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Affect, Behavioral Intention
and Buying Behavior as a
Function of Evaluative Beliefs O
Jagdish M. Snetn {**)

Introdvction

Several researchers i social psyehology Lave suzpested a close
relationskip belwesn affecr (like or disfibe af 1be individeal toveard
an object or conceptl, el (gogifive structure reprssenting bits
af afarmation eelated o that object or ccooept), and Ashariocee
trtenition (bsndeney to respond to the object or eoacept by approzcking
of avalding iTh Hosenberg {1956). for ewample, hvpothesized thae
alfect is o function of Belicks related to che perceived instrementalioy
of an object ar eprcept it a1taiing or blocking some valued statss
[marives, values, ec). weighted by the relative imporance of thase
valeed states. Fishhein (1968) eonsiders affect and behavioral imen-
tien a5 hoth representing the same thing, and both vers closely linked
to belicfs about the obiest. Finally, Dulany (1964, 1968, jo his tkeory
of prapesizional eoprrol, has found behavioral incention as a functian
of (1] attitnde toward the olijees defined @ wene of beliefs about the
object weigined by Lheic reinforcine values, and (2} soczab 2nd siua-
tional pressures. weigkted by their reinforcing sirengihs. This peseme
Bles wery @loseiy 10 the Rokeuch (1968) distinction between aititude-
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tovard-the-obiect and attitiude-toward-the siteztion 25 twg detegmi-

nanls of bebavigr,

Among all of these research PrROpositions. the enderlying obfective
i 1o search for spine invarian linkage amang the theee broad arcas
of paycholepy that deql with oriticns, 1 Teste and CoRaions. Alihovak
exteEnsive dhevretical ressarch s available in The ares of artitndes on
such Hnkage among boljets {representing contitonsh, atfert and hehar-
iarel tention (reprosenting condliongy (ileGoire, [19683), rhere s
considerably Jess empinical sesearch, Farthezmare. whatever empie-
ical reseaech is available o far, s sketshy and heavily experimenral
that makes sobstamtive inferepces difficult.

The present study Atlempls 10 provide 4 conseptual fmmewark by
which befiefs, afort, behavion| fotetition aad behavior ars linked
{o one ancthor, More imponanty, it dessrives a large scale cmprics]
investiration of relatiomships amoeng beliets. affert, Behaviorat inten-
tiom ard behavior retared 1o buying and conscanption of $hree brandsg
of & convenience food product - instant brsakist. The daey for thig
stisdy are based oo a2 longitudinat study of 934 housewives conductad
£t Columbia University under the leadership of Jobn A. Howard,

This chapior = orginized as faollows-

[ 4 coaceprual Framewark of linkage amang beliefs, afect, behay.
ioral intention and behavice,

1. Dwseription of data and aperatiansl defittitions,

ML Frediction of affect by evalugtive beljcfs,

I¥. Prediction of behavicral intention by evalvative beliefs and affect,
¥, Measyrement of attitnde from cvaluitive Delicfs.

¥1. Prediction of actual behavicr by affect, summated belicF zad
attivede scores decived from evabusgive Brerliafs.
¥IL. Summary and eonclusions,

Section 1-4 Conceptonl Framework

Although stveral rassarchers have exprosied pessimiicm aboui ark-
wide's power to predict SWbssquent behaciar {Cohen 1964, Festinmer
1964, Insko 1967}, atritide st comaing z majior hrpothedioal eonsarugr
in soefal pycholopy. Unfortunately, atimde is defined in so Maay
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ways (Allpart [935, MoGuire 1966 that Sndings of varisus stodies
arce nat compatable.

Recently, attempts have been made, noeahiy by Fishbein {1966),
10 SOTt ouE various componends of attitude znd sugpest their nter—
mlatienships. However, thece =re some disagresments even in these
aftempts. For examtple. Fishdein would constder afett and behpdoe)
intention 25 being cquivalent whereas Dwlany {1968) and Howard
and Sheth (1969 would consider behavioral inrention as a funstion
of affect aud some other factors. Similasly, Dulany would consider
behavicr and behavioral intendion as equivalent but Howard and
Sheth would think of Behzvior as a function of bebavioral jaremtion
and ngaprediciable {pnantizipated) situstionat factars at the Bme of
manifecting cver! hahavior.

In this settien, 20 atiempt s made to provide 2 conceptual frame-
work thet seems most eealistiz. [t is based on the strenghts of thinkings
of seseatchers inciuding Rocenberg, Rolerch, Dulany and Fishban
Figure 41 Befow graphically represtoss the linkages among belicfs,
affect, behasioral inteolion and behavigs,

Li. Yerbally staicd, Behacior (B) is defined ms a Function oFbshav-
iora] intention and 1hose siational Factors that could mot ke pre-

Tiree 4-1. — A Framewor: for Linkiog Belicfs,
Affect, Intention and Bshawvior.
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dicted by the individual af the time oF verbally cxpressing his bolay-
iwral iotention, [n most experimental stedies, hoth behavior and
behaviaral intention are expresed comtiguously fnoume and spacc
G0 Lhat there mey be very few nonpredictabie ferors that would
deviate behavior considerably from verbaily expressed intentions.
Rawever, in naturalistic situations such s voting behasior o buying
bebavior, thete i8 considerable gap in tine 2d place beiween belave
ioeal imtention and behavior, Chances are very bigh that a aumber
of monpeedicied sitwational factors enter inio censiderztion when
marifesting bebavior that weze a presert when expressing bebav-
wral intention. Ir eomsumer bebavior, for exampls, mumerovs cons
tingencies driee 2t the Hme of shopping and buying, such as naenpeated
store display of competitive products, experiencing time prossure
due o athéer commitments, and sales prédsums from the store
petaonncl
Thns,

Bey = 8,[Bl;] + &[NS, (i

where By refers to individuals s behavior toward object j, BY,, his
verbal expression of mtentions ko behave toward object j, and MNE;
are the situational factors related to obgect 7 that occormed at the ume
of behavior bus were a0t predicted (anticipated) by 1he individual.
This equation implies & two-fastor theory of Bchavior, Tt should be
pointed out that each factor (BI end NS) is prasursed 10 be at least
multivariate and possibly muleidimensional, -

122 Bekaviorsd Inteation (BE) is hypathesized to be a fencfion of
(1) the individunt's 2fece (A) toward the object, (2) soeia] fctors such
as power {complhiance) and attractivensss (jdensifisation) that impings
Ui him ak the time of exprescing his intentions, and {3) those sitwa-
tional factors related to behaviar that ke could anlidpate and there.
Tove fovecast at the Hime of expressing bis intzntions. Tmplicitly, there-
fore, behavioral intentivn is a gualifed caxpression of behavior: Given
stich #and such thioge to happen i the Future, 1 would o would nor
behave: Thiz iy raportant to emplssize becavse it may be very possitile
i predict beltavioral inbention but a0t actual behavior because both
the anticipated and wnanticipated fackors may viciously deviaes the
individual’s befavior from his behavineal intention. History hag given
BUmEr¥us txamples of this ype, for mammpls, in vating bebavior shere
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polls hand pone stonificantly wrong. We can otate this as foliows:
Bli; = b3[Ac] + 8oy | + 8PS 2 (2}

where Bl refers tp individual /% intentions of wehaving toward
ohizet /i A, his affect teward fi S0, his socizl Macters as they taiate
10 ohieck j; and PS,, his antcipated situation at the tme of actuzi
behavior a3 it rebates o f. AfecL €A) is hypathesized 1o be vmivesiare
but hoth socfal factors (S2) and anticipeled sitvation {PS) wce fikel
to be multivariale and possibly mukt-dimensional.

Tt & possible that (he three Factors (A, 8o, and P35} which severn
bebaviar=? intention mav zet a5 cpposins Forces resulting in somse soT1
of conflict. For example, an individee] may very much like Rolls
Rovoe bue he cemnot afford it or an individual fiay ke Cadillae,
can afford it but secial fagtors may inhibit bis expresaton of bebareral
tmeaition beeanse Cadillac may be a socirily unacceprable gosl-odiecr,
In cansumer behavior it Js cornmon among warking housewives Lo
find such a conflict toward meay contenience (instant) foods.

L3 Affeer {A) 55 defined as a fonstion of cuabwative belefs (EB).
Evaluative Defiefs refer to coguitions (bits of informition) shoet an
objest (hat poriray a comnstative mezning of that abject as the goal-
whjeet In ather words, eveloative beliefs represeq patential of (ke
object to satiefy a set of relevant modves (Sherh, 194%a).

Evileative Geliefi, 42 defined =bove, are only 2 smyall subser of
tolal Beliefs {TH) related t0 an ebject. Bcliefs are CoZnitions & hits
of informarion which ave broadly elessified a5 beliefs fr the existence
oFan ohicot and belicls abpuss that object (Fhiskein and Faven, 16T
The first tvpe refors to an dndividual’s swareness and knewiedoe of
the existenoe of the object and s churacterissics, Howard erd Sain
{1969) ¢ali this * Brangd Comprehension ' in their theory of buver
behavior. O the other hand, a beliel chour an o%jaet refecs 1o the
relaticnghip of that ohbeet to some othes objset. concepr. valie or
goal. For example, 4 prodoct seeh g A(adm Breeze-diied coSee may
be perceived a8 superior to some other produck, say INescalé, oo
tasle and fMavor, :

Evaluative belrels are part of belicfs abowr an obpect but only thase
that porzay the ohjeet 35 kadiag o or hiceking the stfainment of
televant goals or wulued mativitiona! states. For oiher catesories
af beficts about an object. the reader is referrd o Fishkein {I%67).
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Evaluzrive belicfs as defingd here can be cotgdercd equivalene 1o
the pecceived instrumemality compoaent of Rosenbarg's twaefactor
theory of attitede (Rosenberp, 15958), '

in equatian {1} belaw, 1he relationship of gt (4} 2ad ovalyaive
heliefs (EH) is specilied: -

A= BfEB,L] + EIEBu] + .- + 8(ER,) 3

where Apy refers 10 iedividual ie affect toaard ohjee f, and ER,,;
k=12 ... 0 relers 1o the ingividuzis ki evaloative belief about
object 4,

It will be noted thar evaluarive Belicfs aoe Dot surmmed pHor to
relating whem to affect which i cortrary to Rosenbers (1 936), Fishbein
(1967} and Dulany {1968). Based an a stady of 30 praducts om 2 sample
of mare than 2600 respendents, Sheh (157 gives the Foilowing
redsnms:

&, Summing the befiefs it nat thearstically enplained by 1he advo-
cites. Thire ix no reason why we should nol expert g individual Lo
distitetly retain these beliefs in his eepnitive map, O the wiher hand,
there is enough evidenee in multidimensional scaling of atitudes to
suggest that the belicfs avpht not to 52 summed,

& Opemationally, bclicfs arc obtained oa 2 Bipolic n;ting wale
Summing these beliefs ertails deriviag a compromiss {averaps) value
by aggrtpmting extreme and moderate values of hefiels,

. Belielt can b positive of begative on a bipalar seale, Summing
theth presumes oo cancels out the ofher,

& In regressing affect on elafs, prior sHiAIngE of heliefs consist.
enly lowered (heir predicrive power 45 comnared 1o keeping (hem
SEpArate im A mulbple réfression,

14 Evaluative beliefs are clements of total heliels ETR) and henee
they are shown to be derived from the lager in fimeme 41 (p. 1003
Also, total belichs are acquited from informatiose cources and
CEDELIMERIa] SOUFCRE,

L5 Finally, dynamics of changs over time 5 conal belties fand, there.
fare, possibly inevaluatve beliefs, 2%ac and behaviaegl irtentian] ire
suggesied din the feedback of comstquences of behavior oy the totaf
beilefs. Underlyving this feedback is a merger of COGRTIvE consisiency
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theones such as dissonance, balance and congrueass, aod reloforc.
ercAt praciples of learning theory, It dbould be moted, homewer,
that this Feedback operates simulroecusly with lcaming of new belicfs
from informational soweces snch a5 mass mediz, word of menth apd
boaks,

Ta this eonceprualization. evalustive beliefs are Fandamental ta the
deterntitiniion of afect dircctly, and that of behavioral inesation and
behavior indirecty. However, thic determinarion of the Jatter twe is
Jointly with other factors; social and aeticipated situation factors
inn the cese of behaviors] imention, and alsa pnabtisipated situstions]
faetars in the case of behavior. This indicates that predicive powsr
of evluative beliefs should be Jess and less gz we move from afinet
o hehavior unless other faciors are zhsent o1 beld constant.

One additisnal point noeds emphasic fn examining the rols of cval-
witive Belicfs. It is that we must precisely define behavior and behav-
ioeat intentionr, Only then can we define and measure cvaluative
belicls as representing percoived instrumeniality of the objest. In
other wards, to consder it 8% 4 goalobject, we must explicity
know the poals {matves, valoed states, eic} that impel & gpocifc
behavior and behavioral intenfion toward that ohject. For it s poss-
ble t> manifest a variety of behaviots (correlated of uncorrelated)
toward the same object. A parent, for éxampls, behaves as father,
hero or a friend with his child. Depending on a specific behavior, he
wonid kave evaluarive belicfs about the child that is fikely 1o differ
from evaluattve beliefs relevam 1o otber behaviors, Even all of (he
supposedly strongly eomelated behaviors called ageression such as
cursing, pushing, punching and killing may nel be impelled by the
sarne rebevant mofives snd, therefore, evaluative beliefs about the
object toward which agoression i2 manifected may i be the same
feotn one type of aggression 1o the other, {1 would appear that we
have in the pist committed miscakes in ool id=ntifying the appropriate
behavier in predicting w from attilndes.

Section - Description of Datg gnd Operaticnsl Defiritions
The empirical investigation of the mdationzhips amang beliefs, affeot,

behavioral intention and behavior is based oa data collscted in 2
large scale stwdy that amtempted o test Howard-Sheth theory of
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buyer behavier (1969). The theory of buver behavior provides a
deseription and ceplanmion of consumer's brand choies peocess and
the developrognt of brand loyalty over time. At the core of the thegry
is the cemoept of expectancy developed primadly by the process of
learnisz From informational aad experential sourges,

Bzsed on standard probability sampling procedures, a tongitudinal
panel of B34 howsewives was estabiished, The pand members recorded
purchayes of several comvenience Food products inciuding imstant
Breakfast for a peried of fve months begiaming in the moich of May,
1356 and ending In Qeroksr, 1966, In 2ddition 10 reporting huying
behavior inelading place, time, amount and price of 1he produets,
the panel was interviened four Gmes. The 51 Wi 2 meil qoestpandine
#eNC out at the time of recruiting which asked ioformation on several
things fteduding housewife's home involeement, hreakfast sating
babits and attitudes end opinions o several milk additive products in-
cinding fnatant breakfast, One meoth bater, a elephone interriew was
stauducted oheainitg intormation on awareness. inowledge, prefersnre
and ntentions loward three brands of instzat breakfust. Two of thase
brands were newly introduced in the market soon 3fteT the recuit-
ment and stablishment of the pansd wheress the third brand wag
well-known becanse it had been in the macker for at east 1o years
prict to the study. The second and the third itterviews were alsq
conducted by telaphone ard essentially obiaingd the same information
% the Brst telephone interview,

The date relevant to this study perain to the three brands of instant
breakfasy; they will be called CIB fwell-knewn brand), PIB (oew)
and FIB (new). The ohject in question is theréfore. o brond of [ngtant
breakfast, and this investigation exaines the inercetagionshigs zmong
evaluative ketiefs, =flect, buying inwention ard buyving behavior towerd
thre¢ distinet brands of instant breakfast. Furtkermore, for each of
the brands, there are three separate sets of dara callacted in the three
talephone interyews.

The following are the eperational definitions of affect, buying
inention, evaluative belicfs and buying behavior: ]

1. Ameecr. — Overalllike or distke of 2 brand of instant hreaklast
at the fife of intervicw. The specide mdng scale usad wae;

ko genaral 1 lia In prcseral | don'e

It vacy wrarch OoO0DOD4Ooooad i i
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2.2, PG INTEwTmon. — Verbal expression of inreni te buy the
brard of instaat breukfust — within some spegified dme period Erom
the time of inteociew. The particzlar crale ws=d was:

Movwr MEEY # you b3 buy — o g npet e=ath?

Datriteiy wil

FPek oy vl

Mot wm oy ey ox thp glhar

Pretably will nac

ooooQ

Dehinliely wil mat

23 EvaruatriBerwes — Evaleation of a brend of instaat breakfase
in terms of its certzin characw=rictics which are anchored o velevan:
coteria of choosing among several alernedve brazds of ns1aat
bresXFrzt

A et of sen evaluarive beliefs were obrained from the respondzat
gheut each of the thoee brands of instant &eeakfast i the theee tel=-
phene imencens, The parceular characieristics of ie orands and e
associated criteria of choice wese based oo 4 peior depth-imerviewing
of 100 howsew ives aa milk additive products including 1nstant hreakdast.
A detailed deseription of the procedure fellowed is descrited io Heward
and Sheeh (0999, Chapter &

The seven cvaluative belieiz about o trang were obtained by ehe
fallowing bipolar raging seales.

Chtzipus kg O OO0 O O 0O B e cscus sy
:I:::-: aubafian fir D D D oooC E i:ell' SubdTiuce for
Wary curlipgl OO0 89 0O 0 2 ss=sahamiaon
Wery gooe dor & shEne O 0O O O O [ 0O =gty gk
wer Iming O 0O &= O O O O destovee tiling
:::TDW 1or the O D_ O D D :l D x::;;:d ooy far
Goed 10unca of plocein [ O o o O W O - O | Peor 3pATe © pieien

24, Eyrivg BEMAYIOR, — Purchase of 2 brand of instant breakfast
during the five meohiks of panel operstion.

Buying behavior was opecationadly measured from the reporled
purchases of @ hrand of inctant breakfust o the drory that panel
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merabers [led aur evcry two woeks, Two ypes of mexsires ate wsed
i Lz =Tudys One i e nemBer of perehases ol a brvwd belwesy
two iteleohons inicrvicws., The other is a classificavary measune of
buving AC 941 snce or oot buving ar all.

There seem bo be several advartazes in using daia frem this large
seilte mateahstie siedy companed o weveral Sxpenirteand sudios Tuaad
in social psvcholomy. They are:

a. The study vwas condusted in matvralistic enviienment that deal
itk o veal slirvacion. To was cordeoisd in cosperaion wlth a lares
procem company whisl
inszal

oy Lol markelise one ol the
oL reduces :
stz inlferersy fromm sivalited ia
realiov. | 1o sherr. 2l the diianmmos
aul brlwesn esperimental gl semey !

Huovlasd (%55 painsed
123 aeg nbaeat hare,

f. T sample size of this study is larze enouah to statistically
it Fzieh o he findBizes, Toopddiren the somple was based on stzadard
ility amoling proved omes,

o De g the cosee-anion of (he cavany, & enigee sioacicn was
created iz which beliefs. 2iect and behavi o preveied azsual
Behavior sigee the prodoct was not even inadesed in the market
at the time of first ineriew and, (herelom. ne one eowld Buy it

. Thiz was a eenaaudinal siody i wiich we cooid ose tinwe 82 8
factor tc bubd causaiciity betvess cittode aied selovior Trowas,
therelons, soisille o wasese poler 2des for predicting spbes-
Tor as @ predicion of shhig-

gquent bebavior e=d alse wse prior crha
quent zirredes.

Section 3 - Relationship between AfTect awd Evaloatlve Beliefs

Theze aze seveml coigtiing zeasnss o investigate the cognitive
steuciire thatwederl e aifect toward videstat Sheth 198820, T marketing
and congamer psehclogy. they can beosumimarized as fallows:
Firsi, tve buvers may both ke & brzsd to the swins eafenl cul Jur

o T

icply imyoss

© das epr omgn bl sm
of inferener, 3o Bhoth

4 aiades with zivpical samoles alaars
LT

T W AR % . L E— —— . T— = ot L =t sih =
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dillerent reesons. Thire is considerable lisazore on product differ-
entiation axd market seomenation (Mrers 19068) 1o soppott chis.
In Tast several eovapinies have eonsiousity avoided presEntne a
pecfiic (image] of thelr prodeets i the hope that off rotential con-
sumers would bey pnd consume chem based on their own reascns.
Araond. & Brand is useally congumed in 8 varety of wigys and situz-
liuns even by the sams buyer. Affect toward the brand may nag revas)
Elars.

Acgording!y, in this seclion an attempl was made to examire The
predicive gower of the seven gwalualive balels in explsining variarze
io edfect toward eash of (he tbree Srands of instam breakfzer. Bawad
on carlier &scpssion, the evalyative peliels wers kepr distingl instezd
of summeng them to & single constant priar 1o correlzting them with
affect. Muliiple cegressior analvsis was pecformed in nine sets of
dira {3 breads x 3 telephome interviows] in which afect towerd e
Brand was the crilzrion variable and the evaluative Belicl wers 19e
predictor variables.

Table § swrnmirizes the eesults of Thess aine mulbnle Tegressicns,
It Jests the totad predienive power as well ag the mlarive fmportanae of
cech of the evalvatve belies in terms of standardized regression
coeflicients (de1a weoights).

TapLe 41, — Peediction of Affect by Evaduarive Beliefs
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2 In all the aine cases, evalugrive belels are ganificintly eclaed
W et cevend the Q) Jevel The anwruat of varizae in affest thay
erild be expleined by the evaluaive beliaf ranges from o low of 34
Fer et [in the cose of PIB-Telophone 1)t a high of 7 per cant
(in the case of CIB-Telephore 31, Carsidering the sample size and
haluralistic azpects of the study, these perepnizacs are wery high,
Therefore, we can snae tha evaloative beliefz are censisem |y capakle
o predicling vanunce in affea,

& Intzrastinely, the multiple coerctarion caeificient bervwern afagr
2ud eveluative Gelies tends 1o inpzease wuk dite; 0t 35 ket i later
mone intenciews lhan I the fiey cocs Probasly, larming of the
“2fs zhout the Brands over tme rauses this SOCTELLGN o Smprove.

oo Only 4 Few of ahe seven evaluative Buliels consrstend e come gue
a3 the impmrunt prediviors. These inelude 1aste, price and substioe
Tor meal. Taste i5 Gy Fet the mos) simHicant evaluauve beliel whick
individualiy explaing moze vasarce than ali ozher heliels comhined
fapether. Exoest in the case of FIB-Telaphaxe 1, nutsil:on azd protein
are the lezsr importasgt predictors, This 35 somenhat SUTDRSIHE 0
vizw of the Tact that @ good deal of the Promational effort of all the
thres brands of fostant Breakfast was diresited with mutritfonal appeals
of 1he products

£ Althoush taste i3 consistently the most dominant beliefl aoqoss
&L brards ard telephore interviews therr zrz changes in relative
imporiince of other beliels from ope [ElephoRe imterview 10 the nex,
curthermicre. most of the chanzes are found o the Twa now hronds.
Ler example, both filling end sebstitate for mesl which WHRER 1Mo
Ta:Lin the fiost telaphone inerview decline sbarply in the Last incerview,
und vige varsa is drue of poce apd sneck, These thanges gee very
2rabidly dee to the change in promotenal and advertsing appeals,

In summery, we can conclude that evaluative belisfs are Signifis
cantly elated to affect

Section 4 - Behavioral Iokentien znd Eralnative Beliefs

Serme tesearliers have sugossted thet afict and tehavioral inzen-
rigst measuse the same thing (Fishbein 966}, However, a5 we diseys-
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sed i sectien Tiop. $69-1040 Dekandccel inrermion, instead of being
cquivalent of efesi, 15 at best s furetion of adeet. Fortermore, twn
wtler Spersiaocial and antcipaiad s o) £r= Else Lhemidsed as
Aelermminasts eibehasioral inteatien. We should eccendingly dnd
Jeve pradicrive power ol enals in =xplainiiz warzasr of
hehavioral isteniting than in that of aflea,

Tokle 4-2 gumriasizes ceslits of nine my
on

le repressions (3 brands
qom varukle

% 3 imterviewsy) & which in
and 1he soen evaluilive be

1 a5 e eled
B the ealusmive belicts renges frem & lew of 16 par ceot IF(B-
Telogone 1 ee o hiyh ol 32 er cent 13- Teienbong 3. Comanared to

& ly & smal
predictors of 11.0en
et Tor meal. Fustheomess, ae is consstenlis
evaluative belief cxoent in the case ol FTR-Telephans bl

oeliels are importeat
Tto, S53CK AnG § st
it

252 Goninas

o Altkough the evaluwiive beliefs seod 30 explait fuore varaince
a5 time progresses, the frcreasss ane ool 5 large as Wi oe chid i
predicrion of affect

Taw k-l — Pradizias of Beaviora] Iresion by Faaluadve Belels,

[ ] T Tl
Bela Werghis - f—— -
T.05. T, T, T, Ta T, T, T: Ty
54 13 i .IF z2 2z al a7 ki
- I 5 =
ik H o=
A5 AF o _i2
. o a3
L L 1%
.l O L5
LR ] A7
LT A
L.t 1.1c 1.4 145 AR
i3 453 47 9 547
('3 T selers to Telepiare Ik 2wk,
£5) Nus e gncficunr. Al acher Salinle T afe g 0L Tl
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The ceprassion aralyees ey indicate that eveluative belielz are
et beztor predicrers of alfect ian of hehaviors! ineton This
has 1o be eaperted from the epaceptual famewnrk deszribed ¢nrler.
Purihermace, in view of the fact that evaluative baliefs systematically
explain feoen [ 12 times 1o as moch as § B2 more varianee in affect
than in intentiom. any eguivalence between affzct and intention his
20 be ruled aut. This doss not mean that affzct and intenlion ane oot
significantly coreelated. Rather it sugoests that Lhe comelation s nok
Lzedy to Do perfecl or near periert.

To examine the exrent of relisgiaaship betwees aifet and intestion,
pradugh mwment correlaions were caiculated for eath of the thoae
biands at each elephooe inteevien. Tabls 5-3 sumamarizes tha reslts.
AT 124 eosrclations are positive as wiuld be especied, bub none i
peifeet. The corretations range from 254 te £31 and all are signifeznt
a the 00 level,

Tasir d-3. — Correlations between Affect and Intznbion.

‘Telenbaae loleraw

I 2 3
Brazd - — .- .
Corelanan © Sample | Cartelation ! Semale | Cerrelueon | Sampk
CIB LEIG PoERE S0 . AGT 4351 LRk
el 433 256 444 [ ] &R toATs
FiB B dar o KSR ]

It & interosting also 3o note thal whenever the prediztive power of
evaluetive balels is quite dispeeare Devwesn affect and inteation, the
correlution between affect and intemian is low, and vies versa Take, for
example, Fll-Telephone £ The variance axplaincd n afiest is 54 per
cent (Table -1, p, 108) but it is anly 100per cem i the case afintcation
{Takle 43, p. 1100 This 18 ihe larzest disparabe cass in the data. and
matckes exacaly the lowest corcelation bolven affeat anid intention
{Tanle 435 A rank erder sorreisdon of 70 was ohiained betwewn the
ruaking of corrslagons in Table 4-3 and the moking aof differences in
prodictive power of avilwadve belels celated to affece and inkeation.

Yrt another way 0o support the propesilicn that aflfect and inten-
tion are sigaificamly related but (i they are nat the same, is b
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examire the reletive cootrbution of cach of 1he evialuative beliels
in predicion of afzet and mtension. The evaloative heliefs were rani
ordered based cn their toral coatcibution in 2k the nise siteations in
predictng hota efect and indention. The rark arder correlation was
Tound to be B0 which is signifcan: a1 lease at 01 leved.

Scctien 5 - Measarereot of Attitede Irom Evaluative Bellefs

It 15 clear from the evidendce paesenled in the Tast two sections that
crvaluative bolic’s are central to the prediciion and explanauon of beih
effect and behaviccal miention, Also, i 5 possible to consider ova-
Juative belicss as the fundamental concept thal dolermings sobseqien
bekavior, For B2havigral amension as 2 determinant of bebardor s
ji=elf derermined by evaluative keliefs, Al of 1his suggests chae alioade
be defined aed measured from cvaluative beliets about an ehiscl

I we think of evatuauve beliefs 38 representing an e-dimensionas
spece, then a peesen’s evaluetion of an object on 1he sel of 7 evalinivg
betiefs cun be corsidersd & point in this space. This poinc represents
that irdividual’s at?itude toward the ohject. and the centooad o seves?
points (sample) is o refection of aggreeate attilude toweard the obect.

This would. bowever, be trus o the evaluative belisfs were uren:-
melated bechnse they would thea form an orhozonal space wiich
czn be mathematicelly anzlvzed by the prAnciples of Beelidian aen-
meley. Howmever, seldom arg e evaluecive bedisfs onhogonz! (uo-
correlated) to one anothzr, In is, abecebore, mecesspey that a sor of
n evalpative helels be reduced to r number of onthoaonal dimenzion s
by making lincur combinativns of waly adeendent evaluative Belicls.
A procedure iz developed and Fally describzd in Howaed ard Shelh
(1%, Chaprer &%, We will hgeg maly very bricfly summarize i

The data refated 1o svalvation of a brand oy a samole of responden;
a3y 501 ol evilugd Sz i summmarized ina matriz X whess
oy 2oe Lhe evaluative beliels and whose colamns aee e capan-
denee Then Xy eloment represents individual &5 cvaluation o
beliell The dimensienalily of 1his malos wim be ablmined by 1he e
of Eckart-Young theorcm (1936} in which as much of the tata! intac-
matiwon i X s sumrnaized mods Tew dimenssons &5 possible.

Any rectangilar matrix Xim < M) can be resolved into its basic
stetteture. Thig

K~ UfW i4)
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whers X s (he data matrin containing Buver s evelyaten of a
brard on jil belief.

U 2 adr orthogenal yratris of vectors; by delinition U2 - 10
and UL =,

T s XN dirgonal matoix of rors comtaining yngitive values
in the: fiest o drmaanal cells ond zernes elsewhere; and
Woig NAN nuhegennl macis oF vectacs; by delinitian

W= W=7 and Wy o

By reselving the duta matrix X into 1he prodoce of three matrizes
35 detined abeve enables us 16 construct an APpTOXiMAl: thain,
N, of rank r whose dimensionstity i rngch less than 1he ornginal
matnz This approximation is of the least savares 1ype and henee
X, summarzes as mush of the orisinal mlormation a5 possible. It
is eomsiencted by 1aking the fivst r elements of cach of the thres basic
matrices. Thus

K =11, (3]

where U, iz pr secticn of U T, is rer soction of T, and W, i 7™
section of W.

Matkergatically, the elements in T, repeesent projectiens of points
cntregspaadiag tee the cow cdemanate of X an tae whit-lepsth vectors.
Since the rows are a sei of evaluative belicfs, the U, matrix represants
efarsugie (centreid) eveloative beliefs zhoud tas Brand, Similarky,
W, reprmeats projections af puints corespondiag (o he eolumn
variables of X on 1he sume unie lgagrh vectors. Since the eolemn
summanzes 3 person’s evaluanion of the beand on all of the beliefs,
the W maicix represens prdivfal soores. Bvury tndividual then has
rwrores. each représenting his score oo 4 dimension. Tless scores are
calicd che anitzde scorg,

It will be noted that attitede soares can be unidimessional or malt-
dimensinn:! depending vpan 1ne dimensienality of the data mateix
X, In other words, r dimensions rasigs from one to the slumber of
evauative heliefs. I all ehe belie® are comepletely wncorrefated, then
2 mulidimensional §r — g} aitieds messucement will eeselr

The resolation of the dars matmx X inde its Bisie structuce is casily
acantohisked by petling 4 squaze matrix ftom X end then findinge
ifs charactzisie roots and veeroes, I we post-ralliply X with is
tangpoie X', we obtain i cross-prodrets matrx, P = XX\ The Fi
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elements comsain the suens of squares in the digonz? and sum; of
crass predusis in the oll-diaccnzl cells, These sums are anchared
B raw ares 3s opposed ra deviation o standazd seozse B che saig.
gl miw data macris K owees ac first 1eansformed to = maneix Y of
deviation soeres (7, = X, — X, the pest multipisation of ¥ wik
itaranszose Y would resultin aell-knewn vadancs-covariance msm.
O the otker hand, if the osiefaal raw data metris was transformed
iree g sz B of sealand scones (5, = ¥ ), and past multiplizd
it D ils transpase, the casultant mainx wooid be the correlalion matrix.
Since P = XX, we can stale that

F o= (UFW) (W0 = B2 {6}

Then
W= oy {7l

The U contains the charactzristic vertors of X aod 72 coneains (he
correspoading characteristic rosrs. The characreristic Foats Goeosdered
sa o A s id = 35 Ther sum eqeats the trace of B omagsx
and therefore, the wial varance pressnt in rhe data waria X B
chrating irs? r pumber O cyatz that summarice g larme perceriage
of tetal variane f5ay §3 to Y0 per cearh, zad the corresponding vectors.
we cEf conslouct the R, marriz,

Fellewing the ahove procedures and siandardizing the walze to
remove bizs resulting From varing sample sizes (Sheth, 196%b), he
aggeepate and individeal attitnde scores were crested for CEB. PIB
2nd FLB for gvery telephone isterview. Sorprisingly, in every case anly
one dienson was fnd to be preseat since i semrmerized a1 lasi
M per cent of tanal variance in every cass. Furthermore, aore of te
second, dhind. ete. dimensions summarized more than fve per c3at
of variunce 2nd Jknice they were considered insignificanr.

The finding uf only one dirmtasien mey appear Lo spport seagestion
By gevern] researchers (spocd and Tasincbaum 19353; Fishien 1966)
that atcireds iz a onidimensiogai concent. But Lhis interence iz not
Tl wewzrate becawse wll the brands and tie evaluartive beliels thev
are reied UL woe van simdtee, |5 general, we should wnpest mere shen
ahe Jiznension bur, betause one awebul: (lasie] was 5o domsqant i1
determining affect and intendion that enty one dimension was fourd
in this sfudy.

Table 44 {p. 115 summarizes the standardized appresase zetirede
seorss of 10, PTB 2nd FIB. The agoregae values of each evaluilive
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Tabe 44, - Appregate Aftiude Scores of Three Brands {1}

CIE Bl FIE
Evaluative Belief ? FR— —_ .
'|T|l2f' T N7 T. To|T. T&:T,
: ]
iis 58 R4 (52 a5 SF |5 a3 .mD
Tar Mezl VEL O RD s =0 39 LE Ji- 23 43
(REOET CED (4 40 2Eri5 53 48
53 9 5% |Aa 5T OR& RN OZE iE)
5634 s frzosr sa|nr 53 143
£5 5% &1 |RX O8£2 a0 [srosn las
Procen fpuetp Al ED GBG |57 A0 EE (R oan .55
Sanig B2T 581 ead |24 ML 4T | s 3R 1w
AsgregieAfle{T-FonL Sl 158 548 5250455 BT 501|275 499, 406
Agirezat: Iawaiaa (S.Pounc H H
Kaile) 1% nialazlne 1ev 28|00 el as
H H 1

%) The zpgemgase soores 2 standacdizad to ramove 1 .o Jue 1o viring sanple vimes
Thew anpraki:nats vow clesely che 2 ersge »alucs of pach al'e ailualive beliefo
[ = T Telashons Eereraes,

belic? show oply a small chexnpe from ficst telenhanz inlerdisw o the
thicd, However, mesy of the changes are fouod o be in the case of
the new brands. This is to be expected in view of the Faen fut they
werd newly inteedveed i the market so thal cemsumers could nak
bave s:rong positive feelings =beot them, and that heevy preiselional
#fort was donefer them hetwess the Arstandthise wleph oz intervicws.

Alzhough at 1ke azgregate Jeve!, ehanges in aitbede soores are much
staaller, the indhvidual coatomer's attitvde ssores wndeTo strong
changes over 1ime, Also. they are quite &iffereat for the threr brande,
Table 33 (p. 116} reproduces aiilude scores of sameof the jadividuals
to show ihis wide vadation -

Sanve ndividvee! atttude scees summarize {in ore @Fmensicn in
toe present g252h the tiformztion eelated 16 gvalostive beleds about
the brand it is legical to gsspme thal a hisk degree of cormelation
exicts berween armitside scores ead affect, and itilude scores and
anension, Parts this would he rres in this stody Becnese earliec
we found 2 good (olalionship belween evalveiive belief, oo the onc
hand, and uffest and intenden on the mber bard.

Table +6 {pez: 118} summerizes prodeer-cigsest corrc’ztions
boowaen riluds soores. and aSecr and Sention. Thew ranae Fegm
4 low valoe oF 203 {FI1B-Teleptons 1; attitude winh inieaiion) to a

B P
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Tatee &5. — Somie Erumples of Standardized Tndivid-
nal Artitude Srores,

CIB FIB
Cansumer -
T, T T, T'. T: Ta
Ln L3 ma gty 32 ] 113 1.12
1z a1 | @ e | na e I8
5T o8 S - I . T
EN T | e 1o | oa !oe1s | oL
e N 25 A i == i)

o1p T refers 1 Telephone Ererviews.
't oa. = ol availasle.

TaeLE 4%, — Felztionship holween Attitods Secorcs, Affect and

Intention
<rs i me 0]
Corrglifon of Azocuce with .. - ' -
M 12  TagT To T, |7,
Alfeet AR TIT ) Tas)
Tnte nticn

A4 5561 867 A5 - FER 410|295 423

Mulzple Carrclation of Evalua-
4ive Belizfs win i

Allect Mo m | . i
I REEnLiceh LI [T R R 1 jAF 2

"3 T refets 10 Telephoar [neerviews.

high velue of 745 (CiB-Telephane 3; attitude with affecy. Tneecesting
toe nete is what the varlietons of correlztions acooss brinds and e
prriods are identicsl 10 he variations #1 muliple Rs betwesr cvalugive
Betie, ®ad afest and incention. In fact, bur for & cocstanl diforences
wilhin 4 brand, 1hg 1we values are very sigilar to vk atker. This
shoulf de enpecied, Aowever, inview of 1he faor that 29 aiiuds scone

af & buyer is nathing mure than a weighied Fnedr combination of Ais
sevam evalunlive beleefe about the Bt
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Section § - Relationship of Affect and Attibede with Behaviar

Ta thig section, the faal liakape is aucmpted between alleet and
hebavior zad aetiveds 2nd hehavior. Behavioy is defned in berms of
cnremers oying of a brand of irsiznc breokinel a5 ceportsd in
boweskly diaizs,

Predicrion of behavior from afics or otiitude i 3 diffteclc dosk
Firsl. oumérous neantopated situational faztors intervens Biweed
a persow’s predisposition towerd an oest awl its cvent behavior
with respeal b it. Forthermere, contronted with the reality of lehaving
and the indersnt LTEAIRF COHMMIMEND W0 SODSESUCTRL CONSCOUEIGE,
the Tadividual donds 1o hesiate or dostpans behavioe, Second, and
pechaps mare imoerlant problem s the dferdependeus Teiationship
terween belois (end therelore afoct end intention] and dehavier as
was pointed cul i the carlier section, This interdependence creates
problerns in establishing one-way cansabifity batwean affect or attitude
and behavier,

It would appesr thal without DRor exséeldlion: of the conse-
gquences it I imnrobable that o persan would manifesl goti-directed
schavior toewacd 4o ofzet e eatity, Thess sxporations may be built
over time or they mav be developsd very shortly priot to hehavor.
It i3 even possible that i the process of examinimg and wensing fhe
abject or emity, ehe expectations s developed. Bul expesiancy is
antepedent to poal-direcred. parpossiul belavior.

Prior to [st-time acal-diresied Sehaviar the individual 35 Llkely
tor learn expectetions from informatenal sources. These can be syim-
nol't sounces suck as mase media, direct meil. or [r3ends and retatives
i which sither pirlerisl or Hnguislis represemtaiions of the olject
are the main avences of informazion. Or they o372 be significalive
sawpces £och s gore dsplay, srare nasles, show rooms. free sample,
o, in which the phyaical angbotes of the ohjet diteelly provide
infrrmation.

Flow gver, ooee the pobsdirected belavzor & manifested. the imdiv-
idual experiences consecueness of his Beliavior. He usss thisexperience
2 o source of learning in which he rovises his s0:a) Beliefs including
evaluative bslie®s ahact the object, It stonid be puimed out that this
revisian of belieds is a function of {17 the need 1o achieve cogailive
comsistenzy witk behavior and (2] the positive ar negaive ConseIeToes
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Actwitily experiensed Trom behavage, The femer has heen the majer
theme of all of the esgnitive consistency theersts including badance,
dissonence, and ongrugney sehocls of thoweht (Feldman 1965:
Abelsaner. al, 1962). Ontae ather Zand, the Jalter isa diresl decvative
af reinfvrcerrsn learcing.

This interdegeadent celztionshin <an B2 staied as Faflows:

. Suksiguank
Beials ¢ —r wahwior — Qecinly,

Jt will be scen that one way ko reduce interdependent relationship
to indapendesi-Cependent qelalionship is By the wee of lomgitadinal
analysis in which belisfs and behavior are & prion koowno 10 -be man-
ifested ar differant time poriods.

The present study had unigque epporlunity to estahbsh tmecefared
dependencies Betwezn ardieds and behavior, Since the study was
longitndieal jt was pessible 1o establish antecedent and subssquent
Bebaviors &5 respectively determinants and conseguences of atrirude.
Furthermore, with respect 10 the agw hrands FIB and FIB, atcrads
measures preceded purchase behavior becaose the brands were not
tnteoduced in the marker at the time of anitude dinE 2atlection,

In the cass of cach of dbe thoee brards, therefore. the following
gmerelaed linkages were extablished betwery affect and atticuda
with bchavior:

bzping Estaviar
= Betweeun —
Talszher e 1 6 2

Afecr B Amosce
W Tatsghono 2

Afiees B Amcads
ar THephena 1

Eniny Eahmitr
bhwoern
Teophane 2 b =

Allegt & Ailgdn
& Teephona

Opesationally, buving behevior was Cefined as the number of
purchases af o brand o instant Sroskfas? Brween elephons mtervisw s,
Since this time isterval was relatively sheort fone month o cao menzls),
thieg wiig very Rw resposidents whe boueht mons (haa three 1imas.,
llence the Following four discrete catesorics wers used: (1} no par-
chase {Iy cne purchase (3} two pocchases and (4) morg than e
purchases,
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O the pititude side, theee typss of varinkles were nsed for compar-
atrve purposes, First was the moeumetsd evafaare belists a2 has been
sugpesied by Fisnbein (1967 Second was the seven-point afTect
grale. Thind was (e aitituds score desived [rom evileative beficls as
deseribed In section V. (pp LLE-114).

A hivariale cepression erclvsis was performed Tor cach Srand et
each af the Snkames. Furlhegs oo, these are coabinct thres regressiong
to inclede affect. summmed beliefs and otnewds seores. Bemoe a
total of 56 [ hrands x 4 linkages % 3 measures of alibilsde] refreidians
wera onderaken, The resuls are summarizsd in Tahle 47 (p LN,
The findings are:

(3) The relaticnship betweon athtodes and bebavior 35 very low
across 41l thres measures of alijuges

{b} In general, sumemared helsefs sro least relared 1 hehavior, affect
qexl and aEtitede scorcs mest. This mal suggost that in the process
of summing evaluative belict, an artifact (average) &5 probably created
which suppresses true relatensiip.

¢o} The time-related depeadencies operats both ways albeit with
low predictions. This implies that thers is, in fact, 2 tree fnlendagand-
et relationzhip berween attimdes (beliels) 3zl behavior.

The findings are disappeinting it view of the fact thiat evaleadve
Pelefs wers very zood predictors of affed zad intendon. Hawsver,
[Leve are soveral structrazd aepects Then are imponant to loak at
First, all the correlaiions are positve, This means that the linkege
propesed in the zoneepiual femework is probably wilid. Secend,
thers it a clear and consiscent finding thar eoitvdes awnd bshisior
are isterdependent again validaing that past of ke concepiual fra-
mewark. Third, while the prediction of behavior from atzitudessemizias
abeul the same for the weli-kaown rand C18 zoross Do felepione
inrerviews, it incresses skarply in tbe case of both of the atw oronds,
Thiz woeld be a plausibls finding in terms of leanae theary.

Firally. (he findings cleacly soggest (he imponant tols Lhat siva-
vanal factors play. Thers i3 evidenze from oiher anesiyses of thi
study thal (heré were bwo Tmajor waanticipeted sivational Do
prescatinthe data. The first was tha introduction of FIR in zie market
and ihe comsequent competitive prometional efforts wbat corsurens
felt from two new braads witk somewsat dillerent appez’s. Second.
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times, the new prodpers weoe not avarlable in the slore when the
housewife wenr 2o buy them, She cither did et buy or Laught a
compaing prand tastead.

ALl of tiig indicates that what 15 fonrd o be 2 very high core-
lation belveen bebavieral intention and behavior i the laboratory
oo exmetimwinal studics [Dulacy 1963, Figdkain 1957) man ke Juge
toa o) faclors Boen of which are 12y to be nonexdaen: jn nasoral.
e sitzagens, They are (1) contimoty of EipresznE Pelviomal
inentien wod actual belavior and {23 Taek ol steeciong] vadztbons
from oae individeal 1o the other aned from o-n Gae period tex the
otker Becalse these are eortnelled in the expedmeoL

Dzspite abave reasons, the relationship Berwesn attitades and
Bedavior is felt to be oo small. Scree other exslz relions mest exis
for this Joww relarfombiz It would zppeer thar pact of the piablem
s anchared to the aperational dednition of behavioe, What was
pewdicted is el by ing <x. 0ot buying, dut buying @ brand sa Rliny
times within a given 1ime period. At the same tme, the intervals
chosen weore smadl enoued (in relacion te the prrehase oycis of his
produety ta atow only i few purchases. In Fact. a larme reesaber of
consemere did ned buv even onee pactioul n hie gase of e two
rew brasds, That this scems to be 2 plansib?e cuse of bow relationahip
berwgen attitudes and behavior. there are at least thees indzations,

First 1ke rzlationhip betwern aztitudes and behavior is corsivizntly
greater for the well koown brand where purchase frequency was
higrer and many more consumers beoght the predect az least onoe
f% comDiret to %e new branpds

Setond. Day (1957) utibzed he same dara wdth TEspetl 1o the
weil-Enown brund C1E T psed the rolagve Freapenoy mezsre of
putchase sver the five monlh peried. He ponld prebiet behavise from
inifial actit=ides {his measure nas zffect) at a schsiamtially zicher
Tevel thaa what is Foznd Lere,

Third, 182 respoadedts were classified as buvers ws nozbevem
depending vpen whather the bovght o brand of instanl Breatlast
at least prge Detnesn wwo elrplons faterviews. Tnogabls 24 fp. 122,
their dvemmpe aitinedes seores are presented, s clear char anicds
woores 07 (he puyers are consistently larger than these of the nenSavers.
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Simfar results brtween wiers and nodcsers of jnstant breakfast were
found By Pellemans (1969} with respeet oo zffect and Aflilude scotes,

Tam# 43 — Averape Atrtode Score of Buyers and Monbuyers (4]

Telcphone 1 Telepharne 2 Teleznane 3—|
Buving Benavior betaezn

CiE PiE FIE{CIE FIE FIE|CIE BIB FlAW

Afail & Telgptune } i | i

i
Nantupe 832 . &2 F !

oa’ng, o -n4, Nk Ra
Fuver 56, i am. T
Teirphame | & 2 [ . Co
Sarhugpr AR5 25| H1E-55G 24a | er2i T A
Buser B9340 2ilEer Tt a1l A gap
Frkuhose 2.5 3 ; ' :
Nerkiver : S BT ras| 651 a0 3

Buyiz B30 aps S0 .83 FE0 00

(') Buyes is a =spondeat = Bz ghit the brard g bmslosce diming th= e rip Sytanm)
spezified @zl nonsugers sre ail achers. =

Seclivn 7 - Suntmary aod Cidclosions

Tn shis stody, an attempr was mads Lo intesare tanceprial pro-
positions reluted ta beFefs, aifeet, beluvioral intestion and behavier,
Based an the finkages proposd, an erpiical investigation ihoput-
uralistic epnditions was underteken, The data samefrom g SUEY Cone
ducied af Columbia University based on HowardSheth theary of
Puger behetior, On this losgiudinal study of 254 housew ves, measumes
of evaluilive beliefs, affest. nehaviorsi imention snd bebavier wera
derived with respect to (hrez brends of instant hosakfost ar Ciren
STRArate Time atervals
Foeagnraad that eviluzlive belfsl dre very gaed
predictors of afiect and benavieral inension, However, ther predics
tion of behavior, alhough gencraliv etier then T of affesl, i
sebilantially luw. 0Tz espiznations wers previded o 1his fow
prediction i terms of preserse of sitnational fcrors (iéw brand iiro-
dection and lack of availabiln) and problems am the aperationzi
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measueement of Buying Behaviar, In peeml the sledy provided good
support fer the conceptusl frameworx that relates belicls, affect,
ehaveoeal igtectzon and behavior.

Eeetion § - Counter Heport
wlzusice Gaulavmcd*}

This papes is ARt & counteT repare bt a shert appraisel of Professor
Skoth's presentation. The lattsr's chareiesistios ares clinily, viasiness
ag well as probity and carefolness af its development.

Clarity: All ihe varzebles are defined bath ot concectual and op-
eralional levels, The massurement soales are =%0 spesified.

Exacipess and cargfufress. The concepiual propositions are groun-
ded on obetdations within 20 acienl framewerk. n the ase of quan-
titative techojawes, the amalyvsis of the data was performed with a
maximum of precauriong: Results werr crasschocked by different
methods and the bevel of simufrance of each resal is specilied.

Fazed on empirigel 1esulis, Professor Sheib’s rescarch paper azms
at tho integration of the conceptual prapenitions H0o & saningfu
framework,

Wi wender, however, which are the aoplications 10 he drawn from
[ie comceptual propesitions put forward oo the pugsr: Do they Befong
tar Lk Areas of Tocscusting. creation of new produeets, chcice of proma-
tignal messzoc znd media.

Mext, in order taomake a more gefoed analysis of the data, we
woader whether it wotld rot bz valozble te seamest the panel data
on the basis of socin-etmiomie vesiables such as age. edocat®on and
acenpalion. We by polbesize thet thess venanles ate eelalid 10 52 25000
vily 10 promoticodl mesiages and (hes to level of opivion and eva-
leztive beliefs. Age, sccial pressure sod caforsseon cventd ¢xplain
putslly but sigaificantly the diserepiney betwesa Buving inmention
and actual sehavior

Professgr Pellemans has insisted on the need of cepetitive studies.
Reszarch de tow eften performed by iselzted researchers. Did Pro-
feagor Sheth ar his assaciates check the resulis obtained so fac?

47 Assgeizne Paoiessar of Susdmesse, Namur Universly, Belgum.
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Section % - Reply
Japdish M, Shetk{*}

[ find Profeisor Guillawme's comments extiemely relevant and
usefub

First, I thar 1he attitode arce, in general, 5 more wsefol 1o rhe
markeling manages in his development of marketing stratemes with
the use of mazkaling mix variebles such as product actributes, adsape
Gy and promotion, and peice, Altitudes are probebly less impoctzat
in Porecasting future behavior although they wem to be a maior
firce which datermines hebavior, The peor predictabitivy, as was
Bound im my sredy, §s rrainly due to a large aember of nencontageer,
teporary and stronn situationg] fwclors thet incervene belwest
speaific behavior at 4 specific time and nlace, aod the weaeral positive
state refecied by the aizitude. Oug of 1he same data. we nave receatly
izolated several sitvatonal and secizl factars which are foend to be
important defermizants of thie specific buying behaviar.

Second, the z2nalysis presented in the paper is adaniedly azsreca-
tve. Assuch the corelational measures aee also ageregacive. T am felly
aware of the heterogeneity of 1the sumple oo 2 pumiher of demographis
and sorineconeimnie Faglors wich mav tend o negate some of the rel-
atianslips hypethesized in the paper, Specifically, 1 think the linksze
beiween affect and lebgvicrul intention and bebavier is found to he
relatively siwall due to probably i avereging of heteragenaus scoe
ments of the populativn, For sxample. heavy vsers of the product may
manifgst 3 much stronger reladonship between attecr, Bedavier]
intention and behavice i compared Lo the rest of the sample. As [
tecall, Professor Pellemans. in fact, carried omt an extensive studyv an
The same data ta skow lag this was true o some evtent belwesn
belicts and affeer o 1he one head, and Bebavieral intention on the
atlier,

[ Asodiaie Professar of Susinss, Univerify of Nlincis, .54
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