Consumer Buyer Behavior

Previous chapters have emphasized the importance of using buyer
behavior information in planning marketing strategy. This approach
appears logical since the fundamental purpose of business activity is
the -satisfaction of the wants of consumer and industrial buyers. In
recognition of this point, progressive firms have adopted “the market-
ing concept,” which implies the consumer orientation of the entire
." business firm. As a means of achieving such an orientation, it was
shown that the process of planning marketing strategy requires un-
derstanding of and adaptation to the erivironment in which the prod-
uct is to be sold. It was demonstrated that the demand variable is the
most basic environmental factor influencing the character of effective
marketing strategy. . .
In considering the problem of buyer behavior, it will be helpful to
discuss the factors that influence the purchase of consumer goods
separately from those resulting in the purchase of industrial goods.
Consumer goods are those destined for use by ultimate consumers or
households, and these goods are in such form that they can be used
without commercial processing. Industrial goods are products des-
tined to be sold primarily for use in producing other goods or render-
ing services, as contrasted with goods destined to be sold ﬁlﬁ-m&—v\. to
the ultimate consumer.! Since executives responsible for purchasing
industrial goods are professionals who make their decisions in the
context of a complex organization, the factors that influence their
buying actions tend to differ considerably from those that influence
the buying behavior of the ultimate consumer. Accordingly, we shall
deal with consumer buyer behavior first and then turn to a considera-
tion of the behavior of the industrial buyer in Chapter 5.

1 Reprinted by permission from Marketing Definitions, compiled by the Committee
on Definitions, American Marketing Association, Ralph S. Alexander, Chairman (pub-
lished by American Marketing Association, 1960), pp. 11, 14.
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PURCHASE OF CONSUMER GOODS

In Um%labm our analysis, it is helpful to examine the concept
“product” more closely. “A product is anything that can be offered to
a market for attention, acquisition, use, or consumption’ that might

satisfy a need. It includes physical objects, services, persons, organiza-

tions, and ideas. Other names for a product would be the offer, value
package or benefit bundle.? .
We can understand the oozoaﬁn better by specifically nmoomdﬁsm

its different levels. In essence, there are four levels of the concept:

“core product, product offering, augmented product, and potential
product. The core product refers to the basic want-satisfying capability
of a product. The product offering includes the core product as well as
the brand image, styling, packaging, organizational reputation, -etc.
The augmented product refers to the product offering plus the market-
ing program of that offering (i.e., promotion, price, delivery and instal-
lation, warranties, etc.) The potential product refers to possible new or
extended uses to which the augmented product could be put.”

The buyer typically focuses on the “total product.” From this
perspective, a product is a bundle of attributes that the buyer expects
to deliver want satisfaction.* In developing Ez:._nmcﬂm strategy, accord-
ingly, it is useful to classify goods on the basis of the amount of shop-
ping effort that consumers are willing to undertake in purchasing

- -them and the perceived risk involved in making the purchases. This

results in the following four classes:

1. Specialty products are those bundles of attributes which the
buyer perceives as involving high risk with respect to performance
and/or interpersonal influence and as worthy of significant shopping
effort. The buyer expects the benefits derived to be significant and also
perceives that the risk of choosing products which do not provide
these expected benefits is great. Thus, the buyer will expend consider-
able money, time, thought, and/or physical activity to acquire these
products. And the buyer will attempt to reduce the risk associated

with purchas® via such means as reliance upon well-known brands .

and the advice of relevant others. Examples of specialty products in-
clude luxury automobiles such as the Cadillac or the Mercedes Benz
and the services of a heart surgeon or .a tax expert.

2 philip Kotler, Principles of Marketing (Englewood Cliffs, N.J.: -v-ﬁsno@.:&_.\ Inc.,
1980) p. 368.

3Ben M. Enis and Nm:ﬂm»—_ J. Roering, “Product Classification Taxonomies: Synthe-
sis and Consumer Implications,” in Conceptual and Theoretical Developments in Market-
ing, AMA Special Educator’s Conference, Phoenix, Arizona, February 1980, pp. 5—6. This
paper provides a review of the work on product classification schemes together with a
synthesis designed to extend the usefulness of such efforts.

4 Adapted from ibid., pp. 12—15, 21—22.
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2. Shopping products are those attribute bundles which the
buyer perceives as not likely to involve high performance or interper-
sonal risks but as worth considerable shopping effort. Examples in-
clude such goods as pickup trucks, computers, homes,; or apartments;
services such as life insurance, travel tours, or college curricula; and
even such illegal services as gambling or such illegal goods as nar-
cotics. :

3. - Convenience products’ are those attribute bundles which are
perceived to be low risk and are expected to be worth little effort. They
are relatively standardized products. Examples include such un-
sought goods as umbrellas, such services as a taxi, a shoeshine, or
unskilled labor; and such staples as salt or paper clips.

4. Preference products are those attribute bundles which the
GG%,E. perceives to involve possible high risk but for which he or she
expects to exert only limited shopping effort. That is, the buyer sees
distinct benefits to be derived from different core product offerings but
does not value these benefits highly enough to expend significant
effort to attain them. Examples of preference products include beer,
laundry anmm.mmnnm‘ lubricating oils .mna greases, hand tools, television
programs, and airline service.

In applying the above classifications, it is Qmw:.mv_m to remember
that not all customers view the same “product” in the same way. The
buyer thinks in terms of the “total product”—the bundle of attributes
that he or she expects to deliver want satisfaction. Thus, a wristwatch
may provide a different bundle of attributes to different segments of
buyers. A Timex, for example, is at best a preference product; a Phillippe
Patek, on the other hand, is a specialty item. The marketers task, there-
fore, is to. determine how the majority of prospective buyers view the
product. ,

Then, too, the perceptions and expectations of the buyer vary with
the stage in the buying process. A buyer encountering a purchasing
situation for the first time may perceive it as quite risky—for example,
the initial decision as to choice > of beer, cigarettes, or television shows.
He or she might cope with that risk by engaging in extensive problem

~ solving—trading off effort for risk. Subsequent buying decisions with
regard to the same product, however, may be based upon habitual
repurchase of the same brand.

- CONSUMER BEHAVIOR AS A DECISION PROCESS

~ As a means of organizing our discussion, it will be helpful to con-
ceive of consumer buyer behavior as essentially a decision-making
process, although it will be recognized that experience leads the con-
sumer to make many purchases by habit, thus conserving time and
mﬁm@ We shall then discuss some of the key concepts that help the

1
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- marketer to understand buyer behavior and that are useful in guiding
research designed to assist executives in deciding how best to influ-
ence purchase through product changes, price changes, and promo-
tional effort. Finally, we shall consider the-use of comprehensive mod-
els of consumer buyer behavior as a potential aid to exectitive Qooﬁ-o:
making in the Qmﬁ&oﬁnﬂma of marketing plans.

_In analyzing ¢onsumer buying behavior, we can distinguish two .
broad types of approaches: (1) problem-solving behavior involved in-

- the initial purchase of unfamiliar products; and (2) habitual brand

choice, which is characteristic of repeat purchases of well-known . )
low-priced products. While it is recognized that a considerable por-- -

tion of buying is done on the basis of habit, we shall give initial em-.
phasis to the problem-solving (or decision-making) type of behavior
involved in the buying of unfamiliar products. The factors influencing
choice in such situations are more complex and merit careful analysis.

‘Behavior involved in the first purchase of such a product, moreover, ‘

provides helpful background in understanding the formation of habits
that predominate as consumers gain experience with the product and
the- item appears regularly on the housewife’s mroEu:..m list.

In the purchase of an unfamiliar product,- accordingly, we can -

. distinguish the following stages in_the decision-making process: (1)
recognition of a problem (felt need); (2) the search for alternative solu-

tions to the problem; (3) evaluation of alternatives (brands); (4) the -

- purchase decision; and (5) postpurchase feelings and evaluation. With
this decision-making process in mind, let us consider certain key con-
cepts that will help us to understand the cm_.-mSo.. of the prospective
buyer.

Relation between the Individual and His Environment

The problem with which we are concerned is why some consum-
ers buy a particular brand, why others do not, and how nonusers can

be led to switch to it. It will help us to understand such behavior -m we

start with the 3:025@ simplified mn—:»:oﬁ
B =f(P,E v

. A :
That is, any given type of behavior {(such as the purchase of an unfamil-
iar product) is a function of the interplay between the consumer’s
personal makeup, P (personality), and his perception of the environ-

mental situation, E. Thus, any given brand is one possible choice that

the consumer might make among other brands in the same category,
and even among other kinds of products. Allowing for external situa-
tional influences, which might have a bearing on buying behavior, we
can understand the consumer’s decision if we can assess the hold that
the brand has on its current consumers as well as the appeal that it
might offer to its most likely prospects. We can do this by relating the
consumer’s perception of the brand to his “needs.”
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In our analysis, therefore, we shall deal first with the individual
consumer and his “needs” and “attitudes.” We shall then consider the
influence of the consumer’s perception of the environment upon his
buying behavior.

THE INDIVIDUAL CONSUMER

Basic Needs or Motives

The starting point in the purchase decision-making process is the
recognition of a need. (or a buying motive). Motives are “all those inner
striving conditions variously described as wishes, desires, needs,
drives, and the like. . . . Formally, then, a motive is an inner state that
energizes, activates, or moves (hence ‘motivation’), and that directs. or
channels behavior toward goals. . . . Hunger, the quest for power or
status, the desire to land on the moon or to own a new car—all these
are motives according to this definition.” A goal in turn, may be
thought of as ‘the object, condition, or activity toward which the
motive is directed, in short, ~—5~ which will satisfy or reduce the striv-
ing."s

Motivational »rch\ received its greatest impetus-from Freud.
Nearly all theorists who have worked with clinical data have accepted
part of the Freudian scheme but have rejected other portions.® One of
the more recent theories is that developed by Maslow, who has inte-
grated most of the leading approaches to motivation into an overall
scheme designed to conform to the known facts—clinical and obser-
vational, as well as experimental. He refers to his synthesis as a
“holistic-dynamic theory.” It is especially interesting to marketing
people, since it is based primarily upon a study of normal people
rather than the abnormal subjects who have been the concern of most
other theorists.

Maslow classifies motivational life in terms of fundamental needs

" or goals, rather than in terms of.any listing of drives in the ordinary

sense of instigation (the “pulls” rather than the “pushes”). He lists the
following five levels of needs, arranged in order of their basic impor-
tance to the individual:?

1. The physiological needs —for example, to satisfy hunger and thirst.
2. The safety needs—for example, security, order, and stability.

S Reprinted by permission from Bernard Berelson and Gary A. Steiner, Human
Behavior (New York: Harcourt, Brace & World, Inc., 1964), pp. 239 —40.
¢ See D. C. McClelland, Personality (New York: Dryden Press, 1951), pp- 388 —410, for
a brief summary of Freud’s motivational system, an evaluation of his conceptual
scheme, as well as contributions of other scholars to motivational theory.
7 Adaptation of “The Basic Needs,” pp. 80 —101 in Motivation and Personality g\ A.H.
Maslow. Copyright 1954 by Harper & Row, Publishers, Inc. Reprinted by permission of
the ﬁcvrmrm.d

“
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3. The belongingness and love needs—such as affection mb& identifi-
cation.

4. The esteem Smmam]m:or as prestige, success, and self-respect.

5. The need for self-actualization—for example, to do what one is
best fitted moﬂ

Also identified are two classes of cognitive needs, which are not defi-
nitely located in the need hierarchy but which are believed to ‘exist,
perhaps as a function of intelligence and of mﬂwcmcnn_oa\ fairly Righ up
the scale of lower-order needs:

6. The desire to know and understand (an essential m:,moczaao: to
the satisfaction of basic needs). ) )
7. The aesthetic needs—for example, the craving for beauty.

Maslow believes that the five basic needs develop in such a way
that the most important—that is, the physiological needs—must be
satisfied before the safety needs, which are next in importance, can
fully emerge in a person’s development; and so on up the ladder from
the lower needs (most ::vogc to the higher needs {least important)
in the hierarchy.

For example, he explains that the vr%m-osm-o& needs are the most
prepotent of all needs.?

What n~=m means mﬁmn_mnm_u% is that in the human being who is missing .

everything in life in an extreme fashion, it is most likely that the major
motivation would be the physiological needs rather than any others. A
person who is lacking food, safety, love, and esteemn would most probably
hunger for food more strongly than for anything else. .

It is quite true that man lives by bread alone—when there is no bread. -

But what happens to man’s desires when there is plenty of bread and
when his belly is chronically filled? At once other and (higher) needs
emerge and these, rather than physiological hungers, dominate the or-
ganism. And when these in turn are satisfied, again new (and still higher)
needs emerge, and so on. This is what we mean by saying that the basic

human needs are organized into a hierarchy of relative prepotency.
a . .
Maslow explains that the need hierarchy is not as rigid as may be

- implied by the above explanation. While most people feel the needs in

about the order indicated, there may be exceptions in individual cases.
Also, it would be a mistake to conclude that each need must be
satisfied 100 percent before the next need emerges. Instead, all the
basic needs of most normal members of our society are partially

-satisfied and partially unsatisfied at the same time. A more realistic

description of the hierarchy would be in terms of decreasing percent-
ages of satisfaction as we go up the hierarchy of prepotency. To illus-

$ Ibid., pp. 82, 83.
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trate, it'is as if the average citizen were satisfied perhaps 85 percent in
physiological needs, 70 percent in safety needs, 50 percent in ‘love
needs, 40 percent in self-esteem needs, and 10 percent in self-
actualization needs.

According to 'Maslow, these basic needs are neither necessarily
conscious nor unconscious. In the average person, however, they are
more often unconscious than conscious. Moreover, these needs must
be understood not to be exclusive or’ single- determiners of certain
kinds of behavior. For example, one may make love not only for sexual -

! release but also to convince oneself of one’s masculinity or femininity,

to make a conquest, to feel powerful, or to win more basic affection.

One of the problems encountered in the use of the above list of
motives is that we can all think of other needs that do not fit neatly
into the seven classifications listed. Another difficulty is fitting the
purchase of each product neatly into a single motive category. Then,
too, different motives can lead to identical buying behavior and, con-

{ . versely, entirely different buying decisions can be :.moma back to iden-

tical motivations.®

1 . It is evident that the marketing executive cannot infer motivation

directly from behavior and that behavior cannot be predicted in a
simple way from motivation. Realization of these complexities has led
to the use of research as an aid to gaining an understanding of this
important influence upon buying behavior. The task of finding out
why people buy, however, is not an easy one. Often people will not, or
cannot, explain their actions. Let us examine this problem briefly and
indicate some of the approaches which may be taken to deal with it.
Motivation research. In discussing the basic needs that moti-
vate human behavior in all phases of living, Maslow made the point
that these motives are more often unconscious than conscious. While
this may not be equally true when we restrict our analysis to buying
behavior, the problem of getting behind the superficial reasons people
give in response to direct questions about their buying motives has
long been recognized. Smith clarified the problem by discussing three
levels of awareness in the range from consciousness to unconscious-
. ness.! The first level deals with conscious and public material that

. consumers are willing to discuss with an interviewer.
. The second level includes rarely discussed material —that is, mo-
i tives only slightly outside awareness (preconscious level). An example
would be moving to a better neighborhood as a means of social climb-
9 For an excellent discussion of these points, see James H. Myers and William H.
Reynolds, Consumer Behavior and Marketing Management (Boston: Houghton Mifflin Co.,

! 1967), pp. 89—91. )

1# 10 From G. H. Smith, Motivation Research in Advertising and Marketing, an Advertis-

ing Research Foundation Publication (Copyright 1954 by McGraw-Hill Book Co.), pp.
19—21. Used with permission of McGraw-Hill Book Company.
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ing. In an interview, instead of giving this response people might tend
to rationalize the move by explaining that a home in a high-toned
neighborhood represents a better investment. ’

The third level deals with material that is unanalyzed by the indi-
vidual -and not discussed with other people (unconscious level). An
example would Um bargain hunting as the need to outsmart others and
to express aggression toward a substitute for the bad, refusing mother.

It was to gain access to material in the preconscious and uncon-
scious levels of awareness that marketers turned to the research
methods of the behavioral scientists. The meéthods most commonly

-used are the informal, qualitative interview and projective Sordun:mm

The informal, qualitative interview (depth interview) is described
as casual, conversational, and .m.mmpmoibm. The respondent is encour-
aged to talk at length in the subject area of interest and to express

. whatever thoughts or feelings come to mind."* Generally, there is no
list of questions that must be asked in a prescribed way. The emphasis

is on letting the respondent lead the way in order to find otit what is
important to him and why and to allow opportunity for unanticipated
responses to be made. Interviews may run for one or two hours.

Projective techniques have two principal characteristics: (1) Their
specific’ purpose is not apparent. (2) The projective device is
ambiguous—that is, it contains no specific meaning; it can be inter-
preted in different ways. The object is to find out what meanings the
respondent will read into it. The underlying assumption is that in
responding promptly, the consumer will reveal something of
himself —his thoughts, feelings, values, and needs. The main principle
which is assumed to be at work is that of projection, or the uncon-
scious imputation to others of the characteristics of oneself. Free as-
sociation may also come into play, so that the resulting chain of
thoughts is related in meaning and revealing about the respondent.

The kinds of projective techniques commonly used in motivation
research are word association, incomplete sentences, narrative projec-
tion, cartoons, requests for description of others, and picture re-
sponses (adaptations of the Thematic Apperception Test).!?

Fennell has advocated another approach to the study of why
people buy that appears to have promise. She suggests that the term
motivation be used to refer to the conditions under which brand pur-
chase is activated and to the general direction of the behavior acti-

11 Adapted by permission from Joseph W. N Mo ion R ch and Mar-
keting Management {Boston: Division of Research, En..ﬁ:,n Business School, 1957), p. 406.

" 2 For a discussion of projective techniques, including examples, see ibid., pp.
424—40. Also, for a helpful discussion of problems involved in the use of projective
techniques together with methodological improvements to correct these limitations, see
D. H. Robertson and R. W. Joselyn, "Projective Technigues in N@nmm:d—.- Journal -of
Advertising Research, October 1974, p. 27 ff.

SR S———
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vated. The research approach involves permitting consumers to
classify themselves in terms of perceived activating conditions—that
is, in terms of the product-use situation as perceived by the consumer.

" Five motivating situations are identified, each consisting of an ac-
tivating condition and behavior mode, as shown below:

Situation Perception Behavior Activated

1. Aversive elements ............. e Escape

2. Anticipated aversive elements ............. Prevention

3. Normal depletion ......................... Maintenance

4. Product-related aversive elements.......... Conflict resolution

5. Positiveelements ......... ... ..ol Diversion and enjoyment

Each motivating situation specifies a general direction for consumer
purchase behavior, Brand choice within the motivating situation is -
determined by the cognitive and affective components.of brand at-
titude.® -

. One of the criticisms of motivation studies employing behavioral
science techniques relates to the size and composition of the sample
of consumers interviewed in such research. Clearly, this is an impor-
tant matter which must be handled on a sound, scientific basis. Dur-
ing the exploratory stage of research, when hypotheses are being

" sought, much benefit may be derived from a relatively small number of

interviews using the informal qualitative approach. or carefully de-
signed projective techniques. If the findings are labeled ‘hypotheses”
and are treated as such, the requirements of sound research are met.

In the second stage of the research project, however, these hy-
potheses should be subjected to careful testing by appropriate proce-
dures. Well-designed, direct questions or carefully prepared projective
techniques, or both, may be used at this stage. At this point, however,
the sample should be representative of the consumers who make up
the market for the brand and should be large enough to yield a satis-
factory degree of accuracy. This is essential so that the findings may be
projected to that consumer ﬂoﬁﬁ-mﬂo: with which the seller is con-

.cerned.

Where the nature of the —u-dﬁ_:o» and the nature of the marketing
mix permit, it is good practice to incorporate the findings of a motiva-
tion research study in an actual selling or advertising campaign and
conduct a test to determine the relative effectiveness of the new appeal
as compared with that previously used. Validation tests of this sort, if
properly conducted under favorable circumstances, may provide a
much-needed measure of the value of motivational studies.

'8 Adapted by permission from Geraldine Fennell, “Motivation Research Revisited,”

- Journal of Advertising Research, June 1975, Ew 26—27.© Oomuva._mg 1975 by the Adver-

tising Research Foundation.
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. Attitudes

~ While it is true that the consumer’s motives tend to activate behav-
ior which eventually results in a purchase, the previous discussion

‘indicates that behavior cannot be predicted in a simple way from'

motivations. Other intervening factors internal to the individual also
comie into play, factors that tend to influence the consumer’s percep-
tion of the various goal objects (products, brands) that may be utilized
to satisfy his desires. These intervening variables include the cénsum-
er’s attitudes, self-image, and traits (habits). Let us turn to a considera-
tion of the consumer’s values or attitudes.

As mentioned earlier, the purchase decision process of the con-
sumer begins with the identification of a need to be satisfied. After the
desire has been aroused, the next step is to evaluate different products
or services as ways of satisfying this need. The decision to buy a
particular product or service is then followed by the choice of the

‘brand or the selection of the supplier of the service. Consumer at-

titudes play an important part both (1) in the process of evaluation:of
alternative products or services as means of satisfying the desire and
(2) in the choice of the brand to be purchased or the supplier to be
patronized. Thus, attitudes directly afféct purchase decisions.
“Attitude is the predisposition of the individual to evaluate some
symbol or ogmon or aspect of his world in a favorable or unfavorable

. manner. Opinion is the verbal expression of an attitude, but attitudes

can also be expressed in nonverbal behavior.” Attitudes have two im-
portant dimensions: (1) an “affective, or feeling, core of liking or dislik-
ing”; (2) “cognitive, or belief, elements that describe the object of the
attitude, its characteristics, and its relations to other objects.” Included
in the latter would be evaluative beliefs which attribute to the object
good or bad, desirable or undesirable, qualities. “All attitudes thus
include beliefs, but not all beliefs are attitudes.”'*

. Attitudes ‘also have a third dimension that is important for
marketing—an implied readiness for some kind of action toward the
object of theaattitudes. For example, if a consumer has a favorable
attitude toward Coca-Cola, there is an implication that this individual
is ‘more likely to buy this brand than alternative competing brands.
This action tendency suggests a relationship with the motivational

factors discussed previously and is an important consideration in un--

derstanding the buying process.
How are attitudes formed? To a very considerable extent they are
learned in the process of interaction with other people. Factors that

- tend to develop and change attitudes may include the following: (1) In

14 Adapted by permission from D. Katz, “The Functional Approach to the mamk.om
Attitudes,” Public Opinion Quarterly, Summer 1960, pp. 163 —204. For a broader concept
of “attitudes,” see McClelland, Personality, chap. 8.
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the satisfaction of basic desires, the individual will develop favorable
attitudes toward people and objects that satisfy his or her needs and
unfavorable attitudes toward those that block the attainment of those
needs. (2) Attitudes are based in part upon the kind and amount of
information that the individual receives and upon the nature of the
sources of this information. (3) Many attitudes held by individuals
come either directly or indirectly from the groups of which they are
members —for example, family, work, and social. (4) Personality factors

- (such as intelligence, appearance, activity levels, withdrawal ténden-

cies, and dominance) have some effect upon attitudes. (5) Actual ex-
perience with the object—favorable or unfavorable—will ~5<m a pro-
found effect upon attitudes toward it.*®

Evidence on the relationship between consumer attitudes and
their buying decisions comes from the work of the Survey Research
Center of the GESWQ-Q of Michigan. The center has been making
surveys of consumer-finances since 1946. The information is secured
through annual personal interviews with the head of each spending
unit in a national sample of dwelling units selected by area probability
sampling to represent the population of the United States. Through
these surveys, data aré gathered on consumer attitudes; i income; own-
ership, purchases, and purchase plans of automobiles, durable goods,
and houses; assets; debts; and personal characteristics. Our special
interest is the center’s studies dealing with the Emwms.mamdn of con-
sumer attitudes and their relationship to spending.

Two measures of attitudes toward spending are used by the
center. The primary measure is an index of consumer attitudes based
upon answers to six attitudinal questions: (1) whether the family is
better or worse off than a year earlier; (2) its personal financial expecta-
tions for the coming year; (3) its one-year expectations regarding busi-
ness conditions; (4) its longer-range economic outlook; (5) its appraisal
of buying conditions for household goods and clothing; and (6) price
expectations. The six components-of the index have equal weight.

A second measure of attitudes toward spending is an index of
buying intentions. Data have been collected on expressed intentions
to buy houses, cars, and durable household goods; to make home

" improvements or repairs; and to make major nondurable goods ex-

penditures. Only plans that respondents rated .as having at least a fair
chance of fulfillment were considered.

To what extent do consumer attitudes influence spending? Ac-
cording to Katona: —

Changes in consumer attitudes are advance indications of changes in
consumer spending on durable goods and make a net contribution to the

' 15 Adapted from D. Krech, R. S. Crutchfield, and E. L. Ballachey, Individual and
Society (Copyright 1962 by McGraw-Hill Book Co.), chap. 6. Used with permission of
McGraw-Hill Book Company. .
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prediction of such spending after the influence of income has been taken
into account.!®

The work of the Survey Research Center deals with the relation of -

consumer attitudes to primary demand—that is, to the purchase of
alternative types of products such as automabiles, durable goods, and
houses. Let us now consider the. relationship cagmmb attitudes and
the purchases of individual brands.

Significant evidence is reported by Alvin A. Achenbaum in discuss-
ing an attitude measurement system developed by the marketing
research department of Grey Advertising, Inc, in which 24-studies
were conducted over a period of eight years. This system was designed
to measure attitude as a predispositional response—one that is indi-
cative of future behavior. %ooaamwo Achenbaum:!?,

. . . we start with the point of view that attitudes reflect needs or motiva- .

tion and are predictive of behavior. There is a growing abundance of
marketing data which suggest that this is a tenable point of view. .

In our own work, we have found in every study we have done—and

there has beern not a single exception —that there is a very direct relation-

- ship between attitudes and usage behavior. The more favorable the at-

titude, the higher the incidence of usage; the less favorable the at--

the lower the incidence of usage {see Figure 4 —1, Current Users column].

" In an effort to inject dynamism into the analysis, we also looked at the
relationship with regard to former triers and never triers of the product.
As we would expect, the more unfavorable people are toward a product,
the more likely they are to stop using it. The interesting thing is that if you

FIGURE 4—1

Relationship b itudes and Usage for a Dental Product
Attitudes toward Current Fromer Never Line
Dental Product ) Users Users Users Total
Excellent 78 8 14 100
.Very good .. ... 56 15 29 100
Good ....... 29 26 45 100
Fair ......... 14 35 51 100
Not so ggod 8 53 39 100
Poor ...l 8 76 16 100
Source: Reprinted by permission from Alvin A. Knowledge 1s a Thing Called

Measurement,” in Attitude Research at Sea, Lee Adler and krving n.ﬂ!. eds., published by Amer-
ican Marketing Association, 1966, pp. 113—-14. "

!¢ From George Katona, The Powerful Consumer (Copyright 1960 by McGraw-Hill
moox Co.), pp- 52 —53. Used with permission of McGraw-Hill Book Company.

!7 Reprinted by permission from Alvin A. Achenbaum, “Knowledge Is a Thing Called
Measurement,” in Attitude Research at Sea, Lee Adler and Irving Crespi, eds., published
by American Marketing Association, 1966, pp. 112—14.
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look at people who have never tried the product, their attitudes tend to
m&_ in a normally shaped curve {see Figure 4—1, Never Users column].

While the above evidence shows that there is a direct relationship
between attitudes and usage behavior, Figure 4—1 indicates that a
portion of the respondents with favorable attitudes toward the dental
product (brand) were “never users”: excellent, 14 percent; very good, 29
percent; good, 45 percent. Why haven't these people purchased the
brand? There are a number of possibilities: (1) Considerable time may
elapse between the formation of a favorable attitude toward a brand
and the date when an actual purchase decision is made. Thus, adver-
tising and word-of-mouth comment may lead a consumer to form a
favorable attitude toward the Toyota compact automobile in Sep-
tember, but the consumer may then own a year-old Volkswagen that
he does not wish to trade in until it is three years old. (2) Lack of
money may lead the consumer to purchase a less expensive brand,
which is his second choice, rather than the more expensive brand,
which he really prefers. (For example, he may buy a Panasonic color
television set at a lower price than he would have to pay for the RCA
model that he really prefers.) (3) The preferred brand (e.g., Maxim
freeze-dried coffee) may be out of stock when the housewife goes to
make a purchase, and she may therefore accept a substitute that does
not rate as high on her preference scale, rather than seek the desired
brand in another store. (4) Attitudes may be more favorable to a com-
peting brand than to the one “never tried.” For example, a portion of
the 45 percent who rated the brand “good” may rate a competing
brand “excellent,” and some of these may buy the competing brand
when a purchase decision is finally made. (5) Other inhibiting forces
such as social influences and time pressure may also prevent the
purchase of the preferred brand. In recognition of the fact that a num-
ber of forces other than consumer attitudes influence the purchase
decision, Howard has suggested the measurement of intention (to buy)
as an intervening construct in explaining buyer behavior.'8.

Additional insights are provided by Pavasars and Wells in discuss-
ing the question “Can measures of brand attitudes be used to predict
buying behavior?” They explain that the answer depends mainly upon
three things: (1) If the classical definition of “attitude” is used in at-*
titude measurement, the likelihood of a successful prediction is
smaller than it would be if attitude were defined and measured using
the “constant sum probability to purchase” approach. (2) If the predic-
tion is attempted on an individaal level, the likelihood of success is
much smaller than it would be if the prediction were attempted on an

18 The relationship between the constructs of attitude, intention, and purchase is
discussed later in this chapter. See also John A.. Howard and Jagdish N. Sheth, The
Theory of Buyer Behavior (New York: John Wiley & Sons, Inc., 1969), pp. 132 —33.
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aggregate basis. (3) If intervening events in the “real world” are not
successfully isolated, the likelihood of predicting sales is small.

Attitudes (that is, intentions expressed ﬁacw—u_rmﬁom:.s can pre-
dict behavior but only if they are used correctly.'®

Attitude change. The previous discussion has Enrnnna that
consumer attitudes have an important influence on the purchase de-
cision. If this is the case, the question then arises as to how the firm
can lead prospective buyers to adopt more favorable attitudes-toward

the type of product it manufactures (for example, air conditioners) as

well as to its own brand, as opposed to competing brands :.o.. exam-
ple, Frigidaire versus General Electric).?

There are two basic approaches to this problem. One is to under-
take research by which to determine current desires and attitudes of
prospective buyers with regard to the product and the brand. Once
this information is known, the firm may redesign its product so that it
more adequately conforms to these buyers’ desires and preferences.
The firm may also modify its m:daonoﬂm— approach in n—am light of this
information.

A second method is to attempt to change the consumer’s desires
and attitudes with regard to the product and the brand. This is a more
difficult task than the first, but it is necessary where the’ product
represents-an innovation, as was true with television when it was first
introduced commercially after World War 1I. Such would also be the
case where a product used primarily by women, such as hair coloring,
is first marketed for use by men.

If the marketer wishes to change attitudes toward his brand, his
approach should be chosen only after consideration of the factors that
influence the formation of attitudes: biological needs, information,
group affiliations, personality, and experience. Analysis indicates that
certain of these attitude-forming factors cannot be changed by the
marketer. Certainly this is true of basic needs, personality characteris-
tics, and group affiliations. Under certain circumstances, the experi-
ence of consumers with the brand may be changed. For -example,
people who have never used it may be given free samples for trial —
provided that the item is a consumable product of low unit price

" subject to repeat purchase (for example, toothpaste). If the product is

superior, and its want-satisfying qualities may be evaluated through
usage, experience with a free sample may indeed modify consumer
attitudes toward the brand. Distribution of free samples, however, is
not suitable for all types of products.

19 Adapted from John Pavasars and William D. Wells, “Measures of Brand Attitudes
Can Be Used to Predict Buying Behavior,” Marketing News, April 11, 1975, p. 6. Published
by the American Marketing Association. .

20 Based upon Myers and Reynolds, Consumer ‘Behavior, pp. 165 —66.
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Of the various attitude-forming factors, therefore, the possibility of
changing the information that the consumer has about the brand is
often the most effective approach. The effective use of communication
through personal selling, promotion, and publicity is therefore worthy
of careful study.?* While space does not- permit a discussion of this
topic here, we shall deal with the subject of building an effective
promotional mix by which to influence consumer desires and at-
titudes in Chapter 10. Crane summarizes a discussion of this topic,
however, as follows .2

Attitudes are not easy to change. First, because there seems to be a ten-
dency to restore balance when it is upset and, second, because there is a
tendency to avoid an upset by avoiding exposures to Bmmmwmmm. inconsis-
tent with the existing attitude structure. Accidental exposure does occur,
however. A communicator who knows existing attitude structures and the
ways in'which people react to their upset, can choose the method and
point of attack most likely to produce, in the end, the new attitude struc-
ture most favorable to his objectives.

Attitude measurements. A wide variety of methods are available
for the measurement of attitudes. Here we shall limit our discussion to
identifying certain of the more important approaches. Those in- -
terested in more background should consult the references listed in
footnote 23.

Projective techniques and qualitative interviews, D-mo:mmom earlier,
are useful in the determination of attitudes as well as motives. In
addition, attitude scaling can be used to determine the position of an
‘individual with :mmmuo.oﬁ to a topic, event, retail store, or brand. It can
also be used to chart the entire population, or some subgroup, to
determine distribution of spread of opinion about some topic. For
example, what percentage of teenage boys are hi-fi enthusiasts?

The following are some of the more useful attitude scaling tech-
niques:

1. Oo:nbcr:: of feeling (forexample, from “extremely important”
in steps to “of no importance”; from “extremely good” to “extremely
bad”; from “extremely sure” to “not sure at all”).

21 For an interesting discussion of five broad strategy alternatives that advertisers
may use to change attitudinal structures, see Harper W. Boyd, Jr., Michael L. Ray, and
Edward C. Strong, “An Attitudinal Framework for Advertising Strategy,” Journal of Mar-
keting, April 1972, pp. 27—33.

22 Reprinted by permission from E. €rane, Marketing Comununications (New York:
John Wiley & Sons, Inc.,, 1965), p. 66. See this source for a discussion of ways to og:mm
attitudes through communication. .

ZThis discussion is based on Myers and Reynolds, Consumer Behavior, pp.
150—57. Used by permission. See also J. P. Guilford, Psychometric Methods {New York:
McGraw-Hill Book Co., 1954); and C. E. Osgood, G. J. Suci, and P. N. Tannenbaum, The
M ement of Meaning (Urbana: University of Hlinois Press, 1957).




2. Paired comparisons—items, colors, products, brands may be .

presented in pairs to consumers for comparison.

3. Rank order—the investigator may present all items to be com-
pared (for example, alternative advertisements) at once and ask re-
spondents to rank them in the order of their preference.

4. Statement selection or sorting —attitudes may be measured by
having individuals respond to verbal expressions about a given topic
(for example, “Almost every advertisement is honest’). When a large
number of such statements have been developed for a given topic (for
example, government regulation of advertising), attitudes may be mea-
sured through several alternative approaches: (a) Thurstone
scaling—statements are sorted into piles ranging from “most favor-
able” to “most unfavorable”; each statement is then assigned a point
value; consumers are then asked to select the statements with which
they agree; attitude scores for each individual are then calculated. (b)
Likert scaling—a scale indicating strength of agreement (“agree very
strongly,” “agree fairly strongly,” etc.) is presented; each respondent
rates each statement according to how strongly he or she agrees or
disagrees; the score for each respondent is determined from both the
direction and the strength of the respondent’s feelings toward the var-
ious statements.

5. Osgood Semantic Differential —pairs of words or statements of
opposite meaning that might describe a product are presented to
respondents (for example, ball-point pens might be rated as slow-fast,
loose-tight, faddish-coniservative, simple-complex); the respondent
rates each of several products on each dimension by placing a check at
the place on a line that indicates his or her feelings; the average of the
checks is plotted as a profile for each product.

According to Myers and Reynolds, attitude scaling techniques
constitute a very powerful means of acquiring insights into the
minds of consumers, and they are widely used in marketing studies
today.

After a need has been recognized, alternative products and brands
5m<n been evaluated, and a purchase has been made, the consumer
arrives at one of the most significant aspects of the entire sequence. It
is with the use of the brand that some degree of satisfaction of the

. Initial need will be experienced. If the consumption of the brand leads
to gratification of the initiating needs, then “reinforcement” will occur.
If the same need is aroused at some later date, the consumer will tend
to repeat the purchase of the same product and brand. We have de-
scribed here the process of “learning,” which is defined as any change
in behavior which results from experience or practice in similar

- situations (as opposed to changes due to physiological variations

S
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such as growth, - deterioration, hunger, fatigue, effects .of alcohol,

" or sleep).#

We are especially interested in the influence of the learning pro-
cess upon attitudes toward alternative types of products and brands,
that is, upon brand preference. If brand A is purchased and yields a
high degree of gratification upon usage; then when the same need
arises at a later time, the consumer will have an increased tendency to
purchase brand A once again. Each succeeding time that brand A is
purchased and gives satisfaction, additional reinforcement occurs,
thus- further increasing the probability that brand A will be selected
when the same need arises again. The increasing likelihood that the
purchase of brand A will be repeated is learning. Reinforcement: is
necessary for learning to take place.

Note that the increase in the probability that brand A will be pur-

‘chased is related to the number of times that ‘the brand has been

purchased, has gratified the need, and, hence, has provided rein-
forcement. Accordingly, the opportunity for experience, or learning, to
influence brand preference tends to be greater for products that are
purchased frequently than for those purchased only occasionally or
those purchased once in a lifetime.

It is also important to note that reinforcement nmﬁmsnm upon the
degree to which the felt need of the consumer is gratified. This under-
scores the importance of product development and product im-
provement activities in planning the marketing mix. If the firm decides
to produce a product capable of satisfying an important consumer
need, and individualizes its brand in ways important to the user, then
gratification of desire and 85?8@5@5” should follow purchase of the
brand.

It is clear from the above discussion that learning theory helps us
understand consumer buying behavior. Indeed, theories of stimulus-
response learning are an important element in the Howard model of
consumer behavior, which is discussed later. Still another approach
views learning as a probabilistic process, under the assumption ‘that
the best predictor of future buying behavior is the sequence, rhythm,
and frequency of past purchasing behavior. As an example, Kuehn has
developed -a mathematical model describing brand-shifting behavior
as a probabilistic process and incorporating the effects of past pur-
chases and elapsed time between purchases. This model was tested
through empirical research using sequential purchase data from 600
Chicago families over a three-year.period. Although space does not
permit a discussion -of this approach here, it is worthy of careful
study.?®

24 Berelson and Steiner, Human Behavior, p. 135.
2 See’ Alfred A. Kuehn, “Consumer Brand Choice as a Learning Process,” Journal of
Advertising mmhmﬁ.aF December 1962, pp. 10—17.
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of the society in which they live. These cultural patterns are transmit-

The m:.,moa&sm discussion focuses on the individual consumer. Yet
the advertising’ copywriter, the product designer, and the media
analyst need to understand the psychological characteristics of the
collection of iridividuals who are believed to be prospective buyers of
the firm’s product. Research:that provides psychographic profiles
based upon lifestyle dimensions has proved to be very useful to those
involved in making real-world marketing decisions?® -

INFLUENCE OF ENVIRONMENT UPON CONSUMER BEHAVIOR

In our discussion of buying behavior up to- this point, we have
focused attention upon the individual consumer. Drawing upon psy-
chology and social psychology, we have traced the influence of mo-
tives, attitudes, and learning upon buying decisions. But the individual
consumer lives‘in an environment that exerts important cultural and
social influences upon his or her behavior. Indeed, both motives and
attitudes of the consumer are patterned by the culture and the social
institutions in which he or she lives. Accordingly; to assist in explain-
ing certain uniformities in motives and attitudes of consumers which
influence their buying behavior, we shall now draw on the fields of
anthropology and sociolegy for a number of helpful concepts relating
to cultural and social influences. We shall consider first the concept of
culture.

O:::uw— Influences

According to Kroeber, ..»ra mass of learned and transmitted motor
reactions, habits, techniques, ideas, and values—and the behavior they
induce—is what constitutes culture.” It is all those things about man
that are mere than just biological or organic and that are also more
than 508@&@&5305@5& 27 It is the man-made part of the environ--
ment, the total way of life of a people, the social legacy that the indi-
vidual acquires from his group .28

The culture into which consumers are born, wooo&.bm—va provides
a good many ready-made solutions to problems growing out of the
geographic, biologic, and social environment in which they live. These
ready-made solutions are provided in the form of cultural patterns
relating to the ideology, role definitions, and socialization procedures

% For an excellent discussion of such research and its various uses, see William D.
Wells, “Psychographics: A Critical Review,” Journal of Su.»nn:m Research, May 1975, p.
196 ff.

A L. N_dmgﬂ.%sab&é (New York: Harcourt, Brace & Co., 1948), p. 8.

28 Clyde Kluckhohn, Mirror for Man (New York: Premier Books, 1957), P- 20.

PSYCHOGRAPHIC PROFILES o g

ted to individuals through such social institutions as the family,
school, church, and social class, by means of language, parents’ at-
titudes and behavior, reading, and public school instruction. As a re-
sult, the cultural patterns that consumers learn influence their ideas
and values, the roles they play, the way in which they carry those roles

* out, and the manner in which their needs and desires are handled.

~ Culture provides patterns that guide individuals in the satisfaction
of their biological needs. Thus, the.child learns the diet pattern of his
culture, modesty and hygiene of elimination, proper conduct in sexual
affairs, patterns of propriety in dress. The requirement for food, for
example, is met in every society. But the specific foods that an individ-
ual regards as acceptable are determined by his culture. The Chinese,
for instance, dislike milk and milk products, while dairy ﬁ.d&:oam
make up an important part of the American diet.

Culture not only patterns the way in which people satisfy their
needs but also creates desires that exert a strong influence upon their
buying behavior. The learned desires of certain consumers for ciga-
rettes or alcohol, for example, may be just as compelling as their re-
quirements for food. So, too, the desires for a late-model automobile or
television set, which are learned from the American culture, may oc- .
cupy a position high in the list of products wanted by a newly married

" couple—perhaps even ahead of the need they may feel for a home of
‘their own.

1t is helpful to recognize also that within a ooﬂ:&@r heterogene-
ous culture, such as that found in the United States, subcultures exist
that are especially relevant to the understanding of buyer behavior.??
These subcultures may be defined in terms of such factors as region,
rural or urban residence, ethnic background, and religion. Those iden-
tified with a subculture tend to think and act alike in certain respects,
and this has important implications for their “lifestyle.”*® Recognition
of this point has led to experimentation with market segmentation as a
means of developing effective marketing strategy adapted to market
targets that are believed to have special promise.

Em—ﬂmﬂom of Social O—Nmm

In addition to being molded by culture, the mR::Qmm and needs of
the consumer are patterned by the social class to which he or she

29 For a discussion of subcultural groupings and their significance for marketing
strategy, see Thomas S. Robertson, Consumer Behavior {Glenview, IlL: Scott, Foresman
and Co., 1970), pp. 102—15. .

30 Life style reflects the overall manner in which people live and spend time and
money. It may be measured by (1) the products a person consumes; and (2) the person’s

" activities, interests, and opinions. See Jerry Wind, “Life Style Analysis: A New Approach, ”

in Fred C: Alvine, ed., Combined Proceedings 1971 Spring and Fall Conferences, American
Marketing Association, 1372, pp. 302—5..
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belongs: Even though American political ideology is based on the con-
cept that “all men are created equal,” studies of many communities in

-all the regions of the United States clearly demonstrate the presence of

a well-defined class structure. )
Pioneering research dealing with the existence of social class in
America and rm.u.s\ it may be measured was done by Warner and his
associates. Warner conceived of social class as “two or more orders of
people who are believed to be, and are accordingly ranked by the
members of the community, in socially superior and inferior posi-
tions "3 Associated with this definition are the ideas that the individ-
ual must participate in the social interaction of the class and must be
accepted as a peer by its members. After considerable investigation,
Warner and his associates came to the conclusion that a family’s posi-
tion in the social structure of a community is determined by the fol-

. lowing criteria: occupation, amount of income, source of income,

house type, neighborhood, and education. Under Warner's approach,
individuals are classified as to social class by other people who know
them. : .

Using this research design, Warner identifies six social classes as
follows 2

Upper-upper (1.4 percent): Members of “old families,” the aristocracy of
birth and inherited wealth, born into ‘their positions of prestige, with
enough wealth to maintain a large house in the best neighborhood.

Lower-upper (1.6 percent): Similar to the upper-upper in costly homes
in the best neighborhood and in design for living, but lacking in distin-
guished ancestry. While their incomes average somewhat larger than fam-
ilies in the upper-upper class, their wealth is newer and it is not inherited.

Upper-middle (10.2-percent): Respectable, achieving, solid citizens of

high moral principles and personal integrity; moderately successful busi-

ness and professional men and their families. Their incomes average
somewhat less than the lower-upper class, and these incomes are derived
predominantly from salary rather than from invested wealth. Some edu-
cation and polish is necessary, but lineage is unimportant.

Lower-middle (281 percent): Clerks, white-collar workers, small
businessmen, schoolteachers, foremen in industry; people who live in
small homes on side streets; frequently homeowners.

Qvt.ww.seswﬂ (32.6): “Poor but honest” workers, usually in semiskilled-

occupations, who' participate less in the educational and other advan-
tages of our society, and who spend a large percentage of their income on
food and shelter. This class and the lower-middle class are closely related
in tastes, problems, and beliefs. Together, these two classes are regarded
as “the common man.”

31 Reprinted by permission from W. Lloyd Warner and Paul S. Lunt, The Social Life
of a Modern Community (New Haven, Conn.: Yale University Press, 1959), pp- 81 —91.

32 Adapted from W. Lloyd Warner, Marchia Meeker, and Kenneth Eells, Social Class
in America (Torchbook edition), pp. 11—15, 31, 35, 174, 181. Copyright 1919 by Science
Research Associates, Inc., Chicago. Copyright ©) 1960 by Harper & Row, Publishers, Inc.
By permission of Harper & Row.
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Lower-lower (252 percent): Semiskilled and unskilled workers; families
who live in the worst homes in poor neighborhoods, people who are often
on relief, who have low incomes, and who are lacking in ambition or
opportunity to improve their lot.

Our interest, of course, is in the value of social-class stratification
to the marketing executive. Because Warner’s research had been done
in smaller communities, there was. concern that the same social-class
system might not exist in more complex metropolitan centers. If some
such system did exist, would the Warner research approach uncover
it? Then, too, many marketers did not see the relevance of social class
to consumer buying behavior, since previous research in this area had .
been concerned with broad differences in patterns of living, moral
codes, and mental illness, as well as other behavioral science goals.

with this in mind, the Chicago Tribune undertook several exten-
sive studies during the mid-1950s exploring social class in a metropoli-
tan city and the relevance of this factor to the individual family’s buy-
ing behavior. The studies were carried out under the direction of
Pierre Martineau, research director of the Chicago Tribune, and W.
Lloyd Warner. In this study, interviewing was done in metropolitan

. Chicago and involved 3,880 households. The data used to calculate the
. “Index of Status Characteristics” were: (1) occupation (weighted by 5),

sources of incoine {(weighted by 4), and housing type (weighted by 3).
Martineau reported the following conclusions=3 .

1. There is a social-class system operative in metropolitan markets,
which can be isolated and described.

2. It is important to realize that there are far-reaching psychological
differences between the various classes.

3. Consumption patterns operate as prestige symbols to define class
membership, which is a more significant -determinant of economic
behavior than mere income. Income has always been the marketer’s
handiest index to family consumption standards. But it is a far-from-

accurate index. . . . Social-class position and mobility-stability di-
mensions will reflect in much greater depth each individual's style of
life. - -

Interesting background on the importance of social class, as op-
posed to income, as an influence on consumer behavior is provided by
Coleman.? He notes that three families, all earning around $8,000 a

33 Reprinted by permission from Pierre Martineau, “Social Classes and Spending
Behavior,” Journal of Marketing, October 1858, p. 130, published by the American Market-
ing Association. The relationship between spending patterns and social class is given
additional support in a book by Richard P. Coleman scheduled for publication in 1976

- entitled, Social Standing in America, according to a feature article in the Detroit Free

Press, December 31, 1975, p. 1, under the headline, “Class Counts in U.S., Sociologist
Finds.” ! .

34 Adapted by permission from Richard P. Coleman, “The Significance of Social
Stratification in Selling,” in Martin L. Bell, ed., Proceedings of the 43rd National Confer-
ence of the American Marketing Association, December 28 —30, 1960 (published by the
American Marketing Association, 1961), pp. 171 —84.
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year, but each from a different social class, exhibit radical differences
in their ways of spending money. An upper-middle-class family in this

income bracket (for example, a young lawyer and his wife) is apt to-

spend a relatively large share of its resources on housing in a prestige
neighborhood, on rather expensive pieces of furniture, on clothing
from quality mﬂoam‘ and on a:—nc:,mu amusements or club member-
mwz@m

Meanwhile, the lower-middle-class ».EH:H% (headed by an-~insur-
ance salesman or a fairly successful grocery store owner) probably has
a better house, but in not so fancy a neighborhood. The family is apt to
have as full a wardrobe, though not so expensive, and probably more
furniture, though none by name designers. These people almost cer-
tainly have a much bigger savings account in the bank.

Finally, the working-class family (with a cross-country truck driver
or a highly paid welder as its chief wage earner) is apt to have less
house and less Sm_mr_uo..—-oom than the lower-middle or upper-middle
family of.the same income. But this family will have a bigger, later
model car, plus more expensive appliances in its kitchen and a bigger
TV set in its living room. This family will spend less on clothing and
furniture, but more on food if the number of children is greater. The
man of the house also probably spends much more on sports, attend-
ing baseball games, going hunting and bowling, and perhaps owning a
boat of some description.

Social-class research provides a parsimonious explanation of cer-
tain aspects of human behavior. Marketing planners, however, have
found it helpful to supplement such studies with lifestyle research as a
means of adding useful information about behavior influencing con-

suming patterns. Lifestyle studies, for example, provide detailed ex-

planations of activities, interests, needs, and values associated with
social-class membership. Accordingly, such information may prove
helpful in making decisions concerning product planning, promo-
tional strategy, and pricing policy 3 .

-

Social Group

Another way in which the environment exerts an influence upon
the individual consumer is through the social groups to which he or
she belongs. Asocial group is “a number of persons who communicate
with one another often over a span of time, and who are few enough so

that each person is able to communicate with all the others, not at-

second-hand, through other people, but face-to-face.” Groups which

35 For a comprehensive review and evaluation of quantitative research on consum-

ers’ lifestyles, see William D. Wells and Stephen C. Cosmas, Life Styles, Project on Syn-
thesis of Knowledge of Consumer Behavior, RANN Program, National Science Founda-
tion, University of Illinois Survey Research Laboratory, April 1975.

3¢ G. C. Homans, The Human Group (New York: Harcourt, Brace & Co., 1950), pp. 1,
123. Reprinted by permission of the publisher.
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have an g@oiﬁ: influence upon the housewife, for example; include
her family, circle of friends, neighbors, and clubs. These are known as
primary groups, and they are characterized by intimate, face-to-face
association over a long period of time. Sociologists have found that
such groups tend to develop norms as to what the members of the
group should do, ought to do, are expected to do, under given circum-
stances. These norms are in the nature of shared attitudes and opin-
ions, and as such, they influence the behavior of group members.
Recognition of this tendency has led behavioral scientists to use the
concept of the primary group in mn:n:mm of consumer cc.v:bm motiva-
tion and behavior.

. Influence of primary group. The concept of primary group is .
recognized as an important intervening variable in a study by Katz and
Lazarsfeld dealing with personal influence in the purchase of house-
hold goods such as breakfast cereals, coffee, and soap flakes or chips.?”
They asked women who had recently changed types of household
products or brands of food what had made them change.

- Among the various possible influences that might lead to a change

- in product or brand, the impact of informal personal advice was found
to be greater than the impact of mass media advertisements. And, for
products of all kinds, friends and neighbors were named influentials

" most often, with adult female relatives ranking next. The influence of
primary groups on buying behavior is thus clearly demonstrated.

It is noteworthy that the human group influences the individual in
two ways. (1) It is through the primary groups that the culture is
transmitted and the personality of the individual is shaped. As a result,
continuing influence is exercised over the individual’s behavior
throughout his er her life. (2) Personal interactions with members of
primary groups influence individuals in their day-to-day decisions.
And after the decisions are made, the approval or disapproval of pri-
mary group members tends to reinforce certain kinds of behavior and
to discourage other kinds. —

Reference groups. “Reference groups” are those groups that in-
dividuals use as a point of reference in determining their own judg-
ments, beliefs, and behavior3?® Note that the individual may not be a

" member of a group that serves as a frame of reference for, his or her
judgments, beliefs, and behavior. It may be a group to which he or she
aspires; by adopting its dress, habits, and attitudes, he or she may
hope to be invited into membership.

‘Our interest is in the influence which reference groups may have
upon buying behavior. (1) Reference group influence is particularly
potent in an informational vacuum. Where the individual has little or

37E, Katz and P. F. Lazarsfeld, Personal Influence (New York: Free Press, 1955), pp-
178,246, .

38 Reprinted from Tamotsu Shibutani, “Reference Groups as Perspectives,” Amer-
ican Journal of Sociology, May 1965, pp. 562, 563, and 565, by permission of The Univer-
sity of Chicago Press. Copyright 1955 by The University of Chicago.
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no knowledge about the attributes of a product, reference group influ-
ence is at its strongest. (2) The conspicuousness of the product is
perhaps the most general attribute bearing on its susceptibility to
reference group influence 3

The susceptibility of various products and brands to reference
group influence: is mEEﬂE.—N@Q in Figure 4—2. Note the following
examples. .

FIGURE 4-2
Reference Group -ﬂm—:m.-a& (relatively weak [—J; relatively strong {+])

Weak — Product ~ Strong +
. -] +]
T  Clothing ¥
o Furniture . Cars* @
Q  Magazines Cigarettes* - &
N . Refrigerators 853 Beer (premium versus regular)* .H
,M Toilet soap Drugs* M
.8 s
@  Canned peaches Air conditioners* @
T Laundry soap. Instant coffee* T
~  Refrigerators (brand) - TV (black and white) -
Radios

-] . © Product {+]

Products and brands of consumer goods may be classified by the extent to which reference groups influence
their purchase. The classification of all products marked with an asterisk {*) is based on actual experimental evi-
dence. Other products in this table are classified speculatively on the basis of gerieralizations derived from the sum
of research in this area and by the ji Dn «a:::u-. ip

Source: Bureau of Applied Social C 1 i by p

1. Reference mso.cv influence may operate with respect to both
product and brand (product +, brand +), as in the upper right cell of

Figure 4 —2. With respect to cars, both the product.and the brand are

socially conspicuous. Whether or not a person buys a car, and also
what brand he or she buys, is likely to be influenced by what others do.

2. Reference group influence may operate with respect to prod-
uct but not cwﬁ.ﬁ (product +, brand —), as in the case of instant coffee.
Whether it is served in a household depends upon whether the
housewife, in view of her own reference groups and the image she has
of their attitudes toward this product, considers it appropriate to serve

it. The brand itself is not conspicuous or socially important and. is

largely a matter for individual choice.
3. Where a type of product is owned by virtually a: people, refer-
ence groups may influence the selection of the brand, but not the

39 Adapted by ﬁm:d_mm_on from Francis'S. Bourne, “Group Influence in Marketing,”
in Rensis Likert and Samuel P. Hayes, Jr., eds., Some Applications as, Behavior Research

. (UNESCO, me.; chap. 6.
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product (product —, brand +). In this cell are classified clothing, furni-
ture, magazines, refrigerators (type), and toilet soap.

4. Purchasing behavior for “product —, brand —” items is gov-
erned by product attributes rather than by the nature of the presumed
users. Examples are laundry soap, canned peaches, refrigerators
(brand), and radios. In this group, neither the product nor the brand
tends to be socially conspicuous. Reference groups, accordingly, exert

- very little influence over purchasing behavior.

Buying decisions within the family. We have already :oam.u the .
influence of primary groups upon consumer behavior. The family, of
course, is an especially important primary group. Accordingly, let us
examine the framework in which buying decisions are made within
the family and some of the factors that influence brand choice in this
setting. According to Coulson, there are three sources of influence on
brand and product choices: the purchaser, the user, and the author-
ity %0 i

In this context, it is clear that the purchasing agent (generally the
housewife) has the strategic role in the brand decision, since she acts

- as the “gatekeeper” controlling the channel through which products

flow from the stores to consumption within the family. Coulson devel-
oped some tentative propositions about how the household. “purchas-
ing agent” accommodates the user and the authority in making her
brand decisions. These propositions were based on the results of pre-

‘vious research and. also upon a pilot study among 100 housewives in

Chicago. The study covered ten product classes that have a high per-
centage_of their sales in food stores. These were: beer, cake mixes,
candy bars, canned peas, canned spaghetti, chewing gum, cigarettes,
cold cereals, deodorants, and margarine. A selection of Coulson’s prop-
ositions follow:

1. Other members of the family exert considerable influence on the
housewife in making brand decisions.

‘2. In the role of purchasing agent, the housewife knows the family’s

brand preferences better forsome product classes than for others.

- 3. In the role of purchasing agent, the housewife takes more account

of the family’s brand preferences for some product classes than for

others.

a. On products with the brand name clearly visible in use, she is
more receptive to her husband’s brand preferences than to

40 Adapted by permission from John S. Coulson, “Buying Decisions within the Fam-
ily and the Consumer-Brand Relationship,” from Joseph W. Newman, ed., On Knowing
the Consumer (New York: John Wiley & Sons, Inc., 1966), pp. 59— 66. For an interesting
study of the prevalence of conflict in household decision making and the tactics em-
ployed by spouses to resolve their conflict, see Jagdish N. Sheth and Stephen Cosmas,
“Tactics of Conflict Resolution in Family Buying Behavior,” Faculty Working Paper no.
271, College of Commerce and Business Administration, University of llinois at Urbana-
Champaign, September 16, 1975.
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" those of her children. (If she thinks a-brand is not good for a
child, she may veto the child’s request.) -

b. The housewife is most receptive to the brand —ua_..m_d:cmm of
her family for products in which the brand is clearly visible,
and least receptive for products in which there is a substantial
change in the product before use. (If the family cannot identify
the brand during consumption, the housewife is free to select
the brand she desires)) <

This mE&.«\ calls our attention to the different roles E&Sﬂ in the

buying process, distinguishing among users, influencers, and buyers.

Let us now turn to the concept of the “family life cycle” and examine

the ways in which life-cycle position influences consumer behavior.
The family life cycle. The family life cycle describes the orderly

progression of stages through which households tend to pass in the

' United States today.*! The concept of the family life cycle, which had

its origins in sociology, has been studied intensively by the Survey
Research Center of the University of Michigan. The center classifies the
life cycle into the following stages: (1) the bachelor stage: young, single
people; (2) newly married couples: young, no children; (3) the full nest
I and 1I: young married couples with dependent children, (a) youngest
child under six, (b) youngest child six or over; (4) the full nest III: older
married couples with dependent children; (5) the empty nest: older
married couples with no children living with them, (a) head in labor
force, (b) head retired; (6) the solitary survivors: older single people, (a)
in labor force, (b) retired.

Our interest is in the influence of —uom-ﬁo: in the life cycle upon

- . buying behavior. As a means of illustrating the influence of the life
cycle on buying, let us compare three widely separated stages: -

Full nest 1, youngest child under six: house purchasing at peak;
buy washers, dryers, TV, baby food, chest rubs and cough medicine,
vitamins, dolls, wagons, sleds, skates.

Full nest mﬁ. older married couples with dependent children: high
average purchase of durables; buy new more tasteful furniture, auto
travel; nonnecessary appliances, boats, dental services, magazines.

Empty nest II, older married couples, no children at home, retired:
buy medical care, products which aid health, sleep, and digestion.

It is clear from these examples that the products purchased: by

To:mmro_mmmaEmsm:omammmsmmowsn~v~d%n7m.:mm-n,<o—amnmmm.
“achieved.® .

“1 Reprinted by permission from William D. Wells and George Gubar, “Life Cycle
Concept in Marketing Research,” Journal of Marketing Research, November ummm.
PP. 355— 63, published by the American Marketing Association.

“ For a description of a model used successfully to forecast the 055 of families
into stage 2 of the family life cycle, see Mark R. Bomball, Walter J: Primeaux, and Donald
E. Pursell, “Forecasting Stage 2 of the Family Life Cycle,” Journal of Business, January
1975, p. 65 ff.
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MULTIATTRIBUTE MODELS FOR PREDICTING ATTITUDES

_ What influences the formation of the consumer’s attitudes toward
different brands that might satisfy a felt desire (his or her evoked set)?
During recent years considerable research has focused on the charac-
teristics or qualities that consumers attribute to alternative brands
evoked in the process of evaluation. This research draws upon attribu-
tion theory, which deals with the question of how people infer, from
limited available evidence, unobservable attributes about the objects
in their environment—that is, how people go beyond directly observa-
ble “data” to infer further elements and thus complete a ﬁ&.:& rep-
resentation of some focal object.*?

From the ENlSn—:m viewpoint we are interested in understanding
the attributes that prospective buyers assign to alternative brands in
the hope that this may suggest what underlies the brand images they
.develop and the brand preferences_that they form: Such knowledge
may assist us in diagnosing ways in which brands may be improved

. and may help us in developing new brand concepts. Also, research on
the attributes assigned to different brands by prospective buyers may
make it possible to predict the formation of buyers’ attitudes toward
these brands (brand image, brand preference) and, hopefully, lead to
prediction of actual purchases.

These possibilities have led to the development of multiattribute
models for predicting attitudes and to the testing of these models in
empirical research. The following concepts emerge from an examina- -
tion of various models. ) )

1. Consumers perceive a product as a bundle (combination) of -
attributes that might satisfy a felt desire. The characteristics imputed
to a product brand by the consumer are influenced by a number of
factors including the appearance of the brand; its price; the retail
stores selling it; the types of people seen using it (social class); and
.information received from advertising, personal selling, and other -
sales promotional methods. Prospective buyers evaluate the brand in
terms of the attributes they impute to the generic product class—that
is, whether the brand is high or —o<< in an attribute (or feature) com-
mon. to the class.

2. Examples of products and the attributes that may be asso-
ciated with them are shown below:

a.. Mouthwash—effectiveness, color, price, taste/flavor, kills germs.
b. Cigarettes—flavor, tar and ficotine content, taste, strength, ease of
draw.

43 R. E. Burnkrant, “Attribution Theory in Marketing Research: Problems and Pros-
pects,” in M. J. Schlinger, ed., Advances in Consumer Research, vol.-2, 1975, p. 465.
Copyright 1975, Association for Consumer Research. For additional background, see
Robert B. Settle, “Attribution Theory and Consumer Behavior,” in H. H. Kassarjian and T.
S. Robertson, eds., Perspectives in Consumer Behavior, rev. ed. (Glenview, 1IL; Scott,
Foresman and Co,, 1973), pp. 64—74.
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c. Toothpaste—decay ﬁﬂmﬁw:mop taste/flavor, .m.dmw»mzm mouth,
whitens teeth, price.

d. Automobiles —safety, gas Enmwmm. styling, ooEmoﬂv repair record,’

acceleration, quality of workmanship, .price.

Individual brands of the above products tend to be evaluated accord- -

ing to how well they rate on the attributes that consumers normally

" attribute to the class. Of course, in undertaking research designed to

understand the attitudes of consumers to each brand, it is important

"to develop the list of product attributes through appropriate com-

munication with those who constitute the potential market for the
product. )

3. In developing a multiattribute model, it is important not only
to determine what attributes consumers impute to different brands in
a product class but also to approximate the way-in which they com-

bine the product attributes to arrive at overall preference judgments of .

each brand. A widely used model developed by Cohen, Fishbein, and
Ahtola illustrates one attempt to accomplish this task.4* This model is
labeled the “adequacy-importance model.” According to this formula-

. tion, an individual’s attitude toward an object (4,) is a function of the

importance of the attribute dimension i for the person, his evaluation
of the object with respect to the attribute dimension i, and the number
of attribute dimensions considered. Thus:

= X P:D;
i=1

- In applying this model, respondents are asked to evaluate how
satisfactory a brand is with respect to an attribute dimension (eg.,
decay prevention for a toothpaste) —that is, its adequacy. They are also
asked to indicate how important each attribute is by assigning a
im_mvn to each one.

Experience in applying such a Boam— has indicated the n—ﬂm:.mgrn%
of defining exactly what is meant by “importance.” This has led re-

- searchers to make a distinction between importance, déterminance,

and salience as applied to product attributes.*> Let us examine these
distinctions. 1

a. According to _S%mﬂm and Alpert, when a feature or attribute is
“important” to people, it presumably has some consequence or signifi-
cance in their choices among brands or their overall evaluations or
rankings of products. “Importance” has been measured by asking con-

“ For additional background, see M. B. Mazis, O. T. Ohtola, and E. E. Klippel, ‘A
Comparison of Four Multi-Attribute Models in the Prediction of Consumar Attitudes,”
Journal of Consumer Research, June 1975, pp. 38 —51.

45J. H. Myers and M. L. Alpert, “Semantic Confusion in Attitude Research: Salience
vs. Importance vs. Determinance,” in W. D. Perreault, Jr., ed., Advances in Consumer
Research, vol. 4, pp. 106 —9. Copyright 1977, Association for Consumer Research.
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sumers to answer this question, “How important are each of these
features in choosing . . . [e.g., an électronic calculator]?”

b *“Determinance” differs from importance, however. Attitudes -
toward features which are most closely related to preference or to

_.actual purchase decisions are said to be determinant: the remaining
features or attitudes —no matter how favorable—are not determinant.
. Accordingly, determinance includes but goes beyond “importance.” A .

feature or product attribute can be of extreme importance (e g., the
safety of automobiles) yet have no real effect on choice among compet-
ing brands if all are perceived as equal for this feature.

c. Inattitude research “salience” is measured by noting the order
in which attributes of a product are verbalized when consumers are
asked, “Name the things that come to mind when you think about -

" buying . . .[eg., Crest toothpaste].” The question that arises is whether

the most important features of a brand are elicited first, the next most

.important next, and so on. Research on this point suggests that there

are différences between order of elicitation (salience) and importance.
Why? Some attributes may be “top-of-the-mind” because they are heav- ,

_ily advertised but may not be important in brand choice. Other attri-

butes may be overlooked by the consumer in responding te a ques-
tionnaire, but would be recognized as important if Emv\ ‘were men-

tioned by a salesclerk.

Considerable research has been undertaken to test various forms
of the multiattribute model in recent years.*¢ In a majority of cases, the
test of alternative forms of the model has been a measure of the corre-
lation between the model’s attitude score and stated preference rank-
ings of individual brands. It has generally been accepted that the
model (in all its forms) produces reasonable scale values for each of
the brands. The differences observed in the various model forms have
been inits level of predictability of the stated brand preference rankings.

In spite of the potential shortcomings of the multiattribute at-
titude model it has still been shown to provide reasonable scale values
for brands in-a product class—reasonable in the sense that the model

~_produces values which are significantly anﬁoan&@, correlated with

stated preference rankings.*”
It should be noted, however, that these stated brand preference

‘ratings do not totally capture the rank ordering of brand choice (actual

brand purchase). That is, the inference should be drawn that attitudes
and preferences are not equivalent to choice behavior, even when
most intervening variables are experimentally excluded from the
choice process. .

46 David J. Reibstein, “Can the Multi-Attribute Model Be Utilized to Predict Prob-
abilities of Brand Choice?” in Advances in Consumer Research, vol. 4, pp. 111—16. Copy-
right 1977 Association for Consumer Research.

47 See on the n g of “monitonic correlation” at the end of the

<chapter, p. 165.
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Instead of attempting to predict individual consumer choice be-
havior in separate choice occasions, as is generally attempted with

multiattribute - models, some. researchers contend that individual

brand preferences should be represented in a stochastic manner (i.e.,
in terms of probabilities of the choice of individual brands). Such an
approach has cmm: suggested by David Reibstein in reporting an ex-
periment in which a multiattribute model was combined with a
choice axiom, thereby securing a prediction of probabilities of brand

choice on an individual basis.

INTENTIONS

" In attempts to improve the prediction of buying behavior a consid-
erable amount of research has been done recently on the influence of
attitude and social influences in explaining the formation of intention,
which is seen as the step immediately preceding actual purchase. One

- of the most popular theories in consumer research relating to the

prediction and explanation of consumer intention is the “extended
Fishbein model.” According to Lutz, “This popularity is at least in part
due to the fact that the theory is a promising one for consumer re-
searchers interested primarily in the explanation of consumer behav-
ior and, at the same time, provides a framework for devising behavior
change strategies, a feature of interest to managers and policy mak-
ers.”

Since the Fishbein model appears to have considerable potential
for application in marketing decision E&C:m a brief @xm&w:maoa fol-

.- lows. According to Fishbein,

The model states that a person’s intention to perform any behavior is a
function of (1) his attitude toward performing that behavior {A ) and (2)
his subjective norm concerning that behavior (SN). The model also sug-
gests that these two variables may take on different weights in determin-
ing different intentions. That is, some intentions may be entirely under
attitudinal control, other intentions may be entirely under normative con-
trol, and stil other intentions may be influenced by both attitudinal and
normative considerations. The relative weights of these two components
as determinants of an intention are expected to vary as a function of the
type of intentions being considered and individual difference variables.
Further, the model suggests that, like any other attitude, the attitude
toward the behavior can be viewed as a function of the person’s salient
beliefs (in this case about performing the behavior) and the evaluative

“aspects of those beliefs. . . . Similarly, the subjective norm is viewed as
a function of normative beliefs and the person’s motivation to comply
with relevant referents.* .

8 Richard J. Lutz, “Conceptual and Operational Issues in the Extended Fishbein
Model,” in Beverlee B. Anderson, ed., Advances in Consumer Research, vol. 3, p. 469.
Copyright 1976, Association for Consumer Research.

49 Martin m.,.mga.? “Extending the Extended Model: Some Comments,” ibid., pp.
491 —97.
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Essentially, the Fishbein extended model rests on three equa- -
tions:>°

B ~1 = (Ag)w, + (SN)w, (1)

Ap= D be; . )
i=1 .

SN = 3 bm, _ (3)

=1

- where

B is the behavior under study

I is the individual’s intention to perform the behavior

Ap is his attitude toward performing the behavior

SN is the subjective norm with respect to the behavior

w; and w, are empirically derived weights

b, is the belief that performing the behavior leads to some conse-
quence i . .
e; is the 5&5&:& s evaluation of oosmmn:mbao i

n is the number of salient beliefs

b; is the normative belief regarding referent j’s expectations as to
E_,-mnnmd the individual should or should not perform the behavior
my; is the individual’s motivation to comply with referent j

m is the number of salient referents .

Determinants of intention. In equation 1 above, intention

is shown as the antecedent of the behavior under study (B). A casual

. flow of influence is postulated wherein the individual’s intention to

perform the behavior (I) is the result of his or her attitude toward
performing the behavior (A p) and the subjective norm with respect to
this behavior (SN). In marketing terms, let us consider the purchase of -
an automobile. If our goal is to predict the purchase of a Volkswagen
Rabbit, then we focus on the consumer’s intention to buy a VW Rabbit.
This intention, accordingly, is.the resultant of his or her attitude to-
ward buying a VW Rabbit (A p) plus consideration of whether people in
his or her reference group wotuild approve of such a choice (SN).

Subjective norm. The subjective norm may be measured by the
use of the following scale:

'Most people who are important to me think

i~ : : :  :Ishouldnot
‘perform behavior X (purchase a VW Rabbit)

1should

The essential idea here is to get a measure of the general social
pressure on the individual to perform the behavior (or not to perform
it).

“S® Martin A. Fishbein and Icek Ajzen, Belief, Attitude, Intention, and Behavior: An

Introduction to Theory and Research (Reading, Mass.: Addison-Wesley Publishing Co.,
Inc, © 1975), pp. 301 —2. Reprinted with permission.
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Attitudinal component. An individual’s attitude toward en-

gaging in a behavior (buying a VW Rabbit) will be favorable if this -
-behavior leads to desirable outcomes or blocks undesirable outcomes.

Thus in the Ap construct (attitude-toward-the-behavior) the “attri-

butes” associated with the behavior are a set of outcomes, or valued .

states, which the ‘individual wishes to either attain or avoid. In the
example of the VW Rabbit, one such outcome, or attribute, would be to
achieve economical operation of the automobile; another might be to

stretch the short supply of gasoline under conditions of high price per

gallon. :

Relation between intention and behavior. According to Fish-
bein, there are three major factors that influence the size of the
relationship between intention and behavior: (1) the specificity of the

" intentional measure; (2) the time between the meéasure of intention

and the behavioral observation; and (3) the degree to which carrying

out the intention is completely under the individual’s control >
 Testing the extended Fishbei del. Ryan and Bonfield sum-

marized the empirical testing of the Fishbein model as follows:

1. A detailed review of empirical tests of the model in social psy-
chological literature suggests that the model is an accurate predictor
of a wide range of behavioral intentions and behavior.

© 2. A number of studies conducted in the United States have been
reported in which a form or adaptation of the extended model has
been tested in a marketing context using cross-sectional regression
analysis as the principal analytic tool. These tests covered a wide
range of products such as toothpaste, fruit drinks, automobiles, deter-

gents, and prescription drugs. The evidence from these studies indi-

cates that the model has value in predicting and explaining variance
in intentions and purchase behavior. The average correlation
between intention (BI) and purchasing behavior (B) was .44. The aver-
age multiple correlation of attitude and social influence on intention
(BI) was .60.

. 3. The predictive power obtained in marketing studies has been

* generally lower than that obtained in the social psychology studies. A

possible explanation may be found in the different types of behaviors
and attitudesyexplained. The social psychology studies were con-
cerned with potentially central attitudes, such as attitudes involving
racial or religious beliefs. The marketing studies dealt with purchase
activities which may have involved noncentral attitudes. Conse-
quently, the marketing behavior may have had smaller associations
with attitudes and social influerice because of its lack of centrality to
the individual. For example, research has shown that the deterministic
influence was stronger when consumers perceived the product as

M. J. Ryan and E. H. Bonfield, “The Fishbein Extended Model and Consumer
Behavior,” Journal of Consumer Research, September 1975, pp. 118 —36.

e
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important (it was stronger for automobiles, for example, than for
toothpaste).

4. The components measured in the Fishbein model tend to have
greater power to predict variations in intentions when respondents are
drawn from high-education and low-brand-loyalty groups than when
they are chosen from low-education and high-brand-loyalty groups.

Concluding comments. Fishbein’s extended model for the
prediction of intentions has stimulated a good deal of interest among
marketing researchers. Empirical tests indicate that the model has
considerable promise. A number of researchers have proposed -
refinements in the theoretical constructs used in the model, however,
as well as the methods followed in measuring them. This active inter-
est-and the experimentation that it stimulates may well result in even
better predictions of intention in the future.’

MODELS OF CONSUMER BUYER BEHAVIOR

We now have the conceptual cwoxmﬂocﬂm to enable us to under-
stand the more complex theoretical models of buyer behavior that
have developed during the past 18 years. These models tie together in
a logical structure a large number of variables known to operate in
purchase behavior. Emphasis is on the explanation of the relation-
ships among these variables. Theoretical constructs are defined in
such a way as to facilitate measurement through research. A basis is
thus provided for formal expression of these models in mathematical
terms. i

While several comprehensive models of buyer behavior have been
developed, we shall limit ourselves to the discussion of the Howard-
Sheth model since it has received wide attention in marketing circles
and has been subjected to several large-scale validation tests. Those
interested in learning about other notable comprehensive models -
should consult the references cited below.5

The Howard-Sheth Model e

The Howard-Sheth model is a general theory of buying behavior
designed to apply to most people buying most products.>* The theory

52 For example, see the five papers presented in the workshop entitled “Extending
the Fishbein Extended Model,” in Anderson ed., Advances in Consumer Research, vol. 3,
Pp- 469 —97. See also the papers from the session “New Research Directions in Attitude
Models,” in J. C. Olson, ed., Advances in_Consumer Research, vol. 7, pp. 339 —58. Copy-
right 1980, Association for Consumer Research. See also Paul R. Warshaw, “A New Model
for Predicting Behavioral Intentions: An Alternative to Fishbein,” Journal of Marketing
Research, May 1980, pp. 153 —72. -

53 See Francesco M. Nicosia, Consumer Decision Processes (Englewood Cliffs, NJ.:
Prentice-Hall, Inc., 1966), chap. 6; James F. Engel, Roger D. Blackwell, and David T. Kollat,
Consumer Behavior, 3d ed. {Hinsdale, Ill.: Dryden Press, 1978), chap. 3.

54 From John A.'Howard and Jagdish N. Sheth, “A Theory of Buyer Behavior,” in
Harold H. Kassarjian and Thomas S. Robertson, eds., Perspectives in Consumer Behavior.
Copyright ©) 1968 by Scott, Foresman and Company. Used by permission.
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may be used to understand industrial buying as well as consumer
purchasing. It attempts to explain the brand choice behavior of the
buyer over time. It postulates that buying behavior is caused by a
stimulus in either the buyer or the buyer’s environment. This stimulus
is the input to the system. The outputs are a variety of responses that
the buyer is likely to manifest, the most important of which is the
purchase of the brand. Accordingly, buying is explained in the context
of stimulus-response theory upon which a more elaborate structure
has been built. The model integrates ideas from learning theory, cogni-
tive :59..3 and the theory of exploratory behavior, among others. Awwo

.mﬁmﬁd 4—3 for a Q-mm..wa Om this model.)

FIGURE 4 -3 ]
A Simplified Description of the Theory of Buyer Behavior
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Wiley & Sons, Inc., 1969), p. 30. X .

Stimulus input variables.®> Let us examine this model more

closely, beginning with the inputs shown at the upper left-hand cor- .

ner of the diagram. Assume that the buyer becomes aware of a need
which he expects to satisfy by the purchase of a brand from a generic
product class. Three types of inputs may furnish stimuli designed to
influence his choice of an individual brand from among five alterna-
tives that are available. Through their marketing activities, the five

55 The description of the Howard-Sheth model that follows is summarized by per-
mission from John A. Howard and Jagdish N. Sheth, The Theory of Buyer Behavior (New
York: John Wiley & Sons, Inc., 1969), chaps. 2 and 3.

-
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competitors attempt to communicate information (stimulus display)
to the buyer in the hope that it may influence his choice. Examining an
automobile in the dealer’s showroom, for example, would communi-
cate “significative” stimuli to the prospective buyer. Likewise, when the
prospect reads, views, or hears advertisements for different brands of
cars he is receiving “symbolic” stimuli.

A third input is social stimuli, that is, the inforination that the
buyer’s sacial environment provides concerning the positive-and nega-
tive aspects of the alternative brands under consideration. Word-of-
mouth communication is the most obvious example.

Internal variables (hypothetical constructs). We now turn to
the central rectangular box which identifies the various internal-state
variables and processes that explain how the buyer responds ta the
three types of stimuli that come from the environment. These con-
structs are divided into two classes: (1) those having to do with per-
ception and (2) those having to. do with learning.

When a need has been aroused, a buyer who is familiar with a
product class will call to mind several alternative brands (or goal ob-
jects) capable of satisfying that need. These brands constitute the
evoked set, and they may represent only a few brands out of the many
that are available on the market. Brand comprehension is a learning
construct that refers to knowledge about the existence and charac-
teristics of the brands in the purchaser’s evoked set.

Choice criteria are the buyer’s mental rules for matching alterna-
tive brands -with motives and ranking them in terms of their want-
satisfying capacity. In the choice process, attitude (brand preference)
and confidence (ability to estimate the reward from buying the brand)
lead to intention to buy. Intention, in turn, may lead to purchase. The
resulting, satisfaction, or its absence, will feed back influence to future
buying decisions.

Output variables. While the act of purchase is the culmination of
the processing of the input stimuli explained above, there are other
types of buyer responses that are important to executives in evaluating
past marketing strategy and in planning future programs. As Figure
4—3 shows, there are five output variables: (1) attention’, (2) brand

compreliension’, (3) attitude’, (4) intention’, and (5) purchase. These
variables are operationally well defined and may be used in ..wmmm:dr
designed to measure the results of marketing effort.*¢

Decision-making process. While the Howard-Sheth model is
complex, an important feature of the theory is that the buyer tends to
simplify the buying process as a result of the learning that comes from
past experience and information processing. Past experience includes

36 For a stripped-down version of the model and its application, see John A. How-
ard, Consumer Behavior: Application of Theory (New York: McGraw-Hill Book Co., 1977),
fig. 11—1 and chaps. 2, 3, and 5.



generalization from similar buying situations-and repeat buying of the
same: product class. Information comes from the buyer’s commercial
and social environments. The changes in the decision-making process
over time are especially significant.

Howard and Sheth classify the buying decision process as (1) ex-
tensive problem solving (EPS), (2) limited problem solving (LPS), and (3)
routinized response behavior (RRB), depending upon the amount of
information needed to make a decision. In extensive problem solving,

.attitude toward the brands is low, because the buyer is unfamiliar with
the product class with which he is first being confronted. Brand am-
biguity is high, with the result that the buyer actively seeks informa-
tion. The time interval from the initiation of the decision process until
its completion is greater than with LPS or RPB. Deliberation, or reason-
ing, will be high, since the buyer lacks a well-defined product class
concept. He is also apt to consider many brands as part of the evoked
set; his brand comprehension will be extensive, but shallow, on any.
one particular brand; and stimuli coming from the commercial envi-
ronment are less likely to trigger any immediate purchase reaction.’”

When attitude toward brands is moderate, the buyer’s decision
process can be called limited problem solving. Here the buyer is famil-
iar with the product class but unfamiliar with the brand (brand am-

. biguity still exists). He is likely to seek information, but not to the
extent that he seeks it in EPS. His fact gathering is to aid‘in comparing
and discriminating among different brands. His deliberation is much
less, since choice criteria are tentatively well defined. Brand com-
prehension will consist of a small number of brands, each having
about the same degree of preference.

Inroutinized response behavior, the buyer will have a high level of
attitude toward brands in his evoked set. Furthermore, he has now
accumulated sufficient experience and information to have no brand
ambiguity. He will in fact discriminate among brands enough to show
a strong preference toward one or two brands in his evoked set. He is
unlikely to actively seek any information. Whatever information he

" passively or accidentally receives will be subject to selective percep-
tual processes, so that only congruent information is allowed. Very
often the confruent information will act as “triggering cues” to moti-
vate him to manifest purchase behavior. (Much impulse buying may be
explained in this way.) The buyer’s evoked set will consist of a few
brands toward which he is highly predisposed. However, he will have
‘greater preference toward one brand in his m<0—6& set and lesser
preference toward others.

57 When a family moves to a new city, this triggers a number of purchase decisions,
the most important of which may be buying a new residence. For a discussion of
information seeking under these circumstances, see Donald J. Hempel and William J.
McEwen, “The Impact of Mobility and Social Integration on Information Seeking,” paper

presented at the 1975 National Conference of the Association for Consumer Research, 7
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Situational variables and buyer behavior. In recent years it has
become evident that recognition of situational variables can substan-
tially increase the ability to explain and understand buyer behavior. A
consumer situation may be viewed as comprising “all those factors
particular to a time and place of observation which do not follow from
a knowledge of personal (intra-individual) and stimulus (choice alter-

ax
native) attributes and which have a demonstrable and' systematic ef-

fect on current behavior.”

The following five groups of situational  characteristics illustrate
this concept: (1) physical surroundings {location, sounds, aroma,
weather, among others); (2) social surroundings (other persons pres-

. ent); (3) temporal-perspective (time of day, season of the year, time

since last purchase, last' meal, last payday, among others); (4) task

- definition (an intent or requirement to select, shop for, or obtain in-

formation about a purchase); and (5) antecedent states (momentary
moods such as anxiety, pleasantness, hostility; momentary conditions
such as cash on hand, fatigue, and illness). )

A number of empirical tests of situational influence in consumer
behavior have been conducted in the past seven years using inven-
tories of situational scenarios and choice alternatives. These inven-.
tories ask subjects to rate the likelihood that they would choose each
of several alternative products or services under each of several sets of -
situational conditions. These studies have covered beverages, leisure
activities, meat products, motion pictures, snack products, and fast
foods. The results suggest the importance of including situational
variables in undertaking research on buyer behavior.>®

Concluding comments. The Howard-Sheth model appears to be
a powerful tool for explaining consumer behavior, especially for fre-
quently purchased items, where past experience is likely to influence
future attitudes. While it works better when used to guide research on
the marketing of established products, rather than new ones, it has

- been useful in planning, executing, and analyzing test markets for new

brands. There is also hope that further developmental work with the
model may improve its usefulness in these applications. The results. of
validation tests of the model have been encouraging, but Howard and
his associates indicate that further testing is needed before some of
the more advanced applications envisioned for the anm_ become
feasible.>®

S8 Adapted by permission from Russell W. Belk, “Situational Variables and Con-
sumer Behavior,” Journal of Consumer Research, vol. 2, no. 3, December 1975, pp. 157 —64.
See also J. A. Russell and A. Mehrabian, “Environmental Variables in Consumer Research,”

. Journal of Consumer Research, vol. 3, no. 1, June 1976, pp. 62 —63; and Russell W. Belk, ‘A

Reply to Russell and Mehrabian,” vol. 3, no. 3, December 1976, pp. 175 —77.
*9 For a report on the comprehensive research project designed to test the validity

" of the Howard-Sheth theory of buyer behavior and to facilitate its continuing develop-

ment, see John U. Farley, John A. Howard, and L. Winston Ring, Consumer Behavior:
Theory and >EE~SN~5? Z—E.rm::m Science —:mﬂ?.»a Series (Boston: Allyn & Bacon, :.5 »
1974).
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CONCLUSION

-Information on buyer behavior has been shown as an important
input for use in planning marketing strategy. Initially, we have limited

our analysis to the purchase of consumer goods, but we will deal with .

industrial goods in the next chapter. Consumer. buying behavior is
treated as a decision-making process involving: (1) recognition of a
problem (a felt need); (2) the search for alternative solutions. to the
problem; (3) evaluation of alternatives (brands); (4) the ﬁc:,o:»mm deci-
sion; and (5) postpurchase feelings and evaluation.

- In seeking to understand those aspects of the individual consum-
er’s psychological makeup that are relevant to the buying decision, we
discussed the. concepts of motives, attitudes, and learning. Research
methods used to identify the motives that activate the buying process
and to measure the attitudes that consumers have with respect to
alternative brands have been briefly described and illustrated.

We have shown how motives and attitudes are patterned by the
culture in which the individual consumer lives, the social class to
which he or she belongs, as well as by family and reference groups.
The position of the household in the family life cycle was shown to
have significant influence upon the types of mz.o&:anm and services that
are purchased at any given time.

In addition to these influences, we should note that the consumer

is also affected by certain factors in the external situation, such as the

proximity of stores to his or her home, the time of day he or she shops,
the availability of parking space near different stores, the brands car-
ried in the stores, the exposure of goods through display, and so on.
Knowledge of the interplay of the buyer’s motives and attitudes with

the cultural and social influences in his or her environment, as well as’

with these situational influences, is important in understanding why,
‘how, where, and when people buy.
Research on multiattribute models has added to our understand-

ing of the Em:msomm ‘that determine brand preference. Emerging from

this research’is the “extended Fishbein model” for use in the explana-’

tion and prediction of consumer intention, which is the step immedi-
ately preceding purchase. This model has considerable potential for
application in marketing decision making.
~ Finally the Howard-Sheth theoretical EOQ& has been presented to
tie together, in a unified structure, the many variables that affect the
purchase of a brand. Empirical tests indicate that this model appears
to have substantial validity, but it still requires additional development
and further validation studies before its full potential can be realized.
Executives and researchers need a theory of buyer behavior to
guide them in the development of effective marketing programs. Their
interest in a workable theory comes about because such a theory tells
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them at which points marketing effort may alter the g.uv&...m environ-
ment and thus influence his or her purchasing behavior. Thus, man-
agement can change the quality level and characteristics of the prod-
uct, its price, and its availability in the retail outlets where consumers
would expect to find it. Equally important, the character of the mes-
sages communicated through the sales and promotional programs, as
well as the amount of such effort, can also change the symbolic infor-
mation content of the prospect’s environment and may thus influence
the buying decision.

With such a theoretical model of buyer behavior in mind, the
executive and the market research expert can work together in decid-
ing (1) what information to gather in order to provide data needed for
planning marketing strategy for the year ahead and (2) what output
_measurements to secure as a means of evaluating the effectiveness of
“the program. Weaknesses identified through such audits can then
serve as an input in planning improved strategy for the following year.
In short, an ongoing program of research, which feeds essential infor-
mation to those responsible for the planning of marketing strategy, has
the potential of making possible significant improvements in the effec-
tiveness of the marketing effort. A research program of this kind would
constitute part of a modern marketing information system such as
that described in Chapter 3.

QUESTIONS

1. What needs might the following products or services satisfy? (Use Mas-
low’s list in responding.)
Simba—a soft drink by Coca-Cola.
Book of Knowledge encyclopedia.
Sidewinder General tire (patented puncture mg::mv
State Farm Life Insurance.
Panasonic complete stereo mv\mnma Aﬁﬁomﬂom.ﬂﬁr and twin speakers).
Dale Carnegie course.
2. To what extent do consumers’ attitudes influence purchase decisions:
a. Of alternative types of products (for mxmnﬁ_@ color television versus
outboard motorboats)?
b. ~Of alternative brands (for example, Maxwell House, Chase & Sanborn,
or Hills Bros. coffee)?
3. a. What approaches may be taken in attempting to change consumers’
attitudes toward a manufacturer’s brand?
b. What factors should be considered in deciding <<~=or of the ap-
proaches identified in (a) should be used in a specific instance?
Apply these factors to the following situations:
(1) At one time, Kroehler furniture was purchased primarily by the
“common man”—the upper-lower-class and lower-middle-class
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families. After having consumer research done by a consultant,
the firm wished to modify the brand image so that its line would
. also appeal to the upper-middle and upper classes. ’

(2) Clairol had long sold hair coloring to women successfully. In a
recerit year, the firm introduced Great Day hair coloring for men.
Clearly the firm faced a problem in overcoming long-standing

. attitudes of men believed to be unfavorable to such a product.

a. What is the definition of learning? . .

b. - How does this concept help us to understand consumer _usvabm be-
havior? .

. .a.  What criteria were used by Warner and Martineau to deterfnine the
Index of Status Characteristics in Chicago?

b. What conclusions did Martineau. reach concerning the value of
social-class stratification to the marketing executive?

c. ‘Would segmentation of markets along social-class lines be equally
significant for the marketing of wﬁoac_unmm. mnm@::@ beer, coffee,
and dietary foods?

. a. Explain briefly the concept of reference groups.

. *b. How susceptible are the following products and brands to reference
group influence? (Use the following classification system: product +,
brand +; product —, brand +; product +, brand —; product —,
brand —) .

(1) Automobiles.

. (2) Beer (premium versus regular).

(3) Air conditioners.

(4) Radios.

(5) Color television sets.

For which. of the products listed below does the housewife tend to take

into account the preference of other members of the family in making

purchases?

Kellogg's Sugar Pops (preferred by four-year-old son).

My Sin perfume (wanted by 13-year-old daughter).

Marlboro cigarettes (preferred by husband; wife likes Kents).

Rival dog food (preferred by Fido).

Idahoan instant potatoes (liked by wife; husband likes Maine

potatoes boiled and then mashed by hand). .
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. - Research suggests that the position of a family in the life cycle is likely to
have an influence on its purchasing behavior. Which of the products in ,

column 1 would the families listed in column 2 be most likely - to
purchase?

Products Life-Cycle Stages
Sleeping pills Bachelor
" Boats Newly married
Ski equipment Full nest |
Round-the-world tour Full nest 1l
Piano “Full nest il
Automatic washer and dryer Empty nest |

Bicycle Empty nest Il *
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9. At what point-in the Howard-Sheth model (Figure 4 —3) may executives
apply stimuli through the marketing plan used? In what ways might such
stimuli influence the consumer’s buying behavior?

10. Why should the marketing plan be adapted to the amount of experience
that the consumer has had with the brand? In answering, relate your
response to (a) users of Kent cigarettes and (b) prospective buyers of the
Polaroid color camera.

Technical Note

Technical note concerning “monitonic correlation.” (See Reibstein’s
comiments on testing of multiattribute models for predicting attitudes,
p- 153.) In mathematics a “monitonic” association is described as fol-
lows:

As the values of an Samﬂmzmma variable get larger, the values of the
dependent variable also get larger (they never get smaller). Conversely, as the
values of the independent variable get larger, the values of the dependent
variable get smaller (they never get larger). There is a straight-line relationship
between the independent and dependent variables, not a relationship where
the values of the dependent variable first increase -and then decrease as the
values of the independent variable get larger.

Accordingly, Reibstein’s findings might be restated as follows:

In tests involving several brands in a product class (e.g., automobiles) higher
attitude "scores generated by the multiattribute model are associated. with
higher brand preference rankings by consumers. Lower attitude scores are
associated with lower brand preference rankings. That is, as attitude scores
increase brand preference rankings increase in a straight-line relationship.



