting as it is more popularly known, although other types of retail crime will be 

discussed where they provide insights into the problem of shoplifting.

Shoplifting not only threatens the profitability of retailers, but it also raises prices to the 

consumer, reduces taxation revenue to the government, and is placing an increasing 

burden on the criminal justice system (Elder, 1989a). Yet despite the enormity of the 

problem, crime in the retail sector is relatively under-explored (Beck and Willis, 1998). 

Traditionally, shoplifting researchers have focused on the criminological, sociological or 

psychological aspects of the crime, investigating the characteristics of shoplifters and the
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causes of their behaviour. Much of this research has produced inconclusive findings, 

although it does suggest that a substantial proportion of customer thieves are adolescents, 

and that shoplifters come from all social backgrounds and have a variety of motivations 

for their behaviour. Although more recent shoplifting research has provided useful data 

about the effectiveness of individual security devices, little is still known about the 

shoplifters themselves, or about the factors which influence their behaviour. Very little 

attention has been paid to the factors which encourage or inhibit shoplifting, or to the 

beliefs, attitudes and perceptions which influence shoplifting behaviour. Such research 

is, therefore, a weak foundation on which to build measures designed to increase the risks 

for offenders.

To design effective anti-shoplifting strategies, a greater understanding of how shoplifters 

view the risks of offending and how they react to deterrence measures is required. As 

it could be argued that shoplifting shares certain similarities with “normal” shopping 

behaviour, this study applies a consumer behaviour approach to situational crime 

prevention theory, in order to provide some understanding of the factors which influence 

shoplifting (and non-shoplifting) behaviour, and of the factors which inhibit or encourage 

customer theft.

1.2 The Research Objectives

This study was undertaken with the aim of achieving the following research objectives:

1. To explore the utility of applying a consumer behaviour approach to situational 
crime prevention theory to provide a greater understanding of shoplifting.

2. To investigate the applicability of using the Theory of Planned Behaviour to 
understand and explain shoplifting behaviour.

3. To gain an understanding of attitudes to shoplifting and the beliefs underlying
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shoplifting behaviour, and how these differ between non-shoplifters and 
shoplifters.

4. To identify the factors which encourage or inhibit customer theft. This includes
an investigation of shoplifting motivation, and the impact of retailers’ shoplifting 
prevention measures and marketing strategies on shoplifting.

1.3 The Plan of the Thesis

The organisation of this thesis proved to be a difficult and complex task, both in terms of 

structuring the literature review, and in terms of organising and evaluating the findings. 

The plan of the thesis is, therefore, discussed in two sections.

The first section of the thesis (the first five chapters) relates to the theoretical concepts 

underlying criminal, shoplifting and consumer behaviour, and the literature which has 

explored these concepts. Chapter 2 considers the philosophical foundations on which this 

study is based. Chapters 3, 4, 5 and 6 contain the review of the shoplifting literature. 

Although there has been only limited academic interest in shoplifting, a number of 

disciplines, including criminology, economics, psychology and sociology, have contributed 

to shoplifting knowledge, with much of the research being completed as part of a wider 

investigation into more general areas such as labelling or deterrence. As a result, 

shoplifting research tends to be fragmented, with researchers examining the problem of 

shoplifting from diverse perspectives. In addition, the literature is distributed amongst a 

range of publications, including newspapers and magazines, professional and trade 

journals, security handbooks and academic publications, and is of varying quality 

depending on the source. In order to provide a framework from which the problem of 

shoplifting can be examined and analysed, the review of the shoplifting literature is 

categorised into four topic areas. Chapter 3 provides a context for the discussion of
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shoplifting, Chapter 4 considers the characteristics of shoplifters and the causes of their 

behaviour, and Chapter 5 examines shoplifting as a criminal decision. Chapter 6 

discusses shoplifting as consumer behaviour, reviews the research conducted from this 

perspective, and discusses the theory of consumer behaviour used in this research study 

to understand and explain shoplifting behaviour.

The second section of the thesis (the final five chapters) relates to the design of the 

research study, the analysis and discussion of the findings and the conclusions which have 

been drawn. Chapter 7 is concerned with the research design, Chapters 8 and 9 report the 

findings from the consumer and the school questionnaires, and Chapter 10 contains the 

discussion of these findings. Chapter 11 draws the thesis to a conclusion. The chapter 

evaluates the approach taken by this study, considers the contribution made by this study 

to shoplifting knowledge, and discusses the implications of the findings for shoplifting 

prevention.

The references and bibliography are presented in the style of the Journal o f Retailing and 

Consumer Services, Pergamon, Elsevier Science Ltd. The approximate word count of 

this thesis is 99,000.
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CHAPTER 2

THE PHILOSOPHICAL FOUNDATIONS OF THIS STUDY

2.1 Introduction

‘The decision to study a topic in a particular way always involves some kind of 

philosophical choice about what is important’ (Easterby-Smith et al, 1991, p 2). The aim 

of this chapter is to discuss how the approach taken by this study has been influenced by 

beliefs about knowledge, reality and human nature. Firstly, the underlying philosophical 

assumptions determining the predominant research paradigms in the social sciences are 

examined, and as shoplifting is criminal behaviour, this discussion is then related to the 

major paradigms in criminological research. This study investigates shoplifting as a form 

of consumer behaviour, thus, the methodological issues underpinning the selection of 

theories and methods to understand and explain consumer behaviour are also considered. 

The chapter concludes with a discussion of the philosophical assumptions which have 

determined the choice of research methods for this study, which attempts to link social 

science, criminological and consumer behaviour issues.

2.2 The Nature of Paradigms

Kuhn (1970, p 175) describes a paradigm as ‘the entire constellation of beliefs, values,

techniques, and so on shared by members of a given community’. Thus, a paradigm

represents a world view (Guba and Lincoln, 1994), and as discussed by Wagner and

Berger (1985) is determined by philosophical assumptions about:

Ontology: the nature of reality and of human nature which influence the way in which 
the researcher perceives and interprets the world (Morgan, 1983b).

Epistemology: the nature, limits and grounds of knowledge; ‘what constitutes 
legitimate inquiry and warrantable knowledge’ (Henwood and Pidgeon, 1993, p 15).



Methodology: how this knowledge can be gained, how researchers ‘go about finding 
whatever he or she believes can be known’ (Guba and Lincoln, 1994, p 108).

In her discussion of Kuhn’s concept of the paradigm, Masterman (1970) notes that Kuhn

used the concept of paradigm in at least 21 different ways, which can be grouped into

three categories. Firstly, as a complete view of reality or way of seeing, this corresponds

to the world view described above, and is used to organise the discussion between the

positivist and interpretivist paradigms in the social sciences. Secondly, as the social

organisation of science in terms of different schools of thought, and this view is used to

discuss the major paradigms in criminology. Thirdly, as the specific use of instruments

in the process of scientific puzzle-solving, and this is the basis for the discussion of the

theory used in this study.

2.3 Research Paradigms in the Social Sciences

Research in the social sciences seeks knowledge about social reality (Schutz, 1954) and 

the behaviour and activities of human beings (Gill and Johnson, 1991), and is dominated 

by two opposing paradigms, positivism and interpretivism (Hughes, 1990; Williams and 

May, 1996). For the purpose of this discussion, positivism and interpretivism are used 

as “umbrella” terms to differentiate between the ontological, epistemological and 

methodological assumptions underlying each paradigm. It is recognised that within both 

paradigms there are a variety of approaches, and that within each of these approaches 

there are a variety of theories and methods.

2.3.1 The Positivist and Interpretivist Paradigms

The positivist and interpretivist paradigms are based on different underlying philosophical 

assumptions about ‘the nature of reality, of social beings, and of what constitutes
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knowledge’ (Hudson and Ozanne, 1988, p 508). These philosophical assumptions are 

accepted as given, as there is no way of establishing whether they are true or false (Guba, 

1990b; Wagner and Berger, 1985), and determine the choice of research methodology 

and evaluative criteria (Hirschman, 1986). The positivist and interpretivist approaches are 

summarised in Table 2.1.

Table 2.1 Summary of positivist and interpretivist approaches

Assumptions Positivist Interpretivist

Ontological
Nature of reality There is a single, tangible, objective 

reality. As this consists of causally 
related facts, human behaviour can be 
objectively observed and measured.

Reality is socially constructed, 
subjective, complex and constantly 
changing, and thus can only be 
understood holistically.

Nature of social beings Deterministic, reactive. Voluntaristic, proactive.

Epistemological
Overriding goal Explanation, prediction and control. Understanding, interpretation, 

focusing on meaning.

Knowledge
generated

Nomothetic, seeking general, abstract 
laws which can be generalised across 
time and context.

Idiographic, time-bound, 
context-dependent.

View of causality Real causes exist. Multiple, simultaneous shaping.

Research
relationship

Legitimate knowledge is objective and 
value-free, thus the relationship between 
the researcher and the phenomenon 
should be totally independent.

As reality is based on the 
individual’s perceptions, the 
individual becomes part of the 
research process, interacting with 
the researcher.

Methodological
Method of 
gaining knowledge

Rigid scientific process to infer causal 
relationships. Hypothetico-deductive 
based on quantitative measurement. 
Hypotheses are verified or falsified.

The research design is continually 
evolving and flexible, examining 
phenomena in a natural setting 
from the perspective of the actor.

Criteria forjudging 
quality of an inquiry

Rigour, internal and external validity, 
reliability and objectivity

Trustworthiness, credibility, 
transferability, confirmability

The above table has been compiled from the following sources: Anderson (1983); Bryman (1988,1989); 
Christensen (1997); Desphande (1983); Easterby-Smith etal (1991); Finch (1986); Geertz (1973); Guba 
(1990a, 1990b); Guba and Lincoln (1994); Hammersley (1993); Henwood and Pidgeon (1993); 
Hirschman (1985, 1986); Hudson and Ozanne (1988); Hughes (1990); Morgan (1983a); Peter and 
Olsen (1983); Popper (1957); Williams and May (1996).
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Thus, positivism is based on applying the principles of natural science to the study of 

people (Bryman, 1988; Hammersley, 1993), whereas the interpretivists reject the 

positivist approach, arguing that it is ‘an inappropriate model for surveying people’ 

(Bryman, 1988, p 3), and ‘can only result in a limited understanding of the condition of 

man in society’ (Giddens, 1976, p 14), and are instead concerned with ‘how social 

experience is created and given meaning’ (Denzin and Lincoln, 1994, p 4).

2.3.2 Integration of the Interpretivist and Positivist Paradigms

Kuhn (1970) suggests that paradigms are incommensurable, and Anderson (1983), 

Burrell and Morgan (1979) and Morgan and Smircich (1980) maintain that as the 

positivist and interpretivist paradigms are based on fundamentally opposing ontological 

and epistemological assumptions about the nature of knowledge and how that knowledge 

can be obtained, they cannot be integrated or reconciled. There is, however, considerable 

disagreement within the social sciences about this issue (see for example, Firestone, 1990; 

Guba, 1990a; Hassard and Pym, 1990), and Easterby-Smith e ta l (1991, p 22), describe 

the positivist and interpretivist positions as ‘stereotypes’, arguing that researchers rarely 

subscribe ‘to all aspects of one particular view’. Desphande (1983) agrees, suggesting 

that positivism and interpretivism could be viewed as being at either end of a philosophical 

continuum, with researchers being located somewhere between these two extremes.

The views of Desphande (1983) and Easterby-Smith et al (1991) have informed the 

approach taken by this research study. Although the study is conducted from a positivist 

perspective, consistent with the predominant paradigms in criminological and consumer 

research, it is recognised that an interpretivist approach, using qualitative methods, 

would have value for investigating shoplifting, and this is discussed further in Chapter 7.

8



2.4 Methodological Issues in Criminological Research

Criminological research is typified by a ‘plurality and diversity of problems’and a ‘plurality 

and diversity of approaches’ (Jupp, 1989, p 16). Several disciplines, including economics, 

psychology, psychiatry, sociology and social administration, have contributed to the study 

of crime, which, as discussed by Jupp (1989), has a social, political and historical context. 

As in the social sciences, positivism has been the predominant paradigm in criminological 

research (Taylor et al, 1975; Young, 1994), and has had a major influence on the 

development of the discipline (Muncie et al, 1996). This section considers the influence 

of positivism on criminology and discusses the opposing paradigms which have 

challenged its dominance. The philosophical assumptions underlying these paradigms are 

implicit in their view of crime and criminality and the types of knowledge sought.

2.4.1 Positivism and Criminological Research

Positivism rose to predominance in the mid-nineteenth century, challenging the classical 

view of crime (Jupp, 1989). The classical approach, based on the ideas of the 

philosophers Beccaria (1738-1794) and Bentham (1748-1832), emphasised free will, 

rationality and choice, hypothesising that as crime is the outcome of voluntary actions, 

based on a rational calculation of the costs and benefits of law-breaking, it can be deterred 

by increasing the costs of criminal behaviour (Roshier, 1989; Void and Bernard, 1986). 

Positivist criminology rejected the idea of free will; instead, it argued that crime is 

determined, either by some predisposition to crime within the individual, or by the society 

in which the individual lives (Muncie et al, 1996; Young, 1994), and thus could be 

prevented by correction of the influences that cause criminal behaviour, either through 

rehabilitation or social reform (Albanese, 1984).

9



Positivist criminology assumes that crime and criminality have an objective and 

independent existence (Durkheim, 1895), which can be explained by ‘the determinate, 

law-governed nature of human action’ (Taylor et al, 1975, p 11), and uses scientific, 

objective methods of data collection to isolate differences between criminals and non

criminals (Heathcote, 1981). Jupp (1989, p i )  contends

Crime and criminality were dependent variables to be explained, and the 
search was for explanatory or independent variables upon which crime and 
criminality could be said to be dependent.

Early positivist criminologists (Ferri, 1901; Lombroso, 1911) used scientific methods to

determine the individual physiological characteristics which may be associated with

criminality, whilst psychological positivism focused on the criminal personality (Eysenck,

1987) and socialisation and upbringing (Glueck and Glueck, 1950; West and Farrington,

1973). Sociological positivists were concerned with the influence of social structures and

social processes on behaviour (Barlow, 1996), emphasising social interaction, social

norms and group processes (Jeffery, 1971). This resulted in the sociological deviance

theories of differential association (Sutherland and Cressey, 1966), anomie-strain (Merton,

1938), cultural deviance (Cloward and Ohlin, 1960; Cohen 1955; Miller, 1958), and

control (Hirschi, 1969; Nye, 1958; Reiss, 1951).

2.4.2 Challenges to Positivism

Positivism has remained influential in criminological research due to its application of 

scientific, objective and quantifiable criteria to the study of crime (Jupp, 1989; Muncie et 

al, 1996). Although it has been challenged by the view that people have the free will to 

choose their actions, and Marxist critiques which view crime as resulting from social 

inequality (Bonger, 1916), it was not until the 1960s and 1970s that positivism was
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seriously threatened by the opposing theoretical perspective of the new criminology 

(Muncie et al, 1996). Influenced by interactionism and labelling theorists (Becker, 1963; 

Erikson, 1962; Kitsuse, 1962), the new criminologists (Taylor et al, 1973; 1975) were 

concerned with social reaction to crime, the processes within the criminal justice system 

which resulted in people becoming labelled as criminal, and the subsequent effects of this 

labelling. These approaches were more interested ‘in the role of social meanings and 

interactions in the social construction of crime’ than ‘deterministic or causal explanations’ 

(Jupp, 1989, p 3).

During the same period, feminist criminologists (Klein, 1973; Smart, 1976) criticised 

positivist approaches for their failure to study female involvement in crime and for their 

assumptions that female criminality is biologically driven (Klein, 1973; Muncie et al,

1996). Feminist criminologists rejected scientific and quantitative methods, arguing that 

‘such research does not discover what the world is like, but rather imposes its own 

conceptual schema on to the social world’ and is ‘exploitative and oppressive’ (Sapsford 

and Jupp, 1996, pp 336-33 7), in favour of interpretivist and qualitative approaches, which 

were perceived as being more sensitive to women’s issues and experiences (Henwood 

andPidgeon, 1993).

2.4.3 The “New” Criminological Paradigms

The failure of positivism to explain the extent and distribution of crime, and to control and 

rehabilitate criminals, resulted in the emergence of four competing criminological 

paradigms (Young, 1994). Left idealism developed from labelling and the new 

criminological perspectives (Taylor etal, 1973). Left idealists argue that working class 

crime is the inescapable result of poverty, and emphasise the role of the state and other
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powerful institutions in shaping criminal laws and criminalising the activities of the less 

powerful (Box, 1983; Hall, 1980; Taylor et al, 1973; Young, 1986). Left realism is 

concerned with the social reality of crime, viewing crime as the result of relative 

deprivation. It proposes a holistic approach through the study of crime at both macro and 

micro levels, considering the victim, the offender, the public and the police and other 

agencies of social control (Matthews and Young, 1986; Young, 1986).

Both right realism and the new administrative criminology have evolved from classical 

approaches to crime. Right realism views criminal behaviour as voluntaristic, equating 

crime with economic choice, and argues that crime results from ineffective deterrents, lack 

of capable guardians, and perceptions of low risks of apprehension (Wilson, 1975). 

Right realists are concerned with the control of crime, aiming to reduce it through police 

intervention. The new administrative criminology, based on the work of Clarke and the 

Home Office, suggests that crime should be viewed ‘not in dispositional terms, but as 

being the outcome of immediate choices and decisions made by the offender’ (Clarke, 

1980, p 138). Thus, crime is seen as being opportunistic rather than determined by 

causes, and the focus is on the prevention of criminal behaviour, either by reducing the 

opportunities for offending or increasing the chances of being caught (Clarke, 1980). 

This view of crime is exemplified by the Rational Choice Perspective (Cornish and Clarke, 

1986a), which hypothesises that criminal behaviour results from the rational choices and 

decisions made by offenders. Although offenders are viewed as rational decision-makers, 

unlike the classical approach, it is not assumed that they maximise utility; instead it is 

recognised that they behave with limited rationality (Simon, 1978) using heuristics 

(Tversky and Kahneman,1974) to simplify the decision-making process. This view of
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behaviour is consistent with research in social psychology and consumer behaviour (Tuck 

and Riley, 1986). As it suggests that ‘normal behaviour and criminal behaviour are not 

perse distinguishable’ (Young, 1994, p 92, original emphasis), there is some justification 

for viewing criminal choice as being similar to consumer choice. This is the approach 

taken by this study, and the next sections consider consumer research approaches and the 

research method selected for this research project.

2.5 The Methodologies of Consumer Research

There has been considerable ideological and intellectual debate as to how knowledge 

about consumer behaviour should be produced (Anderson, 1983; Arndt, 1985; 

Desphande, 1983; Hirschman 1985), and the ‘appropriate philosophical and 

methodological foundations for consumer research’ (Hunt, 1991, p 32). Although 

several alternative ways of knowing have been proposed, for example, critical relativism 

(Anderson, 1986), relativism/constructionism (Peter and Olson, 1983), humanistic 

inquiry (Hirschman, 1986) and existential-phenomenological methods (Thompson et al, 

1990), there is a general consensus that consumer research is ‘dominated by “positivism” 

as a philosophy and “positivistic social science” as a methodology’ (Hunt, 1991, p 32). 

As in the social sciences, there are differing approaches within each paradigm, and the 

next section considers positivist cognitive approaches.

2.5.1 The Cognitivist Approach to Consumer Behaviour

The cognitivist approach to consumer behaviour is concerned with understanding how 

and why consumers make choices and decisions in the market place, and the factors which 

influence these choices and decisions (Tuck, 1976). Engel et al (1978, p 3) define 

consumer behaviour as
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those acts of individuals directly involved in obtaining and using 
economic goods and services, including the decision processes that 
precede and determine these acts.

The established position in cognitive consumer research is that consumers are reasonably

rational decision makers, who act in accordance with their beliefs and attitudes to achieve

their goals (Anderson, 1983; East, 1990, 1997; Engel et al, 1995). As discussed by East

(1990), consumers make rational choices between alternatives, within the limits of their

knowledge, and ‘seek particular benefits and to avoid particular costs’ (East, 1997, p 9).

Although the cognitive world view of consumer behaviour is widely accepted (Engel et

al, 1995; Foxall, 1992; Howard, 1994), Foxall (1992; 1993; 1995; 1998) argues that

cognitive approaches should also recognise the impact of the environmental situation and

the individual’s learning history on consumer choice.

The cognitive approach has resulted in several positivist theories of consumer behaviour 

based on information processing and decision-making (for example, Bettmann, 1979; 

Engel etal, 1968, 1995; Howard, 1994; Howard and Sheth, 1967; Nicosia, 1966). The 

choice of theory is influenced by the researcher’s paradigmatic assumptions (Desphande, 

1983), and the appropriateness of the theory for investigating the research problem 

(Bryman, 1988). Engel et al (1995) hypothesise that consumer decision-making is 

influenced by individual differences (time, money, resources, personality, knowledge, 

attitudes and motivation), environmental influences (social and cultural values, pressures 

to conform with the norms and expectations of others, and the immediate circumstances 

of the situation) and psychological processes (learning, information processing, and 

attitude and behaviour change). As it was considered that these factors are also likely to 

influence criminal choices and decisions, it was decided that a positivist theory of
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consumer decision making which incorporated these constructs would be the most 

appropriate method of investigating shoplifting behaviour. Although the theories of Engel 

et al (1968; 1978), Howard and Sheth (1967) and Nicosia (1966) meet this condition, 

they have been criticised for being untestable, difficult to operationalise, and for failing to 

meet ‘the criteria of a good science5 (Tuck, 1976, p 27), and for failing to specify the 

relationships between constructs, and how the constructs should be defined and measured 

(Hunt, 1983; Moschis, 1987). One theory which is regarded by Tuck (1976) as 

overcoming these criticisms, and which accommodates the constructs identified by Engel 

et al (1995), is the Theory of Reasoned Action (Ajzen and Fishbein, 1980) and its 

subsequent development, the Theory of Planned Behaviour (Ajzen, 1985; 1991). These 

theories were developed in the field of social psychology and have been widely used in 

consumer research (for example, Bagozzi and Warshaw, 1990; Bagozzi et al, 1992; 

Buttle, 1996; Buttle and Bok, 1995, East, 1992, 1993, 1996; Knox and de Chematony, 

1989; McQuarrie, 1988; Ryan and Bonfield, 1975; Thompson et al, 1994).

2.5.2 The Theory of Planned Behaviour

The theory of planned behaviour (Ajzen, 1985; 1991), like the theory of reasoned action 

(Ajzen and Fishbein, 1980) on which it is based, hypothesises that behaviour can be 

explained by a small number of concepts - beliefs, attitudes and intentions. This section 

focuses on the ontological, epistemological and methodological assumptions underlying 

the theory. The theory’s development and operational issues are considered in Chapter 7.

Reasoned action and planned behaviour are cognitive theories which hypothesise that 

people make reasoned decisions about their behaviour, using the information available to 

them in a systematic and logical manner (Fishbein and Ajzen, 1980). The ontological
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assumptions underlying the theories are positivist in nature, in that they assume a single,

objective reality which can be accurately observed and measured. Based on the work of

social and cognitive psychologists (Allport, Dulany, Gutman, Likert and Thurstone), it is

assumed that beliefs, attitudes and intentions have a real existence (Arndt, 1985; Hunt,

1983; Peter and Olsen, 1983) and that researchers have access to individuals’ cognitive

states via survey research (Anderson, 1986). Human nature is viewed as that of

Cognitive man: A rational information processor who forms beliefs, 
attitudes, and intentions that are causally determinant of his behaviour. 
(Anderson 1986, p 160)

Although this appears to be in contradiction of the positivist view of human nature as

being determined, Hudson and Ozanne (1988, p 510) contend that cognitivists ‘reify

internal subjective states and explain behaviour as being determined by these states’.

Gross (1992, p 49) argues that determinism and free will are not incompatible:

Free will regards people as the cause of their own behaviour, so the two 
views are not opposed on the grounds of whether or not behaviour is 
caused, but rather in relation to the source and nature of the cause.

Williams (1991) agrees with this point of view. She argues that although positivist

criminologists reject the idea of rational man and search instead for the underlying

determinants of behaviour, ‘the cause of behaviour makes the individual choose to act

in a particular way, and so the cause becomes the choice’ (Williams, 1991, p 355).

The theories aim to explain and predict behaviour through universal laws which can be 

generalised to a large number of behaviours, people and settings. Although it could be 

argued that neither theory is truly universal in nature (Anderson, 1986), and Ajzen and 

Fishbein (1980, p 245) admit that behaviours such as ‘emotional outbursts’ and ‘the 

performance of well-learned skills’ may not be explained by the theories, and that ‘some
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people may arrive at their decisions in different ways’, Fishbein and Ajzen (1980, p 245) 

maintain that

the theory is useful for most individuals and with respect to most social 
behaviours. In our opinion, many behaviours which appear unplanned turn 
out, on closer examination, to be quite intentional.

As it is assumed that individuals are free to seek and evaluate information which

influences their beliefs, attitudes and intentions toward a behaviour, the theories are

concerned with generating knowledge about the causal relationships between these

variables, using the hypothetico-deductive mode of inference to systematically identify

the beliefs and attitudes which influence intentions, and thus, behaviour. As it is assumed

that it is possible for researchers to be independent of the object of their inquiry, the

objectivity essential for legitimate knowledge is achieved.

The theory adheres to a scientific protocol for operationalisation of the research design. 

Independent and dependent variables are identified, rules for sample selection and 

questionnaire design are determined, and procedures established for demonstrating the 

scientific rigour of the data. This process does not, however, preclude the ‘use of pretests 

and pilot tests that allow the structure of the study to evolve’ (Hudson and Ozanne, 1988, 

p 513) and thus accommodates Ajzen and Fishbein’s (1980) view that the beliefs salient 

for a behaviour should be elicited from a sample of the population to be surveyed.

2.6 The Methodological Stance Taken by this Study

The researcher’s methodological stance will influence the research design, the type of 

knowledge generated, and how the findings of research are interpreted. The discussion 

in the first section of this chapter presented methodological choice as being between the 

competing paradigms of positivism and interpretivism. The methodological choice
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underpinning this study was, however, neither as simple or straightforward as this. 

Although the philosophical assumptions underlying the positivist paradigm of the social 

sciences match this thesis’s view about reality and the nature of knowledge, shoplifting 

is regarded as a crime, and therefore must also be considered in relation to the main 

paradigms of criminological research. This thesis takes the view that individuals are free 

to make choices and decisions about their involvement in crime, rather than being 

propelled into criminal behaviour by forces beyond their control. This approach is 

consistent with the rational choice perspective, which focuses on the decision-making 

process underlying criminal behaviour. This essentially cognitivist viewpoint leads to the 

presumption that the choice to engage in crime can be regarded as similar to other 

behavioural choices, in particular consumer choice. Positivist approaches within the 

cognitivist paradigm in consumer research assume that human behaviour is free and 

reasonably rational, whilst acknowledging that situational and personality variables may 

also influence behaviour. One such approach which appears to be particularly relevant to 

shoplifting is the theory of planned behaviour (Ajzen, 1985; 1991), and rational choice 

theorists (Cornish and Clarke, 1986a; Tuck and Riley, 1986) have suggested that this 

approach is appropriate for investigating criminal behaviour.

In summary, the approach developed by this study is based on the view that individuals 

make reasoned decisions considering the implications of their behaviour, and that factors 

which influence behaviour can be determined from the investigation of the beliefs and 

attitudes underlying that behaviour. Thus, the ontological, epistemological and 

methodological assumptions underlying the theory of planned behaviour are consistent 

with rational choice theories of crime and the cognitivist paradigm in consumer research.
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CHAPTER 3 

THE CONTEXT OF SHOPLIFTING

3.1 Introduction

The aim of this chapter is to provide a context for the discussion of shoplifting, firstly by 

discussing the crime of shoplifting and society’s reaction to it, and secondly by 

considering the research conducted to establish the size, extent and costs of the 

shoplifting problem. The discussion is underpinned by an evaluation of the methods used 

to research shoplifting, considering the problems inherent in investigating shoplifting 

behaviour, and researchers’ attempts to overcome these problems.

3.2 The Crime of Shoplifting

Shoplifting has received substantial publicity in recent years, due partly to its economic 

impact on retailers and the increasing incidence of professional shoplifting and violence 

against shop staff, and also from a growing public concern about law and order and the 

increasing social and legal costs of crime. Shoplifting, however, is neither a new crime, 

nor a new word to describe theft from shops (Murphy, 1986). The term shoplifting was 

first used, both colloquially and officially, in the seventeenth century (Walsh, 1978), and 

as documented by Cameron (1964), Farrell and Ferrara (1985) and Walsh (1978), theft 

by customers has been a legal and social issue since the introduction of the first market 

stalls and is intrinsically linked with developments in retailing. This has led to the 

suggestion that the increase in shop theft over the past thirty years is partly attributable 

to modem retailing practices such as open displays and self-service (Angenent, 1981; 

D’Alto, 1992; Dickenson, 1970; Merrick, 1970; Rosenblatt, 1981), although there is only 

limited empirical research to substantiate this. As the term shoplifting is widely used to
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describe theft from shops by customers it is used throughout this study. Retailers, 

however, refer to shoplifting as “shop theft” or “customer theft”, and there is no specific 

criminal offence of shoplifting in the UK (Adley, 1978). Shoplifters are prosecuted 

under the Theft Act 1968, Section 1(1), which consolidates previous legislation relating 

to theft (including shop theft), stipulating the penalties for the crime, and states that a 

person is guilty of theft if he/she dishonestly appropriates property belonging to another 

with the intention of permanently depriving the other of it (Home Office, 1968). Thus, 

to obtain a shoplifting conviction, it must be established that the offender has taken (actus 

reus) the shops’ goods with the intention {mens rea) of stealing them (Smith, 1981).

3.2.1 Society’s Reaction to Shoplifting

An important aspect of shoplifting is society’s response to it, both in terms of how the 

crime is perceived, and in terms of reaction to the shoplifter. Andenaes (1966) argues 

that although some acts are illegal because the state defines them as such (i.e. drug use 

and traffic violations), others, for example murder or theft, are inherently criminal in that 

they violate the moral codes and norms of society, and deterrence theorists (Meier and 

Johnson, 1977; Silberman, 1976; Waldo and Chiricos, 1972) have demonstrated that this 

distinction influences perceptions as to the seriousness and deterability of criminal acts.

Although shoplifting is inherently criminal by Andenaes’ definition, there is some 

suggestion in the shoplifting literature that it is not perceived as a serious crime (Elder, 

1989b; Klemke, 1992). Brodsky et al {1981) and Kraut (1976) refer to shoplifting as a 

folk crime, which infers that it is not as criminal as other types of crime and implies that 

retailers are perceived as “fair game” as they can afford the losses inflicted by shoplifting.
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Smigel (1956; 1970) contends that many people see little wrong in certain types of crime 

against large organisations, and attitudes to retailers have been identified as possible 

motivators of shoplifting behaviour (Ray, 1987; Strutton et al, 1995). The studies by 

Jensen et al (1978) and Warr (1989) suggest that shoplifting is not perceived as seriously 

as other types of property theft, and The Home Office (1983) maintain that the term 

shoplifting does not reflect the seriousness of the behaviour,or that it is a criminal offence. 

Sennewald and Christman (1992) agree, arguing that shoplifting is a euphemism for theft 

and Newburg (1968) reports that none of the store personnel in her Chicago supermarket 

study referred to shoplifting as stealing. Bamfield (1997a) argues that some retailers feel 

that the criminal justice system does not view shoplifting as an important crime, as it is 

given low priority, and the majority of shoplifters are cautioned rather than prosecuted.

Criminological research indicates that many crimes are not reported to the police by either 

the victims or the witnesses (Darley and Latane, 1968; Denner, 1968; Maguire, 1994), 

and Bamfield (1994a) reports that only 40% of the retailers in his survey referred 

apprehended shoplifters to the police. Low prosecution rates, failure of fines and 

penalties to act as a deterrent, the costs of prosecution and adverse publicity were among 

the reasons cited for non-referral. US researchers (Bickman and Helwig, 1979; Bickman 

and Rosenbaum, 1977; Derkte et al, 1974; Hartman et al, 1972; Klentz and Beaman, 

1981, Steffensmeier and Steffensmeier, 1977) investigated how customers in shops 

respond to the crime of shoplifting. Experimental conditions were used to stage 

shoplifting incidents, and to vary the sex and appearance of the apparent shoplifter. The 

studies indicate that the majority of respondents neither noticed, nor reported, the staged 

shoplifting incident (suggesting that customers are unlikely to play a significant role in
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deterring shoplifting). In addition, there was little consensus as to the impact of the 

shoplifter’s age, gender, class or appearance on the respondents’ reporting of shoplifting 

activity. The reliability of these studies is limited by the use of small, geographically 

unrepresentative samples, and although this is an interesting approach to investigating 

reactions to shoplifting, it is unlikely that a staged event can replicate “real life”.

3.2.2 Labelling Theory and the Apprehension and Disposition of Shoplifters

Labelling theory hypothesises that the label of criminal can result in people making false 

or inaccurate assumptions about offenders, and that this stereotyping results in self- 

fulfilling prophecy (Lilley et al, 1989; 1995). Although research into the effects of 

labelling has produced conflicting findings (Farrington, 1977; Matsueda, 1992; 

Wellford, 1975), labelling theory has been used to explain criminal “careers”, the official 

crime figures, and why some individuals or groups are more likely to be apprehended and 

punished for criminal behaviour (Barlow, 1996).

Labelling theory implies that extra-legal factors, such as age, gender, race and class, are 

influential in determining who is apprehended and prosecuted (Williams, 1991). May 

(1978) concludes from his interviews of store detectives, that they have clear stereotypes 

of who is likely to shoplift, and focus on working-class customers and juveniles. Walsh 

(1978) reports that 41% of the shopkeepers in his study claimed that they could recognise 

a shoplifter. Murphy (1986) also suggests that store detectives tend to concentrate on 

certain types. This approach could, however, result in the perpetuation of the stereotype 

(Burrows and Lewis, 1987).

Retailers differ in their attitudes to the prosecution of shoplifters (Axelrod and Elkind,
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1976; French et al, 1984; Munday, 1986). Although Bamfield (1994a) reports that 25% 

of UK retailers consider the age of the shoplifter, US studies indicate that retailers* 

referral and prosecution decisions are more likely to be related to the value of the 

merchandise stolen (Cohen and Stark, 1974; Feuerverger and Shearing, 1982; Hindelang,

1974), physical resistance to arrest (Davis et al, 1991) and the professionalism of the 

shoplifter (Lundman, 1978), than the characteristics of the individual shoplifter. Adams 

and Cutshall (1984) and Walsh (1978) report that the police decision to prosecute is 

influenced by prior criminal history and value of the stolen merchandise, rather than age, 

gender or race, although there is some suggestion that the elderly and the young are less 

likely to be prosecuted (Burrows and Lewis, 1987; Ekblom, 1986; Murphy and lies, 

1983). Although there is little evidence to suggest that “extra-legal” factors determine the 

prosecution of shoplifters, these factors may influence who is apprehended for shoplifting, 

and thus referred to the police and recorded in the official crime figures.

3.3 The Official Crime Figures and Shoplifting

A major problem in shoplifting, as in other types of criminological research, is establishing 

the extent of the problem. The usual starting point for the investigation of crime is the 

official crime figures (Wiles, 1971), and shoplifting is recorded in the Criminal Statistics 

for England and Wales under the category of theft and handling stolen goods. This 

category represented 47.1% of notifiable offences recorded by the police in 1997, with 

theft from shops accounting for 12.7% (274,000 offences) of offences in this category 

(Home Office, 1998). Thus, shoplifting accounted for 6% of all notifiable offences, and 

is characterised by a high “clear up” rate (74%), as the majority of offences only come to 

the attention of the police when an offender is caught (Burrows and Tarling, 1987).
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3.3.1 The Limitations of the Official Figures

The reliability and accuracy of the official crime figures have been the subject of much 

debate (Bottomley and Coleman, 1980; Erickson and Empey, 1969; Skogan, 1977), and 

Maguire (1994) and Tarling (1993) suggest that the official crime figures are subject to 

the following limitations, all of which are problematic for shoplifting research.

Firstly, they are based on crimes known to the police. Skogan (1977) suggests that there 

are a large number of crimes which are not reported to, or recorded by, the police (the 

dark figure of crime). As shoplifting tends only to be reported to the police when an 

offender is apprehended, it is widely accepted that the official crime statistics reflect only 

a small percentage of shoplifters (Burrows and Lewis, 1987; Home Office, 1973; 

Murphy, 1986). In addition, the official figures relate only to known offenders and 

reveal nothing about offenders who are not caught. Bamfield (1994a) and Speed et al 

(1995) suggest the majority of shoplifters escape detection, thus apprehended shoplifters 

may not be representative of the general shoplifting population, particularly if their 

apprehension results from their inexperience or ineptitude (Klemke, 1992).

Kitsuse and Cicourel (1963) and Box (1983) argue that the official crime figures reveal 

more about the agencies operating within the criminal justice system, than of the 

behaviour of individual criminals. Thus, those apprehended and prosecuted for shoplifting 

may not be representative of shoplifters in general, but are rather an indication of the 

policies and biases of retailers, store detectives, the police and prosecutors (Burrows and 

Lewis, 1987; Murphy, 1986). In addition, the official figures provide little information 

about the costs of shoplifting, and attempts to identify trends in shoplifting are 

problematic due to changes in legislation and recording practices (Jupp, 1989; Maguire,
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1994). The relevance of these limitations is supported by studies which attempt to 

evaluate trends in shoplifting by comparing the Home Office Statistics with data obtained 

from retailers (Bamfield, 1997a; Farrington and Burrows, 1993; Tonglet and Bamfield,

1997). These studies indicate that the official figures for shoplifting offences are 

substantially lower than the retailers’ apprehension records suggest.

3.3.2 Store, Police and Court Apprehension Records

Records of apprehended shoplifters have been widely used to investigate the 

characteristics and motivations of shoplifters. These studies are subject to the problems 

of the official crime figures, and are further limited by the absence of comparative data on 

a control group of non-shoplifters (Cox et al, 1990; Murphy, 1986). In addition, each 

type of study presents specific problems. Studies of store apprehension records are 

specific to one store, or a small group of similar stores, in one geographical area, and are 

thus not necessarily generalisable to other stores or areas. For example, the type of 

goods sold by the store and its location will influence the demographic characteristics of 

the customers using the store, and of the shoplifters apprehended. Studies of police and 

court records are even more restrictive, in that as already discussed, not all apprehended 

shoplifters are reported to the police, and different police authorities may have varying 

attitudes to the disposition of the shoplifters. Thus, the official records of apprehended 

shoplifters may not be representative of the shoplifting population, and studies which 

utilise these figures have questionable reliability (Klemke, 1992; Murphy, 1986).

3.4 Victim and Retail Crime Surveys

In view of the problems of the official figures, criminologists have assessed the level of 

various types of crime by questioning random samples of the population about their
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experiences as victims of these crimes (Sapsford and Jupp, 1996; Williams, 1991). Both 

national (Mayhew et al, 1992; 1994) and local surveys (Jones et al, 1986; Kinsey, 1986) 

consistently report a higher level of victimisation than that recorded by the police. Victim 

surveys are, however, subject to sampling error, and are dependent on the respondents’ 

truthfulness, memory and understanding of what constitutes a crime (Sapsford and Jupp, 

1996; Williams, 1991). In addition, crimes against commercial or corporate victims are 

excluded (Maguire, 1994).

Increasing concern about undetected retail crime has resulted in this type of survey being 

adapted for use with retailers. As with the victim surveys, retail crime surveys are subject 

to sampling and measurement problems. Although crimes such as burglary, arson and 

criminal damage are usually detected at the time of their occurrence, shoplifting losses 

are frequently only discovered at audit (Bamfield, 1994a). In view of the difficulty of 

measuring shoplifting directly, retailers calculate the shrinkage rate (the difference 

between the retail sales value for goods delivered to the stores and the actual amount 

realised on the sale of these goods, expressed as a percentage of sales volume) and 

apportion a percentage of this to shoplifting (Elder, 1989a). As this percentage is based 

on the perceptions of retail management, and organisations may measure shrinkage 

differently, the reliability of this data is questionable. In addition, different sizes and types 

of retailers in different geographic locations may vary in their experiences of retail crime, 

thus it is difficult to obtain a representative sample. This problem is further compounded 

by low response rates, as many retailers are reluctant to disclose their crime losses either 

through secrecy, or because they do not have reliable figures (Elder, 1989a).

Four national retail crime surveys were conducted in the UK during the 1970s and 1980s
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(Home Office, 1973,1986; Touche Ross, 1989; Elder, 1989a). These surveys were based 

on a fairly uncertain methodology (Bamfield, 1994a), and failed to provide accurate data 

about retail crime, other than to estimate that shrinkage represented between 1% and 

1.5% of turnover, and that shoplifting probably accounted for about one-third of 

shrinkage losses. Consequently, recognition of the need for reliable data on the extent 

and costs of retail crime, which would enable changes to be monitored over time, resulted 

in three genetically different surveys of UK retail crime being conducted during the 

1990s, by Bamfield (1994a), the British Retail Consortium, henceforth referred to as the 

BRC (Burrows and Speed, 1994, Speed etal, 1995; Brooks and Cross, 1996; Wells and 

Dryer, 1997, 1998), and the Home Office (Mirrlees-Black and Ross, 1995).

The data from these surveys are summarised in Table 3.1. Although comparisons are 

problematic, due to the use of different research methods, the surveys provide some 

indication of the extent and costs of retail crime in the UK, and demonstrate the 

importance of shoplifting in comparison with other types of retail crime. These surveys 

are, however, subject to several limitations which restrict their reliability and 

generalisability. Firstly, it is uncertain how representative the outlets surveyed are of UK 

retailing. Small retailers, who may suffer disproportionately from the impact of retail 

crime, are under-represented in the BRC surveys (Wells and Dryer, 1998). Although 

Bamfield and the Home Office utilised stratified random sampling in an attempt to 

resolve this problem, the smaller sample sizes limit the generalisability of the findings. 

Response rates and reliability of the information present further problems. Although the 

Home Office study achieved a 67% response rate, the response rate for the Bamfield 

survey was only 15% and the response rates for the BRC surveys are not known. Both 

Bamfield and the BRC used retailers’ estimates of shrinkage to compute shoplifting
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Table 3.1 Comparative Data from the British Retail Crime Surveys

Survey Bamfield BRC Home Office BRC BRC BRC
Survey year 1993 1993/4 1993 1994/5 1995/6 1996/97

Scope of survey UK GB England GB GB GB
& Wales

Number of outlets 18,699 52,857 1,666 52,709 48,157 44,500
Annual retail sales £m 35,000 64,172 72,323 84,528 90,000
Percentage of market 24.7% 41% 44% 52% 51%

Retail crime losses £ million £2,282 £2,151 £780 £1,490 £1,423 £1,380
Retail crime as a % of turnover 1.44% 1.36% 0.7% 0.91% 0.85% 0.81%

Shoplifting as a % of retail
crime losses 43.3% 37.3% 26.0% 42.9% 45.6% 44.1%

Total shoplifting losses £ million £981 £748.4 £203 £644 £653 £608
Losses directly attributable to
shoplifting - £201 £203 £213 £211 £220

Losses apportioned from
shrinkage £981 £547.4 £431 £442 £388

Sources: Bamfield (1994a); Brooks and Cross (1996), Mirrlees-Black and Ross (1995); Speeder al 
(1995); Wells and Dryer (1997, 1998).

losses, although the BRC figures also include losses due to witnessed incidents of 

shoplifting. The Home Office study used telephone interviews rather than mail 

questionnaires to survey individual retail outlets, thus it may possibly provide more 

accurate data, as it does not rely on the perceptions of retail management, and individual 

outlets are more likely than head offices to have complete data on shoplifting incidents. 

Although use of the British Telecom Business Database and the high response rate 

suggest that Home Office survey may be more representative of retailing, the study is 

limited by its failure to consider the impact of undetected shoplifting.

Bamfield and Hollinger (1996) compared the UK surveys with the 1993 US National 

Retail Security Survey (Hollinger and Dabney, 1994), and estimate that shrinkage in the 

USA is 18.9% greater than in the UK. The UK studies suggest that customers are the
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main source of retail crime losses, whereas in the USA employee theft is considered to 

be more significant, with 42.1% of losses being attributed to employees, compared to 

32.4% to customers (Bamfield and Hollinger, 1996). Bamfield (1997b; 1998) argues that 

measuring staff and customer theft separately may underestimate employee theft, as staff 

and customers may collaborate to steal from shops, and his study of security managers 

estimates that 40% of customer theft may be the result of collusion with shop staff.

Local surveys also provide some indication of the extent of shoplifting. In a study of 240 

small asian shops in London, Ekblom et al (1988) found that 54% of the shopkeepers 

surveyed had been the victims of shoplifting, and Phillips and Cochrane (1988) report that 

67% of the 100 tenants completing their survey of crime in a large Midlands shopping 

complex stated that shoplifting was a problem. USA studies report similar findings. Of 

the 670 retailers in 21 states surveyed by French et al (1984), 73% stated that they had 

a problem with shoplifting, and Lin et al (1994) report that shoplifting was a problem 

for 57% of the respondents in their survey of 158 clothing outlets in North Louisiana and 

North Texas. These studies suffer from similar limitations to national surveys, and are 

further restricted by smaller sample sizes, and the use of specific types of store in defined 

geographical areas. In addition, the UK studies have been conducted in inner city areas 

where crime is endemic, surveys of low crime areas may produce different findings.

The utility of national retail crime surveys is demonstrated by the ongoing use of this 

approach by the British Retail Consortium and the University of Florida, and their 

introduction into New Zealand (Guthrie, 1997). Despite their limitations, they provide 

a more accurate representation of the extent and costs of shoplifting than the official 

crime figures. The BRC surveys consistently report annual shoplifting losses in excess of
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£600 million, and provide some indication of the extent of undetected and unreported 

shoplifting. For example, the 1996/97 survey (Wells and Dryer, 1998) indicates that less 

than 30% of shoplifters were apprehended, and that of those apprehended, only 69.8% 

were reported to the police. To provide more exact data on the incidence of shoplifting 

in individual stores, methods for measuring undetected shoplifting have been devised.

3.5 Systematic Counting Studies

US researchers McNees et al (1976; 1980) pioneered a technique of repeated systematic 

counting to accurately measure shoplifting losses in individual stores. This involves the 

tagging, counting and recording of sales for specified items, and daily inventory checks 

to infer the number of stolen items. Their method was replicated in Sweden by Carter et 

al (1979; 1988), in the USA by Thurber and Snow (1980), and in the UK by Buckle et al 

(1992), Farrington et al (1994) and Beck and Willis (1998).

Buckle et al (1992) used systematic counting to estimate shoplifting losses in twenty-nine 

branches of a UK electrical retailer. Of the specified items (tapes, headphones, films, 

small domestic appliances) leaving the stores, 10.9% were stolen as opposed to sold. As 

this figure correlated significantly with stock audit data, it was concluded that systematic 

counting is a valid method of measuring shoplifting losses. Farrington et al (1994) 

replicated this study in ten electrical retailing stores, and reported a similar shoplifting 

rate (10.5%). As the two studies were conducted over a short time period, in the same 

retail group, the extent to which these findings can be generalised throughout retailing is 

not known. In addition, this approach does not distinguish between customer and staff 

theft. Farrington et al (1994) assumed that staff theft during the period of study was 

unlikely, as the staff were aware of the daily inventory checks and the frequency of staff
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searches was increased. There is, however, no evidence to support this assumption.

Beck and Willis (1998) conducted a similar study of theft of easy-to-carry goods in ten 

branches of a national electrical retailer, and estimate that approximately 10% of stock of 

this type is likely to be stolen. Although this study is subject to the limitations already 

discussed, and systematic counting is labour-intensive and difficult to operationalise 

(Beck and Willis, 1998), the consistency of the findings from the three UK studies 

suggest that systematic counting is valid method of measuring shoplifting losses.

3.6 Observation or Following Studies

To investigate the incidence of shoplifting in individual stores, researchers have followed 

randomly selected customers from when they entered the store until they left (Astor, 

1969,1971;Marks, 1975). Although these studies indicate that between 4.4% and 11.8% 

of the customers followed were observed stealing, the use of security personnel rather 

than social scientists to conduct the surveys, and difficulties in substantiating that the 

shoppers had been selected randomly, restrict the reliability of the findings.

Buckle and Farrington (1984; 1994) conducted similar studies in two small department 

stores in Peterborough and in Bedford. In the Peterborough study, 9 (1.9%) of the 486 

customers followed stole. In the Bedford study, 6(1.2%) of the 502 customers followed 

stole. Although Buckle and Farrington attempted to resolve some of the criticisms 

made of previous observational research (two trained observers were used, and the 

sample was carefully selected at random), both studies were based on small samples, and 

it is unknown whether these results would be replicated in other stores, in other areas, 

and at other times of the year. In addition, it is difficult to ascertain whether the shoppers 

knew that they were being followed (awareness of being observed might have changed
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their behaviour), and observation of behaviour suggestive of shoplifting does not establish 

intention to steal (Burrows and Lewis, 1987; Murphy, 1986).

Buckle and Farrington (1984) attempted to generalise from the Peterborough sample to 

the population, with the result that they could be 95% certain that the shoplifting rate in 

the population is between 0.6% and 3%. In addition, they estimated that over 500 items 

per week were being stolen from the Peterborough store. Comparison of this figure with 

the number of shoplifting crimes for the area recorded by the police, suggested that the 

police were only recording between 1 in 100, and 1 in 1,000 shoplifting incidents. 

Although Buckle and Farrington’s conclusions result from a sophisticated statistical 

analysis based on data subject to limitations, they provide some indication of the extent 

of shoplifting, and suggest that a substantial number of shoppers steal without detection, 

thus emphasising the importance of using alternative methods to the official figures.

3.7 Self-Report Studies

Self-report studies are based on small samples of the population, who are asked, either

in an interview or by a self-completed questionnaire, about the extent to which they have

committed various types of crime during a specified period of time (Jupp, 1989). The

advantages of this type of study are summarised by Hood and Sparks (1970, p 13)

...they make possible an estimate of the number of people who commit deviant 
acts of various kinds, and the frequency with which they do it; they allow the 
comparison of official with unknown delinquents; they facilitate longitudinal 
surveys of the delinquent “careers” of individuals over time; and finally they are 
indispensable for any study that attempts to compare delinquents with a control 
group of supposedly innocent people.

Although self-report studies may overcome some of the problems associated with the

official figures, they are subject to limitations. A major problem is the honesty of the

respondents and their ability to recall accurately their past criminal behaviour (Nettler,
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1978; Williams, 1991). Questions about sensitive matters such as crime are liable to 

distorted and untruthful answers, respondents may over-report criminal involvement 

wishing to be seen as delinquent, or under-report for fear of being seen as bad or criminal 

(Murphy, 1986). To overcome these problems, researchers have utilised indirect 

methods, for example, randomised response designs (Geurts et al, 1975-1976; Reinmuth 

et al, 1975), projective techniques (Lo, 1994; Prestwich, 1978) and scenario methods 

(Nagin and Paternoster, 1993; Strutton et al, 1994; Tibbetts, 1997). There is, however, 

little evidence to suggest that these methods result in more reliable data, although the 

card-sorting techniques employed by Belson (1975) and Farrington (1973) are likely to 

produce more reliable information in interview surveys.

The representativeness of the sample is also problematic, as this type of study tends to 

utilise small samples of specific segments of the population. Thus, the generalisability of 

the data is limited, and individuals likely to be engaged in criminal activity may be 

excluded. For example, the study by McCarthy and Hagan (1991) suggests substantial 

involvement in shoplifting by the homeless, and Williams (1991) argues that studies of 

schoolchildren or students are likely to exclude truants and drop-outs. Although self- 

report surveys are subject to methodological limitations, they have consistently shown that 

minor offences are more common than the official crime figures suggest (Nettler, 1978; 

Williams, 1991), and several studies support their validity and reliability (Farrington, 

1973; Hindelang et al, 1979; Huizinga and Elliott, 1986).

Shoplifting has been included in several British self-report studies of adolescent 

delinquency, and in addition, studies specific to shoplifting have been conducted in the 

USA. Although these studies, summarised in Tables 3.2 and 3.3, have produced largely
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inconsistent findings, and are subject to the methodological limitations previously 

discussed, they indicate that a substantial proportion of the populations surveyed admit 

to shoplifting. In addition, as argued by Klemke (1992), self-report studies are often the 

only method of obtaining data on many aspects of shoplifting.

Table 3.2 British Self-report Studies

Researcher Place of 
study

Sample Description % admitting 
shoplifting

Belson (1975) London 1425 males aged 13-16. 85% response 
rate. Individual interview.

70%

Farrington
(1973)

London 405 males aged 14-15. 98.5%response 
rate. Individual interview.

19.3% large stores, 
36.8% small shops

Graham & 
Bowling(1995
)

England 
& Wales

738 males, 910 females, aged 14-25. 
64% response rate. Individual 
interview.

19.7% (23.9% males, 
15.5% females)

Mawby (1980) Sheffield
school

327 males, 264 females aged 13-15. 
80%
response rate. Classroom questionnaire.

53.6% of males and 
38.6% of females in last 
year

Riley & Shaw 
(1985)

England 
& Wales

378 males and 373 females aged 14-15. 
71% response rate. Individual 
interview

9% in last year (12.4% 
males, 5.9% females)

Sources: Belson(1975); Farrington (1973); Graham and Bowling (1995); Mawby(1980); Riley and 
Shaw (1985).

Table 3.3 USA Self-report Shoplifting Studies

Researcher Place 
of study

Sample Description % admitting 
shoplifting

Cox et al 
(1990)

Georgia 871 males, 821 females, school grades 7-12. 
97% response rate. Classroom questionnaire.

37% in last year

Jolson (1974) Maryland 105 male, 92 female adults. Response rate 
68.2%. Random shoppers. Questionnaire.

43%

Kallis & 
Vanier (1985)

Southern
California

277 adults, 155 males, 122 females. Response 
rate 27%. Mail questionnaire.

41.9% ever, 
18% in last 12 
months

Klemke
(1982)

Pacific
North-west

1189 males and females under 16. 74.5% 
response rate. Classroom questionnaire.

63.2% ever

Ray(1987) Spokane,
Washington

382 adults. Response rate 38%. Random 
shoppers. Questionnaire.

9% in last year

Sources: Cox et al (1990); Jolson (1974); Kallis and Vanier (1985); Klemke (1982); Ray (1987).
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3.8 Qualitative Methods

To obtain a more detailed understanding of shoplifting, researchers have employed 

qualitative methods. Murphy (1986) used the ethnographic approach to investigate 

shoplifting and the organisation of shop security in England, arguing that the meaning of 

shoplifting can only be understood by examining the social processes which inform the 

production and management of shoplifters. Researchers have also interviewed shoplifters 

to obtain information about their shoplifting experiences (Butler, 1994; Gill and Turbin, 

1997; Tunnell, 1992). This approach is dependent on small, self-selected samples, who 

may have a hidden agenda for their participation, and as the representativeness of the 

samples is unknown, this imposes limits as to how far the results can be generalised. The 

limitations of qualitative studies are, however, compensated for by the detailed insights 

provided about shoplifting behaviour, data unobtainable from other sources.

3.9 Conclusion

The preceding discussion indicates that true extent of the shoplifting problem is not clear. 

There are no accurate data available on shoplifting, only estimates (Farrington, 1999). 

The official crime figures are an imperfect measure of criminality for all but the more 

serious types of crime, and their methodological limitations are exacerbated by the fact 

that the majority of shoplifting incidents are either undetected or unreported. Although 

researchers have developed alternative methods to overcome the problem of the “dark 

figure” of shoplifting, these methods also have limitations, which restrict the reliability and 

generalisability of their findings. Nevertheless, as discussed by Nettler (1978), when 

different methodologies indicate similar findings, then considerably more confidence can 

be placed in the results, and the studies evaluated in this chapter point to the same
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conclusion. The official crime figures grossly underestimate the extent of shoplifting, and 

shoplifting is not an isolated behaviour. Instead, it appears to be widespread, involving 

a substantial proportion of the population.

36



CHAPTER 4

WHO SHOPLIFTS AND WHY? 

4.1 Introduction

As in criminological research, one of the major concerns of shoplifting research has been 

to identify the type of person who shoplifts and to provide some understanding of the 

causes and motivation of shoplifting behaviour. Although there have been numerous 

empirical studies investigating shoplifters’ characteristics and motivations, there is no 

widely accepted method for researching shoplifting behaviour. The two methods most 

commonly employed are studies of apprehension records or self-report surveys, and as 

discussed in Chapter 3, the reliability of these studies is restricted by their methodological 

limitations. This chapter, therefore, compares the findings from alternative research 

methods in order to establish any commonalities in the characteristics of shoplifters and 

the causes and motivations of their behaviour, and, where appropriate, utilises more 

general criminological research to verify these findings.

4.2 The Characteristics of Shoplifters

Criminological research into property crime suggests the majority of offenders are male 

juveniles, and that participation in this type of crime is inversely related to age, peaking 

in the mid-teens (Farrington, 1992;HirschiandGottffedson, 1983; Maguire, 1994). The 

relationship between crime and race or social class is less clear, with analyses of the 

official crime figures and self-report surveys producing conflicting findings (Braithwaite, 

1981; Hindelang, 1978; Hindelang et al, 1979). The following discussion analyses 

whether these propositions apply to the crime of shoplifting and considers the utility of 

identifying the characteristics of the ‘typical” shoplifter.
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4.2.1 Shoplifting and Age

It is commonly believed that the majority of shoplifters are adolescents (Baumer and 

Rosenbaum, 1984), and in her analysis of the apprehension records of a Chicago 

department store, Cameron (1964) found shoplifting to be most prevalent in the under-20 

age groups and that involvement in shoplifting declined progressively with age. Studies 

of store apprehension records (Brady and Mitchell, 1971; Klemke, 1992; Robin, 1963), 

police records (Fear, 1974; Griffin, 1970; Won and Yamamoto, 1968) and court records 

(Bennett, 1968; Gudjonsson, 1982; Murphy, 1986; Poyner and Woodall, 1987; Redding, 

1976; Walsh, 1978) generally support Cameron’s findings, although there is some 

disagreement as to the extent of juvenile involvement. Although the department store 

studies of Brady and Mitchell (1971) and Robin (1963) report that over 60% of 

apprehended shoplifters were under 19, the studies of supermarket and police records 

suggest a more even age distribution, and although a substantial percentage of the 

apprehended shoplifters in these studies are juveniles, they do not represent the majority.

Although Klemke (1992) argues that the high proportion of juvenile apprehended 

shoplifters could result from youth being being less proficient at shoplifting than adults, 

or being watched more carefully by store personnel, the British self-report studies 

reported in Chapter 3, Table 3.2, indicate that substantial numbers of adolescents admit 

to shoplifting behaviour. USA studies of schoolchildren and students also report high 

involvement in shoplifting by the under-20s, and confirm that involvement in shoplifting 

is inversely related to age. In Klemke’s (1982) study, 63% of the students reported 

shoplifting involvement, and in the study by Cox etal{ 1990), 3 7% admitted to shoplifting 

in the previous 12 months. In both studies, shoplifting activity declined as the students
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moved through the high school years. El-Dirghami (1974) reports that 51% of the high 

school students in his study had shoplifted compared to 40% of the college students, and 

in a national USA crime survey, which tracked high school seniors until the age of 23, 

Osgood et al (1989) found that for both males and females, shoplifting involvement 

declined progressively from the age of 17 to the age of 23.

Both apprehension and self-report studies are restricted by methodological limitations, and 

comparisons are problematic due to the use of different methods, age groups and time 

periods. The prevalence of juvenile shoplifting, and the pattern of shoplifting peaking in 

adolescence and subsequently declining with age is substantiated by criminological 

research into property crime (Farrington, 1992; Hirschi and Gottfredson, 1983; Maguire, 

1994). Although these studies are also subject to methodological limitations, the 

longitudinal studies by Farrington (1973; 1977; 1992), which investigate the “criminal 

careers” of a cohort of adolescents, utilise a rigorous methodology to overcome some of 

the limitations of self-report studies, and thus more confidence can be placed in the 

results. Although Farrington’s studies suggest that involvement in crime peaks during the 

mid-teens, shoplifting studies indicate a slightly different pattern, with the studies by 

Bennett (1968), Gudjonsson (1982) and Klemke (1978b) indicating the under-15s to be 

the group most involved in shoplifting. This implies that shoplifting may precede 

involvement with other types of criminal behaviour. Such a conclusion would, however, 

be premature until further, more rigorous research is conducted in this area.

4.2.2 Shoplifting and Gender

Although criminological research (Hindelang et al, 1979; Maguire, 1994) indicates that 

females have a much lower rate of criminality than males, shoplifting has often been
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described as being a predominantly female crime (Abelson, 1989a, 1989b; O’Brien, 1983). 

Although the earlier studies (Gibbens and Prince, 1962; Robin, 1963) indicate that the 

majority of apprehended shoplifters were female, more recent studies (Klemke, 1992; 

Murphy, 1986) indicate increasing male involvement in shoplifting. Campbell (1981) and 

Buckle and Farrington (1994) analysed the Home Office Criminal Statistics for 1978 and 

1989 respectively. They report that although shoplifting is the crime for which women 

are most frequently cautioned or convicted, more males than females are convicted for 

shoplifting, and Farrington (1999) reports 1.7 recorded male shoplifters for every female 

in his analysis of the 1996 official crime figures for England and Wales.

Analysis of the age distributions of the apprehended shoplifters suggests that females 

become involved in shoplifting at a later age than males, and indicates that in the under- 

20 age group, males are considerably more likely to be apprehended for shoplifting than 

females. The prevalence of adolescent male shoplifting is supported by the British self- 

report studies, summarised in Chapter 3, Table 3.2, which consistently report that male 

adolescents are more likely to shoplift than females, and USA self-report studies (Gold, 

1970; Klemke; 1982; Kraut, 1976; Moschis, 1985).

Mayhew (1977) and Buckle and Farrington (1994) argue that the apparent predominance 

of female shoplifting could be explained by opportunity, as the majority of shoppers are 

female. Mayhew (1977) analysed the “following” studies conducted by Astor, Group 

4 Security and Marks, and reports that although two-thirds of the shoppers followed 

were female, the difference in proportion of male and female shoplifters was not 

statistically significant. The following studies of Buckle and Farrington (1984; 1994) 

indicate, however, that when men and women have equal opportunity to shoplift, males
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are far more likely to shoplift than females. Thus, comparisons from three different 

research approaches, supported by criminological findings, indicate that shoplifting is not 

a predominantly female crime as is commonly assumed, and the pattern of increasing male 

involvement in shoplifting possibly reflects the fact that increasing numbers of males are 

using the shops and therefore have more opportunity to shoplift.

4.2.3 Shoplifting and Socio-economic Group and Race

As in criminological studies, research into the relationship between shoplifting and social 

class and race has produced inconclusive findings. Both apprehension studies (Cameron, 

1964; Won and Yamamoto, 1968) and self-report surveys (Bales, 1982; Cox etal, 1990, 

Gold, 1970; Jolson, 1974; Klemke, 1982; Ray, 1987) indicate that shoplifters are likely 

to come from all income groups and socio-economic classes. The relationship between 

shoplifting and race is unclear, with the studies by Bales (1982), Cameron (1964), Gold 

(1970) and Tittle (1980) reporting conflicting findings. The data available on both social 

class and race are of limited quality due to the problems inherent in measuring these 

variables (Klemke, 1992) and the methodological limitations of the type of studies used. 

The studies suggest, however, that shoplifting is not restricted to the lower classes, and 

both Sohier (1969) and Murphy (1986), have commented that shoplifting is an “ordinary” 

crime which involves all sections of society.

4.2.4 The Professional Shoplifter

Although professional thieves are thought to represent only a minority of shoplifters, it 

is likely that they contribute disproportionately to the shoplifting problem (Baumer and 

Rosenbaum, 1984; Cleary, 1986). The term “professional” when applied to crime implies
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The pursuit of crime as a regular, day-by-day occupation, the 
development of skilled techniques and careful planning in that occupation, 
and status among criminals. (Sutherland and Cressey, 1970, p 274)

Murphy (1986) suggests that the store detectives in his study were classifying as

professional any thief who behaved in a cool, calculating and deliberate manner, thus

confusing professional with professionalism, and concludes that professional shoplifters

in terms of Sutherland’s definition are rare. Both Cameron (1964) and Francis (1980)

suggest that only approximately 10% of shoplifters are professional thieves. The majority

of apprehended shoplifters are regarded as amateur, due to the nature and the low value

of the items stolen (Adley, 1978; Astor, 1971), and their lack of previous shoplifting

convictions (Cameron, 1964). As most professional shoplifters are not caught due to their

expertise and knowledge of store security (Harris, 1979; Kreppein, 1957), apprehension

records provide little information about their activities. Qualitative research provides

descriptions of shoplifting as part of a professional criminal career (Gamman, 1996;

Shaw, 1930; Sutherland, 1937), and professional shoplifters have provided descriptive

accounts of their shoplifting experiences and techniques (Klokis,1985; Willis, 1991).

Klokis (1985, p 17) estimates that he and his booster team were stealing $1.2 million a

year, and states, ‘we would steal more in one day, money-wise, than 40, 50 or 100

amateurs would steal in two years.’ Although Klokis’s claims cannot be substantiated,

and his criminal occupation throws doubt on his veracity, his proposition that

professional shoplifters are responsible for a substantial proportion of customer theft is

consistent with that of security professionals (Edwards, 1970; Farrell and Ferrara, 1985).

4.2.5 The Typical Shoplifter

Cameron (1964) and Sohier (1969) suggest that shoplifters are demographically

42



representative of the general populations from which they are drawn. Berlin (1992) and

Cobb (1973b) maintain that there is no ‘Typical” shoplifter, and Walsh (1978,p75) argues

Today the shoplifter can be anyone, there are no features of dress, age, or 
sex or economic status that help us to identify him, and trying to do so 
leads quickly to stereotyping.

Burrows and Lewis (1987) agree with this view, and warn of the implications

stereotyping, contending that it would result in security personnel concentrating their

efforts on those believed to conform to the stereotype, and those not conforming would

escape apprehension, thus

There is, in short, a danger that stereotypes of shoplifters - invalid or 
otherwise - operate in a vicious circle, making it more and more likely that 
they will be proved correct. (Burrows and Lewis, 1987, p 232)

Murphy (1986) reports that store detectives tend to focus on certain types, and security

professionals have developed typologies of shoplifters, usually classifying them as

amateurs, professionals, kleptomaniacs, drug addicts, housewives or juveniles (Boyd and

Harrell, 1975; Sennewald and Christman, 1992). As shoplifters are usually

undistinguishable from the general population (Walsh, 1978), perhaps a more useful

approach to shoplifting is to identify the underlying causes of the behaviour.

4.3 Explanations of Shoplifting Behaviour

Shoplifting research suggests a diverse range of explanations for the behaviour which can 

be broadly categorised into psychological/psychiatric, economic, social influence, moral 

attitudes and the search for thrills or excitement. As there is no theory of shoplifting 

behaviour, in order to provide a theoretical basis for the analysis, each category and the 

research relating to it is discussed in relation to the appropriate criminological theory.

43



4.3.1 Psychiatric and Psychological Explanations of Shoplifting

Positivist criminologists locate the causes of crime within the individual, and there is 

continuing interest into how individual dispositions (biological and psychological factors, 

personality and intelligence) influence criminal behaviour. Although studies investigating 

the relationship between crime and biological and genetic factors have produced 

inconclusive findings (Glueck and Glueck,1950; Mednick et al, 1987), researchers are 

investigating the effect of brain and neural disorders on criminality (Farrington, 1994; 

Fishbein, 1990), and future research in this area may have implications for shoplifting. 

In addition, shoplifting has also been linked with eating disorders (Schwartz and Wood, 

1991), alcohol or drug addiction (Lamontagne et al, 1994), dementia (Miller et al, 1997), 

psychosomatic complaints (Beck and McIntyre, 1977) and the use of prescription drugs 

(Mortimer, 1991a; Williams and Dalby, 1986).

Female shoplifting has been attributed to ‘̂ women’s nature” (Mayhew, 1977; Ray, 1987), 

and associated with kleptomania (discussed in the following section), physiological and 

hormonal changes in adolescence, pregnancy and menopause (Epps, 1961; Neustatter, 

1954; Prince, 1980; Russell, 1973), mental or psychosomatic illness (Gibbens, 1962,1963, 

1981; Gibbens et al, 1971), and consistent with Freudian approaches, inner emotional 

conflicts related to unconscious motivations or sexual themes (Badonnel, 1968; Meyers, 

1970; Rouke, 1957,1960; Versele, 1969). The research into these areas is of extremely 

limited quality, relying on psychoanalytical interpretations of interviews with small 

numbers of female offenders referred for psychiatric evaluation. Feminist criminologists 

argue that women’s experiences are integral to understanding female criminality (Carlen, 

1988; Heidensohn, 1985, 1994; Klein, 1973; Smart, 1976), however, approaches which
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label women as pathologically “sick” ignore the fact that female involvement in crime may 

be an expression of dissatisfaction with their position and lifestyle (Campbell, 1981).

The term kleptomania has been used in connection with shoplifting since the beginning of

the 19th century, and was originally used to explain the actions of middle-class females

who regularly stole from department stores without an apparent motive (Abelson, 1989a,

1989b; O’Brien, 1983). Kleptomania is a compulsive behaviour which Sarasalo et al

(1996, p 6) describe as:

the recurrent failure to resist impulses to steal items even though the 
items are not needed for personal use or for their monetary value.

Despite the publicity kleptomania has received, Gudjonsson (1990) suggests that less than

5% of apprehended shoplifters fulfill the medical criteria for the diagnosis of kleptomania,

and this is supported by psychiatric studies of convicted shoplifters (Arboleda-Florez et

al, 1977; Bradford and Balmaceda, 1983; Cupchick, 1992; Gibbens and Prince, 1962;

Sarasolo et al, 1996, 1997). Sarasalo et al (1997) suggest that there are intermediate

stages between kleptomania and shoplifting, and several studies have noted the

compulsive nature of shop theft (Aust, 1987; Beaumont, 1984; Gauthier and Pellerin,

1982; Gudjonsson, 1987; Moore, 1983; Orbach, 1993; Omstein et al, 1983).

Studies of shoplifters referred for psychiatric evaluation (Arboleda-Florez et al, 1977; 

Arieff and Bowie, 1947; Bradford and Balmaceda, 1983; Cupchik and Atcheson,1983; 

Fugere et al, 1995; Gibbens and Prince, 1962; Ordway, 1977; Schlueter et al, 1989; Yates, 

1986) indicate that depression or stress, resulting from personal or family difficulties or 

recent personal loss, are likely to contribute to shoplifting behaviour. Adult self-report 

studies attempting to assess the influence of stress on shoplifting report conflicting
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findings. Although Ray (1987) suggests that shoplifters are more likely to be under 

personal, social and family stress, and to be suffering from depression, isolation, 

loneliness and marital problems, McShane et al (1991) found little difference between 

non-shoplifters and shoplifters in levels of pyscho-social stress. Shoplifting has also been 

attributed to absent-mindedness (Bradford and Balmaceda, 1983; Mortimer, 1991 b), there 

is, however, little empirical evidence to substantiate this (Reason and Lucas, 1984). 

Forgetfulness is a convenient excuse, and is difficult to prove (Cunningham, 1975), 

nevertheless, absent-mindedness together with other forms of psychiatric and 

psychological disorders are frequently used as a defence against shoplifting to prove that 

the offender did not have the intent to commit the crime (Craft and Spencer, 1984).

Research into the link between criminality and personality has produced largely 

inconclusive findings, although there is some support for assertiveness and resentment of 

authority being associated with criminal behaviour (Williams, 1991). To investigate 

whether shoplifters have a more deviant/criminal personality than non-shoplifters, Beck 

and McIntyre (1977) administered the Minnesota Multiphasic Personality Inventory 

(MMPI) to a sample of 154 university students. Of these students, 34% were classified 

as chronic shoplifters, and the MMPI indicated that these shoplifters had psychopathic 

personalities and strong anti-establishment attitudes. These findings are not supported by 

Moore’s (1983) study of convicted student shoplifters. Moore used the California 

Psychological Inventory to compare the personalities of convicted shoplifters with a 

control group of students, and found no meaningful personality differences between the 

groups. As only 22% of the shoplifters were classified as deviance-prone, Moore 

concludes there is little evidence to suggest shoplifters are psychopaths.
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Gottffedson and Hirschi (1990) and Wilson and Hermstein (1985) have proposed 

integrated theories of crime which acknowledge the influence of individual personality 

factors, such as aggression, impulsiveness and inability to delay gratification, which they 

define as low control. Although there has been little research into this area, Farrington’s 

methodologically rigorous, longitudinal Cambridge Study in Delinquent Development 

(discussed in Farrington, 1999) suggests an association between the “anti-social” 

personality and apprehension for shoplifting.

The link between intelligence and criminality is not clear (Void and Bernard, 1986; 

Williams, 1991), although Hirschi and Hindelang (1977) found low IQ to be as good a 

predictor of delinquent behaviour as social class and upbringing. As student studies (Ba- 

Yunus and Allen, 1979; Kraut, 1976) suggest high levels of shoplifting in these 

populations, and more general studies (Kallis and Vanier, 1985; Won and Yamamoto, 

1968) indicate little difference in educational attainment between non-shoplifters and 

shoplifters, there is little evidence to suggest that shoplifting is related to low intelligence.

Although psychiatric and psychological studies provide some interesting insights into 

shoplifting, their methodological limitations severely restrict the confidence which can be 

placed in their findings, and general surveys (Cameron, 1964; Gibbens and Prince, 1962; 

Yates, 1986) indicate that only a small minority of shoplifters are suffering from 

psychiatric or psychological disorders.

4.3.2 Shoplifting and Economic Motivations

Shoplifting is usually perceived as an economic crime (Klemke, 1992; Yates, 1986), and 

although this implies that shoplifters are motivated by need, resulting from poor economic
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conditions or unemployment, it also suggests that people shoplift as a way of earning a 

living, to obtain goods they couldn’t otherwise afford, or to “get something for nothing” 

(Griffin, 1970; Kraut, 1976; Robin, 1964).

Anomie-strain theoiy (Merton, 193 8) hypothesises that the motivation to commit a crime 

arises when there is pressure to succeed, but the legitimate means of achieving success are 

not available, resulting in a strain which drives the individual to criminal means of 

achieving their goals. Strain theory was originally formulated to explain lower class crime 

and implies that crime will be more prevalent among the economically disadvantaged. 

Although the studies by Ray and Briar (1988) and Moore (1984) indicate unemployment 

and economic need significantly contribute to shoplifting behaviour, as already discussed, 

shoplifters are likely to come from all income groups and social classes, and both 

Cameron (1964) and McShane and Noonan (1993) report that a substantial percentage 

of the apprehended shoplifters in their studies had sufficient money in their possession to 

pay for the stolen articles. This implies that some shoplifters either steal from greed or 

because there are products which are desirable but unaffordable.

Appelbaum and Klemmer (1974) and Rosenblatt (1981) argue that shoplifting results from 

society’s emphasis on material possessions, and strain explanations of crime, defined by 

Agnew (1992, p 51) as the ‘disjunction between aspirations and expectations’ fit well 

with today’s consumerist society, and can apply equally to all social classes. Ray and 

Briar (1988, p 179) contend that shoplifting may be the result o f‘perceived deprivation’ 

reporting that the shoplifters in their study placed a high value on possessions such as 

designer clothes and luxuries, and Campbell (1981), discussing the relationship between 

consumer materialism and shoplifting in adolescent females, suggests that they steal to

48



keep up with the demands of fashion. Cox e ta l(1990) found that economically oriented 

shoplifters consistently stole the most expensive products, and Cameron (1964) also 

reports the frequent theft of luxury goods. Alternatively the theft of these items could 

reflect their high resale value or perceptions that they are over-priced (Ray, 1987).

Decision-making approaches (discussed in Chapter 5) imply that shoplifting results from 

an economic calculation of the costs and benefits of the crime, and there is considerable 

evidence from both self-report and apprehension studies that shoplifters steal for financial 

benefit and because they perceive the risks of apprehension to be low (Kraut, 1976; 

Schlueter etal, 1989; Yates, 1986), and Moore (1984, p 58), describing the behaviour of 

the amateur thieves in his study of convicted shoplifters, states ‘the pattern of shoplifting 

was maintained by a realistic assessment of the relative risks and benefits’.

There are three identifiable groups of shoplifters whose behaviour is likely to be 

influenced by economic motivations: professional shoplifters (discussed in section 4.2.4), 

drug addicts and the homeless. Research into drug-related crime (Carpenter et al, 1988; 

Faupel, 1986; Jarvis and Parker, 1989; Parker and Newcombe, 1987) suggests that drug 

users finance their addiction by various criminal activities, and indicates significant 

involvement of respondents in shoplifting. For example, in a self-report study of 356 

heroin users in Miami, Inciardi (1979) found that 59.4% of the males and 70% of the 

females had shoplifted, admitting to a total of 14,856 shoplifting offences between them. 

The studies by Snow et al (1989) and McCarthy and Hagan (1991) suggest that the 

homeless are also significantly involved in shoplifting, with 53% of respondents in the 

study by McCarthy and Hagan admitting to shoplifting items valued less than $50.
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The studies discussed in this section are restricted by methodological limitations, 

however, as they all indicate that a substantial proportion of shoplifting is financially 

motivated, a certain degree of confidence can be placed in their findings. Although 

juvenile self-report studies also identify financial motives (Dingle, 1977; Cox et al, 1990; 

Klemke, 1982), they also indicate that shoplifting is likely to be influenced by non

economic factors such as social influence, and the search for excitement or thrills.

4.3.3 Shoplifting and the Influence of Friends

Johnson (1979) and Richards et al (1979) suggest that peer influence is likely to play a

motivating role in delinquent behaviour, and both cultural deviance theories (Cloward and

Ohlin, 1960; Cohen 1955; Miller, 1958), and the Theory of Differential Association

(Sutherland and Cressey, 1966) hypothesise that criminal behaviour results from

associating with peer groups favourably disposed to crime. Sutherland maintains that the

skills, motives and attitudes necessary for criminal behaviour are learned through

interaction with others, and that

a person becomes delinquent because of an excess of definitions 
favourable to the violation of the law over definitions unfavourable to 
violation of the law (Sutherland and Cressey, 1970, p 75).

Burgess and Akers (1966) and Akers et al (1979) revised Sutherland’s theory to include

social learning principles, suggesting that involvement in crime depends on the social

reinforcements that reward criminal activity, and this approach has been used in

programmes designed to change the behaviour of convicted shoplifters (Casey and

Shuman, 1979; Glasscok et al, 1988; Kolman and Wasserman, 1991; Royse and Buck,

1991; Russell, 1978; Solomon and Ray, 1984).
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There is considerable evidence in the shoplifting literature that the shoplifting behaviour 

of adolescents is influenced by peer associations. Bales (1982), Cox et al (1990) and 

Kraut (1976) suggest that knowledge of successful shoplifting by friends may reduce 

perceptions of risk, and having friends who shoplift may result in the behaviour being 

seen as acceptable and provide a supportive climate for the behaviour. In addition, 

adolescents may feel pressure to shoplift to gain acceptance by social groups (Belson, 

1976) or to obtain expensive or socially desirable products (Cox et al 1990; Johnson 

1979). Both Belson (1975) and Klemke (1982) conclude that the shoplifting behaviour 

of the adolescents in their self-report studies is related to the proportion of their friends 

who also engage in the behaviour. Cox etal{ 1993) investigated the role of friends in the 

development of adolescent shoplifting. Their self-report study of 1534 school students 

indicates a strong relationship between shoplifting and peer influence, partially due, they 

suggest, to a weakening of moral objections about the behaviour.

Baumer and Rosenbaum (1984) suggest that adolescent shoplifting is a group activity, and 

this is supported by both apprehension and self-report studies. Robin (1963) reports that 

75.3% of the juvenile shoplifters in his study were apprehended in groups, compared to 

23.3% of the adults. Brady and Mitchell (1971) report similar findings in their study of 

apprehended shoplifters, 81.3% of the under 20s were accompanied, compared to 24% 

of the adults, and the UK self-report study of 54 boys aged 11 to 14 conducted by 

Shapland (1978) indicates that 63% of the shoplifting incidents from small shops, and 

75.4% from large stores, involved groups.

These studies suggest that association with other shoplifters encourages shoplifting 

behaviour, and their findings are supported by qualitative research (Gamman, 1996;
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Weiner, 1970) and anecdotal evidence in the press and in security publications about 

shoplifting gangs. Although the studies by Klemke (1982) and Kraut (1976) indicate that 

shoplifters are likely to know other shoplifters, when asked to identify the reasons for their 

shoplifting behaviour, the respondents were more likely to name experiential or economic 

factors rather than peer pressure. Cox e ta l{1990) report similar findings and suggest that 

the relationship between peer associations and shoplifting requires further investigation.

4.3.4 Shoplifting and Social Control

Social control theorists (Nye, 1958; Reckless, 1967; Reiss, 1951) are concerned with the 

factors that prevent deviance, and how society persuades its members to conform to its 

rules through social controls. Hirschi (1969) argues that individuals with weak social 

bonds are more likely to be involved in crime, and his self-report study of California youth 

indicates that law-abiding juveniles were more likely to have strong attachments to their 

parents and school, and to have negative beliefs about delinquent behaviour.

Although Wilkinson (1980) found that girls from single-parent families were more likely 

to shoplift than girls from an “intact” home, the difference was not statistically significant 

for boys, and neither Richards et al (1979) nor Bales (1982) found a significant 

relationship between shoplifting and current parental marital status in their studies of 

students. Cox et al (1993) report that youths with strong parental attachments were less 

likely to shoplift, and suggest that this is due to the fact that parents influence the moral 

beliefs of their children, and may also influence their choice of friends. Belson (1975) 

reports a strong relationship between truancy and stealing, and Klemke (1982) suggests 

that the students in his study who did not like school and were experiencing grade and 

attitude problems were more likely to shoplift.
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4.3.5 Shoplifting and Moral Attitudes

Control theories imply that criminal behaviour is constrained by acceptance of society’s 

rules and norms, and Kraut (1976) reports that the most important reasons for the non

shoplifting behaviour of the students in his study were their own honesty, and their belief 

that shoplifting was unacceptable behaviour. Although self-report studies indicate that 

shoplifters do not perceive shoplifting to be as serious or as wrong as non-shoplifters (El- 

Dirghami, 1974; Kraut, 1976; Kallis and Vanier, 1985), most of the amateur convicted 

shoplifters in Moore’s (1984) study acknowledged that shoplifting is illegal and morally 

wrong. Cameron (1964), Strutton et al (1994) and Turner and Cashdan (1988) contend 

that many shoplifters are otherwise law-abiding citizens who accept the rules and norms 

of society, but if this is the case, why do they steal?

Sykes and Matza (1957) and Matza (1964) argue that individuals are not committed to 

criminality, but “drift” between law-abiding and criminal behaviour, justifying crime 

through techniques of neutralisation. Sykes and Matza (1957) list five justifications for 

criminal behaviour: denial of responsibility, denial of injury, denial of the victim, 

condemnation of the condemners and appeal to higher loyalties, and argue that the use 

of these neutralisations enables individuals to violate laws which they usually accept and 

obey. Thus, ‘neutralising arguments excuse the actor and facilitate deviant behaviour.’ 

(Landsheer et al, 1994, p 44)

Hollinger’s (1991) study of deviance and theft in the work place provides support for 

neutralisation theory, particularly for older workers. Minor (1981; 1984) and Agnew and 

Peters (1986) also report limited support for neutralisation techniques in their self-report 

shoplifting studies of US students, although Agnew and Peters (1986) suggest that these
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techniques will only lead to shoplifting when the individual encounters situations where 

the neutralisations are applicable. In their mail survey of a random sample of residents 

of a south-eastern U.S. city, Strutton et al (1994; 1995) found that although the majority 

of respondents disapproved of shoplifting there was limited support for negative attitudes 

towards the retailer being responsible for the shoplifting behaviour of some consumers.

Cameron (1964) asserts that the majority of the apprehended shoplifters in her study did 

not think of themselves as thieves, and used a number of excuses to explain away their 

behaviour. Similarly, Moore (1984, p 59) comments that the semi-professional thieves 

in his study rationalised their shoplifting behaviour with the following beliefs: ‘not a 

crime’, ‘everybody steals’, ‘it doesn’t hurt anyone’ and the ‘store is ripping us off’. Kraut 

(1976) reports, however, that the shoplifters in his study did not rationalise their 

behaviour, but took responsibility for it, stating that they stole because they didn’t want 

to pay and because they considered shoplifting to be acceptable. The limited research into 

neutralisation provides tentative support for the theory, and research which identifies 

“excuses” for shoplifting could provide insights into how shoplifting attitudes and 

behaviour could be changed (Solomon and Ray, 1984).

4.3.6 Shoplifting as Exciting or Thrill-seeking Behaviour

Appelbaum and Klemmer (1974), Brodt (1994) and Gold (1970) have likened shoplifting 

to a game or a competitive sport, and experiential motives for shoplifting have been 

identified by several researchers (El-Dirghami, 1974; Turner and Cashdan, 1988; Cox et 

al, 1990). Both Belson (1975) and Klemke (1982) suggest that the desire for fun and 

excitement is a major causal factor of theft, and Klemke (1982) reports that 42% of the 

adolescent students in his study identified sporting motivations (to see if they could get
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away with it, and for fun and excitement). Kallis and Vanier (1985) comment that the 

adult shoplifters in their study were likely to possess an orientation to thrill-seeking 

behaviour, and psychological studies of adult female shoplifters suggest that some may 

steal for sexual gratification (Coid, 1984; Rouke, 1957).

Katz (1988) criticises psychological and sociological explanations of crime, arguing that 

they ignore the factors which make crime an attractive and seductive behaviour. He takes 

a phenomenological approach, which explores the individual’s ‘lived experience of 

criminality’ (Katz, 1988, p 3), to investigate the shoplifting behaviour of mainly female 

criminology students at the University of California. His study indicates that for these 

students, shoplifting is rather more than a way of obtaining material items, and his 

descriptive accounts of their behaviour suggest that they are seduced into taking items and 

feel excitement and sensual pleasure, both from the stolen items, and from getting away 

with the theft. Katz (1988, p 53) describes nonviolent property crime as a ‘sneaky thrill’ 

and identifies five types of experiences: a test of being able to conceal shoplifting from 

others, shoplifting as a type of game, or as a sexual or religious experience and shoplifting 

as a personal triumph.

4.4 Typologies of Shoplifters

Shoplifters steal from shops for a diversity of reasons, and it is likely that different types 

of shoplifters require different types of explanations (Farrington, 1999). Typologies 

provide a means of systematically reducing a complex behaviour such as shoplifting to a 

more manageable level, and thus enable insights into the causes of the crime and how the 

behaviour can be prevented (Clinard and Quinney, 1973; Klemke, 1992). Several 

shoplifting researchers have taken this approach. Cameron (1964) differentiated between
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boosters (professionals) and snitches (amateurs), Arboleda-Florez etal (1977) classified 

shoplifters into snitches (frequent shoplifters), unusuals (no apparent motive) and 

psychotics (suffering from delusions), and Moore (1984) described the apprehended 

shoplifters in his survey as impulsive, episodic, amateur or semi-professional. Despite the 

apparent promise of this approach, no recent typologies of shoplifting behaviour have 

been developed.

4.5 Conclusion

Research into shoplifting characteristics and motivation is typified by data which is 

methodologically limited, and somewhat inconclusive findings. All that can be said with 

any degree of confidence is that a substantial proportion of shoplifters are likely to be 

adolescents, and that economic considerations, peer pressure or experiential factors 

appear to be important. Furthermore, deterministic approaches do not explain why others 

in a similar situation do not steal from shops, or why many shoplifters only steal on an 

occasional basis (Katz, 1988). Clarke (1980) argues that deterministic approaches tend 

to view a small number of criminals as being responsible for the majority of crimes (yet 

research indicates that shoplifting is widespread), and suggest interventions in areas 

where it is difficult to achieve any effects, for example, the pathology of the individual, 

or family, economic and social conditions. The failure of deterministic theories to explain 

the pervasiveness of shoplifting indicates that an alternative approach is required, and the 

next chapter evaluates whether theories which view shoplifting as being the result of the 

choices and decisions made by the offender provide a more comprehensive view of 

shoplifting motivation and more effective strategies for preventing the behaviour.
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CHAPTER 5 

SHOPLIFTING AS A CRIMINAL DECISION

5.1 Introduction

As the motives for shoplifting are as diverse and complex as the shoplifting population, 

an alternative approach is to focus on the crime itself, and investigate the immediate 

circumstances of shoplifting, both in terms of opportunity to commit the crime and of the 

decisions made by shoplifters. Clarke (1980) argues that this approach will indicate 

alternative strategies for preventing shoplifting, and this chapter examines how decision

making and criminal opportunity theories of crime have shaped current attitudes to 

shoplifting prevention, and evaluates the success (or failure) of this approach.

5.2 Shoplifting and Opportunity

Early deterministic theories tend to ignore the environment in which crime takes place 

(Briar and Piliavin, 1965; Cornish, 1994; Erez, 1979). Brantingham and Faust (1976) and 

Clarke (1984) argue that the physical and social environments provide opportunities for 

criminal behaviour, and more recent approaches (Gottfredson and Hirschi, 1990) 

acknowledge the influence of criminal opportunity. Environmental criminologists have 

investigated the spatial distribution of crime (Baldwin and Bottoms, 1976; Shaw and 

McKay, 1942), the impact of the environment on crime (Brantingham and Brantingham, 

1991; Jeffery, 1971; Poyner, 1983; Tremblay, 1986) and the influence of lifestyle on 

criminal victimisation (Garofalo, 1987; Maxfield, 1987). Routine Activities Theory 

(Cohen and Felson, 1979; Felson, 1987, 1994) combines these approaches, 

hypothesising that a crime has three necessary components: a likely offender, a suitable 

target and the absence of capable guardians against crime.
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The routine activities approach implies that shoplifting is an opportunistic crime, and

several authors (Gibbons 1968; Glaser, 1978; Mayhew, 1977) have commented on the

opportunistic nature of shoplifting. In his investigation of shoplifting in Exeter, which

utilised both police records and interviews with a sample of 61 retailers, Walsh (1978)

found that the greatest concentration of shoplifting (80%) was in the main shopping area,

which contained the larger, more popular department and chain stores, and that counter-

service shops had significantly less shoplifting than the self-service stores (although this

could be due to the counter-service shops being smaller, or less desirable targets). Walsh

also reports that peaks in the incidence of shoplifting coincided with high levels of

shopping activity. Nelson et al (1996) used the police records of more than 2,000

recorded shoplifting incidents to investigate the spatial and temporal distribution of

shoplifting in Cardiff. They report that the concentration of shoplifting is influenced by

the opportunities provided by certain types of store, for example, variety, clothing,

department and record stores, and that this is explained by their high level of shopping

activity and location in the busiest areas of the city centre. Nelson et al (1996, p 412)

conclude that shoplifting results from

the opportunities presented by stores offering small or easily-concealable, 
attractive goods in situations where high levels of shopper activity and 
low levels of apparent surveillance combine to reduce the likelihood of 
discovery.

In a self-report study which investigated the shoplifting attitudes of 204 Canadian 

students, Lo (1994, p 613) found that teenagers are more likely to shoplift small items 

from large stores that are neither too busy or too quiet, and concludes that ‘the key in 

shoplifting behaviour was accessibility to opportunity’.

Although there has been little research into the opportunistic nature of shoplifting, and the
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three studies discussed are subject to methodological limitations, it seems reasonable to 

surmise that the opportunities provided by easily accessible shops, with desirable goods 

openly displayed and low risks of detection, facilitate shoplifting. To understand the role 

played by the environment and the opportunities afforded by it, the logical next stage is 

to investigate the factors which influence shoplifters’ decisions to steal. The classical 

approach to crime hypothesises that crime results from a rational calculation of the costs 

and benefits of the behaviour (Jupp, 1989; Roshier, 1989). This approach is little 

concerned with the causes of crime, but rather with how crime can be prevented by 

increasing the costs of crime in relation to the benefits to the criminal (Jupp, 1989; Void 

and Bernard, 1986), and is the basis for deterrence theory, economic theories of crime 

and rational choice models, all of which evaluate the choices made by potential offenders.

5.3. Deterrence Theory

Deterrence theory is concerned with how criminal behaviour can be prevented through 

the use or threat of legal sanctions (Meier and Johnson, 1977). Specific deterrence 

assumes that punishment controls the behaviour of those who receive it, whilst general 

deterrence assumes that the punishment of criminals will deter others who may be tempted 

into similar behaviour (Nettler, 1978). Deterrence theorists hypothesise an inverse 

relationship between the incidence of certain types of crime, and the celerity, certainty and 

severity of punishment for that crime (Gibbs, 1975), and Teevan (1976) argues that the 

individual’s perception of the certainty and severity of punishment is more important than 

the actual conditions. Although perceptual deterrence researchers report varied findings 

there seems to be a general consensus that certainty of punishment is a more effective 

deterrent than severity of punishment (Anderson et al, 1977; Paternoster, 1989;
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Silberman, 1976), however, as argued by Grasmick and Bryjack (1980, p 473)

Whatever the perceived consequences of being caught, it is not a potential
cost if people believe that they will not be caught.

5.3.1 Shoplifting and the Risks and Costs of Being Caught

Shoplifting has been included in several deterrence studies (Jensen et al, 1978; Minor, 

1978; Montmarquette etal, 1985; Saltzman et al, 1982; Silberman, 1976;Teevan, 1976). 

Although these studies support the inverse relationship between shoplifting and certainty 

of punishment, they also indicate that shoplifting is not perceived as a “high risk” crime, 

particularly by those who engage in the behaviour, and Saltzman et al (1982) conclude 

that those who get away with criminal acts tend to lower their perceptions of the risks 

involved. This view is supported by shoplifting studies. Kraut (1976) reports that the 

shoplifters in his self-report study stole because they perceived low risks of apprehension, 

and that the students who shoplifted more frequently anticipated less serious sanctions. 

Moore (1984) found that the semi-professionals and amateurs in his study of convicted 

shoplifters viewed the risks of detection and prosecution as insignificant, and Cole (1989) 

reports that the potential and persistent shoplifters in her self-report study of 156 students 

perceived low risks of being caught. Perceptions of the low risks of apprehension are 

supported by the UK Retail Crime Surveys (Bamfield, 1994a; Speed et al, 1995) which 

suggest that the majority of shoplifters escape detection, Astor’s (1969) study which 

reports that none of the shoppers observed stealing were “spotted” by store detectives, 

and the study by Blankenburg (1976). To assess the risks of shoplifting, Blankenburg and 

a team of researchers committed 40 acts of shoplifting in a German supermarket (with the 

consent of the management), none of the incidents were detected.
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5.3.2 The Deterrent Effects of Apprehension on Shoplifting Behaviour

Legal sanctions may have differential deterrent effects on novice offenders and those who 

regularly engage in the behaviour (Chamblis, 1967; Farrington, 1977). Cameron (1964) 

reports that although the professional shoplifters in her study invariably had a record of 

shoplifting arrests, amateur shoplifters appeared to be deterred from further shoplifting 

by their apprehension experience, and studies of apprehended shoplifters (Cohen and 

Stark, 1974; Gibbens and Prince, 1962; Walsh, 1978) indicate prior shoplifting 

involvement for only a small percentage of offenders. The low recidivism of shoplifting 

offenders is supported by Deng’s (1997) study of the court records of 3,974 first-time 

apprehended shoplifters, 90% of these apprehended shoplifters did not reoffend.

These studies are based on records of apprehended shoplifters and are thus subject to an 

under-reporting bias, as many apprehended shoplifters may continue to shoplift without 

being caught. To overcome this Klemke (1978a) conducted a self-report study of 1,189 

American school students to investigate the relationship between being arrested for 

shoplifting and subsequent shoplifting activity. Klemke found that respondents who had 

been apprehended for shoplifting reported more subsequent shoplifting activity than those 

who had not been apprehended, and interprets his findings as support for the labelling 

perspective (apprehension for deviance will amplify future deviance, Thorsell and Klemke, 

1972). An alternative explanation is that the costs of being caught were not sufficient to 

deter future shoplifting activity, and this is especially relevant for juveniles who are more 

likely to be referred for treatment or care than punished (Paternoster, 1989). There is 

little data available on professional shoplifters (as defined in Chapter 4, section 4.2.4). 

Chambliss (1967), Katz (1988) and Lemert (1969) suggest that professional criminals
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view legal sanctions as part of the costs of their trade, and anecdotal accounts (Gammon, 

1996; Klokis, 1985; Taylor, 1982; Willis, 1991) suggest that as professional shoplifters 

are rarely caught, they are unlikely to be deterred by the threat of legal sanctions.

Although deterrence studies are restricted by the methodological limitations of self-report 

surveys, they suggest that potential shoplifters do not appear to be deterred by the threat 

of legal sanctions, either because they perceive low probability of being apprehended, or 

because they do not view the punishment as “costly”. The failure of punishment to 

control crime has been the subject of much debate (Sherman, 1993; Stafford and Warr, 

1993) and sanctions for shoplifting have been developed which present an alternative to 

cautions, fines and imprisonment. Excluding apprehended shoplifters from stores is 

becoming a conventional practice with many large retailers (Tonglet and Bamfield, 1997) 

and Bamfield (1994a) reports that 44.5% of apprehended UK shoplifters were banned 

from stores during 1993/94. Civil recovery, retailers’ use of civil law to sanction shop 

thieves, is common in the USA. Hollinger etal{ 1996) report that US retailers placed civil 

demands on 15.3% of staff thieves and 24.8% of shoplifters during 1995, and Bamfield 

(1997a) is arguing for the introduction of this approach into the UK.

5.4 Economic Theories of Crime

Economists view people as rational decision-makers who seek to maximise the utility of 

their decisions by calculating the costs and benefits of alternative forms of action (Becker, 

1962; Block and Heineke, 1975; Sjoquist, 1973). Economic theories of crime hypothesise 

that criminal behaviour can be altered by changing the expected utilities, either reducing 

the benefits or increasing the costs, or a combination of both. Becker (1968, p 176)
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suggests that some people become criminal ‘not because their motivations differ from that 

of other persons, but because their benefits and costs differ’. Cobb (1973a) utilised this 

approach to conduct a cost/benefit analysis of retailers’ anti-shoplifting strategies and to 

investigate shoplifting from the offender’s perspective. He used a variety of measures to 

calculate shrinkage and to assess the costs and benefits of shoplifting, and his findings 

imply that the costs of apprehending shoplifters are greater than the potential savings, and 

that for shoplifters, stealing from shops is a profitable activity. His methodology is, 

however, imprecise and ambiguous, and as his results are based on estimates and 

perceptions, and uncertain sampling methods, their reliability and validity is questionable.

Economic approaches have been criticised for their assumption that offenders have a 

realistic perception of the risks and costs of apprehension (Jacob, 1979; Tunnell, 1992), 

for their failure to include perceptual variables (Williams and Hawkins, 1986), for paying 

little attention to individual differences in information-processing (Cook, 1980) and for 

ignoring “psychological” rewards and the opportunistic nature of crime (Clarke, 1995).

5.5 Rational Choice Models

As discussed by Cooke (1980) and Trasler (1986), rational choice models (Cornish and 

Clarke, 1986a; Piliavin et al, 1986) are based on economic theory and hypothesise that

criminals can be viewed as rational decision makers intent on furthering 
their personal welfare in an environment that provides crime 
opportunities coupled with sanction threats. (Cooke, 1980, pp 218-219)

Unlike economic approaches, rational choice theories do not assume full rationality on 

the part of the offender, instead they recognise that individuals have limited capacity to 

acquire and process information, and thus behave with “limited” or “bounded” rationality
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(Carroll, 1978; Simon, 1978), using heuristics to simplify decision-making (Johnson and 

Payne, 1986; Tversky and Kahneman, 1974). From this perspective, offenders are 

regarded as rational, in that they make reasoned choices and decisions based on the 

information available to them (Cornish and Clarke, 1986a). In addition, offenders are 

assumed to be in a state of readiness to engage in criminal behaviour (Goldkamp, 1987).

5.5.1 The North American Approach to Rational Choice

Following the deterrence tradition, US researchers have investigated the variables which 

influence intentions to become involved in crime, using either self-report or scenario 

methods to survey large populations about two or more types of deviant behaviour. 

Meier (1978) and Piliavin et al (1986) argue that legal sanctions are only one part of the 

“criminal calculus”, and the earlier rational choice studies (Carroll, 1978; Piliavin et al, 

1986) included both legal sanctions and financial rewards in their models, finding the latter 

to be more significant. Bachman etal (1992) argue, however, that the utility-based costs 

and benefits model of rational choice may not provide a complete understanding of the 

decision making process of potential offenders, and some researchers have included 

additional variables within their rational choice models.

Several deterrence studies suggest that the perceived risk of extra-legal sanctions, for 

example, social disapproval, informal sanctions by family or friends, or moral 

commitment, are more significant than legal sanctions (Green, 1989; Jensen and 

Erickson, 1978; Meier and Johnson, 1977; Paternoster et al, 1983). Grasmick and 

Bursik (1990, p 839) hypothesise that conscience and significant others (friends and 

family) ‘potentially influence criminality by decreasing the expected utility of crime’, and 

suggest that shame or guilt for violating the law can be considered as a type of self
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imposed punishment. This is consistent with Braithwaite’s (1989, p72) concept of

reintegrative shaming which suggests that

conscience delivers an anxiety response to each and every involvement in crime - 
a more systematic punishment than haphazard enforcement by the police. For 
most of us, punishment by our own conscience is therefore a much more 
potent threat than punishment by the criminal justice system.

Grasmick and Bursik (1990) interviewed a random sample of 360 adults, and found

shame to have a greater effect than either formal or informal sanctions for the offenses of

tax cheating, drunk driving or theft. Contrary to expectations, the threat of embarrassment

(conceptualised as loss of respect from significant others) was not significant. Grasmick

and Bursik suggest that this could be due to the variable being inaccurately measured.

Consistent with the theories of Wilson and Hermstein (1985) and Gottfredson and 

Hirschi (1990), Nagin and Paternoster (1993) argue that low self control, demonstrated 

by a weak conscience, impulsiveness (inability to plan for the future or defer gratification) 

and a willlingness to take risks, is significantly associated with criminal intentions. They 

contend that rational choice models should also examine the influence of individual 

differences in self-control, and used a complex research design, which manipulated three 

scenarios of drunk-driving, theft and sexual assault, to test their proposition on a sample 

of 699 university students. Although the study is subject to methodological limitations 

and several interpretations (Nagin and Paternoster, 1993), it indicates that perceptions of 

informal and legal sanctions and shame controlled intentions. Respondents with low self- 

control were more likely to report that they would commit each offense and to perceive 

the benefits of crime to exceed the costs, and were less likely to have a conscience about 

the offence. Nagin and Paternoster conclude that to understand crime, both individual 

characteristics and the immediate situation must be considered.
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Tibbets and Herz (1996) and Tibbets (1997) utilised the rational choice framework to 

investigate shoplifting in a convenience sample of 604 university students, using the 

scenario method to explore the effects of shame, low self-control, perceived external 

sanctions, moral beliefs and perceptions of the costs and benefits of crime. They also 

included a further variable, perceived pleasure. Katz (1988) argues that the thrills and 

pleasures provided by crime seduce individuals into engaging in the behaviour, and both 

Piliavin et al (1986) and Nagin and Paternoster (1993) found that perceived pleasure 

influenced intentions to deviate. The model formulated by Tibbetts, explained 37% of the 

variance in intentions, with shame and moral beliefs (negative), and personal pleasure 

(positive) being the variables most highly associated with shoplifting.

Although these studies are subject to methodological limitations, they provide support for 

rational choice models. They also indicate that the experiential/emotional aspects of 

shoplifting should be considered, in addition to the impact of legal sanctions (deterrence 

theory) and the more utilitarian financial cost/benefit appraisal suggested by economists.

5.5.2 The UK Approach to Rational Choice

The Rational Choice Perspective, formalised by Cornish and Clarke (1986a), hypothesises 

that offenders make strategic choices and decisions, based on the information available to 

them, and integrates rational choice and criminal opportunity theories into a framework 

from which the decision to offend can be analysed. This approach suggests that criminal 

behaviour results from the coincidence of a motivated offender, attractive goods and 

criminal opportunities, and is thus compatible with social control theory (Hirschi, 1986) 

and routine activities theory (Clarke and Felson, 1993). Cornish and Clarke (1986a; 

1986b) argue that analysis of criminal behaviour should be crime-specific, investigating
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both the situational factors which have influenced the criminal event and the factors which 

govern the offender’s involvement in crime.

The rational choice framework has been utilised in several criminological studies, using 

interviews with known offenders to establish their decision-making processes (Bennett, 

1986a, 1986b; Cusson and Pinsoneault, 1986; Feeney, 1986; Harding, 1993; Walsh, 

1986). Two studies specifically relate to shoplifting. Weaver and Carroll (1985) and 

Carroll and Weaver (1986) investigated the thought processes of 34 experienced and 

novice shoplifters in an actual shoplifting situation, by asking the subjects to verbalise their 

thoughts into a dictaphone whilst walking round the store. Analysis of the verbal 

protocols indicated that although the expert shoplifters devised strategies to overcome the 

shoplifting deterrents and to minimise the risk of being caught, few considered the 

consequences of being caught shoplifting (arrest, imprisonment, fines). The novice 

shoplifters, however, were deterred by any sign of risk, experienced guilt and fear, and 

spent time considering the implications of being caught.

Butler (1994) explored shoplifters’ views of retail security by asking 15 ex-shoplifters to 

role-play stealing a video recorder from a store of their choice. Butler comments that the 

subjects appeared to be confident that they could steal any item they wanted and evade 

being caught. The subjects also perceived security guards as the greatest threat to then- 

shoplifting activities, and considered notices informing customers that all shoplifters will 

be prosecuted to have little deterrent value.

Although these studies were conducted on small, self-selected samples, unlikely to be 

representative of the general shoplifting population, they provide valuable insights into
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shoplifters’ perceptions of the risks of shoplifting, and indicate that shoplifters have 

strategies to overcome retail security systems, and view shoplifting as a low risk crime. 

The studies suggest that shoplifting is rational behaviour, in that the majority of shoplifters 

interviewed weighed the benefits of shoplifting against the risks of being caught.

5.6 Situational Crime Prevention

Situational crime prevention is concerned with manipulating the environment to prevent

crime, rather than trying to change criminal motivation (Cornish, 1994), and was

pioneered in the UK by Clarke and the Home Office Crime Prevention Unit. It is based

on the assumption that offenders make rational choices and decisions in response to the

immediate situation and circumstances of the proposed crime (Clarke, 1980; Cornish and

Clarke, 1986a). Clarke (1983, p 225) defines situational crime prevention as

comprising measures directed at highly specific forms of crime that involve the 
management, design or manipulation of the immediate environment in as 
systematic and permanent way as possible so as to reduce the opportunities 
for crime and increase its risks as perceived by a wide range of offenders.

As discussed by Bennett (1986a), situational approaches developed as a result of the

apparent failure of treatment, policing and sentencing to effectively control crime (Clarke

and Cornish, 1983; Gilling, 1994; Hough et al, 1980), and new criminological

perspectives which suggested a focus on the offender’s view and on the environment in

which crime takes place (Clarke and Cornish, 1985). For example, although Box (1983),

Clarke and Cornish (1985) and Taylor et al (1973) differ in their approaches to crime,

they agree that much criminal behaviour is commonplace, opportunistic and rational.

Clarke and Cornish (1985, p 147) argue that

it is useful to see criminal behaviour not as the result of psychologically and 
socially determined dispositions to offend, but as the outcomes of the 
offenders’ broadly rational choices and decisions.
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For situational measures to operate with maximum effect, information is required as to 

how potential offenders perceive the opportunities, risks and rewards of crime (Cornish, 

1994; Cornish and Clarke, 1986b), and the rational choice perspective is the basis of 

current situational crime prevention approaches (Heal and Laycock, 1986;Trasler, 1986).

Situational measures have been criticised for being mechanistic and barren (Clarke, 1980;

Tonglet and Bamfield, 1997) and for ignoring the social environment (Bottoms, 1990;

Currie, 1989). The major criticism of this approach is that by reducing the opportunities

for crime or by increasing the risks of being caught, criminal activity will be displaced -

spatially, temporally, tactically, in type of target, or in type of crime (Barr and Pease,

1990; Bottoms, 1990; Matthews and Young, 1992). Research indicates only limited

support for displacement effects (Gabor, 1981, 1990; Reppetto, 1976), and Hesseling

(1994, p 219), in her review of 55 published crime prevention articles, concludes

Displacement is a possible, but not inevitable, consequence of crime prevention. 
Further if displacement does occur, it will be limited in size and scope.

Clarke and Weisburd (1994) report that the impact of situational measures can extend

beyond the offences targeted, resulting in more general crime reduction, and benign

displacement effects have been reported by Barr and Pease (1990), Scherdin (1986) and

Sherman (1990). Displacement research is inconclusive and limited methodologically,

and this is a weak area of academic discussion which requires further research in view of

the potential impact of displacement on those not employing crime prevention measures.

5.6.1 The Prevention of Shoplifting

Traditionally the main concern of retail security has been the detection and apprehension 

of thieves. The prosecution of shoplifters is, however, a costly process which appears
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to have little impact on shoplifting rates (Burrows, 1988; Ekblom, 1986), and situational 

approaches, which attempt to prevent or deter crime by reducing the opportunities for 

crime or increasing the risks of discovery/apprehension, are currently the focus of much 

security activity (Tonglet and Bamfield, 1997). Situational measures include; target 

hardening (increasing the physical security of goods by the use of locks, alarms and 

display cabinets, or reducing the risks of them being stolen through store redesign, 

electronic tags and ink tags), increased surveillance (CCTV, security guards, store 

detectives, mirrors, employees), trained staff to greet and interact with customers and 

information/education approaches.

Retailers’ acceptance of responsibility for crime prevention (Burrows, 1991; Ekblom, 

1988; Leaver, 1993) has resulted in increasing expenditure on theft prevention measures, 

and Wells and Dryer (1998) report that UK retailers spent £449.9 million on crime 

prevention during 1996/97. Retailers are, however, faced with the problem of balancing 

the needs of security with their overall objectives of increasing sales and profitability, and 

ensuring that crime prevention measures are cost-effective, providing a reasonable return 

on investment (Ekblom, 1986; Bamfield, 1988; Tonglet and Bamfield, 1997). There are 

several prevention options available to retailers, and selection of the most appropriate 

and cost-effective involves the analysis of the retail environment, and evaluation of the 

effectiveness of individual measures (Burrows, 1988).

5.6.2 Crime Analysis

Crime analysis proposes that prevention measures should be based on a systematic and 

rigorous analysis of the retail environment and assumes patterns in theft activity which can 

be used to generate cost-effective preventive measures (Burrows, 1991; Ekblom, 1988;
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Home Office, 1986; Hope, 1991). Crime analysis has been used successfully in several

diverse situations (Burrows, 1988; Honess and Charman, 1992; Tilley, 1993a, 1993b).

Ekblom (1986) utilised this approach to investigate shoplifting at a London music retailer.

He concluded that the main contribution of crime analysis was

in assembling the right information to guide selection of the short list of 
preventive options most suitable for the circumstance of this store, and especially 
in identifying where preventive effort should be focused. (Ekblom, 1986, p 15)

Ekblom (1986; 1988) and Shapland (1995) argue that store design and layout significantly

influence the risks of crime and are integral to the design of effective shoplifting

prevention strategies. There are generally accepted methods of using store layout to

reduce customer theft (Edwards, 1970; Sennewald and Christman, 1992), and although

little empirical research has been conducted in this area, two of the systematic

measurement studies described in Chapter 3, section 3.5 investigated the impact of store

design and layout on customer theft. In their study of theft of easily portable items from

electrical retailers, Beck and Willis (1998) report that 41% of the items were stolen from

the counter, and 22% from displays. In a similar study, which used a pretest and posttest

design, Farrington et al (1994) found that although redesigning the store layout resulted

in a significant decrease in shoplifting in the short term, the posttest (six weeks later)

indicated that this decrease was not maintained in the long term.

5.6.3 Evaluation of Shoplifting Prevention Measures

Crime prevention represents a major area of retail investment, yet few companies have 

systems in place either to measure crime, or to evaluate investment in retail security 

(Burrows, 1991: Gill, 1994), and there is little collaboration with researchers to provide 

useful data for publication. Consequently, there is little published research on the
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effectiveness of retail security although several articles provide general descriptions of 

security measures (Caplan, 1988; DiLonardo, 1993; Espinosa, 1989; Faria, 1977; Klein, 

1991; Litwak,1991; Premuroso, 1988).

Although retailers continue to invest in CCTV, Electronic Article Surveillance (EAS) 

and Ink Tag Systems (Hollinger et al, 1996; Wells and Dryer, 1998), research into the 

effectiveness of these measures has produced conflicting findings. In their investigation 

of the attitudes of 117 Dundee retailers to shoplifting prevention, Pretious et al (1995) 

report that although over 25% had invested in CCTV and EAS, overall, the retailers 

perceived human security measures (security guards and store detectives) to be more 

effective than security technology. Although Handford’s (1994) study of EAS systems 

in four branches of a UK retailer suggests that these systems are not currently cost 

effective, Bamfield’s (1994b) case study of EAS installation in four branches of a UK 

variety chain reports overall financial savings. Burrows (1991) reports that the security 

system installed by a major UK grocery chain, the main component of which was CCTV, 

reduced unknown losses by over one half, and DiLonardo and Clarke (1996) found that 

shrinkage levels in a US retail chain were reduced after the introduction of ink tags. In 

their systematic measurement study, Farrington et al (1994) compared the effectiveness 

of electronic tagging and a uniformed security guard. Although the uniformed guard had 

no effect, electronic tagging effectively prevented shoplifting. They conclude that

the amount saved by electronic tagging probably exceeds its long-term costs.
However, it is not clear whether its effectiveness will wear off as customers
devise ways of beating the system. (Farrington et al, 1994, p 115)

Dawson (1993) investigated customer attitudes to EAS, and reports that although the 

majority of the 250 respondents interviewed by telephone felt EAS to be effective, almost
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half of the respondents had accidently set off an EAS alarm, and 16% felt that a shopper 

who had accidently triggered an EAS alarm would not use the store in the future. 

Retailers, therefore, must not only consider the costs of installing and maintaining EAS, 

but also the potential costs of lost patronage.

The studies by Beck and Willis (1995), French (1996), Honess and Charman (1992) and 

Jones et al (1997) indicate that the general public view CCTV as being effective in both 

preventing and detecting crime, and Beck and Willis (1991) report similar findings in their 

study of 586 customers using 52 branch stores of two UK electrical retailers. Over 75% 

of the respondents thought CCTV was effective, and overall, technology was viewed as 

being more effective than human security (attentive staff and uniformed security guards). 

In a later study of a major UK retailer, Beck and Willis (1994) report that only 30% of 

the 370 customers interviewed, and 40% of the employees, felt that CCTV was effective 

in both deterring and detecting shoplifters. Both customers and staff agreed that security 

technology was more effective for deterring shoplifters whereas human security was more 

effective for detecting shoplifters.

Research indicates that consumers have few concerns about security measures (Beck and 

Willis, 1991, 1994; Gill and Turbin, 1997; Hastings, 1980), and Beck and Willis (1991) 

and Gill and Turbin (1997) report that the customers in their studies were relatively 

unaware of the shoplifting prevention measures being used in the stores. Awareness of 

security measures is integral to the success of shoplifting prevention strategies, and is 

particularly important for deterring opportunistic thieves. Ekblom (1986) argues that as 

the primary use of deterrent measures such as CCTV and store detectives should be to 

dissuade people from shoplifting rather than to apprehend thieves, notices warning that
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security systems are operating should be prominently placed. Ekblom also suggests that 

due to their visibility, uniformed security guards are more likely than store detectives to 

heighten offenders’ perceptions of the degree of risk. Burrows (1988) agrees with this 

view, concluding that store detectives are likely to have a limited impact on shoplifting.

Studies of shoplifters provide little support for the effectiveness of shoplifting prevention 

measures. As part of their evaluation of CCTV in two retail clothing outlets Gill and 

Turbin (1997) interviewed 38 shoplifters, the majority of whom were not deterred by 

CCTV, or anti-shoplifting notices. Carolin (1992) reports that 19% of the apprehended 

shoplifters in his study were undeterrable, and Butler (1994, p 71) suggests that although 

the shoplifters in his study were more likely to be deterred by people than systems,

even security guards were not considered a deterrent by most of the sample unless
they followed respondents around the store.

Although these studies are subject to methodological limitations, and the small samples 

of either retailers or consumers restrict the generalisbality of the findings, they suggest 

that retailers have invested in technological security systems on the basis of very limited 

empirical evidence, undoubtedly influenced by concerns about displacement of shoplifting 

activity. As discussed by Gill (1994) and Groombridge and Muiji (1994), further 

research is required into the effectiveness of technological systems such as CCTV, 

including before/after measurements of effectiveness, and evaluation of displacement 

effects. As shoplifters quickly learn how to circumvent new systems and procedures, the 

most effective loss prevention strategy is likely to be based on defence in depth, 

combining several prevention approaches (Tonglet and Bamfield, 1997).
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5.6.4 Shoplifting Prevention Communications

The systematic measurement studies were initially designed to measure the effectiveness 

of anti-shoplifting signs. McNees et al (1976) found that although general anti

shoplifting signs reduced shoplifting, when individual items were specifically identified 

as being at risk from shoplifting, theft of these items was virtually eliminated. Carter et 

al (1979; 1992) report similar findings in their Swedish department store studies. US 

researchers Thurber and Snow (1980) found, however, that publicly identifying cigarettes 

as being at risk from shoplifting resulted in an increase in theft, and in their study of a 

sales promotion campaign in a Swedish grocery store, Carter (1995) and Carter et al 

(1995) report that theft of the products being promoted increased during the promotional 

period. Thus, although anti-shoplifting signs may reduce opportunistic shoplifting, an 

unintended side-effect may be to increase awareness of shoplifting opportunities.

Although campaigns to increase public awareness of the seriousness of shoplifting and 

its negative consequences have been widely used in the USA (Klemke, 1992; Rosenblatt, 

1981), only limited research has been conducted into their effectiveness. Hiew (1981, p 

66) evaluated the effectiveness of Canadian community programme concluding that it 

‘effectively reduced shoplifting rates’. His assessment is based, however, on a decrease 

in shoplifting apprehensions and retailers’ perceptions of shrinkage reductions, these could 

have been affected by factors external to the campaign. Sacco (1985) suggests that the 

evaluation of such campaigns is problematic, concluding that although anti-shoplifting 

campaigns may modify attitudes, they are unlikely to change behaviour due to their 

superficiality, impersonality and the short time periods involved, and Klemke (1992) 

argues that this approach may stimulate shoplifting by bringing it to the public’s attention.
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5.7 Conclusion

Rational choice theories of crime provide a more realistic approach to shoplifting 

prevention than the dispositional theories discussed in Chapter 4. Research into the 

effectiveness of shoplifting prevention measures based on this approach is, however, 

inconclusive. Retail security systems are rarely evaluated, and although Cornish and 

Clarke (1986a) argue that the offenders’ perceptions of the opportunities, risks and 

rewards of crime are integral to the design of effective situational measures, UK studies 

tend to ignore the central component of every shoplifting incident, the offender. Rational 

choice theories assume that under the right circumstances the offender will commit the 

offense, and it is likely that the majority of shoplifters steal because they have the 

opportunity to do so. The US rational choice studies indicate, however, that crime is 

rather more than the rational calculation of the costs and benefits, and suggest that social, 

family and experiential or emotional factors are also likely to influence criminal behaviour.

Gill (1994) argues that effective crime prevention is dependent on understanding why 

people offend. Studies of known offenders (Butler, 1994; Gill and Turbin, 1997) rely, 

however, on small samples of experienced shoplifters, possibly atypical of the general 

shoplifting population. As it is difficult to obtain a cross-section of shoplifters, an 

alternative approach is to survey the general public, using self-report measures to 

differentiate between non-shoplifters and shoplifters. In this way, shoplifters’ perceptions 

of the risks, opportunities and rewards of the crime, experiential aspects of shoplifting 

(guilt or excitement), the influence of referent groups (family and friends) and the beliefs 

and attitudes which underlie the behaviour can be explored and compared with those of 

non-shoplifters.
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CHAPTER 6

SHOPLIFTING AS CONSUMER BEHAVIOUR 
AN ALTERNATIVE APPROACH

6.1 Introduction

The previous three chapters have considered the relevance of criminological theories for 

the explanation of shoplifting. Although the discussion indicates that the variables 

hypothesised to explain criminal behaviour have some applicability for shoplifting, with 

the exception of rational choice studies (for example, Tibbetts, 1997), little attempt has 

been made to systematically evaluate the factors which inhibit or encourage customer 

theft. An alternative approach is to view the shoplifter as a consumer rather than a 

distinct criminal type. Fullerton and Punj (1997a, p 336) argue that shoplifting is ‘part of 

people’s conduct in their role as consumers’ and this chapter considers shoplifting as 

consumer behaviour, albeit deviant or aberrant consumer behaviour.

6.2 Shoplifting as Consumer Behaviour

Rational choice theories of crime (Cornish and Clarke, 1986a) imply that criminal choice 

is similar to other behavioural choice (Young, 1994), and it could be argued that 

shoplifting behaviour shares certain similarities with “normal” consumer behaviour, in 

that it results from the coincidence of three factors: a motivated consumer (or in the case 

of customer theft, shoplifter), desirable products and opportunity (availability of the 

goods or perceptions of low risks of apprehension). This suggests that shoplifting 

results from decisions made in the retail environment, and could, therefore, be viewed as 

being similar to other consumer decisions. There is some justification in the literature for 

this approach. Firstly, the majority of shoplifters appear to be “ordinary” consumers
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rather than stereotypical criminals. Secondly, the retail environment has been identified 

as playing an important role in shoplifting behaviour.

6.2.1 The Shoplifter as an “Ordinary” Consumer

In their discussion of the pervasiveness of shoplifting, Cox et al (1990, p 149) take the

view that shoplifting could be considered as a form of consumer behaviour, arguing that

shoplifting is not limited to a small criminal subculture; instead it is a 
startlingly common method of consumer product acquisition

and there is considerable support for this view in the shoplifting literature. Shoplifting

behaviour appears to be widespread. Wells and Dryer (1997) report five million incidents

of customer theft in the UK during 1995/96, self-report studies in the UK and the USA

(Graham and Bowling, 1995; Kallis and Vanier, 1985; Ray, 1987) indicate that a

substantial proportion of the populations surveyed admitted to involvement in shoplifting,

and UK following studies suggest that between 1% and 3% of customers steal whilst they

are using shops (Buckle and Farrington, 1984; 1994). Murphy (1986, p 58) contends that

shoplifting is an ‘everyday activity’ and several authors have commented that shoplifters

appear to be otherwise “ordinary” consumers (Robin, 1964; Sohier, 1969; Strutton etal,

1995). Klemke (1992, p 78) describes shoplifters as the ‘consummate frugal customer’

and Kraut (1976, p 365) argues that ‘the motivation is commonplace, and is indeed the

same as for normal shopping: the acquisition of goods at minimum cost’.

There is evidence that apprehended shoplifters are “ordinary” consumers rather than 

professional thieves (although it could be argued that professionals are less likely to be 

caught due to their knowledge and skill). Apprehension studies indicate that the majority 

of apprehended shoplifters do not have prior criminal records (Cohen and Stark, 1974;
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Gibbens and Prince, 1962; Walsh, 1978), and Cameron (1964) reports that 90% of the

apprehended shoplifters in her study were amateur thieves who stole for their own use

rather than for resale. Cameron (1964, p 118) argues that most shoplifters

are “respectable” people. For the most part they are people who lack the 
kinds of prior criminal experience which would indicate extensive 
association with a criminal subculture. They accept the dominant social 
values with regard to law-abiding behaviour even though they deviate 
from them.

6.2.2 The Retail Environment

Increases in shoplifting behaviour have been attributed to modem retailing practices, for

example, self-service and self-selection, open displays and reductions in staff numbers

(D’Alto, 1992; Dickens, 1969; Normandeau, 1971). The studies by Lo (1994), Nelson

et al (1996) and Walsh (1978) indicate that the opportunities provided by the retail

environment are likely to facilitate shoplifting behaviour, and both Ekblom (1986) and

Shapland (1995) argue that the design and layout of the store significantly influence the

risks of crime. Thomas (1980) comments that retailers are faced with conflicting

objectives, in that easier access to goods and more attractive displays will not only

increase sales but also increase the amount of theft, and D’Alto (1992, p 49) argues

Retailers consider greater access to goods the best way to increase sales.
In fact, some marketers consider the level of shoplifting an indication of 
the success of a shop’s marketing activity.

Bannister (1979, p 16) suggests that certain stores are willing to tolerate some level of

shoplifting in view of the cost of security systems, the time and expense involved in

detecting and prosecuting shoplifters, and the potential cost of lost sales ‘arising from

the departure of honest customers with an aversion to security measures that assume

universal guilt’. Thus, retailers are faced with a paradox. Their marketing strategies,

79



directed at encouraging consumers into their stores to purchase their products, are also 

attracting consumers who steal. As any increase in security measures may deter honest 

consumers (Bannister, 1979; Beck and Willis, 1998), the need for more effective security 

has to be balanced against sales and profitability objectives. Thus, a more detailed 

understanding is required of how consumers’ shoplifting (and non-shoplifting) behaviour 

is influenced by retailers’ marketing and security strategies.

6.3 The Consumer Behaviour Approach

Consumer behaviour is concerned with understanding ‘the processes of consumer choice’ 

(Tuck, 1979, p 44) and ‘how and why consumers behave the way they do’ (Sheth, 1979, 

p 418). As discussed in Chapter 2, section 2.5.1, the predominant approach is essentially 

cognitive, viewing individuals as a reasonably rational decision-makers (East, 1990), and 

researchers are concerned with identifying and understanding the factors which influence 

the consumer decision-making process (East, 1997; Tuck, 1976, 1979).

Although there is a considerable body of knowledge about consumer shopping behaviour, 

for example, impulsive buying (Bellenger et al, 1978; Kollatt, 1967; Stem, 1962), the 

influence of situational (Belk, 1974; 1975) and environmental variables (Bitner, 1992; 

Gagnon and Osterhause, 1985; Hui and Bateson, 1991), shopping motives (Buttle, 1995; 

Buttle and Coates, 1995; Dawson ef al, 1990; Stone, 1954; Tauber, 1972), experiential 

or hedonic aspects (Ahtola, 1985; Babin et al, 1994; Elliott, 1998; Gardner, 1985; 

Holbrook and Hirschman, 1982) and consumer ethics (Babin and Darden, 1995; Fullerton 

et al, 1996), deviant or undesirable consumer behaviour has been relatively ignored 

(Babin and Babin, 1996; Fullerton and Punj, 1993; Moschis, 1987).
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6.3.1 Deviant or Aberrant Consumer Behaviour

Sheth (1979) argues that more attention should be focused on deviant consumption and

although researchers have investigated the potential harm consumers do to themselves

through, for example, compulsive consumption (Faber and O’Guinn, 1988; Nataraajan

and Goff, 1991; O’Guinn and Faber, 1989) and addictive consumption (Elliott et al,

1996; Hirschman, 1992), and have also studied other facets of shopping behaviour, for

example, compensatory consumption (Woodruffe, 1996), little attention has been paid

to the misbehaviour of consumers in retail settings (Fullerton and Punj, 1997b). Aberrant

or deviant consumer behaviour includes, but is not limited to, shoplifting, credit card

fraud, abusive behaviour to other consumers or retail employees, price tag switching and

fraudulent return of merchandise (Budden and Griffin, 1996; Fullerton and Punj, 1997a)

and is defined by Fullerton and Punj (1993, p 336) as

behaviour in exchange settings which violates the generally accepted 
norms of conduct in such settings and which is therefore held in disrepute 
by marketers and most consumers.

Fullerton and Punj (1993, pp 575-577) argue that aberrant consumer behaviour (ACB)

results from the interaction between the attributes and predispositions of the consumer

and the characteristics of the retail setting. They suggest that the following factors are

likely to be influential:

1. The demographic and personality characteristics of the consumer, including level 
of moral development, unfulfilled aspirations, propensity for thrill-seeking, 
psychological problems and mood/anxiety level (antecedent state).

2. Social and group influences.

3. The retail environment - products sold, physical environment, antecendent state 
(overcrowding, etc.), security, conduct of retail employees and image of store.

4. Calculating opportunism based on a rational evaluation of the risks and rewards.
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Fullerton and Punj (1993) developed a structural model of aberrant consumer behaviour 

based on these variables (shown in Figure 6.1). Although this model has not, as yet, been 

applied to aberrant consumer behaviour research, it includes the variables identified in 

the literature as being likely to influence to shoplifting behaviour (consumer traits and 

predispostions), and suggests that aberrant consumer behaviour results from the 

interaction of these variables with the retail environment.

Figure 6.1 A Structural Model of the Aberrant Consumer Behaviour/Consumer 
Behaviour Interface
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Adapted from Fullerton and Punj (1993, p 571)
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Fullerton and Punj (1997b) used the variables identified in this model to consider how

consumer misbehaviour could be controlled by deterrence or education. They concluded

that the individual variables respond differentially to education and deterrence and that

we can differentiate consumer misbehaviours based on the dominant 
reason for their misconduct. This will in turn determine the likelihood in 
each group will be constrained from consumer misbehaviour. (Fullerton 
and Punj, 1997b, p 341)

6.3.2 Shoplifting as Deviant Consumer Behaviour

Although several studies have investigated fraudulent behaviour by consumers (Dodge 

etal, 1996; Fullerton et al, 1996;Giges, 1984; Jolson, 1974, Johnson etal, 1985; Steiner 

et al, 1976; Wilkes, 1978; Zabriskie, 1972), few studies have focused specifically on 

shoplifting, despite the impact of the crime on the shopping experiences of all consumers 

in terms of increased prices and restrictive security measures (Babin etal, 1994; Fullerton 

and Punj, 1997b). Cox et al (1990) were perhaps the first researchers to argue that 

shoplifting should be considered as consumer behaviour. They focused on the influence 

of social, economic and experiential factors on adolescent shoplifting and concluded that 

shoplifting is facilitated by ‘temptation, ease of rationalisation and perceived low risk of 

apprehension’ (Cox et al, 1990, p 152). Babin etal (1994), Babin and Griffin (1995) and 

Babin and Babin (1996)investigated the influence of consumer ethics and moral cognitions 

on shoplifting intentions, using a shoplifting scenario to investigate the attitudes of 168 

consumers (both adults and adolescents). The studies indicate that shoplifting intentions 

were influenced by economic value, risk and moral equity. Although the adults were 

influenced by their moral beliefs, adolescents were more influenced by emotions 

(excitement, fear and power). Babin and Babin (1996, p 798) conclude that ‘different 

decision calculi may underlie consumers’ shoplifting behaviours at different age groups’.

83



Hoyer and Maclnnis (1997) argue that shoplifting can be explained by two factors: the 

temptation to steal, and the ability to rationalise theft behaviour, and propose the model 

illustrated in Figure 6.2 to explain shoplifting motivation. Although both the Hoyer and 

Maclnnis (1997) and the Fullerton and Punj (1993) models provide explanations of 

shoplifting which are consistent with the shoplifting literature, neither models have been 

operationalised and applied to shoplifting research.

Figure 6.2 Motivation for Customer Theft
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Ability to 
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Adapted from Hoyer and Maclnnis (1997, p 531)
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6.4 The Approach Taken by this Study

The models proposed by Fullerton and Punj (1993) and Hoyer and Maclnnnis (1997)

suggest that shoplifting is influenced by both the individual and the retail environment.

Both models are consistent with consumer behaviour approaches which hypothesise that

consumer behaviour is likely to be influenced by both individual and situational variables,

and can be both utilitarian and hedonic (Engel et al, 1995), and the cognitive rational

choice models of crime discussed in Chapter 5, sections 5.5.1 and 5.5.2. Tuck (1979)

contends, however, that although rational choice models suggest that situational variables

will increase or reduce criminal behaviour, little is known about how these variables

interact with the beliefs, norms, attitudes and perceptions of the individual. Tuck (1979,

p 47) argues that understanding is required of

the set of belief-structures, the balances of reward and punishment, of 
enjoyment and deterrence, which underly the decisions to engage in 
particular types of criminal behaviour.

and suggests that a consumer behaviour methodology, concerned with understanding the

beliefs and attitudes underlying behaviour, would be complementary to situational

approaches. One such methodology is the theory of planned behaviour (Ajzen, 1991),

which provides a theoretical framework for systematically investigating the determinants

of behaviour. The theory hypothesises that behaviour can be traced, through a series of

intervening concepts, to the beliefs underlying that behaviour, and that the identification

of these beliefs, and how they combine to produce behaviour, will enable both the

understanding and prediction of behaviour. The theory of planned behaviour was

developed from the earlier theory of reasoned action (Ajzen and Fishbein, 1980), and as

discussed by East (1993) both theories apply to situations involving a choice of

behaviour, where reasons can be given for the choice made.
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6.4.1 The Theory of Reasoned Action

The theory of reasoned action (Fishbein and Ajzen, 1975; Ajzen and Fishbein, 1980) 

hypothesises that as most behaviour is under volitional control, the immediate antecedent 

of behaviour is the individual’s intention to perform, or not to perform that behaviour 

(behavioural intention). Behavioural intention is, in turn, determined by two factors: the 

individual’s favourable or unfavourable evaluation of the behaviour (attitude toward the 

behaviour), and the individual’s perception of social pressures to perform or not to 

perform the behaviour (subjective norm). These two factors are assumed jointly to 

determine behavioural intention, and the relative importance of each is determined by 

multiple regression.

Underlying these two factors are sets of beliefs. Attitude toward the behaviour is seen 

as being determined by the individual’s beliefs about the consequences of performing the 

behaviour (outcome beliefs), weighted by his/her evaluation of these consequences 

(outcome evaluations). The subjective norm is seen as being determined by the 

individual’s beliefs that specific individuals or groups think that he/she should, or should 

not perform the behaviour (referent beliefs), weighted by his/her motivation to comply 

with these individuals or groups (motivation to comply).

Ajzen and Fishbein (1980) contend that the only determinants of behavioural intentions 

are attitude to the behaviour and the subjective norm. Although Ajzen and Fishbein 

recognise the importance of factors such as demographic variables, personality 

characteristics and attitudes toward targets, they consider these variables to be external 

to the model and suggest their influence is mediated through the beliefs an individual holds 

or the relative importance he/she attaches to attitudinal or normative considerations.
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Since its introduction in 1967, the theory of reasoned action has been developed and 

tested in a number of applied and laboratory settings (Fishbein and Ajzen, 1975; Ajzen and 

Fishbein, 1980) and ‘has generally fared well when the terms of the model were 

carefully operationalised’ (Eagly and Chaiken, 1992, p 175). The model has been 

applied successfully to a number of diverse behaviours including: choosing alternatives 

in the prisoners dilemma game (Ajzen and Fishbein, 1970), voting for the presidential 

candidate (Fishbein and Coombes, 1974), donating blood (Pomazel and Jaccard, 1976), 

having an abortion (Smetana and Adler, 1980), purchasing various consumer products 

(Warshaw, 1980), mothers’ infant feeding practices (Manstead et al, 1983) and 

attendance at an employee training session (Fishbein and Stasson, 1990). In their meta

analysis of the theory of reasoned action, Sheppard et al (1988) examined eighty-seven 

applications of the theory. The average correlation for the intention-behaviour 

relationship was 0.53. For the prediction of intention from attitude and the subjective 

norm, the average correlation was 0.66. Sheppard et al (1988, p 325) conclude

Not only does the model appear to predict consumer intentions and 
behaviour quite well, it also provides a relatively simple basis for 
identifying where and how to target consumers’ behavioural change 
attempts.

6.4.2 The Theory of Planned Behaviour

The theory of reasoned action assumes that most behaviour is under volitional control

(Ajzen and Fishbein, 1980) in that the individual can decide at will whether or not to

perform the behaviour. Liska (1984, p 71) disagrees with this view arguing that

People frequently do not do what they intend to do, but are constrained 
by a lack of resources and opportunities.

As discussed by Smith (1982) and Sarver (1983), a positive attitude and subjective norm
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toward a behaviour do not necessarily result in an intention to perform the behaviour, 

neither does intention necessarily result in action. If the performance of the behaviour is 

dependent on the presence of appropriate opportunities or on the possession of adequate 

resources (for example, time, money, skills, the cooperation of other people), then theory 

of reasoned action provides an inadequate framework for the understanding and 

prediction of human behaviour (Liska, 1984).

Ajzen (1985; 1987; 1988; 1991) and Ajzen and Madden (1986) recognised the limitations 

imposed by volitional control on the theory of reasoned action, and proposed an additional 

component to the model, perceived behavioural control. They suggest that behavioural 

control should be regarded as a continuum, with all behaviours falling within the two 

extremes of complete control and relatively little control. They propose that achievement 

of behaviour could be inhibited by internal factors (for example, individual differences, 

information, skills and abilities, will power, emotions and compulsions) and external 

factors (for example, time, opportunity and dependence on others), and that any of these 

factors could not only influence intention to perform the behaviour, but also have a direct 

effect on behaviour not mediated by intentions. For those behaviours over which 

individuals have limited control, some estimate of this control must be obtained. As it is 

difficult to assess whether individuals possess the required resources, and whether the 

appropriate opportunities will present themselves, perceived behavioural control is 

usually measured (Ajzen and Madden, 1986). This represents the individual’s belief as to 

how easy or difficult the performance of the behaviour is likely to be, and is similar to the 

concept of self-efficacy, ‘the conviction that one can successfully execute the behaviour 

required to produce the outcomes’ (Bandura, 1977, p 193). Perceived behavioural
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control is seen as being determined by the individual’s perception that he/she has the 

required resources, opportunities and skill to perform the behaviour (control beliefs), 

weighted by the power of the control belief to facilitate or inhibit performance of the 

behaviour. The theory of planned behaviour is illustrated in Figure 6.3.

Figure 6.3 The Theory of Planned Behaviour
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Adapted from Fishbein and Ajzen (1980, p 57) and Ajzen (1991, p 182)

89



Ajzen (1991) suggests that the theory of planned behaviour will accurately predict 

behaviour providing the following conditions are met:

1. To ensure correspondence between beliefs, attitudes, intentions and behaviour, 
they should be evaluated using identical levels of generality or specificity in regard 
to the action, the target, the time and the context (Ajzen, 1988).

2. As intentions are not always stable, and will only predict behaviour if the intention 
does not change before the behaviour is measured, the time interval between the 
measurement of intentions and behaviour should be minimal (Ajzen and Fishbein, 
1970; 1974; 1977).

3. Perceptions of behavioural control should realistically reflect actual control over 
behaviour (Ajzen, 1991).

There is considerable empirical support for the utility of the theory of planned behaviour

in understanding and predicting behaviour. Ajzen (1991) reviewed twelve studies of the

application of the theory to a variety of activities (including cheating, shoplifting and

lying, playing video games and leisure choice) and found that both intentions and

perceived behavioural control contributed significantly to the prediction of behaviour.

The multiple correlations ranged from 0.20 to 0.78, with an average of 0.51. Ajzen

(1991) also reviewed sixteen studies assessing the prediction of intentions from attitudes,

subjective norms and perceived behavioural control. He found that these three predictors

accounted for a considerable proportion of the variance in intentions, the multiple

correlations ranged from 0.43 to 0.94, with an average of 0.71. The addition of perceived

behavioural control significantly improved the prediction of intentions in all the studies.

Several researchers have directly compared the predictive utility ofboth theories. Madden 

et al (1992), studying nine behaviours in students, found that for all the behaviours the 

theory of planned behaviour explained significantly more variation in intentions than the 

theory of reasoned action, and in addition, for those behaviours low in control, perceived
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behavioural control had a significant effect on behaviour not mediated by intentions. 

Netemeyer et al (1991), Kimiecik (1992) and Giles and Cairns (1995) report similar 

findings, and in their study of driving violations, Parker et al (1992) found that perceived 

behavioural control was the most important single predictor of intentions for two of the 

violations studied. These findings, however, were not replicated by Fishbein and Stasson 

(1990) in their study of training session attendance. Fishbein and Stasson report that the 

inclusion of perceived behavioural control did not improve the prediction of intentions or 

behaviour over and above that of the theory of reasoned action.

6.4.3. Criticisms of the Theories

There are several operational issues relating to the theory of planned behaviour. As these 

concern questionnaire construction, the measurement of the variables and the analysis of 

the data, they are discussed in Chapter 7 (the research design). The main criticisms of 

both the theories relate to the structural relationships proposed by the theories, and their 

assumption that other variables only influence behaviour through their impact on the 

components of the model (Eagly and Chaiken, 1992).

6.4.3.1 Structural Relationships

In his critical evaluation of the theory of reasoned action, Liska (1984) questions the 

structural assumptions of the model, arguing that the research of Miniard and Cohen 

(1981) suggests that attitude and subjective norm are not causally independent as they 

seem to be based on similar beliefs and may influence each other. Liska (1984) also 

contends that attitudes may have an independent effect on behaviour, and although 

Bentler and Speckart (1979; 1981), Zuckerman and Reis (1978) and Manstead et al 

(1983) report that attitudes may have a direct influence on behaviour not mediated by

91



intentions, the studies by Bagozzi (1981) and Fredericks and Dossett (1983) did not 

replicate these findings. Despite this ambiguity, it seems reasonable to suggest that 

people may sometimes act impulsively or spontaneously on their attitudes, without 

forming an explicit intention (Eagly and Chaiken, 1992), a concept which could have 

implications for a behaviour such as shoplifting, which may be a “spur of the moment” act.

Ajzen (1985; 1987; 1988; 1991) hypothesises that perceived behavioural control will have 

a direct effect on both intentions and behaviour, and although the empirical research 

discussed previously generally supports the first of these propositions, research on the 

second is inconclusive. In addition, Eagly and Chaiken (1992) argue that the assumption 

of a causal link between perceived behavioural control and intentions could suggest that 

individuals intend to perform a behaviour purely because they have control over their 

performance. This could have implications for shoplifting behaviour.

6.4.3.2 Additional Variables

Although several researchers (Bentler and Speckart, 1979; Pomazal and Jaccard, 1976;

Songer-Nocks, 1976) have argued for the inclusion of “other variables” in the theory,

Fishbein and Ajzen maintained their position that variables external to the model only

effect intentions indirectly, either through their influence on attitude or subjective norm

or on the relative weights of these two components (Fishbein and Ajzen, 1975; Ajzen and

Fishbein, 1980). Unlike the theory of reasoned action, the theory of planned behaviour

is in principle, open to the inclusion of additional predictors if it can be 
shown that they capture a significant proportion of the variance in 
intention or behaviour after the theory’s current variables have been taken 
into account. (Ajzen, 1991, p 199)

Schwartz and Tessler (1972) found that the inclusion of personal normative beliefs (an
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individual’s personal beliefs about what is right and wrong) made a significant 

contribution to the explanation of variance in intentions in their study of organ 

transplants. Personal morality had been included in the original Fishbein model, but was 

subsequently replaced by the subjective norm, as it was felt that personal beliefs served 

mainly as an alternative measure of behavioural intentions (Ajzen and Fishbein, 1970). 

Inclusion of a moral factor has, however, significantly improved the prediction of 

intention in several studies (Gorusch and Ortberg, 1983; Pomazal and Jaccard, 1976; 

Zuckerman and Reis, 1978), and in their study of cheating, lying and shoplifting in 

college students, Beck and Ajzen (1991) report that perceived moral obligation improved 

the explanation of variance by between 3% and 6%. Although East (1997) suggests that 

the moral norm may be covered by other measures, there is strong support for including 

a measure of moral norm or moral obligation for those behaviours which involve moral 

issues (Kurland, 1995; Parker, 1995; Randall and Gibson, 1991).

Bagozzi (1981), Bentler and Speckart (1979) and Fredericks and Dossett (1983) found 

that previous experience of the behaviour had a direct effect on intention not mediated 

by attitude or subjective norm, and also had a direct effect on behaviour not mediated by 

intention. Ajzen (1991) argues that experience with a behaviour contributes to the 

formation of attitude, subjective norm and perceived control, and is therefore not an 

additional variable to the model. He suggests that if past experience has a significant 

effect beyond the predictor variables, this would indicate either that these variables have 

been poorly measured or that additional variables, not accounted for by the model, are 

influencing intention.
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6.4.4 Reasoned Action, Planned Behaviour and Rational Choice

Rational choice theories of crime (Cornish and Clarke, 1986a) hypothesise that offenders

choose to engage in criminal behaviour, basing their decision on a rational calculation of

the costs and benefits of the crime. Both the theory of reasoned action, and its subsequent

development, the theory of planned behaviour, assume that people have a rational basis

for their behaviour in that they consider the implications of their actions (Ajzen and

Fishbein, 1980). Applied to criminal behaviour, this suggests that

people engage in criminal behaviour because they intend to do so, and they 
intend to do so because they think this behaviour is of personal benefit.
(Eagly and Chaiken, 1992, p 173)

Thus, rational choice, reasoned action and planned behaviour are all theories of decision

making which are based on the assumption that people make rational choices between 

alternatives, within the limits of their knowledge. Rational choice theories, however, 

have been criticised by Tuck and Riley (1986) for their emphasis on the utilitarian 

calculation of the costs and benefits of crime. They argue that such theories are unlikely 

to provide an adequate explanation of criminal behaviour and contend that

any adequate model of criminal decision making should be capable of 
covering those situational, social learning, and normative factors we know 
to be related to criminal behaviour. (Tuck and Riley, 1986, p 160)

The theories of reasoned action and planned behaviour provide such a model. Although

the theory of reasoned action hypothesises that intentions (and thus, by implication,

behaviour) are determined by two, and only two variables, attitude and the subjective

norm, the theory of planned behaviour hypothesises that for behaviour which is not

under the control of the individual, some estimate of this control and its impact on

behaviour is required. Thus, the theory of planned behaviour extends the theory of

reasoned action to included perceived control, and also allows for the inclusion of any
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additional variables which are found to contribute to the explanation of intentions.

Thus, the theoretical basis of the theory of planned behaviour is consistent with rational 

choice theories of crime, and in addition, provides a more comprehensive framework 

than rational choice models for systematically investigating the factors identified as being 

relevant to criminal behaviour, and the interaction between these factors.

6.4.5 Relevance of the Theory of Planned Behaviour to Shoplifting Research

The more recent theories of crime (Agnew, 1992;GottfredsonandHirschi, 1990; Wilson 

and Hemnstein, 1985) propose an integrated approach, which investigates the effect of 

multiple variables on criminal behaviour, and the literature indicates that shoplifting is 

likely to be motivated by a number of factors including: economic considerations, the 

perceived risks and costs of being caught, social influence, moral views and opportunities 

to commit the crime. In order to understand shoplifting behaviour, and to devise 

strategies to effectively prevent the crime, it is neccesary to understand the relative 

influence of each of these factors on shoplifting.

The theory of planned behaviour provides a framework for systematically identifying and 

investigating these factors. Inclusion of the subjective norm acknowledges the role of 

social and family influences on behaviour and their likely importance to the decision to 

offend (Tuck and Riley, 1986). Situational and opportunity theories (Clarke, 1980; Cohen 

and Felson, 1979) hypothesise that the immediate environment is likely to influence 

shoplifting behaviour, and perceived control investigates the factors which are likely to 

encourage or discourage shoplifting, including the availability of opportunities and 

potential obstacles. The theory also allows for the inclusion of additional variables. As
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discussed in Chapter 4, section 4.3.5, moral views are likely to have an important 

influence on shoplifting, and several applications of the theory of planned behaviour have 

included a moral component (Beck and Ajzen, 1991; Kurland, 1995). Past behaviour is 

also likely to be influential. For example, Montmarquette et al (1985) and Saltzman et 

al( 1982) report that those who have shoplifted in the past without being caught are likely 

to have low perceptions of the risks and costs of shoplifting, and as suggested by social 

learning theories (Akers et al, 1979) successful shoplifting experiences are likely to 

reinforce future shoplifting activity. In addition, although rational choice theories of 

crime imply that offenders behave rationally, it is recognised that this rationality is likely 

to be limited, and that offenders consider only a few aspects of the alternatives available 

to them (Cornish and Clarke, 1986a; Johnson and Payne, 1986). Through the elicitation 

of salient beliefs, the theory of planned behaviour enables the identification of the factors 

which are likely to determine shoplifting (and non-shoplifting) behaviour.

Despite its apparent suitability for investigating criminal behaviour, only one application 

of the theory to theft could be traced. Beck and Ajzen (1991) used the theory to 

investigate cheating, lying and shoplifting in a sample of American college students. The 

theory explained 79% of the variance in shoplifting intentions and 48% of the variance in 

shoplifting behaviour. Although Eagly and Chaiken (1992) argue that the theory ignores 

the majority of variables traditionally considered important to the explanation of criminal 

behaviour, Clarke (1980) contends that investigation of the choices and decisions made 

by offenders provides a more realistic approach to crime prevention than traditional 

deterministic approaches, and as the preceding discussion indicates, the theory of planned 

behaviour can accommodate the factors identified as influencing shoplifting behaviour.
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6.5 Conclusion

Although the discussion in Chapters 4 and 5 suggests that rational choice theories of 

crime provide a more realistic approach to shoplifting prevention than deterministic 

approaches, research conducted from this perspective has, with a few exceptions, tended 

to ignore perceptions of the risks, opportunities and rewards of shoplifting. This 

chapter argues that shoplifting could be appropriately viewed as a form of consumer 

behaviour, and although USA consumer researchers have become increasingly interested 

in this approach, as yet, they have not attempted to apply a theory of consumer behaviour 

to shoplifting. As cognitive theories of consumer decision-making are compatible with 

the rational choice perspective on which situational crime prevention approaches are 

based, this study applies one such theory, the theory of planned behaviour, to shoplifting, 

in order to understand and explain the behaviour and to identify the factors which inhibit 

or facilitate encourage customer theft.
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CHAPTER 7

THE RESEARCH DESIGN

7.1 Introduction

The design of this research study consisted of three stages. Firstly, consideration of the 

most appropriate method for providing information about the research problem. Secondly 

how the research method selected could be operationalised for shoplifting research. 

Thirdly, the design of the research instruments and the selection of appropriate 

procedures for data analysis. In view of the complexity of the research design, the 

structure of this chapter is presented diagrammatically in Figure 7.1.

Figure 7.1 The Structure of the Research Design Chapter

Preliminary research steps Section 7.2

 ▼ ___________________

The research methodology Section 7.3

_______________ T _______________

Sample selection Section 7.4

I
 ▼ _____________________________

Operationalising the theory of planned behaviour Section 7.5

 ▼ _________________

The consumer survey Section 7.6
The school survey Section 7.7

 ▼ _____________________

Data collection procedures Section 7.8
Data analysis procedures Section 7.9
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7.2 Preliminary Research Steps

A number of preliminary steps were undertaken prior to the design of the research study.

7.2.1 Research Assumptions

The review of the shoplifting, consumer and planned behaviour literature, and a series of

informal discussions with retail security personnel and members of the general public

(both non-shoplifters and shoplifters) resulted in the following assumptions being made

about shoplifting behaviour, and what it was possible to achieve in this research project:

1. Shoplifting results from the coincidence of a motivated offender, attractive goods, 
and opportunities to commit the crime, and thus shares certain similarities with 
“normal” shopping behaviour.

2. Shoplifters and non-shoplifters hold different beliefs and attitudes about 
shoplifting and shoplifting prevention, and identification of these differences will 
provide an understanding of why some individuals shoplift and others do not.

3. It is possible to describe shoplifting attitudes and beliefs and to measure them at 
the level of the individual.

4. Respondents will be prepared to disclose their shoplifting experiences, and their 
beliefs and attitudes about the behaviour, provided that anonymity and 
confidentiality is guaranteed.

5. As shoplifting behaviour is widespread a sample of the general population is likely 
to provide a substantial proportion of shoplifters.

7.2.2 The Research Objectives

This study was undertaken with the aim of achieving the following research objectives:

1. To explore the utility of applying a consumer behaviour approach to situational 
crime prevention theory to provide a greater understanding of shoplifting.

2. To investigate the applicability of using the Theory of Planned Behaviour to 
understand and explain shoplifting behaviour.

3. To gain an understanding of attitudes toward shoplifting and the beliefs 
underlying shoplifting behaviour, and how these differ between non-shoplifters 
and shoplifters.
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4. To identify the factors which encourage or inhibit customer theft. This includes 
an investigation of shoplifting motivation, and the impact of retailers’ shoplifting 
prevention measures and marketing strategies on shoplifting.

7.2.3 Research Hypotheses

As this thesis is a preliminary study to explore the utility of applying a consumer behaviour 

theory to situational crime prevention approaches, and it was considered important that 

the analysis of the data should not be constrained by preconceived ideas about what the 

research findings would be, it would not have been meaningful to develop testable 

hypotheses from the theory of planned behaviour and shoplifting literature. Instead, the 

findings are evaluated against the research assumptions and the research objectives.

7.2.4 Setting the Research Boundaries

The review of the literature indicates that: shoplifting is a widespread behaviour which 

involves a substantial proportion of the population; the majority of shoplifters escape 

detection; and a large percentage of apprehended shoplifters are ordinary consumers 

rather than professional thieves. Thus, a study of the general population, which enabled 

the views of shoplifters to be compared with those of non-shoplifters, was considered to 

be the most appropriate method of achieving the research objectives. As a full national 

survey was outside the financial limits of the research project, it was decided to restrict 

the research to a medium-sized city considered to be fairly representative of the UK. 

Thus, this study is delimited to Northampton and its surrounding area (see section 7.4.2).

7.2.5 Pilot Testing

Pilot testing was considered an essential and major part of the research design, and the 

pilot tests conducted at each stage of the study are discussed in the appropriate sections.
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7.3 The Research Methodology

Although the philosophical assumptions underlying methodological choice were a major 

consideration in the selection of methods to research shoplifting behaviour, two 

additional factors were also considered to be important. Firstly, the problems inherent 

in researching a criminal behaviour in a reliable, acceptable and ethical manner. Secondly, 

what it was feasible to achieve given the constraints of time and resources.

7.3.1 The Problems of Researching Shoplifting

Shoplifting research is problematic. As the majority of shoplifters escape detection 

(Bamfield, 1994a; Murphy, 1986), the shoplifting population is not known, and there is 

no widely accepted method of researching shoplifting, as all the methods utilised in 

shoplifting research have limitations which restrict the validity and reliability of their 

findings. These problems are exacerbated by the fact that shoplifting is a socially 

unacceptable and criminal behaviour, and thus respondents may evade or falsify answers 

either through fear of arrest, or concerns about loss of respect (Geurts et al, 1975-6).

7.3.2 Potential Options for Researching Shoplifting

The customary methods for investigating shoplifters’ attitudes and opinions are studies 

of apprehension records, self-report surveys and interviews. A study of apprehended 

shoplifters was considered to be inappropriate for two reasons. Firstly, as the majority 

of shoplifters escape detection, apprehended shoplifters are unlikely to be representative 

of the shoplifting population (see Chapter 3, section 3.3). Secondly, the research 

objectives necessitate comparing the views of a group of shoplifters with those of a group 

of non-shoplifters. Thus, the two options open for this research project were a 

quantitative self-report study or qualitative interviews with non-shoplifters and shoplifters.
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7.3.3 Choosing between Quantitative and Qualitative Methods

Choosing the most appropriate methods to collect, interpret and evaluate the data is a 

problematic issue (Downey and Ireland, 1983). As quantitative methods are usually 

associated with positivist paradigms, and qualitative methods with interpretivist 

paradigms, the two methods tend to produce different types of data (Mintzberg, 1983), 

and there is considerable debate as to which is the most valid research method, and 

whether the two approaches can be combined in a single research design (Bryman, 1988).

7.3.3.1 Quantitative Methods

Quantitative methods use systematic data collection procedures to test, prove and verify 

hypotheses (Glaser and Strauss, 1968). As quantitative surveys are suitable for 

investigating the opinions of large populations (Sieber, 1973), for testing the validity of 

theories and establishing cause and effect relationships (Bryman, 1988), and for 

questioning respondents about their own behaviour and their attitudes and perceptions 

(Bryman, 1989), they were considered to be the most appropriate method for collecting 

the data required to achieve the research objectives. Quantitative surveys, however, 

have a number of disadvantages including: their failure to provide detailed insights into 

human behaviour and the inapplicability of generalising data to individual cases (Guba 

and Lincoln, 1994); and their focus on social structure rather than social process, their 

failure to consider the context of behaviour, and the over-simplification of their subject 

matter (VanMaanen, 1983).

7.3.3.2 Qualitative Methods

Qualitative research is concerned with viewing events and actions from the perspective 

of those being studied (Bryman, 1988). It seeks to provide meaningful insights by
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examining in greater depth social processes and experiences, and is characterised as being 

‘thick’ (Geertz, 1973, p 10), ‘deep’ and ‘rich’ (Sieber, 1973, p 1335). Qualitative 

research has been criticised, however, for its reliance on empathetic understanding and 

focus on the individual rather than society (Hudson and Ozanne, 1988), and for 

‘problems of criteria and objectivity’ and ‘the problem of inquirer authority and privilege’ 

(Schwandt, 1994, p 130).

7.3.3.3 Combining Quantitative and Qualitative Methods

Quantitative and qualitative approaches are often presented as mutually exclusive, with 

the suggestion being that the two methods cannot be used in tandem due to their 

ontological and epistemological differences (Burrell and Morgan, 1979). There is, 

however, considerable support for the integration of both methods within the research 

design to counteract their inherent strengths and weaknesses (Bryman, 1989; Filstead, 

1979; Sieber, 1973; Van Maanen, 1983). Reichardt and Cook (1979, p 19) disagree with 

the quantitative-qualitative dichotomy and argue that the methods chosen should be 

appropriate to the research problem ‘regardless of the methods’ traditional affiliations’ 

and this view has informed the design of this research study.

7.3.4 The Research Methods Used in this Study

Consistent with the philosophical assumptions underlying the positivist cognitive 

paradigm, the approach taken by this study is that of applying the principles of natural 

science to the study of people, using a quantitative survey. Quantitative surveys, 

however, have several weakness, and in an attempt to overcome these it was decided to 

conduct qualitative interviews and thus achieve triangulation between methods as 

recommended by Denzin (1989). Desphande (1983) argues that this approach allows the
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strengths of qualitative methods to compensate for the weaknesses of quantitative 

methods and vice versa. Thus, as discussed by Jick (1983), if both methods reach the 

same conclusion, then more confidence can be placed in the findings.

7.3.4.1 Interviews

It was initially intended to validate and explore further the findings from the quantitative 

survey by interviewing a number of shoplifters and non-shoplifters. It was recognised that 

respondents who volunteered to be interviewed about their shoplifting behaviour would, 

in all probability, be an unrepresentative sample, possibly motivated by a hidden agenda. 

In practice, however, the use of interviews presented two additional problems. Firstly, 

an initial group of six “known” shoplifters had been identified and contacted. When 

approached to arrange the interview, one of the shoplifters was serving a prison sentence, 

two could not be traced, and two had decided not to participate, although they had 

initially agreed to be interviewed. Secondly, pretest interviews were conducted with two 

non-shoplifters (one female aged 38, one male aged 15). Although both interviews lasted 

for 45 minutes, very little useful information was obtained about shoplifting behaviour, 

other than that both participants felt shoplifting to be wrong and stated that they would 

not engage in the behaviour under any circumstances. In view of these problems, and 

the expertise required for interviewing subjects about sensitive topics, it was decided that 

an additional quantitative survey would be a more appropriate method of achieving the 

research objectives. As the literature indicates a high degree of involvement in 

shoplifting by those under the age of nineteen, it was decided to investigate further the 

shoplifting behaviour of this age group by administering the self-report questionnaire to 

a sample of school students. Denzin (1989) refers to the collection of data from two or
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more different sources as data triangulation, and argues that this approach enables the 

investigation of similarities and differences across settings.

7.3.4.2 The Quantitative Survey

The major problem in any study of shoplifting is how to obtain accurate and reliable data

about a behaviour which is both socially undesirable and criminal. Self-report surveys

have been extensively used in both criminological and shoplifting research and several

studies support their validity and reliability (Farrington, 1973; Hindelang et al, 1979;

Huizinga and Elliott, 1986). Self-report surveys are particularly useful in studies which

require the comparison of a group of criminals with a control group of non-criminals

(Hood and Sparks, 1970), and as argued by Klemke (1992), are often the only method

of obtaining data on many aspects of shoplifting. The major problem with this type of

study is the respondent’s honesty, as questions about a sensitive and socially undesirable

behaviour may be liable to distorted and untruthful answers (Nettler, 1978; Williams,

1991). Researchers such as Barnett (1998), Blair etal (1977) and Sudman and Bradbum

(1982) have proposed a number of strategies to limit the bias resulting from threatening

or sensitive questions, and Sudman and Bradbum (1974, pp 142-3) suggest

The best and most widely used method for reducing response effects from 
threatening questions is the use of self-administered questionnaires, which 
in some cases insure anonymity, and which remove the threat of direct 
disclosure to another person of what may be considered socially 
unacceptable behaviour.

As self-report surveys have been used with considerable success in shoplifting research 

(Cox et al, 1990; Ray, 1987), and Ajzen and Fishbein (1980) recommend the use of this 

method to investigate behaviours which are not directly accessible to the observer, it was 

decided that a self-administered questionnaire would be the most appropriate method of
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obtaining information about shoplifting. Although Beck and Ajzen (1991) argue that there 

is evidence to suggest that self-reports of dishonest behaviour can be quite accurate, 

behaviours such as shoplifting are potentially subject to dishonest reporting due to social 

desirability concerns. There are scales available to assess social desirability bias, for 

example, the Marlowe-Crowne Social Desirability Scale (Crowne and Marlowe, 1964). 

These scales typically contain a number of questions to assess respondents’ tendencies 

either to deny or exaggerate socially undesirable attitudes and behaviour. Inclusion of 

questions which enable the specific assessment of social desirability bias would, however, 

have increased the length of an already long questionnaire.

Initial discussions with a group of fourteen students indicated that these students would 

be prepared to answer direct questions about their involvement in shoplifting, provided 

that complete anonymity and confidentiality were guaranteed. It was therefore decided 

to follow the strategy recommended by Sudman and Bradbum (1974). The respondents 

in both the consumer and school surveys were required to self-complete the questionnaire 

and were guaranteed that the questionnaire was totally anonymous and confidential. It 

is recognised, however, that dishonest reporting may have biased the results, and this is 

discussed further in Chapter 10, section 10.2.1.1.

7.3.5 Ethical Issues

As this research study entails asking respondents to admit to a behaviour which is criminal 

and thus punishable by law, it was considered that ethical issues were of the utmost 

importance. All stages of the research design comply with the ethical guidelines of the 

British Psychology Society (as discussed by Gross, 1995), and the ethics committee of 

University College Northampton. The ethical issues underlying the research design relate
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to deception, consent, the right to withdraw and confidentiality. Each of these issues are 

discussed below and apply to both the consumer and the school surveys. The additional 

measures taken to protect the rights of the school students are discussed in section 7.8.2. 

Deception: All respondents were advised of the purpose of survey, and that the survey 

contained questions of a personal nature about previous and future shoplifting behaviour. 

Consent: The questionnaire was given only to those respondents who agreed to take

part in the survey, and it was made clear that participants had the right to withdraw at 

any point. In addition, all respondents under the age of 16 were asked to obtain their 

parent’s consent for completion of the questionnaire.

Confidentiality: All respondents were assured of confidentiality and anonymity, and

were not required to provide their names on the questionnaire.

7.3.6 Evaluation of the Research Method

An underlying concern in the selection of the research method for this study was that it 

should meet the criteria of reliability, acceptability and feasibility, and that ethical 

concerns should be paramount in order to protect the rights of the participants. 

Although every effort has been made to meet these criteria, there are some concerns about 

the reliability and validity of the method used. Although self-report surveys are widely 

used, both in shoplifting research and in applications of the theories of reasoned action 

and planned behaviour, this type of study has a number of weaknesses. It was originally 

proposed to compensate for these by the use of qualitative interviews. In practice this 

proved to be problematic, and thus the research design consists of two quantitative 

surveys. As these surveys are conducted on different populations, it is hoped that the 

findings will increase confidence in the reliability and validity of the research design.
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7.4 Sample Selection

In order to decide on the appropriate sampling method the following publications were 

consulted: Chisnall (1992); Churchill (1995); Kinnear and Taylor (1991); Sudman (1994).

7.4.1. Sampling Method for the Consumer Survey

For the results of a research project to be generalisable to the population, a sample 

representative of that population should be selected, using probability/random sampling,

i.e. every member of the population has a known and non-zero chance of being selected 

(Chisnall, 1992). To achieve this, a sampling frame of the total population to be surveyed 

is determined, and the sample randomly chosen from this. Selection of a sampling frame 

appropriate for shoplifting proved to be problematic. Use of the electoral roll would 

exclude the under-18s, a section of the population identified in the literature as being 

extensively involved in shoplifting. Use of telephone directories would similarly exclude 

adolescents, and also those who do not have a telephone, or have an ex-directory number.

As a necessary condition for shoplifting is presence in shops, the sampling frame for this 

study is people who use shops. The discussion in Chapter 3 indicates that shoplifting is 

widespread and that a substantial proportion of consumers steal. Thus, although it is not 

possible either to identify, or to locate the population of shoplifters, it is likely that a 

sample of consumers using the shops over a period of time will contain a fairly typical 

proportion of shoplifters. It would, however, be impossible to utilise a probability 

sampling technique, for example, stratified random sampling, cluster sampling or multi

stage sampling, with this type of sampling frame, due to the lack of a comprehensive list 

of the population to be studied. Thus, convenience sampling in a shopping centre was 

the only alternative available. Although the use of convenience sampling limits the extent
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to which the results can be generalised to other populations, and the statistical reliability 

of the findings as sampling error cannot be measured, it was considered to be the most 

appropriate method for this study. Sudman (1994) argues that shopping centre sampling 

could be viewed as a form of cluster sampling, and that the potential biases arising from 

sample selection can be partially controlled for. The measures taken to limit potential 

sample bias are discussed in the following sections.

7.4.2 Selection of the Shopping “Site”

Ideally, a sampling frame of all shopping centres in the UK would have been drawn up, 

and a random sample of these selected for the administration of the consumer survey. 

Due to the constraints of time and resources, a nationwide survey of shoppers was not 

feasible. There is nothing in the shoplifting literature to suggest that the prevalence of 

shoplifting may be greater in certain geographical areas of the UK, although retail crime 

surveys (for example, Bamfield, 1994a; Speed et al, 1995) indicate that the incidence of 

shoplifting may vary between type and size of retailer and retail outlet. Therefore, it was 

decided to select a medium-sized shopping area with a good mix of independent and 

multiple retailers in both town centre and out-of-town locations for the administration of 

the questionnaire. Northampton, a medium-sized town located in the East Midlands, was 

felt to be typical of such a shopping area (in terms of size, location, demographics and 

spending patterns) for the following reasons:

1. Northampton has a population of 180,567 (Official Population Censuses and 
Surveys, 1992) and is ranked approximately midway in the list of Unitary 
Councils and District Council Towns (Marsden, 1998).

2. Northampton is not regionally isolated. Although it is centrally located, with 
access to the motorway network, it is not an obvious “port-of-call” for shoplifting 
gangs, nor is it a regional shopping centre, unlike for example, Milton Keynes, 
Nottingham or Leicester.
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3. The age and employment profile of Northampton is in line with national figures, 
as is the total spent annually on convenience goods. Spending on personal and 
home goods is slightly above average, whilst spending on leisure goods is slightly 
below average (Retail Week, 1999).

7.4.3 Selection of the Location

Northampton is served by a central shopping district, several suburban shopping centres, 

and out-of-town multiple retailers and retail parks. To ensure that the sample was 

representative of shopping activity, the survey was conducted in all three types of 

location, with each questionnaire being coded according to the location of its distribution. 

The central shopping area of Northampton consists of a pedestrianised thoroughfare and 

two enclosed shopping malls. In view of the difficulty in obtaining permission to conduct 

surveys in enclosed shopping malls, it was decided to conduct the town centre survey 

outside the shops in the pedestrianised area. This area contained a good selection of 

major retailers, and the main entrances to the enclosed shopping centres, thus enabling 

shoppers using these centres to be included in the sample. A sampling frame of the shops 

in this area was compiled, and from this shops representing different types of retailer were 

selected. 750 questionnaires were distributed in the town centre.

Northampton contains several suburban shopping centres which cater for the daily needs 

of local shoppers. As this type of shopping centre accounts for a substantial proportion 

of local shopping, it was decided to include a centre of this type in the sample. The 

suburb of Kingsthorpe was chosen, in view of its selection of shops, and its proximity to 

University College Northampton (thus enabling students to be included in the sample). 

Kingsthorpe shopping centre contains a number of small local retailers plus Boots, and 

two large supermarkets, Safeways and Waitrose (which are located next to each other and
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share the main shoppers’ car park in Kingsthorpe). Questionnaires were distributed 

between the car park and the bus stops outside Safeways and Waitrose. This enabled car- 

borne shoppers, shoppers using public transport and shoppers on foot to be included in 

the sample. 200 questionnaires were administered in Kingsthorpe.

In view of the increasing significance of out-of-town retailing (Guy, 1994; Department 

of the Environment, 1994), it was considered important that the sample contained 

shoppers using this type of retail facility. As investigation of the main out-of-town retail 

park in Northampton indicated that shopper flow in this area is light, and as it is difficult 

to obtain permission to conduct a survey in a retail park, two out-of-town superstores 

were approached. Permission was obtained from the Head Offices of J Sainsbuiy and 

Homebase to conduct the survey outside their out-of-town grocery and DIY stores. 150 

questionnaires were distributed outside J Sainsbuiy and 100 outside Homebase. The 

questionnaires for Homebase were distributed on a Sunday, in view of the increasing 

importance of Sunday shopping since the relaxation of the Sunday trading laws.

7.4.4 Selection of the Respondents

Previous studies of shoplifting using samples of consumers have experienced response 

rates ofbetween 30% to 35% (Kallis and Vanier, 1985; Ray, 1987), with more than 30% 

of the respondents surveyed admitting to shoplifting. It was considered that a sample 

of 100 shoplifters would be sufficient to achieve the research objectives. It was therefore 

decided to distribute 1,200 questionnaires, with a target response rate of 30% (360 

questionnaires), in the expectation that this would yield a sample of 108 shoplifters.

Although Sudman (1994) suggests that sample bias resulting from respondents refusal to
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be interviewed can be partially offset by controlling for age and gender, this was felt to 

be inappropriate as research indicates that shoplifters are likely to be demographically 

representative of the population from which they are drawn (Sohier, 1969; Murphy, 

1986). Thus, it was decided to distribute the questionnaire to every fourth shopper 

leaving the shops selected to be representative of shopping activity in Northampton.

7.4.5 Timing of the Survey

As discussed by Sudman (1994) the characteristics of consumers using the shops can vary 

by time of day and day of week, and he suggests that a two-week study will give an fairly 

accurate representation of shopping behaviour. Thus, to ensure that the sample was 

representative of differing shopping patterns in Northampton, the survey was conducted 

over a two-week period, including weekends, between the hours of 9 a.m. and 5.30 p.m. 

There does not appear to be a late shopping night in Northampton. The survey 

commenced on Monday, 24th March 1997. This period was chosen because the local 

schools broke up for Easter on Wednesday, 26th March, and the Easter Bank Holiday fell 

on the middle weekend of the survey. It was felt that first week would provide a 

representative sample of shopping in the town centre of Northampton, as Monday, 

Tuesday and Wednesday would provide a sample of people who normally used the shops 

during the week, whilst Thursday, Friday and Saturday would include schoolchildren and 

people who were normally working during the week. The second week of the survey was 

used to conduct the questionnaire at the out of town and suburban locations.

7.4.6 Sampling Method for the School Survey

Rather than conduct a further survey ofNorthampton shoppers, targeting those under the 

age of nineteen, it was decided to survey students in Northampton schools. It was initially
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hoped to obtain a sample of school students between the ages of eleven and sixteen. 

Discussions with school teachers indicated, however, that it was unlikely that permission 

would be given to survey children as young as eleven, in view of the sensitive nature of 

the proposed questions. Therefore, it was decided to limit the sample to school students 

between the ages of thirteen and eighteen.

7.4.7 Selection of the Schools

A list of schools in the Northampton area was obtained. It was decided to restrict the 

sample to schools that were co-educational and similar in structure. Letters were sent 

to six schools requesting permission to conduct the survey (see Appendix A). Two 

schools agreed to co-operate in the survey, and as both schools were guaranteed 

confidentiality they are referred to throughout as School A and School B. School A was 

located in a suburban area, approximately two miles from Northampton town centre; 

School B was located in a rural area approximately five miles from Northampton.

7.4.8 Selection of the Respondents

The target sample size was 200 students from each school. Ideally stratified random 

sampling, using the school roll, would have been used to select an equal number of 

students from each year, this, however, proved to be logistically problematic. After 

consultations with the teachers in the two schools, it was decided to include a number of 

classes from each school year in the sample. These classes were selected by the teachers 

according to the demands of the school timetable. The demographic composition of the 

population of each school was provided, so that the demographic characteristics of the 

sample could be compared with the general population of the school.
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7.5 Operationalising the Theory of Planned Behaviour

The theory of planned behaviour, and the theory of reasoned action on which it is based, 

advocate specific procedures for measurement of the components of the theories and the 

collection and analysis of the data (Ajzen and Fishbein, 1980; Ajzen, 1991). The 

operational issues relating to the theory of planned behaviour are discussed in this section, 

the design of the consumer and school surveys are considered in sections 7.6 and 7.7.

7.5.1 How the Theory “Works”

The theories of reasoned action and planned behaviour provide a theoretical framework

for systematically identifying and evaluating the factors which influence behaviour. The

theory assumes that immediate determinant of behaviour is the individual’s intention to

perform, or not to perform, the behaviour. As discussed by Ajzen (1991, pl81)

‘intentions are assumed to capture the motivational factors that influence a behaviour’.

Intentions are determined by the individual’s attitude, subjective norm and perceived

control; these are referred to as global measures. As it was considered likely that moral

considerations and previous experience of shoplifting would influence shoplifting

behaviour (see the discussion in Chapter 6), these two variables were incorporated into

the model. These five global measures, each weighted for their relative importance, are

assumed jointly to determine behavioural intention. The theory can be expressed

algebraically in terms of a multiple regression model.

B~BI = [A^Jwq + [SNjw! + [PC]w2 + [MN]w3 + [PE]w4

Where B = behaviour, BI = behavioural intention, A^, = attitude to the act, SN = 
subjective norm, PC = perceived control, MN = moral norm and PE = previous 
experience. w0 wT w2 w3 w4 are the empirically determined weights of each variable.
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The theory of planned behaviour traces the causes of behaviour to an individual’s beliefs 

about that behaviour (Ajzen, 1985). These beliefs usually relate to the consequences of 

performing the behaviour (outcome beliefs), the views of people important to the 

individual (referent beliefs), and factors which may control performance of the behaviour 

(control beliefs). From these beliefs an understanding of the informational basis of an 

individual’s attitude, subjective norm and perceived control can be gained (Ajzen, 1987). 

Miller (1956) argues that although individuals may have many beliefs about a behaviour, 

they can only consider a relatively small number at any given time, and Ajzen and Fishbein 

(1980) maintain that it is these salient beliefs which determine intentions and behaviour. 

They recommend that the salient beliefs are elicited from a sample of the population to 

be surveyed. The beliefs mentioned most frequently are described as the modal set of 

salient beliefs and are used to construct the belief-based questions.

In accordance with expectancy-value models (Edwards, 1954,1961; Fishbein and Ajzen, 

1975), the likelihood of each outcome belief is multiplied by its evaluation (the 

individual’s opinion of whether the outcome is good or bad) and the resulting products 

are summed over the number of salient beliefs. Thus, as shown in the equation below, 

the likelihood of each salient belief (b) is combined with its subjective evaluation (e).

n
A« = £  b, e, 

i=l

The referent and control beliefs influencing subjective norm and perceived control are also 

based on salient beliefs and are calculated in a similar manner. Referent beliefs are based 

on whether referent individuals or groups think that the individual should perform the 

behaviour, and are measured by the likelihood that the referent holds the belief (n) and the
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individuals’ motivation to comply with the referent (m).

n
SN = £  nx ml 

i=l

Control beliefs refer to the factors which are perceived to increase or reduce the difficulty 

of performing the behaviour, and are measured by the power of the belief to facilitate or 

inhibit performance of the behaviour (p), and the individual’s assessment of the belief (c).

n
PC = 1  Cl Pl 

i=l

Ajzen (1991) argues that if the expectancy-value models are a valid representation of 

attitude, subjective norm and perceived control, then they will correlate well with their 

corresponding global measures, and empirical research generally supports this proposition 

(Ajzen, 1974; Fishbein, 1963; Jaccard and Davidson, 1972). Ajzen (1991) suggests that 

when the salient beliefs are obtained from the respondents themselves, or from a pilot 

study of a representative sample of the population, the correlations tend to be higher than 

when they are estimated on arbitrarily selected set of beliefs. It is argued that users and 

non-users may have different salient beliefs (East, 1997; Elliot et al, 1995), and the studies 

by Eiser and van der Plight (1979) and Elliott and Jobber (1995) indicate that the 

correlations between the belief-based measures and the global measures are improved 

when a measure of personal belief salience is used.

7.5.2 Measuring the Variables

In order to reduce measurement error, multiple items are used to assess the global 

measures of intention, attitude, perceived control and the subjective and moral norm 

(Ajzen and Fishbein, 1980). The multiple items are then summed to form a scale for each 

of the global measures. As recommended by Ajzen and Fishbein (1980), seven-point
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rating scales are used for variable measurement, with semantic differential scales being 

used for the attitude variables. This technique, developed by Osgood et al (1957), uses 

seven-point scales with opposite terms at each end of the scale, for example, good-bad. 

There has been considerable discussion (East, 1993, 1997; Valiquette et al, 1988) as to 

whether the scales should be bipolar (scaled -3 to +3, with a midpoint of 0) or unipolar 

(scaled 1 to 7), Ajzen (1991) contends that both types of scoring are equally justified. A 

similar procedure is used for the belief measures. Each of the salient beliefs is measured 

by two items, one to assess the likelihood of the belief, one to assess the respondent’s 

evaluation of the belief. Calculation of the belief measures is described in section 7.5.1.

7.5.3 Reliability and Validity

A major concern in quantitative surveys is the reliability and validity of the measuring 

instrument, this section considers overall issues of reliability and validity, the next section 

focuses on issues of reliability and validity in scale development.

Reliability refers to the consistency with which the instrument measures the concept in 

question and has two dimensions. External reliability refers to the consistency of the 

measure over time, and is usually checked by a test-retest procedure, administering the 

measure twice to the same group of respondents with a time interval between the two 

tests (Rust and Golombok, 1989). In view of the sampling methods used for the 

consumer and school surveys, and the guarantees of anonymity and confidentiality given 

to the respondents, it would have been impossible to conduct a test-retest to check for 

changes in responses over time. Thus, examination of the external reliability of the 

questionnaire could not be undertaken. Internal reliability refers to the internal consistency 

of a multi-item scale, and is concerned with establishing the consistency of the response

117



patterns. Cronbach’s Alpha is used to test internal reliability. This is the most widely used 

measure of scale reliability (Peterson, 1994), and ‘provides an estimate of the correlation 

of the set of test items with another set of similar items from the same universe of items’ 

(Kline, 1993, plO). The recommended figure for acceptable reliability is an alpha 

coefficient of 0.7 or above (Nunnally, 1978; Peterson, 1994).

Validity refers to whether the measuring instrument actually measures what it is supposed 

to measure. External validity concerns the extent to which the findings can be generalised 

to the population, internal validity refers to whether factors other than the independent 

variables are the causes of the observed outcomes (Stemthal et al, 1994). The external 

validity of this study is unknown due to the sampling procedures used. Thus, in an 

attempt to increase external validity, two large-scale surveys of different populations were 

conducted. If the two surveys produce similar findings, then it could be argued that a 

degree of external validity has been achieved. The internal validity of this study is 

strengthened by the use of the theory of planned behaviour, a theory which has been 

tested, refined and validated over a number of research settings and applications.

7.5.4 Scale Development and Reliability and Validity

For this study to be a stringent test of the utility of applying planned behaviour theory to 

shoplifting, it was considered essential that the procedures for the development of the 

scales for the global and belief measures, advocated by Ajzen and Fishbein (1980) and 

Ajzen (1991), were rigorously adhered to, rather than follow an acknowledged approach 

to scale development such as that proposed by Churchill (1979). Churchill argues that 

to develop multi-item scales which have desirable reliability and validity an eight-stage 

process should be followed (see Churchill, 1979, p 66). This study followed the first four
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stages of this process. The domain of the construct was specified from the literature 

(stage 1), the items to assess the global and belief measures were generated from the 

review of the shoplifting and planned behaviour literature and the salient belief elicitation 

(stage 2), the data based on these items were collected (stage 3), and the measures were 

purified using coefficient alpha and factor analysis (stage 4). It was not, however, 

possible to follow the final four stages of this process detailed below:

Stage 5: collect new data based on the purified measures

Stage 6: assess the reliability of this data using coefficient alpha or split-half reliability 

Stage 7: assess construct validity by (a) determining the extent to which the measure 

correlates with other measures designed to measure the same thing, and (b) 

whether the measure behaves as expected 

Stage 8: develop norms by averaging and summarising the distribution of the scores

As this is an exploratory study, it was considered important that the consumer and school 

questionnaires should be as similar as possible. Therefore, the same multi-item measures 

and purification process were used in both studies, in order that direct comparisons could 

be made between the two sets of data. In addition, due to the difficulties of measuring 

the global and belief measures by an alternative method, and constraints of space on the 

questionnaire, it was not possible to measure convergent validity. To achieve construct 

validity (stage 7), both convergent and discriminant validity are required. Convergent 

validity is achieved when two methods are used to measure the same construct, and both 

methods produce results which are highly correlated. Discriminant validity is achieved 

when low correlations are reported between the multi-item scale, and other multi-item 

scales that are not measuring the same construct. Thus, although the multi-item scales for
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the global and belief measures can be said to have face or content reliability, as stages 1 

to 4 have been completed, the extent to which these scales have achieved construct 

validity cannot be assessed. Nevertheless, rigorous adherence to procedures whose 

validity and reliability have been confirmed in a number of applications (Ajzen and 

Fishbein, 1980; Ajzen, 1991) increases confidence in the construct validity of these scales.

The reliability of the multi-item scales is established by coefficient alpha and by 

submitting the measures to a new sample of respondents. Both these procedures were 

accomplished. The reliability of the multi-item scales is reported in Chapter 8, sections

8.7.1, 8.7.2 and 8.7.4, and Chapter 9, sections 9.4.1, 9.4.3 and 9.4.4. The comparison 

of the consumer and schools surveys is reported in Chapter 10, section 10.2.1.2.

7.6 The Consumer Survey

The theory of planned behaviour utilises a three-stage research design: an elicitation of 

beliefs, a questionnaire, and a follow-up survey.

7.6.1 Stage 1: The Elicitation

The interview guide for the elicitation of salient beliefs is shown in Appendix A. A ffee- 

response format was used to obtain information on shoplifting attitudes, the costs/benefits 

and advantages/disadvantages of shoplifting, individuals or groups of people who would 

approve or disapprove of shoplifting, and factors which would encourage or discourage 

shoplifting. For example, the respondent was asked what he/she considered the costs of 

shoplifting to be, the responses were recorded, and the respondent was then asked 

“anything else?” In addition biographic details were requested. The results from the 

elicitations are recorded in Appendix B.
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7.6.2 Stage 2: The Questionnaire

A number of publications on questionnaire design were consulted for the wording and 

ordering of questions (Bagozzi, 1994b; Chisnall, 1992; Converse and Presser, 1986; 

Kinnear and Taylor, 1991; Sudman and Bradbum, 1974,1982). As the survey contained 

questions of a threatening nature, the questionnaire commenced with general questions 

about shoplifting, before personal questions about shoplifting were introduced. The 

questions relating to the theory of planned behaviour used seven-point scales, and this 

format was used wherever possible to preserve consistency. To maintain the respondents’ 

interest, the layout of the questions varied by section. Each section was preceded by 

instructions on how to complete the questions. To achieve the research objectives, data 

on the following areas were required: shoplifting motivation; attitudes to shoplifting and 

the beliefs underlying the behaviour; factors which encourage or inhibit customer theft, 

including retailers’ marketing and anti-shoplifting strategies; previous shoplifting 

behaviour and future shoplifting intentions. The questionnaire contained sue sections.

Shoplifting Motivation: This section included questions on shoplifting motivation, 

attitudes to retailers and the shoplifting decision. The questions were phrased indirectly, 

as recommended by Sudman and Bradbum (1982), and asked the respondent’s opinion 

as to why he/she thought people shoplifted, what sort of things shoplifters considered 

when making the decision to shoplift, and shoplifters’ attitudes towards shops.

Shoplifting Experience: Behavioural self-reports of shoplifting were obtained by asking 

respondents to indicate when they had last shoplifted (never, over 5 years ago, 1 to 5 

years ago, within the last 12 months) and how many times they had shoplifted (never, 

once, twice, four times, more than four times). The respondents were also asked if they
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had ever been caught, and whether this would deter them from future shoplifting.

The Theory of Planned Behaviour: There has been some argument as to whether 

intentions should be measured by behavioural intention or behavioural expectation 

(Sheppard et al, 1988; Warshaw and Davis, 1985). In view of the likelihood of 

shoplifting behaviour being restricted by opportunity, shoplifting intentions were 

measured by two scales, ‘I intend to shoplift in the future’ likely-unlikely and ‘If I have 

the opportunity, I will shoplift in the future’ likely-unlikely. The global measures 

(attitude, the subjective norm, perceived control and the moral norm) were measured 

using seven-point scales. Six semantic differential scales were used to measure attitude, 

subjective norm was assessed by two items, perceived control and moral norm were 

measured by three items. The items used to assess the global measures were adapted 

from Beck and Ajzen’s (1991) application of the theory of planned behaviour to dishonest 

behaviours, from Osgood et a l’s (1957) lists of polar opposites, and from data obtained 

in the elicitation (see Appendix B).

The beliefs identified in the elicitation as being salient to shoplifting were used to 

construct the belief-based questions. The questionnaire contained five outcome beliefs, 

three referent beliefs and five control beliefs. The likelihood and evaluation of the 

outcome and normative beliefs were measured by two seven-point scales, likely/unlikely 

and good/bad, two seven-point scales likely/unlikely and agree/disagree were used for 

the control beliefs. Although Elliott and Jobber (1995) recommend using a measure of 

personal belief salience, it was felt that asking respondents to indicate which beliefs they 

consider relevant to shoplifting would result in a questionnaire which was too complex 

and too long. It was therefore decided that an answer of “neither” was an indication that
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the respondent did not consider the belief to be salient.

Shoplifting Prevention: The respondents were asked to indicate the likelihood of ten 

frequently used shoplifting prevention measures deterring people from shoplifting, and to 

identify which three measures were the most effective in deterring shoplifting and catching 

shoplifters. The respondents were then asked whether the presence of any of these 

measures had made them feel apprehensive or had prevented them from using a shop.

Attitudes to the Control of Shoplifting: This section contained eight questions relating 

to the respondents’ opinions as to how shoplifting could be controlled

Biographic Data: This section contained questions relating to age, gender, employment, 

income and frequency of using shops. The questionnaire concluded with a request for 

comments on shoplifting and shoplifting prevention.

7.6.3 The Cover Letter

A covering letter was attached to the questionnaire (see Appendix A ). This explained the 

purpose of the questionnaire and its value for shoplifting research, and assured the 

respondents of complete confidentiality and anonymity. Instructions for completing the 

questionnaire were contained in the cover letter.

7.6.4 Stage Three: The Follow-up Survey

It had originally been intended to assess whether the respondents had behaved in 

accordance with their intentions by conducting a follow-up survey. This proved to be 

problematic in view of the guarantees of anonymity and confidentiality given to the 

respondents. To test the viability of a follow-up survey, a pilot study was conducted on
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a group of 122 Business Studies students, using the respondent’s mother’s maiden name 

as an identifier. Of the 122 follow-up surveys distributed to the students who had 

completed the questionnaire, only 65 were returned, and only 28 could be matched with 

the questionnaire. It was therefore decided not to proceed with the follow-up survey, 

due to the complexity of the procedure and the logistical problems of administering it to 

the consumer sample.

7.6.5 Pretesting the Consumer Questionnaire

The pilot test is a pretest of the questionnaire on a sample of the population to be 

surveyed and is ‘used to refine the questionnaire design and identify errors’ (Reynolds et 

al, 1993, p 171). The first pilot test for this study had three purposes:

1. To test whether a self-report survey using the theory of planned behaviour was an 
appropriate method of researching shoplifting behaviour.

2. To test the scaling of the questions and the statistical procedures.

3. To test reaction to question content, wording, and the layout of the questionnaire. 

The belief-based questions were constructed using the salient shoplifting beliefs elicited 

from a group of 12 first year Business Studies students. The questionnaire was then 

administered to a group of 49 first year Business Studies students, 15 of whom provided 

feedback on the questionnaire content and layout. All the students fully completed the 

questionnaire, with 33% admitting to shoplifting. Analysis of the findings indicated 

significant differences between non-shoplifters and shoplifters. Planned behaviour theory 

explained 66% of the variance in intentions, and the alpha coefficients indicated accepted 

reliability for the multi-item scales. It was concluded that although the research method 

had considerable utility for shoplifting research, several modifications would be required.
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Consultations with the students who had completed the questionnaire, colleagues at 

University College Northampton and Professor East of Kingston Business School 

resulted in several changes to the questionnaire. As the analysis of the belief-based 

questions produced disappointing findings, these questions were redesigned. Questions 

felt to be ambiguous were reworded, and the layout of the questionnaire was changed. 

The questions relating to the theory of planned behaviour had initially been randomised, 

with the scales being reversed on alternate questions as recommended by Sudman and 

Bradbum (1982). As the students indicated that they found this to be irritating, and 

Professor East advised against the procedure, the questions were not randomised.

A further elicitation was conducted (see Appendix B for the results of the elicitations) and 

the revised questionnaire was administered to a further group of 122 Business Studies 

students, 38% of whom admitted to shoplifting. The amendments made to the 

questionnaire proved to be effective. The results from the belief-based questions 

improved, although the correlations between the belief-based measures and the global 

measures were still low. On the advice of Professor East, the scales were changed from 

bipolar to unipolar. This overcame the problems resulting from the multiplication of two 

negative values, and further analysis resulted in improved correlations. Feedback 

indicated that the students had understood and were able to answer all the questions and 

were satisfied that the questionnaire was completely confidential and anonymous.

7.6.6 The Final Version of the Consumer Questionnaire

Two weeks prior to the administration of the consumer questionnaire, the salient beliefs 

underlying shoplifting were elicited from a sample of 25 consumers using the shopping 

centre of Northampton, using the elicitation schedule shown in Appendix A. The results
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Table 7.1 Outcome and control beliefs

Outcome beliefs Control beliefs
Little risk of being caught 
Ineffective security measures 
Penalties for being caught not severe 
Short of money 
Encouragement by friends

I will get goods without paying for them 
I will be able to save money
Shops will pass on the costs to customers 
I will get caught by retail security measures 
I will be arrested for committing a crime

are reported in Appendix B. The outcome and control beliefs are shown in Table 7.1, the 

referent groups were identified as being family, fiiends and the police. The results from 

the elicitation were used in the construction of the consumer questionnaire, the final 

version of which is shown in Appendix A. To ascertain the likely response rate, a pilot 

test was conducted in Kingsthorpe. Twenty-five shoppers were approached, all of whom 

agreed to complete the questionnaire at home and return it to University College 

Northampton in the stamped addressed envelope provided, together with any comments 

they felt appropriate. Eight completed questionnaires were returned (a response rate of 

32%). The only adverse comments related to the questionnaire’s length. The questionnaire 

was considered ready to be distributed to the consumer sample, and it was decided to 

communicate to the selected consumers that the questionnaire contained personal and 

sensitive questions and would take approximately 20 minutes to complete.

7.7 The School Survey

Both participating schools required the survey to be conducted with the minimum of 

disruption to school activities, therefore it was decided not to administer the elicitation 

to the school students. As the three previous elicitations had produced consistent beliefs 

across the populations surveyed (see Appendix B), the beliefs identified as being salient 

to consumers were utilised for the school questionnaire.
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After consultation with a panel of parents and school teachers, and the ethics committee 

of University College Northampton, several amendments were made to the consumer 

questionnaire before it was administered to the school sample. To reduce the length of 

the questionnaire, the sections relating to shoplifting motivation, attitudes to retailers, the 

decision to shoplift and the control of shoplifting were deleted, and the section on 

shoplifting prevention was reduced to four security measures. Several questions in the 

section on the theory of planned behaviour were reworded, and the biographic section was 

moved to the beginning of the questionnaire. The section on previous shoplifting 

behaviour was only completed by those students who had shoplifted in the past. As with 

the consumer questionnaire, a covering letter was attached (shown in Appendix A) 

explaining the purpose of the questionnaire and providing instructions for its completion.

The amended questionnaire was pilot-tested on a group of twelve schoolchildren aged 

ten to sixteen (six male, six female). The schoolchildren were asked if the questionnaire 

made them feel upset or uncomfortable, and whether they had any difficulties in 

understanding and answering the questions. As there were no adverse reactions to the 

questionnaire, it was presented to the ethics committee of University College 

Northampton for final approval. The final version is shown in Appendix A.

7.8 Data Collection Procedures

This section describes the procedures used to collect the data for the two surveys.

7.8.1 The Consumer Survey

The questionnaire was distributed to a convenience sample of Northampton shoppers 

during the last week of March and the first week of April 1997. Every fourth consumer
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leaving the selected shops was approached, if the consumer declined to stop, then the next 

consumer leaving the shop was selected. The purpose of the survey was explained to all 

the potential respondents, and it was emphasised that the questionnaire contained 

questions of a personal and sensitive nature, and that it was completely confidential and 

anonymous. Those willing to participate were asked to complete the questionnaire at 

home and return it in the stamped addressed envelope provided. 1,200 questionnaires 

were distributed and 417 completed questionnaires returned, a response rate of 35%.

The age and sex of all the consumers who agreed to take part in the survey were recorded 

and those under the age of sixteen were asked to obtain their parents’ permission before 

completing the questionnaire. It is estimated that approximately between 15% and 20% 

of the consumers approached declined to stop, presumably because of their antagonism 

to street surveys. Of those consumers who did stop, less than 1% refused to participate 

in the survey. Initially it was intended to record the age and sex of those who refused 

to stop when approached, or refused to participate in the survey, in practice, however, this 

proved to be impossible, as only estimations of age could be made.

7.8.2 The School Survey

The parents of the students selected to participate in the school survey were sent a letter 

explaining the purpose of the survey and asking permission for their child to take part (see 

Appendix A). None of the parents refused their permission. The survey was conducted 

in a classroom setting. The teachers explained the purpose of the survey and emphasised 

that participation was voluntary. Instructions for completing the questionnaire were 

included with the questionnaire, were given verbally by the researcher and were displayed 

on a slide. The students were assured that the survey was completely anonymous and
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confidential and were specifically asked not to put their name on the questionnaire. The 

students were asked to return the questionnaires in the envelope provided. The sealed 

envelopes were collected from the students using a black bin liner, which was shaken at 

frequent intervals to ensure that the envelopes were not in any sort of order. At the end 

of the administration of the survey to the first groups of students, sixteen of these students 

were asked as to whether they were satisfied that the survey was completely anonymous 

and confidential. The students all agreed that there was no way that questionnaires could 

be associated with individual students. 445 questionnaires were distributed and 444 

returned a response rate over of 99%.

7.9 Data Analysis Procedures

The data from the surveys were analysed using a number of statistical procedures available 

on SPSS for Windows, release 6.0. A brief description of these procedures is given in 

section 7.9.2. Before these statistical procedures are discussed, the next section considers 

the factors determining the selection of the statistical tests used.

7.9.1 Selection of the Methods of Analysis

The major consideration in the selection of the methods of analysis is the appropriateness 

of the statistical test for the data. The choice is between parametric tests (for example, 

Pearson’s correlation, multiple regression) or the less powerful non-parametric tests (for 

example, Spearman’ correlation, Kruskal-Wallis analysis of variance). Diamantopoulos 

and Schlegelmilch (1997) specify four factors which affect the choice of the appropriate 

statistical test: the type of analysis required, the distributional assumptions made about 

the population, the level of measurement and the power of the test.
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To achieve the research objectives, the respondents were categorised into non-shoplifters, 

past shoplifters (shoplifted over 12 months ago) and recent shoplifters (shoplifted in the 

last 12 months). The purpose of this was to enable the comparison of the views of the 

three groups of respondents, and to determine the factors which influenced their 

shoplifting (and non-shoplifting) behaviour. The former was to be achieved by using one

way analysis of variance, and the latter by multiple regression and correlation analysis.

Although parametric tests provide a more powerful or statistically discerning alternative 

to non-parametric tests, they require more stringent assumptions to be made about the 

nature of the population from which the sample data are drawn, and the level of data 

measurement (Anderson et al, 1993). Parametric tests require the following:

1. The sample data are drawn from a normally distributed population, and that the 
samples come from populations with equal variances.

2. The data should be measured at the interval or ratio level.

3. The sample should contain at least 30 observations per variable/group.

Although it had been previously decided that the parametric tests of one-way analysis of 

variance, multiple regression and correlation would be the most appropriate methods of 

analysis, the data did not comply with the requirements of parametric techniques. 

Firstly, a one-sample Kolmogorov-Smimov test, used to test the normality of the data, 

indicated that some of the data violated the normality assumption. Secondly, Likert, 

semantic differential and itemised rating scales are not, strictly speaking, interval scales, 

although most social researchers take a pragmatic view and treat them as approximating 

interval scales (Bagozzi, 1994a; Sapsford and Jupp, 1996). Diamantopolous and 

Schlegelmilch (1997) suggest that if the response alternatives are appropriately numbered, 

this communicates to the respondent that the intervals between the scale points are
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intended to be of equal distance. Although this procedure was followed in the design of 

the questionnaire, it could be argued that the scales used in this study to assess the global 

and belief measures (in particular previous experience) are not true interval scales.

Although Diamantopoulos and Schlegelmilch (1997) argue that violations of the 

normality assumptions do not necessarily invalidate the results of parametric tests if the 

sample is large enough (i.e. over 30), it was decided to use non-parametric tests in 

conjunction with parametric tests wherever possible. Non-parametric tests are suitable 

for use with ordinal and interval data, and do not require the assumptions of normality and 

equal variances required by parametric tests. It is hoped that by using the two types of 

tests in tandem, that more confidence can be placed in the reliability of the findings.

7.9.2 The Statistical Procedures

The statistical procedures used to analyse the data are detailed briefly in the following 

section, which concludes with a summary table of how these procedures have been 

applied to this study. More detailed descriptions of these procedures can be found in the 

following books which were consulted throughout the research design and analysis 

process: Achen (1982); Anderson et al, (1993); Bagozzi (1994a); Berry and Feldman 

(1985); Bowers (1991); Coolican, (1994); Diamantopoulos and Schlegelmilch (1997); 

Everitt (1980); Hair et al (1998); Hedderson and Fisher (1993); Iverson and Norpoth 

(1987); Jain (1994); Kinnear and Gray (1994); Kline (1993); Norusis (1988; 1992); 

Sapsford and Jupp (1996); Tacq (1997). For ease of presentation the figures in the 

regression analyses (with the exception of statistical significance) were rounded to two 

decimal places, as suggested by Ehrenberg (1986). Due to computer rounding, the 

frequency distributions may not equal 100%.
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One-way analysis of variance: One-way analysis of variance (ANOVA) tests the null 

hypothesis that two or more samples drawn from the same population will have equal 

means. The procedure is based on the F-test which compares the between-groups 

variance with the within-groups variance, the larger the value of F, the more likely that 

the differences between groups are statistically significant. Where thep-value of F is less 

than .05, the null hypothesis is rejected, and the alternative hypothesis, that at least one 

group is statistically different from the others, is accepted. To identify between which 

groups the differences exist Tukey’s Honestly Significant Difference (HSD) test is used. 

As it seemed possible that the data collected for this study violated the assumptions 

required for the use of one-way analysis of variance, its non-parametric equivalent, the 

Kruskal-Wallis test was also used. This test focuses on the median as a measure of central 

tendency, and is based on rank scores. As both tests produced virtually identical results 

for the majority of the planned behaviour questions, it is assumed that the violations of 

the assumptions are not major and that the results are reliable. In the analysis, the results 

of the one-way analysis of variance are reported in full, as this test (using Tukey’s HSD) 

enables the differences between the groups to be pin-pointed, for the Kruskal-Wallis test 

only the significance of the result is reported.

Correlation: Correlation measures the degree of association between two or more 

interval level variables, and the statistical significance of this association. It is assumed 

that a linear relationship exists between the variables, which can be expressed graphically 

as a scatter diagram, or mathematically in terms of the Pearson correlation coefficient (r). 

The higher the value of the coefficient, the stronger the association between the variables. 

Pearson correlation is a parametric technique, and in view of the possible unsuitability of
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the data for use with this type of test, the non-parametric equivalent, Spearman’s rank 

order correlation, was also used. Spearman’s correlation is based on rank-ordered data, 

and can be used to measure the strength of association between two variables.

Multiple regression: Multiple regression analysis examines the relationship between the 

dependent variable and a number of explanatory or independent variables and allows the 

investigation of the combined and separate effects of these variables. The coefficient of 

determination (R2) measures the proportion of the total variance in the dependent variable 

which can be explained by the independent variables. The adjusted R2 represents the 

adjusted coefficient of determination, corrected for the number of cases relative to the 

number of variables. The regression coefficients (beta weights) indicate the relative 

importance of each of the independent variables. The following assumptions must be met 

for multiple regression to produce reliable results: the data must be interval scaled; there 

must be a linear relationship between the dependent and independent variables; the 

residuals (the difference between the actual value of the dependent variable and its value 

predicted by the regression equation) should be normally distributed.

Structural Equation Modelling: Although Ajzen and Fishbein (1980) recommend the 

use of multiple regression, several researchers (Bentler and Speckart, 1979,1981; Knox 

and Walker, 1996) have used structural equation modelling to investigate the relationships 

between the components of the theories. A structural equation model ‘specifies the key 

variables in any theory as latent constructs and represents the hypotheses among variables 

in a network of causal or functional paths’ (Bagozzi 1994c, p 317). As initial attempts at 

structural equation modelling produced inconclusive findings, and Bagozzi (1994c) 

recommends that for data which are not normally distributed, “distribution-free” methods
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should be used, it was decided not to continue with this approach.

Factor Analysis: Factor analysis is a data reduction technique for condensing a large 

number of variables into a few underlying constructs. The technique examines the 

variables to ascertain whether there are a small number of factors, representing underlying 

dimensions, which account for their intercorrelation. Each factor is independent and 

represents some underlying dimension of the construct being measured. Although the 

factors are identified by the computer program, interpretation of their meaning, and their 

naming is a subjective operation. Kinnear and Taylor (1991, pp 608-14) describe the 

three stages of factor analysis as follows. Firstly a correlation matrix for all combinations 

of variables is generated. From this correlation matrix, the initial factors are extracted. 

Those variables which are highly correlated are combined to form one factor, and the 

computer searches for the principal factor which forms a linear combination that explains 

more variance in the correlation matrix than any other set of factors. This is subtracted 

from the matrix and the process is repeated to select further principle factors until there 

is little of the variance left to be explained. The factors extracted are uncorrelated with 

each other (orthogonal). In order to interpret the initial factors, the grouped factors are 

rotated using varimax rotation to identify the variables which correlate highly, whilst 

maintaining the initial factors as uncorrelated with each other.

Cluster Analysis: Cluster analysis is an exploratory data classification technique which 

is used to group the respondents by some characteristic. By comparing the similarities 

and differences in scores on the variables of interest, each object is grouped with others 

having similar scores. Each cluster represents mutually exclusive groupings, with the 

objects in each cluster being more similar to each other than they are to the objects in
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other clusters. The use of this technique is problematic. Everitt (1980) contends that

there is no accepted method of determining the number of clusters to be used, and that the

interpretation of the results is dependent on the subjective judgement of the user. Hair et

al (1998, p 474) argue that cluster analysis presents the following problems:

The solutions are not unique, as the cluster membership for any number 
of solutions is dependent on many elements of the procedure, and many 
different solutions can be obtained by varying one or more of the 
elements. Moreover, cluster analysis will always create clusters, 
regardless of the 44true” existence of any such structure in the data.

Although a cluster analysis was attempted, the results neither informed the research

question, nor added to the interpretation of the data, in view of the problems described

above. This statistical approach was abandoned and instead, the clustering used was

derived from the respondents’ self-classification of their shoplifting experience, obtained

from the survey questions relating to their previous shoplifting behaviour.

Table 7.2 Application of the statistical procedures

Statistical procedure Application

Frequencies Used to provide a general overview of the data and to assess its 
suitability for use in parametric techniques. Percentages were 
used to support the more sophisticated statistical analyses.

Crosstabulations Used to analyse the data by two or more variables, and to examine 
the associations between these variables. The statistical 
significance of these associations was tested by either the chi- 
square test or Cramers’s V.

One-way analysis of 
variance

Used to determine whether specific sub-groups within the sample 
held significantly different views about shoplifting.

Correlation Used to investigate the degree of association between the measures 
and variables contained within the theory of planned behaviour.

Multiple regression Used to test the explanatory power of the theories of reasoned 
action and planned behaviour and to investigate the significance 
and relative importance of each of the constituent measures.

Factor analysis Used to redefine the variables contained within the global and 
belief measures in an attempt to overcome the problems of scale 
reliability and multicollinearity
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7.10 Problems with and Limitations of the Research Design

Once the completed questionnaires were received and the analysis completed, it became 

apparent that there were several problems and limitations relating to the sample, the 

questionnaire design and the data analysis procedures.

7.10.1 The Sample

Although every attempt was made to ensure that the consumer sample was representative 

of shopping activity in Northampton, the use of convenience sampling restricts the extent 

to which the results can be generalised to the population, and also restricts the reliability 

of parametric statistical tests. Although it would have been preferable to use random 

sampling, stratified random sampling or multi-stage sampling, utilising these techniques 

in a shopping centre survey would have been logistically impossible.

A more rigorous sampling procedure was used for the school survey. This sample is, 

however, also subject to limitations, as sample selection was constrained by the 

restrictions imposed by the two schools. In order to cause minimum disruption, the 

classes selected to take part in the sample were identified by the school, rather than 

respondents being selected at random from the school roll. In addition, administration 

of the survey in a classroom setting resulted in students who were absent from school on 

that day being omitted from the sample. Thus truants, a population identified in the 

literature as being extensively involved in shoplifting, may have not have been included 

in the sample. Unfortunately, neither school was able to provide details of known 

truants. Finally, the two schools participating in the survey may not have been 

representative of schools in Northampton.
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Despite the steps taken to maximise the response rate (the respondents were informed, 

both verbally and in the cover letter, of the value of the survey and that anonymity and 

confidentiality were guaranteed), the consumer survey only achieved a response rate of 

3 5%. Although this is average for a study of this type, the non-response of the majority 

of the consumers who initially agreed to participate in the survey restricts the reliability 

of the findings, as their beliefs, attitudes and opinions may differ in some important way 

from those who completed the survey. In view of the use of convenience sampling in 

a shopping centre, it was not possible to follow-up those who had not responded, as 

would have been the case if random sampling had been used. The response rate for the 

school survey was over 99%. Only one respondent, who had already participated in the 

consumer survey, declined to complete the questionnaire. Thus in terms of response 

rate, the school survey is likely to provide reliable findings.

7.10.2 The Questionnaire

The major problem with the consumer questionnaire was its length, and this may partly 

account for the low response rate of 35%. Although the sections of the questionnaire 

relating to shoplifting motivation, attitudes to retailers, the shoplifting decision and the 

control of shoplifting provided interesting information about shoplifting, it could be 

argued that the data from these sections may be unreliable (see discussion in Chapter 8, 

section 8.6), and therefore have little value, other than corroborating the findings from the 

theory of planned behaviour. It was with these problems in mind that the survey was 

redesigned for use with the school respondents. This resulted in a briefer questionnaire, 

which may partly account for the higher response rate from the school respondents.

The low number of missing responses in both surveys suggests that the respondents were
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able to answer the questions and were interested in the topic. It is, however, impossible 

to assess the reliability of their responses due to the sampling method used. Nonetheless, 

the consistency of responses designed to elicit information about the same subject areas, 

only in different formats (some of the motivation questions requested the same 

information as the theory of planned behaviour questions, but in an indirect manner), 

provides limited support for the respondents having answered the questionnaire truthfully.

It is always easy in hindsight to identify areas which should have been included in the 

questionnaire, and many areas relating to shoplifting (for example, type of goods stolen, 

whether goods stolen were for personal use or resale) were omitted from the 

questionnaires due to their already excessive length. One area of shoplifting not covered 

in sufficient detail was previous shoplifting experience. Analysis of the findings indicated 

that this area should have been more precisely measured. Firstly, in terms of a general 

interval-scaled question for inclusion in the multiple regression. Secondly, the recency of 

shoplifting behaviour question should have been reworded to take into account that many 

of the adults completing the questionnaire may have shoplifted in their youth, thus the 

response shoplifted over 5 years ago was too general for this category of respondent.

Finally, inclusion of a social desirability scale would have enabled some estimation to be 

made of the impact of the respondents’ tendencies to either deny or exaggerate socially 

undesirable attitudes and behaviour. In view of the already excessive length of the 

questionnaires it was decided not to include such a scale. It is recognised, however, that 

dishonest reporting may have biased the results (see Chapter 10, section 10.2.1.1).
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7.10.3 Operationalising the Theory of Planned Behaviour

There were two problems relating to this area. Firstly, the theoretical basis for the belief 

questions is limited by the small number of respondents who completed the elicitation 

interview (27 students and 25 consumers), and the inability of the researcher to ascertain 

whether these respondents were non-shoplifters or shoplifters (as the elicitations were 

conducted in a “face-to-face” situation, it was not considered appropriate to ask the 

respondents about their shoplifting experiences). Although both the consumer and the 

student elicitations produced virtually identical sets of shoplifting beliefs, analysis of the 

belief questions indicated that a substantial number of respondents in both the consumer 

and school surveys did not consider the beliefs as being salient to shoplifting (evidenced 

by the proportion of respondents answering “neither” to the questions). Secondly, the 

question I  can imagine times when I  might shoplift even i f  I  hadn’t planned to was 

excluded from the school questionnaire, as it was considered that the students would find 

it problematic to answer. This question proved to be pivotal in explaining the intentions 

of potential shoplifters (see discussion in Chapter 8, section 8.7.6.1).

7.10.4 The Data Analysis

The major problem in the data analysis was that the data violated the assumption of 

normality required for parametric statistical tests. This was possibly due to the fact that 

the respondents, in particular the non-shoplifters, tended to answer at the polar extremes 

of the seven-point scales. In view of the subject matter, this was unavoidable, as 

shoplifting appears to be an area where people hold strong opinions, and alternative 

wordings of the questions were not viable. In an attempt to overcome this problem, and 

to increase confidence in the reliability of the findings, non-parametric techniques were
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used, wherever possible, to corroborate the findings from the more rigorous parametric 

tests. As both procedures produced very similar findings, it is possible that the violation 

of the assumptions of parametric tests was not major; however, this possibility must be 

considered when interpreting the findings.

7.11 Conclusion

Researching shoplifting behaviour in a reliable and rigorous manner is problematic due to 

the difficulties in obtaining a statistically robust and representative sample, and the 

problems of obtaining truthful answers about a behaviour that is both criminal and socially 

undesirable. Denzin (1989) and Jick (1983) argue that the use of triangulation in research 

achieves results in which greater confidence can be placed, and triangulation has been 

achieved in this research design in the following areas:

1. Within-method triangulation: the use of multiple scales to measure a concept, thus 
checking for internal consistency or reliability.

2. Data triangulation: the collection of data from two or more sources.

3. Analysis triangulation: the use of both parametric and non-parametric tests.

The sampling methods used and the low response rate for the consumer survey indicate 

that it would be inappropriate to generalise the findings from this study to the population 

as a whole. The main objective of this study is, however, to explore the utility of 

integrating consumer behaviour and situational crime prevention approaches to gain an 

understanding of shoplifting behaviour, rather than to make general statements about why 

consumers do, or do not, steal from shops.
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CHAPTER 8

FINDINGS ABOUT THE CONSUMER RESPONDENTS

8.1 Introduction

This chapter reports the findings about the respondents to the consumer questionnaire. 

The analysis in the first part of the chapter is based on the conventional approach to 

shoplifting research, in that it explores the traditional correlates of shoplifting, age, gender 

and socio-economic class, and investigates shoplifting motivation and views on shoplifting 

prevention. The second section considers the consumer behaviour approach using the 

theory of planned behaviour to understand and explain shoplifting behaviour. The 

structure of the chapter is presented diagrammatically in Figure 8.1.

Figure 8.1 The Structure of the Analysis of the Consumer Findings

Distribution of and response to the consumer questionnaire Section 8.2

 ▼ ______________________________

Demographic characteristics and shoplifting history Section 8.3

 ▼ ___________________________________

Shoplifting motivation and attitudes to shoplifting prevention Section 8.4

 ▼ __________________________

The influence of the demographic variables Section 8.5

 ▼ _______________________

Evaluation of the traditional approach Section 8.6

 ▼ ________________________________

Findings from the Theory of Planned Behaviour Sections 8.7 and 8.8
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8.2 Questionnaire Distribution and Response

The questionnaires were distributed over a two-week period (24th March-6th April 1997) 

between the hours of 9 a.m. and 5.30 p.m., to consumers leaving shops selected to be 

typical of retailing activity in Northampton. T o maximise the response rate, the consumers 

were advised: (a) of the survey’s purpose, (b) that the questionnaire would take 

approximately 20 minutes to complete, and (c) that the questionnaire was completely 

confidential and anonymous. The questionnaire was only given to those who agreed to 

participate in the survey. A response rate of 35% was achieved. This is typical for 

shoplifting surveys of this type (Kallis and Vanier, 1985; Ray, 1987), and is possibly the 

best that could be expected in view of the questionnaire length and the survey topic.

8.2.1 Distribution and Response by Location and Type of Retail Outlet

The distribution of the questionnaire, and the consumers’ response to it, is shown in Table 

8 .1. The questionnaires were distributed in three types of retail location, the central

Table 8.1 Distribution and response by retail location

Location Questionnaires Questionnaires Response
distributed returned rate

Town Centre
n n %

Co-op 50 19 38%
M&S 110 29 26%
BHS 100 35 35%
Wilkinsons 100 28 28%
Boots 120 36 30%
Dixons 100 27 27%
Our Price 100 42 42%
C & A 70 26 37%
Total 750 242 32%

Suburban
Kingsthorpe (Safeway, Waitrose) 200 87 43%

Out-of-town
J Sainsbuiy 150 46 31%
Homebase 100 42 42%
Total 250 88 35%
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shopping district of Northampton, the suburban shopping centre of Kingsthorpe and two 

out-of-town superstores. Each questionnaire was coded according to the location of its 

distribution. Overall, a higher response rate was achieved in the suburban and out-of-town 

locations than in the town centre, possibly due to other market research being conducted 

in Northampton town centre during the period of consumer survey.

As retail crime surveys (for example, Bamfield, 1994a; Speed et al, 1995) indicate that 

retail business categories experience differential shoplifting rates, it was initially intended 

to compare the incidence of shoplifting by type of retailer. In practice, this proved to be 

problematic. With the exception of Sainsburys and Homebase, which are free-standing 

superstores situated within their own parking facilities, it was difficult to establish that the 

consumers approached had actually been using the store they were assumed to have left, 

due to the fact that several of the stores could be used as “short-cuts” or thoroughfares, 

and at certain periods during the data collection shopper flow was extremely heavy. Thus, 

further analysis by location of distribution has not been undertaken due to the high 

probability of sampling error.

8.2.2 Distribution and Response by Age and Gender

In order that comparisons could be made between the consumers who agreed to take part 

in the survey and those who returned the completed questionnaire, the age and gender of 

all consumers who agreed to participate were recorded when the questionnaire was 

distributed. The distribution and response rate is shown in Table 8.2.

Although every attempt was made to ensure that the sample selected was representative 

of shopping activity in Northampton, as there are no demographic shopping figures
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Table 8.2 Distribution and response by age and gender

Questionnaires Distributed Questionnaires returned Response rate

male female total male female total male female total

under 16 49 83 132 19 32 51 39% 39% 39%

16-19 112 156 268 23 56 79 21% 36% 29%

20-29 132 129 261 30 60 90 23% 47% 35%

30-44 92 180 272 34 64 98 37% 36% 36%

45-59 61 109 170 19 45 64 31% 41% 38%

60+ 38 59 97 15 20 35 39% 34% 36%

Total 484 716 1200 140 277 417 29% 39% 35%

available for Northampton, it is impossible to estimate how representative the sample is. 

Of the consumers who agreed to participate in the survey, 66% were female, and it seems 

reasonable to assume that despite increasing male interest in shopping, the majority of 

shoppers are still female. Distribution of the questionnaire during the school and college 

holidays would also account for one-third of the sample being under the age of twenty. 

This, however, was a deliberate strategy in view of the likely involvement of this age group 

in shoplifting activity. The response rate for each age-group varied between 29% and 

39%, with the overall response rate for males being 29% and for females 39%. Any 

explanation of the varying response rate between age groups and gender, would, however, 

be based on conjecture rather than fact.

8.3 Breakdown of the Response by Demographic Characteristics

Although several questionnaires had responses to individual questions missing, as none 

contained a substantial number of missing responses, all 417 returned questionnaires were 

included in the analysis. The biographic section of the questionnaire requested 

information on the respondent’s age, gender, employment, income and frequency of using
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Table 8.3 Characteristics of the sample (n=417)

n % n %
Gender Employment
Male 140 34% Fulltime 116 28%
Female 277 66% Part time 65 15%

Housewife/husband 45 11%
Age Student/at school 142 34%
Under 16 51 12% Unemployed 13 3%
16-19 79 19% Retired 33 8%
20-29 90 22% Missing 3 1%
30-44 98 24%
45-59 64 15% Frequency of Using Shops
60-74 35 8% More than once a day 99 24%

Once a day 116 28%
Annual Income More than once a week 167 40%
Under £10,000 327 54% Once a week 31 7%
£10,000-£19,999 88 21% Missing 4 1%
£20,000 or over 63 16%
Missing 39 9%

shops. Table 8.3 reports the breakdown of the response by these factors. As the typical 

shopping population of Northampton is not known, to estimate the representativeness of 

the sample two measures were employed. Firstly, the demographic characteristics of the 

sample were compared with that of the general population ofNorthampton. Secondly, the 

sample was analysed by frequency of shopping activity.

8.3.1 Comparisons with the General Population of Northampton

The consumer sample was compared with the 1991 census figures for Northampton on 

three factors; age, gender and employment (Table 8.4). As the census utilised different age 

and employment categories, direct comparisons were problematic. The effective minimum 

age for the distribution of the consumer survey was 12. The employment data from the 

census was re-categorised as follows: unemployed the unemployed and those described as 

permanently sick; housewife/husband those described as ‘economically inactive - other’; 

students the 10 to 15 age group plus the economically inactive students. Thus, the student 

category does not include those students working part-time.
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Table 8.4 Comparison of the demographic characteristics of the consumer sample 
and the population of Northampton.

Consumer Sample Northampton

Gender
n % n %

Male 140 33.6% 87,767 48.6%
Female 277 66.4% 92,800 51.4%
Total 417 100.0% 180,567 100.0%

Age
0 -9 - - 25,953 14.4%
10-15 51 12.2% 13,552 7.5%
16-19 79 18.9% 9,605 5.3%
20-29 90 21.6% 30,769 17.0%
30-44 98 23.5% 39,991 22.2%
45 - 59 64 15.3% 26,918 14.9%
60-74 35 8.4% 33,779 18.7%

Employment
Full time 116 27.8% 70,146 38.9%
Part time 65 15.6% 15,601 8.6%
Housewife/husband 45 10.8% 14,330 7.9%
Student/at school 142 34.1% 18,053 10.0%
Unemployed 13 3.1% 11,682 6.5%
Retired 33 7.9% 24,802 13.7%

Source: Official Population Censuses and Surveys (1992)

8.3.2 Frequency of Shopping Activity

Tables 8.3 and 8.4 indicate that females, students/schoolchildren, the under-20s, and 

those with an income of less than £10,000 per year, were over-represented in the sample. 

A sample of shoppers is not necessarily, however, a demographic sample of the 

population, but rather a sample of the consumers using the shops. Thus, females are 

likely to be over-represented in any sample of shoppers, as the majority of shoppers are 

usually female (Wilson et al, 1992), and the deliberate strategy of conducting the survey 

during the school/college holidays accounts for the disproportionate numbers of young 

people and students in the sample. In addition, the under-20s, students/schoolchildren 

and those with low incomes (only 7% of the respondents in this category were employed 

full time) are possibly the sectors of the population with the most time available for
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shopping, and over 55% of the respondents in these three groups stated that they used 

shops at least once a day.

Although it is difficult to assess how representative the consumer sample is of shopping 

activity in Northampton, it is possible that the respondents completing the consumer 

questionnaire are a fairly accurate representation of the consumers using the shops in 

Northampton during the period of the consumer survey. As this study is concerned with 

identifying the differences between shoplifters and non-shoplifters, the consumer survey 

is analysed by the respondents’ previous shoplifting involvement, rather than the variables 

of age, gender, employment and income. Data on these variables are only reported where 

they are relevant to the discussion.

8.3.3 Shoplifting Experience

The respondents were asked how many times they had ever shoplifted (frequency of 

shoplifting) and when was they last time they had shoplifted (recency of shoplifting). For 

both questions, the respondents were given the opportunity to state that they had never 

shoplifted. As shown in Table 8.5, 32% of the respondents admitted to involvement in 

shoplifting at some time during their lives. This figure is comparable with UK (Farrington, 

1973) and USA (Cox et al, 1990) self-report studies, which indicate that between 3 0% and 

40% of the respondents surveyed admitted to shoplifting.

Table 8.5 Shoplifting history (n = 417)

How many times have you ever shoplifted?
n %

Never shoplifted 285 68%
Once 61 15%
Twice 25 6%
Four times 8 2%
More than four times 38 9%

When was the last time you shoplifted?
n %

Never shoplifted 285 68%
Over 5 years ago 71 17%
1-5 years ago 34 8%

Within last 12 months 27 7%
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To achieve the research objectives, it was necessary to compare the responses of

shoplifters with those of non-shoplifters. Although either frequency or recency of

shoplifting could have been used to categorise the respondents, recency of shoplifting

behaviour was considered to be the most appropriate, as this would enable the comparison

of those who had never shoplifted, those who had shoplifted in the past but no longer

engaged in the behaviour, and those who were currently shoplifting. For analysis purposes

the sample was categorised into non-shoplifters (never shoplifted), past shoplifters (those

who had shoplifted over 12 months ago) and recent shoplifters (those who had shoplifted

in the last 12 months). The sample breakdown on this basis is:
n %

Non-shoplifters 285 68%
Past shoplifters 105 25%
Recent shoplifters 27 7%

The past shoplifter category consisted of those who had shoplifted over 5 years ago and

those who had shoplifted between 1 to 5 years ago. It is recognised that these two groups

may differ in their attitudes, beliefs and opinions about shoplifting, and this is considered

further in section 8.7.6.2.

8.3.4 Shoplifting and Age

Consistent with shoplifting surveys and criminological studies of property crime, the 

findings indicate that shoplifting was the most prevalent in the younger age groups, and 

that shoplifting involvement was inversely related to age. As shown in Table 8.6, 66.7% 

of the recent shoplifters were under 20, with 25.9% being under 16. Although these two 

age groups represented 31.1% of the total sample, 39% of the respondents under 20 

admitted to shoplifting, with 14% having shoplifted in the previous 12 months. Only 2 

respondents over the age of 30 were categorised as recent shoplifters.
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Table 8.6 Respondents by age and shoplifting history (n = 417)

under 16 16-19 20-29 30-44 45-59 60+ Total

All 12.2% 18.9% 21.7% 23.5% 15.3% 8.4% 100%

Non 11.6% 16.1% 17.2% 24.2% 19.3% 11.6% 100%

Past 10.5% 21.0% 32.3% 26.6% 8.6% 1.0% 100%

Recent 25.9% 40.8% 25.9% 3.7% - 3.7% 100%

8.3.5 Shoplifting and Gender

Although 59% of the past shoplifters and 55.6% of the recent shoplifters were female, as 

66 .4% of the respondents were female, this indicates that the males were proportionately 

more involved in shoplifting. This is confirmed by the findings in Table 8.7. Of the males, 

39.3% admitted to shoplifting (compared to 27.8% of the females), with 8.6% having 

shoplifted in the last 12 months (compared to 5.4% of the females).

Table 8.7 Percentage of each gender involved in shoplifting (n=417)

Non Past Recent Total

Male 60.7% 30.7% 8.6% 100%

Female 72.2% 22.4% 5.4% 100%

Consistent with the shoplifting literature, in the under-20 age group males were likely to 

be involved in shoplifting than females. Of the males under 20, 45.3% admitted to 

shoplifting (compared to 36.4% of the females), with 16.7% having shoplifted in the 

previous 12 months (compared to 12.5% of the females). Although the findings suggest 

that males are more likely to shoplift, it is possible that males may be more prone to 

boasting about shoplifting involvement, or may be less inhibited about admitting to the 

behaviour. There is, however, no way of checking this due to the sampling method used.
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8.3.6 Shoplifting and Employment and Income

As shown in Table 8.8, 53.3% of the past and 70.4% of the recent shoplifters earned less 

than £10,000 per annum. Although this suggests that shoplifting may be economically 

motivated, as 38.1% of the past and 66.7% of the recent shoplifters were students or at 

school (Table 8.9), the relationship is unclear, and of the shoplifters in full time 

employment, none of the recent, and only 6% of the past, earned less than £10,000 per 

year. The findings do, however, provide limited support for previous studies which 

indicate that shoplifters come from all employment categories and income groups.

Table 8.8 Shoplifting and Annual Income (n=417)

All Non Past Recent

Under £10,000 54.3% 53.3% 53.3% 70.4%

£10,000-£19,999 21.1% 20.4% 25.7% 11.1%

£20,000-£29,999 10.6% 11.6% 10.5% -

£30,000+ 4.6% 5.6% 1.9% 3.7%

Missing 9.4% 9.1% 8.6% 14.8%

Total 100% 100% 100% 100%

Table 8.9 Shoplifting and Employment (n=417)

All Non Past Recent

Full time 27.8% 28.8% 30.5% 7.4%

Part time 15.6% 16.8% 14.3% 7.4%

Housewife/husband 10.8% 10.8% 11.4% 7.4%

Student/at school 34.1% 29.5% 38.1% 66.7%

Unemployed 3.1% 1.8% 5.7% 7.4%

Retired 7.9% 11.2% - 3.7%

Missing 0.7% 1.1% - -

Total 100% 100% 100% 100%
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8.3.7 Shoplifting and Frequency of Using Shops

Consistent with the suggestion that shoplifting is an opportunistic crime (Lo, 1994), 

81.5% of the recent shoplifters used the shops at least once day, compared to 63.8% of 

the past shoplifters and 44.2% of the non-shoplifters (Table 8.10). It is possible, 

however, that shoplifters may visit shops frequently to create shoplifting opportunities. 

Table 8.10 Frequency of using shops (n=417)

All Non Past Recent

More than once a day 23.7% 17.2% 32.4% 59.3%

Once a day 27.8% 27.0% 31.4% 22.2%

More than once a 
week

40.0% 47.7% 25.7% 14.8%

Once a week 7.4% 7.0% 9.5% 3.7%

Missing 1.0% 1.1% 1.0% -

8.3.8 Statistical Significance of the Demographic Characteristics

The chi square test was used to investigate the association between shoplifting behaviour 

and the variables of age, gender, income, employment and frequency of using shops. As 

shown in Table 8.11, shoplifting was significantly associated with age, frequency of using 

shops and employment (due to the number of shoplifters under 20 who were students). 

Table 8.11 Statistical significance of the sample characteristics

Variable Chi-square df Sig- Cramer’s V Approximate
value value significance

Age 51.08940 12 .00000 .24750 .00000
Gender 5.79033 2 .05529 .11784 .05529
Income 9.47482 6 .14858 .11195 .14858
Employment 35.23622 10 .00011 .20629 .00011
Frequency of using shops 38.53256 6 .00000 .21599 .00000

8.3.9 Frequency of Shoplifting Behaviour

Of the recent shoplifters, 85% had shoplifted more than once, with 59% having shoplifted
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more than four times. The past shoplifters, however, exhibited significantly less shoplifting 

involvement (Cramer’s V value 0.75859, df 8, approximate significance 0.00000), with 

46% having shoplifted only once, and 21% having shoplifted more than four times.

8.3.10 Shoplifting and Being Caught

UK Retail Crime Surveys (for example, Bamfield, 1994a; Speed etal, 1995) suggest that 

the majority of shoplifters escape apprehension, and this is supported by the findings from 

this study. Table 8.12 indicates that 71.4% of the past and 81.5% of the recent shoplifters 

Table 8.12 Shoplifting apprehensions (n=417)

Past Recent

Never been caught 71.4% 81.5%

Caught once 26.7% 11.1%

Caught more than once 1.9% 7.4%

had never been caught. As shown in T able 8.13, only 48% of the recent shoplifters stated 

that being caught would deter them from shoplifting, compared to 74.3% of the past 

shoplifters and 69% of the non-shoplifters (significant at F. Prob 0.0124). Of the 

shoplifters who had been caught, 90% of the past shoplifters would be deterred by 

apprehension compared to 20% of the recent shoplifters.

Table 8.13 The deterrent effect of being caught (n=417)

Being caught 
would deter me

LIKELY neither UNLIKELY

extremely quite slightly slightly quite extremely

Non 53.3% 9.8% 5.6% 5.6% 5.6% 9.1% 10.9%

Past 60.0% 7.6% 6.7% - 9.5% 8.6% 7.6%

Recent 18.5% 11.1% 18.5% - 29.6% 11.1% 11.1%
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8.4 Shoplifting Motivation and Attitudes to Shoplifting and Shoplifting Prevention

The questions relating to shoplifting motivation, the decision to shoplift and the 

effectiveness of shoplifting prevention measures were scaled from 7 (extremely likely) to 

1 (extremely unlikely). The questions relating to attitudes to stores and attitudes to the 

control of shoplifting were scaled from 7 (strongly agree) to 1 (strongly disagree). To 

compare the views of the three groups of respondents, both one-way analysis of variance 

and the Kruskal-Wallis test were used. Table 8.14 reports the questions for which there 

were significant differences between the three groups of respondents. Where the figures 

for all three groups of respondents are shown in bold, this indicates statistically significant 

differences between all three groups. Where only the figure for the recent shoplifters is 

shown in bold, this indicates that the recent shoplifters hold statistically significant different 

views from the non-shoplifters and past shoplifters. The frequency distributions are 

shown in Appendix C.

8.4.1 Shoplifting Motivation

To investigate shoplifting motivation, the respondents were asked to assess the likelihood 

of a number of factors (marketing, psychological, peer influence, economic, attitude to 

apprehension and attitude to retailers) causing shoplifting behaviour. In addition, the 

respondents were asked their opinions of how the decision to shoplift is made. These

questions were all phrased indirectly, for example ‘people shoplift because ........

extremely likely/extremely unlikely’, in the expectation that both the past and recent 

shoplifters would reveal the motives for their shoplifting behaviour, and the processes 

involved in the decision of whether or not to shoplift.
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Table 8.14 Shoplifting motivation, the effectiveness of shoplifting prevention, and 
the control of shoplifting - Comparison of Mean Scores (n=417)

Non Past Recent F. Ratio F. Prob K-W Sig

Shoplifting motivation

Easy access to goods 5.7193 5.3333 6.2963 9.3455 . 0 0 0 1 . 0 0 0 0

Prices charged are too high 4.1474 4.3462 5.4231 6.9455 . 0 0 1 1 .0016
Think its exciting 5.6877 5.7308 6.3704 4.4195 .0126 .0051
Can’t afford the things they need 5.1972 5.4000 6.0370 4.5948 .0106 .0069
Think they won’t be punished 4.8526 4.2762 5.5185 7.0894 .0009 .0003
Benefits greater than the costs 5.3298 5.0192 5.9259 4.0239 .0186 .0046

The Decision to shoplift
Opportunity 5.4366 5.5905 6 . 0 0 0 0 3.1196 .0452 .0448

Effectiveness of retail security

Uniformed security 5.7042 5.3619 6.0370 3.9606 0.198 .0478

Control of shoplifting
Should be treated more severely 6.0912 5.6571 5.1852 10.5304 . 0 0 0 0 . 0 0 0 0

Shops should report all 
shoplifters to the police

6.0421 5.5143 4.6667 14.7032 . 0 0 0 0 . 0 0 0 0

All shoplifters should be 
prosecuted

5.7509 5.3173 4.6538 7.8800 .0004 . 0 0 0 1

Shoplifters should be banned 
from shops

5.4175 5.2476 3.9615 8.0287 .0004 .0033

Anti-shoplifting campaigns 4.0877 3.3143 3.1154 9.5658 . 0 0 0 1 . 0 0 0 1

I would report a shoplifter 5.3368 3.9619 2.3846 51.0684 . 0 0 0 0 . 0 0 0 0

There was considerable support for the retailers’ marketing strategies encouraging 

shoplifting. Over 70% of all respondents thought it likely that people shoplifted because 

they were tempted by the retailer’s displays and promotional strategies, and over 85% 

because they had easy access to the goods they want to steal. Almost 50% of the recent 

shoplifters thought the latter motivation extremely likely.

Only 31% of the respondents overall thought it likely that people shoplifted due to 

psychological problems or stress, with the recent shoplifters thinking these motivations less
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likely than the other two groups. There was considerably more support for the hedonic 

motivations of excitement and beating the system. Of the recent shoplifters, 100% thought 

it likely, and 56% extremely likely, that people shoplift because it is exciting. The non- 

shoplifters were more likely than the past and recent shoplifters to agree that people 

shoplift because they like the feeling of beating the system. Overall, 85% of respondents 

agreed that people shoplift because their friends encourage them, and 33.3% of the recent 

shoplifters thought that this motivation was extremely likely.

There was considerable support for economic factors motivating shoplifting behaviour, 

with 82% of all respondents agreeing that people shoplift because they cannot afford the 

things they need or to get money for drugs and alcohol. Although the recent shoplifters 

were significantly more likely than the past and non-shoplifters to think that people shoplift 

from economic necessity (93% thought it likely, and 41% extremely likely) they were less 

likely to agree that people shoplift to get money for drugs or alcohol.

Overall, 83% of the respondents thought it likely that people shoplift because they think 

they won’t be caught and 63% because they won’t be punished if they are caught. The 

recent shoplifters were significantly more likely to agree with these two motivations, with 

52% and 44% respectively thinking these two motivations extremely likely. Although 

72% of all respondents thought it likely that people shoplift because they perceive the 

benefits of the crime to exceed the risks and costs of being caught, the recent and past 

shoplifters held significantly different views. Of the recent shoplifters, 89% thought this 

motivation likely (44% extremely likely) compared to 67% of the past shoplifters. 

Presumably, the past shoplifters’ experiences have influenced their views on this matter 

(29% of the past shoplifters had been caught shoplifting, compared to 18% of the recent).
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8.4.2 Attitude to Retailers

Neutralisation theory suggests that shoplifters rationalise their behaviour, making such 

excuses as ‘the store is ripping us off*’ or ‘the item was over-priced’ (Moore, 1984, p59), 

and the recent shoplifters were significantly more likely to think that people shoplift 

because the prices charged by shops are too high, with 74% agreeing with this motivation. 

Although the three groups of respondents did not differ significantly in their attitudes to 

the type of shop and the service received there, the recent shoplifters were less likely to 

agree that these variables would influence shoplifting behaviour with between 18% and 

22% answering “neither” to these questions. Although it has been suggested that 

shoplifters may have emotional views about the shops they choose to steal from (Carolin, 

1992; Russell, 1973), there appears to be little support for this proposition from the 

shoplifters in this study, which suggests that they may be more concerned with risks of 

apprehension than with their feelings about the shop.

8.4.3 The Decision to Shoplift

The discussion in section 8.4.1 indicates that the majority of respondents thought it likely 

that shoplifting results from a rational calculation of the costs and benefits of the crime, 

however, when asked if people weigh up the pros and cons of shoplifting before they 

decide to shoplift, only 43% of respondents overall thought this likely, although 70% of 

the recent shoplifters agreed that it was either quite or slightly likely. The questions 

investigating whether shoplifting is a planned or impulsive behaviour produced inconsistent 

findings, with 84% of all respondents agreeing that shoplifting is planned and 77% agreeing 

that it is impulsive. Overall, 84% of the respondents, and 96% of the recent shoplifters 

thought it likely that people shoplifted because they had the opportunity to do so. Only

156



14% of the respondents overall, and 4% of the recent shoplifters, thought it likely that 

people don’t realise that they have shoplifted.

8.4.4 Effectiveness of Shoplifting Prevention Measures

The respondents were asked to evaluate the likelihood of the ten most commonly used 

shoplifting prevention measures deterring people from shoplifting. Overall, 92% of the 

respondents agreed that the technological measures of CCTV, electronic tags and alarms 

were likely to deter people from shoplifting. The “human” security measures of uniformed 

security guards and store detectives also received substantial support, with over 81% of 

the respondents overall agreeing that these two measures were likely to deter shoplifters. 

Less than 40% of the respondents thought it likely that friendly and helpful staff, mirrors 

and anti-shoplifting notices would deter shoplifters.

When asked to identify which three measures would be the most effective in deterring 

shoplifters, both the past and non-shoplifters named CCTV, electronic tags and alarms. 

The recent shoplifters, however, viewed uniformed security guards as being a more 

effective deterrent than the technological measures of CCTV and electronic tags, possibly 

because shoplifters will ultimately find a way to circumvent technology, whereas “human” 

security measures are more difficult to bypass. This is consistent with the research of 

Butler (1994), which suggests that shoplifters perceive humans to present a greater risk 

than security technology, and thus are a more effective deterrent to shoplifting. CCTV 

was seen as being the most effective measure for catching (as opposed to deterring) 

shoplifters by 81% of all respondents, and was the most frequently mentioned measure for 

all three groups. The second most frequently mentioned measure for both the non- 

shoplifters and past shoplifters was store detectives (58% and 60% respectively), for the
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recent shoplifters, however, it was electronic tags (70%), suggesting that although the 

recent shoplifters view “human” security measures as being more effective in deterring 

shoplifting, they perceive security technology to be more effective in catching shoplifters.

Of the non-shoplifters, 63% agreed that none of the named security measures would make 

them feel apprehensive, and 91% that presence of these measures had never prevented 

them from using a shop. For both the past and recent shoplifters, the security measure 

that made them feel the most apprehensive was the security measure that they named as 

being the most effective deterrent, for the past shoplifters CCTV, and for the recent 

shoplifters uniformed security guards. The presence of security measures had prevented 

22% of the past shoplifters and 41% of the recent shoplifters from using a shop, which 

suggests that retail security measures may be deterring some shoplifters.

8.4.5 Attitudes to the Control of Shoplifting

There was substantial support for shoplifters being treated more severely, with 88% of all 

respondents agreeing with this suggestion. The recent shoplifters, however, differed 

significantly as to the extent of their agreement. Only 7% of the recent shoplifters indicated 

strong agreement, compared to 31% of the past and 41% of the non-shoplifters. Over 

80% of the non-shoplifters agreed that all shoplifters should be reported to the police and 

subsequently prosecuted and over 70% thought that shoplifters should be banned from 

shops. Although the majority of the past and recent shoplifters also agreed with these 

suggestions, their degree of agreement was not as strong, suggesting that these two groups 

felt there may be situations in which shoplifters should be treated more leniently (economic 

hardship and age of the shoplifter were among two of the extenuating circumstances 

mentioned in the comments section of the questionnaire).
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Although only 27% of the respondents agreed that the shops should deal with shoplifters 

themselves, 60% agreed that civil recovery (shops fining shoplifters) was a viable method 

of dealing with shoplifters. Less than half the respondents felt that anti-shoplifting 

campaigns in the press and on television would help reduce shoplifting. The past and non

shoplifters were significantly more likely than the recent shoplifters to agree with this 

proposition, suggesting that this type of campaign would reinforce the attitudes of those 

who already think shoplifting is wrong, rather than change the attitudes of those currently 

involved in shoplifting. Only 58% of the respondents agreed that they would report a 

shoplifter, 17% did not answer either way. The three groups differed significantly on this 

question, with 78% of the recent shoplifters stating that they would not report a shoplifter.

8.5 Influence of the Demographic Variables on Shoplifting Attitudes and Opinions

One-way analysis of variance was used to investigate the influence of age, gender and 

economic status on the attitudes and beliefs of the non-shoplifters, past shoplifters and 

recent shoplifters. The variables for which both the ANOVA and Kruskal-Wallis tests 

indicated statistically significant differences are reported in Appendix D (Tables D1-D6).

The male past and recent shoplifters were significantly more likely to agree that they will 

shoplift in the future, and to evaluate shoplifting positively. The younger shoplifters were 

less likely to think that they would be caught, with the younger past shoplifters being more 

influenced by their friends and perceptions of control than the older groups. The low 

income shoplifters were more likely to be influenced by the economic aspects of 

shoplifting than the more affluent groups, with the low income recent shoplifters being 

more likely to view shoplifting as a low risk crime.
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8.6 Evaluation of the “Traditional” Approach

The analysis in the previous sections focuses on the conventional approach to shoplifting 

research, investigating the demographic characteristics of shoplifters, and the factors 

identified in the shoplifting literature as motivators of shoplifting behaviour. As in previous 

shoplifting and criminological studies, involvement in shoplifting is shown to be inversely 

related to age, and appears to be motivated by economic factors, low risk of apprehension, 

the search for excitement or thrills and peer associations. Two criticisms can be made of 

this approach. Firstly, the motivation questions are phrased indirectly, and ask for the 

respondents’ opinions as to why they think other people shoplift. Thus, the responses of 

the non-shoplifters are not based on their personal experience, and those respondents who 

have shoplifted may be “neutralising” their shoplifting behaviour. Secondly, although this 

approach suggests that shoplifting is likely to be motivated by a number of factors, it does 

not indicate how these factors interact, either with each other or with the individual’s 

beliefs and attitudes about shoplifting behaviour, to influence the decision of whether or 

not to shoplift.

The next section utilises the theories of reasoned action and planned behaviour to 

investigate the factors which influence shoplifting (and non-shoplifting) behaviour, and the 

interaction between these factors. As the questions relating to the two theories request 

information about the respondents’ own experiences, beliefs and attitudes, it seems likely 

that this approach may provide more accurate data as to why people do, or do not, steal 

from shops.
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8.7 Shoplifting and the Theory of Planned Behaviour

This section reports the findings from the section of the questionnaire relating to the theory 

of planned behaviour. The theory hypothesises that intentions to perform or not to perform 

a behaviour are influenced by attitude towards the behaviour, subjective norm and 

perceived control. These three factors are assumed jointly to influence behavioural 

intentions. Two additional factors were included in the model: (a) the moral norm, to 

evaluate the effect of personal morality on shoplifting behaviour, and (b) previous 

shoplifting experience. These variables are collectively referred to as global measures, and 

the relative influence of each is determined by multiple regression analysis.

8.7.1 Reliability of the Global Measures

Cronbach’s alpha coefficients were computed for each set of items designed to assess 

intention, attitude, perceived control and the subjective and moral norm. The alpha 

coefficients for each measure are shown in bold in the main diagonal in Table 8.15, which 

also reports the correlation coefficients between intentions and the global measures. 

Table 8.15 Alpha coefficients and correlation coefficients for the global measures

n=417 No. of items I A SN PC MN
Intention (I) 2 .96
Attitude (A) 6 .63 . 8 6

Subjective norm (SN) 2 .45 .38 .72
Perceived control (PC) 3 .38 .60 . 2 2 .65
Moral norm (MN) 3 .48 .62 .30 .48 .89

Alpha coefficients shown in bold. All correlation coefficients significant atp=. 000

The data presented in Table 8.15 highlight two problems for the construction of the scales 

assessing the global measures, and the subsequent multiple regression analysis. Firstly, the 

alpha coefficient for the perceived control scale does not achieve the minimum acceptable 

reliability of 0.7 recommended by Nunnally (1978). Secondly, the correlation coefficients 

indicate a degree of multicollinearity between attitude, perceived control and the moral
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norm. Jain (1994) suggests that multicollinearity is likely to be a problem when the 

correlation coefficient between two independent variables is larger than the correlation 

coefficient between these variables and the dependent variable, and argues that if 

multicollinearity is present, then a high degree of reliability cannot be associated with the 

regression coefficients. In an attempt to overcome these problems, factor analysis was 

used to redefine the global measures (see section 8.7.4). Before the results of this, and 

the resulting multiple regression, are reported, the multiple regression based on the global 

measures shown in Table 8.15 is discussed.

8.7.2 Multiple Regression of the Global Measures on Shoplifting Intentions

Multiple regression, with intentions as the dependent variable, was used to assess the 

explanatory power of the theories of reasoned action and planned behaviour. To 

investigate the separate and combined influence of each component of the theories, the 

global measures were entered into the multiple regression in stages. Attitude and subjective 

norm (reasoned action) were entered first, followed by perceived control (planned 

behaviour), the moral norm and previous shoplifting experience (the additional measures 

included for this study). Self-reports of frequency of shoplifting were used as a measure 

of experience on the basis that the more frequently shoplifting behaviour had been 

performed, the more experienced the respondent was. Although this variable was not 

intervally scaled, Beck and Ajzen (1991) used a similar measure in their study of dishonest 

behaviours. Previous experience is a constant in the analysis for the non-shoplifters. The 

results of the multiple regression are summarised in Table 8.16. All coefficients of 

determination (R2) in the following analysis are significant at F = .0000 unless otherwise 

stated. The frequencies used in the analysis are shown in Appendix C.
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Table 8.16 Summary of the regression analysis for intentions (n=417)

Beta T Sig.T Adj Inc Sig. of Correlation
weight R2 R2 inc. R2 coefficient ( r)

Attitude .47 8.73 . 0 0 0 0 .6 8 **
Subjective norm .25 6.26 . 0 0 0 0 .46 .45**
Perceived control - . 0 2 -0.49 .6225 .46 - ns .38**
Moral norm . 1 1 2.23 .0265 .46 - ns .48**
Previous experience . 0 1 0.32 .7520 .46 - ns .39**

** significant atp  =. 000

The theory of reasoned action (attitude and subjective norm) explained 46% of the 

variance in intentions. Inclusion of perceived control, moral norm and previous experience 

(the theory of planned behaviour) did not improve the percentage of variance explained. 

Although the moral norm achieved a significant beta weight, this was at the expense of the 

beta weight for attitude, which reduced from 0.54 to 0.47, suggesting that these two 

measures are associated. This is confirmed by the correlation between attitude and the 

moral norm of 0.62 (significant at p  = 000). Ajzen (1991) suggests that if previous 

experience has a significant effect beyond that of the predictor variables, this would 

indicate that either these variables have been poorly measured, or that additional variables, 

not accounted for by the model, are influencing intentions. As previous experience did not 

contribute significantly to the explanation of intentions, this implies that the theory of 

reasoned action provides a sufficient explanation of shoplifting intentions.

8.7.3 The Belief Measures

Following the procedure described in Chapter 7, section 7.5.1, the belief measures were 

computed by multiplying the likelihood of each belief by its evaluation, and summing the 

resulting products to produce measures of outcome beliefs (influencing attitude), referent 

beliefs (influencing subjective norm) and control beliefs (influencing perceived control). 

Ajzen (1991) argues that if the expectancy-value model is valid, the belief-based measures
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of attitude, subjective norm and perceived control should correlate significantly with the 

global measures of the same constructs. Low correlations between the global and belief 

measures are frequently reported (Ajzen, 1991; East, 1997), and East (1993) argues that 

the type of scale used for measurement of the belief likelihood and evaluation can affect the 

product correlations. Four combinations of unipolar (1 to 7) and bipolar (-3 to +3) scales 

were investigated. The optimal product correlations between the global and belief measures 

were produced by scaling all questions 1 to 7. The correlations between the global and 

belief measures, shown in Table 8.17, provide support for Ajzen’s (1991) hypothesis that 

the global measures are influenced by the belief measures.

Table 8.17 Correlation between global measures and belief measures (n=417)

Attitude/outcome beliefs Subjective norm/referent beliefs Perceived control/control beliefs

.32** .30** .62**
**significant atp<. 01

The Cronbach’s alpha coefficients, computed for each set of items designed to measure 

outcome, referent and control beliefs, are shown in bold in the main diagonal in Table 8.18. 

The coefficients for the outcome and referent beliefs did not achieve acceptable reliability, 

possibly due to the fact that the belief measures may be composites of different factors 

thought to underlie shoplifting behaviour. This is investigated further in section 8.7.4 which 

reports the results of a factor analysis to redefine the belief measures. To investigate the 

impact of beliefs on intentions, the outcome, referent and control beliefs (based on the 

Table 8.18 Reliability coefficients and correlations - belief measures (n=417)

No of items I OB RB CB
Intention (I) 2 .96
Outcome beliefs (OB) 5 .23** . 1 2

Referent beliefs (RB) 3 .2 2 ** . 0 1 .62
Control beliefs (CB) 5 .37** .30** .17** .83

Alpha coefficients shown in bold, ^significant atp<. 01
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measures in Table 8.18) were entered into the multiple regression after the global measures. 

The results, summarised in Table 8.19, indicate that none of the belief measures contributed 

significantly to the explanation of intentions, and their inclusion did not improve the 

percentage of variance explained. This suggests that beliefs about shoplifting influence 

intentions indirectly through their impact on the global measures.

Table 8.19 Inclusion of the belief measures in the regression analysis (n=417)

Beta T Sig. T Adj Inc. Sig. of Correlation
weight R2 R2 inc. R2 coefficient ( r)

Attitude .46 8.73 . 0 0 0 0 .6 8 **
Subjective norm .24 6.26 . 0 0 0 0 .46 .45**
Perceived control -.03 -0.49 .6225 .46 ns .38**
Moral norm . 1 1 2.23 .0265 .46 ns .48**
Previous experience . 0 0 0.32 .7520 .46 ns .39**
Outcome beliefs .03 0.77 .4418 .23**
Referent beliefs . 0 2 0.48 .6299 .2 2 **
Control beliefs . 0 2 0.40 .6905 .46 ns .37**

** significant atp  =. 000

8.7.4 Multicollinearity and Scale Reliability

As discussed in section 8.7.1, the reliability of the regression coefficients is limited by 

multicollinearity. In addition, the scales for perceived control, outcome beliefs and referent 

beliefs did not achieve acceptable reliability. Jain (1994) and Tacq (1997) suggest that the 

problem of multicollinearity can be resolved by respecifying the model, and recommend the 

use of factor analysis (described in Chapter 7, section 7.9.2) to redefine the variables, as 

sizeable correlations between variables suggest that they may be measuring the same 

underlying construct or constructs.

A factor analysis, using principal components extraction and varimax rotation, was 

performed on the fourteen variables contained in the global measures. The procedures 

and the findings are detailed in full in Appendix D. The solution provided by the factor

165



Table 8.20 Factor Analysis for the Global Measures

FACTOR 1 FACTOR 2 FACTOR 3 FACTOR 4
attitude perceived control moral norm subjective norm
right easy principles avoid
honest excite guilty approve
good plenty morally
wise reward

plan

analysis is shown in Table 8.20. Factor one, attitude, contained four of the original attitude 

variables, right, wise, good and honest, the remaining two attitude variables, excite and 

reward, were grouped with the perceived control variables (factor two). Ajzen and Driver 

(1992) and East (1993) suggest that attitudes are composed of instrumental (knowledge 

based) and experiential (relating to feelings) components. As the solution proposed by the 

factor analysis reflects this division of attitude, the scales for attitude and perceived control 

were reformulated on this basis, with revised attitude representing feelings about shoplifting, 

and revised perceived control being based on knowledge about shoplifting outcomes. The 

alpha and correlation coefficients for the revised measures are shown in Table 8.21. 

Although the reliability coefficients for attitude and perceived control improved, the 

problem of multicollinearity was not resolved.

Table 8.21 Reliability coefficients and correlations for the revised global measures

n=417 No. of items I A SN PC MN
Intention (I) 2 .96
Attitude (A) 4 . 6 8 .91
Subjective norm (SN) 2 .45 .42 .72
Perceived control (PC) 5 .44 .55 .25 .80
Moral norm (MN) 3 .48 .59 .30 .54 .89

Alpha coefficients shown in bold. All correlations significant atp=. 000

A factor analysis, using principal components extraction and varimax rotation, was also 

performed on the 13 variables contained in the belief-based measures (see Appendix D).
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Table 8.22 Factor analysis for the belief-based measures

FACTOR 1 FACTOR 2 FACTOR3 FACTOR 4
Control beliefs Referent beliefs Apprehension beliefs Cost beliefs
risk police arrest costs
ineffective security family caught
penalties friends
short of money
friends
pay
save

The solution is shown in Table 8.22. Factor 1 represents the control beliefs plus the

outcome beliefs of pay and save. Factor 2 represents the original referent beliefs. Factor 

3 contains the outcome beliefs relating to being caught. Factor 4 represents increased prices 

for other customers. As a multiple regression on this basis did not improve the percentage 

of variance explained it was decided to proceed on the following basis. The control and 

referent beliefs retained their original formulation and the outcome beliefs were separated 

into economic beliefs (pay and save) and apprehension beliefs (arrest and caught). Shops 

passing on costs was excluded as the correlations between this variable and intentions were 

insignificant for all three groups of respondents. The reliability coefficients and correlations 

for the revised belief measures are shown in Table 8.23. Although the economic belief 

measure achieved acceptable reliability, the referent and apprehension belief measures did 

not. In addition, the apprehension and control beliefs were more highly correlated with 

the economic beliefs than with intentions.

Table 8.23 Reliability coefficients and correlations for the revised belief measures

n=417 No of items I EB AB RB CB

Intention (I) 2 .96
Economic beliefs (EB) 2 .56** .84
Apprehension beliefs (AB) 2 -.2 0 ** -.25** .65
Referent beliefs (RB) 3 .2 2 ** .16** -.1 1 * .62
Control beliefs (CB) 5 .37** .55** -.1 1 * .17** .83

AIpha coefficients shown in bold. *significant atp<. 05 **significant atp<. 01
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8.7.5 Multiple Regression Based on the Revised Global and Belief Measures

Although the two factor analyses did not resolve the problems of multicollinearity and 

unacceptable scale reliability, as the solutions suggested a grouping of the variables which 

appeared to be superior to the original formulations, a multiple regression based on the 

revised measures was performed. The results, shown in Table 8.24, indicate that the 

revisions to the global and belief measures resulted in a 5% improvement in the percentage 

of variance explained.

Table 8.24 Multiple regression based on the revised measures (n=417)

Beta T Sig. T Adj Inc. Sig. of Correlation
weight R2 R2 inc. in R2 coefficient

(r)
Attitude .45 8.25 . 0 0 0 0 .6 8 **
Subjective norm .2 1 5.24 . 0 0 0 0 .50 .45**
Perceived control .03 0.60 .5508 .51 . 0 1 .037 4 4 **
Moral norm .06 0.14 .2553 .51 - ns .48**
Previous experience - . 0 2 -.39 .6982 .51 - ns .39**
Economic beliefs .18 3.14 .0018 .56**
Apprehension beliefs ■ o to -.46 .6485 .20**
Referent beliefs .00 -.07 .9457 .22**
Control beliefs -.04 - . 8 8 .3813 .51 - ns .37**

** significant atp  =. 000

8.7.6 The Intentions of the Non-shoplifters, Past Shoplifters and Recent Shoplifters

The model of shoplifting behaviour illustrated in table 8.24 indicates that the respondents’ 

shoplifting intentions were influenced by their attitudes, subjective norm and beliefs about 

the economic benefits of shoplifting. As this model does not differentiate between the non

shoplifters, past shoplifters and recent shoplifters, a further multiple regression analysis 

(based on the revised global and belief measures) for each group of respondents was 

performed. The results are shown in Table 8.25.
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Table 8.25 Multiple regression analysis by category of respondent

Non (n=285) Past (n=105) Recent (n=27)

Adj
R2

Beta
W.

r Adj
R2

Beta
W.

r Adj
R2

Beta
W.

r

Reasoned Action
Attitude
Subjective norm .29**

.42**

.29**
.46**
3 9 ** .34**

.35**

.28**
.57**
.37** .40**

.38

.04
.6 6 **
.41**

Planned behaviour
Perceived control 
Moral norm 
Previous exp.

29**
.31**

.07
-.14*

.16**

. 0 1

.37**

.37**

.37**

.2 2 *

.05
-.15

.43**

.29**

. 0 1

.37**

.54**

.52**

- . 2 0

.34

. 0 1

.48*

.69**

.51**

Belief measures
Economic
Apprehension
Referent
Control .31**

- . 1 1

-.07
. 0 2

.03

. 1 1

-.13*
.15*
.05 .41**

.19*
- . 0 1

-.13
-.17

.43**
-.08
.07
.16 .60**

.34

. 0 1

.31
-.27

.69**
-.47*
.60**
.34

r = correlation coefficient *significant atp<. 05 **significant atp<. 01

8.7.6.1 The Non-shoplifters

Only 2.5% of the non-shoplifters thought it likely that they would shoplift in the future, 

although 6.7% agreed that they would shoplift if they had the opportunity. The theory of 

planned behaviour, including the belief measures, accounted for 31% of the variance in 

their intentions, with attitude and the subjective norm being the most significant measures. 

Although the moral norm was not significantly correlated with intentions, inclusion of this 

measure in the multiple regression had a significant effect (p<.05), the negative beta weight 

implying that those viewing shoplifting as immoral are more likely to shoplift. To 

investigate this further, the beliefs and attitudes of the 18 non-shoplifters who indicated 

that they were likely to shoplift in the future, or answered “neither” to the intentions 

questions were analysed. This group were named potential shoplifters.

Once the potential shoplifters had been excluded from the multiple regression for the non- 

shoplifters, the moral norm no longer had a significant effect on intentions. As this suggests
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that it is the moral views of the potential shoplifters which account for the significant 

negative impact of this measure, a multiple regression on this group was attempted. 

Although the small sample size resulted in a non-significant coefficient of determination, and 

thus unreliable findings, the multiple regression indicated perceived control to be the most 

influential predictor of intentions for this group, with both attitude and moral norm having 

negative beta weights. These findings are supported by the correlations with intentions 

(attitude -0.30, moral norm -0.07, perceived control 0.46), although none of these 

correlations were significant. In addition, the variable relating to unplanned shoplifting was 

significantly correlated with intentions (0.56 p<.05). This suggests that although the 

potential shoplifters may have strong anti-shoplifting views, these views may be overridden 

when they are confronted with a low risk shoplifting opportunity and are able to rationalise 

their shoplifting behaviour.

8.7.6.2 The Past Shoplifters

Of the past shoplifters, 6.9% thought it likely that they would shoplift in the future, and 

8.6% agreed that they would shoplift if they had the opportunity. The theory of planned 

behaviour, including the belief measures, explained 41% of the variance in their intentions, 

with attitude to shoplifting and the subjective norm being the most significant measures. 

Perceived control and economic beliefs about shoplifting were also significant, suggesting 

that the factors which restrict shoplifting behaviour (i.e. potential obstacles and 

opportunities) and beliefs about the economic consequences of the crime also influenced the 

intentions of this group. Correlation analysis indicated that although past experience was 

not significantly correlated with shoplifting intentions, it was significantly correlated with 

attitude (0.23 p<.05) and the moral norm (0.27/K.01). This suggests that their previous
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experiences of shoplifting may have influenced the attitudes and moral views of this group, 

and inclusion of previous experience in the regression model resulted in an increase of the 

beta weights for these two variables.

The past shoplifter category consists o f two groups; those who had shoplifted over 5 years 

ago and those who had shoplifted between 1 and 5 years ago. It is recognised that these 

two groups may differ in their views about shoplifting, therefore further statistical analysis 

was performed (Appendix D, Tables D9 and DIO). One-way analysis of variance indicated 

statistically significant differences between the two groups. As these differences impacted 

on the global and belief measures (with the exception of intention and subjective norm) a 

multiple regression analysis for the two groups of past shoplifters was conducted. For those 

who had shoplifted over 5 years ago, attitude, subjective norm and perceived control were 

the most significant measures with the moral norm having a negative impact on intentions. 

Further analysis of this was not viable as only 3 of the respondents thought it likely that 

they would shoplift in the future. For those who had shoplifted between 1 and 5 years ago, 

as the coefficient of determination was not significant, the results of the multiple regression 

are not reliable. Correlation analysis indicated that the two variables most strongly 

associated with the intentions of this group were attitudes and economic beliefs about 

shoplifting. Thus, the respondents who had shoplifted over 5 years ago appear to be more 

similar to the non-shoplifters than to the respondents who shoplifted between 1 and 5 years 

ago. As the analysis for both the non-shoplifters and the past shoplifters indicates that those 

who view shoplifting negatively and perceive shoplifting to be a behaviour not under their 

control are less likely to shoplift, the differences between the two groups of past shoplifters 

were not considered to be of major importance.
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8.7.6.3 The Recent Shoplifters

Of the recent shoplifters, 51.8% thought it likely that they would shoplift in the future, and 

agreed that they would shoplift if they had the opportunity to do so. Although the theory 

of planned behaviour, including the belief measures, explained 60% of the variance in their 

intentions, none of the global or belief measures was individually significant. Attitude, the 

moral norm and economic beliefs were the measures with the highest beta weights, and 

were also the measures which correlated the most strongly with intentions (see Table 8.25). 

Inclusion of past experience in the regression reduced the percentage of variance explained 

by 2%, suggesting that previous behaviour influences future intentions through its impact 

on the global measures. This is confirmed by the moderate to strong correlations between 

this measure and attitude (0.56 /K.01), subjective norm (0.56 /K.01), perceived control 

(0.65 /?< 01) and the moral norm (0.59 p<.01).

8.8 The Influence of the Individual Variables

Although the shoplifting intentions of the non-shoplifters, past shoplifters and recent 

shoplifters appear to be influenced by similar factors, these factors operate in different ways 

or in different combinations to inhibit or encourage shoplifting behaviour. To investigate 

further the interaction between the global and belief measures, and to establish the most 

significant determinants of intentions for the three groups of respondents, this section 

analyses the influence of the individual variables contained within the global and belief 

measures on shoplifting intentions. It was originally intended to explore further the inter

relationships between the global and belief measures by using structural equation modelling. 

Initial attempts, however, produced inconclusive findings, and it was decided to abandon 

this approach as it seemed possible that the data were unsuitable.
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The main thrust of the following analysis is to identify areas of difference between the non- 

shoplifters, past shoplifters and recent shoplifters, and to establish how the individual 

variables interact to influence their shoplifting (and non-shoplifting) behaviour. As the 

preceding analysis indicates that the main determinants of shoplifting intentions are 

attitudes and moral views, the outcomes of shoplifting, social influences and factors which 

facilitate or inhibit shoplifting, each of these factors is considered in turn, and the impact of 

previous shoplifting experience is discussed where relevant. The frequencies used in the 

analysis are shown in Appendix C.

8.8.1 The Statistical Procedures

The following analysis is based on the revised global and belief measures discussed in 

section 8.7.4, and utilises both parametric and non-parametric techniques wherever possible, 

in order to increase the confidence which can be placed in the findings. Table 8.26 

compares Pearson’s product moment correlations with the non-parametric Spearman’s rank 

order correlations. Although the two techniques produced similar findings (providing 

Table 8.26 Comparison of Pearson’s and Spearman’s correlations

Non Past Recent

Pearson Spearman Pearson Spearman Pearson Spearman
correlation correlation correlation correlation correlation correlation

Global measures
attitude .46** .40** .57** .57** .6 6 ** .67**
subjective norm .39** .50** .37** .27** .41* .41*
percvd control .16** .2 1 ** .43** .52** .48* .64**
moral norm . 0 1 . 1 1 .29** .39** .69** .6 8 **
previous exp. - - . 0 1 .05 .51** .53**

Belief measures
economic . 1 1 .17** .43** .49** .69** .75**
apprehension -.13* -.17** -.08 -.05 -.47* -.51**
referent .15* .25** .07 . 1 2 .60** .6 6 **
control .05 . 0 1 .16 .2 1 * .34 .34

*significant at p<. 05 **significant at p<. 01
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limited support for the use of parametric tests), as Spearman’s correlation is possibly more 

reliable it is used throughout the rest of the analysis. It must be noted, however, that a 

significant correlation between two variables does not necessarily imply a cause and effect 

relationship, but rather that the two variables are associated.

To compare the views of the three groups of respondents, both one-way analysis of 

variance (parametric) and the Kruskal-Wallis test (non-parametric) were used. The two 

statistical techniques produced very similar results, which increases the confidence which 

can be placed in the reliability of the findings. The results of the one-way analysis of 

variance, reported in full in Appendix D (Tables D11-D18), indicate that the recent 

shoplifters held statistically significant views from the non-shoplifters and the past 

shoplifters for all the questions relating to the theories of reasoned action and planned 

behaviour except for: being arrestedfor shoplifting is good/bad, the police think that I  

should avoid shoplifting and the penalties fo r shoplifting are not severe.

8.8.2 Attitudes and Moral Views

Over 95% of the non-shoplifters and over 80% of the past shoplifters agreed that shoplifting 

is wrong, foolish, dishonest, bad, morally wrong and against their principles, and that they 

would feel guilty if they shoplifted. In comparison, only 62.9% of the recent shoplifters 

considered shoplifting dishonest, only 55.5% thought it wrong and only 48.1% viewed it 

as bad or foolish. The recent shoplifters’ attitudes to shoplifting were supported by their 

moral views about the behaviour. Only 48.1% viewed shoplifting as morally wrong, 51.8% 

stated that shoplifting was not against their principles, and only 59.2% agreed that they 

would feel guilty if they shoplifted.
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Table 8.27 Correlation between intentions and attitudes and the moral norm

Non (n=285) Past (n=105) Recent (n=27)

good/bad .31** .53** .75**
honest/dishonest .33** .43** .41*
right/wrong 44** .43** .67**
wise/foolish .45** .51** .54**
guilty .1 2 * .34** .69**
morally wrong .06 .35** .6 8 **
principles .13* .26* .44*

*significant at p<. 05 * *significant at p  <. 01

The correlations between intentions and the attitude and moral variables, shown in Table 

8 .27, indicate that for both the non-shoplifters and the past shoplifters, the attitude variables 

were more strongly associated with their shoplifting intentions than the moral variables. 

Although this could imply that moral considerations influence attitudes, the correlations 

between the attitude and moral variables did not support this conclusion. For the recent 

shoplifters, both the attitude and moral variables were strongly associated with shoplifting 

intentions, suggesting that favourable shoplifting attitudes, together with a lack of moral 

inhibitions about shoplifting are likely to facilitate the behaviour. The correlations shown 

in Table 8.28 suggest that for the recent shoplifters, their attitudes and moral views may 

be influenced by their previous shoplifting experiences.

Table 8.28 Correlations between past behaviour and attitudes and moral concerns

good honest right wise guilty morally principles

past (n=105) .2 1 * .14 .16 .13 .28* .19 .33**

recent (n=27) .56** .32 .56** .34 .60** .53** .36
*significant at p<. 05 **significant at p  <. 01

8.8.3 The Outcomes of Shoplifting Behaviour

All the recent shoplifters agreed that shoplifting would result in free goods and would 

enable them to save money, with 77.7% viewing getting goods without paying as good
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(48.1% extremely good) and 81.4% agreeing that saving money by shoplifting is good 

(44.4% extremely good). Although over 49% of the non-shoplifters and past shoplifters 

agreed that shoplifting would result in financial gain, over 90% of the non-shoplifters and 

70% of the past shoplifters viewed this as being an adverse outcome of shoplifting.

The recent shoplifters’ evaluation of the financial benefits of shoplifting appears to be 

related to their economic status. Of the 19 recent shoplifters with an annual income of 

less than £10,000,100% though that getting free goods by shoplifting was good (compared 

to 5.3% of low income non-shoplifters and 25% of low income past shoplifters) and 

89.5% viewed saving money by shoplifting as being good (compared to 1.3% oflow income 

non-shoplifters and 14.3% oflow income past shoplifters).

Only 14.8% of the recent shoplifters thought it likely that they would be caught shoplifting 

(compared to 80.7% of non-shoplifters and 56.2% of past shoplifters) and only 33.3% 

thought they would be arrested for committing a crime if they were caught (compared to 

78.6% of non-shoplifters and 73.4% of past shoplifters). Of the shoplifters who had been 

caught for shoplifting, 60% of the past and 20% of the recent agreed that apprehension 

was likely (for the past shoplifters this variable was significantly correlated with previous 

experience, 0.24 p<.05). Over 70% of the recent shoplifters viewed being caught and 

arrested for shoplifting as bad, and 48.1% agreed that being caught would deter them 

from shoplifting in the future (compared to 68.8% of non-shoplifters and 74.3% of past 

shoplifters).

The correlations shown in Table 8.29 indicate that the outcome belief measures 

(resulting from the combination of the outcome beliefs and outcome evaluations) were
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Table 8.29 Correlations between the outcome beliefs and attitude and moral norm

Non (n=285) Past (n=105) Recent (n=27)

attitude moral norm attitude moral norm attitude moral norm

economic beliefs .43** .37** .64** .44** .75** .57**

apprehension beliefs -.15** - . 1 0 -.03 -.15 -.70** -.31
*significant at p<. 05 ^significant at p  <. 01

significantly associated with attitudes and moral views, particularly for the recent 

shoplifters. This suggests that beliefs about the outcomes of shoplifting may influence 

attitudes and moral views about the behaviour (or vice versa).

The correlations shown in Table 8.30 indicate that the individual attitude and moral norm 

variables were associated with beliefs about shoplifting outcomes. For both the non

shoplifters and the past shoplifters, the weak correlations between caught and the attitude 

and moral variables suggest that their attitudes and moral views were influenced by their 

negative view of the financial benefits of shoplifting rather than the risk of apprehension. 

For the recent shoplifters, the strong negative correlations between caught and the attitude 

variables suggest that their positive view of shoplifting was associated with their 

perception that the risks of apprehension are low, in addition to their perceptions of the 

Table 8.30 Correlations between outcome measures and the global variables

Non (n=285) Past (n==105) Recent (n=27)

pay save caught pay save caught pay save caught

good .40** .37** -.17** .54** .46** -.03 .70** .61** -.56**
honest .24** .18** - . 1 0 .45** .28** -.03 .64** .38** -.71**
right .36** .37** -.15* 4 9 ** .45** - . 0 1 .70** .57** -.72**
wise .34** .28** -.2 0 ** .51** .41** - . 1 1 .60** .52** -.81**
guilty .26** .2 2 ** -.08 .38** .2 2 * -.29** .58** .52** -.33
morally .32** .30** - . 1 1 .46** .43** -.18 .55** .54** -.49**
principles .33** .30** -.04 .31** .2 0 * -.2 0 * .35 .37 - . 1 1

*significant at p<. 05 **significant at p <. 01
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economic advantages of the crime. The correlations between the individual outcome 

beliefs and intentions are shown in Table 8.31. The intentions of both the non-shoplifters 

and the past shoplifters were associated with their negative views about the financial 

benefits of shoplifting, and for the non-shoplifters the correlations were weak, possibly 

due to their non-experience of the behaviour. For the recent shoplifters, the correlations 

indicate that their shoplifting intentions were strongly associated with their favourable 

beliefs about the financial benefits of shoplifting and their view of the low risk of 

apprehension (the negative correlation implying that those who view apprehension as 

unlikely are more likely to shoplift). This suggests that the recent shoplifters were 

influenced by their perception that the financial benefits of shoplifting outweigh the risks of 

being caught. None of the outcome measures were associated with past experience except 

for goods without paying for the recent shoplifters (0.53 /K.01).

Table 8.31 Correlations between intentions and the outcome belief measures

Non (n=285) Past (n=105) Recent (n=27)

goods without paying .2 0 ** 42** .65**
saving money .14* .39** .72**
get caught -.17* -.08 -.52**
be arrested - . 1 0 -.05 -.39*

*significant atp<. 05 **significant atp  <. 01

Retailers passing the costs of shoplifting to other consumers was not significantly correlated 

with intentions for any of the three groups. Both the non-shoplifters and the past shoplifters 

were significantly more likely than the recent shoplifters to think that shoplifting would 

result in higher prices (80.4% of non-shoplifters and 77.2% of past shoplifters compared 

to 48.1% of recent shoplifters), and over 75% of both groups agreed that this was an 

adverse outcome of shoplifting, compared to 48.1% of the recent shoplifters.
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8.8.4 Social Influence and Shoplifting

Although over 79% of respondents overall agreed that most people important to them 

would not approve of shoplifting and would want them to avoid the behaviour, the recent 

shoplifters differed significantly in the extent of their agreement (Appendix D, Table D12). 

Over 86% of the non-shoplifters and 75% of the past shoplifters strongly agreed with 

these two statements, compared to less than 26% of the recent shoplifters. This suggests 

that the recent shoplifters were more likely to know people favourably disposed to 

shoplifting, and were less likely to be subject to social pressure to refrain from shoplifting.

The correlations shown in Table 8.32 indicate that majority of the attitude, moral and 

perceived control variables were significantly associated with the subjective norm measure. 

This suggests that people important to the respondents may possibly play an influential role 

in their shoplifting (or non-shoplifting) behaviour. The correlations were the strongest for 

the recent shoplifters, which suggests that people important to them may be a source of 

information about shoplifting behaviour.

Table 8.32 Correlations between subjective norm and the global variables

good honest right wise guilty morally excite rewrd easy oppty

non .23** .30** .33** .37** .06 .1 2 * .17** .17** .14* .17**

past .36** .34** .38** .27** .26** .31** .17 .32** .18 .03

recen
t

.44** .40** 54** .37** .40** .50** -.05 .40** .65** .42**

*significant atp<. 05 **significant a tp  <. 01

The referent groups identified in the elicitation as being salient to shoplifting were family, 

friends and the police. As shown in Appendix D, Table D17, the recent shoplifters were 

significantly less likely to agree that their family and friends would think that they should 

avoid shoplifting, and were also significantly less motivated to comply with their views.
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Only 48.1% of the recent shoplifters thought it extremely likely that their family would 

want them to avoid shoplifting (compared to 92.6% of non-shoplifters and 85.7% of past 

shoplifters), and only 3 .7% thought it extremely likely that their friends would want them 

to avoid shoplifting (compared to 72.6% of non-shoplifters and 51.4% of past shoplifters).

Overall, 95.2% of the respondents agreed that the police would want them to avoid 

shoplifting. There was, however, some variation in the strength of this agreement, with 

# 91.2% of the non-shoplifters and 87.6% of the past shoplifters and thinking it extremely

likely, compared to 74.1 % of the recent shoplifters. Although 85.2% of the non-shoplifters 

and 70.4% of the past shoplifters thought that doing what the police want them to do is 

good, only 51.8% of the recent shoplifters agreed, and 25.9% of this group thought that 

doing what the police want them to do is extremely bad. Table 8.33 shows the variables 

significantly correlated with motivation to comply with the police for the recent shoplifters. 

The strong negative correlations indicate that anti-police attitudes were associated with 

shoplifting beliefs, attitudes and intentions (or vice versa).

Table 8.33 Significant correlations with police - recent shoplifters (n=27)

intend -.49* reward -.50** pay -.65**
will -.46* guilty -.39* save -.54**
good -.50** principles -.59** ineffective
right -.42* security -.53**

*significant atp<. 05 **significant at p  <. 01

Consistent with the results of the multiple regression, the subjective norm was significantly 

associated with the intentions of the non-shoplifters and the past shoplifters, although the 

correlations between the referent groups and shoplifting intentions were low (Table 

8.34). For the recent shoplifters, identifying the referent groups rather than using 

general measures produced more significant correlations. In addition, for the recent
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Table 8.34 Correlations between intentions, subjective norm and referent beliefs

Non (n=285) Past (n=105) Recent (n=27)

Subjective norm .50** .27** .41*
approve .52** .27** .39*
avoid .50** .34** .38*

Referent beliefs .25** . 1 2 .6 6 **
family .14* .05 .47*
friends .24** .19 .47*
police .06 - . 1 2 -.25

*significant at p<. 05 **significant at p  <. 01

shoplifters, the subjective norm was significantly correlated with previous shoplifting 

experience (0.56 /K .01), and the family belief measure was significantly correlated with 

attitude and perceived control (0.58 /K.01). This suggests that knowledge of their family’s 

reaction to previous shoplifting behaviour may influence the shoplifting attitudes and 

intentions of the recent shoplifters.

8.8.5 Factors which Facilitate or Inhibit Shoplifting

The perceived control variables, and the associated control beliefs, refer to the factors 

likely to facilitate or inhibit shoplifting. The recent shoplifters were significantly more likely 

to agree with the perceived control variables (Appendix D, Table D13). For example, 88.8% 

viewed shoplifting as exciting, 77.7% viewed shoplifting as easy and rewarding, 85% 

agreed that there are plenty of opportunities for shoplifting, and 74% that there may be 

occasions when they might shoplift even if they hadn’t planned to. For the recent shoplifters 

the variables of easy,plan and plenty were significantly correlated with their past shoplifting 

experience (0.57, 0.58 and 0.52 respectively, all significant at/K. 01). The correlations 

between intentions and the perceived control variables (Table 8.35) suggest that for both 

the past and recent shoplifters, the combined effect of the perceived control measure 

appears to be stronger than that of the individual variables.

181



Table 8.35 Correlation between intentions and perceived control (n=417)

Non Past Recent

Perceived control 2 i** .52** .64**
exciting/boring 24** 49** . 2 1

rewarding/punishing .24** .36** .57**
easy/difficult .2 0 ** .36** .51**
plenty of opportunities .05 .27** .52**
unplanned shoplifting .23** .2 0 ** .51**

*significant at p<. 05 **significant at p  <. 01

Although perceived control was a significant predictor of intentions for the past shoplifters, 

it was not significant for either the non-shoplifters or the recent shoplifters. This was an 

unexpected finding in view of the expectation that shoplifting would be restricted by 

potential obstacles and opportunities, and the significance of this variable in previous 

planned behaviour studies (Ajzen, 1991). Although examination of the correlations in table 

8.26 indicates that perceived control was significantly correlated with the intentions of all 

three groups, for the non-shoplifters, attitude and subjective norm were more highly 

correlated with intentions, and for the recent shoplifters, attitude and the moral norm. The 

relationship is further complicated by the high degree of multicollinearity between attitude, 

moral norm and perceived control (see section 8.7.1), and the correlations in Table 8.36 

demonstrate the strong associations between perceived control and attitudes and moral 

views, particularly for the recent shoplifters.

Table 8.36 Correlations between perceived control and attitudes and morals

good honest right wise guilty morally principles

non .36** .18* .26** .23** .28** .27** .28**
past .54** .36** 4 4 ** .50** .34** .42** .37** .2
recent .81** .52** .73** .56** .70** .55** 5

*significant at p<. 05 **significant at p  <. 01

The three groups held significantly different beliefs about the likelihood of the control 

factors facilitating shoplifting behaviour (Appendix D, Table D 18). Between 41 % and 56%
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of the non-shoplifters thought it extremely unlikely that any of the control factors would 

facilitate shoplifting. In comparison, over 50% of the recent shoplifters agreed that it was 

extremely likely that shoplifting would be easier if there was little risk of being caught, the 

penalties for shoplifting were not severe and the retailers’ security measures were 

ineffective, and over 40% thought it extremely likely that being short of money and 

encouragement by friends would facilitate shoplifting.

Overall, 64.2% of the respondents agreed that the penalties for shoplifting are not severe. 

Of the recent shoplifters, 81.4% agreed that there is little risk of being caught (compared 

to 39.3% of non-shoplifters and 44.7% of past shoplifters) and 85.2% that retailers security 

measures are ineffective (compared to 45.2% of non-shoplifters and 47.7% of past 

shoplifters). The recent shoplifters’ beliefs about retail security were significantly correlated 

with previous shoplifting behaviour (0.50 p<. 01). Of the 28.6% of the past shoplifters who 

had been caught shoplifting, 60% agreed that the penalties are not severe, 36.7% that retail 

security is ineffective, and 30% there is little risk of being caught. Only 5 of the recent 

shoplifters had been caught. Of these, 2 agreed that the penalties are not severe, 3 that 

there is little risk of being caught and 4 that retail security is ineffective.

Of the recent shoplifters, 85.2% thought it likely that being short of money would 

encourage them to shoplift, and 74% agreed that they were often short of money. Although 

41% of the non-shoplifters and 51.4% of the past shoplifters were also often short of 

money, only 22.4% and 39% respectively thought that this would encourage them to 

shoplift. Of the 19 low income recent shoplifters, 94.7% agreed that being short of money 

would encourage them to shoplift, and 83.3% that they were often short of money. 

Although 53.3% of non-shoplifters also earned less than £10,000 p.a., only 43.4% of this
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group agreed that they were often short of money and only 22.4% that this would 

encourage them to shoplift. Similarly of the low income past shoplifters (53.3% of the 

group) only 67.9% agreed that they were often short of money and only 41.1% that this 

would encourage them to shoplift. Past experience was significantly correlated (0.26, 

/?<.05) with the combined short of money measure for the past shoplifters.

Only 3.6% of the non-shoplifters and 5.8% of the past shoplifters agreed that their friends 

encouraged them to shoplift (implying that the majority of their friends did not approve of 

shoplifting)compared to 44.4% of the recent shoplifters, and 59.2% of the recent shoplifters 

agreed that encouragement by friends would facilitate shoplifting behaviour (compared to 

9.2% of non-shoplifters and 19.1% of past shoplifters). The correlations between the 

variable my friends often encourage me to shoplift and the individual attitude, moral and 

control variables for the recent shoplifters are shown in Table 8.37, and indicate that the 

attitudes and beliefs of the recent shoplifters were strongly associated with peer influence. 

Table 8.37 Correlations between peer influence and the individual variables

Correlations between the individual attitude, moral and control variables - recent shoplifters (n=27)

good .69** 
honest .65** 
right .61** 
wise .56**

reward .58** 
easy .57** 
guilty .40*

arrest -.46* 
caught -.58** 
pay .50**

ineffective security .57** 
penalties not severe .55** 
little risk of being caught .47*

*significant at p<. 05 ^significant at p  <. 01

Table 8.38 Correlations between control variables and intentions (n=417)

Non Past Recent

little risk . 0 2 .24* .14
security ineffective -.07 .15 .46*
penalties not severe -.13* .04 .32
short of money . 0 1 .19 . 2 0

peer encouragement .23** .18 .46*
*significant atp<. 05 **significant a tp  <. 01
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For the non-shoplifters and the past shoplifters, the correlations between intentions and the 

control beliefs were weak (Table 8 .38). The recent shoplifters’ intentions were associated 

with peer influence and their perception that retail security is ineffective. For the recent 

shoplifters the control beliefs were more highly correlated with the global attitude measure 

than with the global perceived control measure (Table 8.39). This suggests that the control 

beliefs are influencing attitude rather than perceived control.

Table 8.39 Correlations between control beliefs and attitude and perceived control

Non (n=285) Past (n=105) Recent (n=27)

Attitude Percvd Control Attitude Percvd Control Attitude Percvd Control
peers .23* .35** .31** .35** .63** .53**
security .03 .40** .33** .33** .82** .60**
penalties .05 .31** .18 .08 .52** .45**
risk .14* .46** .33** .43** .70** .31
money . 1 0 .33** .43** .44** .39 .38

*significant atp<. 05 **significant a tp  <. 01

Table 8.40 Correlations between intentions and the individual variables

Non (n=285) Past (n=105) Recent (n=27)

approve .52 right .44 good .53 honest .43 good .75 morally .69
avoid .50 honest .33 wise .51 right .43 save .72 right .67
wise .45 good .44 excite .49 easy .36 guilty .69 pay .65

All correlations significant a tp  <.01

8.8.6 The Impact of the Individual Variables on Shoplifting Intentions

Table 8.40 shows the six variables most strongly correlated with intentions for each group 

of respondents. Consistent with the multiple regression (Table 8.25), attitudes were 

strongly associated with the shoplifting intentions of all three groups, with social pressure 

being important for the non-shoplifters, perceptions of control for the past shoplifters, and 

moral and economic beliefs for the recent shoplifters.
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CHAPTER 9

FINDINGS ABOUT THE RESPONDENTS 
TO THE SCHOOL SURVEY

9.1 Introduction

This chapter reports the findings about the respondents to the two school surveys. As 

the findings were analysed using the same procedures as for the consumer survey, these 

procedures are not described in detail. The results are presented in a similar format to 

that of the consumer survey, and the structure of the chapter is presented 

diagrammatically in figure 9.1. The first section of the chapter reports the distribution 

of and response to the two school surveys (the respondents are henceforth referred to as 

the students). The second section examines the demographic composition of the school 

sample and their shoplifting history. The third section reports the findings from the 

theories of reasoned action and planned behaviour. The fourth section reports the impact 

of the traditional correlates of shoplifting behaviour (age, gender and socio-economic 

status) on the beliefs, attitudes and intentions of the respondents.

Figure 9.1. The Structure of the Analysis of the Student Findings

Distribution of and response to the school questionnaire Section 9.2

▼

Demographic characteristics and shoplifting history Section 9.3

▼

Findings from the Theory of Planned Behaviour Sections 9.4 and 9.5

__________________________ T __________________________

The Influence of the demographic variables Section 9.6
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9.2 Questionnaire Distribution and Response

The shoplifting survey was conducted at two Northampton schools during March and 

April 1998. 451 questionnaires were distributed to students at the two schools, who 

completed the questionnaire in a classroom environment, and 450 completed 

questionnaires were returned, a response rate of 99.8%. Of these questionnaires, 6 

were excluded from the analysis due to a substantial number of missing responses.

9.2.1 The Respondents from School A

School A is a co-educational upper school located in a suburb approximately two miles 

from the centre ofNorthampton. 293 questionnaires were distributed to students between 

the ages of 13 and 18 years (years 9 through 13). Although all 293 students completed 

the survey, 4 questionnaires were excluded from the analysis as less than half the 

questions had been completed (3 males, 1 female; 2 aged 13,1 aged 14,1 aged 15). The 

final sample of 289 students represented 21.4% of the school’s population of 1353 

students. As shown in Table 9.1, 47.4% of the sample were male, 52.6% female (48.9% 

of the school’s population were male, 51.1% female). Thus, 20.7% of the school’s male 

students and 22% of the school’s female students completed the survey.

Table 9.1 Demographic characteristics of the School A sample (n = 289)

Age Male Female Total Number Total %

13 or under 14 2 0 34 1 1 .8 %

14 34 32 6 6 2 2 .8 %

15 24 2 2 46 15.9%

16 2 2 36 58 2 0 .1%

17 34 30 64 2 2 .1%

18 9 1 2 2 1 7.3%

Total 137 (47.4%) 152 (52.6%) 289 1 0 0 %

187



9.2.2 The Respondents from School B

School B is a co-educational upper school located in rural area approximately five miles 

outside Northampton. 158 questionnaires were distributed to students between the ages 

of 13 and 17 years (years 9 through 11). Years 12 and 13 were not available for the 

survey due to timetabling problems, examinations and examination revision. 157 

questionnaires were returned, 1 female student declined to complete the questionnaire as 

she had already participated in the consumer survey. Two of the returned questionnaires 

were excluded from the analysis (both female, aged 13 and 15) due to the high proportion 

of missing answers. The final sample of 155 students represented 28.1% of the school's 

population for years 9, 10 and 11 (551 students). As shown in Table 9.2, 49.7% of the 

sample were male, and 50.3% female (49% of the students in years 9 to 11 were male and 

51% female). Thus, 28.5% of the male students and 27.8% of the female students in 

years 9 to 11 completed the questionnaire.

Table 9.2 Demographic characteristics of the School B sample (n = 155)

Age Male Female Total Number Total %

13 or under 6 15 2 1 13.5%

14 25 19 44 28.4%

15 31 28 59 38.1%

16 15 14 29 18.7%

17 - 2 2 1.3%

Total 77 (49.7%) 78 (50.3%) 155 1 0 0 %

9.2.3 The Combined School Sample

To compare the respondents from the two schools, chi square and Cramer’s V were used, 

and for the interval scaled data, ANOVA and the Kruskal-Wallis test (only where both 

tests report p<.05 have the differences been regarded as statistically significant). The
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results are reported in Appendix F and indicate that the respondents from the two schools 

differed significantly on the following variables: age, money, frequency o f shoplifting in 

the previous 12 months, recency o f shoplifting, breaking the law is good/bad, friends 

think I  should avoid shoplifting and friends often encourage me to shoplift. The students 

from School A were significantly older than those from School B (chi square 63.3171, d.f. 

3, Cramer’sV 0.37763, significance .00000), due mainly to the fact that students in years 

12 and 13 at School B were not available for the survey. Students at school A also had 

significantly more money to spend each week (chi square 37.17882, d.f. 3, Cramer’s V 

0.29135, significance .00000). Further analysis indicated that age accounted for all the 

significant differences between the two samples, except for breaking the law is good/bad. 

As the two school samples differed significantly on only a small number of variables, the 

samples were combined. The demographic characteristics of the combined sample are 

shown in Table 9.3.

Table 9.3 Demographic characteristics of the combined school sample (n = 444)

Age Male Female Total Number Total %

13 or under 2 0 35 55 12.4%

14 59 51 1 1 0 24.8%

15 55 50 105 23.6%

16 37 50 87 19.6%

17 34 32 6 6 14.9%

18 9 1 2 2 1 4.7%

Total 214 (48.2%) 230 (51.8%) 444 1 0 0 %

9.3 Demographic Characteristics and Shoplifting Experience

The frequency and recency of shoplifting by the respondents is shown in Table 9.4. As 

in the consumer survey, the school students were categorised by the recency of their
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Table 9.4 Shoplifting History (n=444)

How many times have you ever When was the last time you
shoplifted? shoplifted?

n % n %
Never 219 49.3 Never 219 49.3
Once 57 1 2 . 8 Can’t remember 39 8 . 8

Twice 26 5.9 Over 5 years ago 29 6.5
Three times 16 3.6 1 to 5 years ago 75 16.9
Four times 1 0 2.3 Within the last 12 months 82 18.5
More than four times 115 25.9
Not answered 1 0 . 2

shoplifting behaviour into non-shoplifters, past shoplifters and recent shoplifters. The 

past shoplifter category consisted of those who had shoplifted over 5 years ago, those 

who had shoplifted 1 to 5 years ago, and those who had shoplifted but couldn’t remember 

when. As these three groups differed significantly on only three variables (see Appendix 

F): gender, the deterrent value o f apprehension and breaking the law, the three groups 

were combined into one overall category of past shoplifters. The breakdown of the 

sample by shoplifting history is:

Non-shoplifters 219 49.3%

Past Shoplifters 143 32.2%

Recent shoplifters 82 18.5%

9.3.1 Shoplifting and Age

The 14-16 year olds were the most involved in shoplifting (Tables 9.5 and 9.6), 81.7% of 

the recent shoplifters were in this age group, and 22.2% of the 14-16 year olds admitted 

Table 9.5 Shoplifting by age (n=444)

Age 13 14 15 16 17 18 Total

Non 12.3% 25.6% 2 1 .0 % 18.7% 16.0% 6.4% 1 0 0 %

Past 13.3% 24.5% 22.4% 17.5% 18.2% 4.2% 1 0 0 %

Recent 1 1 % 23.2% 32.9% 25.6% 6 .1% 1 .2 % 1 0 0 %
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Table 9.6 Involvement in shoplifting by age group (n=444)

Age 13 14 15 16 17 18

Non 49.1% 50.9% 43.8% 47.1% 53.0% 66.7%

Past 34.5% 31.8% 30.5% 28.7% 39.4% 28.6%

Recent 16.4% 17.3% 25.7% 24.2% 7.6% 4.7%

Total 1 0 0 % 1 0 0 % 1 0 0 % 1 0 0 % 1 0 0 % 1 0 0 %

to shoplifting in the last 12 months. The figures for the past shoplifters suggest 

substantial shoplifting involvement by those under the age of 13, and 56% of the past and 

66% of the recent shoplifters stated that they were under the age of 13 when they first 

shoplifted, with the mean age for the past shoplifters being 11.2 years and for the recent 

shoplifters 10.7 years.

9.3.2 Shoplifting and Gender

Males were more likely to admit to shoplifting than females, 56.6% of the past and 59.8% 

of the recent shoplifters were male. As shown in Table 9.7, 60.7% of the males admitted 

to shoplifting (compared to 41.3% of the females), with 22.9% having shoplifted within 

Table 9.7 Shoplifting and gender (n=444)

non-shoplifters past shoplifters recent shoplifters Total

male 39.3% 37.8% 22.9% 1 0 0 %

female 58.7% 27% 14.3% 1 0 0 %

the previous 12 months (compared to 14.3% of the females). The males appeared to 

start their shoplifting “career” at earlier age than the females, 80.6% of the male past and 

90% of the male recent shoplifters started shoplifting before the age of 13 (compared to 

49% of the female past and 58% of the female recent shoplifters). Table 9.8 indicates 

limited support for females shoplifting at later age than males, although the peak age for 

both groups was 15.
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Table 9.8 Shoplifting by age and gender (n=444)

13 14 15 16 17 18 Total

Past male
female

1 1 .1%
16.2%

32.1%
14.5%

23.5%
2 1 .0 %

1 1 .1%
25.8%

18.5%
17.7%

3.7%
4.8%

1 0 0 %
1 0 0 %

Recent male
female

8 .2 %
15.2%

26.5%
18.2%

34.7%
30.3%

26.5%
24.2%

4.1%
9.1% 3.0%

1 0 0 %
1 0 0 %

9.3.3 Shoplifting and Money

As shown in Table 9.9, the non-shoplifters, past shoplifters and recent shoplifters did not 

differ significantly on money available to spend each week, and 61.6% of the past and 

56.1% of the recent shoplifters had over £10 per week spending money.

Table 9.9 Shoplifting and money available to spend each week (n=444)

Under £5 £5 - £10 £10-£15 Over £15 not answered Total

non 13.7% 30.6% 20.5% 32.9% 2.3% 1 0 0 %

past 10.5% 27.3% 18.2% 43.4% 0.7% 1 0 0 %

recent 14.6% 29.3% 19.5% 36.6% - 1 0 0 %

9.3.4 Shoplifting and Frequency of Using the Shops

The recent shoplifters used the shops more frequently than the other two groups (Table 

9.10), 60.5% used the shops at least once a day compared to 49% of the past and 31% 

of the non-shoplifters. Overall, frequency of using shops was significantly associated 

with weekly spending money (Cramer’s V 0.16174, significance .0006), for the recent 

Table 9.10 Shoplifting and frequency of using the shops (n=444)

less than once 
week

once a 
week

more than 
once week

once a 
day

more than 
once a day

not
answered

Total

non 1 0 .0 % 15.5% 43.4% 26.0% 5.0% 0 .1% 1 0 0 %

past 4.9% 9.8% 36.4% 29.4% 19.6% - 1 0 0 %

recent - 1 2 .2 % 26.8% 34.1% 25.6% 1 .2 % 1 0 0 %
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shoplifters, however, the association between these variables was not significant 

(Cramer’s V, 0.24228, significance .1132), suggesting that they may be creating 

opportunities for shoplifting.

9.3.5 Shoplifting and the Sample Characteristics

Chi square and Cramer’s V were used to investigate the relationship between shoplifting 

and the sample characteristics. Shoplifting behaviour was significantly associated with 

gender, frequency of using shops and frequency of shoplifting (Table 9.11).

Table 9.11 Statistical significance of the sample characteristics (n=444)

Variable Chi-square df Sig- Cramer’s V Approximate
value value significance

Age 15.01246 1 0 .13161 .13002 .13161
Gender 16.96860 2 . 0 0 0 2 1 .19549 . 0 0 0 2 1

Money 4.04845 6 .67012 .06798 .67012
Shopping frequency 42.76122 8 . 0 0 0 0 0 .21969 . 0 0 0 0 0

Shoplifting frequency 50.69677 4 . 0 0 0 0 0 .47574 . 0 0 0 0 0

Although the majority of the past shoplifters had shoplifted only sporadically (Table 

9 .12), 81.8% of the recent shoplifters had shoplifted more than four times.

Table 9.12 Frequency of shoplifting (n= 225)_________ _____________ _______
once twice three times four times more than four Total

Past 35.9% 16.9% 7.7% 5.6% 33.9% 1 0 0 %

Recent 7.3% 2.4% 6 .1% 2.4% 81.8% 1 0 0 %

9.3.6 The Deterrent Value of Apprehension

As shown in Table 9.13, 83.9% of the past shoplifters had never been caught shoplifting 

compared to 76.8% of the recent shoplifters. Although 65.7% of the past shoplifters 

agreed that being caught would deter future shoplifting activity (Table 9.14), the recent 

shoplifters were less likely to agree with the deterrent effects of apprehension, and only
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Table 9.13 Apprehension for shoplifting (n=225)

Have you ever been caught? No Caught once Caught more than 
once

not answered

Past 83.9% 14.0% 1.4% 0.7%

Recent 76.8% 13.4% 9.8% -

21% of those who had been caught agreed that this would stop them from shoplifting in 

the future (compared to 77.3% of the apprehended past shoplifters).

Table 9.14 The deterrent effect of apprehension (n=225)

Would being caught stop you from shoplifting? Yes No Don’t know

Past 65.7% 7.7% 26.6%

Recent 30.5% 29.3% 40.2%

9.4 Shoplifting and the Theory of Planned Behaviour

To determine the influence of the global measures and belief measures on shoplifting 

intentions, the procedures described in Chapter 8, section 8.7 were followed.

9.4.1 Reliability of the Global Measures

Cronbach’s Alpha was used to test the reliability of the global measures. As the reliability 

coefficients, shown in bold in the main diagonal of Table 9.15, exhibited acceptable 

reliability (with the exception of perceived control), global measures for each construct 

were computed by summing the relevant items. The correlations reported in Table 9.15 

Table 9.15 Reliability coefficients and correlations for the global measures (n=444)

No. of items I A SN PC MN
Intention (I) 2 .91
Attitude (A) 6 .69 .85
Subjective norm (SN) 2 .44 .48 .72
Perceived control (PC) 2 .36 .49 .25 .58
Moral norm (MN) 2 .59 .67 .42 .39 .74
Past experience 1 .56 .49 .33 .39 .53

AIpha coefficients shown in bold All correlations significant at p=. 000.
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indicate that the subjective norm, perceived control and moral norm were correlated more 

highly with attitude than with intentions (multicollinearity). As similar problems 

were encountered in the consumer analysis, the procedures followed in Chapter 8, section

8.7.4 were used for the school survey. Before these are discussed, the multiple 

regression based on the global measures in Table 9.15 is reported.

9.4.2 Multiple Regression of the Global Measures on Intentions

Table 9.16 summarises the results of the multiple regression (with shoplifting intentions 

as the dependent variable) and also shows the correlations between intentions and the 

global measures. Attitude and subjective norm were entered first, followed by perceived 

control, moral norm and previous shoplifting experience. Overall, the theory of planned 

behaviour explained 56% of the variance in intentions. All the coefficients of 

determination (R2) reported in the following analysis are significant at F = .0000.

Table 9.16 Summary of regression analysis for intentions (n=444)

Beta T Sig. T Adj Inc. Sig. of Correlation
weight R2 R2 inc. R2 coefficient (r)

Attitude .47 9.75 . 0 0 0 0 .69**
Subjective norm .08 2 . 2 0 .0282 .49 .44**
Perceived control -.03 -.87 .3837 .49 - ns .36**
Moral norm . 1 1 2.46 .0142 .51 0 . 0 2 . 0 0 0 .59**
Previous experience .26 6.60 . 0 0 0 0 .56 0.05 <.05 .56**

** significant atp=. 000

The theory of planned behaviour theory provided a superior explanation of shoplifting 

intentions to the theory of reasoned action (unlike the consumer survey). Although 

perceived control was not significant, both the moral norm and past experience achieved 

significant beta weights, and inclusion of these two measures significantly improved the 

percentage of variance explained. The significance of past experience could indicate that 

variables external to the model are influencing intentions, or that past experience has a
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separate effect on intentions, not mediated by the global measures. This is discussed 

further in section 9.4.7.

9.4.3 Inclusion of the Belief Measures

The school survey utilised the same beliefs as the consumer survey. The procedure for 

computing the measures is described in Chapter 7, section 7.5.1. The alpha reliability 

coefficients for the belief measures are shown in bold in the main diagonal in Table 9.17. 

As in the consumer survey,the outcome and the referent beliefs did not achieve acceptable 

reliability. The correlations indicate that multicollinearity should not be a problem.

9.17 Reliability coefficients and correlations for the belief-based measures (n=444)

No. of items I OB RB CB
Intention (I) 2 .91
Outcome beliefs (OB) 6 .56 .59
Referent beliefs (RB) 3 .45 .41 .62
Control beliefs (CB) 5 .59 .51 .39 .78

Alpha coefficients shown in bold. All correlations significant atp<. 00

Ajzen and Fishbein (1980) and Ajzen (1991) hypothesise that the global measures are 

influenced by the belief measures, and this is supported by the correlation coefficients 

between the global measures and the corresponding belief measures, shown in Table 9.18.

Table 9.18 Correlation between the global and belief measures (n=44)

attitude/outcome beliefs subjective norm/referent beliefs perceived control/control beliefs

.6 8 ** .33** .43**
^significant at p<.05

It is possible that the belief-measures may have a direct influence on intentions not 

mediated by the global measures. To investigate this multiple regression was used, with 

the outcome, referent and control measures being entered after the global measures. As 

shown in Table 9.19, inclusion of the belief measures resulted in a significant increase of
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Table 9.19 Summary of multiple regression - belief and global measures (n=444)

Beta T Sig. T Adj Inc. Sig. of Correlation
weight R2 R2 inc. R2 coefficient (r)

Attitude .33 6.27 . 0 0 0 0 .69**
Subjective norm .07 1.87 .0624 .49 .44**
Perceived control -.06 -1.71 .0884 .49 - ns .36**
Moral norm .09 2.04 .0416 .51 0 . 0 2 . 0 0 0 0 .59**
Previous experience .22 5.75 . 0 0 0 0 .56 0.05 . 0 0 0 0 .56**
Outcome beliefs .05 1.13 .2589 .56**
Referent beliefs .09 2.44 .0153 .45**
Control beliefs .18 4.42 . 0 0 0 0 .59 0.03 <.05 .59**

** significant at p<.01

3% to the percentage of variance explained, with both referent and control beliefs being 

significant. Inclusion of the belief measures resulted in the beta weights for all the global 

measures reducing, the largest reductions being in attitude and past experience.

9.4.4 Multicollinearity and Scale Reliability

As in the consumer survey, factor analysis, using principal components extraction and 

varimax rotation, was used in an attempt to resolve the problem of multicollinearity 

between the global measures, and the low reliability of the measures for perceived 

control, outcome beliefs and referent beliefs. The procedures and the findings are detailed 

in full in Appendix F. The solution provided by the factor analysis for the global 

measures is shown in Table 9.20. Factor 1, attitude, contained the four original attitude 

variables of honest, right, good and stupid plus the moral norm variables of morally and 

guilty. The remaining two attitude variables of exciting and rewarding were grouped

Table 9.20 Factor Analysis for the Global Measures

FACTOR 1 FACTOR 2 FACTOR 3
attitude perceived control subjective norm
honest morally easy approve
right guilty opportunity avoid
good exciting
stupid rewarding
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with the perceived control variables (Factor 2). Factor three, the subjective norm, 

contained the same variables as the original formulation. As a multiple regression on this 

basis did not solve the problem of multicollinearity, and resulted in the percentage of 

variance explained reducing by 1%, it was decided to proceed on the same basis as the 

consumer survey. The global measure of attitude was revised to contain: good, right, 

honest and stupid, and the global measure of perceived control to contain: easy, 

opportunity, exciting and rewarding. The moral norm and the subjective norm retained 

their original formulation. As shown in Table 9.21, although the revised global measures 

all achieved acceptable reliability, the problem of multicollinearity was not resolved.

Table 9.21 Reliability coefficients and correlations for revised global measures

n=444 No. of items I A SN PC MN
Intention (I) 2 .96
Attitude (A) 4 .67 .83
Subjective norm (SN) 2 .44 .47 .72
Perceived control (PC) 4 .55 .60 .38 .75
Moral norm 2 .60 .62 .42 .58 .74

Alpha coefficients shown in bold. All correlations significant at p=. 000

The same factor analysis procedure was followed for the 14 variables contained with the 

belief measures, and the results are reported in full in Appendix F. As the solution 

provided by the factor analysis did not improve the reliability of the outcome and referent 

measures, and the regression based on the revised factors reduced the percentage of 

variance explained, the formulation of the beliefs utilised in the consumer analysis was 

adopted. The referent and control beliefs retained their original formulation. The 

economic belief measure contained the variables of pay and save, and the apprehension 

belief measure contained the variables of arrest and caught. The variables of costs and 

law were excluded from the measures.
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9.4.5 Multiple Regression based on the Revised Global and Belief Measures

The multiple regression based on the revised attitude and perceived control measures, and 

with the economic and apprehension beliefs grouped separately, is shown in Table 9.22.

Table 9.22 Multiple regression based on the revised measures (n=444)

Beta T Sig. T Adj Inc. Sig. of Correlation
weight R2 R2 inc. R2 coefficient (r)

Attitude .30 6.42 . 0 0 0 0 .67**
Subjective norm .06 1.64 .1028 .46 .44**
Perceived control - . 0 2 -.43 .6683 .49 .03 . 0 0 0 0 .55**
Moral norm . 1 0 2 . 1 1 .0353 .52 .03 . 0 0 0 0 .60**
Previous experience .23 5.83 . 0 0 0 0 .57 .05 . 0 0 0 0 .56**
Economic beliefs . 1 1 2.28 .0234 .62**
Apprehension beliefs -.03 -.89 .3761 -.09
Referent beliefs .07 2 . 0 2 .0443 .45**
Control beliefs .17 3.97 . 0 0 0 1 .60 .03 <05 .59**

** significant at p=. 000

The revised measures resulted in a 1% increase in the percentage of variance explained. 

Although the beta weight for perceived control was not significant, inclusion of this 

measure in the model significantly improved the percentage of variance explained (at the 

expense of attitude). Separation of the outcome beliefs into economic beliefs and 

apprehension beliefs resulted in the economic outcomes of shoplifting contributing 

significantly to the explanation of intentions.

9.4.6 The Intentions of the Non-shoplifters, Past shoplifters and Recent Shoplifters

The model of shoplifting behaviour shown in Table 9.22 indicates that the respondents’ 

intentions were influenced by their attitudes to shoplifting, their previous experience of 

the behaviour and their shoplifting beliefs. To investigate whether the global and belief 

measures impacted differently on non-shoplifters, past shoplifters and recent shoplifters, 

a further multiple regression analysis for each group of respondents was performed (see 

Table 9.23). The frequencies used in the following analysis are shown in Appendix E.
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Table 9.23 Multiple regression analysis for intentions by category of respondent

Non (n=219) Past (n=143) Recent (n=82)

Adj
R2

Beta
W.

r Adj
R2

Beta
W.

r Adj
R2

Beta
W.

r

Reasoned Action
Attitude 
Subjective norm .29**

.34**

.07
.53**
.31** .2 0 **

.2 0 **

.13
.45**
.32** .33**

.32**

.06
.57**
.35**

Planned behavr
Perceived control 
Moral norm 
Previous exp.

.29**

.32**
-.08
.18*

.29**

.50**
.23**
.25**
.27**

.05

. 1 1

.19*

.37**

.35**

.30**

.39**

.38**

.49**

.04

.08

.34**

.57**

.43**

.45**

Belief measures
Economic
Apprehension
Referent
Control .35**

.05
-.06
.05

.2 2 **

.45**
- . 1 0

.18**

.49** .33**

. 0 2

-.08
.14
.25**

.33**
-.08
.19*
41** .54**

.31**
- . 0 2

. 0 2

.14

.63**
-.06
.39**
.42**

r = correlation coefficient *significant atp<. 05 **significant atp<. 01

9.4.6.1 The Non-shoplifters

Of the non-shoplifters, only 4.1% thought it likely that they would shoplift in the future, 

and only 2.7% agreed that they would shoplift if they had the opportunity. The theory of 

planned behaviour explained 32% of the variance in their shoplifting intentions, and 

inclusion of the belief measures improved the percentage of variance explained by 3%. 

Attitude, the control beliefs and the moral norm were the most significant predictors of 

intentions. Thus, for the non-shoplifters, their shoplifting behaviour is inhibited by a 

combination of their negative attitudes and moral views about shoplifting, and their 

beliefs about the factors which are likely to discourage the behaviour.

9.4.6.2 The Past Shoplifters

Of the past shoplifters, 11.9% thought it likely that they would shoplift in the future, and 

12.6% agreed that they would shoplift if they had the opportunity. Although the theory 

of planned behaviour explained 27% of the variance of in their shoplifting intentions,
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inclusion of the belief measures improved the percentage of variance explained by 6%. 

Control beliefs, attitudes to shoplifting and previous experience were the most significant 

predictors of their intentions. Although neither the moral norm nor perceived control 

contributed significantly to the explanation of intentions, these two measures were 

significantly correlated with previous experience (0.30 and 0.33 respectively, significant 

at /K. 01). This suggests that past shoplifters’ previous experiences of shoplifting may 

inform their moral views about shoplifting, and their perceptions of the factors which are 

likely to restrict shoplifting behaviour (i.e. potential obstacles and opportunities).

9.4.6.3 The Recent Shoplifters

Of the recent shoplifters, 56.1% thought it likely that they would shoplift in the future, 

and 57.3% agreed that they would shoplift if they had the opportunity. The theory of 

planned behaviour explained 49% of the variance in their intentions, and inclusion of the 

belief measures improved the percentage explained by 5%. Previous experience was the 

most significant predictor of their intentions, and inclusion of this variable in the model 

improved the percentage of variance explained by 11 %. This suggests that for the recent 

shoplifters, their past success (or failure) at shoplifting influences their future behaviour. 

Attitude and beliefs about the economic consequences of shoplifting were also significant 

for this group.

9.4.7 The Influence of Previous Experience

For the consumers, previous experience was not a significant predictor of intentions, and 

this was taken as an indication that the theories of reasoned action and planned behaviour 

provided a sufficient explanation of shoplifting intentions. The significance of this variable 

in the school survey merits further investigation. The variable used as a measure of past
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behaviour is frequency of shoplifting, which is based on the number of times the 

respondents have engaged in the behaviour. As discussed in sections 9.3.5 and 9.3.6, 

76 .8% of the recent shoplifters had never been caught, and 81.8% had shoplifted more 

than four times. This suggests that the majority of the recent shoplifters were both 

experienced and successful. Although the majority of the past shoplifters had never been 

caught, only 33.9% had shoplifted more than four times, suggesting that as a group they 

were less experienced. Ajzen and Fishbein (1980) and Ajzen (1991) maintain that past 

experience only influences intentions through its effect on the components of the model, 

however, the school survey suggests that it may have a separate effect. The correlations 

between past behaviour and the global and belief measures are shown in Table 9.24. 

Table 9.24 Correlations between past behaviour and global and belief measures

Revised global measures Revised belief measures

Attitude Subj.
Norm

Perceived
Control

Moral
norm

Econ
omic

Appre
hension

Refe
rent

Control

Past (n=143) .17* .16 .30** 32** .09 - . 0 1 -.06 . 1 0

Recent (n=82) .09 .35** .30** .03 .32** .05 . 1 0 .14
*significant at p<. 05 **signijicant at p  <. 01

For the recent shoplifters, although neither the subjective norm nor perceived control were 

significant predictors of intentions, both measures were significantly correlated with past 

shoplifting experience. This could imply that the recent shoplifters’ knowledge of 

shoplifting and opportunities for committing the crime, together with their perception that 

people important to them would not disapprove of the behaviour, are influenced by their 

past shoplifting experiences, which, together with their positive attitude and beliefs about 

the economic consequences of the crime, facilitates their future shoplifting behaviour. 

For the past shoplifters, further analysis indicated that previous experience of shoplifting 

only became significant when attitude was separated into experiential (relating to feelings)
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and instrumental (knowledge based) components, and when beliefs about shoplifting 

outcomes were included in the model. This suggests that the more experienced the past 

shoplifters were at shoplifting, and the more knowledgeable they were about the 

behaviour, the more likely they were to state that they would shoplift in the future, and 

of the past shoplifters who had shoplifted more than four times, 33.3% agreed that future 

shoplifting involvement was likely (compared to 7.5% of the less experienced shoplifters).

9.5 The Influence of the Individual Variables

As in consumer analysis, the individual variables contained within the global and belief 

measures are analysed under the categories of attitudes and moral views, the outcomes 

of shoplifting, social influence and the factors which control shoplifting. Previous 

shoplifting behaviour is analysed separately. Correlation analysis was used to determine 

the relationship between intentions and the individual variables, and one-way analysis of 

variance was used to investigate the significance of any differences between the three 

groups. The frequencies used in the following analysis are reported in Appendix E.

9.5.1 Comparison of the Non-shoplifters, Past Shoplifters and Recent Shoplifters

The regression and correlation coefficients reported in Table 9.23 indicate that the global 

and belief measures impact differently on the three groups of respondents. Before the 

influence of the individual variables contained within these measures is considered, the 

Pearson’s product moment correlations are compared with the Spearman’s rank order 

correlations (Table 9.25). As in the consumer survey, the analysis is based on the revised 

measures of attitude, perceived control and economic and apprehension beliefs. Although 

the two correlation methods produced similar findings, as Spearman’s correlation is likely 

to produce more statistically reliable findings it is used throughout the rest of the analysis.
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Table 9.25 Correlation between intentions and the global and belief measures
Pearson’s and Spearman’s correlations compared

Non (n=219) Past (n=143) Recent (n=82)

Pearson Spearman Pearson Spearman Pearson Spearman
correlatio correlatio correlatio correlation correlation correlatio
n n n n

Global measures
attitude .53** .52** .45** .49** .57** .61**
subjective norm .31** .36** .32** .37** .35** .36**
perceivd control .29** .29** .37** .33** .57** .61**
moral norm .50** .51** .35** .32** .43** 4 4 **
previous exp. - - .30** .27** .45** .46**

Belief measures
economic .45** .40** .33** .33** .63** .65**
apprehension - . 1 0 -.05 -.08 -.07 -.06 -.03
referent .18** .19** .19* .29** .39** .39**
control .49** .44** .41** .42** .42** .43**

*significant atp<. 05 **significant at p<. 01

To compare the views of the three groups of respondents, both one-way analysis of 

variance (parametric) and the Kruskal-Wallis test (non-parametric) were used. The two 

statistical techniques produced very similar results, which increases the confidence which 

can be placed in the reliability of the findings. The results of the one-way analysis of 

variance, reported in full in Appendix F (Tables F17-F24), indicate that the recent 

shoplifters held statistically significant views from the non-shoplifters and past shoplifters 

for the majority of questions relating to the theories of reasoned action and planned 

behaviour. These differences are investigated further in the following sections.

9.5.2 Attitude and Moral Considerations

The recent shoplifters held significantly different attitudes and moral views about 

shoplifting from the other two groups (Appendix F, Tables FI 7 and F20). Over 90% of 

both the non-shoplifters and the past shoplifters thought shoplifting bad, wrong and 

dishonest, and over 80% viewed shoplifting as stupid. In comparison, only 46.3% of the



recent shoplifters thought shoplifting bad, 74.4% perceived it as wrong, 79.3% as 

dishonest and 54.0% as stupid. The respondents’ shoplifting attitudes were supported by 

their moral views. Only 48.8% of the recent shoplifters viewed shoplifting as morally 

wrong (compared to 89.9% of non-shoplifters and 77.6% of past shoplifters), and only 

34.1% agreed that they would feel guilty if they shoplifted (compared to 89.4% of non

shoplifters and 67.9% of past shoplifters).

Shoplifting attitudes were a significant predictor of intentions for all three groups, and the 

correlations reported in Table 9.26 indicate that both the attitude and moral variables were 

moderately associated with shoplifting intentions. The moral variables were the most 

influential for the non-shoplifters, and the moral norm was a significant predictor of 

intentions for this group.

Table 9.26 Correlation between intentions and attitudes and the moral norm

Non (n=219) Past (n=143) Recent (n=82)

good/bad .39** .37** .56**
honest/dishonest .32** .25** .34**
right/wrong .40** .35** .39**
wise/stupid .46** 4 4 ** .42**
guilty .50** .27** 4 4 **
morally wrong .49** .35** .33**

*significant atp<. 05 **significant a tp  <. 01 

9.5.3 The Outcomes of Shoplifting

The three groups of respondents did not differ significantly in their perceptions of the 

economic impact of shoplifting, with 54.2% of all respondents agreeing that shoplifting 

results in higher prices. The recent shoplifters were, however, significantly less likely to 

view this as an adverse outcome of shoplifting (only 68.3% viewed it as bad compared 

to 87.6% of the non-shoplifters and 85.3% of the past shoplifters). Although over 68%
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of all respondents agreed that shoplifting results in personal financial benefits, the extent 

of agreement differed between the three groups. Over 65% of the recent shoplifters 

thought it extremely likely that shoplifting would enable them to get free goods and to 

save money (compared to 25% of the non-shoplifters and 51% of the past shoplifters). 

The three groups also differed significantly in their evaluation of these outcomes 

(Appendix F, Table F21). Of the recent shoplifters, 69.5% viewed getting goods 

without paying as being good (48.8% very good), and 61.1% viewed saving money by 

shoplifting as good (35.4% very good). Thus, although all three groups viewed the 

financial benefits of shoplifting as likely, the differences in perceptions of whether these 

outcomes are good or bad result in the recent shoplifters having more favourable beliefs 

overall about the economic benefits of shoplifting than the other two groups.

Evaluations of the financial beliefs about shoplifting appear to be related to economic 

status. Of the low income recent shoplifters (43.9% had less than £10 a week to spend), 

72% thought getting goods without paying is good (compared to 24.7% of the low 

income non-shoplifters and 31% of the low income past shoplifters) and 63.9% that 

saving money by shoplifting is good (compared to 8.2% of the low income non

shoplifters and 24% of low income past shoplifters).

The apprehension beliefs relate to the respondents’ perceptions of the risks of being 

caught and arrested, and their view of the criminality of shoplifting. The recent shoplifters 

were significantly less likely to agree that they would be breaking the law if they 

shoplifted, and to view this as being bad (Appendix F, Table F22). Only 79.2% viewed 

shoplifting as breaking the law (compared to over 93% of non-shoplifters and past 

shoplifters) and only 69.5% agreed that breaking the law is bad (compared to over 89%
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of non-shoplifters and past shoplifters) with 13.4% stating that breaking the law is very 

good. The recent shoplifters also differed significantly in their view of the likelihood of 

apprehension and arrest. Only 26.9% of the recent shoplifters thought it likely that they 

would be caught (compared to 70.3% of non-shoplifters and 46.9% of past shoplifters), 

with 30.5% thinking it very unlikely, and only 62.5% thought they would be arrested for 

committing a crime (compared to 76.3% of non-shoplifters and 72.8% of past 

shoplifters). Although 84% of all the respondents agreed that being caught and arrested 

for shoplifting is bad, as the majority of the recent shoplifters did not think that they 

would be caught, the threat of apprehension and arrest is unlikely to deter them. Of the 

past shoplifters who had been apprehended, 59% thought it likely they would be caught 

if they shoplifted in the future (compared to 31% of the apprehended recent shoplifters) 

but only 5% thought it likely that they would be arrested if they were caught (compared 

to 57.9% of the apprehended recent shoplifters).

The economic and apprehension belief measures consist of the combined variables ofpay 

and save, and arrest and caught, respectively. As shown in Table 9.27, the economic 

beliefs were significantly associated with attitude and the moral norm, which suggests 

that these beliefs may influence attitudes and moral views (or vice versa). This is 

confirmed by the correlations between the individual variables (Table 9.28).

Table 9.27 Correlations between the economic beliefs and attitude and moral norm

Non Past Recent

attitude moral attitude moral attitude moral

economic beliefs .53** .54** .48** .23** .53** .48**
*significant atp<. 05 **significant a tp  <. 01
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Table 9.28 Correlations between outcome variables and the global variables

Non (n=219) Past (n=143) Recent (n=82)

pay save caught pay save caught pay save caught

good .40** .47** .04 .36** .38** - . 0 1 .52** .53** -.14
honest .27** .28** .09 .17* .27** .03 .25** .08 . 0 2

right .45** .48** - . 0 2 .24** .36** .05 .27* .36** . 0 2

stupid .53** .50** - . 0 1 .42** .44** -.06 .44** .34** -.17
guilty .43** .52** -.04 .2 2 ** .19* - . 1 0 .34** .46** -.31**
morally .42** .47** -.03 .19* .25** -.07 .41** .37** -.17

*significant atp<. 05 **significant atp  <. 01

The correlations shown in Table 9.29 indicate that the intentions of both the non- 

shoplifters and the past shoplifters were associated with their negative views about the 

financial outcomes of shoplifting, whereas the intentions of the recent shoplifters were 

associated with their perception that the economic benefits of shoplifting exceed the risks 

of being caught and punished. For the recent shoplifters, it was expected that the 

correlations between intentions and the measures of caught, arrest and law would be

Table 9.29 Correlations between intentions and individual outcome beliefs

Non-shoplifters
(n=219)

Past shoplifters 
(n=143)

Recent shoplifters 
(n=82)

arrest -.08 - . 0 2 .06
caught -.05 -.17 -.14
law . 1 1 .08 .19
pay .35** .28** .62**
prices .14* .14 .2 1

save .40** .35** .59**
*significant atp<. 05 **signijicant at p  <. 01

negative as in the consumer survey. Further analysis (Table 9.30) indicated that the 

likelihood of each of these variables was negatively correlated with intentions, suggesting 

that the less the respondents viewed these beliefs as being likely, the more likely they 

would be to shoplift. Thus, it is the combination of the likelihood with the evaluation 

which caused the positive and non-significant correlations.
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Table 9.30 Correlations between intentions and apprehension belief likelihood

likelihood of Non-shoplifters (n=219) Past shoplifters (n=143) Recent shoplifters (n=82)

arrest -.25** -.13 -.35**
caught -.2 1 ** -.2 1 * -.27*
law -.33** -.2 0 * -.33**

*significant atp<. 05 ^^significant at p <. 01

9.5.4 Social Influence and Shoplifting

Although the subjective norm was not a significant predictor of intentions, over 80% of 

all the respondents agreed that most people important to them would not approve of 

shoplifting and would think that they should avoid the behaviour. The recent shoplifters 

differed significantly as to the extent of their agreement (Appendix F, Table F 18). Less 

than 51 % strongly agreed with these two statements, compared to over 80% of the non- 

shoplifters and 71% of the past shoplifters, which suggests that the recent shoplifters may 

be less likely to be subject to social pressure to refrain from shoplifting. For all three 

groups, the subjective norm was significantly correlated with both the attitude and moral 

variables (Table 9.31). For the non-shoplifters, social pressure not to shoplift was more 

strongly associated with moral views than with attitudes, whereas for the past shoplifters, 

the situation was reversed. For the recent shoplifters, their perceptions of the ease or 

difficulty of shoplifting were associated with social views. Although the correlations were 

weak, they suggest that people important to the respondents may, to a certain extent, 

Table 9.31 Correlations between subjective norm and the global variables

good honest right stupi
d

guilty morally excite reward easy oppty

non .2 2 ** .2 2 ** .30** .29** .36** .27** .24** .30** .04 .03

past .32** .23** .31** .31** .17** .25** .24** .26** . 1 0 . 1 0

recnt .26** .13 29** .30** .29** .25** .23** .27** .32** .17
*significant atp<. 05 **significant a tp  < . 01
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influence their views about shoplifting. The recent shoplifters were significantly less 

likely to have family and friends who would think that they should avoid shoplifting 

(Appendix F, Table F23). Only 59.8% of the recent shoplifters thought it very likely that 

their family would want them to avoid shoplifting (compared to 92.7% of non-shoplifters 

and 89.5% of past shoplifters) and only 33% thought that their friends would want them 

to avoid shoplifting (compared to 85% of non-shoplifters and 64.4% of past shoplifters). 

Only 56 .1% of the recent shoplifters thought that doing what their family wants them to 

do is good (compared to 75.9% of non-shoplifters and 71.4% of past shoplifters), and 

only 50.2% of respondents overall agreed that doing what their friends want them to do 

is good. There was little variation between the three groups on this question, with 35.1% 

of all respondents answering “neither”.

Although 97.8% of the non-shoplifters and 93.7% of the past shoplifters agreed that the 

police would want them to avoid shoplifting, the recent shoplifters were significantly less 

likely to agree with this statement, and were also significantly less likely to be motivated 

to comply with the police. Only 46.3% of the recent shoplifters agreed that doing what 

the police want them to do is good (compared to 76.3% of non-shoplifters and 62.3% of 

past shoplifters) and 26.8% stated that doing what the police want them to do is very bad. 

Table 9.32 shows the variables significantly correlated with motivation to comply with 

the police for the recent shoplifters. The negative correlations suggest that anti-police 

attitudes are associated with shoplifting beliefs, attitudes and intentions (or vice-versa). 

Table 9.32 Significant correlations with police (evaluation) - recent shoplifters

chance -.28* stupid -.2 2 ** easy - .40** morally -.26*
will -.28* excite -.42* oppty -.25* law -.40**
good -.40** reward -.27* guilty -.35** save -.2 2 *

*significant atp<. 05 **significant a tp  <. 01
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Neither the subjective norm, nor the referent beliefs were significant predictors of 

intentions for any of the groups, and as shown in Table 9.33, the correlations between 

intentions and the individual social variables were low. The exception to this was friends 

for the recent shoplifters. This suggests that for this group, peer influence is associated 

with shoplifting behaviour, and thefriends belief measure was significantly correlated with 

attitude (0.49/K .01), perceived control (0.45 /K  OI) and the moral norm (0.49/K.01). 

Table 9.33 Correlations between intentions, subjective norm and referent beliefs

Non (n=219) Past (n=143) Recent (n=82)

Subjective norm .36** .37** .36**
approve .33** .34** .36**
avoid .37** .23** .30**

Referent beliefs .19** .29** .39**
family -.08 -.05 .25*
friends .29** .35** .45**
police -.06 -.12 -.13

*significant at p<. 05 **significant at p  <. 01

9.5.5 Factors which Facilitate or Inhibit Shoplifting

The recent shoplifters were more significantly more likely to agree with the perceived 

control variables (Appendix F, Table F I9), 58.6% viewed shoplifting as rewarding 

(compared to 13.7% of non-shoplifters and 25.2% of past shoplifters), 59.7% thought 

it exciting (compared to 14.1% of non-shoplifters and 27.3% of past shoplifters) and 

79.3% thought it easy (compared to 38.4% of non-shoplifters and 62.5% of past 

shoplifters). Overall, 70% of the respondents agreed that there are plenty of 

opportunities for shoplifting, with 48.8% of the recent shoplifters strongly agreeing. 

Perceived control was significantly correlated with the intentions of all three groups 

(Table 9.34), and for the past and recent shoplifters was a significant predictor of 

intentions until the belief measures were included in the multiple regression. For the past
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Table 9.34 Correlations between intentions and the perceived control variables

Non Past Recent

Perceived control .29** .37** .57**
exciting .41** .31** .55**
rewarding .27** .38** .48**
easy .09 .07 .44**
plenty of opportunities .07 .14 .40**

*significant atp<. 05 ^significant at p<. 01

and recent shoplifters, the combined effect of the perceived control variables appears to 

be stronger than that of the individual variables. The correlations in Table 9.35 

demonstrate moderate associations between perceived control, attitude and moral views, 

particularly for the recent shoplifters.

Table 9.35 Correlations between perceived control and attitudes and morals

good honest right wise guilty morally

non (n=219) .39** .23** .34** .48** .33** .38**

past (n=143) .42** .34** .30** .48** .38** .29**

recent (n=82) .67** .31** .38** .47** .52** .54**

*significant atp<. 05 **significant at p  <. 01

The three groups exhibited significantly different views on the likelihood of the control 

beliefs facilitating shoplifting behaviour (Appendix F, Table F24), with the non-shoplifters 

being the least likely to agree with the belief statements. Over 74% of the recent 

shoplifters agreed that low risk of apprehension, ineffective security and lenient penalties 

would encourage them to shoplift, with over 45% strongly agreeing. Although over 32% 

of the non-shoplifters and over 49% of the past shoplifters also agreed that these 

variables would facilitate shoplifting, both groups were significantly less likely to agree 

that there is little risk of being caught and that retail security is ineffective. Of the 

recent shoplifters, 68.3% agreed that there is little risk of being caught (compared to 

45.2% of the non-shoplifters and 49.7% of the past shoplifters), and only 33% agreed
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that retail security is effective (compared to 45.7% of the non-shoplifters and 43.4% of 

the past shoplifters). Only 28.7% of the non-shoplifters thought that they would be 

severely punished if they were caught, compared to 57.4% of the past shoplifters and 

56.1% of the recent shoplifters. The shoplifters’ perceptions are possibly influenced by 

their previous experiences of being caught. Of the past and recent shoplifters who had 

been caught, 68.2% of the past and 57.9% of the recent agreed that the punishments are 

severe, 50% of the past and 35% of the recent viewed retail security as good, and 50% 

of the past and 57.9% of the recent felt there was little risk of apprehension.

Being short of money would encourage 68.3% of the recent shoplifters to steal from 

shops (compared to 35.6% of the non-shoplifters and 58.8% of the past shoplifters), and 

48.8% agreed that they are often short of money (compared to 41.5% of the non- 

shoplifters and 35.7% of the past shoplifters). Only 18.8% of the non-shoplifters thought 

they would be more likely to shoplift if their friends encouraged them, and only 3.6% 

agreed that their friends often encouraged them to shoplift, with 78.5% strongly 

disagreeing. Although 42% of the past shoplifters thought that peer encouragement 

would facilitate shoplifting, only 10.5% stated that their friends often encourage them to 

shoplift. This implies that friends discourage shoplifting behaviour in these two groups. 

Of the recent shoplifters, 48.7% thought it likely that peer encouragement would 

facilitate shoplifting, and 30.5% agreed that their friends often encourage them to shoplift. 

The correlations between my friends often encourage me to shoplift and the individual 

variables for the recent shoplifters, shown in Table 9.36, indicate that their beliefs, 

attitudes and intentions were associated with peer influence.
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Table 9.36 Correlations between peer influence and the individual variables

Correlations between friends’ encouragement and the individual variables (recent shoplifters n=82)

chance .44** 
will .45** 
good .29** 
stupid .51**

excite .43** 
easy .30** 
guilty .38** 
morally .33**

free goods .39** 
save money .35** 
ineffective security .33** 
little risk .32**

*significant atp<. 05 **significant at p  <. 01

The control beliefs were all significantly and positively associated with shoplifting 

intentions (Table 9.37), suggesting that the control beliefs may inhibit the shoplifting 

behaviour of those who do not intend to shoplift, but may facilitate the behaviour in those 

who do intend to shoplift. As with perceived control, the combined effect of the control 

beliefs measure appears to be stronger than that of the individual variables.

Table 9.37 Correlations between intentions and individual control beliefs

Non-shoplifters
(n=219)

Past shoplifters 
(n=143)

Recent shoplifters 
(n=82)

Control beliefs .44** .42** .43**
friends .52** .31** .44**
security good .40** .30** .27*
severe penalties .31** .2 1 * .2 1 *
little risk .32** .36** .15
short of money .33** 29** .27*

*significant at p<. 05 ^significant at p  <. 01

Although only 42.5% of respondents overall viewed retail security as being good at 

catching shoplifters, there was more support for the deterrent effect of individual 

measures. Overall, 70% of respondents agreed that CCTV, security guards, and electronic 

tags would deter shoplifters, and 61.7% store detectives. The recent shoplifters were less 

likely to agree that these measures would stop shoplifters (Table 9.38), and were 

significantly less likely to be worried by the security measures (chi square value 19.9124, 

d.f. 4, significance .00082). Only 41.5% agreed that the security measures would make 

them feel apprehensive (compared to 55.7% of the non-shoplifters and 65.7% of the past
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Table 9.38 Likelihood of security measures deterring shoplifting - mean scores

Non-shoplifters Past
shoplifters

Recent
shoplifters

F. Ratio F.
Prob

K-W
Sig.

CCTV 4.2085 4.1250 3.8718 2.6101 .0747 .4600
Store detectives 3.7943 3.8120 3.5974 0.9600 .3837 .5387
Electronic tags 4.3474 4.3015 3.6104 11.7722 . 0 0 0 0 .0047
Security guards 4.0190 3.9926 3.5065 6.4924 .0017 .0453

questions scaled: 5 very likely to 1 very unlikely

shoplifters), although 18.3% agreed that the presence of these measures had stopped them 

from using a shop (compared to 11.4% of non-shoplifters and 14% of past shoplifters).

9.5.6 The Impact of the Individual Variables on Intentions

Table 9.39 shows the six individual variables most strongly correlated with intentions for 

each group of respondents. The intentions of the non-shoplifters were the most strongly 

associated with peer influence, their attitudes and moral views and their perceptions of 

retail security. The past shoplifters’ intentions were most strongly associated with their 

attitude, their perceptions of the risks of shoplifting and the influence of their friends. The 

recent shoplifters’ intentions were most strongly associated with their beliefs about the 

economic benefits of the crime, their attitude to shoplifting and peer influence.

Table 9.39 Correlations between intentions and the individual variables

Non (n=285) Past (n=105) Recent (n=27)

peer influence .52** stupid .44** pay .62**
guilty .50** reward .38** save .59**
morally wrong 4 9 ** good .37** good .56**
stupid .46** risk .36** excite .55**
excite .41** right .35** friends .45**
security .40** friends .35** peer influence .44**

*significant atp<. 05 **significant atp <. 01

9.5.7 The Influence of Previous Experience

Table 9.40 reports the variables significantly correlated with past shoplifting behaviour.

215



Table 9.40 Variables significantly correlated with previous shoplifting behaviour

Past (n=143) Recent (n=82)

Global measures
intention .27** 
attitude .2 1 * 
perceived control .30** 
moral norm .34**

Global measures Belief measures
intention .46** economic .32** 
attitude .2 1 * 
subj. norm .38** 
perceived control .30**

Individual variables
chance .24** stupid .20** morally .25** 
will .31** excite .32** caught -.17* 
avoid .18* reward .29** police -.20* 
good .18* guilty .36**

Individual variables
chance .43** reward .22* pay .27* 
will .44** stupid .23* save .33** 
approve .32** easy .38** 
avoid .32** oppty .24*

*significant at p<. 05 **significant at p  <. 01

The correlations suggest that previous shoplifting experience has a direct influence on 

intentions (as indicated by the multiple regression, Table 9.23) and an indirect influence 

through the global and belief measures and the individual variables.

9.6 The Influence of Demographic Variables

One-way analysis of variance was used to investigate whether age, gender and economic 

status influenced the attitudes and beliefs of the three groups of respondents. The results 

are reported in Appendix F, T ables F25-F27. Of the non-shoplifters, the males, the under- 

16s and the low income students were more likely to state that they would shoplift in the 

future, to evaluate shoplifting positively and to be influenced by their friends. The male 

past shoplifters were more likely to think that they would shoplift in the future and the 

younger past shoplifters were more influenced by their friends. The low income past 

shoplifters were more likely to be short of money and to view shoplifting as a risky crime. 

The recent shoplifters did not significantly differ by age, however, the males were more 

likely to state that they would shoplift in the future, were less motivated to comply with 

the police and were less likely to think shoplifting stupid and to view retail security as 

effective. The low income recent shoplifters were more likely to be short of money.
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CHAPTER 10

DISCUSSION OF THE FINDINGS FROM THE CONSUMER 
AND SCHOOL SURVEYS

10.1 Introduction

The consumer and school surveys have produced a wealth of information about 

shoplifting and indicate that a number of factors are likely to influence shoplifting (and 

non-shoplifting) behaviour. Due to the constraints of space, it would be impossible to 

discuss all the findings in detail, therefore the discussion focuses on the major findings 

which represent this study’s contribution to shoplifting knowledge. Throughout the 

discussion, the findings from the consumer and school surveys are compared with 

previous shoplifting studies, and, where appropriate, are considered in relation to the 

relevant criminological and consumer behaviour theories.

The major finding of this study is that the theory of planned behaviour provides a useful 

framework for investigating shoplifting. There are, however, certain limitations to this 

approach. Thus, the first section of this chapter evaluates the approach taken by this 

study, considering how the theories of reasoned action and planned behaviour have 

enabled the factors influencing shoplifting behaviour to be investigated, and discussing the 

problems associated with this approach. The second part of the chapter focuses on the 

factors identified as likely to be influential in shoplifting behaviour: past shoplifting 

behaviour, attitudes and moral views, economic factors, apprehension factors and social 

influence. The chapter concludes with a discussion of shoplifting as a rational crime, and 

reviews the findings from the consumer study which were considered to be interesting but 

not major. The structure of the chapter is presented diagrammatically overleaf.

217



Figure 10.1 The Structure of the Discussion of the Findings from the 
Consumer and School Surveys

Evaluation of the approach taken by this study Section 10 .2

10.2.1 Reliability and validity
10.2.2 The explanation of shoplifting provided by the

theory of planned behaviour
10.2.3 The Revised Model
10.2.4 Evaluation of the theories of reasoned action

and planned behaviour

 ▼ ______________________________

The impact of previous experience on shoplifting Section 10.3

 ▼ ___________________________

Shoplifting and attitudes and moral views Section 10.4

 ▼ _____________________

Shoplifting and economic factors Section 10.5

▼
The risks and costs of shoplifting Section 10.6

▼

The influence of social factors Section 10.7

T
Shoplifting as a rational crime Section 10.8

▼

Interesting but less major findings Section 10.9
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10.2 Shoplifting and the Theory of Planned Behaviour

This study applied two theories used in consumer research to shoplifting behaviour. Both 

the theory of planned behaviour, and the theory of reasoned action on which it is based, 

provide a theoretical framework for determining the factors which influence behaviour, 

and for investigating the interaction between these factors. This section examines the 

reliability and validity of the research method used, summarises the explanation of 

shoplifting provided by the two theories, considers the problems arising from their 

application to shoplifting and evaluates the utility of this approach for shoplifting research.

10.2.1 The Reliability and Validity of the Research Design

As discussed in Chapter 7, section 7.5.3, determining the reliability and validity of the 

research design was problematic, due to the sampling methods used and the guarantees 

of anonymity and confidentiality given to the respondents. To establish the reliability and 

validity of this study, this section firstly considers the assumptions underlying the research 

design, then compares the findings of the two surveys, firstly with each other, then with 

previous applications of the theories of reasoned action and planned behaviour.

10.2.1.1 The Assumptions Underlying the Study

The analysis of the findings in the preceding two chapters indicate that the assumptions 

underlying this study, detailed in full in Chapter 7, section 7.2.1, were justified. The 

response rates for both surveys, the low numbers of questionnaires excluded due to 

excessive missing data, and the percentages of respondents admitting to shoplifting 

behaviour, indicate that respondents are prepared to disclose information about their 

shoplifting experiences, and shoplifting attitudes and opinions, providing that 

confidentiality and anonymity are guaranteed, and that these guarantees are accepted.
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Two major concerns with the use of self-report studies are dishonest reporting, 

especially when the behaviour in question is socially undesirable or criminal, and the 

representativeness of the sample. The substantial percentage of self-confessed shoplifters 

in both surveys (see Table 10.1), and the consistency of the responses for the two 

Table 10.1 Comparison of the Respondents by Shoplifting Experience

Consumers Students
n % n %

Non-shoplifters 285 68.3% 219 49.3%
Past shoplifters 105 25.2% 143 32.2%
Recent shoplifters 27 6.5% 82 18.5%
Total 417 1 0 0 % 444 1 0 0 %

questionnaires, suggests that the respondents may have completed the questionnaire 

truthfully, although this cannot be verified. The proportions of respondents admitting to 

shoplifting are consistent with previous UK self-report studies of adolescent shoplifting 

(Graham and Bowling, 1995; Farrington, 1973), and indicate that shoplifting behaviour 

is fairly common. Conducting the survey in a classroom setting, in the presence of 

teachers, did not appear to inhibit the students from admitting to shoplifting, and the 

school sample contained a higher proportion of shoplifters than the consumer sample. 

This could, however, be due to the prevalence of shoplifting in the younger age groups, 

as discussed in the literature review, and as supported by the findings from the consumer 

survey. The representativeness of the sample is uncertain, due to the sampling methods 

used, and the low response rate for the consumer survey. Nevertheless, the similarity of 

the findings from the two studies suggests that the results may be typical.

The theoretical framework of the theory of planned behaviour provided a means by which 

the respondents’ attitudes and beliefs could be identified and measured, and 

categorisation of the respondents by their shoplifting experience indicated that non-
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shoplifters and shoplifters held different attitudes and beliefs about shoplifting behaviour. 

This is considered further in sections 10.3 to 10.7, which discuss the factors which 

influence shoplifting intentions. In view of the difficulties in directly measuring shoplifting 

behaviour, consistent with previous criminological and shoplifting studies (Nagin and 

Paternoster, 1993; Tibbetts, 1997), and the theories of reasoned action and planned 

behaviour, shoplifting intentions were used as a proxy for behaviour in the analysis.

10.2.1.2 Consistency of the Theories of Reasoned Action and Planned Behaviour

This section compares the findings from the consumer and school surveys, firstly with 

each other, and then with the findings from other applications of the theories. In the 

following analysis, the findings discussed are based on the original formulation of the 

global and belief measures, rather than the amendments suggested in Chapters 8 and 9, 

which are discussed in section 10.2.3.

Although the wording of the consumer questionnaire was changed slightly to provide 

greater clarity for use with the students, the sections relating to the theory of planned 

behaviour covered the same topic areas and are, therefore, directly comparable. The 

overall findings from the consumer and school surveys, summarised in Table 10.2, 

indicate that both surveys produced very similar findings despite being conducted on two 

heterogenous populations in two different environments. The major exceptions to this 

being the higher percentage of variance explained for the students, and the direct 

contribution of previous shoplifting experience to the explanation of their intentions. 

These differences, however, may result from the age discrepancies between the two 

groups of respondents.
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Table 10.2 Multiple regression analysis for intentions - consumers and students

Consumers (n=417) Students (n-444)

r b R Adj R2 r b R Adj R2

Attitude .6 8 ** .47** .69** 4 7 **
Subjective norm .45** .25** . 6 8 .46** .44** .08* .70 4 9 **
Perceived control .38** - . 0 2 . 6 8 .46** .36** -.03 .70 .49**
Moral norm .48** .1 1 * . 6 8 .46** .59** .1 1 * .72 .51**
Past experience .39** . 0 1 . 6 8 .46** .56** .26** .75 .56**

r, correlation coefficient; b, standardised regression coefficient (beta weight); R, multiple correlation. 
All coefficients o f determination (Adj R2) significant at F= .0000.** significant atp <.01; * significant 
at p<. 05.

Sheppard et al (1988) conducted a meta-analysis of 87 applications of the theory of 

reasoned action. Based on a total sample of 12,642, they report a frequency-weighted 

average correlation between intention, and attitude plus the subjective norm, of 0.66 

(significant at the 0.001 level). In the consumer survey, the multiple correlation between 

intention, and attitude plus subjective norm, was 0.68, and in the student survey 0.70 

(both significant at /KOI). In his comparison of 16 applications of the theory of planned 

behaviour, Ajzen (1991) reports an average multiple correlation of 0.71. The consumer 

and student findings compare favourably with this (consumers 0.68, students 0.75, 

significant at/K. 01). Unlike the studies in the Ajzen analysis, perceived control did not 

contribute significantly to the shoplifting intentions of either the consumers or the 

students. This is discussed further in section 10.2.3.

Beck and Ajzen (1991) used the theory of planned behaviour to investigate dishonest 

behaviours (including shoplifting) in a sample of American college students. Their findings 

for shoplifting are compared with the findings from the consumer and school surveys in 

Table 10.3. The American study reports a higher multiple correlation, and in addition, 

perceived control, moral norm and past shoplifting experience played a more significant
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Table 10.3 Comparison with Beck and Ajzen’s (1991) study

Beck and Ajzen Consumers (n==417) Students (n=444)
(n=146)

r b R R2 r b R R2 r b R R2

Attitude .78 .2 0 * . 6 8 .47* .69 .47*
Subjective norm .38 -.03 .78 .61 .45 .25* . 6 8 .46 .44 .08* .70 .49
Perceived control .79 .25* .83 .69 .38 - . 0 2 . 6 8 .46 .36 -.03 .70 .49
Moral norm .75 .30* .87 .76 .48 .1 1 * . 6 8 .46 .59 .1 1 * .72 .51
Past experience .74 .30* .89 .79 .39 . 0 1 . 6 8 .46 .56 .26* .75 .56

r, correlation coefficient; b, standardised regression coefficient (beta weight); R, multiple correlation. 
*significant regression coefficient (p<.05).

role than in the consumer and school surveys. These differences could, however, result 

from the difference in sample composition. In the Beck and Ajzen study, the respondents 

were all students aged between 17 and 30, and only 19% of the sample were male.

The preceding discussion indicates that the theory of planned behaviour provides a valid 

and reliable method of researching shoplifting behaviour. Although the consumer and 

school surveys achieved different response rates (35% for the consumer survey and 99% 

for the school surveys), overall, the findings appear to be consistent, which suggests that 

the results may be typical. In addition, the findings from the consumer and school surveys 

compare favourably with the findings from other applications of the theories of reasoned 

action and planned behaviour. Any inconsistencies could be due to variations in the 

samples, which suggests that different segments of the population may have different 

beliefs and attitudes about shoplifting. Although analysis of the two samples by age, 

gender and economic status revealed statistically significant differences in beliefs and 

attitudes, these are not considered separately but are included in those sections where they 

make an important contribution to the discussion.
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10.2.2 Explaining Shoplifting Using the Theory of Planned Behaviour

Overall, the theory of planned behaviour explained 46% of the variance in intentions of 

the consumer respondents, and 56% of the variance in intentions of the student 

respondents. Inclusion of the belief measures did not improve the percentage of variance 

explained for the consumers, but for the students, the percentage increased by 3%. As 

shown in Table 10.4, attitude, the subjective norm and the moral norm were the most 

significant predictors of intentions for the consumers. For the students, attitude, 

previous experience, control beliefs and the moral norm were the most significant factors. 

Although the explanation of shoplifting provided by this model is consistent with the 

shoplifting literature (for example, Tibbetts, 1997; Tibbetts and Herz, 1996), it was felt 

that two areas, perceived control and shoplifting beliefs, required further investigation. 

Table 10.4 Multiple regression of the global and belief measures on intentions

Consumers (n=417) Students (n=444)

Correlation
coefficient

Beta
weight

Adj R2 Correlation
coefficient

Beta
weight

Adj R2

Attitude .6 8 ** .46** .69** .33**
Subjective norm .45** .24** .44** .07
Perceived control .38** -.03 .36** -.06
Moral norm .48** .1 1 * .59** .09*
Past experience 3 9 ** . 0 0 .46** .56** .2 2 ** .56**
Outcome beliefs .23** .03 .56** .05
Referent beliefs .2 2 ** . 0 2 .45** .09
Control beliefs .37** . 0 2 .46** 5 9 ** .18** .59**

* *significant at p<. 01 *significant at p<. 05

The failure of perceived control to contribute significantly to shoplifting intentions was 

an unexpected finding in view of the significance of this measure in previous planned 

behaviour studies (Ajzen, 1991, Beck and Ajzen, 1991), and the assumption made by the 

author that shoplifting would be restricted by the availability of opportunities and 

perceptions of the ease or difficulty of performing the crime. In addition, although the
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perceived control measure was formulated following the procedure advocated by Ajzen 

(1991), and in consultation with applications of theory of planned behaviour (Beck and 

Ajzen, 1991; East, 1993), in practice, this measure presented the following problems:

1. The scale composed of the variables used to assess this construct did not achieve 
an acceptable reliability coefficient in either the consumer or the school survey.

2. The high degree of multicollinearity between attitude, perceived control and the 
moral norm suggests that these measures do not represent separate underlying 
dimensions of intentions, and restricts the reliability of the regression coefficients.

Although multicollinearity was not a problem with the belief measures, only the control

belief measure achieved acceptable reliability in both the consumer and school analysis.

In addition, previous planned behaviour studies (East, 1993; East, 1997) indicate that

beliefs may have an impact on intentions not mediated by the global measures. This

proved to be the case for the student respondents, but not for the consumer respondents.

10.2.3 The Revised Model

Factor analysis was used in an attempt to resolve the problems of the perceived control 

and belief measures, and for both the consumers and the students produced very similar 

solutions. As shown in Table 10.5, the factor analysis for the global measures indicated 

that the attitude variables of excite and reward were more appropriately grouped with

Table 10.5 Factor analysis for the global measures

FACTOR 1 
Attitude

FACTOR 2 
Perceived control

FACTOR 3 
Moral Norm

FACTOR 4 
Subjective norm

Consumer good easy excite guilty approve
survey honest plan reward morally avoid

right plenty principles
wise

School good guilty easy excite approve
survey honest morally plenty reward avoid

right
wise
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the perceived control variables. The global measures of attitude and perceived control 

were, therefore, reformulated on this basis, with attitude representing positive or negative 

feelings about shoplifting, and perceived control being based on knowledge of shoplifting 

outcomes. The reliability coefficients for perceived control improved from 0.65 to 0.80 

for the consumers, and from 0.58 to 0.75 for the students. The moral norm remained as 

a separate measure in view of its significance in the consumer and the student regression. 

Although it has not been possible to completely eradicate multicollinearity in this study, 

it appears to be a common problem in reasoned action and planned behaviour studies (see 

for example, Beck and Ajzen, 1991; East, 1993).

The factor analyses for belief measures for both the consumer and the student surveys 

indicated that the outcome variables of pay and save should be grouped with the control 

beliefs, and that the outcome variables of arrest and caught (named apprehension beliefs) 

represented a separate dimension of shoplifting behaviour. A multiple regression analysis 

on this basis did not, however, improve the percentage of variance explained, and neither 

the apprehension beliefs nor the referent beliefs achieved acceptable reliability. As the 

separation of the outcome beliefs into economic and apprehension outcomes inherently 

makes sense, it was decided to adopt this approach. The outcome beliefs were separated 

into economic and apprehension beliefs, and the control beliefs retained their original 

formulation. Overall, the multiple regression based on the revised global and belief 

measures represented an improvement on the original model, explaining 51% of the 

variance in intentions for consumers, and 60% of the variance in intentions for students 

(an increase of 5% and 1% respectively). The multiple regression for each category of 

respondent based on the revised global and belief measures is shown in Table 10.6.
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Table 10.6 Multiple regression based on the revised global and belief measures

Non Past Recent

consumers students consumers students consumers students
(n=285) (n= 219) (n= 105) (n=143) (n= 27) (n= 82)

Adj R2 .31** .35** .41** .33** .60** .54**

Beta W. BetaW. BetaW. BetaW. BetaW. BetaW.
attitude .42** .34** .35** .2 0 * .38 .32**
subjective norm .29** .07 .28** .13 .05 -.06
perceived control .08 -.08 .2 2 * .05 - . 2 0 -.04
moral norm -.14* .18* .05 . 1 1 .34 .08
previous experience - - -.15 .19* . 0 1 .34**
economic beliefs - . 1 1 .05 .19* - . 0 2 .34 .31*
apprehensionbeliefs -.07 -.06 - . 0 2 -.08 . 0 0 . 0 2

referent beliefs . 0 2 -.05 -.13 .14 .31 . 0 2

control beliefs .03 .2 2 ** -.17 .25** -.27 .14
* significant at p<. 05 ** significant at p<. 01

10.2.3.1 Perceived Control

The division of attitude and perceived control proposed by the factor analyses is 

consistent with the proposition that attitudes are composed of two components: 

instrumental or evaluative, based on knowledge; and experiential or affective, relating 

to feelings (Ajzen and Driver, 1992; East, 1993). The correlations shown in Table 10.7 

indicate that previous experience was more strongly associated with the revised perceived 

control measure than with the revised attitude measure (except for consumer past 

shoplifters), and thus provide some support for the proposition that perceived control is 

knowledge-based. Ajzen (1991) also hypothesises that perceived control is based on 

knowledge, arguing that perceived control may not be a realistic measure of intentions

Table 10.7 Previous experience and revised attitude and perceived control

Past Recent

consumers (n=105) students (n=143) consumers (n=27) students (n=82)

attitude .2 1 * .2 1 * .51** . 2 1

percvd control .18 .30** .62** .30**
* significant at p<. 05 * *  significant at p<. 01
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when a person has little information about the behaviour. Consistent with this 

proposition, perceived control was not a significant predictor of intentions for either the 

consumer or the student non-shoplifters, and separation of the instrumental and 

experiential components of attitude resulted in the attitude measure increasing in 

significance. For the consumer past shoplifters, this division of attitude resulted in the 

impact of perceived control increasing, thus reflecting their previous knowledge of 

shoplifting. This effect was replicated to a lesser extent in the student regression, and in 

addition, the previous experience measure increased in significance. This suggests that 

previous experience of shoplifting impacted on the intentions of both the consumers and 

the students, albeit through different components of the theory. For both the consumer 

and the student recent shoplifters, although perceived control was not significant predictor 

of intentions, it was moderately to strongly correlated with their intentions (Chapter 8, 

Table 8.26; Chapter 9, Table 9.25), and neither group viewed the perceived control 

variables as problematic. Over 81% agreed that there are plenty of opportunities for 

shoplifting, and over 77% agreed that shoplifting is easy.

The findings from both the surveys suggest that in the case of shoplifting, the perceived 

control measure may be more appropriately viewed as attitudes to shoplifting based on 

knowledge obtained from prior experience of the behaviour, rather than the factors which 

are perceived as controlling shoplifting behaviour. Although this is not consistent with 

the findings from the Beck and Ajzen (1991) study, it is consistent with Ajzen’s (1991) 

view that perceived control is knowledge-based.

228



10.2.3.2 Shoplifting Beliefs

Although the inclusion of the revised belief measures in the model resulted in little 

improvement to the percentage of variance explained, as shown in Table 10.6, separation 

of the outcome beliefs into economic and apprehension beliefs resulted in the economic 

beliefs becoming a major predictor of intentions for both the consumer and the student 

recent shoplifters (although this could result from the respondents self-justifying their 

behaviour). For the student non-shoplifters and past shoplifters, control beliefs were a 

major predictor of intentions, and as shown in Chapter 9, Table 9.25 were moderately 

correlated with intentions (0.44 and 0.42 respectively, significant at /K.01). This 

indicates that the belief measures have an impact on intentions not mediated by the global 

measures, consistent with the research of East (1993), and also that the control beliefs 

may be a more appropriate measure of perceived control, than knowledge-based attitude.

As shown in Table 10.6, the belief measures have differential effects on the three 

categories of respondents. East (1993) argues that if the same belief measures are used 

for all the respondents, then it is likely that some of these beliefs will not be salient for a 

percentage of the sample, and examination of the frequency distributions in Appendices 

C and E indicates that for some of the belief variables, a substantial proportion of 

respondents have answered “neither”. Elliott et al (1995) have demonstrated that 

different groups, for example, users and non-users, may have different salient beliefs, and 

examination of the correlations between the individual belief measures and intentions 

(Chapter 8, Tables 8.31, 8.34, 8.38; Chapter 9, Tables 9.29,9.33,9.34) indicates that the 

three groups of respondents were influenced by different beliefs, and that beliefs salient 

for shoplifters were not salient for non-shoplifters and vice versa.
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The correlations between the control beliefs and attitude (ATT) and perceived control 

(PC), shown in Table 10.8, indicate that several of the control beliefs were moderately to 

strongly correlated with both attitude and with perceived control, and for the consumer 

recent shoplifters, the control beliefs were more strongly correlated with attitude than 

with perceived control. This possibly explains the multicollinearity between these two 

measures, and the low explanatory power of perceived control.

Table 10.8 The control measures and attitude and perceived control

Non Past Recent

consumers 
(n=285)

students 
(n= 219)

consumers 
(n= 105)

students 
(n=143 )

consumers 
(n= 27)

students 
(n= 82)

peers
security
pnlts
risks
money

ATT PC
.23* .35** 
.03 .40** 
.05 .31** 
.14* .46** 
.10** .33**

ATT PC
.44** .36** 
.48** .46** 
.33** .27** 
4 3 ** 4 4 ** 
.37** .37**

ATT PC
.31** .35** 
.33** .33** 
.18 .08 
.33** .43** 
43** 44**

ATT PC
.2 2 * .11 
.28* .37** 
.20* .15 
.30* .38** 
.38**.30**

ATT PC
.63** .53** 
.82** .60** 
.52** .45 
.70** .31 
.39 .38

ATT PC
.32** .26* 
.20 .34** 
.00 .03 
.19 .36** 
.18* .16

*significant at p<. 05 **significant at p<. 01

10.2.4 Evaluation of the Theories of Reasoned Action and Planned Behaviour

In view of the problems of multicollinearity and scale reliability, the theory of reasoned 

action provides a better statistical fit to the data than the theory of planned behaviour. 

The theory of planned behaviour, however, provides a more comprehensive and 

insightful explanation of shoplifting, and thus may have more value in view of the 

additional information it reports. The discussion in this section demonstrates that both 

the theories of reasoned action and planned behaviour provide a valid framework for 

investigating the factors which influence shoplifting (and non-shoplifting) behaviour. This 

conclusion is, however, drawn with some reservations. As discussed in Chapter 7, section 

7.9.1, it is possible that the data collected for this study do not comply with the 

requirements of parametric tests such as multiple regression. Thus, the findings from
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multiple regression analysis, particularly for the consumer recent shoplifters, may not be 

statistically reliable. Although it is useful to identify the combined and separate effects 

of the global and belief measures on intentions, the major value of the planned behaviour 

approach is that it enables shoplifting behaviour to be traced to the beliefs underlying the 

behaviour. These beliefs influence shoplifting intentions both directly, and indirectly 

through their impact on the global measures of attitude, subjective norm, perceived 

control and the moral norm. It should, therefore, be theoretically possible to change 

intentions, attitudes, moral views and perceptions of social pressure and control by 

identifying the beliefs which influence these measures, and formulating strategies to 

modify either the likelihood or evaluation component of the belief in question.

The following discussion is based on this proposition. The analysis of the findings in 

Chapters 8 and 9 indicate that four areas are likely to be influential in shoplifting 

behaviour: attitudes and moral views, economic factors, apprehension factors and social 

influence. As a primary objective of this thesis is to gain an understanding of the 

motivation of shoplifters, and the factors which encourage or inhibit customer theft, the 

discussion in each section focuses on the recent shoplifters, considering how the views 

of this group differ from those who have never shoplifted, and those who have shoplifted 

in the past but no longer do so. It is hoped that by organising the discussion in this manner 

the factors which inhibit or encourage customer theft will be identified, and thus, possible 

strategies for changing the behaviour of shoplifters will be indicated. In view of the 

possible problems with the use of parametric techniques, the following discussion is 

based on the findings from non-parametric tests. The discussion commences with a 

consideration of the role of previous experience.
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10.3 The Impact of Previous Shoplifting Experience

The theory of planned behaviour hypothesises a causal path from beliefs to attitudes to 

intentions to behaviour, maintaining that previous experience of the behaviour only 

impacts on future behaviour through its influence on the global or belief measures. 

Analysis of the consumer survey provides support for this hypothesis, in the student 

analysis, however, previous experience was a significant predictor of shoplifting 

intentions. Although the two surveys have produced somewhat conflicting findings as to 

the precise role of previous shoplifting experience, both surveys indicate that it is likely 

to be an important indicator of future shoplifting behaviour, either indirectly through the 

global and belief measures as in the consumer survey, or directly on future shoplifting 

intentions, as in the student survey. This is consistent with Foxall’s (1992) argument that 

cognitive approaches to consumer behaviour should consider the impact of previous 

behaviour. In view of the likely importance of previous shoplifting experience, its impact 

is discussed in the following sections wherever relevant. The discussion is, however, 

based on correlation analysis, which only indicates the strength of the relationship 

between two variables, not the direction of the relationship. Thus, it is impossible to 

ascertain whether attitudes cause behaviour, or whether behaviour causes attitudes.

10.4 Attitudes and Moral Views

The model of shoplifting intentions illustrated in Table 10.6, indicates that shoplifting 

attitudes were the major predictor of intentions for all groups of respondents except for 

the student recent shoplifters, who were equally influenced by their previous shoplifting 

experiences. This section discusses the impact of attitudes and moral views on 

shoplifting, and the influence of past experience and beliefs on these two measures.
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10.4.1 The Impact of Attitudes and Moral Views on Intentions

Analysis of the frequency distributions for the consumer and student respondents, 

summarised in Table 10.9, indicates little difference in views between the two groups of 

respondents. The non-shoplifters and past shoplifters, however, differed in their attitudes 

Table 10.9 Attitudes and moral views

Consumers (n= 417) Students (n=444)

non past recent non past recent

Percentage thinking shoplifting: 
bad
dishonest
wrong
foolish/stupid

96.8%
95.2%
96.1%
94.7%

87.7%
93.3%
8 8 .6 %
86.7%

48.1%
62.9%
55.5%
48.1%

95.0%
95.8%
96.9%
8 8 .2 %

90.9%
92.3%
93.0%
82.5%

46.3%
79.3%
74.4%
54.9%

Percentage agreeing that shoplifting: 
would make them feel guilty 
would be morally wrong 
is against their principles

97.3%
95.8%
96.9%

82.8%
83.9%
80.0%

59.2%
48.1%
44.4%

89.4%
89.9%

67.9%
77.6%

34.1%
48.8%

and moral views from the recent shoplifters. Both the consumer and the student recent 

shoplifters were less likely to view shoplifting as bad, dishonest, wrong and stupid, and 

were less likely to agree that shoplifting is morally wrong, against their principles and 

would make them feel guilty. This suggests that the recent shoplifters may be more 

tolerant of shoplifting and are, therefore, possibly more likely to engage in the behaviour. 

The impact of moral values and attitudes on shoplifting intentions is illustrated in 

Table 10.10, which shows the correlations between intentions, and attitudes and moral 

views, in descending order of significance for each group. Overall, the two samples have 

produced fairly consistent findings, the major differences being the low correlations 

between intentions and the moral variables for the consumer non-shoplifters, and the 

stronger association of the moral variables with intentions for the consumer recent 

shoplifters. Both the correlation analysis and the frequency distributions demonstrate the
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Table 10.10 Correlations between intentions and attitudes and moral views

Non Past Recent

consumers students consumers students consumers students
(n=285) (n= 219) (n= 105) (n=143 ) (n= 27) (n= 82)

foolish .45 guilty .50 bad .53 foolish .44 good .75 good .56
wrong .44 morally .49 foolish .51 bad .37 guilty .69 guilty .44
bad .31 foolish 46 wrong .43 wrong .35 morally . 6 8 wise .42
dishonest .33 wrong .40 dishonest .43 morally .35 right .67 right .39
principles .13 bad .39 morally .35 guilty .27 foolish .54 honest .34
guilty . 1 2 dishonest .32 guilty .34 dishonest .25 principles .44 morally .33
morally .06 principles .26 honest .41

figures in bold indicate correlations significant at p<.05

importance of attitudes and moral views to shoplifting behaviour, and suggest that 

shoplifting attitudes and moral views inhibit the shoplifting behaviour of those who do 

not shoplift and facilitate the behaviour of those who do.

10.4.2 Attitudes, Morals and Previous Shoplifting Experience

The correlations between previous shoplifting experience, and global attitude and moral 

norm and the individual attitude and moral variables are shown in Table 10.11. For the 

consumer shoplifters, both past and recent, previous experience was significantly 

associated with their attitudes and moral views, but was not a significant predictor of 

intentions, suggesting that previous experience influences intentions through its impact

Table 10.11 Correlations between past experience and attitudes and morals

global
attitude

good honst right wise global
moralnorm

guilty moral pmcpls

Consumers
past .2 1 * .2 1 * .14 .16 .13 .29** .28* .19 .33**
recent .51** .56** .32 .56** .34 .59** .60** .53** .36

Students
past .2 1 * .18* . 1 0 . 1 2 .2 0 * 3 4 ** .36** .25** -
recent . 2 1 . 2 1 - . 0 2 . 0 0 .23* .07 .14 - . 0 2 -

* significant atp<. 05 * *  significant at p<. 01
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on attitudes and moral views (as hypothesised by the theory of planned behaviour). For 

the student past and recent shoplifters, previous experience had a direct influence on 

intentions, not mediated by either attitude or the moral norm, which possibly explains the 

lower correlations between these variables and previous experience.

10.4.3 Attitudes, Morals and Beliefs About Shoplifting

The correlations between the belief measures and the global measures of attitude (AT) 

and moral norm (MN), shown in Table 10.12, produced fairly consistent results across 

the consumer and student respondents, and indicate that both attitude and the moral norm 

were associated with shoplifting beliefs. The strongest correlations were for the recent 

shoplifters, with the figures for the consumer recent shoplifters being particularly 

indicative of the beliefs associated with their shoplifting behaviour. The correlations for 

the recent consumer shoplifters also provide some support for attitudes and moral views 

being separate dimensions of shoplifting behaviour.

Table 10.12 Correlations between belief measures and attitudes and moral views

Non-shoplifters Past shoplifters Recent shoplifters

consumers 
(n=285 )

students 
(n= 219)

consumers 
(n= 105)

students
(n=143 )

consumers 
(n= 27)

students 
(n= 82)

AT MN AT MN AT MN AT MN AT MN AT MN

economic .43 .37 .52 .54 .64 .44 .48 .23 .75 .57 .53 .49

apprhnsn -.15 - . 1 0 .05 . 0 1 -.03 -.15 .03 . 0 0 -.70 -.31 - . 0 1 .05

referent .13 . 0 1 .23 . 2 0 . 2 1 .15 . 2 1 .0 1 .61 .30 .51 .40

control .08 .25 .48 .45 .37 .34 .39 .32 .75 .18 .28 .32
figures in bold indicate correlations significant at p<. 05
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10.5 Shoplifting and the Economic Factors

Shoplifting is usually perceived as an economic crime (Klemke, 1992; Ray and Briar, 

1988; Yates, 1986), and the findings from the consumer survey support the impact of 

economic motivations on shoplifting behaviour, with 82% of the consumers overall, and 

93% of the recent consumer shoplifters, agreeing that people shoplift because they can’t 

afford the things they need. Although this suggests that shoplifting is likely to be 

associated with low incomes, it is also possible that shoplifting could be associated with 

greed, perceived deprivation, getting something for nothing, the high resale value of the 

goods or perceptions that the goods are over-priced (see Chapter 4, section, 4.3.2).

10.5.1 Shoplifting and the Economic Beliefs

The economic beliefs relate to the financial outcomes of shoplifting (getting goods 

without paying and saving money) and the impact of lack of money as a facilitator of 

shoplifting behaviour. As shown in Table 10.13, the two samples of respondents 

exhibited similar patterns in their estimation of the likelihood of the economic beliefs, and 

their evaluation of these beliefs. Both the consumer and the student non-shoplifters and 

past shoplifters acknowledged that shoplifting could result in personal financial gain, 

Table 10.13 Likelihood and evaluation of the economic factors

Consumers (n= 417) Students (n=444)

non past recent non past recent

Percentage thinking it likely that: 
shoplifting will result in free goods 
shoplifting will result in saving money 
being short of money would facilitate 
shoplifting

50.6%
49.1%
22.4%

73.4%
60.0%
39.0%

1 0 0 %
1 0 0 %
85.2%

55.7%
63.5%
35.6%

79.0%
78.3%
58.8%

82.9%
84.2%
68.3%

Percentage agreeing that: 
getting free goods by shoplifting is good 
saving money by shoplifting is good 
they are often short of money

5.0%
1 .8 %

41.0%

21.9%
13.3%
51.4%

77.7%
81.4%
74.0%

19.2%
6.4%

41.5%

33.6%
22.4%
35.7%

69.5%
61.1%
48.8%
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however, as the overwhelming majority viewed this as being bad, their overall view of 

the economic outcomes of shoplifting was unfavourable, and, as shown in Table 10.12, 

this was associated with their anti-shoplifting attitudes and moral views. Although 

between 3 5% and 52% of the non-shoplifters and the past shoplifters stated that they were 

often short of money, the majority of the non-shoplifters agreed that this would not 

encourage them to shoplift. The past shoplifters, however, were more likely to agree that 

being short of money would facilitate shoplifting. Thus, it is possible that lack of money 

may have contributed to their previous shoplifting behaviour. The economic beliefs of 

both the non-shoplifters and past shoplifters were significantly associated with their 

shoplifting intentions (as shown in Table 10.14). Thus, their unfavourable perceptions of 

the economic outcomes of shoplifting together with their anti-shoplifting attitudes and 

moral views discourage them from engaging in the behaviour.

Table 10.14 Correlations between economic beliefs and shoplifting intentions

Non-shoplifters Past shoplifters Recent shoplifters

consumers 
(n=285 )

students 
(n= 219)

consumers 
(n= 105)

students 
(n=143)

consumers 
(n= 27)

students 
(n= 82)

goods without paying .2 0 ** .35** .41** .28** .65** .62**
saving money .14* .40** .39** .35** .72** .59**
short of money .16** .33** .09 .29** . 2 2 .27**

*significant at p<. 05 **significant at p<. 01

Of the recent shoplifters, 100% of the consumers and over 82% of the students agreed 

that shoplifting would benefit them economically, and over 77% of the consumers and 

over 61% of the students viewed personal financial gain as being a good outcome of 

shoplifting behaviour. Over 85% of the consumer recent shoplifters and over 68% of the 

students agreed that being short of money would facilitate shoplifting, although the 

consumers were more likely to admit to being short of money than the students (74.4%
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compared to 48.8%). Thus, for both the consumer and the student recent shoplifters, 

their favourable beliefs about the economic outcomes of shoplifting, together with their 

beliefs about being short of money, are likely to facilitate their involvement in the 

behaviour. In addition, the economic beliefs of the recent shoplifters were significantly 

associated with their previous shoplifting behaviour (consumers, pay 0.54 p<.01; 

students pay 0.26/?<05, save 0.34 /K.01), which suggests that their previous experience 

has reinforced their perceptions of the economic benefits of the crime.

10.5.2 Shoplifting and Economic Status

The consumer respondents were more likely than the students to think that being short of 

money would facilitate involvement in shoplifting. This is possibly explained by the fact 

that the consumers were less “well-off’ than their student counterparts, as illustrated in 

Table 10.15 As reported in Appendices D and F (Tables D6 and F27), the low income 

consumer non-shoplifters and past shoplifters were significantly more likely than the 

higher income groups to agree that they were often short of money, as were all the low 

income student respondents. The consumer high and low income recent shoplifters did 

not differ significantly in their perceptions about being short of money. Of this group, 

74% agreed that they were often short of money, although 29.6% of the group were 

classified as high income. Perceptions of the benefits of shoplifting appear to be related

Table 10.15 Percentage of respondents classified as being on a low income

Non-shoplifters Past shoplifters Recent shoplifters

consumers students consumers students consumers students
(n=285 ) (n= 219) (n= 105) (n=143) (n= 27) (n= 82)

Low income 53.3% 44.3% 53.3% 37.8% 70.4% 43.9%
low income is defined as an annual income o f less than £10,000p. a for the consumers, and less than £10 
a week to spend for the students
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to economic status, with 100% of the consumer and 72% of the student low income 

recent shoplifters viewing getting goods without paying as good, and 89.5% of the 

consumers and 63.9% of the students viewing saving money by shoplifting as good.

Although the financial benefits of shoplifting were strongly correlated with the intentions 

of both the consumer and student recent shoplifters (Table 10.14), for the consumers, 

74% of whom stated that they were frequently short of money, being short of money was 

not significantly correlated with their intentions. This suggests that perceptions of 

economic need are not the only economic motivator of the behaviour. Shoplifting could 

also be motivated by greed (Griffin, 1970), the attraction of getting something for nothing 

(Kraut, 1976), perceived deprivation (Ray and Briar, 1988) and the high resale value of 

the goods or perceptions that they are over-priced (Ray, 1987).

10.6 The Risks and Costs of Shoplifting

The literature indicates that shoplifters perceive shoplifting to be a low risk, low cost 

crime (Montmarquette et al, 1988; Saltzman et al, 1982), and the findings from the 

consumer survey are consistent with this proposition. Of the consumer respondents, 83% 

thought it likely that people shoplift because they think they won’t get caught, and 63% 

because they won’t be punished if they are caught. This section considers the 

respondents’ perceptions of the risks and costs of being caught and the effectiveness of 

retail security, and the impact of previous shoplifting experience on these perceptions. The 

respondents’ attitudes to the police and breaking the law are also discussed. The focus is 

on the views of the past and recent shoplifters in order to determine the effectiveness of 

apprehension and punishment as a deterrent to shoplifting.
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10.6.1 Shoplifting and the Apprehension Factors

The apprehension outcome beliefs relate to beliefs about being caught and arrested for 

shoplifting, and in addition, for the students, perceptions of the criminality of shoplifting. 

The apprehension control beliefs relate to perceptions of the effectiveness of retail 

security, the severity of the penalties for shoplifting and the risks of being caught. Table 

10.16 compares the percentages of respondents in each survey thinking the apprehension 

beliefs likely, and agreeing with the beliefs. Although there was there was considerable 

agreement between the two samples regarding the apprehension beliefs, the students were 

less likely than the consumers to agree that being caught and arrested for shoplifting is 

good. This could, however, be due to the respondents’ interpretation of the questions. 

It is possible that the consumer non-shoplifters and past shoplifters viewed both questions 

as applying to shoplifters overall rather than personally, which is how the question was 

meant to be interpreted, and appears to be how the students interpreted it.

Table 10.16 Likelihood and evaluation of the apprehension factors

Consumers (n= 417) Students (n=444)

non past recent non past recent

Percentage thinking it likely that:
they will be caught if they shoplift
they will be arrested
they will be breaking the law
Percentage thinking it likely that the
following will facilitate shoplifting:
ineffective security
lenient penalties
low risks of apprehension

80.7%
78.6%

39.0%
29.1%
24.9%

56.2%
73.4%

52.4%
47.6%
44.8%

14.8%
33.3%

88.9%
81.5%
85.2%

70.3%
76.3%
93.0%

37.0%
32.4%
33.8%

46.9%
72.8%
93.0%

62.3%
49.7%
56.7%

26.9%
62.5%
79.2%

85.4%
74.4%
74.4%

Percentage agreeing that:
being caught shoplifting is good
being arrested for shoplifting is good
breaking the law is good
retail security is ineffective
penalties are not severe
there is little risk of being caught

42.5%
27.8%

45.2%
65.3%
39.3%

28.6%
18.1%

46.7%
60.0%
44.7%

11.1%
14.8%

85.2%
70.0%
81.4%

9.1%
8.3%
1.4%
37.0%
61.2%
45.2%

7.7%
9.8%
4.9%
44.1%
30.1%
49.7%

8.5%
12.2%
19.5%
52.4%
25.6%
68.3%
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10.6.2 The Risks and Costs of Apprehension

The risk of being caught and punished will only act as an effective deterrent to shoplifting 

if people believe that they will be caught and punished if they steal from shops, and as 

shown in Table 10.16, the non-shoplifters, past shoplifters and recent shoplifters held very 

different views about this. For the non-shoplifters, the risks and costs of apprehension 

appeared to be an effective deterrent, with the majority of non-shoplifters agreeing that 

it is likely that shoplifting would result in their being caught and arrested, and that this is 

an adverse outcome of the behaviour, although just over 60% of the non-shoplifters 

agreed that the penalties for shoplifting are not severe. Although 80.7% of the consumer 

non-shoplifters and 70.3% of the student non-shoplifters agreed that apprehension for 

shoplifting is likely, 39.3% and 44.7% respectively agreed that there is little risk of being 

caught. This finding is somewhat inconsistent. It is possibly explained, however, by the 

non-shoplifters’ perceptions of the effectiveness of retail security, with 45.2% of the 

consumers and 37% of the students agreeing that it is ineffective. Less than 40% of the 

non-shoplifters agreed that low risks of apprehension, ineffective security and lenient 

penalties would encourage them to shoplift, suggesting that their non-shoplifting 

behaviour is deterred by something more than the risks and costs of being caught.

Although the past shoplifters were less likely than the non-shoplifters to think that 

shoplifting would result in apprehension and arrest, over 45% thought it likely that they 

would be caught, and 73% agreed that they would be arrested. Less than half of the past 

shoplifters viewed retail security as being ineffective, and shoplifting as a low risk crime, 

and the consumers were more likely than the students to view the penalties for shoplifting 

as not being severe (60% of the consumers compared to 30.1% of the students).

241



Only 14.8% of the consumer recent shoplifters thought it likely that they would be caught 

if they shoplifted, and only 33.3% that they would be arrested for committing a crime. 

This is consistent with their views of the risks of shoplifting and the effectiveness of retail 

security, 85.2% viewed retail security as ineffective and 81.4% agreed that there is little 

risk of being caught. The students were more likely to think that they would be caught 

and arrested for shoplifting (26.9% and 62.5% respectively) and were less likely to agree 

that retail security is ineffective and the risks of being caught low (52.4% and 68.3% 

respectively). Although 70% of the consumers agreed that the penalties for shoplifting 

are not severe, only 25.6% of the students agreed with this view. Unsurprisingly, over 

85% of the recent shoplifters agreed that ineffective security would facilitate shoplifting, 

and over 74% lenient penalties and low risks of apprehension. Overall, the perception 

of the recent shoplifters was that shoplifting is a low risk, low cost crime, and although 

the majority agreed that being caught and arrested for shoplifting is an adverse outcome 

of the behaviour, as most of the recent shoplifters did not think that they would be 

caught, the threat of arrest and punishment is unlikely to deter them.

10.6.3 Apprehension and Previous Experience

The recent and past shoplifters held different perceptions of the risks and costs of 

shoplifting, and it is likely that their perceptions are influenced by their previous 

experiences of shoplifting (previous experience was significantly correlated with 

apprehension beliefs for the consumer past shoplifters, arrest -0.20/K.O5, caught -0.29 

/ K  OI). Of the consumers, 26.5% of those admitting to shoplifting had been caught 

shoplifting at least once (28.6% of the past and 18.5% of the recent shoplifters), and of 

the students, 18.2% of those admitting to shoplifting had been caught at least once
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(15.4% of the past and 23.2% of the recent shoplifters). Table 10.17 shows the 

apprehended shoplifters’ extent of agreement with the apprehension beliefs. Although the 

apprehended recent shoplifters were more likely to think that they would be caught than 

the apprehended past shoplifters, they were also more likely to agree that retail security 

is ineffective and that the penalties for shoplifting are not severe. In addition, they were 

more likely to agree that they would shoplift in the future. Thus, although the threat of 

being caught and punished appears to have deterred the apprehended past shoplifters, 

it seems to have had less impact on the apprehended recent shoplifters. When asked 

whether being caught would deter them from future shoplifting, only 20% of the 

apprehended consumer recent shoplifters and 21% of the apprehended student recent 

shoplifters agreed that it would (compared to 90% of the consumer past shoplifters and 

77.3% of the student past shoplifters).

Table 10.17 The views of the apprehended shoplifters

Past shoplifters Recent shoplifters

consumers
(n=30)

students
(n=22)

consumers
(n=5)

students
(n=19)

Percentage thinking it likely that , 
they will be caught 
they will be arrested

36.7%
20.0%

22.7%
0

40.0%
60.0%

52.6%
15.8%

Percentage agreeing that: 
retail security is ineffective 
penalties are not severe

36.7%
60.0%

27.3%
27.3%

80.0%
40.0%

42.1%
63.2%

Percentage thinking it likely that:
they intend to shoplift in the future
they will shoplift if they have the opportunity

6.7%
3.3%

0
4.5%

40.0%
40.0%

63.2%
68.4%
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10.6.4 Attitudes to the Police and Breaking the Law

One of the major findings of this study was the attitude of the recent shoplifters to the 

police. Of the consumer recent shoplifters, 44.4% agreed that doing what the police want 

them to do is bad (25.9% extremely bad). Of the student recent shoplifters, 26.8% agreed 

that doing what the police want them to do is extremely bad (25.6% answered “neither”). 

The correlations shown in Table 10.18, suggest a strong relationship between negative 

attitudes to the police and several aspects of shoplifting behaviour, which could imply that 

anti-police attitudes encourage shoplifting behaviour or vice versa. Lack of motivation 

to comply with the police appears to be related to gender. Both the consumer and student 

male recent shoplifters were significantly less likely than the females to think that doing 

what the police want them to do is good (Appendices D and F, Tables D4 and F26).

Table 10.18 Significant correlations between motivation to comply with the police 
and the individual global and belief variables - recent shoplifters

consumers - variables significantly correlated 
with motivation to comply with the police

students - variables significantly correlated 
with motivation to comply with the police

intend -.49* guilty -.39* chance -.28* easy -.40**
will -.46* principles -.59** will -.28* opptnty -.25*
good -.50** pay -.65** good -40** guilty -.35**
right -.42* save -.54** stupid -.22* morally -.26*
reward -.50** ineffective excite -.42** law -.40**

security -.53** reward -.27* save -.22*
*significant atp<. 05 **significcmt atp<. 01

The student respondents were asked about their views on the criminality of shoplifting. 

The recent shoplifters were significantly less likely to view shoplifting as breaking the law 

and to feel that breaking the law is bad. Only 79.2% thought shoplifting a crime, and 

19.5% viewed breaking the law as good. This analysis suggests that the recent shoplifters 

have little respect for the law, and it seems likely that this, together with their view that 

there is little risk of being caught and punished, facilitates their shoplifting behaviour.
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10.6.5 Apprehension Factors and Shoplifting Intentions

The correlations between the apprehension factors and shoplifting intentions are shown 

in Table 10.19. For the consumer non-shoplifters and past shoplifters, the majority of 

these correlations were not significant, which suggests that other factors may be more 

important in influencing their shoplifting intentions. For the consumer recent shoplifters, 

the negative correlations between caught and arrest and intentions indicate that those

Table 10.19 Correlations between apprehension factors and shoplifting intentions

Non-shoplifters Past shoplifters Recent shoplifters

consumers 
(n=285)

students 
(n= 219)

consumers 
(n= 105)

students 
(n=143 )

consumers 
(n= 27)

students 
(n= 82)

caught -.17*

00©r -.08 -.02 -.52** .06
arrested -.10 -.05 -.05 -.17 -.39 -.14
breaking the law - .11 - .08 - .19
ineffective security .07 .40** .15 .30** .46* .27*
penalties not severe -.13* .31** .04 .21* .32 .21*
little risk .02 .32** .24* .36** .14 .15

*significant atp<. 05 **significant atp<. 01

respondents who thought apprehension and arrest unlikely were more likely to shoplift, 

and this, together with their perceptions of the ineffectiveness of retail security, was 

significantly associated with the likelihood of their future shoplifting behaviour. The 

concerns of the student non-shoplifters and past shoplifters about the effectiveness of 

retail security, the risks of shoplifting and the penalties for the behaviour were significantly 

associated with their shoplifting intentions, which suggests that they may be deterred from 

shoplifting by the risks and costs of being caught. Although the student recent shoplifters 

were more likely to think that they would be caught and arrested than their consumer 

counterparts, their shoplifting intentions were associated with their perceptions of the 

ineffectiveness of retail security and the low risks of being caught and punished.
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10.7 The Influence of Social Factors

Social influence, in terms of family and friends, has been found to be an important 

determinant of shoplifting activity (Cox et al, 1990; Cox etal, 1993; Tibbetts, 1997), and 

can impact on shoplifting behaviour in two ways: firstly, as a control, in that the 

disapproval of shoplifting by family and friends can inhibit the behaviour (Cox et al, 

1993); secondly, as a facilitator, in that having family or friends who shoplift or who 

approve of shoplifting may provide a supportive climate for the behaviour (including 

information about shoplifting), and result in it being seen as acceptable (Bales, 1982; Cox 

et al, 1990; Kraut 1976). There is considerable support from both the consumer and the 

student surveys that family and friends play a major role in both inhibiting and facilitating 

shoplifting behaviour.

10.7.1 The Subjective Norm

Although the subjective norm (social pressure to perform or not to perform the behaviour) 

was a significant predictor of intentions for both the consumer non-shoplifters and past 

shoplifters, it was not significant for either the consumer recent shoplifters, or for the 

student respondents, although it was significantly correlated with intentions for these 

groups (see Tables 8.34 and 9.33). Comparison of the mean scores for the consumer 

and student respondents (Appendices D and F, Tables D12 and F I8) indicates that the 

recent shoplifters in both groups were significantly less likely than the non-shoplifters and 

past shoplifters to know people who disapproved of shoplifting, or who thought that they 

should avoid the behaviour.
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The opinions of people who are important to the respondents were significantly associated 

with the majority of the attitude, moral norm and perceived control variables, as shown 

in Chapter 8, Table 8.32, and Chapter 9, Table 9.31. For example, the perceptions of 

the consumer recent shoplifters that shoplifting is right, rewarding, easy and not 

morally wrong, and that there are plenty of opportunities for shoplifting, were strongly 

associated with the opinions of people important to them. This is consistent with the 

Theory of Differential Association (Sutherland and Cressey, 1966; 1970) which 

hypothesises that the skills, motives and attitudes necessary for criminal behaviour are 

learned through interaction with others. Similarly, consistent with social control theorists 

(Gottffedson and Hirschi, 1990; Hirschi, 1969), for the student non-shoplifters, the 

significant correlations between the subjective norm and dishonest, wrong, stupid, guilty 

and morally wrong suggest that their anti-shoplifting attitudes and their strong moral 

views about the behaviour were associated with the views of people important to them.

10.7.2 The Influence of Family and Friends

Family and friends were identified as the referent groups who were likely to have an 

important impact on shoplifting (and non-shoplifting) behaviour, and as shown in Table 

10.20, the likelihood and evaluation of the beliefs relating to these two groups exhibited 

a similar pattern across the two samples of respondents. Overall, the recent shoplifters 

were less likely than the non-shoplifters and past shoplifters to have family and friends 

who would want them to avoid shoplifting, and were less likely to be motivated to comply 

with the views of their family and friends. In addition, both groups of recent shoplifters 

were more likely to think that encouragement by friends would facilitate shoplifting 

behaviour, and more likely to agree that their friends often encouraged them to shoplift.
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Table 10.20 Likelihood and evaluation of the social factors

Consumers (n= 417) Students (n=444)

non past recent non past recent

Percentage thinking it likely that: 
family think they should avoid shplitng 
friends think they should avoid shplftng 
encouragement by friends would 
facilitate shoplifting

97.2%
88.7%
9.2%

92.4%
69.5%
19.1%

92.4%
40.7%
59.2%

92.7%
85.0%
18.8%

94.4%
64.4%
42.0%

73.3%
33.0%
48.7%

Percentage agreeing that: 
doing what my family wants is good 
doing what my friends want is good 
my friends encourage me to shoplift

81.8%
88.7%
3.6%

71.5%
48.5%
5.8%

81.4%
44.4%
44.4%

75.9%
51.6%
3.6%

71.4%
48.3%
10.5%

56.1%
52.5%
30.5%

The correlations between the variable my friends often encourage me to shoplift (peer 

influence) and the individual global and belief variables for the recent shoplifters are 

shown in Table 10.21. The strong associations between the variables demonstrate that 

peer influence may play a major role in shoplifting behaviour. For example, for the 

consumer recent shoplifters, the strong correlation between peer pressure and easy 

suggests that their friends may have influenced their perception of how easy or difficult 

shoplifting is likely to be. The correlations also suggest that their friends may have 

communicated information about the benefits of shoplifting, the effectiveness of security

Table 10.21 Correlations between peer influence and the individual variables

Global and belief variables correlating significantly with peer influence - recent shoplifters

Consumer recent shoplifters (n=27) Student recent shoplifters (n=82)

intend .59** easy .57** chance .44** pay .39**
will .56** guilty .40* will .45** save .35**
good .69** arrest .46* good .29** ineffective security .33**
honest .65** caught .58** wise .51** little risk .32**
right .61** pay .50* excite .43**
wise .56** ineffective security .57** easy .30**
reward .58** penalties not severe .55** guilty .38**

little risk .47* morally .33**
*significant atp<. 05 **significant atp<. 01
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measures and the risks of being caught. Similarly the strong correlations between intend 

and will and peer influence indicate that peer encouragement is strongly associated with 

the likelihood of future shoplifting involvement. This is supported by the correlations 

between intentions and the social factors shown in Table 10.22.

Table 10.22 Correlations between intentions and the social variables

Non-shoplifters Past shoplifters Recent shoplifters

consumers 
(n=285)

students 
(n= 219)

consumers 
(n= 105)

students 
(n=143)

consumers 
(n= 27)

students 
(n= 82)

approve .52** .33** .27** .37** .41** .36**
avoid .50** .37** .27** .34** .39** .36**
family .14* -.08 .05 -.05 .47* .25*
friends .24** .29** .19 .35** .47* .45**
peer influence .23** .52** .18 .31** .46* .44**

*significant at p<. 05 **significant at p<. 01

Thus, social pressure is likely to influence shoplifting behaviour in two ways. The 

influence of family and friends who do not approve of shoplifting behaviour is likely to 

reinforce and/or influence the negative shoplifting attitudes and views of those who do 

not shoplift. Whereas, for those who do shoplift, their family and friends, who are more 

approving of shoplifting behaviour, are likely to provide information about shoplifting, a 

supportive climate for the behaviour, and reinforce and/or influence their pro-shoplifting 

attitudes and amoral views about the behaviour.

10.8 Is Shoplifting a Rational Crime?

Rational choice theories of crime (Cornish and Clarke, 1986a) hypothesise that offenders 

choose to engage in criminal behaviour, basing their decision on a rational calculation of 

the costs and benefits of the crime. Applied to shoplifting, this would suggest that 

potential shoplifters compare the economic benefits of shoplifting with the risks and costs
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of being caught, and select the alternative with the highest utility. This proposition 

implies that shoplifters are outcome-oriented, and to determine whether shoplifting is a 

rational crime for the respondents in this study, the correlations between shoplifting 

intentions and the economic outcomes and the apprehension outcomes were compared. 

As shown in Table 10.23, for the recent shoplifters, shoplifting certainly appeared to be 

a rational crime. For the consumers, the strong positive correlations between intentions 

Table 10.23 Intentions and the economic and apprehension beliefs

If I shoplift Non-shoplifters Past shoplifters Recent shoplifters

consumers students consumers students consumers students
(n=285) (n= 219) (n= 105) (n=143) (n= 27) (n= 82)

I will get free goods .20** .35** .41** .28** .65** .62**
I will save money .14* .40** .39** .35** .72** .59**
I will be caught -.17* -.05 -.08 -.17 -.52* -.14
I will be arrested -.10 -.08 .05 -.02 -.39* .06

^significant at p<. 05 **significant at p<. 01

and getting goods without paying and saving money, and the strong negative correlations 

between intentions and apprehension and arrest (indicating that those who view 

apprehension and arrest as unlikely are more likely to shoplift) indicate that their 

perceptions that the economic benefits of shoplifting outweigh the risks and costs ofbeing 

caught were strongly associated with their shoplifting intentions. Similarly, the student 

recent shoplifters were more influenced by the benefits of shoplifting than the risks of 

apprehension and arrest, the positive (but insignificant) correlations between intentions 

and arrest and caught reflecting that the students were more likely than the consumers 

to think that shoplifting would result in apprehension and arrest.

Although a similar relationship is indicated for both the consumer and the student non- 

shoplifters and past shoplifters, the correlations were not as strong, which suggests that
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other factors may be more influential on their shoplifting intentions. The significant 

correlations shown in Table 10.12 suggest that perceptions of the economic outcomes of 

shoplifting were strongly associated with shoplifting attitudes and moral views about the 

behaviour. Thus, although both the non-shoplifters and past shoplifters were aware of 

the economic benefits of shoplifting, their anti-shoplifting attitudes and their strong moral 

views about the behaviour prevented them from intending to shoplift in the future.

The six global and belief measures with the strongest correlations with intentions for each 

category of respondent are listed in Table 10.24 in descending order of significance. For 

the consumer non-shoplifters, the variables most strongly associated with their intentions 

related to social pressure (subjective norm) and attitude, whereas for the student non- 

shoplifters, moral views and peer influence were more strongly associated with their 

intentions, and retail security was also important. For the consumer past shoplifters, the 

attitude variables, both affective and knowledge-based (perceived control) were the 

variables most strongly associated with their intentions. Similarly, for the student past 

shoplifters, the affective and knowledge-based components of attitude were important, 

as were their perceptions of the risks of shoplifting and the influence of their friends.

Table 10.24 The six most significant global and belief variables

Non-shoplifters Past shoplifters Recent shoplifters

consumers 
(n=285 )

students 
(n= 219)

consumers 
(n= 105)

students 
(n=143)

consumers 
(n= 27)

students 
(n= 82)

approve .52 peers .52 good .53 wise .44 good .75 pay .62
avoid .50 guilty .50 wise .51 reward .38 save .72 save .59
wise .45 morally .49 excite .49 good .37 guilty .69 good .56
right .44 stupid .46 honest .43 risk .36 morally .68 excite .55
honest .33 excite .41 right .43 right .35 right .67 friends .45
good .31 security .40 easy .36 friends .35 pay .65 peers .44

all correlations significant at p<. 01
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Although the correlations in Table 10.24 indicate that for the consumer and the student 

recent shoplifters, shoplifting was a rational crime, motivated by their perception that 

shoplifting would benefit them economically, the correlations also suggest that shoplifting 

results from rather more than a rational calculation of the costs and benefits of the 

behaviour. Their pro-shoplifting attitudes and amoral views about the behaviour suggest 

that the recent shoplifters were less critical of shoplifting behaviour than their non- 

shoplifting counterparts, and were unlikely to be inhibited from shoplifting by feelings 

of guilt or strong moral views. Peer influence was also important, and the discussion 

suggests that the recent shoplifters were more likely to have friends who approve of 

shoplifting and who provided support and encouragement for the behaviour.

10.9 Interesting But Less Major Findings

As discussed in the introduction, the two surveys produced a wealth of information about 

shoplifting behaviour. This section discusses the findings, which although interesting and 

relevant to shoplifting and shoplifting prevention, were considered to be less important 

than the findings discussed in the previous sections.

10.9.1 The Impact of Retailers’ Marketing Strategies

Increases in shoplifting behaviour have been attributed to modem retailing practices, and 

the consumer survey attempted to evaluate the impact of retailers’ marketing strategies 

on shoplifting behaviour. The findings are summarised below:

• 74% of respondents overall, and 89% of recent shoplifters, thought it likely that
people shoplift because they are tempted by the displays of goods in the shops.

• 70% of respondents overall, and 89% of recent shoplifters, thought it likely that
people shoplift because the retailers’ promotional strategies encourage them to 
want things they can’t afford.
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• 85% of respondents overall, and 96% of recent shoplifters, thought it likely that 
people shoplift because they have easy access to the goods they want to steal.

• 84% of respondents overall, and 96% of recent shoplifters, thought it likely that 
people shoplift because they have the opportunity to do so.

The opportunistic nature of shoplifting is supported by the fact that recent shoplifters 

were more frequent users of shops than the non-shoplifters and past shoplifters, with 

81.5% of the consumer recent shoplifters and 60.5% of the student recent shoplifters 

visiting shops at least once a day. It could be argued, however, that the recent shoplifters 

were making opportunities for shoplifting.

Thomas (1980) argues that retailers are faced with conflicting objectives in that easier 

access to goods and more attractive displays will not only increase sales but also increase 

the amount of theft. Beck and Willis (1998) agree with this view and argue that a balance 

is required between ease of access to goods and retail security measures. As more 

restrictive security practices may have the effect of deterring honest shoppers from using 

the shops, retailers need to consider the impact of their security measures on customers. 

Of the consumer non-shoplifters, 63% stated that retail security measures did not make 

them feel apprehensive, and 91% agreed that the presence of security measures had never 

prevented them from using a shop (compared to 78.1% of past shoplifters and 59.3% of 

recent shoplifters). Thus, it appears that the majority of honest shoppers are not “put 

off’ by retail security, although it appears to be deterring some shoplifters.

10.9.2 The Effectiveness of Individual Security Measures

Although 45.2% of consumer respondents overall, and 85.2% of the consumer recent 

shoplifters, viewed retail security as ineffective, there was considerably more support for
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the effectiveness of individual security measures, with 92% of all consumer respondents 

agreeing that CCTV, alarms, and electronic tags were likely to deter people from 

shoplifting. Although the non-shoplifters and past shoplifters agreed that CCTV, 

electronic tags and alarms were the most effective deterrents to shoplifting, the recent 

shoplifters viewed uniformed security guards as being a more effective deterrent than the 

technological measures. This is consistent with the research of Butler (1994), which 

suggests that as shoplifters perceive humans to present a greater risk than security 

technology, they are a more effective deterrent to shoplifting.

10.9.3 Strategies to Control Shoplifting

The consumer respondents were asked their opinion about eight potential strategies for 

controlling shoplifting behaviour. The results are summarised below:

• Over 75% of respondents overall, and 65% of recent shoplifters, agreed that
shoplifters should be treated more severely, that retailers should report all 
shoplifters to the police and that all shoplifters should be prosecuted.

• Only 27% of respondents overall felt that the shops should deal with the
shoplifters themselves, although there was considerably more support for civil 
recovery, with 60% of all respondents agreeing that this is a viable method of 
dealing with shoplifters.

• Only 41% of respondents overall, and 26% of recent shoplifters, agreed that
media anti-shoplifting campaigns would help reduce shoplifting.

• Only 58% of respondents overall, and 11% of recent shoplifters, agreed that if
they saw someone shoplifting, they would report them to the shop.

10.9.4 Evaluation of the Less Major Findings

Although the areas discussed in the previous three sections provide useful information 

for retailers, these findings were not considered to be major for the following reasons.
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Firstly, the questions relating to these three areas were phrased indirectly, for example,

people shoplift because extremely likely/extremely unlikely, and thus may not provide

reliable data, as the non-shoplifters’ responses were not based on their personal 

experiences, and the past and recent shoplifters may be neutralising their shoplifting 

behaviour. Secondly, as the majority of the questions relating to these three areas were 

only asked in the consumer survey, it is impossible to verify the accuracy of the findings 

by comparing them with those of the student respondents. Despite the possible 

unreliability of these findings, they provide some useful information as to how retailers 

might combat shoplifting, and the implications for retailers of the overall findings from this 

study are discussed further in the next chapter.
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CHAPTER 11 

CONCLUSION - 

DRAWING THE THREADS TOGETHER

11.1 Introduction

The aim of this chapter is to bring together the discussion and findings from the two 

shoplifting surveys. The first section restates the research objectives and discusses how 

the approach taken by this study has enabled the research objectives to be achieved. The 

second section evaluates the contribution made by this study to shoplifting knowledge. 

The third section discusses the implications of the findings for shoplifting prevention, and 

the fourth section considers areas for further research. The final section brings the thesis 

to a conclusion by summarising the purpose of the study and how the approach taken 

provides a useful strategy for understanding and explaining shoplifting behaviour.

11.2 The Research Objectives

This study was undertaken with the aim of achieving the following research objectives:

1. To explore the utility of applying a consumer behaviour approach to situational 
crime prevention theory in order to provide a greater understanding of shoplifting 
behaviour.

2. To investigate the applicability of using the Theory of Planned Behaviour to 
understand and explain shoplifting behaviour.

3. To gain an understanding of attitudes toward shoplifting and the beliefs 
underlying shoplifting behaviour, and how these differ between non-shoplifters 
and shoplifters.

4. To identify the factors which encourage or inhibit customer theft. This includes 
an investigation of shoplifting motivation, and of the impact of retailers’ 
shoplifting prevention measures and marketing strategies on shoplifting.

The following discussion demonstrates that each of these objectives have been achieved.
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11.2.1 Research Obj ective 1: The Consumer Behaviour Approach

Shoplifting shares certain similarities with “normal” shopping behaviour in that it results 

from the coincidence of three factors: a motivated customer (or in the case of customer 

theft, shoplifter), attractive and available goods, and the opportunity to purchase (or 

steal) them. This view of shoplifting is consistent with the Rational Choice Perspective 

(Cornish and Clarke, 1986a) on which current situational crime prevention approaches 

are based. Situational crime prevention is, however, concerned with manipulating the 

environment to prevent crime, rather than trying to understand and change criminal 

motivation (Cornish, 1994). Thus, attention is focused on how crime can be prevented, 

either by reducing opportunities for crime or by increasing the risks of apprehension 

(Clarke, 1983, Ekblom, 1986), and with a few exceptions (Butler, 1994; Carroll and 

Weaver, 1986), little attention has been paid to the factors influencing the theft decision.

As the understanding of the factors influencing consumers’ choices and decisions is the 

concern of consumer behaviour theorists (East, 1990, 1997; Tuck, 1976), it was 

considered appropriate to use a theory of consumer behaviour to research shoplifting. 

Cognitive theories of consumer behaviour are based on the premise that consumers are 

reasonably rational decision-makers (Bettman, 1979; Engel et al, 1995; Howard, 1994) 

and are thus consistent with the rational choice perspective on which situational crime 

prevention is based. The consumer behaviour approach, however, provides an additional 

dimension to the understanding of shoplifting behaviour, in that it attempts to provide 

some explanation of how situational crime prevention measures interact with the beliefs, 

attitudes and perceptions of the individual to influence the decision to steal (or not to 

steal). Integrating consumer behaviour and situational crime prevention approaches has
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proved to be a successful strategy for researching shoplifting behaviour as the discussion 

in the following sections demonstrates.

11.2.2 Research Objective 2: The Theory of Planned Behaviour

A cognitive theory of consumer behaviour, the theory of planned behaviour (Ajzen, 

1991) was selected to investigate the factors which influence the choices and decisions of 

shoplifters and non-shoplifters, and to examine the interaction between the attitudes and 

beliefs underlying shoplifting (and non-shoplifting) behaviour and retailers’ marketing and 

shoplifting prevention strategies.

The theory of planned behaviour (Ajzen, 1991) provides a theoretical framework for 

understanding and explaining behaviour, and traces behaviour through a series of 

intervening concepts (intentions, attitudes, subjective norm, perceived control, and in the 

case of this study, moral considerations) to the beliefs underlying behaviour. By use of 

multiple regression, it is possible to establish which components of the theory exert the 

strongest influence on shoplifting intentions (and thus, by implication, shoplifting 

behaviour) and to investigate the separate and combined effects of these measures. The 

theory provides a further level of explanation in that it enables the identification of the 

beliefs underlying shoplifting behaviour, and the investigation of the relationship 

between these beliefs and shoplifting intentions, attitudes, social pressure, moral views and 

perceptions of control over the behaviour. Thus, the use of the theory of planned 

behaviour allowed a consumer behaviour approach to be applied to situational crime 

prevention theory in order to determine the factors which influence shoplifting (and non

shoplifting) behaviour, and to investigate how these factors interact with the shoplifting 

prevention strategies of retailers to influence the decision of whether or not to shoplift.
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The findings from the consumer and school surveys indicate that this approach is an 

appropriate method of researching shoplifting behaviour. The theoretical framework 

provided by the theory of planned behaviour enabled the investigation of how the factors 

identified in the literature review as being associated with shoplifting behaviour 

(opportunities for shoplifting, the deterrent effect of shoplifting prevention measures, 

social influence, economic considerations and moral views) interacted with the attitudes 

and beliefs of the respondents, to influence the decision of whether or not to steal. The 

findings from both studies suggest that shoplifting behaviour cannot be attributed to one 

factor in isolation, but rather that a number of factors, acting in combination, influence 

consumers’ decisions to steal. Consistent with the rational choice perspective, the 

findings suggest that shoplifting results from the coincidence of a motivated offender (in 

terms of a positive evaluation of shoplifting and its financial benefits) and an opportunity 

to commit the crime, either in terms of availability of attractive goods or perceptions of 

low risks of apprehension.

11.2.3 Research Objective 3: Shoplifting Attitudes and Beliefs

The theoretical framework provided by the theory enabled the identification of the 

attitudes and beliefs which influence both shoplifting and non-shoplifting behaviour. The 

elicitation process enabled the salient attitudes and beliefs about shoplifting to be obtained 

from a sample of the population to be surveyed. The attitudes from this elicitation 

process were then compared with previous shoplifting studies and applications of the 

theory of planned behaviour, in order to identify six areas which were felt to encapsulate 

attitudes toward shoplifting. The similarity in the beliefs obtained in all three elicitations 

suggests that these beliefs may be typical of the beliefs underlying shoplifting behaviour.
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The research method used by this study enabled the respondents to be classified by their 

previous shoplifting behaviour into non-shoplifters, past shoplifters and recent shoplifters, 

and thus allowed any differences in attitudes, beliefs and perceptions between the three 

groups to be identified. The findings from the two surveys indicate that, with a few 

exceptions (notably beliefs about the severity of the penalties for shoplifting and 

evaluation of being caught and arrested for the crime), the recent shoplifters held 

significantly different views about shoplifting from the non-shoplifters and the past 

shoplifters. It was initially hoped that it would be possible to identify some “clues” as to 

why those who had shoplifted in the past no longer did so, and analysis of the two surveys 

indicated that the non-shoplifters and the past shoplifters held very similar beliefs, 

attitudes and moral views about shoplifting. This suggests that the past shoplifters have 

developed anti-shoplifting attitudes and beliefs in order to desist from the behaviour, 

possibly because of their previous experiences of shoplifting, and the findings indicate that 

the past shoplifters’ attitudes and moral views were significantly associated with their 

previous shoplifting behaviour.

The research study indicates that non-shoplifters and shoplifters do hold different beliefs, 

attitudes and perceptions about shoplifting behaviour, and as discussed in the following 

section, it is likely that these differences may explain why some individuals shoplift and 

others do not. The study also demonstrates the utility of categorising attitudes into 

affective or experiential components and instrumental or knowledge-based components, 

and indicates that previous experiences of shoplifting are likely to play an important role 

in determining future shoplifting behaviour.
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11.2.4 Research Objective 4: Factors which Inhibit or Encourage Customer Theft

Applied to shoplifting, the rational choice perspective implies that the factors which 

inhibit or encourage customer theft are likely to relate to three areas: shoplifting 

motivation, opportunities for shoplifting and the risks and costs of apprehension. The 

findings from this study support this proposition, with attitudes, moral views, social 

influence, and perceptions of the costs and benefits of the crime being the factors 

identified as both inhibiting and facilitating shoplifting behaviour.

The non-shoplifters and past shoplifters in both surveys were inhibited from shoplifting 

behaviour by their anti-shoplifting attitudes and their strong moral views about the 

behaviour, with negative attitudes to shoplifting being the major predictors of shoplifting 

intentions for both groups of respondents. The consumer respondents were also 

influenced by the shoplifting views and attitudes of people important to them, whereas 

the student respondents were more likely to be influenced by the factors identified as 

controlling shoplifting behaviour (perceptions of the risks of shoplifting, retail security, 

and the influence of their friends). The discussion in section 11.2.1 suggests that 

shoplifting results from the coincidence of three factors: a motivated consumer (or in the 

case of customer theft, shoplifter), desirable products, and opportunity (either in terms of 

availability of the goods or perceptions of low risks of apprehension). Thus, for the non

shoplifters and past shoplifters, the first condition is not satisfied, as their strong moral 

views, negative attitudes to shoplifting and social pressure to refrain from the behaviour 

prevent these respondents from being motivated to shoplift. The small minority of 

consumer non-shoplifters who thought future shoplifting a possibility, indicated that 

although they held strong anti-shoplifting attitudes and moral views, these views may be
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overridden if they were presented with a shoplifting opportunity where the risks of 

apprehension were low (thus satisfying the second and third conditions). As the question 

relating to unplanned shoplifting was omitted from the student survey, it was not possible 

to investigate this with the potential student shoplifters. The overwhelming majority of 

both the consumer and student non-shoplifters and past shoplifters viewed the shoplifting 

prevention measures used by retailers as being an effective deterrent to shoplifting. 

Although it is unlikely that the opinions of non-shoplifters provide a reliable measure of 

the effectiveness of shoplifting prevention, due to their non-experience of the behaviour, 

it seems likely that the presence of these measures may deter those non-shoplifters and 

past shoplifters who are tempted to shoplift.

Over half of the recent shoplifters in both studies thought it likely that they would shoplift 

in the future, and the main predictors of their shoplifting intentions were their favourable 

shoplifting attitudes and their perceptions of the economic benefits of the crime. Thus, 

this group of shoplifters could be regarded as motivated offenders. Consistent with 

rational choice approaches, the findings indicate that both the consumer and the student 

recent shoplifters stole from shops because they perceived the financial benefits of 

shoplifting to exceed the risks and costs of being caught. Although the majority of the 

recent shoplifters viewed shoplifting as a low risk crime and agreed that retailers’ security 

measures are ineffective, there was considerable support for the effectiveness of the 

individual deterrence measures of CCTV, electronic tags and uniformed security guards. 

The findings also suggest that shoplifting is rather more than a rational calculation of the 

costs and benefits of the crime, and indicate that attitudes, a lack of moral concerns about 

the behaviour and peer pressure are also likely to play an important role in facilitating
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shoplifting. Peer pressure was particularly influential for the student respondents with 

peer influence being significantly associated with the intentions of all three groups of 

respondents. This suggests that friends are likely to play an important role in shoplifting 

behaviour, either in terms of discouraging the behaviour (for the non-shoplifters and the 

past shoplifters) or in terms of providing information about shoplifting and a supportive 

climate for the behaviour (for the recent shoplifters).

This research study also investigated the possibility that the retailers’ marketing strategies 

encourage theft behaviour in shops. Although the overwhelming majority of consumer 

respondents agreed that it was likely that people shoplift because they are tempted by the 

displays of goods, because retailers’ promotional strategies encourage them to want 

things they can’t afford, and because they have easy access to the goods, as the questions 

relating to these areas were asked in an indirect manner, and were not included in the 

school surveys, it is possible that the findings are not reliable (as discussed in Chapter 10, 

section 10.9.4). Nevertheless, the questions implying that shoplifting may result from 

current retailing practices provide useful information for retailers.

11.3 Contribution to Knowledge

By taking the approach that shoplifting could be appropriately viewed as a form of 

consumer behaviour, and by applying a theory of consumer behaviour to situational crime 

prevention approaches in order to provide a greater understanding of the factors which 

inhibit or encourage customer theft, this thesis has made a contribution to knowledge in 

three areas: the theory of planned behaviour, shoplifting research and consumer 

behaviour and marketing theory.
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11.3.1 Contribution to the Theory of Planned Behaviour

Although this study strengthens the already considerable empirical support for the theory 

of planned behaviour, the findings indicate problems with the perceived control measure. 

The degree of multicollinearity between the attitude and the perceived control measures 

suggests that these two measures do not represent different underlying dimensions of 

shoplifting intentions. The analysis indicates that in this study, the variables traditionally 

used to measure perceived control are more appropriately viewed as attitudes based on 

knowledge obtained from prior experience of shoplifting, rather than the factors 

perceived as controlling the behaviour. Thus, the perceived control measure requires 

further investigation, and the findings from this study suggest that the control beliefs may 

represent a more appropriate measure of perceived control. In addition, the findings 

indicate that the theory of planned behaviour provides a suitable method for investigating 

other types of criminal behaviour (for example, vandalism) through a large-scale 

quantitative survey of the general population.

11.3.2 Contribution to Shoplifting Research

This thesis has made two major contributions to shoplifting research. Firstly, it has 

demonstrated a method for investigating how the individual’s beliefs and attitudes about 

shoplifting and shoplifting prevention interact with the retailers’ shoplifting prevention 

strategies to influence the shoplifting decision. Secondly, it has demonstrated a method 

of operationalising rational choice theory in a large-scale quantitative survey.

This thesis contends that as shoplifting shares certain similarities with “normal” shopping 

behaviour, an appropriate method of researching shoplifting is to apply a consumer 

behaviour theory to situational crime prevention approaches, in order to understand the
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factors which influence shoplifting behaviour, and which inhibit or encourage customer 

theft. Cognitive theories of consumer behaviour, such as the theory of planned behaviour, 

are based on the premise that consumers are rational decision-makers who consider the 

implications of their actions. Thus, these theories are compatible with rational choice 

theories of crime on which situational crime prevention approaches are based. Although 

situational crime prevention approaches have been used as the basis for a number of 

studies into the effectiveness of shoplifting prevention measures, with a few exceptions 

(Beck and Willis, 1991; 1994; Gill and Turbin, 1997), this research has tended to ignore 

the perspective of the individual, in terms of how shoplifting prevention measures are 

perceived by the consumers using shops. Rational choice researchers (Tibbetts, 1997; 

Tibbetts and Herz, 1996) have used large-scale quantitative studies to investigate the 

factors influencing shoplifting behaviour. These studies, however, ignore perceptions of 

the financial benefits of shoplifting and the impact of retail security. Although the studies 

by Butler (1994) and Carroll and Weaver (1986) provide valuable insights into 

shoplifters’ perceptions of the risks and costs of shoplifting, the small sample sizes limit 

the extent to which the findings can be generalised to the shoplifting population.

Although Cornish and Clarke (1986a) and Tuck and Riley (1986) suggested over ten 

years ago that the theory of reasoned action (from which planned behaviour theory was 

developed) provides an appropriate model for operationalising rational choice theories of 

crime, this study represents the first attempt to apply either theory to the rational choice 

perspective in order to investigate a criminal behaviour. In addition, this study 

represents the first attempt in the UK to investigate shoplifting from a rational choice 

perspective through the use of a quantitative survey administered to a large sample of
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randomly selected consumers. By integrating consumer behaviour and situational crime 

prevention approaches, this study has provided an additional dimension to previous 

shoplifting research, in that it attempts to understand how the beliefs, attitudes and 

perceptions of individual consumers interact with retailers’ shoplifting prevention 

strategies to influence the decision of whether or not to steal from shops. Although the 

suggestion that shoplifting is a “rational” crime is not an entirely new finding, the major 

value of the approach taken by this study is that it enables the identification of the beliefs 

underlying shoplifting behaviour. As these beliefs are likely to influence attitudes, moral 

views and perceptions of social pressure and control, it should be theoretically possible 

to change these variables by identifying the beliefs which influence them, and formulating 

strategies to modify either the likelihood or evaluation component of the belief in 

question. The implications of this for shoplifting prevention are discussed in section 11.4.

This study has made a further contribution to shoplifting research. By categorising 

consumers by their previous shoplifting experiences, this study demonstrates a method of 

investigating the views of ex-offenders (the past shoplifters in this study). Although, it 

might have been assumed that people who have shoplifted in the past would have similar 

attitudes to current shoplifters, this study indicates otherwise.

11.3.3 Contribution to Consumer Behaviour and Marketing Theory

Despite the financial significance of shoplifting to retailers, and its impact on the shopping 

experiences of all consumers, little attention has been paid to shoplifting in either the 

consumer behaviour or the marketing literature. Although consumer researchers have 

become increasingly interested in deviant or aberrant consumption, and two consumer 

behaviour models of shoplifting have been hypothesised (Fullerton and Punj, 1993; Hoyer
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and Maclnnis, 1997), there have only been a limited number of shoplifting studies 

conducted from a consumer behaviour perspective. In addition, although shoplifting has 

been attributed to modem retailing practices, little attempt has been made to investigate 

the effect of retailers’ marketing strategies on shoplifting. This study represents the first 

attempt to operationalise a theory of consumer behaviour to research shoplifting and to 

investigate the impact of retailers’ marketing and shoplifting prevention strategies on 

customer theft.

11.4 Implications of the Findings for Shoplifting Prevention

The findings suggest that a considerable proportion of consumers steal as part of their 

normal shopping activities, and indicate that shoplifting is perceived as a low risk, low 

cost crime, despite retailers’ investment in shoplifting prevention measures. Although 

this study has identified the main factors which influenced the shoplifting intentions of the 

respondents surveyed, it has not identified ‘"ten things retailers must do to prevent 

shoplifting”. Instead, the findings suggest that the prevention of shoplifting is matter of 

communication, of changing peoples’ perceptions about the behaviour, and of thinking 

about the interaction between marketing and shoplifting prevention strategies.

For the shoplifters in this study shoplifting is a rational crime, in that they perceived the 

economic benefits of shoplifting to exceed the risks and costs of being caught. This 

implies that retailers should be able to prevent shoplifting, either by reducing the 

opportunities for the crime, or by increasing the risks and costs to the offender. This 

strategy, however, will only be successful if prospective shoplifters believe that there are 

limited opportunities for shoplifting, and that shoplifting behaviour will result in 

apprehension and appropriate sanctions.
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The overall perception of the shoplifters in this study was that shoplifting is an “easy” 

crime for which there are plenty of opportunities. Thus, retailers need (a) to consider the 

potential impact of store layout and merchandising on shoplifting, and (b) to communicate 

that shoplifting prevention measures are being employed in their stores, by increasing the 

visibility of these measures and by using signs and notices to make potential shoplifters 

aware of their presence. Although the shoplifters felt that there was little risk of being 

caught and punished for shoplifting, the 1996 survey of the British Retail Consortium 

(Wells and Dryer, 1997) indicates that shoplifting apprehensions have increased by 55% 

since 1992/93, and that in 1995/96, 65% of apprehended shoplifters were referred to the 

police. As this suggests that shoplifters’ perceptions of the low risks of being caught and 

punished are not entirely accurate, retailers need to change the view that shoplifting is a 

low risk, low cost crime, by communicating that a substantial number of shoplifters are 

caught, and that the majority of apprehended shop thieves are referred to the police.

Being apprehended for shoplifting will only act as a deterrent if shoplifters believe that 

they will be punished for their criminal activity. The majority of respondents in this study, 

did not view the penalties for shoplifting as being severe. Consequently, more effective 

penalties for shoplifting are required. As imprisoning more shoplifters would impose a 

burden on a criminal justice system already stretched to the limit of its resources, retailers 

need to consider alternative solutions which inconvenience the offender. For example, 

increasing the practice of banning shoplifters from shops, displaying photographs of 

apprehended shoplifters in stores, or civil recovery (Bamfield, 1997), which enables 

retailers to take civil action against apprehended shop thieves.

Retailers also need to consider the balance between security and sales. Their marketing
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communications strategies, which are directed at encouraging customers into their stores 

to purchase their products, are also attracting customers who steal. As strategies to deter 

shoplifters may also deter honest consumers, security and marketing communications need 

to be integrated. Retailers must avoid communicating that “we don’t trust our customers” 

but, at the same time, must communicate to potential shoplifters that shoplifting will not 

be tolerated, and that shoplifters will be caught and punished. Although retailers’ 

shoplifting prevention measures did not prevent the overwhelming majority of the non- 

shoplifters in this study from using their shops, any increase in retail security, or in 

communications to make consumers aware of the risks of shoplifting, must be balanced 

against the stores’ marketing requirements.

The findings indicate that the views of the past shoplifters are more similar to those of the 

non-shoplifters than to those who are currently shoplifting. This suggests that they have 

undergone a change in attitudes and beliefs in order to desist from shoplifting behaviour. 

Thus, shoplifting prevention communication strategies should have two objectives. 

Firstly, to prevent first-time shoplifters from engaging in the behaviour and secondly, to 

convert current shoplifters into ex-shoplifters. As the majority of the shoplifters did not 

view shoplifting as morally wrong and felt little guilt about their behaviour, appeals 

emphasising the moral and harmful aspects of shoplifting are unlikely to be effective. 

Thus, anti-shoplifting campaigns should focus on changing the attitudes, beliefs and 

perceptions of prospective shoplifters by communicating to them that shoplifting is a 

difficult crime for which there are limited opportunities, and in addition should stress the 

risks and consequences of apprehension and arrest. The findings indicate that peer 

pressure plays an important role (particularly for the student respondents), both in
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facilitating and inhibiting shoplifting behaviour, and that shoplifters appear to have little 

respect for the law, and even less for the police. Shoplifting education programmes in 

schools could be used to address these two areas. These programmes should emphasise 

that shoplifting is not “cool” and could utilise visits from the police in an attempt to 

change perceptions of their role, and of law-breaking behaviour in general.

11.5 Areas For Further Research

This research project is essentially an exploratory study to investigate the utility of 

integrating consumer behaviour and situational crime prevention approaches to provide 

a greater understanding of customer theft. Although the findings suggest that this is an 

effective method for researching shoplifting, this study has highlighted several areas 

which require further investigation, and in addition, further work is required, both in terms 

of corroborating the findings, and in terms of addressing the limitations of this study.

The findings indicate a low belief in the effectiveness of retail security, and there is limited 

evidence to suggest that merchandising and store layout may impact on customer theft 

decisions. Thus, further research is required into how the risks of apprehension can be 

communicated more effectively to potential customer thieves without deterring honest 

shoppers. Similarly, further research is required into how merchandise can be effectively 

protected without discouraging honest shoppers from handling the products. 

Technological innovations, for example, intelligent packaging, or new methods of 

benefit denial (eliminating the benefits of shoplifted items) may provide a solution to the 

latter, but research will be required into shoppers’ perceptions of these devices. The 

findings also suggest that the attitudes and beliefs of the past shoplifters are more similar 

to those of the non-shoplifters, than of the current shoplifters. As this could have
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implications for the deterrence of shoplifting, further research is required into this area.

In order to support the reliability and validity of the approach taken by this study, further 

research could be undertaken. Firstly, a national study, using a cross-section of 

respondents (both shoppers and school students). Secondly, future research of this kind 

would also benefit from qualitative interviews with self-admitted shoplifters, both for the 

development of the questionnaire, and for verifying the results and conclusions.

Finally, the approach taken by this study, utilising the Theory of Planned Behaviour, 

appears to have considerable utility for investigating customer theft, thus a major area for 

future research could be the application of this approach to other forms of aberrant 

consumer behaviour (for example, credit card fraud and customer violence in shops) and 

other types of retail crime (for example, employee theft, vandalism and burglary).

11.6 Conclusion

Although the true extent of customer theft is not known, due to the problems inherent in 

researching the behaviour, retail crime surveys indicate that it presents a significant 

problem to UK retailers, both in terms of lost revenue and in terms of increased 

investment in retail security. Retailers, however, are not the only victims of shoplifting, 

honest consumers are also affected. Shoplifting is likely to result in increased prices 

through retailers attempting to cover the costs of shoplifting, and in addition increases 

in retail security may adversely impact on the shopping experience. Despite the problems 

imposed by shoplifting, very little academic attention has been focused in this area. 

Traditional methods of researching shoplifting, which have focused on the criminological, 

sociological or psychological aspects of the crime, have produced largely inconclusive
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findings, and although researchers have investigated the effectiveness of retail security 

measures, little is still known about how these measures impact on both shoplifting and 

non-shoplifting behaviour, or about the factors which encourage or inhibit customer theft.

This thesis takes the approach that although shoplifting is criminal behaviour, it could also 

be viewed as a form of consumer behaviour, in that it involves consumers’ conduct in 

retail settings. It is argued that shoplifting can be understood in terms of “normal” 

consumer behaviour, as it results from decisions made in the retail environment and 

retail security measures are likely to impact on all consumers (both honest and dishonest). 

Thus, an appropriate method of researching the behaviour is to apply a theory used in 

consumer research to situational crime prevention approaches, in order to explore 

consumers’ attitudes to shoplifting and shoplifting prevention.

Although the view of a shoplifter as a consumer is not entirely new, and several US 

consumer researchers have suggested that shoplifting should be viewed as a form of 

consumer behaviour, little attempt has been made either to develop, or to operationalise 

a consumer behaviour model of shoplifting. This study applies a theory of behaviour 

used successfully in consumer research to shoplifting, in order to gain an understanding 

of attitudes to shoplifting and shoplifting prevention, and the beliefs which influence these 

attitudes, and to identify the factors which encourage or inhibit customer theft. The 

theory of planned behaviour provides a framework for the systematic investigation of the 

factors identified as likely to be influential on shoplifting behaviour, and the interaction 

between these factors, and in addition allows the views of shoplifters to be compared 

with those who do not shoplift. Thus, the research method has enabled the investigation 

of the attitudes and beliefs of shoplifters and non-shoplifters, and how these attitudes and
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beliefs combine to influence their future shoplifting intentions. The approach taken by 

this study has enabled a clearer picture of the factors which influence shoplifting behaviour 

to be obtained. The findings indicate that those who shoplift are relatively uncritical of 

rule-breaking behaviour, see little wrong in taking goods without paying for them, and are 

more likely to have peers who are neutral or favourable to shoplifting. They perceive 

shoplifting to be an exciting and rewarding activity, facilitated by a retail environment 

which provides opportunities for a behaviour which is believed to be relatively easy and 

risk-free. Conversely, non-shoplifters are prevented from engaging in the behaviour by 

their strong anti-shoplifting views and concerns about the views of people important to 

them who do not approve of shoplifting.

In conclusion, the application of a consumer behaviour research method to situational 

crime prevention theory represents a new approach to shoplifting research in the UK, and 

provides an additional dimension to previous research in that it attempts to understand 

how attitudes to shoplifting and perceptions of the risks and benefits of the behaviour 

influence the decision to shoplift. The findings from this study demonstrate that the 

consumer behaviour approach represents a useful strategy for understanding and 

explaining shoplifting motivation and perceptions of the risks and costs of the crime. 

The idea that shoplifting can be viewed as a form of consumer behaviour has implications 

for both shoplifting prevention and for retailers’ marketing strategies. It suggests that a 

multiple prevention strategy, which makes shoplifting “difficult”, reduces the benefits 

from shoplifting and which makes punishment count is required. The major challenge 

is to change the perception that shoplifting is a low risk, low cost crime by 

communicating to prospective shoplifters that they will be caught and punished, without
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deterring honest consumers from using the shops. It could be argued that impact of 

security on sales requires a new research agenda which investigates the effect of 

consumers’ perceptions of security on shopping behaviour, and this study represents the 

first step towards this.
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A.1 - THE ELICITATION OF BELIEFS SCHEDULE

1. What is your attitude to shoplifting?

2. What would be the possible benefits/advantages to you of shoplifting?

3. What would be the possible costs/disadvantages to you of shoplifting?

4. Are there any individuals or groups of people who would particularly approve or 
disapprove of you shoplifting?

5. What factors would encourage you to shoplift?

6. What factors would discourage you from shoplifting?

Sex: Male [ ] Female [ ]
Age: Under 16 []  16 - 19 [ ] 20 - 29 [ ] 30-44 [] 45-59 [] 60-74 []

Over 75 [ ]
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A.2 - THE COVER LETTER TO THE CONSUMER QUESTIONNAIRE

CONSUMER QUESTIONNAIRE ON SHOPLIFTING

Please read this letter before completing the attached questionnaire

As you are probably aware, retail crime is becoming an increasing problem to UK 
retailers, and is one of the areas that is currently being researched by Nene College, 
Northampton. As part of this research we are investigating the problem of shoplifting 
(taking something from a shop without paying for it), and in order for us to gain a better 
understanding of this problem, we would like to find out more about the attitudes of the 
general public to shoplifting and the anti-shoplifting measures currently being used by 
retailers.

We would be grateful if you could spare approximately twenty minutes of your time to 
complete the attached questionnaire. Please complete all the questions in the 
questionnaire, following the instructions at the start of each section. We would appreciate 
your answering the questions with complete honesty, as we believe that your answers 
could provide valuable insights into shoplifting behaviour. We would like to point out 
that there is no right or wrong answer to any of the questions, what we are interested in 
is your personal opinion. Please return the completed questionnaire to Nene College, 
using the stamped addressed envelope provided.

Some of the questions are of a personal nature, and we would therefore like to 
assure you of complete confidentiality and stress that no attempt will be made to 
associate questionnaires with individuals. None of the questionnaires contain an 
identifying number, and you are not required to disclose your name on the 
questionnaire. If you are under sixteen, please check that your parents have no 
objection to your completing this questionnaire.

Thank you for your time and co-operation
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A.3 - THE CONSUMER QUESTIONNAIRE

Why do you think people shoplift? For each statement, please circle the number on 
the scale that best describes your opinion.

7 = extremely likely, 6 = quite likely, 5 = slightly likely, 4 = neither likely nor unlikely, 
3 = slightly unlikely, 2 = quite unlikely, 1 = extremely unlikely.

LIKELY UNLIKELY
Extremely Quite Slightly Neither Slightly Quite Extremely

People shoplift because:

They can’t afford the things they need 7 6  5 4 3 2

They have psychological problems 7 6  5 4 3 2

They are under stress 7 6  5 4 3 2

They think they won’t get caught 7 6  5 4 3 2

They think they won’t get punished
if they are caught 7 6  5 4 3 2

They think the benefits from shoplifting
are greater than the risks of being caught 7 6  5 4 3 2

Retailers’ promotional strategies encourage
them to want things they can’t afford 7 6  5 4 3 2

They are tempted by the displays of goods
in the shops 7 6  5 4 3 2

They think that the prices charged by
shops are too high 7  6  5 4 3 2

They think that the shops can afford the
losses from shoplifting 7  6  5 4 3 2

As a way of earning a living 7  6  5 4 3 2

To get money for drugs and alcohol 7 6  5  4 3 2

They like the feeling of beating the
system 7 6  5  4 3 2

They think shoplifting is exciting 7 6  5 4 3 2

They have easy access to the goods
they want to steal 7 6  5 4 3 2

Their friends encourage them to 7  6  5  4 3 2
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For each of the following statements, please circle the number on the scale that best 
describes your opinion.
7 = extremely likely, 6 = quite likely, 5 = slightly likely, 4 = neither likely nor unlikely, 
3 = slightly unlikely, 2 = quite unlikely, 1 = extremely unlikely.

LIKELY UNLIKELY
Extremely Quite Slightly Neither Slightly Quite Extremely

When people shoplift do you 
think that
They weigh up the pros and cons of
shoplifting before they decide to shoplift 7 6  5 4 3 2 1

They decide to shoplift before they
go into the shop 7 6  5 4 3 2 1

They shoplift on the spur of the moment, 
being tempted by something they like in
the shop 7 6  5 4 3 2 1

They shoplift because they have the
opportunity to do so 7 6 5 4  3 2 1

They don’t realise that they have 7 6  5 4 3 2 1
shoplifted

Please indicate how much you agree or disagree with the following statements by 
circling the appropriate number on the scale.

7 = strongly agree, 6 = quite agree, 5 = slightly agree, 4 = neither agree nor disagree, 
3 = slightly disagree, 2 = quite disagree, 1 = strongly disagree

AGREE DISAGREE
Strongly Quite Slightly Neither Slightly Quite Strongly

If I were a shoplifter, I would 
never steal from
A small shop 7 6  5 4 3 2 1

A shop where I knew the manager 7 6  5 4 3 2 1

A shop where I had received
good service 7 6  5 4 3 2 1

A shop that had treated me fairly 7 6  5 4 3 2 1
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Your personal shoplifting behaviour. For each question, please circle the
number on the scale which best describes this.

How many times have you ever shoplifted?
 0____ |_____1_____|_____2_____|_____ 3______1_______ 4_______

never once twice four times more than four times

How many times have you shoplifted within the last 12 months?
 0____ 1____ 1_____ |_____2_____|______3______|_______ 4_______

never once twice four times more than four times

When was the last time you shoplifted?
 0 I 1______ I 2 I___________3__________

never over 5 years ago 1-5 years ago Within the last twelve months

Have you ever been caught shoplifting?
I have never shoplifted ___1________  I have never been caught 2___
I have been caught once 3________ I have been caught more than once 4___

If you were a shoplifter, would being caught deter you from shoplifting in the future?

unlikely 7_____ |___6___|___5___ |___4___|___3___ |___2___|____1 likely
extremely quite slightly neither slightly quite extremely

Your beliefs and feelings about shoplifting. For each of the following statements, 
please circle the number on the scale that best describes your beliefs or feelings 
about shoplifting.

I intend to shoplift in the future

likely 7 I 6  1___5___I 4 I___3___|___2___|____1 unlikely
extremely quite slightly neither slightly quite extremely

If I have the opportunity I will shoplift in the future

likely 7 1 6  1 5 1 4 1 3 I 2 1 1 unlikely
extremely quite slightly neither slightly quite extremely

Most people who are important to me think that I should avoid shoplifting

disagree 7 I 6  1 5 | 4 | 3.. | 2 1 1 agree
strongly quite slightly neither slightly quite strongly

Most people who are important to me would not approve of me shoplifting

disagree 7 I 6  1 5 I 4 I 3 I 2  1 1 agree
strongly quite slightly neither slightly 
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For me, shoplifting is:

good 7____1___6 ___|___5___|___4___j___3___|___2___|____1____bad
extremely iquite slightly neither slightly quite extremely

right 7 I 6 J 5 1 4 | 3 1 2 I1 1 wrong
extremely quite slightly neither slightly quite extremely

wise 7 I 6 .1 5 | 4 I 3 1 2 I 1 foolish
extremely quite slightly neither slightly quite extremely

rewarding 7 I 6 J 5 1 4 I 3 1 2 | 1 punishing
extremely quite slightly neither slightly quite extremely

exciting 7 I 6 J 5 |1 4 | 3 1 2 | 1 boring
extremely quite slightly neither slightly quite extremely

honest 7 1 6 1 5 1 4 .J 3 11 2 1 1 dishonest
extremely quite slightly neither slightly quite extremely

easy 7 1 6  |1 5 | 4 I 3 1 2  I 1 difficult
extremely quite slightly neither slightly quite extremely

There is plenty of opportunity for me to shoplift
true 7____|___6 ___|__5___ |__4____|___3___|___2___|____ 1_____ false

extremely quite slightly neither slightly quite extremely

I can imagine times when I might shoplift even if I hadn’t planned to
likely 7____[___6___|___5___|___4___|___3___|___2___|____ 1 unlikely

extremely quite slightly neither slightly quite extremely

If I shoplift I will be able to get goods without paying for them
likely____7____1 6  I 5 I 4______|___3___|___2___|____1 unlikely

extremely quite slightly neither slightly quite extremely

Getting goods without paying for them is
good 7 1 6 1___5 I 4 I___3____|_2__ |____ 1___ bad

extremely quite slightly neither slightly quite extremely

If I shoplift I will be able to save money
likely 7____|___6 ___|___5___I 4 1___3___1 2 1___ 1____unlikely

extremely quite slightly neither slightly quite extremely

Saving money by shoplifting is
good 7____1___6 ___|___5 1 4 |__ 3___|___2___|____1____bad

extremely quite slightly neither slightly quite extremely

If I shoplift the shops will pass on the costs of my shoplifting to consumers
likely 7 I 6 ___|___5___I 4 1 3___|__ 2__ |____1 unlikely

extremely quite slightly neither slightly quite extremely

281



Shops passing on the costs of shoplifting to consumers is
good 7 |___6___j___5___|___4___|___3___|___2___1____1 bad

extremely quite slightly neither slightly quite extremely

If I shoplift I will get caught by the retailers’ security measures

likely 7 1 6  I 5 I 4 I 3 I 2 I 1 unlikely
extremely quite slightly neither slightly quite extremely

Being caught by the retailers’ security measures is
good 7 I 6  I 5 I 4 I 3 I 2 I 1 bad

extremely quite slightly neither slightly quite extremely

If I shoplift I will be arrested for committing a crime
likely 7 I 6  I 5 I 4 I 3 1 2 1 1 unlikely

extremely quite slightly neither slightly quite extremely

Being arrested for committing a crime is
good 7 I 6  I 5 I 4 I 3 I 2 I 1 bad

extremely quite slightly neither slightly quite extremely

My family think I should avoid shoplifting
unlikely 7 I 6  1 5 I 4 I 3 1 2 1 1 likely

extremely quite slightly neither slightly quite extremely

Doing what my family thinks I should do is
good 7 | 6  | 5 I 4 | 3 | 2  I 1 bad

extremely quite slightly neither slightly quite extremely

My friends think I should avoid shoplifting

unlikely 7 I 6  I 5 I 4 I 3 1 2 1 1 likely
extremely quite slightly neither slightly quite extremely

Doing what my friends think I should do is
good 7 1 6  1 5 1 4 1 3 I 2  1 1 bad

extremely quite slightly neither slightly quite extremely

The police think I should avoid shoplifting
unlikely 7 1 6  I 5 1 4 I 3 1 2 . 1 1 likely

extremely quite slightly neither slightly quite extremely

Doing what the police think I should do is
good 7 | 6 I 5 I 4 | 3 | 2 I 1 bad

extremely quite slightly neither slightly quite extremely

I could shoplift more easily if I thought that there was little risk of being caught
likelv 7 1 6  1 5 I 4 I 3 1 2 | 1 unlikely

extremely quite slightly neither slightly quite extremely

282



I do think that there is little risk of being caught
agree 7___ |___ 6 __|___5___ |__4___ |__3___ |__ 2__ |____ 1___ disagree

strongly quite slightly neither slightly quite strongly

I could shoplift more easily if I thought that the security measures used by shops were 
ineffective

likely 7____|___6 ___|___5___|___4___|___3___|__ 2___| 1 unlikely
extremely quite slightly neither slightly quite extremely

I do think that security measures used by shops are ineffective
agree 7 I___ 6 __|___5___ |__4___ |__3___ |__ 2__ |____ 1___ disagree

strongly quite slightly neither slightly quite strongly

I could shoplift more easily if I thought that the penalties for being caught shoplifting 
were not severe

likely 7____|___6 ___|___5___|___4___|___3___|__ 2___|____1____unlikely
extremely quite slightly neither slightly quite extremely

I do think that the penalties for being caught shoplifting are not severe
agree 7____|__ 6 ___|___5___|___4___|___3__ |__ 2___|___ 1____disagree

strongly quite slightly neither slightly quite strongly

I could shoplift more easily if I were short of money
likely____7____|__ 6 ___ |__5___ 1__ 4___|__3___ |__ 2___ |___ 1____unlikely

extremely quite slightly neither slightly quite extremely

I am often short of money
agree 7____|__ 6 ___ |__5___ |__ 4___|__3___ |__ 2___ |___ 1___ disagree

strongly quite slightly neither slightly quite strongly

I could shoplift more easily if my friends encouraged me to
likely 7 I 6 I 5 j 4__ 1__ 3__ |__ 2__ | 1 unlikely

extremely quite slightly neither slightly quite extremely

My friends often encourage me to shoplift
agree 7 I 6__ |__ 5__ |__ 4__ |__ 3__ |__ 2__ |___ 1___ disagree

strongly quite slightly neither slightly quite strongly

Shoplifting is against my principles
disagree 7__ |__ 6___|__ 5__ |__4__ |__ 3__ |__ 2__|___ 1 agree

strongly quite slightly neither slightly quite strongly

It would be morally wrong for me to shoplift
disagree____7__ |__ 6___|__ 5__ |__4__ |__ 3__ |__ 2__|___ 1 agree

strongly quite slightly neither slightly quite strongly

I would feel guilty if I shoplifted
disagree 7 I 6__ |__ 5__ I 4___1__ 3__ |__ 2__ |___ 1___ agree

strongly quite slightly neither slightly quite strongly
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Security Measures Used by Shops. For each question please circle the number on 
the scale which best describes the likelihood of these measures deterring people 
from shoplifting. 7 = extremely likely, 6 = quite likely, 5 = slightly likely, 4 = neither 
likely nor unlikely, 3 = slightly unlikely, 2 = quite unlikely, 1 = extremely unlikely

LIKELY UNLIKELY
Extremely Quite Slightly Neither Slightly Quite Extremely

Closed circuit television cameras 7 6 5 4 3 2

Uniformed security guards 7 6 5 4 3 2

Store detectives 7 6 5 4 3 2

Electronic tags on the articles 7 6 5 4 3 2

Ink tags on the articles 7 6 5 4 3 2

Alarms on the articles 7 6 5 4 3 2

Friendly and helpful staff 7 6 5 4 3 2

Anti-shoplifting notices 7 6 5 4 3 2

Mirrors 7 6 5 4 3 2

Locked display cases 7 6 5 4 3 2

In your opinion, which of the above security measures are the most effective in 
deterring shoplifting? Please list the three most effective below.
1 = most effective, 2 = second most effective, 3 = third most effective.
1.___________________  2 .__________________  3._____________

In your opinion, which of the above security measures are the most effective in 
catching shoplifters? Please list the three most effective below.
1 = most effective, 2 = second most effective, 3 = third most effective.
1.____________________  2 .__________________  3._____________

When you enter a shop, would any of the above security measures make you feel 
apprehensive? Please tick the appropriate box.
[ ] No, none of the security measures listed above would make me feel apprehensive
[ ] Yes, the following security measures would make me feel apprehensive (please list the security

measures below)

Have you ever not used a shop because of the security measures used by the 
retailer?
Frequently 1_____ Sometimes__ 2 ____ Occasionally 3___  Never___ 4___
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Please indicate how much you agree or disagree with the following statements by 
circling the appropriate number on the scale.
7 = strongly agree, 6 = quite agree, 5 = slightly agree, 4 = neither agree nor disagree,
3 = slightly disagree, 2 = quite disagree, 1 = strongly disagree.

AGREE DISAGREE
Strongly Quite Slightly Neither Slightly Quite Strongly

Shoplifters should be treated more severely 7 6  5 4 3  2  1

Retailers should report all shoplifters to the
police 7 6  5 4 3  2

All shoplifters should be prosecuted 7 6  5 4 3 2

Shoplifters should be dealt with by the shop
they have stolen from, and not by the police 7 6  5 4 3  2

The shops should be able to fine the
shoplifters they catch 7 6  5 4 3  2

Shoplifters should be banned from shops 7 6  5 4 3 2

Anti-shoplifting campaigns in the press and
on TV would help to reduce shoplifting 7 6  5 4 3  2

If I saw some one shoplifting I would
report them to the shop 7 6  5 4 3 2

Please tick the box that applies to you
Sex: Male []1 Female []2

Age: Under 16[]1 16-19 []2 20-29[]3 30-44[]4 45-59[]5 60-74[]6 Over75[]7

Are you employed:
Full time [ ] 1 Part time [ ] 2  Housewife/husband [ ]3 Student [ ]4 Unemployed [ ]5 Retired [ ] 6  

Please indicate your yearly income
Under £10,000 []1 £10,000 - £19,999 [ ]2 £20,000 - £29,999 [ ]3 £30,000 or over []4

How frequently do you go into a shop:
More than once a day [ ] 1 Once a day [ ]2 More than once a week [ ]3 Once a week [ ]4 

Further Comments on Shoplifting
If you have any comments to make about shoplifting and how it can be prevented, or if 
you have any experiences of shoplifting please list them below

Thank you for your time and cooperation
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A.4 - LETTER TO SCHOOLS

Dear Sir/Madam

I am a PhD student at Nene College of Higher Education Northampton, researching 
attitudes to shoplifting. I have recently conducted an attitude survey of shoppers in 
Northampton, and I would like to explore further the findings from my research by 
conducting a survey of students in Northampton Schools. I am writing to you to ask you 
if you would be prepared to give me permission to conduct the survey in your school. I 
enclose a copy of the proposed questionnaire, which would take the students 
approximately 15 minutes to complete. Completion of the questionnaire would be 
voluntary, and would, of course, require the permission of the students’ 
parents/guardians, and I also enclose a copy of a draft letter requesting this permission.

As the questionnaire asks the students if they have ever shoplifted, their replies will be 
completely confidential and anonymous. They will not be required to disclose their name, 
and there will be no numbers or identifying marks on the questionnaire, which will be 
returned in a sealed envelope. If possible, I would like to conduct the survey at the 
beginning of March, and as I would like to spend a few minutes telling the students about 
the questionnaire, that completion of it is voluntary and that it is completely confidential 
and anonymous, I would be grateful if I could distribute the questionnaires during a class. 
Ideally, I would like to administer the questionnaire to approximately 250 students from 
your school (50 from each age group).

I would like to take this opportunity to assure you that the results from the survey will be 
completely confidential, and that if they are published your school will not be mentioned 
by name. I would be pleased to send you a copy of the research findings if you are 
interested in them.

I would be extremely grateful if you would give me permission to conduct the survey in 
your school, as I feel that the opinions and attitudes of students will provide important 
insights into shoplifting behaviour. If you are agreeable to the survey being conducted 
in your school, I would be pleased to come to the school and discuss the matter further 
with you. (I can be contacted by telephone on 01754 762077). If you would like to check 
my credentials as a researcher, please contact Nene College, and ask to speak to the 
secretary to the Director of the Nene Centre for Research.

I look forward to hearing from you as soon as possible.

Yours sincerely

Michele Tonglet
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A.5 - LETTER TO PARENTS

Dear Parent/Guardian

As you are probably aware, retail crime is becoming an increasing problem to UK 
retailers, and is one of the areas that is currently being researched by Nene College, 
Northampton. As part of this research we are investigating the problem of shoplifting 
(taking something from a shop without paying for it), and in order for us to gain a better 
understanding of this problem we would like to find out more about the attitudes of 
students to shoplifting and the anti-shoplifting measures currently being used by retailers.

We would be grateful if you would give permission for your son/daughter to take part in 
this research. This would involve them in completing a questionnaire about shoplifting 
and their attitudes to it during one of their classes at school. Completion of the 
questionnaire is voluntary, the children have the right to refuse to complete the 
questionnaire

As the questionnaire will ask your son/daughter if they have ever shoplifted we would 
like to take this opportunity to assure you that the questionnaire will be completely 
confidential and anonymous. Your child will not be asked to put his/her name on the 
questionnaire, and the questionnaire will not contain any identifying numbers or marks and 
will be returned to us in a sealed envelope.

The questionnaire will be administered in the presence of a class teacher (though the 
teacher will not have access to the information in the completed questionnaire); in the 
event of any child becoming upset the teacher will intervene.

We would appreciate your cooperation in allowing your child to take part in this survey 
as we feel that the attitudes of young people are extremely important to our research. If 
you agree to your child taking part in this survey please complete the tear- off slip below. 
Questionnaires will only be given to those children for whom we have received written 
consent from their parent/guardian.

To be completed by parent/guardian

I agree that my son/daughter can take part in the shoplifting survey

Son/daughters name_____________________________________

Parent/guardians signature________________________________

School____________________________________________

Class _______________
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A.6 - THE COVERING LETTER TO THE SCHOOL QUESTIONNAIRE

SURVEY ON SHOPLIFTING

Please read this letter before completing the attached questionnaire.

Shoplifting, taking something from a shop without paying for it, is a problem for 
shopkeepers in the UK. We are conducting research into shoplifting at Nene College, and 
as part of this research we would like to found out more about what students think about 
shoplifting and the shoplifting prevention measures being used in the shops.

We would be grateful if you would complete the attached questionnaire as we believe that 
your opinions about shoplifting are very important to our research. However, completion 
of the questionnaire is voluntary, you do not have to fill it in if you don’t want to. If you 
don’t want to complete the questionnaire please return it to myself or the teacher.

As this questionnaire asks you if you have ever shoplifted, and asks for information 
about your opinions, it is completely confidential and anonymous. You do not have 
to fill in your name on the questionnaire, and the questionnaire does not have a 
number. When you have completed the questionnaire please put it in the attached 
envelope, and seal the envelope. We will then come round and ask you to put the 
questionnaire into a bag.

We would appreciate you answering all the questions as honestly as you can, as we 
believe that your opinions can provide us with valuable information about shoplifting 
behaviour. However, if there is a question you don’t want to answer please leave it 
blank. We would like to point out that there is no right or wrong answer to any of the 
questions, what we are interested in is your personal opinion.

If there are any questions you don’t understand, or you have any problems, please put 
your hand up, and either myself or the teacher will come and talk to you.

Thank you for your time and cooperation.
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A.7 - THE SCHOOL QUESTIONNAIRE

Please answer each of the following questions by ticking the box that applies to you. 
If there are any questions you don’t want to answer please leave them blank

1. Sex: Male [ ]1 Female [ ]2

2. Age: Under 10 years old [ ] l  12 years old [ ]4 15 years old [ ]7
10 years old [ ]2 13 years old [ ]5 16 years old [ ]8
11 years old [ ]3 14 years old [ ] 6  Over 16 years old [ ] 9

3. How much money do you have to spend each week (including pocket money and 
money from a part time job like a paper round)?

Less than £5 [ ] l  £10 to £15 [ ] 3
£5 to £10 [ ]2 Over £15 [ ] 4

How often do you normally go into a shop?
Less than once a week [ ]l Once a day [ ]4
Once a week [ ] 2  More than once a day [ ]5
More than once a week [ ]3

5. Have you ever shoplifted?
Yes [ ]l No[ ]2

If you answered yes to the above question please answer questions 6 to 11 ticking 
the box that applies to you, then complete the rest of the questionnaire. If you 
have never shoplifted please go to question 12 and complete the rest of the 
questionnaire.

6. How old were you when you first shoplifted? (Please write your age on the line 
below)

7. How many times have you shoplifted?
Once [ ]1 Three times [ ]3 More than four times [ ]5
Twice [ ]2 Four times [ ]4

When was the last time you shoplifted?
Can’t remember []1 1 to 5 years ago [ ]3
Over 5 years ago [ ]2 Within the last 12 months [ ]4

9. How many times have you shoplifted within the last 12 months?
Never [ ] l  Twice [ ]3 Four times [ ]5
Once [ ]2 Three times [ ]4 More than four times [ ]6
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10. Have you ever been caught shoplifting by the police or shopkeepers?
No [ ]1 I have been caught once [ ]2 I have been caught more than once [ ]3

11. Would being caught stop you from shoplifting in the future?
Yes [ ]1 No [ ]2 I don’t know [ ]3

This section asks how you feel about shoplifting. Please answer each question by 
putting a circle around the number which best describes how you feel.

12. How likely is it that you will shoplift in the future
likely___7___|___6___|___5___1 4 _____1 3_|___ 2 I 1 unlikely

very quite slightly neither slightly quite very

13. If I have the chance I will shoplift in the future
agree__ 7__ |__ 6__ |__ 5__ |__ 4__ |____3_1___2__ |___1__disagree

strongly quite slightly neither slightly quite strongly

14. Most people who are important to me think that I should avoid shoplifting
disagree 7___ |__ 6 ___ |___5 I__ 4 I 3___1__ 2 1 1 agree

strongly quite slightly neither slightly quite strongly

15. Most people who are important to me would not approve of me shoplifting
disagree 7___|___ 6 ____|__5___ [__4__ 1__ 3__[____2__|___ 1 agree

strongly quite slightly neither slightly quite strongly

16. I think shoplifting is:
good 7 1____6  1 5___j__ 4__ I__3____|__2___ |__1___ bad

very quite slightly neither slightly quite very
right__7___1____6 __|___ 5___1__ 4__ |__3__ _J__2___ |__1___ wrong

very quite slightly neither slightly quite very
honest 7 1 6 ___1______ 5 I 4_|__ 3__ |___2 I 1 dishonest

very quite slightly neither slightly quite very
rewarding 7 I 6  I 5__ )___ 4______|_3 I 2_1____ 1____ punishing

very quite slightly neither slightly quite very
easy 7___|___6 ___|___5____ 1 4 1 3 1 2 1____1____ difficult

very quite slightly neither slightly quite very

17. I think shoplifting is an exciting thing to do
agree 7 1___ 6 __ 1___5___|___4__ 1__ 3___ |__2___ |_1 disagree

strongly quite slightly neither slightly quite strongly

18. I think shoplifting is a stupid thing to do.
disagree 7 1 6  1____ 5__I 4 I 3__1___ 2_|____1___ agree

strongly quite slightly neither slightly quite strongly

19. I think that there are plenty of opportunities for shoplifting
agree 7 1___ 6 __|___ 5____ I 4_1__ 3___ |__2___]_1 disagree

strongly quite slightly neither slightly quite strongly
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20. If I shoplift I will be able to get things without paying for them
likely 7 |___6___ |__ 5__ |___4__ |___ 3__ |__ 2___ |__ 1 unlikely

very quite slightly neither slightly quite very

21 . If I shoplift I will be able to save money
likely___ 7__1 6  1__ 5__ I 4 |___ 3__ |__ 2___ |__ 1 unlikely

very quite slightly neither slightly quite very

22. If I shoplift the shops will put up the prices to other customers 
unlikely 7 | 6 | 5 | 4 | 3 | 2 | 1 likely

very quite slightly neither slightly quite very

23. If I shoplift I will get caught
unlikely 7 1___6 _

very quite
J ___5___I___4__

slightly neither
J 3 | 

slightly
2  I.
quite

__ 1___likely
very

24. If I shoplift I will be breaking the law
unlikely 7 | 6  | 5 | 4 1 3 | 2  I 1 likely

strongly quite slightly neither slightly quite strongly

25. If I shoplift I will be arrested for committing a crime
unlikely 7 I 6  I 5 | 4 I 3 I 2  I 1 likely

very quite slightly neither slightly quite very

26. Saving money by shoplifting is 
good 7 I 6 1 5 | 4 I 3 1 2  I 1 bad

very quite slightly neither slightly quite very

27. Getting things without paying for them is
good 7 1 6  I 5 I 4 I 3 1 2  I 1 bad

very quite slightly neither slightly quite very

28. Shops putting up the prices to other customers because of shoplifting is 
good 7 I 6 | 5 | 4 | 3 | 2 | 1  bad

very quite slightly neither slightly quite very

29. Getting caught shoplifting is 
good 7 1 6 1 5 1 4 | 3 | 2  j1 1 bad

very quite slightly neither slightly quite very

30. Breaking the law is
good 7 1 6 1 5 1 4 |1 3 |_ 2  I1 1 bad

very quite slightly neither slightly quite very

31. Being arrested for committing 
good 7 1 6

a crime is
1 5 | _4 1 3 1 2 i 1 bad

quite slightly neither slightly quite very
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32. My family think I should avoid shoplifting
unlikely___7___|____ 6_|___ 5___ |__4___ |__3___ |_2___ |__ 1 likely

very quite slightly neither slightly quite very

33. My friends think I should avoid shoplifting
unlikely___7___|____6_|___ 5___ I 4 1__3___ |_2___ |__ 1__likely

very quite slightly neither slightly quite very

34. The police think I should avoid shoplifting
unlikely 7__ |___ 6__ |___ 5______|_4______|_3_____ |_2___ | 1 likely

very quite slightly neither slightly quite very

35. Doing w hat my family thinks I should do is
good 7___|____6_|___ 5___ 1__4___ |__3___ |_2___ |__ 1 bad

very quite slightly neither slightly quite very

36. Doing what my friends think I should do is
good 7 1 6_1___5___|___4___|___3__|___2__ |____ 1 bad

very quite slightly neither slightly quite very

37. Doing w hat the police think I should do is
good 7___1 6 1___ 5__ |___4 1 3__ |__ 2__ |____ 1 bad

very quite slightly neither slightly quite very

3 8 .1 would be more likely to  shoplift if  I thought that there was little risk o f  being 
caught

agree 7____|___ 6__|___ 5___ |__4___ |__ 3 I 2___ |__ 1__ disagree
strongly quite slightly neither slightly quite strongly

39. I would be more likely to  shoplift if  I thought that the security measures in the shops 
w eren’t very good at catching shoplifters

agree 7 I 6 I___ 5___ 1 4 1__ 3 1 2___ |__ 1__ disagree
strongly quite slightly neither slightly quite strongly

40. I would be more likely to  shoplift if  I thought that I would not be severely punished 
if I w ere caught.

agree 7____ |___6__ |___5___ |__4___ |__ 3___ |__2___|__ 1___disagree
strongly quite slightly neither slightly quite strongly

41. I would be more likely to  shoplift if  I w ere short o f  money
agree 7 I___6__ |___5___ |__4___ |__ 3___ |__2___|__ 1___ disagree

strongly quite slightly neither slightly quite strongly

42. I would be more likely to  shoplift if  my friends encouraged me to  do it
agree 7____ 1___6__ |___5___ |__4___ |__ 3___ |__2___|__ 1__ disagree

strongly quite slightly neither slightly quite strongly

43. I do think that there is little risk o f  being caught shoplifting
agree 7___|___6______|_5___|__ 4___|__ 3___ |__2__ |__ 1___disagree

strongly quite slightly neither slightly quite strongly
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44. I do think that security measures in the shops are good at catching shoplifters
disagree 7___ | _ 6 _ | ___5___1 4___I___3___|___2___j___ 1 agree

strongly quite slightly neither slightly quite strongly

45. I do think that I will be severely punished if  I am caught shoplifting
agree 1 |___ 6_|___ 5__1 4__ |__ 3___ |__ 2___ |__ l__ disagree

strongly quite slightly neither slightly quite strongly

46. I am often short o f  money
agree____7___ [___ 6__[___ 5__ |___4___ |__3___ |__2__ |___ 1__ disagree

strongly quite slightly neither slightly quite strongly

47. My friends often encourage me to  shoplift
agree____7___ (___ 6__|___ 5__ |___4___ |__3___ |__2__ |___ 1__ disagree

strongly quite slightly neither slightly quite strongly

48. It would be morally wrong for me to  shoplift
disagree 7___|____ 6_|___ 5______|_4___|__ 3___|__ 2__ |___ 1___agree

strongly quite slightly neither slightly quite strongly

49. I would feel guilty if  I shoplifted
disagree 7___|____ 6_|___ 5______|_4___|___3__ |__ 2__ |___ 1 agree

strongly quite slightly neither slightly quite strongly

50. Which of the following security measures do you think would stop people from
shoplifting? Please circle the number which best describes your opinion.

Very likely Quite likely Neither Quite unlikely Very unlikely 
CCTV (security cameras) 5 4 3 2 1
Security guards 5 4 3 2 1
Electronic tags on the goods 5 4 3 2 1
Store detectives 5 4 3 2 1

51. Would any of the above security measures make you feel worried?
Yes__ 1___  No___ 2____  Don’t know___3__

52. Have any of the above security measures ever stopped you from using a shop?
Yes__ 1___  No___ 2____  Don’t know___3__

If you want to say anything about shoplifting please use the space below

THANK YOU FOR COMPLETING THE QUESTIONNAIRE
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APPENDIX B

FINDINGS FROM THE ELICITATIONS

To obtain the beliefs salient to shoplifting, three elicitations were conducted. The 
numbers of respondents mentioning each belief are summarised in Table B1

Elicitation 1:12 first year Business Studies Students, aged 18-20. 7 female and 5 male. 
Elicitation 2:15 first year Business Studies Students, aged 18 -20. 9 female and 6 male. 
Elicitation 3: 25 consumers interviewed in the shopping centre of Northampton.
12 males and 13 females.
Age range: Under 16 3 16-19 4 20-29 9

30-44 5 45-59 3 60-74 1

Economic beliefs include: free goods, cheap goods, saving money 
Consequences of being caught include: arrest, prison, fines, police record

Table B1 Summary of the Elicitation Beliefs

Elicitation 1 Elicitation 2 Elicitation 3

Attitude
clever/stupid 8 5 2

bad 7 9 14
wrong/against the law 4 6 16
exciting 4 2 2

easy 4 4 5
boredom 2 1 0

moral standards 5 8 13

Outcome beliefs
Economic benefits 1 1 13 2 1

consequences of being caught 9 1 2 18
increased prices 7 5 8

risks of being caught 4 1 0 13

Referent beliefs
family 1 0 14 19
friends 7 6 1 2

police 5 4 9

Control beliefs
shop security 1 1 9 14
punishment 1 0 1 0 8

being short of money 8 1 1 1 2

peer pressure 5 8 5
low risk of being caught 3 9 9

In addition to the beliefs detailed in the above table, the respondents also mentioned: 
friendly and unhelpful staff, revenge for being conned and the stupidity of the store, the 
shops deserve it, religious beliefs, drugs and alcohol.
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C .l SHOPLIFTING MOTIVATION

Table Cl People shoplift because they can’t afford the things they need
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 16.1% 39.6% 25.9% 4.6% 6 .2 % 5.3% 2 .2 % 0 .2 %

Non 13.7% 40.0% 25.6% 4.6% 6.7% 6.7% 2.5% 0.4%

Past 16.2% 40.0% 28.6% 4.8% 5.7% 2.9% 1.9% -

Recent 40.7% 33.3% 18.5% 3.7% 3.7% - - -

Table C2 People shoplift because they have psychological problems
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 5.0% 18.5% 31.2% 11.5% 15.8% 12.5% 5.5% -

Non 5.6% 2 0 .0 % 31.6% 1 0 .2 % 15.8% 12.3% 4.6% -

Past 4.8% 16.2% 28.6% 15.2% 14.3% 14.3% 6.7% -

Recent - 1 1 .1 % 37.0% 1 1 .1 % 2 2 .2 % 7.4% 1 1 .1 % -

Table C3 People shoplift because they are under stress
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 2 .6 % 16.5% 31.4% 14.9% 17.0% 1 0 .6 % 7.0% -

Non 3.5% 14.7% 34.0% 13.3% 16.1% 10.9% 7.4% -

Past - 22.9% 26.7% 18.1% 17.1% 11.4% 3.8% -

Recent 3.7% 1 1 .1 % 2 2 .2 % 18.5% 25.9% 3.7% 14.8% -

Table C4 People shoplift because they think they won’t get caught
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 31.4% 31.4% 19.7% 7.9% 5.3% 3.1% 1 .2 % -

Non 32.6% 30.2% 20.7% 8 .1 % 3.9% 3.5% 1 .1 % -

Past 22.9% 36.2% 19.0% 9.5% 7.6% 2.9% 1.9% -

Recent 51.9% 25.9% 1 1 .1 % - 1 1 .1 % - - -
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Table C5 People shoplift because they think they won’t get punished if they are
caught

LIKELY
neither

UNLIKELY missing

extremely quite slightly slightly quite extremely

Ail 16.1% 25.4% 2 1 .8 % 11.5% 9.1% 11.5% 4.6% -

Non 15.8% 28.1% 2 2 .1% 11.9% 7.7% 10.5% 3.9% -

Past 9.5% 2 0 .0 % 21.9% 13.3% 14.3% 14.3% 6.7% -

Recent 44.4% 18.5% 18.5% - 3.7% 1 1 .1 % 3.7% -

Table C6 People shoplift because they think the benefits from shoplifting are
greater than the costs of being caught

LIKELY
neither

UNLIKELY missing

extremely quite slightly slightly quite extremely

Ail 25.9% 27.8% 18.7% 1 2 .2 % 7.9% 6 .2 % 1 .0 % 0 .2 %

Non 27.7% 27.0% 18.2% 12.3% 8 .1 % 5.6% 1 .1 % -

Past 16.2% 28.6% 21.9% 15.2% 8 .6 % 7.6% 1 .0 % 1 .0 %

Recent 44.4% 33.3% 1 1 .1 % - 3.7% 7.4% - -

Table C7 People shoplift because the retailers’ promotional strategies

LIKELY
neither

UNLIKELY missing

extremely quite slightly slightly quite extremely

All 23.0% 24.0% 23.0% 12.5% 7.0% 6 .0 % 4.6% -

Non 21.4% 23.9% 2 2 .8 % 10.9% 8.4% 7.0% 5.6% -

Past 25.7% 23.8% 2 1 .0 % 18.1% 3.8% 4.8% 2.9% -

Recent 29.6% 25.9% 33.3% 7.4% - 3.7% - -

Table C8 People shoplift because they are tempted by the displays of goods in 
________  the shops _____ _______ _____________________________

LIKELY
neither

UNLIKELY missing

extremely quite slightly slightly quite extremely

All 14.9% 30.9% 28.5% 9.4% 7.2% 7.2% 1.9% -

Non 16.8% 27.7% 28.8% 9.5% 7.7% 7.4% 2 .1% -

Past 8 .6 % 37.1% 27.6% 9.5% 7.6% 7.6% 1.9% -

Recent 18.5% 40.7% 29.6% 7.4% 3.7% - - -
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Table C9 People shoplift because they think the prices charged by shops are too
___________ high_______________________________

LIKELY
neither

UNLIKELY missing

extremely quite slightly slightly quite extremely

All 1 0 .6 % 13.4% 25.9% 18.9% 11.5% 1 2 .2 % 7.0% 0.5%

Non 10.5% 1 1 .6 % 24.9% 18.6% 11.9% 14.4% 8 .1% -

Past 6.7% 19.0% 25.7% 19.0% 13.3% 9.5% 5.7% 1 .0 %

Recent 25.9% 1 1 .1% 37.0% 2 2 .2 % - - - 3.7%

Table CIO People shoplift because they think the shops can afford the losses
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 24.5% 32.1% 2 1 .1 % 11.5% 5.5% 3.8% 1.4% -

Non 24.2% 34.4% 21.4% 9.8% 5.3% 3.9% 1 .1% -

Past 26.7% 30.5% 16.2% 13.3% 5.7% 4.8% 2.9% -

Recent 18.5% 14.8% 37.0% 2 2 .2 % - 7.4% - -

Table C ll People shoplift as a way of earning a living
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 13.4% 23.0% 25.7% 1 1 .8 % 10.3% 1 0 .8 % 4.1% 1 .0 %

Non 1 2 .6 % 23.2% 26.3% 1 1 .2 % 10.9% 10.9% 3.9% 1 .0 %

Past 13.3% 2 1 .0 % 24.8% 13.3% 9.5% 12.4% 4.8% 2 .0 %

Recent 2 2 .2 % 29.6% 2 2 .2 % 1 1 .1 % 7.4% 3.7% 3.7% -

Table C12 People shoplift to get money for drugs and alcohol
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 29.3% 27.8% 24.5% 1 0 .1 % 6 .0 % 1.4% 1 .0 % -

Non 31.6% 25.3% 23.9% 10.9% 6.7% 1.4% 0.4% -

Past 23.8% 37.1% 22.9% 8 .6 % 3.8% 1.9% 1.9% -

Recent 25.9% 18.5% 37.0% 7.4% - 7.4% 3.7% -
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Table C13 People shoplift because they like the feeling of beating the system
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 18.9% 29.3% 30.5% 9.8% 7.0% 2.9% 1.4% 0 .2 %

Non 20.4% 30.5% 29.1% 8 .8 % 6.7% 2 .8 % 1.4% 0.4%

Past 15.2% 28.6% 32.4% 13.3% 5.7% 3.8% 1 .0 % -

Recent 18.5% 18.5% 37.0% 7.4% 14.8% - 3.7% -

Table C14 People shoplift because they think it’s exciting
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 25.95 40.0% 24.7% 3.8% 2 .6 % 1.9% 0.7% 0 .2 %

Non 22.5% 42.5% 25.3% 4.6% 2 .8 % 1.4% 1 .1 % -

Past 27.6% 37.1% 24.8% 2.9% 2.9% 3.8% - 1 .0 %

Recent 55.6% 25.9% 18.5% - - - - -

Table C15 People shoplift because they have easy access to the goods they want 
to steal

LIKELY
neither

UNLIKELY missing

extremely quite slightly slightly quite extremely

All 24.5% 37.9% 2 2 .8 % 1 0 .6 % 2 .6 % 1.7% - -

Non 24.6% 40.7% 23.5% 7.0% 1 .8 % 2.5% - -

Past 18.1% 30.5% 23.8% 21.9% 5.7% - - -

Recent 48.1% 37.0% 1 1 .1 % 1 1 .1 % - 3.7% 3.7% -

Table C16 People shoplift because their friends encourage them to
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 23.3% 33.6% 28.1% 8 .2 % 3.6% 1.4% 1.9% -

Non 22.5% 33.3% 29.5% 8 .1 % 3.5% 1 .1% 2 .1 % -

Past 22.9% 34.3% 27.6% 7.6% 3.8% 2.9% 1 .0 % -

Recent 33.3% 33.3% 14.8% 1 1 .1 % - 3.7% 3.7% -
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C.2 THE DECISION TO SHOPLIFT

Table C17 People weigh up the pros and cons of shoplifting before deciding to 
___________ shoplift______________________________

LIKELY
neither

UNLIKELY missing

extremely quite slightly slightly quite extremely

All 5.0% 14.1% 23.5% 7.7% 15.8% 19.4% 14.1% 0 .2 %

Non 4.9% 14.0% 20.7% 8 .1% 17.2% 19.6% 15.1% 0A%

Past 6.7% 15.2% 21.9% 8 .6 % 14.3% 2 1 .0 % 12.4% -

Recent - 1 1 .1% 59.3% - 7.4% 1 1 .1 % 1 1 . 1 % -

Table C18 People decide to shoplift before they go into the shop
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 24.7% 36.9% 2 2 .8 % 4.8% 7.2% 2.9% 0.5% 0 .2 %

Non 27.4% 36.5% 2 1 .1 % 3.9% 7.4% 2 .8 % 0.7% 0.4%

Past 2 1 .0 % 36.2% 23.8% 8 .6 % 7.6% 2.9% - -

Recent 1 1 .1 % 44.4% 37.0% - 3.7% 3.7% - -

Table C19 People shoplift on the spur of the moment
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 1 2 .2 % 30.2% 34.8% 8 .6 % 7.0% 4.8% 2 .2 % 0 .2 %

Non 11.9% 28.8% 34.0% 8 .8 % 7.7% 5.6% 2 .8 % 0.4%

Past 13.3% 28.6% 39.0% 8 .6 % 5.7% 3.8% 1 .0 % -

Recent 1 1 .1% 51.9% 25.9% 7.4% 3.7% - - -

Table C20 People shoplift because they have the opportunity to do so
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 17.7% 41.2% 25.4% 8 .2 % 4.8% 1.7% 0.7% 0 .2 %

Non 18.6% 36.5% 26.7% 9.8% 4.9% 2 .1% 1 .1 % 0.4%

Past 12.4% 52.4% 23.8% 5.7% 4.8% 1 .0 % - -

Recent 29.6% 48.1% 18.5% - 3.7% - - -
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Table C21 People don’t realise they have shoplifted
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 1.4% 2 .6 % 9.8% 11.5% 1 2 .2 % 18.7% 43.4% 0 .2 %

Non 2 .1% 3.2% 10.9% 9.1% 1 1 .6 % 18.2% 44.6% 0.4%

Past - 1.9% 8 .6 % 18.1% 11.4% 17.1% 42.9% -

Recent - - 3.7% 1 1 .1 % 2 2 .2 % 29.6% 33.3% -
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C.3 ATTITUDE TO RETAILERS

Table C22 I would never steal from a small shop
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 26.1% 13.2% 14.1% 14.9% 8.4% 1 0 .1 % 12.5% 0.7%

Non 30.9% 13.7% 9.1% 15.1% 7.0% 1 1 .2 % 11.9% 1 .1 %

Past 19.0% 11.4% 22.9% 12.4% 12.4% 8 .6 % 13.3% -

Recent 3.7% 14.8% 33.3% 2 2 .2 % 7.4% 3.7% 14.8% -

Table C23 I would never steal from a shop where I knew the manager
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 39.8% 15.6% 1 1 .8 % 11.5% 7.0% 5.5% 8.4% 0.5%

Non 44.2% 13.3% 10.9% 10.5% 6.7% 6 .0 % 7.7% 0.7%

Past 32.4% 21.9% 12.4% 11.4% 8 .6 % 4.8% 8 .6 % -

Recent 2 2 .2 % 14.8% 18.5% 2 2 .2 % 3.7% 3.7% 14.8% -

Table C24 I would never steal from a shop where I had received good service
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 23.0% 1 1 .8 % 16.5% 16.1% 1 0 .8 % 9.8% 11.5% 0.5%

Non 28.1% 9.5% 15.1% 16.1% 8.4% 1 1 .6 % 10.5% 0.7%

Past 14.3% 16.2% 2 1 .0 % 15.2% 15.2% 6.7% 11.4% -

Recent 3.7% 18.5% 14.8% 18.5% 18.5% 3.7% 2 2 .2 % -

Table C25 I would never steal from a shop that had treated me fair y
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 24.2% 12.5% 16.3% 15.6% 11.3% 9.4% 10.3% 0.5%

Non 28.4% 10.9% 14.4% 15.4% 9.1% 10.9% 1 0 .2 % 0.7%

Past 18.1% 17.1% 19.0% 14.3% 16.2% 7.6% 7.6% -

Recent 3.7% 1 1 .1 % 25.9% 2 2 .2 % 14.8% - 2 2 .2 % -
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C.4 - THE EFFECTIVENESS OF RETAIL SECURITY 

Table C26 Likelihood of CCTV deterring people from shoplifting
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 34.5% 43.9% 15.3% 2.4% 0.7% 2 .2 % 0.7% 0 .2 %

Non 34.7% 45.6% 15.1% 1 .8 % 0.4% 1 .8 % 0.4% 0.4%

Past 34.3% 41.0% 16.2% 3.8% 1 .0 % 2.9% 1 .0 % -

Recent 33.3% 37.0% 14.8% 3.7% 3.7% 3.7% 3.7% -

Table C27 Likelihood of uniformed security guards deterring people from
shoplifting

LIKELY
neither

UNLIKELY missing

extremely quite slightly slightly quite extremely

All 26.1% 39.1% 2 1 .6 % 3.8% 4.6% 3.6% 1 .0 % 0 .2 %

Non 25.6% 41.4% 2 1 .1 % 4.6% 3.5% 3.2% 0.4% 0.4%

Past 23.8% 33.3% 24.8% 1.9% 8 .6 % 4.8% 2.9% -

Recent 40.7% 37.0% 14.8% 3.7% - 3.7% - -

Table C28 Likelihood of store detectives deterring people from shop ifting
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

AH 23.0% 30.7% 27.3% 7.2% 5.8% 4.3% 1 .2 % 0.5%

Non 23.2% 31.2% 27.0% 8 .1% 6.3% 3.2% 0.4% 0.7%

Past 22.9% 32.4% 22.9% 4.8% 5.7% 7.6% 3.8% -

Recent 2 2 .2 % 18.5% 48.1% 7.4% - 3.7% - -

Table C29 Likelihood of electronic tags deterring people from shoplifting
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 46.3% 31.7% 14.1% 2.9% 2 .6 % 1 .2 % 1 .0 % 0 .2 %

Non 48.4% 31.9% 13.0% 3.5% 2 .1% 0.7% - 0.4%

Past 41.9% 29.5% 18.1% 1.9% 3.8% 1.9% 2.9% -

Recent 40.7% 37.0% 1 1 .1 % - 3.7% 3.7% 3.7% -
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Table C30 Likelihood of ink tags deterring people from shoplifting
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 30.2% 27.8% 19.7% 1 0 .1 % 7.0% 2.4% 2.4% 0.5%

Non 30.5% 26.0% 2 1 .8 % 9.1% 7.7% 2.5% 1 .8 % 0.7%

Past 27.6% 29.5% 16.2% 14.3% 5.7% 1.9% 4.8% -

Recent 37.0% 40.7% 1 1 .1 % 3.7% 3.7% 3.7% - -

Table C31 Likelihood of alarms on articles deterring people from shoplifting
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 49.6% 30.9% 1 2 .2 % 2 .6 % 2.4% 1 .0 % 1 .0 % 0 .2 %

Non 52.6% 30.2% 12.3% 1 .8 % 1 .8 % 0.7% 0.4% 0.4%

Past 41.9% 35.2% 11.4% 3.8% 3.8% 1.9% 1.9% -

Recent 48.1% 2 2 .2 % 14.8% 7.4% 3.7% - 3.7% -

Table C32 Likelihood of friendly and helpful staff deterring people from 
______  shoplifting_________ _______ ____________________________

LIKELY
neither

UNLIKELY missing

extremely quite slightly slightly quite extremely

All 5.5% 8 .6 % 18.5% 19.7% 14.9% 14.1% 18.0% 0.7%

Non 7.0% 8.4% 16.8% 19.3% 13.0% 16.1% 18.6% 0.7%

Past 2.9% 8 .6 % 2 0 .0 % 22.9% 17.1% 11.4% 17.1% -

Recent - 1 1 .1% 29.6% 1 1 .1 % 25.9% 3.7% 14.8% 3.7%

Table C33 Likelihood of anti-shoplifting notices deterring people from 
___________ shoplifting________________ _______________________ ___

LIKELY
neither

UNLIKELY missing

extremely quite slightly slightly quite extremely

All 2.9% 3.1% 1 2 .0 % 12.7% 17.3% 18.5% 33.3% 0 .2 %

Non 4.2% 2 .8 % 1 2 .6 % 14.0% 17.5% 18.2% 30.2% 0.7%

Past - 3.8% 10.5% 11.4% 11.4% 18.1% 44.8% -

Recent - 3.7% 1 1 .1 % 3.7% 37.0% 2 2 .2 % 2 2 .2 % -
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Table C34 Likelihood of mirrors deterring people from shoplifting
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 4.1% 9.4% 25.9% 13.4% 20.4% 15.3% 11.3% 0 .2 %

Non 5.3% 9.5% 27.0% 14.4% 2 1 .1 % 13.3% 9.1% 0.4%

Past 1.9% 8 .6 % 21.9% 13.3% 17.1% 21.9% 15.2% -

Recent - 1 1 .1 % 29.6% 3.7% 25.9% 1 1 .1 % 18.5% -

Table C35 Likelihood of locked display cases deterring people from shoplifting
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 36.2% 33.6% 15.3% 6 .2 % 2.9% 2 .6 % 2.4% 0.7%

Non 34.7% 34.7% 14.7% 5.6% 3.5% 3.5% 2.5% 0.7%

Past 37.1% 31.4% 18.1% 8 .6 % 1 .0 % 1 .0 % 1.9% 1 .0 %

Recent 48.1% 29.6% 1 1 .1 % 3.7% 3.7% 3.7% - -

Table C36 Three mosi effective security measures for DETERRING shoplifters
Non-shoplifters Past Recent

Security
measure

% naming 
measure

Security
measure

% naming 
measure

Security measure % naming 
measure

CCTV 65% CCTV 61% Uniformed security 70%

Electronic
tags

60% Electronic
tags

59% CCTV 67%

Alarms 49% Alarms 53% Electronic tags 63%

Table C37 Three most effective security measures for CATCHING shoplifters
Non-shoplifters Past Recent

Security % naming Security % naming Security % naming
measure measure measure measure measure measure

CCTV 81% CCTV 81% CCTV 74%

Store
detectives

58% Store
detectives

60% Electronic tags 70%

Uniformed
security

55% Uniformed
security

51% Uniformed
security

52%
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Table C38 %  of respondents stating that the security measure would make them
feel apprehensive

All Non Past Recent

CCTV 25.9% 2 1 .8 % 37.1% 25.9%

Guards 24.5% 19.3% 33.3% 44.4%

Detectives 8.4% 8 .1 % 10.5% -

Electronic tags 9.1% 7.0% 12.4% 18.5%

Ink tags 1.4% 0.7% 2.9% 3.7%

Alarms 7.4% 4.6% 7.6% 7.4%

Staff 1 .2 % 1 .0 % 1.9% -

Notices 0.5% - 1 .0 % 3.7%

Mirrors 2 .6 % 1 .8 % 1 .0 % 1 1 .1 %

Locked displays 1.7% 1.4% 2.9% -

All of them 5.5% 5.3% 5.7% 7.4%

None of them 56.4% 62.8% 42.9% 40.7%

Missing 1 .2 % 1 .8 % - -

Table C39 Have you ever not used a shop because of the security measures used
by retailers?

All Non Past Recent

Frequently 1.4% 0.7% 3.8% -

Sometimes 3.6% 2 .8 % 3.8% 1 1 .1 %

Occasionally 9.4% 5.6% 14.3% 29.6%

Never 85.4% 90.5% 78.1% 59.3%

306



C.5 CONTROLLING SHOPLIFTERS AND SHOPLIFTING

AGREE
neither

DISAGREE missing

strongly quite slightly slightly quite strongly

All 40.8% 30.2% 16.8% 8 .2 % 1.7% 1.7% 0.7% 0 .2 %

Non 47.7% 30.2% 1 1 .6 % 7.4% 1 .1 % 1.4% 0.7% -

Past 30.5% 30.5% 21.9% 11.4% 2.9% 2.9% - -

Recent 7.4% 29.6% 51.9% 3.7% 3.7% - 3.7% 3.7%

Table C41 Retailers should report all shoplifters to the police
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 46.0% 22.3% 14.6% 7.0% 6.5% 1.9% 1.7% -

Non 51.2% 23.2% 13.3% 6.3% 3.5% 1 .8 % 0.7% -

Past 40.0% 23.8% 9.5% 8 .6 % 13.3% 1.9% 2.9% -

Recent 14.8% 7.4% 48.1% 7.4% 1 1 .1% 3.7% 7.4% -

Table C42 All shoplifters should be prosecuted
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 39.3% 2 0 .6 % 17.7% 8 .2 % 9.1% 2.4% 2 .2 % 0.5%

Non 44.6% 2 1 .1 % 16.1% 6.3% 8.4% 2 .1% 1.4% -

Past 32.4% 22.9% 14.3% 13.3% 9.5% 2.9% 3.8% 1 .0 %

Recent 1 1 .1% 7.4% 48.1% 7.4% 14.8% 3.7% 3.7% 3.7%

Table C43 Shoplifters should be dealt with by the shop they have stolen from 
and not the police _______________________ ________

AGREE
neither

DISAGREE missing

strongly quite slightly slightly quite strongly

All 5.5% 8.9% 1 2 .2 % 12.9% 16.1% 12.7% 31.4% 0 .2 %

Non 4.2% 8.4% 11.9% 14.0% 15.8% 14.0% 31.6% -

Past 6.7% 11.4% 14.3% 10.5% 17.1% 11.4% 28.6% -

Recent 14.8% 3.7% 7.4% 1 1 .1 % 14.8% 3.7% 40.7% 3.7%
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Table C44 The shops should be able to fine the shoplifters they catch
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 17.7% 2 1 .8 % 20.4% 8 .2 % 10.3% 6 .2 % 14.6% 0.7%

Non 19.3% 2 2 .8 % 15.8% 7.7% 1 1 .6 % 6.7% 15.4% 0.7%

Past 16.2% 24.8% 28.6% 6.7% 5.7% 5.7% 12.4% -

Recent 7.4% - 37.0% 18.5% 14.8% 3.7% 14.8% 3.7%

Table C45 Shoplifters should be banned from shops
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 36.9% 17.5% 14.9% 12.9% 7.0% 6 .0 % 4.6% 0 .2 %

Non 38.9% 19.3% 14.0% 1 2 .6 % 6 .0 % 5.6% 3.5% -

Past 35.2% 17.1% 15.2% 16.2% 7.6% 2.9% 5.7% -

Recent 2 2 .2 % - 2 2 .2 % 3.7% 14.8% 2 2 .2 % 1 1 .1% 3.7%

Table C46 Anti-shoplifting campaigns in the media would help to reduce 
______ _____ shoplifting________ _______ ____________________________

AGREE
neither

DISAGREE missing

strongly quite slightly slightly quite strongly

All 8 .2 % 1 0 .8 % 2 1 .6 % 15.1% 16.5% 14.9% 12.7% 0 .2 %

Non 9.8% 1 1 .6 % 23.9% 16.8% 15.8% 14.4% 7.7% -

Past 4.8% 10.5% 16.2% 13.3% 15.2% 15.2% 24.8% -

Recent 3.7% 3.7% 18.5% 3.7% 29.6% 18.5% 18.5% 3.7%

Table C47 If I saw someone shoplifting I would report them to the shop
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 26.2% 16.5% 15.3% 17.3% 9.8% 4.3% 9.8% 0 .2 %

Non 33.3% 19.6% 17.2% 16.1% 8 .1% 2 .1% 3.5% -

Past 13.3% 12.4% 13.3% 22.9% 11.4% 9.5% 17.1% -

Recent 7.4% - 3.7% 7.4% 2 2 .2 % 7.4% 48.1% 3.7%
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C.6 THE THEORY OF PLANNED BEHAVIOUR - GLOBAL MEASURES 

Table C48 I intend to shoplift in the future__________
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 1.7% 1 .0 % 4.1% 4.1% 2.4% 3.8% 83.0% -

Non 0.7% - 1 .8 % 3.9% 1.4% 1.4% 90.9% -

Past 1 .0 % - 5.7% 2.9% 1.9% 8 .6 % 80.0% -

Recent 14.8% 14.8% 2 2 .2 % 1 1 .1 % 14.8% 1 1 .1 % 1 1 .1% -

Table C49 I will shoplift if I have the opportunity
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 2.4% 0.7% 3.8% 4.1% 3.8% 6.5% 78.7% -

Non 1 .1 % - 1 .1 % 4.2% 2.5% 4.2% 87.0% -

Past 1 .0 % - 7.6% 1 .0 % 4.8% 10.5% 75.2% -

Recent 2 2 .2 % 1 1 .1% 18.5% 14.8% 14.8% 14.8% 3.7% -

Table C50 Most people important to me would not approve of me shoplifting
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 81.1% 6.5% 2 .6 % 4.3% 2.4% 0 .2 % 2.9% -

Non 8 8 .1 % 3.2% 1 .1 % 4.6% 0.4% - 2 .8 % -

Past 76.2% 8 .6 % 1.9% 2.9% 6.7% 1 .0 % 2.9% -

Recent 25.9% 33.3% 2 2 .2 % 7.4% 7.4% - 3.7% -

Table C51 Most people important to me think that I should avoid shoplifting
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 79.1% 7.7% 3.6% 5.8% 1 .0 % 0.7% 2 .2 % -

Non 8 6 .0 % 5.3% 2.5% 3.5% - 0.4% 2.5% -

Past 75.2% 7.6% 3.8% 8 .6 % 1.9% 1 .0 % 1.9% -

Recent 2 2 .2 % 33.3% 14.8% 18.5% 7.4% - 3.7% -
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Table C52 Shoplifting is good/bad
GOOD

neither
BAD missing

extremely quite slightly slightly quite extremely

All 0.5% 1.4% 2 .2 % 3.8% 5.5% 21.3% 64.5% 0.7%

Non 0.7% - - 2 .1 % 2 .8 % 18.6% 75.4% 0.7%

Past - - 3.8% 7.6% 10.5% 26.7% 50.5% 1 .0 %

Recent 3.7% 2 2 .2 % 18.5% 7.4% 14.8% 29.6% 3.7% -

Table C53 Shoplifting is right/wrong
RIGHT

neither
WRONG missing

extremely quite slightly slightly quite extremely

All 0 .2 % 1.7% 1.7% 3.6% 4.1% 17.0% 70.5% 1 .2 %

Non 0.4% - - 2 .1 % 1.4% 16.5% 78.2% 1.4%

Past - 1 .0 % 3.8% 5.7% 6.7% 17.1% 64.8% 1 .0 %

Recent - 2 2 .2 % 1 1 .1% 1 1 .1% 2 2 .2 % 2 2 .2 % 1 1 .1 % -

Table C54 Shoplifting is wise/foo ish
WISE

neither
FOOLISH missing

extremely quite slightly slightly quite extremely

All 0 .2 % 1.4% 2 .6 % 4.3% 5.0% 12.7% 71.9% 1.7%

Non 0.4% - 0.7% 2.5% 3.2% 11.9% 79.6% 1 .8 %

Past - 1 .0 % 2.9% 7.6% 5.7% 16.2% 64.8% 1.9%

Recent - 18.5% 2 2 .2 % 1 1 .1 % 2 2 .2 % 7.4% 18.5% -

Table C55 Shoplifting is rewarding/punishing
REWARDING

neither
PUNISHING missing

extremely quite slightly slightly quite extremely

All 2 .2 % 4.1% 6.5% 27.8% 4.1% 1 0 .1 % 43.2% 2 .2 %

Non 0.4% 1 .8 % 3.2% 28.4% 3.9% 9.8% 50.2% 2.5%

Past 3.8% 3.8% 8 .6 % 30.5% 5.7% 11.4% 34.3% 1.9%

Recent 14.8% 29.6% 33.3% 1 1 .1 % - 7.4% 3.7% -
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Table CS6 Shoplifting is exciting/boring
EXCITING

neither
BORING missing

extremely quite slightly slightly quite extremely

All 6 .0 % 7.2% 1 0 .6 % 27.1% 2.9% 6.5% 37.6% 2 .2 %

Non 2 .1% 3.9% 7.7% 28.4% 2.5% 5.6% 47.4% 2.5%

Past 8 .6 % 10.5% 15.2% 29.5% 3.8% 9.5% 2 1 .0 % 1.9%

Recent 37.0% 29.6% 2 2 .2 % 3.7% 3.7% 3.7% - -

Table G57 Shoplifting is honest/dishonest
HONEST

neither
DISHONEST missing

extremely quite slightly slightly quite extremely

All 0.5% 0 .2 % 2 .2 % 3.1% 3.1% 9.4% 80.1% 1.4%

Non 0.7% - - 2.5% 1 .8 % 8 .1 % 85.3% 1 .8 %

Past - - 2.9% 2.9% 2.9% 13.3% 77.1% 1 .0 %

Recent - 3.7% 2 2 .2 % 1 1 .1 % 18.5% 7.4% 37.0% -

Table C58 Shoplifting is easy/difficult
EASY

neither
DIFFICULT missing

extremely quite slightly slightly quite extremely

All 5.5% 9.6% 9.1% 23.0% 7.4% 7.2% 36.0% 2 .2 %

Non 2 .8 % 6.7% 8 .1 % 24.6% 6 .0 % 6.3% 43.2% 2.5%

Past 5.7% 15.2% 7.6% 23.8% 10.5% 10.5% 24.8% 1.9%

Recent 33.3% 18.5% 25.9% 3.7% 1 1 .1 % 3.7% 3.7% -

Table C59 There is plenty of opportunity for me to shoplift
TRUE

neither
FALSE missing

extremely quite slightly slightly quite extremely

All 10.3% 19.9% 2 1 .1 % 16.1% 8.4% 8.9% 14.9% 0.5%

Non 9.1% 18.9% 16.5% 16.8% 9.8% 8 .8 % 19.3% 0.7%

Past 10.5% 2 0 .0 % 30.5% 17.1% 3.8% 11.4% 6.7% -

Recent 2 2 .2 % 29.6% 33.3% 3.7% 1 1 .1 % - - -
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Table C60 I can imagine times when I might shoplift even if I hadn’t planned to
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 3.4% 6 .2 % 9.6% 1 0 .1 % 5.8% 8.4% 56.1% 0.5%

Non 2 .1% 4.9% 4.2% 1 1 .6 % 3.9% 9.1% 63.5% 0.7%

Past 2.9% 6.7% 17.1% 8 .6 % 9.5% 6.7% 48.6% -

Recent 18.5% 18.5% 37.0% - 1 1 .1% 7.4% 7.4% -

Table C61 Shoplifting is against my principles
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 73.9% 10.3% 5.0% 4.6% 1.7% 2.4% 1.9% 0 .2 %

Non 8 8 .1% 6.3% 2.5% 1 .8 % - 0.4% 0.7% 0.4%

Past 52.4% 18.1% 9.5% 12.4% 1.9% 4.8% 1 .0 % -

Recent 7.4% 2 2 .2 % 14.8% 3.7% 18.5% 14.8% 18.5% -

Table C62 It would be morally wrong for me to shoplift
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 72.9% 13.4% 3.4% 4.8% 1.4% 2.4% 1.4% 0 .2 %

Non 85.6% 9.1% 1 .1 % 2.5% 0.4% 0.4% 0.7% 0.4%

Past 54.3% 2 1 .0 % 8 .6 % 9.5% 2.9% 1.9% 1.9% -

Recent 1 1 .1% 29.6% 7.4% 1 1 .1 % 7.4% 25.9% 7.4% -

Table C63 I would feel guilty if I shoplifted
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 76.5% 1 0 .6 % 4.1% 1.7% 1.7% 2.9% 2.4% 0 .2 %

Non 89.5% 6.7% 1 .1 % 1 .1 % 0.4% 0.7% 0.4% 0.4%

Past 59.0% 15.2% 8 .6 % 2.9% 4.8% 6.7% 2.9% -

Recent 7.4% 33.3% 18.5% 3.7% 3.7% 1 1 .1 % 2 2 .2 % -
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C.7 THE THEORY OF PLANNED BEHAVIOUR - BELIEF MEASURES

Table C64 If I shoplift I will be able to get goods without paying for them
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 27.3% 19.7% 12.5% 9.6% 1.4% 5.5% 23.5% 0.5%

Non 2 1 .8 % 19.3% 9.5% 10.9% 1.4% 7.0% 29.5% 0.7%

Past 31.4% 2 1 .0 % 2 1 .0 % 8 .6 % 1.9% 2.9% 13.3% -

Recent 70.45 18.5% 1 1 .1% - - - - -

Table C65 If I shoplift I will be able to save money
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 24.9% 17.5% 12.7% 13.9% 4.1% 5.8% 2 0 .6 % 0.5%

Non 20.7% 16.8% 1 1 .6 % 14.4% 3.5% 7.4% 24.9% 0.7%

Past 26.7% 16.2% 17.1% 16.2% 6.7% 2.9% 14.3% -

Recent 63.0% 29.6% 7.4% - - - - -

Table C66 If I shoplift the shops will pass on the costs of my shoplifting to 
consumers

LIKELY
neither

UNLIKELY missing

extremely quite slightly slightly quite extremely

All 58.5% 13.4% 5.5% 4.3% 5.0% 4.8% 7.7% 0.7%

Non 64.6% 13.0% 2 .8 % 4.2% 3.5% 3.5% 7.7% 0.7%

Past 52.4% 16.2% 8 .6 % 2.9% 7.6% 6.7% 4.8% 1 .0 %

Recent 18.5% 7.4% 2 2 .2 % 1 1 .1 % 1 1 .1 % 1 1 .1 % 18.5% -

Table C67 If I shoplift I will get caught by the retailers security measures
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 28.8% 24.7% 16.8% 5.8% 1 2 .0 % 7.9% 3.6% 0.5%

Non 35.1% 27.7% 17.9% 3.9% 7.7% 5.6% 1.4% 0.7%

Past 18.1% 21.9% 16.2% 8 .6 % 2 1 .0 % 11.4% 2.9% -

Recent 3.7% 3.7% 7.4% 14.8% 2 2 .2 % 18.5% 29.6% -
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Table C68 If I shoplift I will be arrested for committing a crime
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 41.5% 24.2% 8 .6 % 3.4% 8.9% 7.2% 5.8% 0.5%

Non 44.6% 24.9% 9.1% 3.9% 6.3% 7.4% 3.2% 0.7%

Past 38.1% 26.7% 8 .6 % 1.9% 9.5% 7.6% 7.6% -

Recent 2 2 .2 % 7.4% 3.7% 3.7% 33.3% 3.7% 25.9% -

Table C69 Getting goods without paying for them is
GOOD

neither
BAD missing

extremely quite slightly slightly quite extremely

All 7.7% 3.1% 3.1% 3.6% 3.8% 15.3% 62.6% 0.7%

Non 2.5% 1 .1% 1.4% 3.5% 1 .8 % 15.8% 73.0% 1 .1 %

Past 11.4% 5.7% 4.8% 4.8% 7.6% 17.1% 48.6% -

Recent 48.1% 14.8% 14.8% - 1 1 .1% 3.7% 7.4% -

Table C70 Saving money by sho ^lifting is
GOOD

neither
BAD missing

extremely quite slightly slightly quite extremely

All 4.6% 2.4% 2.9% 8 .6 % 3.8% 14.6% 62.4% 0.7%

Non 1 .1 % - 0.7% 6.3% 2 .8 % 11.9% 76.1% 1 .1 %

Past 3.8% 3.8% 5.7% 16.2% 6.7% 22.9% 41.0% -

Recent 44.4% 2 2 .2 % 14.8% 3.7% 3.7% 1 1 .1 % - -

Table C71 Shops passing on the costs of shoplifting to consumers is
GOOD

neither
BAD missing

extremely quite slightly slightly quite extremely

All 2 .6 % 3.1% 2.9% 16.5% 8.4% 18.9% 46.8% 0.7%

Non 3.2% 2 .1% 2.5% 15.4% 6.7% 16.5% 53.0% 0.7%

Past 1.9% 5.8% 3.8% 12.4% 9.5% 28.6% 37.1% 1 .0 %

Recent - 3.7% 3.7% 44.4% 2 2 .2 % 7.4% 18.5% -

314



Table C72 Being caught by the retailers security measures is
GOOD

neither
BAD missing

extremely quite slightly slightly quite extremely

All 24.7% 9.1% 3.1% 8 .6 % 2 .6 % 9.8% 41.5% 0.5%

Non 30.5% 9.5% 2.5% 6.7% 1 .1% 8 .8 % 40.4% 0.7%

Past 15.2% 8 .6 % 4.8% 12.4% 4.8% 12.4% 41.9% -

Recent - 7.4% 3.7% 14.8% 1 1 .1 % 1 1 .1 % 51.9% -

Table C73 Being arrested for committing a crime is
GOOD

neither
BAD missing

extremely quite slightly slightly quite extremely

All 17.5% 4.3% 2 .6 % 3.4% 2.4% 6 .0 % 63.3% 0.5%

Non 2 2 .8 % 4.6% 0.4% 2 . 1 % 1 .8 % 4.6% 63.2% 0.7%

Past 7.6% 2.9% 7.6% 5.7% 1 .0 % 9.5% 65.7% -

Recent - 7.4% 7.4% 7.4% 14.8% 7.4% 55.6% -

Table C74 My family think I should avoid shoplifting
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 8 8 .0 % 5.5% 2 .2 % 2.9% 0.7% - 0.7% -

Non 92.6% 3.9% 0.7% 2.5% - - 0.4% -

Past 85.7% 4.8% 1.9% 3.8% 1.9% 1.9% - -

Recent 48.1% 25.9% 18.5% 14.8% 3.7% - - -

Table C75 My friends think I should avoid shoplifting
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 62.8% 11.5% 6.5% 9.4% 3.4% 2 .6 % 3.8% -

Non 72.6% 11.9% 4.2% 6 .0 % 1 .8 % 1 .1% 2.5% -

Past 51.4% 10.5% 7.6% 14.3% 5.7% 5.7% 4.8% -

Recent 3.7% 1 1 .1% 25.9% 25.9% 1 1 .1% 7.4% 14.8% -
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Table C76 The police think I should avoid shoplifting
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

AH 89.2% 5.5% 0.5% 1 .2 % - 0.7% 2.9% -

Non 91.2% 3.9% 0.7% 0.7% - 1 .1% 2.5% -

Past 87.6% 6.7% - 1.9% - - 3.8% -

Recent 74.1% 18.5% - 3.7% - - 3.7% -

Table C77 Doing what my family thinks I should do is
GOOD

neither
BAD missing

extremely quite slightly slightly quite extremely

All 43.2% 28.1% 7.9% 17.3% 1 .2 % 0.5% 1.9% -

Non 49.5% 27.7% 4.6% 15.4% 0.7% 0.4% 1 .8 % -

Past 36.2% 24.8% 10.5% 22.9% 1.9% 1 .0 % 2.9% -

Recent 3.7% 44.4% 33.3% 14.8% 3.7% - - -

Table C78 Doing what my friends think I should do is
GOOD

neither
BAD missing

extremely quite slightly slightly quite extremely

All 24.0% 15.1% 13.2% 34.5% 2.4% 4.6% 6 .0 % 0 .2 %

Non 29.1% 15.1% 1 0 .2 % 33.7% 2.5% 3.2% 6 .0 % -

Past 15.2% 15.2% 18.1% 37.1% 1 .0 % 5.7% 7.6% -

Recent 3.7% 14.8% 25.9% 33.3% 7.4% 14.8% - -

Table C79 Doing what the police think I should do is
GOOD

neither
BAD missing

extremely quite slightly slightly quite extremely

All 48.7% 23.7% 7.0% 1 2 .0 % 0.7% 4.1% 3.8% -

Non 57.5% 23.5% 4.2% 9.8% 0.7% 1 .8 % 2.5% -

Past 35.2% 25.7% 9.5% 2 0 .0 % 1 .0 % 6.7% 1.9% -

Recent 7.4% 18.5% 25.9% 3.7% - 18.5% 25.9% -
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Table C80 I could shoplift more easily if I thought there was little risk of being 
______  caught__________

LIKELY
neither

UNLIKELY missing

extremely quite slightly slightly quite extremely

All 12.9% 11.5% 9.4% 14.6% 3.6% 7.4% 40.5% -

Non 7.7% 1 0 .2 % 7.0% 14.4% 3.9% 7.7% 49.1% -

Past 16.2% 14.3% 14.3% 17.1% 3.8% 7.6% 26.7% -

Recent 55.6% 14.8% 14.8% 7.4% - 3.7% 3.7% -

Table C81 I could shoplift more easily if I thought that the security measures 
______ _____ used by retailers were ineffective_____________________ ________

LIKELY
neither

UNLIKELY missing

extremely quite slightly slightly quite extremely

All 16.8% 16.8% 1 2 .0 % 12.5% 2.9% 6 .2 % 32.9% -

Non 13.0% 15.8% 1 0 .2 % 1 1 .6 % 1 .8 % 6.3% 41.4% -

Past 16.2% 18.1% 18.1% 16.2% 6.7% 6.7% 18.1% -

Recent 59.3% 2 2 .2 % 7.4% 7.4% - 3.7% - -

Table C82 I could shoplift more easily if I thought the penalties for being caught
were not severe

LIKELY
neither

UNLIKELY missing

extremely quite slightly slightly quite extremely

All 12.7% 12.9% 11.5% 14.1% 4.1% 7.0% 37.6% -

Non 9.1% 1 1 .6 % 8.4% 13.7% 3.5% 6.7% 47.0% -

Past 12.4% 15.2% 2 0 .0 % 17.1% 6.7% 8 .6 % 2 0 .0 % -

Recent 51.9% 18.5% 1 1 .1 % 7.4% - 3.7% 7.4% -

Table C83 I could shoplift more easily if I were short of money
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 8 .6 % 8.4% 13.7% 13.7% 3.4% 8.4% 43.9% -

Non 5.6% 5.6% 1 1 .2 % 12.3% 2 .1% 7.4% 55.8% -

Past 8 .6 % 13.3% 17.1% 18.1% 7.6% 12.4% 22.9% -

Recent 40.7% 18.5% 25.9% 1 1 .1 % - 3.7% - -
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Table C84 I could shoplift more easily if my friends encouraged me to
LIKELY

neither
UNLIKELY missing

extremely quite slightly slightly quite extremely

All 3.6% 3.6% 7.7% 15.3% 3.1% 8.4% 58.3% -

Non 1 .8 % 2 .8 % 4.6% 1 2 .6 % 3.5% 7.0% 67.7% -

Past 3.8% 2.9% 12.4% 2 1 .0 % 2.9% 12.4% 44.8% -

Recent 2 2 .2 % 14.8% 2 2 .2 % 2 2 .2 % - 7.4% 1 1 .1% -

Table C85 I do think there is little risk of being caught
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 11.3% 16.1% 16.1% 10.3% 9.1% 13.9% 23.3% -

Non 9.5% 15.1% 14.7% 9.8% 8.4% 16.1% 26.3% -

Past 10.5% 17.1% 17.1% 12.4% 13.3% 11.4% 18.1% -

Recent 33.3% 2 2 .2 % 25.9% 7.4% - - 1 1 .1% -

Table C86 I do think that the security measures used by shops are ineffective
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 8.4% 17.3% 22.5% 12.5% 12.5% 14.9% 1 2 .0 % -

Non 7.0% 16.1% 2 2 .1 % 12.3% 13.0% 15.4% 14.0% -

Past 6.7% 19.0% 2 1 .0 % 14.3% 13.3% 16.2% 9.5% -

Recent 29.6% 2 2 .2 % 33.3% 7.4% 3.7% 3.7% - -

Table C87 I do think that the penalties for being caught shoplifting are not 
severe _________________________________

AGREE
neither

DISAGREE missing

strongly quite slightly slightly quite strongly

All 24.7% 24.2% 15.3% 1 2 .2 % 7.4% 5.3% 1 0 .6 % 0 .2 %

Non 26.7% 23.9% 14.7% 1 1 .2 % 7.0% 4.9% 1 1 .2 % 0.4%

Past 17.1% 26.7% 16.2% 14.3% 9.5% 6.7% 9.5% -

Recent 33.3% 18.5% 18.5% 14.8% 3.7% 3.7% 7.4% -
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Table C88 I am often short of money
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 17.7% 13.4% 14.6% 17.0% 6.5% 11.3% 19.2% 0 .2 %

Non 14.4% 13.3% 13.3% 17.5% 6.7% 12.3% 2 2 .1% 0.4%

Past 2 1 .0 % 13.3% 17.1% 15.2% 7.6% 9.5% 16.2% -

Recent 40.7% 14.8% 18.5% 18.5% - 7.4% - -

Table C89 My friends often encourage me to shoplift
AGREE

neither
DISAGREE missing

strongly quite slightly slightly quite strongly

All 1.7% 2 .2 % 2.9% 11.5% 2.4% 2.4% 77.0% -

Non 1.4% 1 .8 % 0.4% 8.4% 1 .8 % 2.5% 83.9% -

Past 1 .0 % 1.9% 2.9% 16.2% 3.8% 1.9% 72.4% -

Recent 7.4% 7.4% 29.6% 25.9% 3.7% 3.7% 2 2 .2 % -
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D.l THE INFLUENCE OF THE DEMOGRAPHIC VARIABLES ON THE
CONSUMERS

To investigate the influence of the demographic variables of age, gender and economic 
status, both one-way analysis of variance and the Kruskal-Wallis test were used. Only 
those results where both the ANO VA and Kruskal-Wallis tests have produced statistically 
significant findings are reported.

As the non-shoplifters do not have direct experience of shoplifting, their opinions as to 
why people shoplift have been excluded from the analysis.

The Influence of Age
The categories o f45-59,60-74 and over 75 were combined into one overall category of 
over-45s. In view of the small numbers of recent shoplifters in the older age groups, the 
recent shoplifters were categorised into under 16s, 16-19s and over-20s.

Table D1 Comparison of mean scores by age for the motivation and shoplifting
prevention questions

n =417 Under
16

16-19 20-29 30-44 45+ F Ratio FProb K-W sig

Non
electronic tags 
staff
fined by shop 
report to shop

5.9394
3.6061
5.2188
4.7879

5.7876
3.3438
5.1957
4.6304

6.3061
2.7551
4.4898
5.7347

6.3188
3.4203
4.5797
5.5217

6.3448
4.0930
3.7586
5.4555

3.4263
4.4766
5.2491
4.6261

.0044

.0016

.0004

. 0 0 1 2

.0444

.0027

.0024

.0014

Past
encourage
promo
psycho
punish
stress

6.2727 
6 . 0 0 0 0  

3.1818 
2.7273
3.2727

6.1818
5.4091
3.3182
3.9545
3.7273

5.4118
4.4706
4.3529
4.5000
4.0294

5.1071
5.6429
4.5000
5.1429
4.7143

4.8000
5.5000 
5.1000
3.5000
5.5000

4.5534
3.6291
4.0942
5.3258
5.4559

. 0 0 2 0

.0084

.0041

.0006

.0005

. 0 0 1 0

.0085

.0035

.0013

.0005

Recent
beating
proscons

under 16
4.1429
4.5714

16-19
5.9091
4.8182

2 0 +
4.6667
3.1111

4.1667
3.6374

.0280

.0417
.0227
.0437
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Table D2 Comparison of mean scores by age for the questions relating to the 
Theory of Planned Behaviour

n=417 Under
16

16-19 20-29 30-44 45+ F Ratio FProb K-Wsig

Non
good 1.4242 1.6957 1.2245 1.2794 1.1954 4.4755 .0016 . 0 0 0 1

reward 2.2727 2.9111 2.2917 2.2273 2.0349 25702 .0383 .0278
easy 3.5152 3.4000 2.7500 2.3788 2.5233 3.8716 .0045 .0046
plan 2.7879 2.7391 2.0204 1.9559 1.5402 5.9035 . 0 0 0 1 . 0 0 0 0

opportunity 4.0606 4.1739 3.4082 3.5735 4.4368 3.0647 .0171 .0128
caught g/b 2.5455 3.1522 3.5510 3.9559 4.1438 3.9109 .0042 .0053
pay g/b 1.9375 1.8478 1.7347 1.3824 1.3103 2.7438 .0289 .0030
friends g/b 4.5000 4.4783 4.7551 5.1159 5.5455 4.3963 .0018 .0009
friends 2.3636 2.1304 1.4898 1.3768 1.4432 5.4481 .0008 . 0 0 0 1

risk 3.2424 3.5652 2.1984 2.5362 2.5000 2.5720 .0381 .0281
morally 1.5152 1.5217 1.2587 1.1739 1.0805 3.2417 .0127 .0025
principles 1.5758 1.3043 1.2245 1.1449 1.1149 2.4309 .0479 . 0 1 0

Past
easy 4.0000 3.6667 3.7941 3.5556 1.3000 4.0272 .0046 .0059
plan 4.2727 3.0000 2.5000 2.2143 2.4000 2.6737 .0363 .0347
caught 4.0000 3.3182 3.5000 3.6429 1.7000 2.8960 .0258 .0239
costs 4.1000 2.7273 2.2353 1.8571 1.6000 3.5485 .0095 .0051
save 5.5455 5.6364 4.5882 4.3929 3.4000 3.0303 . 0 2 1 0 .0246
friends 3.6364 2.9545 2.8235 1.5714 1.6000 4.2910 .0030 . 0 0 1 0

friends g/b 3.9091 3.9091 4.3235 5.1429 6 . 2 0 0 0 5.5478 .0004 . 0 0 1 1

Recent
excite
caught

under 16
5.2857
5.8571

16-19
6.6364
5.8182

2 0 +
5.2222
4.0000

4.7744
4.6116

.0180

. 0 2 0 2

. 0 1 2 1

.0382
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Table D3 Comparison of mean scores by gender for the motivation and 
___________ shoplifting prevention questions_________________________
n=417 Male Female F Ratio F Prob K-W sig.

Non
being caught would deter me 
shoplifters should be dealt with by 
shops
shoplifters should be fined by shops

3.4235
2.6471
3.8241

2.4100
3.1900
4.7638

12.7398
15.1530
12.4265

.0004

.0240

.0005

. 0 0 0 1

. 0 1 1 0

.0031

Past
people shoplift because of stress 
I would never steal from a small shop 
being caught would deter me 
effectiveness of store detectives 
shoplifters should be fined by shops 
I would report a shoplifter to the shop

3.7209
3.7907
3.2791
4.7442
4.1628
3.4186

4.5484
4.7097
1.9194
5.5806
5.1129
4.3387

8.7772
5.6072
11.601
6.7449
6.6301
5.7604

.0038

.0198

. 0 0 1 2

.0180

.0114

.0182

.0146

.0256

.0005

.0125

.0287

.0207

Recent
I would report a shoplifter to the shop 1.5833 3.0714 5.0616 .0337 .0462

Table D4 Comparison of mean scores by gender for the questions relating to the
____________Theory of Planned Behaviour_______ ________ _______ ________

n=417 Male Female F Ratio FProb K-W sig.

Non
opportunity 4.5119 3.7337 9.2746 .0025 .0017
caught 2.7619 2.2965 5.2661 .0225 .0184
family 1.0235 1 . 2 0 0 0 4.7811 .0296 .0322
security 4.1294 3.1200 11.2809 .0009 . 0 0 1 2

penalties 3.4941 2.8050 5.8316 .0164 .0118
short 2.9294 2.3900 4.2891 .0393 .0083
short a/d 3.4405 4.0300 4.6066 .0327 .0364

Past
intend 1.9769 1.1613 13.039 .0005 .0035
will 1.9767 1.3226 7.1498 .0087 .0275
approve 2.1163 1.4032 5.9009 .0169 .0474
avoid 2.0698 1.3548 7.5526 .0071 .0258
right 2.0233 1.4426 6.5691 .0118 .0424
wise 1.9762 1.4754 4.7661 .0313 .0492
easy 4.0000 3.1311 5.1403 .0255 .0389
caught 3.9535 2.9839 7.8581 .0060 .0060
security 4.9302 3.8387 7.5048 .0073 .0104
short 4.2326 3.3065 5.6237 .0 1 % .0216
guilty 2.5581 1.7903 5.1586 .0252 .0109

Recent
intend 5.0833 3.6000 4.3389 .0476 .0483
pay g/b 6.3335 4.8000 4.5006 .0440 .0454
police g/b 2.6667 4.5333 5.6713 .0252 .0279
morally 4.9167 2.9333 8.0098 .0090 .0116
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The Influence of Economic Status
The respondents were categorised into two groups: those with an income of less than 
£10,000 per year (low income), and those earning £10,000 p.a. or more (high income).

Table D5 Comparison of mean scores by economic status for the motivation and
shoplifting prevention questions

Under £10,000 
p.a.

£ 1 0 , 0 0 0  + p.a. F. Ratio F. Prob K-W sig.

Past
easy access 5.5536 5.0500 4.5687 .0352 .0367
friends encouragement 5.7143 5.1000 5.5536 .0250 .0108
prices to high 4.7273 3.8500 7.5337 .0073 .0056
think they won’t be 3.8929 4.9750 9.8661 .0023 .0037
punished
effectiveness of notices 1.4854 1.6672 4.5287 .0349 .0229

Recent
easy access 6.5789 5.7500 6.4597 .0190 .0207
can’t afford things 6.3158 4.7500 10.934 .0045 .0471
won’t get caught 6.3158 5.0000 4.6020 .0438 .0322
weigh up the pros/cons 4.4211 2.2500 6.6234 .0177 .0314

Table D6 Comparison of mean scores by economic status for the questions 
relating to the Theory of Planned Behaviour

Under £10,000 p.a. £ 1 0 , 0 0 0  + p.a. F. Ratio F. Prob K-W sig.

Non
will 1.4342 1.1420 5.6659 .0180 .0062
costs 2.3046 1.7642 4.9508 .0270 .0069
friends g/b 4.8344 5.3364 5.4839 . 0 2 0 0 . 0 2 1 2

friends 1.8224 1.3084 10.1252 .0016 .0003
short a/d 4.1447 3.3744 8.5919 .0037 .0038

Past
plan 3.1964 1.9000 11.4328 . 0 0 1 1 .0025
costs 2.5455 1.8000 4.1841 .0436 . 0 1 0 2

save 5.2321 4.0250 8.8058 .0035 .0019
friends 2.7500 1.9000 5.3159 .0233 .0046
security 4.6964 3.6750 5.8885 .0171 .0250
short a/d 4.9821 3.3750 15.3796 . 0 0 0 2 . 0 0 0 1

Recent
wise 3.9474 1.5000 7.0743 .0113 .0166
caught 5.5789 1.5000 14.8558 .0009 .0062
pay g/b 6.0526 3.0000 11.7681 .0025 .0470
security a/d 5.9474 4.2500 12.7359 .0018 .0083
risk 6.2632 4.0000 8.1360 .0095 .0107
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D2 FACTOR ANALYSIS FOR THE CONSUMER SURVEY

Factor Analysis for the Global Measures
A factor analysis, using principal components extraction and varimax rotation, was 
performed on the 14 variables contained in the global measures of attitude, the subjective 
and moral norm, and perceived control. The figures shown below fulfill the criteria 
described by Kinnear and Gray (1994) as being indicative of a satisfactory factor analysis. 

Determinant of the correlation matrix = 0.0002236 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.88948 
Significance of the Bartlett Test of Sphericity = .00000

The factor analysis produced an initial solution of four factors with an Eigenvalue of 
greater than one. Only those factors with an eigenvalue of greater than one are 
considered to be common factors. The scree plot, shown in Figure D l, indicates that 
these four factors explained 72.7% of the variance.

Figure Dl Scree plot for the initial factor analysis solution - global measures
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To provide a check on the robustness of the model, three alternative methods of factor 
extraction were utilised: unweighted least squares, generalised least squares, and 
maximum likelihood. Comparison of the factor matrices from the four extraction 
methods indicated that all four methods placed the original variables into the same factors, 
with similar but not identical values.

The varimax rotation loaded on the four factors shown Table D7. Factors three and four, 
the moral and subjective norm, contained the same variables as the original formulation 
of the global measures. The factor analysis indicated that the global measure of attitude 
should contain the four variables of right, wise, good and honest, the remaining two 
attitude variables of excite and reward were grouped with the perceived control variables.
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Table D7 Factor Analysis for the Global Measures

FACTOR 1 FACTOR 2 FACTOR 3 FACTOR 4
attitude perceived control moral norm subjective norm
right easy principles avoid
honest excite guilty approve
good plenty morally
wise reward

plan

Factor Analysis for the Belief Measures
Following the procedures described for the global measures, factor analysis, using 
principal components extraction and varimax rotation, was performed on the 13 variables 
contained in the measures of outcome beliefs, referent beliefs and control beliefs. The 
figures shown below fulfill the criteria described by Kinnear and Gray (1994) as being 
indicative of a satisfactory factor analysis.

Determinant of the correlation matrix = 0.0134386
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.79040
Significance of the Bartlett Test of Sphericity = .00000.

The factor analysis produced an initial solution of four factors with an Eigenvalue of 
greater than one. The scree plot, shown in Figure D2, indicates that these four factors 
explained 64.2% of the variance.

Figure D2 Scree Plot for the initial factor analysis solution - belief measures
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The varimax rotation loaded on the four factors shown in the table D8. Factor 1 
represents the control beliefs plus the outcome beliefs of pay and save. Factor 2 
represents the referent beliefs contained in the original measure. Factor 3 contains the 
outcome beliefs relating to being caught. Factor 4 represents increased prices for other 
customers.

Table D8 Factor analysis for the belief-based measures

FACTOR 1 FACTOR 2 FACTOR 3 FACTOR 4
Control beliefs Referent beliefs Apprehension beliefs Cost beliefs
risk police arrest costs
ineffective security family caught
penalties friends
short of money
friends
pay
save
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D3 THE CONSUMER PAST SHOPLIFTERS

The past shoplifter category consists of two groups; those who had shoplifted over five 
years ago and those who had shoplifted between one and five years ago. It is recognised 
that these two groups may differ in their beliefs, attitudes and opinions about shoplifting, 
and to investigate this one-way analysis of variance was used. ANOVA was selected in 
preference to running t-tests for all possible pairs of means, as Diamantopolous and 
Schlegelmilch (1997) suggest that a multiple comparison procedure produces more 
reliable findings. The variables significant at the 0.5 level in both the ANOVA and 
Kruskal-Wallis tests are shown in Table D9.

Table D9 Significant differences between the past shoplifters (n=105)

Variable Shoplifted over 5 years ago Shoplifted 1 to 5 years ago
(n=71) (n=34)

Mean score Mean score
good 1.6000 2.4118
reward 2.6087 3.6176
wise 1.4058 2.2353
plan 2.3380 3.4706
caught (evaluation) 3.6197 2.0882
pay (evaluation) 2.3380 3.2353
save (evaluation) 2.1127 3.2941
friends (likelihood) 4.9718 3.7941
friends (evaluation) 2.0282 3.4412
peers (evaluation) 1.6056 2.3529
guilty 1.7324 2.8824
principles 1.8310 2.7059

As these differences affect the global and belief measures (with the exception of intention 
and subjective norm), a multiple regression analysis for the two groups of past shoplifters 
was conducted, as shown in Table DIO.

Table DIO Multiple regression for the two groups of past shoplifters
Shoplifted over 5 years ago (n=71) shoplifted 1-5 years ago (n=34)

Adj R2 BetaW. Adj R2 Beta W.

Attitude .46** .34* .27 ns .24
Subjective norm .36* .15
Perceived control .36* .07
Moral norm -.13 . 2 0

Past experience -.07 -.15
Economic beliefs .19 .25
Apprehension beliefs - . 0 1 .38
Referent beliefs -.19 -.17
Control beliefs -.15 - . 2 1

*significant atp<. 05 **signijicant at p  < . 01
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D4 COMPARISON OF THE BELIEFS AND ATTITUDES OF THE 
CONSUMER RESPONDENTS

To compare the views of the three groups of respondents, both one-way analysis of 
variance (parametric) and the Kruskal-Wallis test (non-parametric) were used. The 
results of the one-way analysis of variance are reported in full, as this technique enables 
the use of Tukey’s HSD test to pin-point where the significant differences occur. For the 
Kruskal-Wallis, only the significance of the test is reported. Where the figures for all 
three groups of respondents are shown in bold, this indicates statistically significant 
differences between all three groups. Where only the figure for the recent shoplifters is 
shown in bold, this indicates that the recent shoplifters hold statistically significant 
different views from the non-shoplifters and past shoplifters.

Table D ll Comparison of mean scores for attitude (n=417)

For me shoplifting is: Non Past Recent F. Ratio F. Prob K-W Sig.

good/bad 1.3286 1.8654 3.8889 97.3575 . 0 0 0 0 . 0 0 0 0

honest/dishonest 1.2357 1.3942 2.8519 40.4247 . 0 0 0 0 . 0 0 0 0

right/wrong 1.2811 1.6827 3.5556 76.3134 . 0 0 0 0 . 0 0 0 0

wise/foolish 1.3107 1.6796 3.6667 71.5665 . 0 0 0 0 . 0 0 0 0

Questions scaled 1 to 7. 7 indicates that shoplifting is extremely exciting, good, honest, right, rewarding 
and wise. 1 indicates that shoplifting is extremely boring, bad, dishonest, wrong, punishing and foolish.

Table D12 Comparison of mean scores for the subjective norm (n=417)

Most people important to me Non Past Recent F. Ratio F.Prob K-W Sig

think I should avoid shoplifting 1.3719 1.6476 2.6667 14.682 . 0 0 0 0 . 0 0 0 0

would not approve of shoplifting 1.3719 1.6952 2.5185 10.924 . 0 0 0 0 . 0 0 0 0

questions scaled: 1 strongly agree to 7 strongly disagree

Table D13 Comparison of mean scores for perceived control (n=417)

Non Past Recent F. Ratio F. Prob K-W Sig.

shoplifting is easy/difficult 2.7878 3.4854 5.3333 25.1517 . 0 0 0 0 . 0 0 0 0

plenty of opportunity to shoplift 3.9647 4.5524 5.4815 10.3245 . 0 0 0 0 . 0 0 0 0

unplanned shoplifting 2.0636 2.7048 4.8148 31.9417 . 0 0 0 0 . 0 0 0 0

shoplifting is exciting 2.6259 3.7573 5.8148 47.5532 . 0 0 0 0 . 0 0 0 0

shoplifting is rewarding 2.2950 2.9417 5.1111 40.9967 . 0 0 0 0 . 0 0 0 0

questions scaled: 1 extremely unlikely to 7 extremely likely
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Table D14 Comparison of mean scores for the moral norm (n=417)

Shoplifting is: Non Past Recent F. Ratio F.Prob K-W Sig.

against my principles 1.2254 2.1143 4.2222 99.7102 . 0 0 0 0 . 0 0 0 0

morally’ wrong 1.2606 1.9905 3.8148 72.2378 . 0 0 0 0 . 0 0 0 0

I would feel guilty if 
shoplifted

1.9011 2.1048 3.8519 74.1019 . 0 0 0 0 . 0 0 0 0

questions scaled: 1 strongly agree to 7 strongly disagree

Table D15 Likelihood and evaluation of the economic beliefs (n=417)

Non Past Recent F. Ratio F.Prob K-W Sig.

Likelihood
get goods without paying 
to save money 
Shops will pass on costs

4.0954
4.1449
5.9011

5.0952
4.7429
5.6442

6.5926
6.5556
4.0370

20.0157
16.5684
11.6113

. 0 0 0 0

. 0 0 0 0

. 0 0 0 0

. 0 0 0 0

. 0 0 0 0

. 0 0 0 0

Evaluation
Without paying good/bad 
Saving money good/bad 
Passing on costs good/bad

1.5603
1.4610
2.1625

2.6286
2.4952
2.4135

5.4815
5.6667
3.1852

83.1194
139.711
5.5294

. 0 0 0 0

. 0 0 0 0

.0043

. 0 0 0 0

. 0 0 0 0

. 0 0 0 0

Likelihood questions scaled: 7 extremely likely to 1 extremely unlikely 
Evaluation questions scaled: 7 extremely good to 1 extremely bad

Table D16 Likelihood and evaluation of apprehension beliefs (n=417)

If I shoplift Non Past Recent F. Ratio F.Prob K-W Sig.

Likelihood
I will get caught 5.5654 4.6190 2.7778 42.9454 . 0 0 0 0 . 0 0 0 0

I will be arrested 5.6325 5.2857 3.6667 13.9803 . 0 0 0 0 . 0 0 0 2

Evaluation
caught good/bad 3.7314 3.1238 2.2963 5.3777 .0049 .0144
arrested good/bad 2.7668 2.1905 2.2593 2.4821 .0848 .4093

likelihood questions scaled: 1 extremely unlikely to 7 extremely likely 
evaluation questions scaled: 7 extremely good to 1 extremely bad
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Table D17 Likelihood and evaluation of referent beliefs (n=417)

n-417 Non Past Recent F. Ratio F.Prob K-W Sig.

People who think I should 
avoid shoplifting 
My family 1.1474 1.3905 1.8889 11.9079 . 0 0 0 0 . 0 0 0 0

My friends 1.6526 2.4857 4.1111 38.3616 . 0 0 0 0 . 0 0 0 0

The police 1.2737 1.3524 1.5185 0.6647 .5150 .0260

Doing what
my family think is good/bad 6.0175 5.5619 5.2963 6.9445 . 0 0 1 1 . 0 0 0 0

my friends think is good/bad 5.0141 4.5905 4.2963 3.9926 .0192 .0138
the police think is good/bad 6.1228 5.4667 3.7037 34.7033 . 0 0 0 0 . 0 0 0 0

Likelihood scaled: 7 extremely unlikely to 1 extremely likely 
Evaluation questions scaled: 7 extremely good to 1 extremely bad

Table D18 Likelihood and evaluation of control beliefs (n=417)

I could shoplift more easily if 
n=417

Non Past Recent F. Ratio F.Prob K-W Sig.

Likelihood
little risk of being caught 2.8386 3.9238 5.9259 31.4748 . 0 0 0 0 . 0 0 0 0

security measures ineffective 3.4211 4.2857 6 . 2 2 2 2 22.3772 . 0 0 0 0 . 0 0 0 0

penalties were not severe 3.0105 4.0381 5.7407 25.0458 . 0 0 0 0 . 0 0 0 0

I were short of money 2.5509 3.6857 5.7776 39.9713 . 0 0 0 0 . 0 0 0 0

my friends encouraged me to 1.9474 2.6762 4.7037 36.5292 . 0 0 0 0 . 0 0 0 0

Evaluation
little risk of being caught 3.5368 3.9238 5.3704 10.0701 . 0 0 0 1 . 0 0 0 1

Security measures ineffective 3.8947 4.0476 5.5556 10.2182 . 0 0 0 0 . 0 0 0 1

Penalties not severe 4.9225 4.6952 5.2222 0.9494 .3878 .2394
I am often short of money 3.8556 4.3143 5.5556 9.0233 .0 0 0 1 . 0 0 . 0 0 0 1

Friends often encourage me 1.4982 1.8476 3.8889 37.8562 0 0 . 0 0 0 0

Likelihood questions scaled: 7 extremely likely to 1 extremely unlikely 
Evaluation questions scaled: 7 strongly agree to 1 strongly disagree
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El THE THEORY OR PLANNED BEHAVIOUR - GLOBAL MEASURES 

Table El How likely is it that you will shoplift in the future?______________
LIKELY neither UNLIKELY missing

veiy quite slightly slightly quite very

all 4.7% 5.2% 6.3% 6 .1 % 4.5% 14.2% 59.0% -

non - 2.3% 1 .8 % 4.6% 3.7% 1 2 .8 % 74.9% -

past - 4.9% 7.0% 9.1% 2 .8 % 16.1% 60.1% -

recent 25.6% 13.4% 17.1% 4.9% 9.8% 14.6% 14.6% -

Table E2 If I have the opportunity I will shoplift in the future
AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 5.9% 3.4% 6 .8 % 7.4% 5.4% 13.3% 57.9% -

non - 0.9% 1 .8 % 5.9% 4.1% 1 2 .8 % 74.4% -

past 3.5% 1.4% 7.7% 9.8% 3.5% 17.5% 56.6% -

recent 25.6% 13.4% 18.3% 7.3% 1 2 .2 % 7.3% 15.9% -

Table E3 Most people important to me think I should avoid shoplifting
AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 71.6% 8 .6 % 1 .6 % 7.7% 2.7% 2.9% 4.7% 0 .2 %

non 80.4% 9.1% 1 .8 % 1 .8 % 0.5% 2.3% 3.7% 0.5%

past 75.5% 7.7% 0.7% 8.4% 2 .1 % 2 .8 % 2 .8 % -

recent 41.5% 8.5% 2.4% 2 2 .0 % 9.8% 4.9% 1 1 .0 % -

Table E4 Most people important to me would not approve of me shoplifting
AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 73.4% 7.2% 2.9% 4.3% 1 .8 % 1 .8 % 7.4% 1 .1 %

non 83.6% 7.4% 0.5% 1.4% - 1.4% 5.1% 0.9%

past 71.3% 5.6% 3.5% 4.9% 4.2% 1.4% 7.7% 1.4%

recent 50.0% 9.8% 8.5% 1 1 .0 % 2.4% 3.7% 13.4% 1 .2 %
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Table E5 Shoplifting is good/bad
GOOD neither BAD missing

very quite slightly slightly quite very

all 4.1% 2 .0 % 2 .0 % 6.5% 6 .6 % 28.1% 50.6% 0.7%

non - 0.5% - 3.2% 7.3% 28.8% 58.9% 1.4%

past 2 .1 % 1.4% - 5.6% 7.7% 28.0% 55.2% -

recent 18.3% 7.3% 1 1 .0 % 17.1% 2.4% 25.6% 18.3% -

Table E6 Shoplifting is right/wrong
RIGHT neither WRONG missing

very quite slightly slightly quite very

all 1 .8 % 1 .6 % 0.7% 4.1% 5.0% 18.9% 67.6% 0.5%

non - 0.5% - 1 .8 % 4.6% 17.4% 74.9% 0.9%

past 0.7% 1.4% 0.7% 4.2% 2 .1 % 20.3% 70.6% -

recent 8.5% 4.9% 2.4% 9.8% 1 1 .0 % 20.7% 42.7% -

Table E7 Shoplifting is honest/dishonest
HONEST neither DISHONEST missing

very quite slightly slightly quite very

all 1 .8 % 0.9% 0 .2 % 4.3% 5.4% 14.0% 72.3% 1 .1%

non - - 0.5% 2.3% 2.7% 11.4% 81.7% 1.4%

past 2 .1 % 0.7% - 3.5% 5.6% 14.7% 72.0% 1.4%

recent 6 . 1 % 3.7% - 1 1 .0 % 1 2 .2 % 19.5% 47.6% -

Table E8 Shoplifting is rewarding/punishing
REWARDING neither PUNISHING missing

very quite slightly slightly quite very

all 10.7% 7.3% 8 .0 % 17.1% 6.3% 14.6% 35.1% 1 .1 %

non 2.3% 5.5% 5.9% 17.8% 6 .8 % 17.4% 42.9% 1.4%

past 10.5% 4.9% 9.8% 20.3% 6.3% 1 2 .6 % 34.3% 1.4%

recent 32.9% 15.9% 9.8% 9.8% 4.9% 1 1 .0 % 15.9% -
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Table E9 Shoplifting is easy/difficult
EASY neither DIFFICULT missing

very quite slightly slightly quite very

all 2 1 .2 % 22.3% 10.4% 16.7% 8 .6 % 1 0 .8 % 9.2% 0.9%

non 8.7% 19.6% 1 0 .1 % 23.3% 1 0 .0 % 16.4% 1 1 .0 % 0.9%

past 24.5% 28.0% 1 0 .0 % 10.5% 8.4% 7.0% 9.8% 1.4%

recent 48.8% 19.5% 1 1 .0 % 9.8% 4.9% 2.4% 3.7% -

Table E10 Shoplifting is exciting
AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 6.5% 6 .8 % 13.5% 15.5% 6 .8 % 15.1% 35.8% -

non 0.9% 3.2% 1 0 .0 % 10.5% 8.7% 17.4% 49.3% -

past 2 .8 % 8.4% 16.1% 22.4% 4.9% 14.7% 30.8% -

recent 28.0% 13.4% 18.3% 17.1% 4.9% 9.8% 8.5% -

Table E ll  Shoplifting is stupid
AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 53.4% 16.9% 9.9% 8 .8 % 3.8% 3.2% 4.1% -

non 67.6% 11.9% 8.7% 7.8% 1 .8 % 1.4% 0.9% -

past 53.1% 19.6% 9.8% 9.1% 4.2% 2 .8 % 1.4% -

recent 15.9% 25.6% 13.4% 1 1 .0 % 8.5% 8.5% 17.1% -

Table E12 There are plenty of opportunities for shoplifting
AGREE neither DISAGREE missing

strongl
y

quite slightly slightly quite strongly

all 27.5% 23.6% 18.9% 8.3% 7.7% 7.2% 6 .8 % -

non 13.7% 24.7% 23.3% 1 1 .0 % 8 .2 % 1 0 .0 % 9.1% -

past 36.4% 23.8% 16.1% 4.9% 7.7% 5.6% 5.6% -

recent 48.8% 20.7% 1 2 .2 % 7.3% 6 .1 % 2.4% 2.4% -
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Table E13 It would be morally wrong for me to shoplift

AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 59.0% 1 2 .6 % 6 .8 % 1 0 .1 % 2.7% 2.7% 6 .1 % -

non 75.3% 11.4% 3.2% 7.3% 1 .8 % 0.5% 0.5% -

past 53.1% 16.1% 8.4% 10.5% 2 .1 % 1.4% 8.4% -

recent 25.6% 9.8% 13.4% 17.1% 6 .1 % 1 1 .0 % 17.1% -

Table E14 I would feel guilty if I shoplifted
AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 50.7% 11.3% 10.4% 9.7% 4.7% 4.3% 9.0% -

non 72.1% 1 0 .0 % 7.3% 5.0% 4.1% 0.5% 0.9% -

past 38.5% 16.1% 13.3% 1 2 .6 % 2 .8 % 7.0% 9.8% -

recent 14.6% 6 .1 % 13.4% 17.1% 9.8% 9.8% 29.3% -
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E.2 THE THEORY OF PLANNED BEHAVIOUR - THE BELIEF MEASURES

Table E15 If I shoplift I will be able to get things without paying for them
LIKELY neither UNLIKELY missing

very quite slightly slightly quite very

all 41.5% 18.3% 8 .6 % 13.5% 3.6% 4.7% 9.7% 0 .2 %

non 25.1% 19.6% 1 1 .0 % 18.7% 4.6% 7.3% 13.2% 0.5%

past 51.0% 19.6% 8.4% 8.4% 4.2% 1.4% 7.0% -

recent 68.3% 1 2 .2 % 2.4% 8.5% - 3.7% 4.9% -

Table E16 If I shoplift I will be able to save money
LIKELY neither UNLIKELY missing

very quite slightly slightly quite very

all 43.7% 15.5% 1 2 .8 % 7.7% 4.5% 5.2% 10.4% 0 .2 %

non 27.4% 17.8% 18.3% 9.6% 3.7% 7.3% 15.5% 0.5%

past 55.9% 13.3% 9.1% 6.3% 7.0% 2 .8 % 5.6% -

recent 65.9% 13.4% 4.9% 4.9% 2.4% 3.7% 4.9% -

Table E l7 If I shoplift the shops will put up the prices to consumers
LIKELY neither UNLIKELY missing

very quite slightly slightly quite very

all 23.6% 16.2% 14.4% 15.3% 6 .8 % 7.0% 16.2% 0.5%

non 24.2% 16.0% 19.2% 14.6% 5.0% 6.4% 14.2% 0.5%

past 22.4% 18.9% 10.5% 16.1% 6.3% 8.5% 16.9% 0.7%

recent 24.4% 1 2 .2 % 8.5% 15.9% 1 2 .2 % 6 .1 % 20.7% -

Table E18 If I shoplift I will be breaking the law
LIKELY neither UNLIKELY missing

very quite slightly slightly quite very

all 84.0% 5.6% 0.9% 2.7% 1 .1 % 0.7% 5.0% -

non 8 8 .1% 4.1% 0.9% 2.7% 1.4% 0.5% 2.3% -

past 85.3% 7.0% 0.7% 1.4% 0.7% - 4.9% -

recent 70.7% 7.3% 1 .2 % 4.9% 1 .2 % 2.4% 1 2 .2 % -
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Table E19 If I shoplift I will be arrested for committing a crime
LIKELY neither UNLIKELY missing

very quite slightly slightly quite very

all 35.1% 2 2 .1 % 15.3% 9.0% 6 .1% 5.6% 6.5% 0 .2 %

non 36.1% 2 2 .8 % 17.4% 7.8% 7.3% 4.6% 4.1% -

past 35.7% 24.5% 1 2 .6 % 9.8% 5.6% 5.6% 5.6% 0.7%

recent 31.7% 15.9% 14.9% 1 1 .0 % 3.7% 8.5% 14.6% -

Table E20 If I shoplift I will be caught
LIKELY neither UNLIKELY missing

very quite slightly slightly quite very

all 14.6% 20.5% 19.6% 18.0% 9.9% 7.2% 1 0 .1% -

non 22.4% 26.9% 2 1 .0 % 16.0% 7.3% 3.2% 3.2% -

past 7.0% 16.8% 23.1% 20.3% 1 1 .2 % 1 2 .6 % 9.1% -

recent 7.3% 9.8% 9.8% 19.5% 14.6% 8.5% 30.5% -

Table E21 Getting goods without paying is
GOOD neither BAD missing

very quite slightly slightly quite very

all 19.6% 7.0% 6.5% 7.7% 4.3% 14.6% 40.3% -

non 9.6% 5.0% 4.6% 9.6% 2.7% 16.0% 52.5% -

past 18.2% 7.0% 8.4% 7.0% 4.9% 17.5% 37.1% -

recent 48.8% 1 2 .2 % 8.5% 3.7% 7.3% 6 .1% 13.4% -

Table E22 Saving money by shoplifting is
GOOD neither BAD missing

very quite slightly slightly quite very

all 1 1 .0 % 5.9% 4.7% 1 2 .8 % 5.4% 19.4% 40.8% -

non 2.3% 1 .8 % 2.3% 1 1 .0 % 3.7% 2 1 .0 % 58.0% -

past 10.5% 6.3% 5.6% 16.1% 8.4% 2 1 .0 % 32.2% -

recent 35.4% 15.9% 9.8% 1 2 .2 % 4.9% 1 2 .2 % 9.8% -
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Table E23 Getting caught shoplifting
GOOD neither BAD missing

very quite slightly slightly quite very

all 6.5% 0.7% 1.4% 6 .8 % 4.1% 14.0% 66.4% 0 .2 %

non 7.3% 0.9% 0.9% 6 .8 % 3.7% 14.2% 65.8% 0.5%

past 5.6% 0.7% 1.4% 6.3% 4.9% 11.9% 69.2% -

recent 6 .1 % - 2.4% 7.3% 3.7% 17.1% 63.4% -

Table E24 Breaking the law is
GOOD neither BAD missing

very quite slightly slightly quite very

all 3.8% 1 .1 % 0.9% 5.6% 3.6% 17.6% 67.3% -

non - - 1.4% 3.7% 1.4% 16.9% 76.7% -

past 4.2% 0.7% - 5.6% 2 .8 % 16.8% 69.9% -

recent 13.4% 4.9% 1 .2 % 1 1 .0 % 1 1 .0 % 20.7% 37.8% -

Table E25 Shops putting up their prices
GOOD neither BAD missing

very quite slightly slightly quite very

all 3.4% 2 .0 % 2.7% 8 .6 % 7.7% 19.4% 56.3% -

non 0.5% 1.4% 2.3% 8 .2 % 6 .8 % 22.4% 58.4% -

past 2 .8 % 0.7% 2 .1 % 9.1% 7.0% 15.4% 62.9% -

recent 1 2 .2 % 6 .1 % 4.9% 8.5% 1 1 .0 % 18.3% 39.0% -

>ecause of shoplifting is

Table E26 Being arrested for committing a crime is
GOOD neither BAD missing

very quite slightly slightly quite very

all 6.3% 1 .6 % 1 .6 % 6.3% 2 .0 % 13.3% 68.9% -

non 5.5% 1.4% 1.4% 5.9% 1.4% 1 2 .8 % 71.7% -

past 7.0% 2 .1 % 0.7% 3.5% 2 .1 % 1 2 .6 % 72.0% -

recent 7.3% 1 .2 % 3.7% 1 2 .2 % 3.7% 15.9% 56.1% -
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Table E27 My family think I should avoid shoplifting

LIKELY neither UNLIKELY missing

very quite slightly very quite strongly

all 85.6% 5.0% 1 .6 % 3.6% 0.7% 0.7% 2.9% -

non 92.7% 4.1% 0.9% 1.4% - - 0.9% -

past 89.5% 3.5% 1.4% 2 .8 % - - 2 .8 % -

recent 59.8% 9.8% 3.7% 1 1 .0 % 3.7% 3.7% 8.5% -

Table E28 My friends think I should avoid shoplifting
LIKELY neither UNLIKELY missing

very quite slightly slightly quite very

all 40.3% 15.8% 1 2 .6 % 16.7% 3.8% 2.7% 8 .1% -

non 52.1% 18.7% 14.2% 1 1 .0 % 2.3% 0.9% 0.9% -

past 36.4% 17.5% 10.5% 23.1% 4.2% 2 .1% 6.3% -

recent 15.9% 4.9% 1 2 .2 % 20.7% 7.3% 8.5% 30.5% -

Table E29 The police think I should avoid shoplifting
LIKELY neither UNLIKELY missing

very quite slightly slightly quite very

all 88.5% 3.6% 1 .1 % 2.3% 0.5% 0.5% 3.6% -

non 92.7% 3.7% 1.4% 0.9% 0.5% - 0.5% -

past 90.2% 3.5% - 2 .8 % - - 3.5% -

recent 74.4% 3.7% 2.4% 4.9% 1 .2 % 2.4% 1 1 .0 % -

Table E30 Doing what my family think I should do is
GOOD neither BAD missing

very quite slightly slightly quite very

all 35.8% 2 1 .2 % 13.8% 2 1 .2 % 1 .8 % 1 .8 % 4.3% 0 .2 %

non 35.2% 25.6% 15.1% 2 0 .1 % 0.5% 1 .8 % 1.4% 0.5%

past 40.6% 16.1% 14.7% 16.8% 4.2% 1 .2 % 6.3% -

recent 29.3% 18.3% 8.5% 31.7% 1 .2 % 2.4% 8.5% -
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Table E31 Doing what my friends think I should do is
GOOD neither BAD missing

very quite slightly slightly quite very

all 16.0% 20.0% 14.2% 35.1% 5.2% 4.5% 4.3% 0.2%

non 14.6% 22.8% 14.2% 36.5% 5.5% 4.1% 1.8% 0.5%

past 16.8% 18.2% 13.3% 30.8% 6.3% 6.3% 8.4% -

recent 18.3% 18.3% 15.9% 39.0% 2.4% 2.4% 3.7% -

Table E32 Doing what the police think I should do is
GOOD neither BAD missing

very quite slightly slightly quite very

all 38.3% 18.7% 9.2% 22.1% 2.0% 0.9% 8.3% 0.5%

non 42.5% 25.6% 8.2% 20.5% 0.9% 0.5% 1.4% 0.5%

past 39.2% 11.2% 11.9% 22.4% 4.9% 1.4% 8.4% 0.7%

recent 25.6% 13.4% 7.3% 25.6% - 1.2% 26.8% -

Table E33 I would be more likely to shoplift if I thought there was little risk
of being caught

AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 22.5% 9.9% 16.2% 11.5% 2.3% 8.3% 29.1% -

non 7.8% 6.8% 19.2% 11.4% 2.7% 11.4% 40.6% -

past 30.1% 10.5% 16.1% 13.3% 2.8% 4.2% 23.1% -

recent 48.8% 17.1% 8.5% 8.5% - 7.3% 8.5% -

Table E34 I would be more likely to shoplift if I thought the retailers’ security
measures were ineffective

AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 23.2% 14.0% 16.9% 10.8% 3.4% 7.7% 23.9% 0.2%

non 8.7% 8.2% 20.1% 10.0% 3.2% 11.4% 38.4% -

past 26.6% 19.6% 16.1% 14.7% 4.2% 4.9% 14.0% -

recent 56.1% 19.5% 9.8% 6.1% 2.4% 2.4% 2.4% 1.2%
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Table E35 I would be more likely to shoplift if I thought I would not be punished
severely if caught

AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 19.4% 13.1% 13.3% 14.0% 4.7% 6.8% 28.8% -

non 8.2% 7.8% 16.4% 12.8% 3.2% 11.0% 40.6% -

past 18.9% 18.9% 11.9% 18.2% 5.6% 3.5% 23.1% -

recent 50.0% 17.1% 7.3% 9.8% 7.3% 1.2% 7.3% -

Table E36 I would be more likely to shoplift if I were short of money
AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 19.4% 10.8% 18.9% 13.5% 6.3% 6.5% 24.5% -

non 8.2% 6.4% 21.0% 11.4% 6.8% 7.8% 38.4% -

past 22.4% 15.4% 21.0% 14.7% 5.6% 7.0% 14.0% -

recent 43.9% 14.6% 9.8% 17.1% 6.1% 2.4% 6.1% -

Table E37 I would be more likely to shoplift if my friends encouraged me to
AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 8.8% 8.8% 14.2% 19.4% 5.4% 9.7% 33.8% -

non 4.1% 3.7% 11.0% 17.4% 5.0% 11.0% 47.9% -

past 9.1% 14.0% 18.9% 18.2% 4.9% 10.5% 24.5% -

recent 20.7% 13.4% 14.6% 26.8% 7.3% 4.9% 12.2% -

Table E38 I do think there is little risk of being caught
AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 15.8% 17.1% 18.0% 12.6% 10.4% 11.9% 14.2% -

non 11.4% 15.5% 18.3% 13.7% 10.5% 13.7% 16.9% -

past 14.0% 18.9% 16.8% 13.3% 10.5% 14.0% 12.6% -

recent 30.5% 18.3% 19.5% 8.5% 9.8% 3.7% 9.8% -
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Table E39 I do think that security measures are good at catching shoplifters
AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 12.6% 11.0% 18.9% 15.3% 13.7% 16.2% 12.2% -

non 14.2% 11.9% 19.6% 17.4% 15.5% 15.1% 6.4% -

past 11.9% 10.5% 21.0% 12.6% 12.6% 18.9% 12.6% -

recent 9.8% 9.8% 13.4% 14.6% 11.0% 14.6% 26.8% -

Table E40 I do think that I will be severely punished
AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 27.0% 16.9% 15.1% 12.4% 8.8% 8.1% 11.7% -

non 9.1% 9.6% 10.0% 10.0% 16.4% 16.0% 28.8% -

past 22.4% 19.6% 15.4% 12.6% 7.7% 7.7% 14.7% -

recent 30.5% 14.6% 11.0% 18.3% 7.3% 4.9% 13.4% -

Table E41 I am often short of money
AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 16.4% 9.0% 15.5% 9.5% 7.7% 16.2% 25.5% 0.2%

non 13.2% 7.8% 20.5% 10.0% 6.8% 19.2% 22.4% -

past 15.4% 10.5% 9.8% 9.8% 8.4% 18.2% 27.3% 0.7%

recent 26.8% 9.8% 12.2% 7.3% 8.5% 4.7% 30.5% -

AGREE neither DISAGREE missing

strongly quite slightly slightly quite strongly

all 3.6% 1.8% 5.4% 12.6% 5.0% 7.7% 63.7% 0.2%

non 0.9% 0.9% 1.8% 7.8% 4.1% 5.9% 78.5% -

past 2.1% 2.1% 6.3% 11.9% 3.5% 12.6% 60.8% 0.7%

recent 13.4% 3.7% 13.4% 26.8% 9.8% 3.7% 29.3% -
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EFFECTIVENESS OF THE SHOPLIFTING PREVENTION 
MEASURES

Table E43 CCTV would stop people shoplifting
very
likely

quite likely neither quite
unlikely

very
unlikely

missing

all 45.3% 32.2% 7.9% 5.2% 5.2% 4.3%

non 45.7% 36.5% 6.4% 4.1% 3.7% 3.7%

past 44.1% 34.3% 7.0% 4.2% 5.6% 4.9%

recent 46.3% 17.1% 13.4% 9.8% 8.5% 4.9%

Table E44 Security guards would stop people shoplifting
very
likely

quite likely neither quite
unlikely

very
unlikely

missing

all 33.1% 38.5% 11.3% 6.8% 5.4% 5.0%

non 30.6% 46.6% 11.0% 5.5% 2.3% 4.1%

past 37.1% 37.1% 8.4% 6.3% 5.6% 5.6%

recent 32.9% 19.5% 17.1% 11.0% 13.4% 6.1%

Table E45 Electronic tags would stop people shoplifting
very
likely

quite likely neither quite
unlikely

very
unlikely

missing

all 55.6% 22.3% 7.0% 3.6% 7.4% 4.1%

non 56.6% 27.4% 7.3% 2.3% 3.7% 2.7%

past 60.1% 19.6% 5.6% 3.5% 6.3% 4.9%

recent 45.1% 13.4% 8.5% 7.3% 19.5% 6.1%

Table E46 Store detectives would stop people shoplifting
very
likely

quite likely neither quite
unlikely

very
unlikely

missing

all 29.5% 34.2% 14.9% 10.4% 5.4% 5.6%

non 23.3% 44.7% 14.8% 11.5% 2.4% 4.6%

past 35.7% 27.3% 12.6% 11.9% 5.6% 7.0%

recent 35.4% 18.3% 20.7% 6.1% 13.4% 6.1%
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Table E47 Would any of these security measures make you feel worried?
Yes No Don’t know Missing

all 56.3% 19.1% 18.5% 6.1%

non 55.7% 20.1% 20.1% 4.1%

past 65.7% 10.5% 16.1% 7.7%

recent 41.5% 31.7% 18.3% 8.5%

Table E48 Have any of these measures ever stopped you from using a shop?
Yes No Don’t know Missing

all 12.2% 671% 13.5% 7.2%

non 11.4% 73.5% 10.5% 4.6%

past 14.0% 63.6% 14.0% 8.4%

recent 18.3% 56.1% 13.4% 12.2%
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F.l COMPARISON OF THE TWO SCHOOL SAMPLES

Table FI Demographic Variables

chi square df significance Cramer’s V significance

Age 63.31710 5 .00000 .37763 .00000

money 37.17882 3 .00000 .29135 .00000

gender 0.20869 1 .64779 -.02168 .64779

shopping 6.20365 4 .18445 .11834 .18445

Table F2 Shoplifting history

chi square df significance Cramer’s V significance

frequency of shoplifting 4.20752 5 5.1994 .09746 .51994

recency of shoplifting 16.17848 4 .00279 .19089 .00279

frequency of shoplifting in last 
12 months

16.34869 6 .01200 .19189 .01200

Have you ever been caught .67997 3 .87791 .03918 .87791

Would being caught stop you 
from shoplifting

9.22688 3 .02642 .14416 .02642

Table F3 The Effectiveness of Shoplifting Prevention Measures

effectiveness of shop security chi square df significance Cramer’s V significance

CCTV 11.41778 4 .02225 .16391 .02225

Security guards 4.50362 4 .34212 .10331 .34212

electronic tags 11.00608 4 .02650 .16704 .02650

Store detectives 5.78773 4 .21557 .11753 .21557

Would any of these make you 
feel worried

.99819 2 .60708 .04893 .60708

have any of these stopped you 
from using a shop

1.48415 2 .47613 .06002 .47613
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Table F4 Global Measures

School A School B F. Ratio F.Prob K-W Sig.

will 2.0484 2.5097 6.3496 .0121 .0701

chance 2.1038 2.5355 5.4474 .0200 .0836

approve 1.7754 2.0649 2.5696 .1097 .0372

avoid 1.8299 1.9935 0.9204 .3379 .4857

good 1.9510 2.2000 2.6396 .1049 .4832

honest 1.5810 1.4774 0.7810 .3773 .6863

right 1.5854 1.7032 0.9181 .3385 .4469

stupid 2.1107 2.3226 1.6084 .2054 .5504

excite 3.0242 3.0194 0.0006 .9804 .8389

reward 3.1268 3.1097 0.0066 .9353 .6965

easy 4.6678 4.5065 0.6635 .4158 .7156

opportunity 5.1038 4.9871 0.3968 .5291 .9823

guilty 2.5260 2.6065 0.1606 .6888 .8254

morally 2.0346 2.4323 4.9740 .0262 .0599

Table F5 Outcome Beliefs

School A School B F Ratio F.Prob K-W Sig.

I will be arrested 2.6493 2.8452 1.1216 .2902 .3516

1 will be caught 3.3910 3.7097 3.0337 .0822 .1559

I will be breaking the law 1.5467 1.5032 0.0869 .7683 .3549

Shops will pass on costs 3.4306 3.6688 1.2605 .2622 .1635

I will get goods free 5.2431 5.3355 0.2129 .6448 .5928

I will save money 5.2743 5.3290 0.0714 .7894 .6828

arrested good/bad 1.8235 1.9935 0.9969 .3186 .2833

caught good/bad 1.9446 1.8312 0.4546 .5005 .6039

law good/bad 1.5848 2.0258 9.5730 .0021 .0093

costs good/bad 1.9965 2.0516 0.1273 .7214 .9503

free goods good/bad 3.1349 3.4581 1.8157 .1785 .2832

save money good/bad 2.9677 2.7578 1.0071 .3161 .7330
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Table F6 Referent Beliefs

School A School B F. Ratio F.Prob K-W Sig.

family 1.4083 1.4581 0.1568 .6923 .2353

friends 2.5294 2.9742 5.6993 .0174 .0441

police 1.4291 1.2968 1.0882 .2974 .1417

family good/bad 5.4931 5.3871 0.4381 .5084 .6445

friends good/bad 4.8839 4.6979 1.4246 .2333 .2130

police good/bad 5.4042 5.2000 1.2543 .2633 .7661

Table F7 Control Beliefs

School
A

School
B

F. Ratio F.Prob K-W Sig

friends encouraged me 3.2007 3.5419 2.7347 .0989 .1125

ineffective security 4.2431 4.2387 0.0004 .9849 .9804

penalties not severe 3.9308 3.9226 0.0013 .9715 .9624

little risk of being caught 4.0625 3.8129 1.1252 .2894 .3225

short of money 4.0035 4.1548 0.4706 .4931 .5588

friends often encourage me 1.8576 2.4903 14.4632 .0002 .0004

security is ineffective 4.1419 3.8452 2.4392 .1191 .1179

penalties not severe 4.6713 4.7484 0.1410 .7075 .6569

little risk of being caught 4.2699 4.1484 0.3628 .5472 .6355

often short of money 3.5208 3.9290 3.4311 .0646 .0756
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F.2 THE SCHOOL PAST SHOPLIFTERS

Table F8 Demographic Variables

chi square df significance Cramer’s V significance

Age 10.91919 1 0 .36385 .19539 .36385

money 5.14651 6 .52516 .13462 .52516

gender 6.72935 5 .03457 .21693 .03457

shopping 6.57977 8 .58257 .15168 .58257

Table F9 Shoplifting History

chi
square

d f significanc
e

Cramer’s
V

significance

frequency of shoplifting 10.78347 8 .21427 .19486 .21427

Have you ever been caught 5.2442 4 .26312 .13589 .26312

Would being caught stop you 
from shoplifting

10.25952 4 .03628 .18940 .03628

Table F10 Effectiveness of Shoplifting Prevention Measures

effectiveness of shop security chi square df significance Cramer’s V significance

CCTV 1.21734 8 .99647 .06690 .99647

Security guards 10.10367 8 .25782 .19345 .25782

electronic tags 8.87222 8 .35319 .18061 .35319

Store detectives 13.69851 8 .08997 .22693. .08997

Would any of these make you 
feel worried

7.94467 4 .09363 .17347 .09363

have any of these stopped you 
from using a shop

2.72658 4 .60457 . 1 0 2 0 1 .60457
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Table F ll  Global Measures

can’t remember over 5 years 1-5 years ago F. Ratio F. Prob K-W Sig.

will 2.2564 1.8276 1.9600 0.7234 .4869 .6883

chance 2.1282 2.2759 2.0667 0.1623 .8503 .8629

approve 2.2051 1.7857 1.9459 0.4360 .6475 .6681

avoid 2.0513 1.5862 1.6267 1.1419 .3222 .3827

good 2.2821 1.7586 1.5600 4.4837 .0130 .4408

honest 1.6667 1.5296 1.4400 0.5243 .5931 .3651

right 1.7692 1.6552 1.3200 2.7034 .0705 .1787

stupid 2.2308 2.1034 1.9467 0.4903 .6315 .7571

excite 3.1795 3.1379 3.1333 0.0082 .9918 .9917

reward 3.2821 3.2963 3.0400 0.2499 .7792 .7879

easy 5.3333 4.7037 4.7333 1.3220 .2700 .0625

opptny 5.2308 5.3448 5.4533 0.1921 .8255 .9045

guilty 3.0513 2.4138 2.9200 0.9001 .4088 .6215

morally 2.5128 1.8966 2.3467 0.9550 .3873 .5922

Table F12 Outcome Beliefs

can’t
remember

over 5 
years ago

1-5 years 
ago

F Ratio F.Prob K-W
Sig.

I will be arrested 2.7692 2.7857 2.5200 0.3481 .7066 .8101

I will be caught 3.7949 4.3103 3.7200 1.2719 .2835 .1852

I will be breaking the law 1.5897 3.3103 1.4267 0.3545 .7022 .4987

Shops will pass on costs 3.3846 3.5357 3.6933 0.2655 .7672 .7970

I will get goods free 5.3846 5.7586 5.8933 1.0346 .3581 .7878

I will save money 5.7436 6.1379 5.5867 0.9525 .3882 .1472

arrested good/bad 2.2308 1.6522 1.6800 1.4731 .2327 .1032

caught good/bad 2.0513 1.7241 1.7600 0.4930 .6118 .1552

law good/bad 2.2051 1.5862 1.4400 3.9469 .0215 .0082

costs good/bad 2.2564 1.5862 1.7467 2.2930 .1047 .4149

free goods good/bad 3.8718 3.1724 2.9733 1.9064 .1524 .1583

save money good/bad 3.6154 2.6652 2.8667 2.3854 .0958 .2455
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Table F13 Referent Beliefs

can’t
remember

over 5 
years ago

1-5 years 
ago

F.
Ratio

F.Prob K-W Sig.

family 1.5128 1.2414 1.2400 0.8338 .4365 .1931

friends 2.7179 2.6897 2.7467 0.0133 .9888 .9382

police 1.5641 1.1379 1.2800 1.1754 .3117 .6602

family good/bad 5.0769 5.4483 5.6000 1.1405 .3226 .2655

friends good/bad 4.5128 4.3103 4.6800 0.4686 .6268 .5919

police good/bad 4.8974 5.3103 5.3108 0.6720 .5124 .6931

Table F14 Control Beliefs

can’t
remember

over 5 
years ago

1-5 years 
ago

F.
Ratio

F.Prob K-W
Sig

friends encouraged me 3.8718 3.8276 3.6533 .1709 .8431 .8641

ineffective security 4.7692 4.7931 4.8000 0.0029 .9971 .9742

penalties not severe 4.2821 4.2759 4.2133 0.0160 .9841 .9812

little risk of being caught 4.3077 4.5862 4.5067 0.1396 .8689 .8012

short of money 4.5641 5.0000 4.4133 0.8696 .4214 .4043

friends often encourage me 2.0256 2 . 0 0 0 0 2.0676 0 . 0 2 1 0 .9792 .8273

security is ineffective 3.6923 4.7241 4.0800 2.4362 .0912 .0920

penalties not severe 4.1795 4.4828 4.7600 1 . 0 0 1 0 .3701 .3530

little risk of being caught 4.3333 4.2069 4.1333 0.1279 .8801 .8352

often short of money 3.2821 3.1429 3.7467 1.0009 .3702 .3312
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F.3 FACTOR ANALYSIS FOR THE SCHOOL SURVEY

Factor Analysis for the Global Measures
A factor analysis, using principal components extraction and varimax rotation, was 
performed on the twelve variables contained in the global measures of attitude, the 
subjective and moral norm, and perceived control. The figures shown below fulfill the 
criteria described by Kinnear and Gray (1994) as being indicative of a satisfactory factor 
analysis

Determinant o f the correlation matrix = .0052365 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = .89801 
Significance of the Bartlett Test of Sphericity = .00000

The factor analysis produced an initial solution of three factors with an Eigenvalue of 
greater them one Only those factors with an eigenvalue of greater than one are 
considered to be common factors. The scree plot, shown in Figure FI, indicates that 
these three factors explained 64.3% of the variance.

Figure FI Scree Plot for the initial factor analysis solution - global measures
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To provide a check on the robustness o f the model, three alternative methods of factor 
extraction were utilised; unweighted least squares, generalised least squares, and 
maximum likelihood. Comparison of the factor matrices from the four extraction 
methods indicated that all four methods placed the original variables into the same factors, 
with similar but not identical values.

The varimax rotation loaded on the three factors shown in table F I5. Factor one, 
attitude, contains four of the original attitude variables, honest, right, good and stupid, 
plus the two moral norm variables of morally and guilty. Factor two, perceived control, 
contains the two original perceived control variables of easy and opportunity plus the 
attitude variables of exciting and rewarding. Factor three, the subjective norm, retained 
its original formulation.
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Table F15 Factor Analysis for the Global Measures

FACTOR 1 FACTOR 2 FACTOR 3
attitude perceived control subjective norm
honest morally easy approve
right guilty opportunity avoid
good exciting
stupid rewarding

Factor Analysis for the Belief Measures
Following the procedures described for the global measures, factor analysis, using 
principal components extraction and varimax rotation, was performed on the 14 variables 
contained in the measures of outcome beliefs, referent beliefs and control beliefs. The 
figures shown below fulfill the criteria described by Kinnear and Gray (1994) as being 
indicative of a satisfactory factor analysis.

Determinant of the correlation matrix = .0064279 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = .82973 
Significance of the Bartlett Test of Sphericity = .00000

The factor analysis produced an initial solution of three factors with an Eigenvalue of 
greater than one. The scree plot, shown in Figure F2, indicates that these three factors 
explained 56.4% of the variance.

Figure F2 Scree Plot for the initial factor analysis for the belief measures
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The varimax rotation loaded on the three factors shown in Table F I6. Factor one, 
outcome/control, contained the original five control beliefs, plus the outcome beliefs of 
‘pay’ and ‘save’ and the referent belief ‘friends’. Factor two, apprehension, contained 
the outcome beliefs of ‘arrest’, ‘caught’ and ‘law’. Factor three, the subjective norm, 
contained the beliefs relating to ‘family’ and ‘the police’.
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Table F16 Factor Analysis for the Belief Measures

FACTOR 1 FACTOR 2 FACTOR 3
outcome/control apprehension referent
ineffective security arrest family
save caught police
pay
risk
punish
short
friends (control) 
friends (referent)

law
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F.4 COMPARISON OF THE BELIEFS AND ATTITUDES OF THE
STUDENT RESPONDENTS

To compare the views of the three groups of respondents, both one-way analysis of 
variance (parametric) and the Kruskal-Wallis test (non-parametric) were used. The 
results of the one-way analysis of variance are reported in full, as this technique enables 
the use of Tukey’s HSD test to pin-point where the significant differences occur. For the 
Kruskal-Wallis, only the significance of the test is reported. Where the figures for all 
three groups of respondents are shown in bold, this indicates statistically significant 
differences between all three groups. Where only the figure for the recent shoplifters is 
shown in bold, this indicates that the recent shoplifters hold statistically significant 
different views from the non-shoplifters and past shoplifters.

Table FI7 Attitude (n=444)

I think shoplifting is Non Past Recent F. Ratio F.Prob K-W
Sig-

good/bad 1.5602 1.7972 3.7195 84.1982 . 0 0 0 0 . 0 0 0 0

honest/dishonest 1.2593 1.5319 2.3171 27.0455 . 0 0 0 0 . 0 0 0 0

right/wrong 1.3456 1.5105 2.5732 35.0865 . 0 0 0 0 . 0 0 0 0

wise/stupid 1.7215 2.0559 3.6463 48.3385 . 0 0 0 0 . 0 0 0 0

Questions scaled 1 to 7. 7 indicates that shoplifting is extremely, good, honest, right, and wise and 1 
indicates that shoplifting is extremely bad, dishonest, wrong, and stupid

Table F18 Subjective norm (n=444)

most people important to 
me

Non Past Recent F. Ratio F. Prob K-W
Sig.

would not approve 1.4977 1.9858 2.7037 14.3023 . 0 0 0 0 . 0 0 0 0

think I should avoid 1.5367 1.7343 3.0854 28.3202 . 0 0 0 0 . 0 0 0 0

Questions scaled: 7 strongly disagree to 1 strongly agree

Table F19 Perceived control (n=444)

Non Past Recent F. Ratio F.Prob K-W Sig.

exciting 2.2785 3.1469 4.7927 61.4720 . 0 0 0 0 . 0 0 0 0

rewarding 2.5139 3.1560 4.6585 35.8283 . 0 0 0 0 . 0 0 0 0

easy 3.9954 4.8936 5.7561 28.8680 . 0 0 0 0 . 0 0 0 0

opportunity 4.5799 5.3706 5.8171 17.2665 . 0 0 0 0 . 0 0 0 0

Questions scaled: 1 strongly disagree to 7 strongly agree
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Table F20 Moral norm (n=444)

Non Past Recent F. Ratio F.Prob K-W
Sig.

I would feel guilty if 
Ishoplified

1.6393 2.8531 4.4756 84.5532 .0000 .0000

Shoplifting is morally wrong 1.5205 2.3007 3.6951 54.8397 .0000 .0000
questions scaled: 1 strongly agree to 7 strongly disagree

Table F21 Economic beliefs (n=444)

Non Past Recent F Ratio F. Prob K-W Sig.

Likelihood
Shops will pass on costs 4.6376 4.4225 4.1951 1.3867 .2510 .3180
I will get goods free 4.6697 5.7273 6.0976 22.3556 .0000 .0000
I will save money 4.7156 5.7413 6.0488 19.0112 .0000 .0000

Evaluation
costs good/bad 1.7945 1.8531 2.8902 17.2717 .0000 .0000
free goods good/bad 2.5114 3.2587 5.1951 44.1736 .0000 .0000
save money good/bad 1.9315 3.0280 4.8902 82.0312 .0000 .0000

Likelihood questions scaled: 7 very likely to 1 very unlikely. 
Evaluation questions scaled: 7 very good to 1 very bad

Table F22 Apprehension beliefs (n=444)

Non Past Recent F Ratio F.Prob K-W Sig.

Likelihood 
I will be arrested 
I will be caught 
I will be breaking the law

5.4247
5.1782
6.6438

5.3592
4.1399
6.5524

4.7683
3.2805
5.8537

3.9599
42.7177

9.1669

.0197

.0000

.0001

.1060

.0000

.0006

Evaluation 
arrested good/bad 
caught good/bad 
law good/bad

1.7854
1.9450
1.3607

1.8252
1.8322
1.6783

2.2439
1.9268
2.8537

2.2770
0.2008
37.2381

.1038

.8181

.0000

.0206

.7163

.0000

likelihood questions scaled: 1 very likely to 7 very unlikely 
evaluation questions scaled: 7 very good to 1 very bad
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Table F23 Referent beliefs (n=444)

Non Past Recent F. Ratio F.Prob K-W Sig.

Likelihood
family 1.1553 1.3147 2.3415 30.8799 .0000 .0000
friends 1.9909 2.7273 4.4634 66.9382 .0000 .0000
police 1.1644 1.3287 2.0610 15.9801 .0000 .0000

Evaluation
family 5.6422 5.4266 5.0122 4.6980 .0096 .0435
friends 4.8464 4.5594 4.8902 1.8144 .1642 .3718
police 5.8165 5.1972 4.2805 23.8050 .0000 .0000

Likelihood questions scaled: 7 very unlikely to 1 very likely. 
Evaluation questions scaled: 7 very good to 1 very bad

Table F24 Control beliefs (n=444)

Non Past Recent F. Ratio F. Prob K-WSig.

Likelihood
friends encouraged me 2.5982 3.7486 4.5000 51.790 .0000 .0000
ineffective security 3.2146 4.7902 6.0494 5.3995 .0000 .0000
penalties not severe 3.0959 4.2448 5.5976 0.5878 .0000 .0000
little risk of being caught 3.0868 4.4685 5.5062 8.50863 .0000 .0000
short of money 3.2100 4.5734 5.4146 1.4927 .0000 .0000

Evaluation
friends often encourage me 1.5479 2.0423 3.5610 51.7904 .0000 .0000
security is ineffective 3.7900 4.1049 4.5884 5.3995 .0048 .5387
penalties not severe 4.7808 4.5455 4.7439 .5878 .5560 .0047
little risk of being caught 3.9498 4.2028 5.0122 8.5083 .0002 .0002
often short of money 3.6347 3.5200 4.0244 1.4927 .2259 .3311

likelihood questions scaled: 7 = extremely likely to 1 = extremely likely 
evaluation questions scaled: 7 = strongly agree to 1 = strongly disagree
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F.5 THE INFLUENCE OF THE DEMOGRAPHIC VARIABLES ON THE
STUDENTS

To investigate the influence of the demographic variables of age, gender and economic 
status, both one-way analysis of variance and the Kruskal-Wallis test were used. Only 
those results where both the ANOVA and Kruskal-Wallis tests have produced statistically 
significant findings are reported.

Table F25 The influence of age

AGE Under 16 16 and over F Prob. F Ratio K-W Sig
Non-shoplifters
chance 1.6822 1.2556 9.1393 .0028 .0059
will 1.7597 1.1889 14.3421 .0002 .0008
reward 2.3095 2.8000 4.2947 .0394 .0182
easily 3.7188 4.3933 7.1015 .0083 .0092
family ( likelihood) 1.2481 1.0222 5.4319 .0207 .0146
family (evaluation) 5.8125 5.4000 4.8910 .0280 .0045
peers (evaluation) 1.7054 1.3222 5.3721 .0214 .0074
security (evaluation) 3.5349 4.1556 6.4442 .0118 .0169
punish (evaluation) 2.0496 1.9129 8.0768 .0049 .0015

Past shoplifters
excite 2.8837 3.5439 4.4346 .0370 .0326
pay 5.3953 6.2281 7.7121 .0062 .0324
friends (evaluation) 4.2791 4.9825 5.5576 .0198 .0399
peers (evaluation) 2.3647 1.5614 9.0201 .0032 .0077
morally 2.8023 1.5439 17.4062 .0001 .0033
electronic tags 4.0875 4.6071 6.8603 .0098 .0096

Table F26 The influence of gender

GENDER Male Female F Prob. F Ratio K-W Sig
Non-shoplifters
reward 2.8214 2.3182 4.4234 .0366 .0456
caught (likelihood) 4.6667 5.5111 16.5412 .0001 .0007
friends (likelihood) 2.3214 1.7852 9.1509 .0028 .0027
security (evaluation) 4.2500 3.5037 9.2101 .0027 .0030
guilty 1.8810 1.4889 5.2571 .0228 .0003

Past shoplifters
chance 2.3951 1.7742 4.9943 .0270 .0428
will 2.2593 1.6935 4.7627 .0307 .0186

Recent shoplifters
will 4.8571 3.6667 6.0209 .0163 .0159
stupid 4.1429 2.9091 7.2171 .0088 .0196
police (evaluation) 3.7755 5.0303 6.1558 .0152 .0356
security (evaluation) 6.4167 5.5152 7.9513 .0061 .0206
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Table F27 The influence of economic status

ECONOMIC Under £10
Non-shoplifters
will 1.8041
right 1.4688
arrest (livelihood) 5.1546
prices (evaluation) 2.0619
friends (likelihood) 2.2268
peers (evaluation) 1.8454
short ( evaluation) 4.2577
morally 1.7526
Past shoplifters
opportunity 4.8333
pay (likelihood) 5.3704
punish (evaluation) 4.0741
risk (evaluation) 3.7593
short (evaluation) 4.0370
Recent shoplifters
short (evaluation) 4.9167

Over £10 F Prob. F Ratio K-W Sig

1.2991 10.9507 .0011 .0014
1.2414 5.2248 .0233 .0118
5.6410 4.2380 .0408 .0145
1.5470 9.9797 .0018 .0061
1.7863 6.2924 .0129 .0185
1.2821 12.2022 .0006 .0001
3.0342 19.5164 .0000 .0000
1.3419 7.5137 .0066 .0032

5.6818 7.5526 .0068 .0162
6.0000 4.3951 .0378 .0274
4.8409 4.5652 .0344 .0339
4.5114 4.9642 .0275 .0341
3.1954 4.8703 .0290 .0148

3.3261 9.3563 .0030 .0047
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