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Abstract

The objectives of the paper are twofold: the fose is to identify the critical variables that
influence the process of buying firearms accordiogthe opinion of Italian hunters and
retailers. The second objective is to try to idgntiunters’ groups with similar generic
characteristics and similar behavior in purchasiadirearm for the purpose of understanding
customers’ behavior.

In order to achieve the first objective we haveeliviewed 455 Italian hunters and 200
firearms retailers from May to September 2011.

Results show that according to hunters the maitofacinfluencing firearm purchases are
manageability of the firearms and competence ofé¢kesler; while according to retailers the
key purchasing factors are price of the firearmsl dhe image of the producer. The survey
reveals that, in spite of these different percegtjaetailers know their customers’ behavior
and preferences fairly well. However, the studyasiggests that firearms retailers under
valuate the weight of the functional characteristiof the product and the hunters’
competences and autonomy in decision-making duhiegpurchasing process. In order to
achieve the second objective of the study, we qmerfd segmentation through a cluster
analysis and results reveal that there are six mainter groups named the recommended,
the conservative, the innovative, the informed stiregy and the maniac.

The Italian firearms producers could evaluate wieettheir current competitive strategy is
exploiting these potential market spaces.

Keywords Consumer behaviour; sporting firearms sector; dtalhunters and firearms
retailers.

1. Introduction

One of the priorities that a firm should consideorder to achieve the objective of creating
firm value is to identify a target of customers amdlerstand their needs and attitudes in order
to project, to produce, to communicate and to @eloustomer value. It's therefore important
that a company identifies which are the main factbat affect the purchase behavior of their
customers. Consumer purchase intention is the idacisaking process used by consumers
relating to a market deal in the form of purchakeroducts and services from one seller or
group of sellers. Consumers go through differemisien criteria when making any purchase
decision like brand, prices, quality, performanfeatures, convenience and user friendliness
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(Khan, Ghauri & Majeed, 2012). Purchase intentian be defined as individual's intention
to buy a specific brand which has chosen afteagedvaluations; the corporate and product
brand image is one of the most important variableeh measure the consumers’ purchase
intention. (Laroche, Kim & Zhou, 1996, Laroche &dsaierski, 1994, MacKenzie, Lutz &
Belch, 1986).

Researchers have noted that for the competitiveessc managers of firms should have a
good knowledge of their consumers’, understandiiogv lthey develop relationship or
interaction with brands and how they participatebrand communities in their own lives
(Esch, Tobias, Bernd & Patrick, 2006).

Studies (Shukla, 2011; Bian & Forsythe, 2012; AglaekSimonian, Forsythe, Kwon &
Chattaraman, 2012; Chen, Hsu & Lin, 2010; ChianBt&lakia, 2003; Wang, Li, Barnes &
Ahn, 2012) about factors driving the customer’'scpase intention have been applied to a
wide range of contexts (automotive, food, luxurpd®, e-commerce and so on) but no study
was focused on firearms. This is the reason whymwestigate which are the factors driving
consumers’ attitudes and purchase behavior tovepaoiting firearms.

In particular, we analyze the Italian firearms istty as it's a very important productive
sector in terms of the turnover and value addecigead in the Italian economy. Moreover,
this sector is a part of the precision mechanidsistry that represents the excellence of Made
in Italy at a global level (Musso, Cioppi & Frangip2012).

The first objective of this paper is to identifyetleritical variables that influence the
process of buying firearms. According to the litara background, on the basis of the
following discussion, this paper attempts to shawlbrand image and product features,
interpersonal influence and service quality infleerthe hunters’ purchase intention. The
analysis was carried out identifying the criticattors in firearm purchasing according to
hunters and retailersThe second objective is to try to identify, throughsegmentation
realized by the cluster analysis, hunter groups wiinilar generic characteristics and similar
behavior in purchasing a firearm.

The article begins with a section presenting theotétical background. Subsequent
section describes our research method and desigxt, Mhe obtained findings are showed.
Finally, a concluding section with a discussiortleé results, the theoretical and managerial
implications and future research direction are gmésd.

2. Theoretical background
In this section we discuss the most important factaffecting Italian sporting hunters’
purchase intention, dividing them into four categer
1. the brand image and product features (image of ghadlucer, aesthetics and
ergonomics, cheapness, manageability, ease oficteand maintenance, innovation,
tradition);
2. the interpersonal influence (word-of-mouth fronefids and acquaintances, degree of
diffusion among hunter groups)
3. factors related to the retailer image and the serquality (competence and quality
offered by the retailer, availability of the nednetailer).

2.1. Brand image and product features

Several researchers (Shukla, 2011; Thakor & Kdi96) concentrated their attention on
different aspects of brand that can influence paseh like brand origin, brand equity and
brand image. With specific reference to brand imageller (1993, p.3) defined it as
“perceptions about a brand as reflected by thadbassociations held in consumer memory”,
while Aaker (1996, p. 71) stated that brand image“how a brand is perceived by
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consumers”. Brand image generally comprehends tbdupt's name, its main physical
features and appearance and its main functionsnm@ta & Ulengin, 2003). “Brand
performance links to its intrinsic properties aachbw consumers perceive the fit between the
brand and their functional needs (features, qualftproduct, services related to the brand,
style and design, price)”. (Godey, Pederzoli, Ayelt al, 2012)

Hankinson (2007) argues that “Typically, these Hrasssociations — held in consumer
memory about brand — have been classified intodategories: functional attributes, which
are the tangible features of a product or senacé; emotional/symbolic attributes, which are
the intangible features that meet consumer needsoftal approval, personal expression or
self-esteem. Other authors add a third categopem@xental attributes, which relate to how it
feels to use a product or service and satisfy malgr generated needs for stimulation and
variety”.

The product attributes, the benefits/consequentesiong a brand, and brand personality
are the three key components of the brand imageniRker, 2000, 1985).

According to the definition of brand image abowve,tas what is perceived by customers
and is formed through both the tangible and intalegcharacteristics of the product, in this
study we associate the brand image with the praeatires.

A number of studies have revealed that brand inagesitively related with consumer’s
purchase intention (Keller, 1993; Del Rio, Vazqu&zlglesias, 2001), as “the more
favourable the brand image is, the more positivihésattitude toward the branded product
and its attributes” (Aghekyan-Simonian, Forsytheiad & Chattaraman, 2012).

Moreover, according to several authors (Aaker &Il&el1990; Keller, 1993 Park &
Srinivasan, 1994) a strong brand image usuallysh&dpcreate a brand’s position, build a
brand’s uniqueness compared to competitors, imprakie performance and, consequently,
play an important role in establishing long-terrarit equity (Bian & Moutinho, 2011).

2.2. Interpersonal influence

A considerable amount of literature has been phétlson interpersonal influence on
individual’s consumption behaviour (Shukla, 2011ppp, Lavack, & Silvera, 1999; Mourali,
Laroche, & Pons, 2005).

In 1989, Bearden and colleagues, attempting to ldpve scale to measure consumer
susceptibility to interpersonal influence, idemtfi two types of influences, namely
informational interpersonal influences and normaiivterpersonal influences (Shukla, 2011).
Informational influence is related to potential samer’'s tendency to receive information
from others to increase knowledge, while normaiinfliences includes utilitarian influence,
that can be described as the individual attempfotlow the expectation of others for
obtaining approval, and value expressive influetita, is the people’s need to improve his or
her self-concept through referent identificatioreéiBden, Netemeyer, & Teal, 1989; Mourali,
Laroche & Pons, 2005).

2.3. Factorsrelated to theretailer image and service quality

Service quality can be considered as one of thé messtigated topics in service marketing
(Fisk, Brown & Bitner, 1993; Gronroos, 2010). Comsently, during the years several
authors attempted to give their own definitiongliRarasuraman et al. (1985), who defined
service quality as the overall evaluation attitudainly based on the discrepancy between
consumers’ perceptions and their expectation oftvihaactually delivered (Wu, Yeh, &
Hsiao, 2011) or Chakrabarty and colleagues (2003), pyvho described it as “the
conformance to customer requirements in the dsligén service”.
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Several studies (Cronin & Taylor, 1992; SullivanV&alstrom, 2001; Wu et al. 2011)
have revealed that service quality have a posiintuence on purchase intentions.
Particularly, Cronin and Taylor (1992) showed tti$ strong influence of service quality on
customers’ behavioural intentions can be found emegl sectors, especially in that of
services, such as banking, pest control, dry aegprand fast food (Chakrabarty, Whitten &
Green, 2007).

3. Methodology
On the basis of previous discussion, this papexmgits to analyze how brand image,
interpersonal influence and service quality inflcethe hunters purchase intentions.

Moreover, this study wants to create a segmentationthe basis of the hunters’
characteristics and attitudes towards firearmstpase.

As said in the introduction, the first objectivetbe research is to identify factors driving
consumer attitude and purchase intention towardgisg firearms and the second objective
is to identify some hunters groups with similar gen characteristics and similar behavior in
purchasing a firearm. In order to achieve the fgective we have interviewed two groups
of respondents (455 hunters and 200 firearms ee$ailn two different time periods through
the administration of the questionnaire. In theecahunters group we have administered a
face-to-face questionnaire to 455 hunters usingngarcept survey technique. The hunters
were interviewed, considering the age distributtbmespondents, during the Rome trade fair
in May 2011. In the retails case, in the periodrfrduly to September 2011 we carried out
telephone interviews with 200 retailers selectemiqus stratified reasoned sampling which
took into account a geographically homogeneousribligton of respondents. The
questionnaires were designed in collaboration whi#h management of important firearms’
brands. The questionnaires were composed of twis:gae first part contained requests for
information about interviewees’ demographic chaastics and the second part was focused
on measurement scale regarding factors influenttiegpurchase behaviour, adopting a 5-
point Likert scale where 1 was “not important” @édias “very important”.

Therefore, in the case of the 455 Italian hunteterviewed we decided to eliminate all
questionnaires not completely filled, remaininghv03 questionnaires. Table 1 summarizes
the primary characteristics of the sample.

The data of table 1 show that 99.8% of respondeate male. The age of respondents is
almost equally distributed into three categories:t@ 40 years (22.8%), 41 to 50 years
(23.1%) and 51 to 60 years (25.6%).With regardhéoarea of origin it turns out that 79.4% of
respondents come from Central Italy: this non-tdistron in the different areas is due to the
fact that the interviewees were selected duringadet fair held in Rome and addressed to
central Italian customers. The remaining sampldéyaed was composed of 2% which resides
in Northern Italy and 18.6% in the South.

Most hunters interviewed were workers (35%) andfgasional people (20.8) while
13.9% were employees and 10.2% retired. Finally,rédmaining 4.4% were students (1.7%)
or company managers (2.7%).

An interesting datum is that almost 70% of the businterviewed hold between 2 and 7
firearms while 7% of respondent posses more thaard¥. This implies that Italian hunters
could be very expert consumers.

'According to Musso, Cioppi and Francioni (2012),Itely the number of gun shops amount to 1.200]evhi
Italian hunters are 751.876. The sample of remikehighly significant while the sample of huntefsaffected
limit of geographical distribution as they are cenitated in the center of Italy.
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In the second case, 200 retailers were surveyedhuh 68 (34.0 per cent) were located
in Northern ltaly, 59 (29.5 per cent) in Southetadyl and 73 (36.5 per cent) in the Centre of
Italy; so this means that it is a stratified santpiat tries to take into account the geographic
distribution of retailers.

We decided to conduct two parallel surveys in otdecompare the different perception
of the critical variables that influence the praces buying firearms according to the opinion
of Italian hunters and retailers.

Table 1 — Main characteristics of the hunters sampl
FREQUENCY PERCENT

Gender
Man 40z 99.¢
Woman 1 0.2
Age
18-26 54 13.4
27-40 92 22.8
41-50 93 23.1
51-60 10z 25.€
More than 60 years 61 15.1
Origin
Northern Italy 8 2.C
Southern Italy 320 79.4
Centre of Ital 75 18.€
Job
Office worker 56 13.9
Workman 141 35.0
Studen 7 1.7
Professional - freelancer 84 20.8
Director- manage 11 2.7
Retired 41 10.2
Othel 63 15.€
Number of firear ms owned
0 0 0
1 25 6.2
2 62 15.F
3 77 19.0
4 6C 15.C
5 55 13.7
6 35 8.7
7 22 55
8 11 2.7
9 15 3.7
10 12 3.0
More than 1 28 7.C

4. Resultsand discussion

4.1. Comparison between hunters and retailers perception

In order to evaluate the different perception @f tlwo samples, we adopted a five point Likert
scale. In detail, respondents were asked to praviseore ranging from 1 (no importance) to
5 (high importance). The mean of the Likert scalgponses was then compared to a midpoint
of 2.5 to determine their significance. The congdeeatures influencing consumer firearms
purchasing are:
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1. aesthetics and ergonomics, that means productrdasig) the capacity of the firearms
to adapt to the person’s physiognomy;

cheapness;

manageability, namely the ease of handling thaffire

ease of cleaning and maintenance of the firearm;

innovation, in terms of materials, weight, etc.lbin firearm;

availability of the nearest retailer;

image of the producer;

degree of diffusion among hunter groups that isy heany hunters belonging to the
same group use the same firearm;

9. tradition;

10.word-of-mouth from friends and acquaintances;

11.competence and quality offered by the retailer.

©NOoOORWN

These features are divided into three groups ofabkes, identified in the previous
literature background. In particular, the groupriokdmage and product features, conceived as
customers perception based on the tangible andhgitie@ characteristics of the product
(Godey, Pederzoli, Aiello & al, 2012; Hankinson,0Z0 Ataman & Ulengin, 2003) include
the image of the producer, the aesthetics and tg®nemics, the cheapness, the
manageability, the ease of cleaning and maintenaheeinnovation and the tradition. The
group interpersonal influence comprehends the wdmhouth from friends and
acquaintances and the degree of diffusion amontgehgnoups.

The last group of factors related to the retameage and the service quality includes the
competence and quality offered by the retailer thedavailability of the nearest retailer.

Starting from the perspective of hunters (Figureti@ most important groups of factors
in the firearm purchasing process are the retai@ge and its service quality (mean 3.82).
Within this large group of factors, competence godlity offered by the retailer received a
score of 4.01 and the availability of the nearesditer received a score of 3.64. The second
most important group of factors is the brand imagd product features, obtaining a mean
score of 3.70. The most important factors inclugtethis group are the ease of cleaning and
maintenance (4.00), the cheapness (3.82) and thgeirof the producer (3.72), followed by
the manageability (mean 4.61). The group namedpatsonal influence is the less crucial in
the hunter perception, obtaining a mean score &f.2he word-of-mouth from friends and
acquaintances and the degree of diffusion amongtehugroups, belonging to the
interpersonal influence group, receive a scorespectively 2.72 and 2.62.

Considering each feature, the most important irfitearm purchasing process (Figure 2)
is manageability (mean 4.61), competence and quaffered by the retailer (mean 4.01),
ease of cleaning and maintenance (4.00), cheafBe&2), image of the producer (3.72),
followed by the availability of the nearest retai®.64), aesthetics and ergonomics (3.30) and
tradition (3.28). On the contrary, the less impuotrtaharacteristics are innovation (3.17),
word-of-mouth from friends and acquaintances (2af&) degree of diffusion among hunter
groups (2.62).
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Figure 1 — Group of factors considered in the hghfeeearm purchasing process

From figure 2 we can note, however, that each fabesn’t have a mean score less than
2.5, so we can state that all of them are impoitatite hunters purchase process.

Even retailers were asked to indicate which arthéwr opinion the critical variables that
influence the hunters’ purchasing process.

According to retailers (Figure 3), the groups daftéas influencing the hunters’ purchasing
process of a firearm are first of all the interpaa influence (mean score 4.25) followed by
the retailer image and service quality (mean sdoté) and by the brand image and product

features (mean score 3.44).

Figure 2 — Factors considered in the hunters’ firepurchasing process - ranking in order of

importance
Manageability 4.61
Competence and quality offered by the retai 4.01
Ease of cleaning and maintenang 4.01
Cheapness 3.82
Image of the produce 3.72
Availability of the nearest retaile 3.65
Aesthetics and eronomics 3.30
Tradition 3.28
Innovation 3.17
Word-of-mouth from friends and acquaintanc 2.72
2.62

Degree of diffusion among hunter group

In the retailers opinion, regarding the interpeedonfluence group, the factor of word-of-
mouth from friends and acquaintance obtained aesob#.35, while the degree of diffusion
among hunter groups received a score of 4.14. fards to the group of factors named
retailer image and service quality, the respondstate that hunters are more careful about
the competence and quality offered by the retdde27) compared to the availability of the
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nearest retailer (4.05). Finally, the most releviaators belonging to the brand image and
product features group are the cheapness (meaj thé2image of the producer (4.48), the
aesthetics and ergonomics (4.35) and the managgdbill 7).

Figure 3 — Group of factors considered in the highfeeearm purchasing process according

to retailers
Interpersonal influence 4.25
Retailer image and service quali 4.16
Brand image and product featur 3.44

Figure 4 shows which are the most important factorthe hunters’ firearm purchasing
process according to retailers. In particular, Brsipays attention first of all to the cheapness
(mean 4.62), the image of the producer (4.48) dmd word-of-mouth from friends and
acquaintances, the aesthetics and the ergononatts §bthem average 4.35), followed by the
competence and quality offered by retailer (4.27¢, manageability (4.17) and the degree of
diffusion among hunter groups (4.14). The less irtgoa factors for purchasing a firearm are
the availability of the nearest retailer (averag@s) the ease of cleaning and maintenance
(3.94), the tradition (3.52) and the innovation3@. As for hunters, also in this case, all
factors proposed have a mean score greater thaan®.3hey can be considered therefore
important for the choice of the firearm.

Figure 4 — Factors considered in the hunters’ firepurchasing process according to retailers
- ranking in order of importance

Cheapness 4.62
Image og the produce 4.48
Aesthetics and ergonomic 4.35
Word-of-mouth from friends and acquaintanc 4.35
Competence and quality offered by the retai 4.27
Manageability 4.17
Degree of diffusionamong hunter groug 4.14
Availability of the nearest retaile 4.05
Ease of cleaning and maintenang 3.94
Tradition 3.52
Innovation 3.38

Comparing the perception of the two samples, fedsfmainly with regard to the group of
the interpersonal influence and the group of thailer image and service quality (Table 2),
that is, according to retailers, hunters are mofiiénced by the interpersonal relationships
and are more careful about the service qualityreffdy the retailer. Table 2 could highlight
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that the perception of retailers on purchase benaway not be correct and anyway differs
from what the hunters state.

Table 2 — Comparison of the perspective of hurdacksretailers

Group of factors Hunters Retailers Gap (R-H
Brand Image and product features 3.70 3.44 -0.26
Interpersonal influence 2.67 4.25 1.58
Retailer image and service quality 3.82 4.16 0.34

Table 3 compares the hunters and retailers peoreptiout the new firearm purchasing
process, considering all factors included in eaategory and it reveals that the greatest
differences in the scores given by the two samptexern the cheapness (0.80 points gap),
the aesthetics and ergonomics factor (1.06 gap)ddgree of diffusion among the hunter
groups (1.53 gap) and the word-of-mouth from freerahd acquaintances (1.64 gap), with
assessments from retailers always being higher thase from hunters. This result could
mean that, according to retailers, hunters giveighdn importance to aesthetics and
ergonomics, degree of diffusion among hunter graams word-of-mouth from friends and
acquaintances. In particular, if the most imporfactors for hunters’ purchasing process are
manageability, ease of cleaning and maintenanceamgetences and quality offered by the
retailer, in the dealers’ opinion hunters pay gedtgntion to cheapness, word-of- mouth from
friend and acquaintances and aesthetics and ergosiolss said previously, this result
highlights that the retailers’ perception purchasdavior may not be correct and anyway
differs from what the hunters state. We can stad¢ the retailers’ perception does not match
the hunters’ one because retailers overvaluatertpertance of word-of-mouth, the degree of
diffusion among hunter groups and cheapness. I fiae hunters’ answers show a greater
autonomy in customers’ purchasing behavior and kEss attention to the firearm’s price.
The same consideration could be made about therfattaesthetics and ergonomics of the
firearm.

In brief, the differences in the perception of aamgr behavior highlight the fact that even
though retailers know their customers quite wéléyt overvaluate some important factors. It
means that the challenge facing dealers is to iwgtbeir knowledge of their customers
because at present their perception is inaccurate.

Table 3 — The comparison between the percepti@nitofal factors for the firearm purchase
according to hunters and to retailers

The comparison between the critical factor peraaptif hunters and Hunters Retailers Gap
of retailers (R-H)
1. Aesthetics and ergonomics 3.29 4.35 1.06
2. Cheapness 3.82 4.62 0.80
3. Manageability 4.61 4.17 -0.44
4. Ease of cleaning and maintenance 4.00 3.9 -0.06
5. Innovation 3.17 3.38 0.21
6. Availability of the nearest retailer 3.64 4.05 0.41
7. Image of the producer 3.71 4.48 0.77
8. Degree of diffusion among hunter groups 2.61 4.14 1.53
9. Tradition 3.28 3.52 0.24
10. Word-of-mouth from friends and acquaintances 2.71 .354 1.64
11. Competences and quality offered by the retailer 14.0 4.27 0.26
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At this point, results should confirm what has bestated in the literature review,
regarding the positive relation between the bramdge and product features and the
consumer’s purchase intention (Keller, 1993; Dab,Rfazquez & Iglesias, 2001), as “the
more favourable the brand image is, the more pesig the attitude toward the branded
product and its attributes”. The same positive afigould be applied to the interpersonal
influence on individual’'s consumption behaviour aodthe service quality offered by the
retailer since it conforms to the customer’s regmients in the delivery of a service. In fact,
the positive relationship between the groups otlpasing factors and consumer behaviour
are encountered in the high score given by huriedsetailers to each factor analyzed.

4.2. Segmentation

As another important purpose of this research tsytto identify hunters groups with similar
behavior in purchasing a firearm, it is necessarypérform a Non-hierarchical cluster
analysis, that “aims to identify and classify semilentities, based upon the characteristics
they possess. This helps the researchers to uadérpatterns of similarity and difference
that reveal naturally occurring group” (MalhotraBsrks, 2007).

Cluster analysis is a commonly used statisticdiniegie in a variety of disciplines when
classification of subjects is the objective.

In this paper, through the cluster analysis it wassible to create hunters preferences
maps® The aim of the cluster analysis is to group inib-sets or classes (clusters) elements
belonging to a larger whole, so that the elemeelsrying to each group are as homogeneous
as possible and the different groups are as hetasmys as possible. Typically, this analysis
is applied to achieve the segmentation, which altmwidentify consumer groups with similar
preferences within themselves and different asrdsgidne other groups. It is possible to adopt
hierarchical cluster analysis algorithms (mainlyplagable on qualitative data) and non-
hierarchical ones (usually applicable on quantieatilata set). Here we will apply the “k-
means” hierarchical algorithm.

The data collected through the questionnaire asitimgb the classical segmentation
analysis consists of importance evaluation, on ftil&xale (1 = not at all important, 5 =
extremely important), given to each attribute ie torocess of choosing and purchasing a
firearm. To these, we added data relating to theeige characteristics of the hunter such as
the age, the area of origin and the profession.

Starting the analysis, Table 4 shows the numbéuaters who are part of each of the 4
clusters, to which belong 92, 34, 87 and 87 huntespectively. As the system considers only
hunters who fully responded to all answers of thestjonnaire (to all the questions used in
the cluster analysis), we considered as valid B@€rviews and therefore the profile of 300
hunters.

Table 4 — Number of cases in each cluster

Number of cases in each clusizr
Cluster 1 92
2 34
3 87
4 87
Valid 300
Missing 103

2 For reasons of space we have decided not to baitdl even explain the factor analysis

we are aware that through the factor analysis we kize opportunity to see if the factors proposeldy to the
categories, but as it requires further procesginguld be an aspect to be explored in future rebea.
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Table 5 — Number of cases in each cluster - ANOVA
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Cluster Error F Sig.
Mean square df Mean square df

Aesthetics and ergonomics 18.291 3 1.824 296 00.03.000
Cheapness 14.218 3 1.279 296 11.113 .000
Manageability 1.450 3 .389 296 3.732 .012
Ease of clearing and maintenance 14.422 1.069 29613.492 .000
Innovation 108.461 3 1.044 294 103.919 .0p0
Image of the producer 27.221 3 1.461 296 18.629 0 .p0
gr%%rgf of diffusion among hunter 557151 g5 1.253| 296/ 28509  .000
Tradition 63.283 3 1.336 296 47.363 .000
X\é‘;fafr’:tg%ztsh from friends anfl 57699 | 3 1.213| 296 55795  .000
Availability of the nearest retailer 75.928 3 1.265 296 59.999 .000
i‘t);”"gftences and quality offered by the  ,, ggg | 3 1102| 296 22574  .000
Age 13.111 3 1.543 296 8.497 .000
Area of origin .082 3 .169 296 483 .695
Occupation — ordered (sorted) by salary 9.071 3 28..2 296 7.387 .000

To understand which variables most influenced #terthinations of clusters, we analyze
the ANOVA table (Table 5). The ANOVA table indicaterhich variable contributes most to
the identification of the cluster. Innovation (mesguare 108.461) is the most significant
variable, followed by availability of the nearestailer (75.923), word-of-mouth from friends
and acquaintances (67.699) and tradition (63.288¢ less influential characteristics are
reliability, safety and duration over time of thes&rn?. For the purpose of segmentation,
being less influential does not mean that theynateconsidered important by hunters, but that
they do not allow us to divide hunters in groupbjoll must be internally homogeneous but
different from each other.

In order to give an interpretation to the obtaigedups and to understand what hunters
belonging to the same group have in common, fimaster centres (Table 6) have been
developed. The cluster centre consists of the méaach variable inside of the group, and it
is useful to understand characteristics of huntatenging to each group. In particular,
through Table 6 it is possible to answer the qoastwho are the hunters belonging to a
particular cluster?

Assuming that all clusters consider reliabilitycety, accuracy and manageability as
very important factors when buying a firearm, floe description of the different clusters, we
will rely mainly on four factors that, according tbe ANOVA table described above,
contribute most to the determination of the clustenovation, availability of the nearest
retailer, word-of-mouth from friends and acquaimesand tradition.

% The area of origin cannot be considered as abieligariable as almost all respondents belong ¢octéntral
area of Italy. Because of the distortion of the ggaphic distribution of hunters (due to the facattlhwve
interviewed hunters in a particular area of Italyidg one of the most important trade fairs heldRimme), we
have decided not to realize the cross-tabulatidwéen the clusters and the demographic charaétsrist
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Table 6 — Final cluster centres

Cluster
1 2 3 4
(92 hunt.) (34 hunt.) (87 hunt.) (87 hunt.)

Aesthetics and ergonomics 3.01 3.08 3.10 4.00
Cheapness 3.50 3.56 3.90 4.43
Manageability 4.55 4.32 4.69 4.70
Ease of clearing —and 5 4q 3.44 417 4.49
maintenance
Innovation 191 2.00 4.05 4.05
Image of the producer 4.22 1.53 331 4.29
Degree of diffusion among 3.83 259 3.49 433
hunter groups
Tradition 2.45 1.76 2.21 3.48
Word-of- mouth from friends
and acquaintances 3.59 3.74 2.07 4.01
Ava!lablllty of the neares 290 180 186 384
retailer
Competences and  quality
offered by the retailer 4.29 2.68 3.92 4.28
Age 41-50 years 51-60 years 41-50 years 51-60 years

9 old old old old
Area of origin Middle Italy Middle Italy Middle Ity Middle ltaly
Occupation — ordered (sortef) Employee Worker Employee Worker
by salary

Cluster number 1 is composed of 92 individuals (largest clustemgttare hunters who
are on average between 41 and 50 years old and naaily employees.
Indeed, among the factors that become more impofianaddition to factors such as
reliability, security, accuracy, and manageabiliéy® the competence and the quality of the
retailer and the availability of the nearest retailn addition, those that belong to this group
consider the tradition and the image of the prodaserather important factors, while they
don’t consider as relevant: innovation , the degrediffusion of a particular firearm among
hunters’ groups and word-of-mouth from friends anduaintances.

Cluster number 2 is the less numerous, being composed of 34 elanand it is formed
by hunters with an average age ranging from 51 Qoy&ars old and who are generally
workers. Even in this case, features like relipgilsecurity, accuracy, manageability and
durability are of extreme importance in the cha¢he firearm. In addition, tradition seems
to be the characteristic that receives more atientwhile innovation, the image of the
producer, the availability of the nearest retaded the word-of-mouth from friends and
acquaintances have less importance.

Thethird cluster is composed of 87 hunters, who are aged betweemd 50 years old
and are mainly employees. Compared to the prewlussers, these hunters, when choosing a
firearm, consider innovation, together with relldlpj security, accuracy and manageability as
factors of high importance, while they consider tifaglition of the firearm of less importance.
For these hunters, the opinion of the trusted legté quite important, but not the nearby
location of the retailer. Finally, neither the degof diffusion among hunter groups nor word-
of-mouth from friends and acquaintances are consitas influential factors.

Finally, thecluster number 4 is composed by 87 hunters (the same as the clusteber
3). They are mainly workers and are aged betweesan8160 years old. This group thinks that
all factors can be considered as extremely imptrtarfact, the average score given to each
characteristic is more than 3.4. In this case, bwoibvation and tradition are items of extreme
importance as well as the competence and the gudlihe retailer and the availability of the
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nearest retailer. Factors that seem to be lessriargoare word-of-mouth and the advice of
friends and degree of diffusion among hunters’ gsou

Table 7 — Number of cases in each cluster

Cluster Error F Sig.

Mean df Mean df

square square
Aesthetics and ergonomics 7.265 1 617 198 11.Y6D01
Cheapness 572 1 .580| 198 .987 .322
Availability of the nearest retailer 29.88p il .781198 38.240| .000
Image of the producer 9.623 il 436 198 22.090 .000
Degree of diffusion among hunter 15.588 1 484 198 32.228  .000
groups
Tradition 28.240 1 1.089 194 25.926  .000
Easy cleaning and maintenance 25.685 1 766 198 5433, .000
Innovation 162.651 1 911 198 178.451 .000
Manageability 20.492 1 .531 198 38.619 .0p0O
Word-of-mouth  from friends and 11.116 1 418| 198 26.621  .000
acquaintances
Competence and the quality by the 16.615 1 489 198 33.984 .000
retailer

Through the quantitative survey carried out onlthkan retailers it has also been possible
to obtain information about the characteristics chhiaccording to the retailer, a hunter
usually considers before buying a firearm and howartant they are during the purchase
process.

Such information enabled us to create two additibnater clusters. Also in this case, to
understand which factors better describe the diffees between the two clusters we have to
observe the ANOVA table. Table 7 shows that thenelgs that allow us to distinguish the
two clusters are innovation, followed by availailbf the nearest retailer and tradition.

Moreover, also in this case, in order to descrtmdifferent groups, we created Table 8
regarding the final cluster centres.

Table 8 — Centres of the final cluster

Cluster
5 (103 retailers) | 6 (97 retailers

Aesthetics and ergonomics 4.17 4.55
Cheapness 4.56 4.67
Availability of the nearest retailer 3.67 4.44
Image of the producer 4.26 4.70
Degree of diffusion among hunter groups 3.86 4.42
Tradition 3.16 3.91
Easy cleaning and maintenance 3.59 4.31
Innovation 2.50 4.31
Manageability 3.85 4.49
Word-of-mouth from friends and acquaintances 4.13 .604
Competence and the quality by the retailer 3.99 74.5

Cluster number 5 is composed of 103 retailer opinions. Accordinghtem, the hunters
who buy a firearm are mainly those who give impactato all the factors except innovation.
In fact, even tradition appears of extreme impartarThe most important factor in hunters’
selecting a firearm is the price. The competencktha quality of the retailer are considered
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important, but not as much as other factors suchwasl-of-mouth from friends and
acquaintances, and the image of the producer.

Finally, cluster number 6 is composed of 97 opinions of retailers. Accordiaghem,
before purchasing a firearm, hunters analyze chyefll factors, considering them of
extreme importance for the buying process. The latedg important factor is the image of
the producer, while the less important one, blltwtih a high score, is the tradition.

5. Conclusion, limitations, managerial implications and suggestions for

futureresearch
5.1. Conclusion
The paper examines the purchasing behavior of haimehe Italian firearms sector, a field
insufficiently studied by scholars. In particulare have analyzed the Italian firearms industry
as it is a very important productive sector in terof turnover and value added generated in
the Italian economy. Moreover, the sector represeng of the excellences of “Made in Italy”
at a global level (Musso, Cioppi & Francioni, 2012)

The first objective of the study was to identifyetleritical variables influencing the
firearms’ buying process according to hunters andilers. The second objective was to try to
identify, through a segmentation realized by thestdr analysis, hunters’ groups with similar
generic characteristics and similar behaviour ircpasing a firearm.

Results showed that, according to a sample of 4&telns interviewed, the most
important group of factors influencing the fireapurchasing process are the retailer image
and its service quality and the brand image andymofeatures, while the less relevant is the
interpersonal influence. According to the 200 resfnt dealers, the group of factors that
determine the purchase of a firearm are first bthe interpersonal influence and the retailer
image and service quality, while the less relewgnoiup of factors is related to the brand
image and the product features.

Combining this results with the valuation givenword-of-mouth and price factors, we
can state that the perception of retailers on @msetbehaviour may not be completely correct
and anyway differs from the hunter’s answers.

One can state that the retailer's perception dagsmmatch the hunter’'s one, because
retailers overrate the importance of word-of-moatid degree of diffusion among hunters’
groups and cheapness. In fact, the answers of Hsusteow a greater autonomy in the
customer’s purchasing behaviour and also a deateatsention to the firearm’s price. The
same consideration could be made about the fadt@esthetics and ergonomics of the
firearm.

In brief, the differences in the perception of aamers behaviour highlight that even
though retailers know their customers quite wékytovervaluate some important factors.

At this point, results should confirm what has bestated in the literature review,
regarding the positive relation between the bramdge and product features and the
consumer’s purchase intention (Keller, 1993; Dab,Rfazquez & lIglesias, 2001), as “the
more favourable the brand image is, the more pesig the attitude toward the branded
product and its attributes”. The same positive atfisould be applied to the interpersonal
influence on individual’s consumption behaviour aondthe service quality offered by the
retailer since it conforms to the customer’s reguients in the delivery of a service. In fact,
the positive relationship between the groups otlpasing factors and consumer behaviour
are encountered in the high score given by hustedsetailers to each factor analyzed.

In order to achieve the second objective of theassh, we performed a Non-hierarchical
cluster analysis, that allowed us to identify consu groups with similar generic
characteristics and similar behaviour in purchasirfgearm within themselves and different
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as regards the other groups. Results reveal thatiusters identified consider reliability,
security, accuracy and manageability as very ingmbrtactors when buying a firearm, while
factors that contribute most to the segmentatiaoung the hunter in six clusters) are:
innovation, availability of the nearest retailegrd-of-mouth from friends and acquaintances
and tradition.

We identified six segments, four through the huwitequrvey and two through the
retailers’ survey. We named them: the recommenttexl conservative, the innovative, the
informed, the stingy and the maniacs.

Cluster number one has been named “the recommend&d group is composed of
hunters who probably, before buying a firearm, hegitdo research on the internet, nor get
information from specialized magazines. When theytio purchase a new firearm, they go
to their trusted retailer and seek advice from Hmaddition, if they had to choose between
two firearms, they would choose those with a loraglition behind it rather than a latest
generation one.

Cluster number two is entitled “the conservativigiis cluster consists of those who are
very traditionalist. After the purchasing proce$®y probably choose to buy the same brand
because they prefer to be conservative and notgehdnnovation is not considered as an
influential factor.

Cluster number three has been named “the innovatiVehin this cluster are those who
place a high importance on innovation, and whewn thexide to buy a firearm they are not
interested in tradition and in advice from friermsd relatives. Probably, before going to a
retail store, they are already quite well infornadxbut the most advanced firearms.

Cluster number four has been named “the inform#us: group is composed of those who
consider all the characteristics as important drey tcarry out considerable research and
consult friends, acquaintances and other huntdméddeciding which brand and which type
of firearm to select. Therefore, when they go @ fbtailer, they already have a clear idea of
the type of firearm which answer their requiremghtsvever, before purchase, they ask the
retailer for advice.

Cluster number five has been entitled “the stindkfs cluster is made up of those who,
despite conducting research and consulting fridoefere buying a firearm, they will be
attracted by the one that offers the best valueioney.

Finally, cluster number six was named “the maniaathin this cluster we found those
who carefully consider every detail and characdiiertsefore buying a firearm.

All clusters consider reliability, security, accayaand manageability as very important
factors when buying a firearm. However, the factbet contribute most to the determination
of the cluster are innovation, availability of thearest retailer, word—of-mouth from friends
and acquaintances and tradition. In fact, innovati® a very important factor for the
innovative, the informed and the maniac, whilesitass important for the recommended, the
conservative and the stingy.

The availability of the nearest retailer is relevdor all clusters except for the
conservative and the innovative, while word—of-nmoigtirrelevant for the recommended, the
conservative, the innovative and the informed.

Finally, tradition is an important factor for thecommended and the conservative, while
it isn’t for the innovative, the informed and thanmc.

For the maniacs and the stingy all factors areeextty important, but with a small
difference. The stingy give absolute importancecheapness and a less importance to
innovation, while the maniac pays particular aitanto the image of the producer and less
attention to tradition.
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5.2. Managerial implication, limitations and suggestions for future research
From our empirical study, we can state some impbma@anagerial implications for firearms
producers and dealers.

According to what emerges from the opinion of thmters, it is very important for the
producers to pay great attention first of all te tktailer image and the service quality, and in
particular to the competence and quality offeredthmy retailer and the availability of the
nearest retailer. This highlights the crucial rofeéhe trade channel for competitive advantage
in the firearms industry. Great attention needsdaledicated to the brand image and product
features, both factors that involve marketing depants, which are obliged to understand the
hunter’s purchasing behavior when they proposecantdmunicate new solutions for creating
value for customers. The same challenge involvesdialers, who, as is shown in this
research, need to improve their customer knowledge.

Also, according to what emerges from our huntenmsagation, we can state that firearms
producers and dealers face some important strattienges. First of all they could
imagine new market niches, new businesses ideatifiith original clustering criteria, that
could help managers to identify interesting “blieans® to enter with new value solutions
for new customers. The features of each custonpen'shasing behavior within the cluster
provide several useful managerial implicationsfic@arms producers. In particular, the study
suggests that brand investment is as important@upt innovation and that there could be
some market segments that offer interesting oppiids of growth.

In added, the Italian firearms producers could @ast&l whether their current competitive
strategies are exploiting these potential markates.

The limitations of this study provide directions fluture research. Firstly, the study is
focused on Italy. Future research could analyzeratbuntries. A second limitation was that
the study did not take into account other poteriiators which may influence the hunter’s
purchase intention. Such a limitation could be owere by future studies. For example we
could add product usability, product performanceal drand association in customers’
memory.

We also recommend that future works should be ctteduanalyzing the differences in
the purchasing intention of hunters and sports sragn.
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