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This study imvestigutes whether value impodancs or pedceived nstromeiality
& mora deminart in delzemining affect [atitudel toword a brand, The resullk
mdicatz that perceived [mlrumentabry contribsbes mare toward delemining
affiect than does valus impartanes. In fagt, the later temds to suppress dhis can-

Perceived Instrumentality and Value Importance as
Determinants of Attitudes

wibugion if includad in the analywis.

In the extensive Investzation of the development of
and ehange in conzumers” attitedes, ooe major approach
tias begn bo examline the cogrifive stavcturs bypothesized
I underlie attitndes [1, 2, 3, 4, 5, 6, 8,9, 11, 13]. The
use of dissonance theory is onc example [2, ID), How-
cver, only in the Tast theee to Four years bhas a serious,
concerted effort been made by reseorchers b Fune-
tHonally refate atfitades to cognitive strucluce [3, 4, 5,
11, 12, 12] by applying Roscaberg’s two-factor theory
[B]. The theory is formelly stated as:

(_1} Aa = _.rf?; (Ploe-¥ia}

whers: |

Aa = anitude toward im chisat & axpeessed in terms of
an individunl 5 digres of Hosdislibe {affecs

. alf that chject .

Fiiz o individwi 75 perceived instvmentality of the
kth chjest oward atiaining or Blodking the ith
pol or value

Fla = value importence 1o an individual 7 of the fih
goal or valme,

In enher woede, amitede toerard an ohiect o
k is considered 10 be a function of the weighted sum of
beliefs zbout the shicot (perceived instrumentality) ac to
whether it Hocks or belps alesinment of certan poals,
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Weights arc the relutive imporances of the respective
fgoaly (valee fmportamce). In engsumer behavigr, 1he
theory is translated 1o state that amtitude towasd a brang
is a Bunction of; {1} 2 buyer's beliefs about the brand's
ebility (percgived instrumentality) o wtisfy or block
congumplion aad nsage motives and (2) the relative im-
portance of these motives {valos importance) to him.

Howerer, the question of whecher perceived wstrm.
méntality or value inpontanee & more mpotant in de-
termining a buper's sititude is unresolved, Rossoberg
fonmd pereeived instiumenality to be more impertane,
bt his resulls may have been inlfuteed by the measwre-
ments employed [21, p. 371). Because ihe relationship
suggesiodd by Rosenberg is sudtiplicetive, the dominance
of one fackor over the other canpot be directly de-
termined,

T soluticn to this problem has signifcant inpli-
cations for advertising and promotion. As Howard and
Sheth [5, Ch, 9] poiat sut, symbolic communicaton m
advertising and promokicn can influence a biyer in tors
ways. finst By providing certin cotmotative mesbinps
which make (he brand seem 60 b o better instrument for
reaching certain goals, as when a commercisl shows
the exse of preparing an utractive Jell-o dessert Scc.
ondly, a symibalie communication can changs a buyar's
pereeptions of the imporiznee of variges goals, as when
a coroal's advertising siresges potritional vsfue rather
than taste and conventtnce. Thus, if parceived instne-
meotality (P} is more fraportnt in delermindog atti-
fudes, the superionty and appropristentss of a brand’s
attributes sheuld be emphasized, bet if valwe fmportance
(Ff) is more important, certain goals shonld be empha
sized i 1he consumption of 2 product. Tn terms of pube
lic paticy, fbe first approach sugpests offering wikt the
market necds, while the second attempts to Teorganire
the priofiy of these neads.
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This miwdy arempled, on a lure sosle, 0 demon-
strite the dominanee of £ or F7 in the Jdetermination of
sftriudes.

THE [ATA

The Consumer Mall Panel of Market Facts, Inc., was
the semple for this study [13]; 2,000 fomple beads of
hebisehelds wers sefected From the panel for this swdy.
Their distrbution according m geomraphic region, its
population density snd degres of urbanization, hosse-
bold Jncome, and age wag srmiler to that of the pational
CEOsNE.

Of (he gotal, 78.5% rspendod to the mail fuestion-
naire and S3L.6% (1,271) returned questomezires that
werd Wsable for the entie snalysis, Sociceronomic seg-
meots were represenced in pproximately the same pro-
portions ax in the original pansd.

Memures of affect, pemelved mstrupentality, and
viloe importance wers obtained for a- epresentative
set of brands for six product catcgories: imzn omnge
Jubes, monthwash, koothpasts, miled thsus, lipstick, and
brassieres. Five atiribuotes wers specificd Tor each prod-
uct gaitpory om the bagic of regpemses in earfior inter-
vigws. The study was limited to five brands of each prod-
uet, Attrbotes and brands are Bsled in Table |,

Respondents rated the velue impomancs of cach
auribute m designing 20 ides] brand on 5 S-point seafe
from “impottant™ ko “animpartant, "

A similar sezling method was mtilized for perceived
instrumentality, on & &-point scale from “very satisfac-
oo™ to “very unsatsfictory.™ Respondents woe also
asked v give rank preferences of the five brapds in each
prodoct category,

METHODOLOGY AND RESULTS

In order to determning the relative soutrbution of gy
peeterved inctnmentality aed value imporance factors,
3 simple regressions were porformed on cach of the 30
bremds, The fist pegression predicted vavianee n =tt-
tode (affeet measured by the preferenoe scais) from ehe
weighted sum seoves of respondents dedved by multi
plving each permeived instrumentality (PIye) with the
Value importance (A1) of a charactoristic j and ehen
SLM™E sorots all cleracterintics as in £1).

An individeal's aflect towards = brand is determined
by how Impartant the produce characteristics aze to Bm
end how De evaluates the brand on tiets characterjstics:
the more important the charasteristics and more favora-
ble the evalualion of a Brand, (e greater the afect o
witrd that brand, and viee-versa. Hewever, (13 also im-
plics that an fndividual with greater value importance
aml lcss favorable evaloations of 3 Beand will manifest
fris affect to the same extent as an individus]l with Jeae
walue importioce and more favocable evaluation of the
sume brand,

The secom] moression predicted varlunce in afect
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from jugt the sum of beliefs (Pfy) ropresenting per-
Coived instrumentality:

{2 Aa = f(}j:{ me).

It wag #sstmed thet 21 value importances (¥l were
#qual and took the value of one, Without varying value
impactagces, affect can only covary with ik surm of the
beliefs Therelore, i both the compenents determing: an
individual's affect, the predictive power of (2} showld
be lese ¢han that of £1), Any differsnce in the two pre-
diclive powers can be altributed to value importance,

The thied régreccion predicted vardance in affect from
the sum of relative importances of chamewedstice (7;,)
of a proddoct class. Thiz sust eeprasents the. wafys impar-
[anCe enmHnent: .

3 Au =f(§ w.-,-) .

The Py wilues were held constant, and assumed a valne
of one. This equatioe is less meaningful from a SO
fwal viewpoint, simee §t seggests that affect towsnd any
brand in & product class i a function of the individpal's
perceplion of its value impertance. There ace, however,
several reasons Eor this type of analysis. First, Rosenberg
also sttempted o eorrelate coly the valve importance
component with affeet by holding perocived insirumen-
kaiities constant [E], and since we were atlempting 2
replication in a marketing Siluation, this cquation was uti-
lized. Scoond, the eguation bypothesizes that an indi-
vidual ataching grester vilve importance to 2 product
class wilk tond 1o manifest greater afiect towards a brand
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of ihat praduct This hepothesiz Bas been sugarsted by
madly resedschers who consider perceived risk, £ED In-
wolventent, contrnitmen , and myportance of purchase ac
determinants of hrand preference and loyalty [$] Fi-
aalty, ind probably most imporranty, the equaliof vas
msed a5 3 statistical haromater to gaepe the relative con-
tribution of the o atiude Lamponents, cven thongh
the conceptual metning Iz pot frlly compatible,

Tn Tabie 2, the resulls of %) mworessioms (A prioducts
* 3 bragds ¥ 3 types) are semmarieed in tems of the
engfficient of determination (5, Thers were seversl con-
sistent findings; since the sample sied and the mimber of
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vadables were the seme aemss 2l 30 bra tids, the pradica
vive agpects are dircelly oomparable,

First, without. 3 single eAcEpion, the perceives) jnsern-
menialiey fcaor had greater predictive power than the
valuo importance factor, which indeed seensed almesi
uneorrelated with attect (implicd by the very small posi-
tive correlations in Takle 2), The ORly cxceplion weng
Mucteans toothpaste. The ¥eI¥ smell comrelrion be-
vween aflect and value importance i somewhs SUITTRG-
ing, because the five brands in each product elass wers
speeifically selected 1o represent goups of consumens
altegedly loyal t parficular brands beemse of their diga
tinctivensss on a single characterishe, Confrary o ex-
pectations, we did not obrain sgmificant vadations in
acrogs brands and product clusses, Finally, we found ne
warfition in the predicfive: power berween Private and
vational beands, slthouph we had hoped that valoc Lin-
porlance would manffest difepent peedictive powers
betwesn them,

Second, the percaived instevznentsTity factor had @
wide range of predictive power within product clagses,
However, thore were no systematic diflertnoes Terwern
privats babel and pational brands, Similarly, there wers
Lo systematic dilfercnces in thig Tange betwoon persona
and family products or hetwesn iriimiate and mwoain-
mai products,

Third, differences in the average r among e six
product classes revealed:

[. The ayerage r* of percetved instrumentality tended
b covary with that of value impertance. For ox-
ample, b highest averagrs were for Bramierrs, 1he
second highest for frozen orange foice, and wo og.
The ooly exesption was mouthwash.,

L The average 1* of be weighted perceived instm-
mtalities did wot covery with that of individua]
compéanents, the lowest avcrage #* was for lipetick
and bractieres (intimete produeis), even thoogh rhay
wnere at the extremes of the individu] COMpansnls,
Wi think these reqults were caused by the Spocara.
tive hatre of the hypatheses, 1o be discused tor,

Fourth, the predictive powers of cven he situple per-
coived instrumentalifics were small acrass e 30 brands,
For exampls, the highest 2 was only 447 [(Maeleans
tocilipaste), bk the sverage wag oaly 148, This rogy)t
toay have been caused by the somming of peresivid ine
strumnentalities prior to regressing the dependent varia-
Ble, ot may have been beder to potfoci 2 muliipke o-
gressiom in which each percsived instrumentaliy i
treated a5 a separale independent vagable {1

The fifth and probably most surpriging Fading is 1he
CansiSEnE fmverimg of predictive power when the Ppi-
eived ingtrumentslies weee weighted by the valve im-
portances, a3 gbserved by compariog the coefficients of
detzmtination of the first and the third regrmssiong, Thens
Iz a tlear implication thit value fmportange ot anly doss
not wontibate toward the determination of the con
sumer’s affect towsrd 3 brand but also that it SMPNITRsSES
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the: determinant power of the peoeeived Ingtrmentlings,
Faogenbergs osubts abo indicate this sepprexing eBect,
guen though his analysis was different: the chai-square
vatues of his Brst 20 weighted ved instrumentalities
amounted to oply 30,82, a3 compared 1w 3551 for those
not wetghted [8, pp- 353—'?0].

HSCUSSION

Alihough it was repeatedly found 1hat perceived in-
strumentality was the dominant factor in determiniog
consumers’ afect towards a brand, 1t ix net at all clear
why valet importance had very small correlations with
affect or why it tended 1o suppress the determinant power
of percsived instmmuma!ity in the process of peior
v.relgjmng_ However, it seems plausible that the gafienoe
of varioug cha.ra@msw:s of a produet class should be
useful distriminators in detcrmining atbtudes tgward
varipus brands, We speculate fhat & number of concep-
il and otthodolotrical factors ceused this peculiar in-
ELACtTL

Concepiuzl Erplanations

It 15 prodable thet when a mppondest cales his per-
ocived instrumentality B Implicitly tkes the valoe im-
portance of the scate ioo consideration Ospood bas
arguadﬂla: thegmatar the reacton away from tbe mid-
poirt oo & stmantc differeatial scale, the greater the re-
spondent’s Jeacning of and mlvemm with the coticerd
represented [7]; in our data, this relationship was shown
By sizable correlations Beiween each perceived instru-
meneality and its y2lue jmportance. Tt would be passiblc
to farther test this hypothesis by cdassifying respondents
on the s of the extremity of their evalvatons and
then discriminating batween these catepories of mspod-
ents by thear profiles oo vales inportances. We are cur-
rently cngaged ie such rescarch.

Second (perhaps a weiker explanationd, value impor-
tanees are wob specific 13 o brand hat rather are peneral
for & prodect class. Why should they predict vardances in
brand afect? By the same ohen, i afect wete obtaincd
for & product class, we would CAPCCE 2 Strongsr re.laumh
=hip.

Meathodaloginal Factors

The gendrally low corrslations can be partly alttibuted
1 the procedurs of summiog the perceived Tostremen-
talitics 2od valwe importances before regression (The
stnior author is corrently fnvestigating the pature and
wagninyde of dhis offeet) Alsg, afect was meesored by

¢

ardinal rarking of brauds oo product class; the vse of
such ardinal $ate, with the losg of anc degree of freedon,
may have confounded the repressisg results. In additon,
any weighting procedete vsually fends 1o clusier the dis-
tribution of the sample, and summing the welghted val-
Bes increazes this tendency. Perhaps this resultant dis-
tribotion of the imdependent vatiahie tends to cowpry
much less wAth the depesdent varable than B xhowld.
Finally, the analysis was performed on the agaregats
sample; bowever, the sample say have been hederopries
e becauss of Faclors such as past wsage and preference
for speciie brands and prodoct categodies or demo-
graphic and socicecomamic differenees,
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