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-1, THE OBJECTIVE OF THIS PAPER IS TO DEVELOP A COMPREHENSIVE MODEL
OF INDIVIDUAL CHOICE BEHAVIOR BASED ON A REVIEW OF SIMILAR
ATTEMPTS IN MANY DISCIPLINES,

2, PREDICTING AND EXPLAINING HOW AND WHY INDIVIDUALS CHOOSE A
PARTICULAR ALTERNATIVE AMONG MANY AVAILABLE ALTERNATIVES HAS

BEEN OF GREAT INTEREST AND IMPORTANCE TO THE FOLLOWING
DISCIPLINES:

A. ECONOMICS - CLASSICAL UTILITY THEORY, RECENT CRITERIAL
UTILITY THEORY AND NUMEROUS INCOME HYPOTHESES.

B. SOCIOLOGY - SOCIAL STRATIFICATION AND LIFE STYLE
THEORIES OF CONSUMPTION PLUS DIFFUSION OF INNOVATIONS.

C. SOCIAL PSYCHOLOGY - GROUP DYNAMICS AND SOCIAL
INTERACTION THEORIES,

D, PSYCHOLOGY - COGMITIVE CONSISTENCY, ATTITUDES
THEORIES, LEARNING AND CONDITIONING PLUS SITUATIONAL
AND MOTIVATIONAL INFLUENCES ON CHOICE BEHAVIOR.

E., DECISICN THEQRY - PROBLEM-SOLVING, STATISTICAL
DECISION THEORY AND GAME THEORY,
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1. THEY ARE AT BEST PARTIAL EXPLANATIONS BECAUSE OF STRONG
SPECIALIZATIONS OF THE DISCIPLINES.
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DICHOTOMY BETWEEN DESCRIPTIVE MODELS AND MATHEMATICAL MODELS.

DICHOTOMY BETWEEN NORMATIVE AND POSITIVE MODELS.

SOME ISSUES REMAIN UNANSWERED:

A

B.

C.

D.

DO PEOPLE CHOOSE RATIONALLY OR EMOTIONALLY?

ARE INDIVIDUALS CAPABLE OF EVALUATING ALTERNATIVES?

SHOULD ONE RELY ON THE SUBJECTIVE PERCEPTIONS OF THE
INDIVIDUAL OR THE OBJECTIVE REALITY?

———— et s & b e racians

WHAT 1S THE UNDERLYING HUMAN CALCULUS IN MAKING CHOICE
JUDGMENTS?

DOES MAN CONTROL HIS OHN DESTINY OR IS IT THE ENVIRONMENT?
HON [MPOPTANT ARE SOCIAL HORMS?

IS THE PROCESS OF CHOICE COGNITIVE, EMOTIVE OR BEHAVIORAL?
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NEED TO CHOOSE IS NECESSARY ONLY WHEN WE HAVE A MIXTURE OF
RESPONDENTS IN A SAMPLE WHOSE TIME AND PLACE OF A SPECIFIC

CHOICE BEHAVIOR VARIES AS IT IS MOST COMMON IN CROSS_SECTIONAL
SURVEYS,

THERE MAY BE SOME DEGREE OF CORRELATIONS AMONG VARIOUS CONSTRUCTS
IN THE MODEL WHICH NEEDS TO BE EMPIRICALLY VERIFIED AND ANAL-
YTICALLY TAKEN CARE OF,

INTERACTIONS OR SEQUENTIAL LINKAGES AMONG VARIABLES OF THE MODEL

ARE IGNORED FOR THE TIME BEING.

THE RELATIVE IMPORTANCE OF VARIABLES IN CONTRIBUTING TOWARD A
SYSTEMATIC CHOICE WILL VARY ACROSS SITUATIONS AND ACROSS
INDIVIDUALS, HOWEVER, THERE IS NO THEORY ABOUT SITUATION AND
INDIVIDUAL DIFFERENCES,
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PRIOR FAMILIARITY AND SATISFACTION REFERS TO THE DEGREE OF

- KNOWLEDGE AND FAMILIARITY ABOUT THE CHOICE ALTERNATIVES,

GREATER THE PRIOR FAMILIARITY, HIGHER THE PROBABILITY OF
CHOOSING THE ALTERNATIVE,

CHOICE CONTINGENCIES REFERS TO THE COMMON SITUATIOMAL INFLUENCES

WHICH INTERVENE BETWEEN INDIVIDUAL'S FEELINGS AND HIS CHOICE

BEHAVIOR. THEY ARE THE CETERIS PARIBA OF HUMAN CHOICE BEHAVIQR,
GREATER THE NUMBER OF CHOICE CONTINGENCIES, LESS STABLE THE
PROBABILITY OF CHOICE.

NEED FOR NOVELTY REFLECTS THE CURIOSITY - EXPLORATORY BEHAVIORAL
TENDENCY ON THE PART OF THE INDIVIDUAL, GREATER THE NEED FOR
NOVELTY, MORE IS THE LIKELIHOOD OF CHOOSING INNOVATIVE ALTER-
NATIVES. |

FUNCTIONAL EVAIUATION REFERS TO THE VALUATION OF AN ALTERNATIVE
ON THOSE SALIENT CRITERIA WHICH REPRESENT THE FUNCTIONAL

* PURPOSE FOR THE EXISTENCE OF THE ALTERNATIVE, IT. IS USUALLY A

PROFILE OF EVALUATION ON MULTIPLE ATTRIBUTES, GREATER THE
POSITIVE EVALUATION THE HIGHER THE PROBABILITY OF CHOOSING IT.
SOCIAL IMAGERY REFLECTS THE POSITIVE OR NEGATIVE SOCIAL STEREO-..
TYPE ASSOCIATED WITH THE ALTERNATIVE BASED ON ITS LINKAGE TO
CERTAIN DEMOGRAPHIC, SOCIOECONOMIC AND CULTURE-ETHNIC SEGMENTS
OF THE SOCIETY, GREATER THE POSITIVE SOCIAL IMAGERY, HIGHER
THE PROBABILITY OF CHOOSING THAT ALTERNATIVE.

01101 SPOSITIONS REFERS TO THE EMOTIONAL FEELINGS -SUCH
RS FEAR, AESTHETICS, LOVE, RESPECT, AND ANGER WHICH ARE AROUSED
BY THE CHOICE ALTERNATIVE. THE EMOTIONAL PREDISPOSITIONS CAN BE
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(CONTINUED)
BOTH COGNITIVE OR NONCOGNITIVE. HOWEVER, THERE IS NO DELIBERATE

.'COGNITIVE STRUCTURE UNDERLYING THESE FEELINGS WHICH THE

RESPONDENT CAN EXPLAIN IN TERMS OF BELIEFS, GREATER THE POSITIVE
EMOTIONAL FEELINGS, GREATER THE LIKELIHOOD OF CHOOSING AN
ALTERNATIVE,
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BRIOR ‘ o
1. HAVE YOU EVER USED CIB BEFORE?
2, ARE YOU SATISFIED ENOUGH TO BUY IT AGAIN?

CHOICE CONTINGENCIES ~ |
1, 1 CHECK PRICES OF FOOD ITEMS REGULARLY,
2. 1 TAKE ADVANTAGE OF SALES BY SHOPPING IN DIFFERENT STORES.
3. BUDGET DETERMINES WHAT WE EAT.
4, DIFFERENCES IN PRICES OF ITEMS ARE OF GREAT IMPORTANCE TO ME.
5. PURCHASED CIB ON A DEAL.
6., RECEIVED FREE SAMPLE OF CIB,
‘7. BRAND NOT AVAILABLE AT TIME OF PURCHASE.
8 RECEIVED COUPON FOR CIB,
9, HEARD UNFAVORABLE COMMENTS ABOUT CIB,
NEED FOR NOVELTY
1. HEARD OF A NEW BRAND OF INSTANT BREAKFAST,

"2, PURCHASED CIB £S A NEW BRAND.
3, SAW ADVERTISEMENTS OF INSTANT BREAKFAST.

FUNCTIONAL EVALUATION - RATINGS OF CIB ON THIRTEEN ATTRIBUTES AS
LISTED ON NEXT PAGE,

SNCIAL IMAGERY - RATINGS OF CIB ON ITS APPROPRIATENESS TO DIFFERENT
TYPES OF PEOPLE AS GIVEN ON NEXT PAGE.

EMOTLVE_PREDISPOSITIONS - LIKE-DISLIKE OF CIB IN GENERAL,
i B

Huntd L TYEL Y ADE VAL TA DUV TR WITHIN THE NEYT MONTH?



OF EVALUATIVE BELIEFS

ROTATED FACTOR LOADINGS MATRIX

FACTORS

' VARIABLES 1| 2| 3| 4 51 6w

EASY TO USE 73 | .29 68
600D SUBSTITUTE FOR MEAL 73 Al 79
“LOW IN CALORIES .92| .90
DELICIOUS TASTING 231,25 | 7 76 77
VERY NUTRITIOUS 301 73 | -23|-2) .73
VERY 600D FOR SNAKS 47138 | a0 311-.19] .55
LOW IN PRICE .88 20| .84
VERY FILLING « 64 .26 53
DISSOLVES EASILY Js 0 42 | 76
PROVIDES LOTS OF ENERGY .80 20 1
600D BUY FOR THE MONEY | .73 27 31 7€
HAS A REAL FLAVOR 33 .76 73
600D SOURCE OF PROTEIN 78 65
- 4,37 11,35 [1.18 |0.95 88 | .72 733

EIGEN VALUES VALUE C??XEE WyTRI- $§$§Tx~ TASTE [CAt-



ROTATED FACTOR LOADING MATRIX

OF SOCIAL STEREOTYPES

:
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EACTORS
INSTANT BREAKFAST 2
IS MEANT FOR: T2 3415 167 (H
1. MEN UNDER 45 | .85 J7
2, MEN OVER 45 ~ 7 W87 19 ,80
3. WOMEN UNDER 45 J6 .25 ] .69
4, WOMEN OVER 45 .87 14 81
5. TEENAGERS | 851 17 77
6. YOUNG CHILDREN .19 .80 -.211 .16 | .76
7. PEOPLE TRYING |
TO GAIN WT, .36 25 -, 68 .67
- 8, PEOPLE TRYING - |
TO LOSE WEIGHT 16] .13 .86 30
9. PEOPLE WHO ARE .
HEALTH i |
CONSCIQUS .35 -,20 .74
10. PEOPLE WHO HAVE '
HEALTH PROBLEMS .78} .21 12 1-,17 70
11. PEOPLE WHO WANT
QUICK ENERGY 041 -,12 | 17 | .22 35 1,62
12, PEOPLE IN A
HURRY DURING N . -
| MEAL TIME 23 .67 .21 .16 | .58
13, PEOPLE WHO
- LIKE SNACKS .20 24 84 1,81
- 14, LAZY PEOPLE -.15 .64 =14 R4} .45 (.68
15, DON'T LIKE TO . -
. EAT BREAKFAST 301 .15 13 71
EIGEN VALUES 2,941 2,23 11,571 1.4211.09 p.91} .73 |73%
HEALTH{QLDER Egsv ounG | Youns< Men | Snack-
Concern {PEoPLE {LAzZY |PEOPLE ﬁgnsn EDER ING



PREDICTION OF CHOICE BEHAVIOR BY

STEPWISE DISCRIMINANT

g,

~PREDICTOR VARIABLES T 6RouP MEANS] DISCRIMINANT| F RATIO
. bIDN'T|BOUGHT| DIDN’T|BOUGHT
BUY BUY
BEHAVIORAL INTENTION 2.99 | 1.66 | 3.42 | 2.79| 148,10
HEARD OF NEW INSTANT ”

BREAKFAST 05| 5] 30|28 577
PURCHASED ON DEAL 00| 7| 2.02|4.08) 226
SATISFIED WITH PAST PURCHASE | .44 | .84 | 3.78 | 4.81| 17.3
HAVE EVER BOUGHT CIB 29 | .66 | 465|562 12.2
TAKE ADVANTAGE OF SALE 2,39 | 2,59 | 192|225 1.2
BOUGHT CIB AS NEW BRAND 07 1 2a | 119 | 2,30 6.8
RECEIVED SAMPLE OF CIB 22| 8| 39| -.26 3.7
NOT AVAILABLE AT STORE .00 | .007] 2.14|7.38 2.8

'CIB FOR BUSY/LAZY PEGPLE . |-.06 | 13 | .20 | K2 2.4
PRICE DIFFERENCES OF INTEREST{1.61 | 1,79 | 1.95 | 2.26| 1.7
CONVENIENCE OF CIB o | -2 -25 | -2 1.6
CALORIES OF CIB 00| 02] 1| 55] L5
CHECK FOOD PRICES REGULARLY |2.37 | 2.57 | 2.29 | 2.47 1,5
“SAW ADVERTISEMENT 49 | 53| 126 .88 1.1
SAW CIB ADVERTISEMENT | 51| .83 115 L5
CIB AS A MEAL SUBSTITUTE | .05 | =22 | -.24 | -36] 1.0

“ EIGENVALUE = 0,46

F RATIO = 19,78 w1t
Té: f:CANGNICAL CORRELATION = 0.56

H 17 anp 739 pF.

- - - ———rn At
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l B.S. SIFICATION MATRIX*
"DIB”YT BOUGHT
DIDN'T 563 46 609
BUY (92.5%)
| 5 143 o
BOUGHT | o . .(96,57) | 148

® THE'CRITERION UTILfZED TO CLASSIFY RESPONDENTS GIVEN THEIR
| DISCRIMINANT SCORES AND POSTERIOR PROBABILITY OF BELONGING IN A GROUP
IS AS FOLLOWS:

(PROBABILITY FOR MISCLASSIFICATION)<=(l-CHANCE |
PROBABILITY) = 1 - ,685 = ,315,

THIS IS MORE APPROPRIATE THAN THE ARBITRARY CUT OFF POINT OF
0.50 WHICH IS BASED ON EQUAL SAMPLE SIZES BETWEEN GROUPS.



