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A REVIEW OF BUYER BEHAVIOR*

JAGIMSH N. SHETH
Pradunt: Sehool of Evsinesr, Columidy Fniearsiy

Trat-war advanees o techaology have tlaoped the concept of merkeling
maregemeol tonsiderably, The care of thin chenge i Uhe shift af smiphasis fram
b2 ETm Lo L tuger. In thip gureey prtiels, {he anthor pociess sll tbe impor-
tant approaches to undetatending bagring tehovior sud provides an up-te-date
bikliography.

Tww impoctent mcs cmergs Trot the mview. Fizst, the exizling wariary of
formutlationg meeoble the varely of responses of @40 Bliod men bouching
different parls of an ebepbant and makisg inferenecs about the anime] whick
necensarily diffice feort, a0d sttasicoalty contradiet, ooe aocther. Sscond, the
theory which aatempis to cxplain ibe ohescved pheormenan of buying behawior
aod ibe guontitstive fechnlgues which provide sdequatle definitivns nod
mresgementd have been developed indepetidenuy of ench atber to the detei-
ent of the matyticy of de disciplios.

Since World War IT, there Lis been a marked shift in emphasis oo competitive
weanons 1364 by vompanies in a given markel. For example, pooduct innorelion
bas boen gaining eteady sigpificance in marbeting strategy [284]. The post-war
emphasiy o non-price competitive weapons such as product, prometicn sod
service has tended, on the oue hand, to brieg ot the diverce between marketing
and the eeonotic theory of the krre, and an the othar band, bas foreed the mar-
ketiag mansger to understand mozs fully the role played By the buyer in the
marketplage |242],

Several post-war developmebts buve been responzible Jor the increased need
for rezearch in buying behavior [167], The frst i the mpid adopton of tooh-
nological breakthroughs either to maintsin market share or t4 gain entry into
market by Aeoding it with pew prodosts, The magritade of this adopeion s -
dicuted by the fart that more than 6000 new products every year are introduced
in the grocery trode alone [55]. (o the othet hend, it is estimated that ss bigh as
&0 percent of the new produts full because of men-sereptentes b the buyer [375).

Berond, the uliramicro level of specializetion and division of laber in the
Warketing activity bhawve rafsed problems of coordination and comtrsl [233) A
umified theory of buyer behavior mav help to coordinate snd eomimal the
epecializad unity by reduciug the differences in gosly and perceptions aod alao by
promiding & common langasge of comrewnieation [235, Chaptere 5 and 6.

Third, the advanee in tadnolemy bae enabled the marketing mansger fo col-
leit, compile and analvze markefing information particularly relsfed o buying
bebavioe i A vom: oficient manner, Specificatly, date processing machines and
the computer have imroensly inercased hie capacity o simubtaneowsty talke inte
account & large oumber of relevant variables: eomplexity of buying behawigr is
unly mow being seen in ita true porspestive.

* Rgoaived Februaty 1467; tevived Aprid 1067,
B3
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Fourth, although indormation s new availible to the marketing manager, it
ic. expetsive, [n part, the higher ot is the initial txpenditure of providing the
infarmation in eoucise, storable and rensable form. Mare impartantly, however,
the higher eost reflects the fact that the information is probably mage pertinent,
relinkle and vwalid becanse of the adoption of suphisticatsd sampling prowedures,
betrer bruining of intcrvicwers, and the recent, ernphads on individual househe]ds
£ units of infurmatien and soslyze. The Fot i that infemation is roatly today.
TFo justify the «eat, it then becomes jmpeortant Hhat information.buying be goal-
direcied.

Lastly, with the renlirstion of & complex envirgnment within which the matlet.
Ing marnager makes bis decisions, a formal spproach to bis traizion-makitg proe.
et hos been attempted, partienlady in the pst-war period. Sirvgn [811] ehewes
that this has led to the adoplion of “medern™ teols of devision-maling sueh ag
oprrations resqarch, mathematioa statistics, computer simulation snd heuristie
prohlera-selving. The availubility and utilization of the nower techniques snd of
information have coablad the macketing menager to comprehead snd cope with
the complexity of huying behavior, Thus, instead of taking cover Behini “eaterig
paribuz" which 3= mare appropriste in 2 bivacste experimerta] dezsign, he is now
ahleto tilse 2 oulivanate appreach more subted ta the real worid [0, However,
excursisn I multivariste complexity presumes a forms] understanding of
the burer,

Diuring the past twoe detados oumerons Tormelations have been presented in
an effort to exnbaby conmemer behavior. In fact, the fidd has grome to such an
extent that soparate eonres wre offered at soveral bemines whools [240]. §n addi-
tion, several hooks have recently bren published [243], [272, I51], too reviews
bave appesrod n Answel Boavior of Foychology 1149], [340], one in Journal of
Busineee [241], avd Anastesi |6] teserves three chaptera o her Loek on applisd
pevehology, The wide attention has also Wrought with it diverse approzches wnd
{heoretical jomnulations

A Typology of Thearctical Concepts

To understand the potential and Lmitations of varous approsches, we wil
borromr 4 elaesfication soheme provided by Coan {72)] ior theoyurival roncepts in
perehelogy. His typoiogy is based upon a very good synthesiz of diverge tipinuions
of philesopher: regarding what constitites a scientifie theory, It I3 futife 0 argue
that anv owe mode of classification is intrinsically more valid than suether.
Rather, the choice must be based upon the inmes swhich faos o diseipline at the
present siage of its katory. The infaney atage of todsy's marheting s 8 maters
eoivure umpects that the Factual content, or “observational” status of various
concepts mar be the mest relovant mode to dlsdify eonespts put forwand in
buyine behavigr,

Figurc 1 enmmarizes the typology provided by Coan based wpon the observa.
tinmal etatis of & concept. Beiore we coqplain each ¢lassifieation, twn nther notioms
froin philozophy of scienee are relevant hevr, The fiest ene is Morgeneaw's asser-
tion that a theory must possess two planes, the Pereeptual Plane which prinides
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Fraces 1. A comceplusl sghewe for classifying conerpls besed oo {hair obarrwationsl
EIR1IE.

observable data and the Coneeptusl Plane which orovides 8 set of constrocts
568 I§ u voneepr consists of cody the construets io the O plane, it iz & moded and
not & theory [223). The sscnnd ootion is the classification of constracta in the
£ plape jato Dypothetical constrocts and intervening wvariablez by 3lnec-
Corguadale and Meehl [230] in their imprrtant and controversisl Baper. The dis-
tinciion hetwesn the two types of constructs rests on the premise that the ioter-
vening variabies are emorphie transformations of obeervable data like an index
while the hypothetical constructs, in addition to such (renziormation, carry some
tznrplus feaning which goes beyond the faetued content [273]. In ferms of tha
grneral psyehologics paradipm, S0WE {Btiroulus- Orpanistr.Respomsa), [366], the
imtervening variables ace ndoses of 5 and B sad the hypothetical sonstrueta de-
fine the oroanism.

An adspectin conceph 1 it definable in korms of observad entities, events or
relations. An ultrospective concept would Dot be so dofineble afthoegh b wight
sonsist of cotopoaente that ave, We may say (Bt an adspective concept iz an in-
serveping varable snd ab ultraspestive conecept is a bypotbetical construet. The
latter, thersfore, contains swtplys meaming, The vltraspeetive ¢omeepts are
further classified az Aypothetieal and fetional ultmepective concepte In the
hypothetical corcept, the surplug factual content refera to entilies, avents er
relatiogs that are ropwrded 9 potentiolly ohservabls whether or nob the means
of ohaervation ere available. The ficticnal coneept, on the other hewrd, creamonty
assumes an analogical Form in that the things to which referenceis made bave
peen obeorved 10 adiferent rralm sod prowide an uoderstanding by woy of & com-
parieon, Hypothetical conespts are further clamiged as spocafied or unspecfed
hypotheticsl concepts. A specified hypothetieal concept ie ore for which the
defimition containe n rolatively specific statement of the properties thet mast
be oimerved in the B plane to provide eonformation. In the case of unepecikied
omopt there woubd be n mivbnal indication of these proparties,
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The subrlasification of adspective: concepts degends on fudzruels regarding
the nature of abeervation which are themedlves diverss mooording to Hoednped
[158]. However, & common approach is one reprossnted by sech elastic LeTms ag
public versus private, objettive versuz subjretive, behaviorl versgs experiential,
ete. The (madspective coneggd & ax one whese obscrvational content i conegp-
tualized aa pubdic or gvert; and the propriuspective comeept B cne whise obgerva-
tinn & regheded as subjestive only. Each of the adepective concopta is fucther
tlosified aa éither clazeffoctory or reational. The clogrifastory COMCERES Are thess
for which the defining cperations are confingd to abstraction =nd slassthcation of
things snd everts, The relationgd smerpd is coe in which the defining operationg
alse introduce a relation or cenjeint function fnvelving twa oz more of the thing
or events.

Classification of the Current Research

ThEL: 1 is an attempt to labal the broad arees of research, in buying behewior
a5 ane of the other type of concepts depending upon how closely the particular
ari, of research has inchored iteelf do the observable dats of the F plane. Om, the
adepeciive-ultraspenthva continwm, cperatipne rescarh iz closest to the P plane
#nd motivation ecsearch is farthest, Other formulations fall in beiween apera-
tions vistarch and metivation research. Two points must be erphiacizad abont
the clessification. First, it ie oot uoigue and & researcher working in oue of (ks
areas may object to clamifyving his concept the way it s done here, That i t.
tempted here is & telative positioning of the somespts vis-a-vis other concepts on

THBLE 1
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the adspeutive-ullraspestive eontinuum based oo the aggregule atbempt in each
of the areza. Beconed, seveml argas of research have atterapted to combing the
ultraspeetive sspect with fhe adepeciinre aspect. Thesa sra hard to clossdy. Tlar
cxample, experimentation and cogritive dissananese have becn wetged by soveral
rescarchers. Similarly, learning theory and operaitons research bave been pulled
towgether, Wi will discurs individwal Investigitiops in oae or the othet clissifos-
fion depending wpon where they have proved mere benefictal.

T4 will be ooticed thet what Is commonly rofcred to as theorelicol mseurch
primarifyr falla in the uliraspective category and what in comooenly refresd to as
empirical rezeaceh falls v the adspertive cotorory.

Hcelatincal Omnispective Concepts

Cn the cheervation continnum, thi= classification iz clossat o the Parceptual
Flane. Ak, it comtains the functions] or associalive melations of the clossified
obeervatisns, Tonder this category, we includs (i) operations research, (§i) ex-
perimentation, and §iii) simolation,

Operetiona Rerearch

Methods of operations research have been extensively spplied b0 bolp the
marketing manager [21], [82], [A1}, [135]. The reader i5 referred ta Howard [155],
Axzhen [8]), Baomool B30T, and rocently Starr [317] und Lazer [214] 10 obtain critical
evaluatione of the potential that the discipling can offer to metketing manaze-
reat, The centnbution of spersion: rezeirch fo buying behavior, however, hae
been recent. The major amphasic hag besn on the analvds of brand lovaltr and
Trtnid switching behavior of the sousumer,

The interssc in repeat brand purchase began dromediately after World TWar
I1. Bartoo [2)), Pabttersen nod 31eXully [277], Churchill [65] and Womer [262)
were among the firet o reanure repeat Durchases of & brand utilizing purchase
recorda of ixed panels of bouseholds, However, the recant, development of quanti-
tative techniques to Tneanuee hrand switching rras steongly influenced by a series
of articles vniten by Browa [54] and followed up by Cunningham [84], [55]. The
latter afso attempled fo mepsare store lowalty aod its relacionship 1o brood
lopalty |56], (57).

Firglgrder Morkie Chass, The phesomepen of the dewelopment of besod
Inyalty over a peried of time [ed to the application of stochastic methods in buy-
1og behavior, The bulk of recoprsh bns B o tertos of dlarkes Clhadig, To par-
tigular, actial research hae been carried aut on the assumption that brand pur-
chuse behuvior is a first-order etationary Markoy proeess [2], [99], {1007, [1249],
1134], [160], 1223, [231), [232], (298], [324], [364]. ¥er = good statement of the
mathematical theory of 2arkoy Chains sez Kemeny ood Beell [LH),

The first-order atationary Markov process has besn applied in other aspects of
buring bebavior also. For exumple, Fourt sed Wooklock [130] and Barclay [135
Leve sugprested e potential use i weasuring the swecess of a new product.
Shapiro and Golonos {3065] have measnred stora loyalty by deriving 2 store transi-
thon ke Trome panel date, Lipetels f224) hes supgested Sie potential use in
evzlaatiog the remulis from test markets. Recently, be hza developed 3 medet
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which relstes attitude and bebavior [225). This is nehieved by showing that the
clementz of the transition matrix are funetione of thres Factors—attibode Torma.
then and change braught about by advertising, availshility of praduct, and price
of prodiect. Sirflarly, measurement of advertising effents via the putchaee trags-
tion tatrix have been suggested by (iroessack and Kelloy {145] and Maffe [233]
RMille 1232, [253], Euekn {130], |200] and Loopton sad Warner [229] have further
attesmiptod to measure the determinanis of the transition probabilities in terrg of
past experiente or Jopalty, and corrent marketing ind promotional efforts.
Heward's Criticigms, In the application of first-order 3Tarckew ETOMERSES Lo
brand lovalty, Howard {166] has misod three major problems: (1} szgremation,
(2} interpurchass times, and (3} estimalion of trangition matriz wing prior
kmowladge, Boofly, the problera of apgregation arites becsuse of the prctice te
ute proportions of customers purchasing brand € as the probability of each indi-
widusl buyer buyiog that brand, The same practice iz Followed i Gbtuining the
transition matrix, Thus, *“4be Markow chain analysis is oot being used ag it was

~eriginedly intendad, but rather as come bking of Bow modal® (168, p, 38). On the

other band, 3 we smume that each buyer follows & frst-ooder Markoy THeE,
how do e combine seversl indisiduals to ohiain & medel of the whole market?
Howard soggests & ''vector Mavkov process™ which involves convolulions of &
tilferent binemial distributione, each of which hes & number of trizks eqeei to the
sumber of buyers originally in vach etate and 2 probability of “sueeess™ given by
#m w-step tranaition probability for the undedlying Markav process. Several con-
eepiyal problems exist with his suppestion, however, Firet, i asumes that sech
buyer acts indspendeatly, which iz unrensonable in the lght of the vast Fteratyre
in diffusion of innovatinn |295), opinion leadetship [189], (1381, [L87], reference
group interaccion [44), and ria tabking [22], [24], all of which poetulate an aetive
buyer whe seeks information from snd i= infreneed by personsl informal eources,
Berond, the forenilation does oot astinate the transition matriz bug is more like
testing the preseece of sn werumed transition matriv at s given Jevel of
sigmificance. Tinally, it assumes g homeapenanys population of boyers haviog the
sume trandition probabilities. Frank [i31], Tarley and Kuchn [116], and recently
Meorrisou [258] have showy (hat empirical des point to this 29 an untenable as.
Sumpalon.

The second preblem of interpurchass e atiscs becaves of the diversity of the
indiiduzi purehsse cydes in 8 group of buyers, sod the nevitable discrepsogy
helween averags purehase cpele and the ime period shosen Tor Markow anabysig,
Farley wnd Euebn [136] Ard Euchn and Fohlefl [HM] state that there is some
evidence that iofrequent, buyers tend to bebave diferetaly from frequent furers,
ind therefore, the arbittwy procsdure of erewting = duromy state, o
Purchase," is unsutisfactorr. Howard suggeste that time be ncorporated 6s
mndem variable and obtain semi-Markov processes which are time-dependent
1169, pp. 30-41]. For a diferent wpproash and non-sgnificance of the jnlerprr-
chase dme problem see Morrison 1260).

The third problem of estimation relates to the utifiration of the preliminacy
enrireate? obigined from a sample to ke eational popaletion. Howard [169] and

R —
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Hermaier and Howard [158] propas: ther some sort of Bavezian approach mey be
appropraie. Morrison points out that “the usanl pros and cons that aceompany
any Bayvesiau Epprowtl are presoot here™ (250, p. M1

Obiections 10 Undertying A smonptisns of Markor Chefra. Mooy rosarchers
ey obdeciod to the rdlevancy of the fint-order stationary Farkew chodng in the
meacurcent of brand loyalty, The objectione are primarily elated o the two
accutnptions of first-order muitd Atatiomary properties of trapdition matrix. With
megard 40 the fret sssurnpiion, Frank [131] and Monipomery [237] sggest that
the brand chofee ia & Berneulli process and, therefore, purchase probahilitye at
tyigl ¢ is independent of all prior purchases On the othoe hand, Eurhy har jound
that the probehility of repurchas: after 4 eomsecutive purthases of the same
brand was rouch higher ps eompared to (be probability of reperchase after only
gme copseettive purchaze of the sume brand [199), [201], negating hoth Bernenll
and frst-order Maskov prosesses, In & oeturalietic experimental design to test
the redevance of learning theosy, Sheth [308] hus found A-time dependancy for
savaral produet cateperies negating the Markew procees

Kuchn hac developed a linear learning model which takes inlo acrount the
effests of posh purchase history going beyond 1he Jast purchas: [1%4], [201], [205].
12081, [116]. The mode] aesomes that pust triads eumutaiively affect the parchase
detizion at a givea trial §, the offest being prestest. for the mosh recent purchaze
of the hrod? On the other Band, i the past wisls involved purchase of othes
brands, they have u pegative ffcet on the current parchase, The slopes of the
“4rnin operator” and the “hoss perator” have bran assumed 1o be enual to remove
nonlineirity i the systera. Kuehn's midel i & tranziormation of the “subject-
semtrolled soquenee with equal-elphe acsumption” mode] of lenrning provided by
Buzh and Mosteller [61]. T maust be poigted out that 1he equality of the siopes
rodaces its sppilcability to only & closed market Witk well-established brands
having herangensous product-prics relations and good diatribution 1200} As-
uming that the model Is reftrant i other produet markets, Foshn has gs yot
bean unsble o resclve the estimation progesa. Howewet, the model his been in-
direcily validated by & factorial design. Recently, Curman [66] bas attempted o
leagt-souarss solotion by estimating 4wo intercepts aad oDe common dape
through three normisl equations, An interesting rompromise biween the fret-
arder Markew precess and the ¥inear learning model, is the brand-mix mindel de-
veloped by Frebleff und Kuehn [206], [297], [204] Eeportedly, it baa nrovided
better estimates of Jong-termn market sham movements.

Another thjsction to the first-order Maskow prosos: srises from the asEumption
of shtfpnary transition probabilities. The retiot strong gtiticiom of Ehrtoberp
1109] i bound to raise isswes, Bhrenberg shows that by using a baskwerd-looking
process (Yolramn), 6 divergant sories i9 generated which gives egative values—
an impossibiiiey. Similady, given a transition netrs for some hase porioda I and
T, if one wants to work out sbeolute Jevele of the past {as opposed to fulare)

1 Howawar, £1 inoomiklensy sxists between thix derivation sad the negativaly focelerats
ing £urve 9f leamlng theory {w=e Shath (306, 1p. 155-16213,
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using & forward-looking Markoy process, it also gives negative valnes In other
words, the model will blow wp unless o chonmag (ransition matris iy the paat ia
provided 1o obtiin 8 stationary traneition raatriy in the base peried, “To zecume
stazionarity of this metriz in the fotwre i something which must be, therelome, in-
vonmsicnt with the past” [103, p. 355]. Finally, the diirulty of maling such as
assumption i= grendly inerensed by the arbitrariness {generally} of choosing the
partirular periods ¥ and 1T az the base periods,

A Faelor Analytic Medol of Brmnd Lopaity Sheth [206], [168] Loe proposed &
factor analybic medet of brand boyalty bated on Tucler’s sugrestion to wiilize
iz {ethniques of prncipal cormponemts snalyds in ofder 10 sSHDate paameters
of alf linear and saveral ngnliner funstions [33%], [334). The model premmes o
funetionsd relation whera the sequence of purchase teéals o time periods is treated
83 the independent virnble sod seme messure of brand parchase behavior as the
depeadent variable for each individual buyer. Then & dafs matrix ¥ containing -
Yy elements (; = 1,2,%, ... 54 = 1,2 ... ) reflecting the purchas: raeas-
ure of # individusle at § trial or time petiod is approximated by a matix ¥, of
rank r(r < #or N by the procedures of Ecleart and Young [368) a0d Youog and
Houssholder [369]. The approximotitn is in the Teast equares senze (most wari.
puge aogtunted for). The approximate matrix ¥ is o product of twe mattces 4
and & which provide Iest squares estimstes of tria! {Hme-period) end individual
buyer parametera respectively. The model is ganera] mmoungh to provide individeat
and envirgmmentsl parmeters for several Jinear and nonlinear funetions, fod o
work with both theoretically-bpsed Funetionsl relatione and empiricaliy-derived
fupetioond redatrons

Among the sdvantages of the mode! swver the existing stochastic approaches
ares (1) it ie » dietribution jres medel and, therefore, top monlyze both guantits-
tive and gualitagve data; (21 it i the ooly model which sclves the problem of
wgpregite inference for several functions and provides 4 eftenon as t0 where tha
aggregace infepennt will not be legidmate; {3) the model sepavatss the individusl
and environmentat differences on tempornl messures gy cucial for understanding
the dyvamice of brond loyaby; and finalky (4} it handles meotate stime da-
pendent dava gmyltanepusly sud provides fndiridual brand loyalty ecores.

Tieiated Recearch tn Stochestie Methods. It mush be pointed oul that onkby m-
cently the preblem of aggregate infrrence because of heterogenity of pepulation
1t being tackled For example, Morrisoo [259] has modifed the segrezste BMarkow
processes by imposing the requitement thet the population of buyers e din
tributed 29 A hets dietribution fundlion. Similarly, Montgomery [25F] and
Cileman [74), [75] have nsed latent Markov processes proposed entBier by Wiggins
(3571 to overcome the prohlemn of aggmgation. Jone of thees methods, however,
prvde estimates of individus]l parameters,

T ke sres of cstimating the transition probabilities, the two most comemon ap-
proachee have been the maxinum Hkelthood estimot=t proposed by Andersen
und Goodman [§] and lesst equares ecbmates developed by Telsr [523], 1526),
13271, Telser ealouintod the estimafer based on ageregata market ehares of the
brands. and his estirates inslude the effects of variables such 42 lagped meket
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share, relative prices, apd adveriising oo the transition probabilities This writer
motes with surprise that oo o has nsed Miller's “aute-gorrelation™ techinique of
estipnating the transitbon probebilities [350] although it sters mest canvemsnt
gand relevant. In faet, Burt and Foley [53] have ectimiisd s equivalence of the
autp-carrelitiog technique and principal somposenta analysis, and b analyzed
data with it which shows the treditional learning curwe. Similazly, Hiehle [249]
b provided simplified provedures to catmadate Ligher-order {ransitinm prohabili-
Hies which shou'd prove useful in oy explorstory research, If somedgne wants Lo
obtain Blackew analysis wilkout the costly panel data, he 15 referred Lo Stock
(323].

To comyplete the review of the stechastic provesses applied to Tuyer behaior,
1§ 1= nepessary to mention thet Euebn has utilized ofier measures of learaing such
a5 latency of msponse and amplitnde of responze, Coneerning the latter, Tt
(338], [339], GarSnkle [137), =nd Welbacher et al {347] have argusd for con-
eeptrating on the heavy half of the usara, who seeount for 83 to 9 per cent of the
bota) volumne, for adverlisiog and other proptional sotfvities, Ehrenberg jiq1],
[102] has emphasized the use of the negative binomis] digtritution {o establizh
eomeumer phrchaze pallorns and to ohtain measures of repiit-buring loyalty.
The model iz 4 two-dimensonal in that purchases of s0F ene individual buyer
[ollgw a Polsson digtribulive over time and that the vanitus average mics of
puichesing of all difeent bovers in the lengrun follow & £ distrihntion
Ferley [114] has utilized the economic convept of wtility and its pelation to
efoct directed toward enrch in explaining hrand loyalty. Fe has also attempted
to explain wiciations in brand loyslty scroes producks; he suggests that factors
refioeting impartance of purchaze, price changs activity, waltiple uee of product
apd distribntion, Taerket shure of Jeading brand, aed number of brandz may be
importsat [115]. Finally, Demsstz §) Bnds that, in fhe ¢t af naw produets,
sonsumers learn from experience to reshize the actificial differences created by
brand mmes, and they diserintinate well betwesn Jmown atd urlmown brands.
B N

Experimentation referm to eroation of = eontrolled environment where the X
perimenter is interested in mesmuring effects of changing pertain independent
variables oo the dependent vufable Experimeotation bas been extensivey
utilized in peyeholomy. In marketing, i hes achieved its grestest imnpast n
measuring advertisivg efectiveneze. In buying behaviar, its use iz reletively
pew. Probably the mest claborste st of experimente In mcharement ol brand
loyalty haa been conducted by Pessemier [279), 1280), [281]. He hes obtained
etnatintiies of demand for scversl products sod alss messires of brapd prefar-
eane hased om Tepest “purchases.” Alderson crested simmlated shopping trips
b department siores and mode & groop of holsewives buy products which re-
vealed their decision rles [3]. Pecently, Tewitt [218] simulated iudustrial pur-
thaginy behavier in an sttempt 4 messure the efests of source and coatint of
comtounication.

A very good experimental study is reported by Tycker [333), Female students
werc provided choite among unimown brands of bread ever a period of time, and
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mezsures were obtained which would veflert their brand lovalty. It is probably
the first valid experiment 1o test the bypothesia that braod loyalty i the result
of 8 learning process. Sheth (3061, [307] ercated a outuralistic experimental de-
sigm t4 bost the same hapothosis, A small oyrober of foreign students, As soon
as they came to the T2 8., were nshed to record purchases of several produck
cobogories, Naob famifier vath Amenean brands, they learned brand preforenien
by experience, and within five ymonths most of them were braud Jowal.

Zeveral experimental studies on beverages and cigeretten have been roported
i which the ideplifiention of the brands by taste or under tachistosoopic con-
ditions hae bean the dependent varable [172], [3304, [19E], [4]. Recently, a scoes
of experiiments which huve involved laboratory trpe aet-ups hatve heen published
by IMaYoway and White [162], Ilalloway (18], Andersoa, Taylor nod Holloway
7 ond Youkotesaa [2431, The reader may vefer a0 Banda 15§, (165 and Apple
hanm and Speary [I0] for the potential and hmitations of the experimestal
methods.

Compalor Stmulotiet

Computar dmulation bas recently been used fo undenstabd cossueaer ke
kaior. The basic postulate behiod it is the ootion that s eroplex phenomenan
e buying cha bezt he apregxirmated by gsimuodation on & sompuier which o
aoTie extend can abanrb the complexaty, Furthermors, it is poszible to manipulata
eome of 1he muey voriahles seting as the determuinants of buying behwior s
to Toeanure their affectiveness, which would wmdly oob ke pesdhle in the real
waorld, and if pozsible, very difiewit to measure accorately. Euehn and Day
f204] find that compoter gimulation has been utilized more o an ecfucational
device than for anslysizipg sctual business operations Herently, kowewor,
some exploration in that direcfion is chearved. Bulderdon faed Hoggatt [13)]
girnnlated a local hamber mocket, Coben (73] has simulated the shoe, de aod
lopthor nduster. Other sipmlations which have indireet implications for market-
ing are by Orcutt et al. [284], aod Sinuluesties Tor, [253] More direct, probably,
i the use of induscrial dxmamics by Formester [125] to underziond ageregate
marlet behavior. Sim¥ardy, Bmery [105] shows the potential of hearistie market-
ing processes,

These stodies, howerer, huve not directed thetr attention to indihdidual buoyers,
Walle }351] cophosizes the potential advantages of simulating irdivadual busrem.
An cxeeptional dmulstion i by Cyert, Marck and 3Moors [0, who sirmlated
the decieion-mabling process of the major appliance department of o lerge
deputoent store with respect to its buying and priving decision rule. Kxamples
of complex marketing gomes with the howseheld as the veit of sopalyvss (eell
models) oeme from the CIT and MIT Marketiog gumes [207), [240] Wais
[348)] mives three exnmples in which dogulation has heiped the bueiness world.
Weice [348)] and Buehn and Weiss [305] kave elaborated upon the simoiation of
the detergent industry elsewhers. Sprowls sed Asiigow 1315] simulated the
buser in order o show the efects of indwcensent, contribution, setksfaction,
diwsrtislactien, and search reutines on ks buying decisions, The raest elaborate
cell model simulation coanes from Amstgte [5]. Hiz simnlation of the 'bebavioral
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fheoey of market inceractions” &= cipectilly interesting because of o detailed
ronsuomer modd which exemines in depth the individnal household's declsion
PITICESERS,

In summaty, cperations researeh, experimeniation and amulstion have Lted
broadly classified a8 Telational cmnispective conecpts. The mesh irmportant
characteristie of s clasifcation i= the {ack that the cheervables are dirsetly
and readily svailoble to make a gmeeptusl formulation, This classifeation i3
clozest to e perceptual plane.

c].aﬁsiful:t,ury ﬂmnh]‘lecti\'ﬁ Cnnmph

Clusifactory oooispertive concepta are thoe “pterwening varisbles™ which
do not have & functiona! refedion sinilar to that observed 1o pclational concepts.
O the other band, they are also derived from dirsit and overt hakavioral mens-
ures from the perceptual planc. Tnder this dassfication fall the market ceg-
meptation apprasches nd sneisl environment influcoces oo bying behavior.

Marks! Segrroelalion

The wdiments of market setoentation ge back to the sconomic theory of
preduct difercotiation o monopolistie competition xnd prics differences among
geomrapiica] regions that are kept compartrmentalized. Markes sogtoentation s
eurrenthy defined, however, i basad upon the notion that in advanced economies,
the “dizgretionary power” of the buyey enables him fo opeatfy his preferences
hesed oo his own social enviropment. Jn other words, seocumic bebavior is
now more dirested toward satisPring hodherorder pesda [168]. These higher-
vrder nesds are lesrond By the acenlturation provess of the individua] and,
therefore, decertnined by cubtere, eluss, relerence groupa and the buyet's moles
in the community, We will review separately these influences later in this
section

Senith [213), Roberts [292], Bowmar and 3leConmick [45), Baver [27] and
Brandt [47] bave showe the relersoee of market segmentation to the total
marketing strategy. In fat, Market segroentation is sonsidered to be the essence
of markceting. Flowever, in marketing practiee, market segmeatation bas been
se vl Timited to the identification and classification of buyers based ooly vo
sneioeconomin vagables such o occwpatiom, ngore, and educolioi, snd oo
demozraphic varisbles such i age, fife eyele, mantal status, ete. [133%, [174).
|266), [2G7], [368]. Recently, Yznkelovich 1367] points out that the dotnographic
sriteria seem ta be mutmeded for & profitable market stgmentation, and that
pewrer criteris in tarme of buver athitudea, motivations, valuee, patéerns of usage.
aesthelic proferenss, ste. shonld be stnplored. Similardy, Melser and Slater [254]
hive attempled to segment s market based oo huvers’ brand loyalty, The
authare Eupgest that brand awareness, braod preference, brand last purchased,
sequence of purchass, volume &od frequency of purchase, and poce paid roar
be useful information to monitor for merket segmentstivn purpases. Belde
[34] bas presented an interetting wyrmentstion procedurs based om eoosumer
food requirement space (meed spaced. A similar procedure bised on purchaze
#titeria which attempta to define the buyers “predisposition space™ 1 propoaed
by Howard sud Sheth [168, Chapters 3 and 5]
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BReéicntly, Hgorons quantitative analysis kan decn applied to tlasfy and seg-
ment buyers. Green [143] shows how Bavesisn statistios can be belpful in ofuei.
{ying buyers based on certain relevan chargeteristies. Frank snd Moy [133]
anel Bussy and Frank [230] utifizing MIL.C.A, panel data have Atterngdcd 1o

micasure elasticities of price and denl chinge= in the market for shem Tife

o segwent the “deal prooe" couermer Lsing regression snalyeis of 45 waribles,
Frank and Boyd [134] attempted, with megative results, to identily and eeparg e
the segment of conmumers whish buys privetedsbel bBrands. The enalyse of
deal-proneness o prvaté-brand-proneness is tlosely related ta another zreq of
interest—impulse buying, Dupont studies [225) show that more than half the
Bousewife's purclhnses arg unplanried, Stern [$21], Shofer [303] and Wt [3a8]

fluenced the marketing manager are antbrpalogy, eodelagr, and social pEY-
thology [336, pp. 28-44).

Crdturs

son's Betivities for a week, et at o time o7 Another and jo ane place or nnother,
these have been etandird items of consumer use, AN of them sabisfy normal
humer wants that are in our eulture direcsed o poct toward the nrehose of
ghrimp, hairdressing, ueclkties, rnd dgareites (336, p. &7]. Thus eultore provides
approved cpecific goal-objocta for any geocralized human want. For the T
tential nsefulness of eultural anthropolopy in understanding buying behavior the
reader i refenred to Windek [339], Shaffer [3(M4], and Zaltmpn [B70]. For én ewes}-
lent review of the cfects of calture on sttitede formation and thange in non-
Ifcketing tud sowe marketing ronterts, the reader moust Took up Moscoviel
1262], sard Krech, Crutehfisld and Ballachy [187, Chapter 1),

At the subeulture level, the Negrg as an ethris EPOUD RS Frowh 1 Impnortance.
e of the enrliest studies of fhe Negro market by Stecle [215] revesled that,
Negroes are more brand epastious, mire brand loysl, and that the lopalty seema
o be pogitively related to the leved of fnesme. Very recanthy, Baver [27], 123] has
fmdeﬁmﬂwmdmﬁmmmsmdguiN@mmma
uiilizing depth interview teshainues o messmire mptivationa) variables is
reported by Rullock [55)

Clgee

&ocial class bas rocently received some attention in its relevanee 4o consumer
behawviar. Much of the work hae been telsted tp the bt closeifications of apmnl
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class given by Warnor [344]. Warner hog ofaczified the sodety into upper-upper,
lower-upper, upper-middle, bower-amiddle, upperJower, and lower-lover baosed
an varighles releted to Incomee, solires of income, edycation, oempation, and
neighborhetd, Kobl 1172] and Martineay [232] have extenzividy stedied the dif-
fereanial buying habits and communicsion sources of consumers belonging to
differcot closess, hiurtineau argues that & person balonging to o lower class iE
ill-atezee when ghe shops sl s place usnally visited by Ligher class people.
Levy [221] points te the differences in value sysiems, interpersonal attitndes,
sifperceptions, sod dafly Lfe among tlazees which are reflected in choice of
madia, shoppng habita, and eontet of advertizsing.

Feveral studies bave attempted to messure the cfects of class vardable oo the
nurchaze of durable appliapees [118], [342], [153). For possible contributions
that seiology tan make towarde understanding the consarmner, the reader is
advised to read Jonasmen [176) wnd Glock and Wisgsip [139],

In eonfumer behavtior, the notion of 8 "trdde-down thecry™ based on the
ordinal class ennept bas been in vegue for some tme. The theory sugzests that
poople belonging to lewsr claeses emulate or imitate the behavier of people
belonging oo the wppriy tluses, and in the proess, = inpovation ¢ mradually
difused from higher 0 lower classes [3100, [17], [113]. However, the tricke-dovn
theoty has been criticised on meny grouwds 1092]. Perhape the most lopimal
chjection woubd come from the level of aspiration theory {3ee Tewin, ef al.
1222] for o clasaic description) which suggrests (hat one's expected aspiration ia
tempered with reality, and that ar ndividuzl therefore brings his aspiretions
o bos Jevel of reach n crder t4 avedd sonstant frostrations. Also, the theory of
ancial interacilion (et Homane [164] and Thibeut and Kelly [$29] for a pood
statement) supgeste that a person miy be mére eatisfied in an ioteraction sitva-
tion whers there am amilanties of “exogensos factors” sech o3 oge, cduca-
cation, background, ete Colemon [73] provides some evidence which muggests
that whitever influence oocure is probably wilhin & given elass, snd thit within
each dlass one ran find two groups—the minority which i= abore-average and
the majority which is the sverage. Finally, Fats aod Tazdrsfeld [159] skso found
that there are opinlon leaders at all levels of ascial class rather than a comoen.
tration in one class.

Plesmog's [200] theory of tradition-directsd | inner-direotad or autargiceetad
types of societies han had some impaet oo the study of consumer behaviere.
He hue argued that' 4 mericans are heeorning more outer-diredied sod, theeefore,
thelr buying pattern mey el betcome bomegensous over thme despite the in-
#ense In possible means of epending and the improvement in standirds of Lving
[245]. For & receat statement of the theory and ite mplications for marketing,
goe: Kacearjian [181)

Reference Groups

The theory of 2otisl iutcractios [164], [329] has received attention in buyer
behavior through referance group influcoees oo buming detisions. Bouree [44)
Enggests o possible dusl efiect of & reference gronp on the consunees (o deter-
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wiming (1) bis poals, and {i} speibe wourees of action, The fomter wili be re-
fected in buying of oot buying a product eloss =hile the Tatter vl influence
the: Lype and brand within a produet elase. Bush and Lendon [60] and Fasohi and
Walters [173], [17§] have #tadied the efests of reforence prowps iu the purchass
of clothing In an experimental study, Groen [145] foond that confirmity to
evisting norms of the grenp was peobably the causzc for lock of interest in pow
pronduets among the respondents. Om the other band, Taeird [210] has argoed that
it caay be hetter to advertise pew products ageinst which there are oo dnboos
raxher thio wdverkize existing priducts.

Bearad oo Lhe reference proup by potheds, Katz and Lazarsfeld [L30 suppested a
tentative theory of opimon leadership and {=o-step fow of communication. The
lndler staves that the flowr of information from the company reaches A certain
small eegment o each class—called the opinfon jeaders—throuwgh the mass
medin, Thige is thep & secomd etap in the flowr of information from the opinion
Jeaders 10 the maeses of each class. The theory provides somve inberecting Trpk-
catione for mockeling stralegies, especially in connestion with the diffuson
of meovatione. Based oo the theory, the Burean of Applisd Soaial Ressarch
condurted 4 study of the dffugion of keowledge aod adopiion of a miradle drug
ameng physiciand in a small town. A series of articles bave boen published o
the study under the authomship of Colemoan, EKatz and Mensal {76], [77], [244],
[24R], [247} [217}. While tbe study did confirm the importaner of personnd
inflsence, the theory of opinion leadership did not work well, O the ather hand,
Eyan and Groze [302] found that, i vural sociology, the difnsien of innovation
did wxchilit: the two-step flow of communmication. For a mwwodtlintion of the
eounfliering findings, sce Kats [1588). The resder mey also vefer to Hogers (285)
for an mchpustive aoalyds of the diffugion process in rural sociclogy-

Brently, Winck [£60] replivated the drug study in & lege metropolitan area
and found contradiviory noesalte Menze] [245] hag commented on his study show-
ing the diferenees in procedures and interpretaticns, Chaplow and Haymond
(| aleo found oo sgoifichnt Wucsee Tom eolleagne doctors but sines their
messubes were in terrne of muwareness and net adeption of the deog, the results
are oot comparable, For 3 vomplete analyss of drug stndies ese Ferber and
Wales [12]), j121) and Baver and Wortzel [22]. The rewder is also referred to
Whyts [336], Brooke [52], [53] tnd Amdt [11] on the informal word-of-mouth
communicativn imbedded in opinion leadembip.

Thiz completes the review of classifactory minoispestive eoncepts. Ther alse
becorae the interveninmg veriables proposed by MacCorquodake and Meehl- the
pbeervatiows are directly from the perceptuad plaoc in lermg of cvert publie
menifestetions. ‘The differcnce beteween, olassifaciory and relaticnal concepds
may lie in whal Cronbach bas called the correlutiondd and experimental ap-
proachos to science [32].

Fropricspective Coneepts

The propricapective subitype of adopertive concepta has to di with the private
wartd of ke buyer, The roncepts under this subtype efest the meamrements
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of the buyer's subjective world, his al13udes, opinicns and beliefz by “mner
onganfam" ficthods of messuring Tesnonses (725], Undor this chbegory come the
teo types of reseach: (i) comsumer cativipstions, and () consumer atticndes
and preforsnees,

Consutner Expadalion:

This ares of regeurch haz atterapted to rglats consumer infentions, antivipa-
tions, enil wipectations of the wear fubure to actnal purchase Tebavior of durable
goods. The ponesring weork of Estona [152], [183], [154], {183] bas emphasized
the impertance of understanding the household unit for o better predistion
of ngmrenate seonomie change Muck of the roscarch w3t Dot concerm us sinee
it does not focuz tetally en huyisg behaviar The reader interested in fhiz area
1s referred to Fetber [119] for an excellent revicw,

Two sepects of the researsh In this ares, bowever, pre important 1o our dis-
cussion. The firgt 15 the declsion-making process of the housshold towards
purelinces of specife peoditets, The seeoed Is attitude mcwsures s predictors of
behavior. Katena sod BMueller [L55] report an extersive study of purchase do-
cisions reluted to fowr Tosjor appliances and sport shicls, Recently, Lefirands
and ifdell j21€] and Tdell $34%) have toplicated the study with respeet to -
nilure, television apd small applisnces. The emphases in these etudies have
been idvntificstion of chedce eriteds, the length of dafiberstion aud planning,
shopping hehavier, and information seeking processes, Heveral other studies
have shovn the reevance of sociecvonomic variables to purshaee desisione.
The reader is refomed to four volumes on consumer behavior, thres edited hy
Clars [60], [F0], {71] and the {oucth by Foots [127]. T paricolar, life gy cle, whick
takes Inte usmount marital statns, age and number of children, has beor a poefol
independanc variable b severil stedies [F1], [212], [308,

Anythor uspeet iz the utilization of the consumers atcitodes towand total
economic situation ag 4 prodictor of behavipr Aforissett [281] found that an
afitude index can sucessfully predick porchazes of many dwralle applispes,
mobility and debt, Muclier (2835, [2647 has done by far the most exhaestive re-
gearch in this ares. Naming [268], [260] and Juster |177] wtifized buving inten-
tinns data to show relationehips to actual purehoses, Elein and Lansing [183],
hesrever, found oo strong predictive power in attitude mesawres, Fioally, Mucfler
(263] and Tippotts [81] have attempted 10 relate he effects of the business evche
to copaumer puarghase bebivior, Before we eonclude, it must be poiotod out that
atroryr dizdoresment stil exigts ag to the veefubness of afttitndes and expectations
= predietors of hehaviat,

Aftttudingl Freferencs oz Fredidor of Befmvior

Attitudingl preferances apacifically tosards products sod brands have been
utilized in geoccty products to predict ronsarer bebvior. Brown and Badary
[37} osked, through paired-comparisons, the preferences of induserial workers
towards ¢ofiee, whole milk, aoft drinks aud choeolate millk They fownd that
the preferences reflectad well the actual overt behavior of thi respondents when
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they were experimentally forced to eubsfitute their regulsr beverasge with
gthers. Brown [66] sugreste that attitudiond date, In sootoost to purchase gaiel
dats, oy help the company to formulate proper strstegies with respect to
produet chenge and promation, and help to meosore Aadvertising efectivens,
Recently, Dey has condycted a study on gimilar lines [02], [R3]

Wells [330] bax arpued for the caistenes of & coolinuum of predispesition over
vhich vongnrmery are distritarted Banls [14] ohtained o brand preference tuting
on & seale of 08 and found good assoelations betwesn the prefereacn sod brand’a
chare of purchases dwing & given time period. He found, however, that two
other tndicatarg, namely (i) last purchese and (i) futwre purchasz ntenticoe,
did better in &erme of wesptiatioos with bragd shorss, He suggests that this s
wderstandable becanse " preferencs measurementa leave out important factors,
such as price and accessibility of brands whith affest purchase hebsvior V114,

. P 281], Tdell [341) utilined Thumtone foale snd found that silitude was 2 good

predietor of hehavior with respect to troding stampe.

Recootly, tived upon Osgood and Tannenbaum's contention that sttitude
can be equated to the evalnative factor obfained through (he wetusntic dif-
ferentiod §273], 1Z06), sevetnl attamptis have been Tade to messure consurers
attitedes using the semantis differential Barclay [18] choeo purchsee bebavior
a3 a validating measere, nnd found that in both produets wrder imvestigation,
the usets of brands rated higher on the 12 comantie differentfa) sealos than oon-
ysere. Mindak {263], {2368] ha= epplied the semantic differeotial to meagurement
of attitudes tovends brand and comorate images. Landon [£11] ueed the toch-
wique for copy testing purposes.

Zheth [306] developed & triadic combination inrced shoice attitude seale
hased on Howard-8heth theory of buyer behaviar [168). He sampared the at.
titude score differences at the aggregate level hevween a well-known product
gorl & less familiar product. The reaultz atroogly sugpest that stlituds is poai-
tively related to produet familinnty, Before we conclude, it oot be poioted that
much of the vesearch hag been correlational in nature: posilive asoedations
between attitude and behavior ace chisired fod & caysal relation has been only
inferred, but oo dinest test of mbtibude as the canze and subsequent behnvior gs
the effect hes been made. Recantly, based upon hit eogrbitive disgonance theory
wrhich implies that behavior s the canss and attitude change the efect, Frostinet
[124) bas questioned the validity of asmuming that behbavior is a function of
attitude Sheth [308] and Howatd and Sheth 1105 have peintad cut thal over &
period of litoe, there exists implicit relation hetwenn attitude ewd behavior as

both are reslly interdependent.

Specified Hypothetioal Concepta
Hypothelics] soneepts are not defined by the cheervables divertly, although
they may contain somponente which may e ao defined, Specified hypothetizul
eomeepts are those for which the measures of the components are spetified.
Most of the bypothetics] concepts, whedher specified ot unspecified, are based
an paychological variables, Folofi [278], Bayion [31], [22] and Lozer sud Telly
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[215] bave cmphusized peychologiew] variables mueh =6 dearming, motivation,
pepmeptinn, 2nd cognition as heing cuttemely usefal to wndegstand consymer
behavior, The readar is also directed to Herta [161) Windek [361], Woods [363]
and Fotler [196] for a general discusaon of behaviorl soiences and mocketing,
In thiz section, we discuss the ressarch in huyer behavior based oo percepiion
andd [parming.

Percepiian

Baome researchers have emploved the perception phenomencn in enderstand-
g ying behaviot. Allikon and TUhl [4] report that when brande of beer ure
given in uwnmarked botbles, beer drinkers zre wnable o identify the Bends,
Brand pereeption g5 developed by company prometion ia, therefore, quite im-
prortant in keeping enstoraers loval. Several studies have bean reported on the
ideniificalion of eola beverages based on taste only [43], [#55], [2481, [257], (238].
Crenerally, the reapondents hewve not been sble to do better than by chuoee,
cyrpecting that brand preference may be based on beand pereaptione develaped
by marketing and social {pctors, For a copliadicton: Boding, w26 Thuoeio [330].
renyon and Fronko [191] supported earlier findinga using 1immal mesoures under
tachistoseopic conditions,

Legraing

At the conceptnal level, learning provides direction of bebavior in terms of
evelematicallr choosing cne eourse of aetion over & owmber of courses ol aclicu,
(perationally, lgarning ia defined 23 sysrematic change in behavior [61, p. 3.
Intuitively, learming scems vory relevant as a éonecptual explanation of braod
Iopaliy. Both are over-time phenomens and both are manifesred in 2 habitual
courze of action, Alderson [1] places beaty emphags oo the uscfulnes of lesming
theery i eonsumer behavior, Frugman 1195] end Tucker 1335} have experirnentally
teasured the learning of taste and hrand preferenees. Barlier we mentioned thai
thae stotestbenl Ieirming theory of Bash snd Mosteller bas boen extengively 0o
by Kuehn in measurernent of brand lowaky.

The moet serious work in this dimetivn has been by Howatd [166] and Howard
aul Sheth 1168]. Reconeiling the Hwll-Spence tearning theary, Ozgood's cogni-
tive theory of behatior and {he decision-maling theory, they hiwve Tormulied
s theory of buyer bebavior o which ene of the central processes is tearning
It i3 perhaps the moeb complex theovetizal research in the diesipline. Morpun
23] iz the only other mesenrcher who bes provided & systemnatic congentualiza-
1.

Unspecified Hypothetical Concepts
Vnspecified hvpothetienl conecpts lack the explet messures of companenis
of the comsipt, Learing was weated a3 A gpectfad hypothetical concept becanse
of explicit, mesmres 0 terme of probability of respense, lntensy of meponce,
amplitude of respomes, amd sueber of trisls 0 atinetion provided by Hull
[170]. A oureher of formmlakions based on individual paychologr, bowever, lack
this evplicitness, and ther arc treated as unspesified hypothetical coooepts,
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Wilh the maturity of a formulatien, it may become a specifed hypothetieal
contept. We il yevier fhroe major eoneepts under this eection. They ams (ib
risk taking, (i) cogoitive dissonangz, and {5l Lewin's G=3d theoty,

Rizk Taking

Boer 122} proposed that consumer bohavior cen be locked upen &5 2 consee
guance of the pereesert risk the buyer frees in his econnmbe belavior, The dek iz
oot Lthe sbjective risk but onc that the buyer perceives as being present or ah-
sent, and it perceived pongnitude. Peremived fsk is preseat o noy detision
maling under uneertainty, and the magnitude of risk iz a fungeion of the degree
of voeertaindy fdd {he megnitude of adverse consemuences.

e the face of risk involved in making & wrong decision, It is hypothesised
that the buycr will mamifest corfan behavierst characteristice pach as stroog
hrand lovalty, stroog product image ofueges built by sdvertigng, and certaig
perscnal inflwence processes. Several studies hy Bawer [23], Gox [79], Cox and
Rieh 151§ and Cunnitghang (B8], [89] bave sppaced retently basad o vigk-taking
thenty

Onte of the Impariant coosequenees of sk-taking forrnulatboe has beey 10
suzgest that the buyer faced with o riaky derision s an actfee seclrer of informa-
tion & opposad to the passive sudicnee asumption of muss communication
[25], [B0). Further, hie directve santh mey be different then wbat mAss 0om-
munication normally assumes it &5 Depanding upon the perceived risk involved,
the buyer will resort to tommprerciad sowrees o informal sowreess [B0F For an ia-
taresting experiment which combines the Bayesian approach znd the risk notion
for the aetive =eking of infeomation, see Oreen. Halbert and Minas [144].
Fecently Baver [26] has bypothesized that with bigh perceived riak s person
wll plar ik problem-solving pame and with low percaived nek, the persta may
be iree 7o pley the sediopsychaologicrl shie of defeading Lis egr or ingratiating
the ealcsman.

Fheth [165, Chapter 5| has trgued that sver & peood of (ime, with Teaming
from evperience or information, perceived riek must change and come to =
minimnl level becAuse unécrtainty s redueed by experience or information.
Furtherrors, it sgeng probable that o the carly stages ol learning, the buyer
playe the problem-solving Fame, and at the equilibnum position, he 1s free to
ey 1he sdopaychological geme. Flaying & particalar gawe iz more Lkdy 10 be
the function of the stage of leaming. This meang that the rame ndividual mey
play differeot games Jor the same product at different times, This brings vut soe
of the fundamental preblema in rak-taling: it i9 not a dynamic concept. Banee
har niot provided any theoretical ecnsideratione as to whether nsk chanpes over
tire, The author is currently nvestizating the relation between gk and Terrn-
ing tn an exporument which sy clarify the jeoue

Cogrilier Dhztonshice

Seversl studies have wiilized ibe sopnitive dissoosoes 1oty o buayer be-
batior. (Cognitive dissonance theory wae forrombated v Fesiioger [122] io 1857,
Tadoy it i3 & well-researched o in psyeholopy [30), [123] The lundirentol
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propuosition of the theary i that when imro cognitiona (hits of knowlede) celuted
10 wpinione, attitndes, bebavior, or the replity of the world are opposits in nacre,
and one follows from the obvor=c of the other, payebwlogical discomiort is pro-
ducd it the horen being which has mativafional properties [223]. Far fulle
impheations of the motivational properdes, s¢¢ Brehm [9). The peyshological
diseerafort creates & state of dissosnoee which the person reduces by making the
dizsonand cognitions consomant in & vapisty of wops, Testinger Enggasts that the
thieary s relevent jo at benst ive major behavieral areas, twe of which seem
important in beving hehavier. They are {i} choice dreelgion apnng alternetives,
and {i} phentmenon of discrepant information.

The thegry predicds that wlier cheosing beiwern v equelly aucractive
alternutives, dissomance will arise whish can ke regmced by echaneing the
attrectiveness of the shosen alternative and by mereasing the neghtive atticnds
tomvard the refected alternative In the process, the person will be more selec-
tive o infermation which will support his desision. &tndics by Brehm §48],
Etrlich et a1, [10d], Mills [254], and the laboratory experiments of the Minne-
sota group [71, (162], [163], [343] have supported the theorr to & Imited mtent,
For negative findings, the reeder is referved wo Engel [106], 1107, Straits [323] has
raiead eevera] methodological questione on ke Engel seudy, and Engel [108] has
replicd t0 elagiy the issue furlber, There appeds to be oo study i consoner
behavior which relatec to the phenomanon of diserepant information, although
the reeent Tord Moter Compuny's advertieing theme, "TFord s Quicter thon
Folls Ravee,” would certainky attest te the phenomengn. For several noo-
marketing ctudies, see Trehm and Coben [300.

The dissonanee lheory seems o opersts indiceolly 0 ad resdership data.
Starch [316] has found that for both non-dursble and durable goods, ad reader-
ship of o speeific boaod i bigher omong usecs of the braod thee among ooo-
usgrs. Brown [55] hes noeed ihat %) per cent of the peonle who had recently
purchased a Tord regd Ford adverfisements.

Thiz veviewer finds the same fundamental problem with dissouance theory
ac with rizk-taking: both are “static” and do not desl mith dyoamies of brand
Limraltyr ar buyer behaviot. Sinee vk is a predecisions pheootnenac (i s .o Im-
proveracht over conltict theory in that it adds the dimendion of wnesrtainty)
and cognitive diswnane: & post-décimen phenomrenon, it wowdd appear (ol Bke
rizk, dissonance should be negatively related to Jearring. In ancther study, his
suthor ia investigating the interaction between Jearning and dizzonance,
Lewrin's Ficld Theory

Lenwein's topologend fortnation af & vestor baving [oree, direstion aad poiut
of impact, and the underdying prative and negative valences wowerds a given
poal-objsct have been wtibized b Bilker [27], [28], [#9], [40] in consumer be-
bavior. Gienerally, B product towand which the Buyer had A aet positive velemos
was the one purchzsed by him Seseral methodologieal and conceptual problems
repain, ave it is wofertunste thet ne other mseareher hos taken strious inberest
in Lewin'e theory. Thie reviewer finds a close connestion between Lewin’s dield
thecry and Huoll's jesrting theory oo the one hand {eee Camphell [647), and
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3liller's conftict theory: [98], whick bas direct relevance to sk taking and de-
a0 thoory, ot the ofher Jimd,

Fictional Concepts

Firtivnal concepts refer to entitics, eveots ur relations which are wesuoed
not T eorrespand to fael, The fictions) coneepts commonly assume ke anrsingies)
Irm in that the phencmens to which rclorence iz made are obeerved iy dif-
ferent realm aod provide underatanding b wey of coroparizen. The difference
betwreen hypathetical coneepts fod Actionad concepte fies in the fact thae the
former are ko intogral part of the produot oF sibustion uoder investigation (ie.,
they are tepie lwaund) while the fefional concepts are topic-free and the same
eoneept 15 relevant, in an analogieal wiy, aeroes produet catesories and swee
tinre. The psvelwanalytic, personality and self-concept, s they are related to
buring behavior of & variety of products, Talf uodar this category. They are gen.
erplly mbernetd to ms motivation researrh. Far defnition and clossifestiva of
motivation researeh in markeditg, see Rose [208], Locklay J236), [287] and Brith
[312].

Malipation Recoarch— Prychoanaiylic Approaeh

The Treudian Scheal, which believes that motives undetlyiog buper be-
bavior are lodped o the subounseions aod relaied to the innste lEkidinal in-
stinctz that become structured in the orzl, anal, aud phallic phoses of cerv
childhaod eopeerienses, B the core of the rovehoanalvtic approaches in cangumee
bebavior. Goodman [14], Diekter [97] anl Levy [219] give oumerous case his-
lories and privlical rezearch to support the psychoanalviic approach.

The Frendian School has erophasized the tmditiona] eliniea] teshnigques of
depth reteoview and projective techoigues. For a clasaificatinn nf acher mstliods:,
e Campheal] 163] and Loekdoy [226) A olassion] coee history in motivation te-
segrch is the psyrhosnalytic atndy of Saran Wrap usieg depth intevien Loch-
niqple [42). The prajective toohoigue, however, hus been used mare for revealing
attitudes about these products ahowt which the Duyer iz unwilliog to meke direct
staretients boesiuse o somul teboos. Several studies hove used the prajective
technique. The clazssic scody is by Faive [150] who found vedain iohibitory
tradeneies o parchase of instant eoffer in the early ffties. A housewdze using
inetant rofiee was characterized ag lazy, didiking eooking, wad 4 poor houzewife
in geaersl. Weetiull, Bovd and Campbel] [355] adopted & mare direct approach,
and ther findings also sepported Haire, Hall J151], however, hua raised several
methodolopical guestions concerning poer clasgification, and amall sample
siee, ated leading questiots, Sholbe [309] replicoted the study very recently. e
oot only found that eocial tebors against instant gofes wern eow Absoot, bot
surprsiogly found that Hakee's st contained items, such an potataes and ham-
burger, which svalred the greatest amount of comument on the poor dictary habits
retferted by the sturchy foode. The reader is reforrad to Tobwr |37H], Wenle [3457,
aned CGresnberg [146] Tor other applieations of the prejoetive fechnique in con-
rumer bebaviur.
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The application of ¢linieal fochuiques and 1etiance on Freud have eoine Under
sevare oritivien [209], L2E2], with rebuttals from the propomests [96], |226].

A refated development which has coplsized the subromeclous level of the
mind & subliminal advertising. Rase [245) rites literature which suggests that
gilliminal pereeption does oceur. Howeror, 1he active selectivity of indiiduils
fends 1o interlere stronply betwoen subliminal perception and sibsequent overt
putchase behavior, In nther words, oo subliminnl peresption is koown that cun
effactively soorce human astivn fealtet the conscions, deliberate will of the per-
son. It i, therefore, unfortunate that public fear based on emotivns hea been
aroused oo the msswe.

AT otiwelice Hesarch—Persmaliy Variabies

Another achocl of wmotivation research has judotporated later fife social in-
Auences in the develnproent of personulity rather than relying oo innate likida
or early chilthood experiences, Tt hes primurly eoncentrated on establishing
vereplations betwoon personality teste and product purtheses A=z Wells states,
"The fndings of these studies have been very consistent, Almigt alweys, they
have requilted i siatisticaly signifiennt correlations thet have been too smalt
to be of much practical value™ [252, p. 187},

& Yange part of Hie- Tesearch hns bean in the ares of sutomobile buying. How.
ever, sevoril studies buve feused on condureble goods. Hopomen [L93] and
Exsenck et al §117] have attempted to identify the porsonality of smokers,
Poulding 145) found thut spending and syving betmviar are related to peracnality
dilferences. Tucker and Painter [337] bave found Gordon Parsonal Profile s wsclul
personality measore for a variety of perscoel came products, Gaottlieh [121]
shoos differences i weages of antacid and analpesic drugs 23 heing redated
porapulsivoness, puodtiveness and health attitedes, Other atndies inctude Greane
[147] oo magazine roadeesbip and Kamen aud Peryam [179] oo food menotony.

Zoveral stedivs on antomobile buyitg have attempted to relate wolomebile
Lrand purchase to some personabity eorrelates [237], [1 2], [@7]. The rwost objec-
five and controversial study is by Evans [10#. Evans siteopted to find per-
sonality differences (hased on Edwerd Perscmal Prefofetice Hehednled beiween
Ford sed Chovrelet bupers because of the fosling in the industtr that Ford
onmet: were indepeadent, impulsive, ighseulioe, alart to ¢hange and eell cop-
fidert, while Thevrolet owners wore conservative, thrifts, prestipe-eoseiogs,
tes masculing, and tended to Bvold extreons, After exhauelive poalygiz of the
dats, e concludes, “This study suggests that many of the eommonly held s
samiptions in marketing sbout brand imipcs ere either wrong of mishepding
The evidenes points neibher to strong images sttracting defirite kinds of people
mor Lo the usa of automobiles for setisfving deep inmer needs in symbolie terme®
1108, p. 266), Beveral resesmchers have re-cxoinited the data and Bawe shown,
based on the re-snalysis, that there i= more siguificance than Evans claimed
[219], [3558, [208). Evans has replicd to some of them [L1M], 1111]. ¥inally, West-
Fall [354], utilizing Thurstone Temperament, Suale, found egnificant differctees
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boetween convertible vwnos and all other types, whereas there were no =ig-
nificant diff rrepoes between compect and standard siee car cwmess.

fctivation Research—Self-Coneps .

Sedf-goncept ik 8 further liberalization of the sarly developraent of pareonalitar
theoriced by Fread. It fovelves the impaet that the sorial exrroundings, inclad-
ing the reference groups and socdal strats, have on the seIf mage of & person and
Eow it will be reflecied in hiz sedions, inelnding purchase behavior [126), [219],
[z20), [270], [271], [291]. Thus, preducts and brands are gbols which reflect
ibis gelf-image of the Luyer. Bommers [5145, emploving methodology az prg-
pounded by Stephenson 1320] explicitly eramined the relution of product sym-
bolizm and fhe aoncial etratum of concumers The sebf-comcept hag ita theoretical
roots i Rogevs” self cheory [204], [152), Bogers ulilised mroup therapy and
other chinigal devices to formulate snd aupport hiz theory. With the appli.
eation of (rsort @iven by Btophensem, the seli-concept theory has attmined a
certain objestive level. Tts use in the fiefd of attitude change is widespread.

‘Recently, Birdwall [$1§ ueed Ospotd's semantic differential Lo test the by-
pothesis that ao autarockile anwner's perception of his ar is ementially congraent
with his pereepiion of himaslf. Ha developed a set of bipolar ecales which eoutd
be used to desobe the sIF and the . The results, thewgh hieed ok stnsll
sample, shower] that there was & close relationship betwesn awtomobile cwmners”
perceptions of themselves and their ewrz which mflest o high deogree of con-
gruenze. Bheth mdified the study €o chisin percsgdions of an ideal car and a
“ponsense” car aiong with the buyer's own car. The compruence wi: highest
with the idcof ear, sseond with cwrrently oomed car, ard lest with the “nongengs’®
car, supporting Bindwell.

To punumary, the molivation msckveh approsches have been analogical eom.
vepts whore meavures developed in another aren have haen ameristed with dif-
ferences in product and brand osoges, Bach of the resenvel has betn siguifi-
cantly reletod i only miner ways to consumer behavior. Lack of replication,
the judgmental nature of the terhniques, sod preblems of srmall wample size
bave probably contributed to the confesion and the comtroverdial atates that
motivition tesearch has achieved in buyer behavier.

‘What to Conclude?

The varicns icrmulatione for wnderctanding buyer boehavior at st seem in.
terdiseiplinary ; mathematioal statigtics, cubtural eethropology, scciclogy, socal
paycholopy, and eonscioug and enconemions peychology of the bayer all zeem
relevant. It iz also evident thee both ihe correlational and the experimental
spproaches of selentific enmuiry bave been utilired, A closer lotk &t the olaszifi-
eatory scheme In terms of the adspectiveultraspertive contitamm revesls that
the forther the tessarcher bag atterapted to reach within the buyer, the farther
tetnoved be bas been from the observable wirld: Bypothetical consepts hasve
Boeome nagessary. Alse, from a topological viewpoint we may say that the
consrious £0] the unconarieus buyer hae besn surmunded by several fiskds of
group, clase, and oultural eoviropmaents, ach ficld becoming brasder in scope.
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Haow fo Fvaluate?

e will borrow several concepts from the philesophy of scieece e to what
constilules scienes [128], [¥72), [236]. Figure 2 shows the structure of a highly
torsnlized acence. It comsists of & perceptyal plane where ohservable dats et
and s copeptusl plane where iheorctical consiruets edst. A mwature srisnce
civmot exist without both planes. The single lings represcat formal connections
in the C pline arong & set of consirets Tabelled ¢ which results in & womological
network. AN ¢ Coostructe abe Mubtiply connerted, e they invelve af leasl
two arms. O pod OF in Figuee 2 mffer from a weakness: the CF constiuct (pe-
ninsulortype) has only one conooction apd the £ construct (nsular-type)
has o coneection with the remsining cometruets. Thent shonld be & minimuem,
of £ and £ copstoucts to conatifute & body of knowledge as & formal sefence.

A Jistinetion 1 made o the ¢ plane between interveping variables wed
bypothetical tonsthicts along the line suggesten by MacCorquodale and Mechl
1230]. The intervening vanables ave simply the tranformations of the obsery-
shle phenomens and contsin ne sarplue meaning. Hypothetical conetructs con-
tain surplus meaning bevond the facten] content

Tntervening variables e connected to the percepusl plane by double lines
which shom: the rdes of correspondencs and eutadl proper definition and Guwssure-
ment. Two charaeteristion of the mtervening varisbles, as Lazarsiedd [213] eug-
Zemls, ate that {13 they nre probabilistically rather than deterministically relsted
L the hypothetieal poanepts, and {2) they fremi an index or compositd: measure
consisting of a oumber of iodicators obearved In the P plane. See also Trewey
195] and Koch [184].
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We may safely state that the role of the intervening variahbles is to provide Lhe
“how aspest™ of ohsurvable date sad thet of the hypothetical construcks is 1o
provide the “why aspect™ of observation. Bines hoth types af eowsteucts are
exsentialin & formal science, we see that ot should not argue about which aspect
s mest iroportant: both aes csentisl

In light of the above ertteria of a formal weience, the crisling corcepls in con-
pumer beliavior are reclassfied §0 Figuze 3.

The remili i .stm'tiing. What looked |1‘k¢ 1 well-tesewrched wnd develnmi dis-
eigline of bursr behavior tums out to be a rumber of isolated € and O type
eonstracts. Mone of the construets has & maltiple connection. The intervening
wuriablcs stv peoimeudar in (hat they have miles of correspondence to the obe
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servable datu but oo theory, To the strict sense, the double ines ought uof to be
thute ity wisw of the fact that eeriows problems of definttton and measwrement, with
respect o gquantitative toebniques sk as Mooy chaine and Hnear kearning
mode], secineconnmie variabley, elass, and attitude still remwain, On the other gide,
we have a lot of kypotheties] coneepts whick have only fenuous and limkted links
to tho obeervable data, and thess are shown by dushed lnes. What wo reaily
have, then, are & set of insular hypothetical conceptz and = ¢t of peninsular in-
tervening variables reflecting a laok of Tormal seience, What i= moe, they bave
lived an independent existence, Indeed this reviewer ham more than onee felt
that the sitemion resetobles the seven Yhnd men fouchiog different parte of aa
wlephant and maldng inferences about, the animal which difer, and orcasienally,
eontradiet one another.

However, if we look at the preseot state of research from the poitt of vigw of
the historical development of 4 mature seinate, the existing armount of research
n the arep within o short period of 25 veara is indeed pleasantly sutprising, Tt is
sppropriate to ssy that-=to comectly interpret Hompe [157, p. 46-58]— in the
early stuges of the develnpment of seience, & dichotomy befween hypothetieal
walktepts (theory) and intervening venublus (anpirieal investigadion) ie nof only
inevitable but oy be desiratle for #he advancement of the discipline.

T egnghade, the discipline of buyer bebavior has not et reached a etage whena
it st emerge s & matyre seience. It can be helped by some wttempt to provkle &
formeal theery which wenld chtain & pomologieal retwork ameng the hypatbetical
concepts on the one hand, 2od establich proper rules of correspondenes, vin the

. Intervening variahles, with the P plaoe, oo the afbet hawd. The best bat seems 1o

he coneentration oa the individual buyer with some bazic paychological proccsses
as hypothetica] eoncepts which then are modified by covivonmental marigeting
and social infleenives.
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