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Abstract

Theoretical researchers have been arguing that intem-
cion should predict behavior. Empirical researchers
wio have been following the theoretical development of
the two conscructs found mixed vesults. This paper
veviews the intention-behavior discrepancy issues and
proposes a paradigm that focuses on the explanacion of
intention-behavior discrepancy.

Theorecical researchers have been arguing chat behave
ioral intencions should predict subsejuent behaviors
(Fishbein and Ajzen 1975, McGuire 1969, Oskamp 1977).
One of che popular models is the Fishbein and Ajzen's
theory of reasons action, which uses the behavior
intention as the intervening comstruct between acti-
cude and behavior (Fishbein and Ajzen 1975). Their
theory views a persoa’s incention to perform or not to
perform a behavior as the immediate determinant of the
accion. Thus, in order to predict whether an individ-
ual will act in a certain way, the simplest and prob=—
ably most efficient approach is to ask that person
whether he/she intends to do so.

On che other hand, researchers have found mixed results
in empirical studies (Bonfield 1974, Ryan and Bonfield
1975, Katoma 1960, Juster 1964, Prattc 1966, Sheth

1974, Howard and Sheth 1966, Sheth, Raju, Bhagat 1979,
Fishbein and Ajzen 1977). They have found that behav-
ioral intention may not necessarily be am accurate and
consistent measure of behavior.

The purposes of this paper are:

1. to review relevant literature in various disci-
plines on the intention-~behavior discrepancy
issue and highlight some of the current develop—
ments in chis stream of research.

2. to propose a paradigm that focuses on the explan-
ation of intention~behavior discrepancy. .

3. to explore further research implications based on
this paradigm.

Research in Intention-Behavior Consistency

Most of the studies in the 1960s and 1970s that attemp—
ted to predict behavior from behavioral intention mea-
sures have been reviewed by Wicker (1969) and Ajzen
and Fishbein (1977). Most of these studies have
revealed rather low and nousignificant intention-
behavior relationship,

Another major review of literature on intention-
behavior relationship is from Cialdini et al. (1981).
They have suggested that the recent research in the
consistency issue has turned to the task of identify~
ing additiomal variables that moderate the intention~
behavior relationship.

The third significant pursuit for exploring the
intention-behavior relationship has been the organi~
zation of the Ontario Symposium on Personality and
Social Psychology (1979) that focused on the theoreti-
;al and empirical works on variability and consistency
it social behavior (Zanna, Higgins and Herman 1982).

In summary, the past two decades of research in inten—
tien-bhehavior consistency has been focused on the
ineroduction of additional moderating variables between
incention and behavior. This research can be grouped
under the headings of. intention~behavior discrepancy

due to specificity or the correspondence principle, to
individual differences, and to situatiomal factors
(Figure 1).

Specificity of Measurement

The specificity of measurement, or the correspondence
principle, has been argued by Fishbein and Ajzen (1977).
From their extengive review of literature (Fishbein and
Ajzen 1977), chey conmcluded that incention should ba a
good predictor of behavior only when the incention and
behavior measures show a high degree of correspondence.
Intention and behavior measures are said to correspond
when they match on the action involved, the target ac
which che action is directed, the context in which it
occurs, and the time of its occurrence. Therefore,
global behavior intentions involve no specific action,
context or time elemencs. They may represent responses
to the target irrespective of particular contexts or
time elements.

Fishbein and Ajzen actribuce the failure of some studies
to find significant incention~behavior relacionships to
the lack of correponding Levels of specificity in the
measures.

tiowever, a lack of correspondence does not guarantee
that intentions will be unrelaced to behaviors {(MeGuin-
ness, Jounes and Cole 1977, Schriesheim 1978, Hammer and
Smith 1978, Mirvis and Lawier 1977, Seligman et al.
1979, Smith 1977). It seems that general behavioral
intentions may relate to specific behaviors in some
instances which cannot be explained with the correspon-
dence principle or specificity of measurement.

Individual Differences

The failure of general behavioral intention to predict
specific or single acts has led researchers to intro-
duce various personality or individual difference
factors as moderating variables to explain the inten-
tion~behavior discrepancy issue.

Fishbein and Ajzen's (1975, 1980) theory of reasoned
action used the normative concept. The subjective norm
is the individual's positive or negative evaluation of
performing the behavior. It is the extent to which the
person feels significant others want that he/she should
perform the behavior.

Past behavior or habit has also been used as a modera-
ting variable to explain the discrepancy issue (Howard
and Sheth 1969, Bencler and Speckart 1979, Bearden and
Woodside 1977, Triandis 1977, 1980). According to

those findings, the more a person has engaged in a be-
havior previously, the less important is intention in
predicting future behavior, and the more important is
habit in accounting for a significant degree of varia-

. bility in present behavior.

Direct experience with the behavioral object is a
better prediceor than are intentions formed without
such experience «(Regan and Fazio 1978a, Songer~Nocks
1976, Fazio, Zanna and Cooper 1978, Fazio and Zanna
1978a, 1978b, 1982). Researchers have found that
behavioral intention formed by direct experience with
the behavioral object can increase the intention—
behavior relationship more than for people who have no
direct experience. This is due to the fact that direct




axteriance 2r cvatact with che benavicral sbject may
sanerate confidence, certaincy and claricy with the
ady formed behavioral incencion. alse direct ex-
nce or contaet with behavioral object is more
salient in memory.

Zuckerman, Siegelbaum and Williams (1977) found chat

peocple wich high ascription of responsibility would be
more likely to act om their behavioral intentions than
those who were low in the ascription of r ibility.

affirmed, will lead the persom to enter the seripg, but
if negated will lead the persom not to enter the scripc.
A scripted person will behave in socially determined,
stereotyped behavioral structures and expectacions,.
even though he mav not have positive behavioral inten-
tions otherwise.

Sivacek and Coano (1982) have suggesred that a person's
vested interests may be a moderating variable for
intention-behavior consistency. The vested interesc

The ascription of responsibility concept was suggested
oy Schwartz (1973) to measure the dagree-of an indi-
vidual’s tendency to assign responsibility to hime or
nerself.

Sayder (1972, 1974, 1979a, 1979b) has proposed the
self-monitoring concept which could moderate behavior=
al intention and behavior. according to the self-
zonitoring formulation am individual can actively use
situational cues or information about inner states to
coustruet a pactern of behavior appropriate to that
particular context. Therefore, high self-monitoring
individuals can monitor or guide their behavioral
choices on the gsituactional information. These indivi-
duals demonstrate considerable situation-to-situation
specificity in their behavior. Moreover, for these
nigh self-monitoring individuals, correspoudence
between their intention and behavior is winimal.

3y contrast, for persons who monitor or guide ctheir
behaviox on the basis of informacion from relevant
inner staces, persomal dispositions ought to be less
responsive to situational specifications of behavioral
appropriateness. These low selfemonitoring indivi-
duals’ behavior manifests substantial eross—situational
consistency and temporal stabilicy. Furthermore, the
covariacion between behavioral incention and behavior
ought to be quite substantial For the low self-monitor-
ing individuals.

Empirical evidence has provided support for Sayder's
theoratical propositions (Sayder 1979, 1979b, Sayder
and Swann 1976, Ajzen, Timko and White 1982, Becherer
and Richard, 1978; Lutsky, Woodworth and Claytoan,
1980; Zanma; Olsen, and Fazio, 1980; Zuckerman and
Reis 1978). It has been empirically demounstrated that
the self-monitoring concept is am important moderating
variable between inremtion and behavior.

Wicklund (1982) reviews research indicating that indi=-
viduals high in private self-~cousciousness tend to
display greater intention=behavior consistency than
individuals low in self-consciousness.

Fazio and Zarna (1981) have demonstrated that a person's
prior intention-behavior link moderates the present
intention=behavior relation.

Abelson (1982) proposes that the presence of individu-
ating conditioms, i.é., which increase one's aware-
ness of one's essential self-orientations, is necessary
Lo increase the correlatioh between intention and
behavior. People scoring high on the private self-
consciousness scale have shown higher intention-
behavior celationships than people scoring low om the
scale (Buss 1980).

Abselson (1981) has also suggested a script theory
that could moderate measured intention and behavior.
Scripts are cognitive schema with certain kinds of
knowledge structure which goverm perceptual and cogni=
tive processes. An individual's commitment to a
particular seripted behavior is contingent upon an
action rule which the individual has developad and
attached to a particular script.representation. an
accion rule consises of a set of criteria which, if

hypothesis suggests chat intentione-behavior consiscency
will be maximized when the behavior suggested by speci-
fic behavioral intentions has clear and hedonic rele-
vance’ for the individual. That is, if the logical
consequence of an individual's behavioral intention
actually affects that person's lLife, then consistency
becween intention and behavior should be maximized.

Situational factors

In consumer research, Howard and Shech (1969) suggesced
the inhibitor coacept that could intervene between be=~
havioral intention and behavior. These nerinternalized
constraints emanated from the buyer's environment .or
carried over from past envirouments and are conzained
iz his exogenous variables, such as importance of pur-
chase, time pressure and financizl stactus. Some of the
common inhibitors are price levels and availability of
brand.

Shech (1974) has hypothesized that behavioral intention
is a funerion of (1) one's evaluative beliefs, (2) the
Social enviromment, and (3) the anticipated situacion.
Furthermore, he suggested that behavior is a function
of one's affection toward che behavioral object, the
individual’s behavioral intencion and the unexpected
events experienced by the individual at the time of
behavior. This conceptual theory has formulated the
function of situational factors., The anticipated
situations or events may embance or inhibit the behavior-
al intention as determined by affect or social environ=
ment, or both. The unexpected events are the anteced—
ent and contiguous stimuli thac impinge on the individ-
ual at' che time of the behavior.

Bhagat, Raju and Sheth (1979) compared this behavioral
model with the Fishbein model and féound that Sheth's
model has higher predictive validity in explaining
intention=behavior consistency. Bearden and Woodside
(1977) have included unexpected events as a source of
explanation in their disecussion on the situational
influences on consumer purchase incentions.

Belk (1974, 197Sa, 1975b, 1979) has demonstrated the
notion that consumer behavior depends upon the situation
and the person, and that situational variables should
account for most of the behavioral variance in consumer
research. However, Belk's conceptual development and
empirical studies have utilized the anticipated situa-
tional variables. The individual changes certain be-
havior patterns according to certain anticipated cir-
cumstances. For example, purchasing an expensive and
prestigious brand of beer to entertain a guest instead
of serving the regular ones normally consumed at home.

One of the most comprehensive literature reviews on
situational studies in the consumer research area is by
Leigh and Martin (1981).

Triandis (1977, 1980), in his model of interpersonal
behavier, suggested that for any level of habit or
intention, the absence or presence of "facilitacing
conditions” will affect the likelihood of a behavior.
Some of these facilirating conditions could be a per—
son's ability to perform, and the total situation in
which an individual meets with ochers.




wiazar (1969, i971) concluded chat incention may noc
"¢ a stabls refleccion for behavior. He used three
warbal measures, namely, perceived consequence of be-
aavisr, evaluation of behavior and judged imfluence
of extcraneous events in measuring behavior. He found
thac the best single predictor of the behavior was
judged influence of extraneous events with mean
r=0.36.

Racona (1960, 1963), Juscer (1964) and Van Raaij
(1981) have also hypothesized the incousiscency
between incencion and behavior. A person's parceptioms
and evaluacions of the economic realify and the
aprimiscic or pessimi.s:ic(expec:a:inu regarding
personal fi and ic devels s decermine
spending and saving of a household. <Consumers may
learn and adjust their behavior to changing circum-
stances. Unexpected events (potencial surprises) do
influence rational behavior. Thus, one can easily
observe that many people who have said that they do
not expect to buy a car during the next twelve months
actually purchase a car during that period. The
change in behavioral intentions of the individuals
can be explained by the occurrence of certain events
after the formation of intencions. _ These events can
readily change the expeccations of the individual and
help cthe individual to form new intentiona.

Van Raaij (1981), in particular, included the "situa-
tional factor” in his model of consumer behavior.
These factors are the coanditions and circumstances
that normally comstrain economic decisions within
certain boundaries. They act as stimulators or
inhibitors for economic decisions. For example,
disposable- income, family size, and certain anticipa-
ted or unanticipated situatious may change one's
intentions.

The review of the issue of intention-behavior discrep-
ancy has demonstrated that this discrepancy is not a
vandom error. It is clearly a systematic intervention
of different forces chat takes place bectween intemtion
and behavior. Furthermore, this discrepancy of
intention—-behavior canmot be solved by the rule of
correspondence suggested by Fishbein and Ajzen; or by
relying on the explanacions of individual differences;
or even be claimed as a measurement error alonme.

Figure 1. Systematic forces which intervene betwéen
behavioral intention and behavior

Correspondence Individual
principle differences
Behavioral ~, Behavior
Inteation 1\ e
Situational True error
factors

The Paradigm

In order to improve the prediction of behavior from
behavior intention measures, it is important to take
a look at factors which might influence and explain
the intention-behavior discrepancy. The following

paradigm focuses on the explanation of intention=

behavior discrepancy (Figure 2). It is not another
behavioral,prediction model. It gathers some of the

important systematic forces that affect overt behavior.

These factors are explained as follows:

Figure 2. Factors that explain the intention~behavior
discrepancy

Unexpected events

Personal
Charac= $ Intention=Behavior c Involve=
tepistics Jiscrepancy ment

Social Environment

(1) Unexpected events

According to Shech (1974), the unexpected evencs faccor
vafers to the antecedent and contiguous stimuli that
impinge on the individual at the time of the behavior
under investigation. It represents the situational
enviromment surrounding the specific act of behavior.
In buyer behavior, the unexpected events factor can be
exemplified by the blue-light special feature in a K-
®art store. Buyers may be attracted to the special
purchase offers while in the store. The shoppers do
not form prior buying imtentions for the product.

Their behavior is explained by the occurrence of un—
expected events. This type of behavior cannot be ex=-
plained by measurement of attitude or a behavior incen=
tion instrument.

Other examples of unexpected events that interrupt
incentions are price fluctuation of displayved brands,
availability of brands or products, crowding factors inm
the store, weather conditions, layoffs from work and
time pressures, etc.

(2) Personal characteristics

Personal differences also contribuce to che explanation
of intention-behavior discrepancy. Sayder (1974) sug-
gests that the degree of self-monitoring within the
individual will affect his/her efforc of carrying out
certain behavioral intentions. According to Sayder, a
low self-monitoring person has less ability to use
situational cues to guide his/her behavior, and will
correlate highly with the measured behavioral inten=
tion.

On the other hand, a high self-monitoring person has
greater ability to manage the gituational cues. He/she
will be able to behave according to the demand of the
situacion. Therefore, his/her behavioral intenrion, or
even attitude may not be a stable one; or at least, not
even necessarily a reflection of his/her attitude or
behavioral intention. One of the reasons for the popu-
larity of Smyder's proposal is the awvailability of op-
eration of the self-monitoring concept through a 25-
item scale. Various empirical studies have demons~
strated the validity of the scale.

(3) Social enviroument

The social environment factor includes the normative
beliefs and the anticipated situations as perceived by
the individual when expressing his/ her intention to
behave. WNormative beliefs refer to the person's subjec~
tive norm. It is the person’s perception that important
others desire the performance or nonperformance of the
specific behavior. The person’s demographic background,
socioeconomic status and past experience coatribute to
the formation of these normative beliefs.

Anticipated situations are those activiries or situa=
tions which the individual is likely to engage in the
future as he/she perceives them now when expressing
his/her intention to behave. Belk (1974, 1975) and
others (Woodside, Lutz and Kakker 1975} have explored
the anticipated situational effect on consumer behavior.
They have constructed various typologies to classify
the influence of these anticipated situations on buyer
behavior. For example, if you anticipate a guest fov
dinner, vou purchase a special brand of wine that is




socially acceptable co treat vour zuest. Mose probh-
abiy, this may not be the brand you normally consume
vourself. Another example of social influence is that
zhe intancion of purchasing a gift (compared with an
ingenc for personal use) may affect the brand choice
behavior. The reflection on behavior is that 2 private
behavioral intention may not be manifested due co the
iafluence of normative beliefs or anticipacted situa=-
tion., Thus, this kind of p 4 havior or pseud
benavioral intention may explain a large amount of the
variation in behavior.

(%) Involvement

Involvement factor in this paradigm refers to the con-
sumer's involvement with the brand or product. A
nigh-value or high-inovolvement bramd or product is
treated by che consumer as more important. It involves
some form of fimamcial, social or psychological risk
associated with the purchase. In such a case, it is
worth the consumer's time and energy to consider brand
ot product alternatives more carefully. Therefore, a
a0re complex process of decision making is likely for
the high-value, higheinvolvement brand or product.

The low-value, low=-involvement product represents less
importance to the consumer. Financial, social, and
psychological risks are not nearly as great. In such
cases, it may aot be worth the consumer's time and ef-
fort to search for information and to congider a wide
range of alternacives. Therefore, a limited process
of decision making is more likely for the low-value,
low-involvement brand ovr product.

Behavioral incentions Formed om’ high=involvement pro=
ducts are more scable than those formed on low=involve=
ment products. Lastovicka and Gardner (1973) suggested
that a low-involvement product class is ome in which
most consumers perceive lictle linkage to their impor-
tant value, and is a product class where there is
little consumer commitment to the brands. A low-
involvement purchase is one where the consumer does

not scrongly identify with the product or brand. A
high degree of discrepancy will be noticed in a low=
involvement purchase.

On the other hand, a high-involvement purchase is one
where the consumer strongly identifies himself with
the brand or product. Less behavior discrepancy will
be explained in a high invelvement purchase.

Discussion

Marketing researchers have been studying consumer
behavior for a long time and in various ways. The
investigation of intencion-behavior discrepancy receives
the most attention. Various results and hypotheses
have been posited for the explanationm of the discrepan=
cy. It is important for the understanding of consumer
behavior and on how to transform this knowledge for

the use of marketing practitiomers. Of course, the
operation of this knowledge cam be observed in strage—
zic formulation of the marketing mix. Looking Back on
the utilization of this knowledge on buyer bhehavior,
emarketing practitioners had been using various tech-
niques to change the attitudes of buyers. Many promo-
tional campaigns were designed to give such a result.

Marketing practitioners have also been using another
set of knowledge from buyer behavior research. They
have been using various behavioral change techniques
in purchase situations to attract brand-switching and
impulse purchases. Some of these techniques include
coupaning, poinc-cf-sale display, price dealing, unit
pricing, in-store advertising, in-store layout and

design and stocking techniques. These behavioral

change techniques have demonstrated that they may work
better than counventional prometional campaigns for
changing attitudes.

On the other hand, the results of this behavior change
strategy should demenstrate the poinc chat incencion
and behavior discrepancy is not a random error. also,
the discrepancy cannmor just be explained by stochascic
models alome. It is a systematic intervention of
forces that take place between intencion and behavior.
The proposed paradigm in this paper should be consider=
ed as a foundation or springboard into the next gener=
ation of research in this area. It combines the research
focus on how and when intention~-behavior discrepaacy
can occur.
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