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Abstract

The role of attitudes in the conduet of buger behavier iz meamined
in the context of two competiting models of attitwde ptructure and attitude-
behavior relationship. Specifically, the objectives of the study were to
compare the Fighbeln snd Sheth models on the eriteris of pradictive a2 wall
2z oross validities. Pata om both the oodels were cbtained aimmltemeouszly
from 243 respondents in the Champaign-Urbana ares, The results show that
the Sheth madel has high predictive vallfdity and crosg-validity, whils
tha Fighbeln model han lower predictive validity but high cpross validity.
The cooparative findings on the models were discussed in terms of their
operaticnalization of the wnderlying comstructa. . And fipally, the impeortance
of other melevant moderater variables in imprewing the consistency of
ra)atiopenip Detween attitudes znd behavior were shown.



THE FEEDICTIQN OF CONSUMER BUYING DNTENTIONZ:
4 COMPARATIVE STUDY {F THE PREDIETI‘;E
EFFICACY OF TWO ATTITUDINAL MODELS~

Frediction of behaviem hased cn attitudinat and other social-context
Pelated variables has been the concern of botk social and conawvmer psycholo-
gists. Several ssmpeting modele proposing cemceptual links between @ mumber
of guch variables and coourrences of 2 given hehavioral act have Leen receotly
proposed. Fishbein (196%), for exsmple in excending Dulanyts (1967) theory
of propositional contrel to scecial behavier bas formulated a medel For the
prediction of behavioral fatention basad on twe major determinants: 1) atti-
tude of the individuml teward the speeifiz ast in guestien, 2) hiz secial
aevmaties beliefs pertaining to the given behavieral asr weignted by his
motivatiom to comply with such relevamt beliefs. Purther, it has basn assumed
that sinee moat secial behaviors are wder woliticnal ecntrel Ryan (197073,
knxvledge of an individual'z Behavioral inteption is a necessary prerequisite
in the detsrmination of the given behavior. PRokeach (1953} Im bhis forsulation
of the behavicral intention emphasized the impertance of situational aspects
and distinpuished between astitude-toward the object and attitude—toward the
situation. Trfandis (1975) has proposed a model leading to the probability
of cecwrremce cf a-specific behavier towam? an obiect based on threa mader
eonstruets: 1) habit of the individual in relatiem to the chiact In guastiom,
2) his bahavizral intenticn baged on norms, roles, self-Image and peneral
intentions, 3) the facilitation factere andfop zhility of the indiwidual
to perfors the specific act. Working within a behavier theory framework,
Sheth (1971) develepad a model in which a specific cholce behavior with
Tespect to &n object is determined by 1) affect towarde tha ebject, 20
unexpactsd wvents ar situationel factors and 2) behavieral Intentfion shish

is itsalf determined by multidimensional evaluative baliafs {actitudea)



tovard the object, sorial sterentype notiong about the specific chaica
behevior, past sxperience with respect to the obiect (i.&.. habit) and
situational events.

Whils a host of other models have beew also suggested, efficacy of
these models and thedr theoretical underpinnisgs continue to be extensively
researched, In fast, a recent series of papers publizhed in sociel
peychology (Ajzen and Fishbein, 1969, 1973, 1972: Fighbeim, 1972) aa wali
as In consumer psychology (Sampscn and Harris, 1570; Cowling 1971, Tuek
1871, Bess and Talargyk 19723 etc.) provide evidence for the use of Fishhsin's
model in the prediction of Lehaviocrat intentionsz, While regzearch of this
natire iz useful and does provide relevant structural informaticn ralating
to the medel under investipstion, very littls is known about the efficacies
&f the medels comparad to aach other.

The prohlem becomas aven more complirared when ome considers the
arlticlome directad at the axpectabcy-value wodel: {Dav, 197E; Theth and
Tuneaip, 1974; Wilkie and Pessemier, 1993). In addition, some theoristo
in =mocial psychelogy (Rokeach, 19868; Triandi=, 1975) bave argued feor the
incorporation of other melevant factors in the prediction of behavioral
intentions. Similar suggestions feilowing the situstionplism tradivien in
peychology have been advanced by resesrehepz in the area of coosumer
peyehology (Howard sod Sheth, 1569; Sandell, 3%968; Sheth, 1971; Sheth and
Raju, L973),

Therefora, there iz need for comparative pezsearch on existing artitudinal
models pased on relevant criteria. Inm fact, it has been argued that it iIs
difficult to establish superionity for any model unless 2 comparative study

under the zame zetting, on the same issue aznd or the szame group of subjests



haa been carrisd out (Shath, 1972}, Seweral eriteria have been suggested
for comparing relative affectiveness nf a mumber of competing models in a
given area:

1) the level of deseriptive power inherent im the model i,e to what

axtent the model adeguately describes the phenomenon being studied.

2} the lewvel of explanatiom the model is able to provide for the

phemiomenon under invastigation i,e the facis addused by the axplanarion mat
be ralevant to the point at issue - that is tha vhenemenon {Zaltman, Pinson
and Anpelmar 1973},

3} the level of prediction the modal aims for i,e to what extent the

madel allows us to make deductions from known to unkbown eventz within a
crmeeptually static systan {Schuesx=ler, 1968), A4 freguently snoounterad
example would be the use of regression analysis to predict buyer behavier
from a consideration of a number of othar independent predictors,

L) the lewvel of prescriprion the model is 2hle to estaklish for the

phenomenon i,e the ability of the medel to ear-—mark and presecibe the
degree of Interconneciedness of the [ wehomencn under investigatien with
other related events (Kaplan., l964).

The praezent stﬁdj.r Toouses on the nature of predictive efficecisa
leriterion 2] of two attitudinal models (I,e Fishbain 1967 amd Sheth 1974)
in the prediction of consumer buying intentioms. Specifically, the study
addregses ta the issue of predistive and crogs wvalidatilom of the two models
Ly eomtralling feor fhe osutside influences. The datrs Feor the rwe models
reported in this study have besn collected on the same subjects, at the
aame time and under idemtieal settings., Our ressons for delimiting the
soone of the study to the criterion of predictive efficacy are as follows:

1] It iz beyond the secpe of this atudy to compare the twe models on



#11 of the ghove criteria.

2} 'The criteria of predicrive a= well as vrescriptive efficacy ava
dested more pelsvant in the ceampariscn of arritudinal models. Hewever, a
systematic ¢omparison an preseriptive criterla would call for a lomgi tudinal
study. Since the present study is cross-gecticnal, we focus «nly to the
istue of relative predictive efficacies of the two models. [biectives of
the =tudy are:

1) A comparative analysis of the prediction of consumer buying
intentions with respect to a durable eohsumer product from the two models
under Invastigation.

) 2} Predictive velidation of the results by comparing the correlation
coefficient cbtained “rco the total zample with the cormelation coefficient
obtained frem the analysia s=mple., A wodel iz considersd valid on this
eriterion if the percentage of explained variance on the eritarion is quite
large in hoth the total as well as in the reprecentative satpls. However,
by means of predistiva validation alome it i= hard to establish the genar-
Alizahility of the result to other sarples. Consequently, the study has
Leen extended *o crass walidatien of *he vesults,

3) Crose validatien of the results would require invarianee of tha
sorrelation eoefficient from the 'derivation semple’ to the validation
'sample'. Thaze two zamples ave obtained by randomly dividing the tetal
sample of respondents inte tws groups by =plit-half merhad,

This procedure iz deseribed in scme detail at = later sectiom of this

paper.



THE THEORY

A briaf description of the two models are providad below. Derailed
descriptions of the models are provided in Fighbein (1367, 1972} and Sheth

{197u}.

Fishhein ¥odel of Attitude Structure and Behavloral Prediction

As moted earlier, according te Pishbein (1967 thera ame twe majer
factora that deternine behavieral intemticom,  The firzt of these is tetmed
attitude toward the aet in guestion and the second is a meltiplicative
compenent consisting of an individual's socizl normative baliefs and his
Cmotivation to comply with these beifefs. These two fartors are weiphted
differentially depending upon the situational centitigencies that are
ineglved in the process.

Mathematiczally, the mode) ¢an be represented as follows:

IRl = [Aact] L + [{NB) {Hc]] uy {1]

wnere B = Qwert Eehavior, BI = Sehavicrpal intention, Rarct = attitude towanrd
the act; NB = normative belisf; Me = motiwvatiom ©o comply with the novmative
belief and w o 250 W, are empirieally determined weights. Consistent with
Fishhein's earlier theerizing {Fishbein, 29833, the First cempoment of the
medal iz hypathesized o be a "funetien of the act's perceived congequences
and of their values to the person (fjzen and Fishbwin, 1973}." 4 act i=
congepiyalized In terms of two distinct components of an expegtanoy-value
model: 11 An Individuat's belief {Bi} about the probability that the
behavicr in gquestion will result it ovtoome i, 2) His evaluaticn of (oo
attitode towsrd)the cutcome .

Taking n te represent the totel cuwmber beliefs, Aact ia represented

2z follows:



Aagt = 1‘-4'- Bi al [2}
isl

The pormative component of the thesry (HB) x {(Mc) is assusmed wo reficot
*he influense of the individual's sscial envirenment (e.g., his pefarent
groups expectations) in relatfion to the behawior in orestion and his
moetivation to comply with such percelved normative expectations.

Extenging the mnotion of thiz coneept to a nunber of different relevant
zoaial groups that could sohoaivahly affest the behawier in question,

Tishbain (1967, 1972) proposes the following formulation:

n 3
PWBL = [ £ Bl ail w,  # [ I HB, {Me.)lw 13}
iy L = S B

where k iz the number of such sesially relevant referents that could affect
.-r.he behavier. In a recent paper, Ajzen ané Fishbein (1973) note that

although the present atate of understanding of social normative beliefs is
rather limited, they are be=t viewed as the individual'z perception of his
raferant groups artitude toward his (i.e., the individnal'al parforming the

given behavior {i.e., Asct).

Sheth Mpdel of Attitede Structure anc Sehavioral Frediction

To the Sheth Xodel (1971, 1874}, bahavier {E] has been conceptualized
az a function of 1) behavicrat intention of the actor with mespect te the
cbject [BI], 2) affect towards oblect [A] based on the actor's degree of
satisfaction with vezpest to the objsot as pesult &F past exposure to the
ebject. It is halieved that zich affective tendencies contribute to
strengthening of future predizpositions toward the object, and 2} wnenpectsd
events (UE) that might intervete betyesn the expression of the behavioral
intention and the manifestatien of the owert behavieral 'zet’ toward the

object.

Insert Figure I absut here




The model mathematiczlly expressed in ac Folbews:

Bp= £l Jleen Eﬂt) (4]

where Et = A apecific met of behavior manifested by am individu=l at time &
Toward an chiect.

'ﬂ"t—n = Affect toward the ohiegt baged < past satisfagtions ferived

from exposure to the okiject.
UE_ = Unexpected events ewperienced by the individual at the time of
ovent manifeztation of behavior toward the object.

It is presased that affect and behaviorsl intentisns are mmeorvelated with
mexpected eventz, and that occurance nf unexpeciad events at the time of
;IﬂnifeStﬂ‘EiUn of behavior can either enhancs or Iahibit the conversion of
affest and behavioral intentiem imto actual behavier. Behavieral inteation
iz hypethesized to be a finction of 1) evaluatiwe heliefs about the cbiect:
2) socizl stereotype about the ohisct &5 perceived by the individual:
7} anticipated situational factors 1,.& those that he could anticipate and,
therefore, caleniate their pozsible influences on hiz plans or i{ntentions:
and 4) affective tendancies based on his past satisfectory/unsatisfastory
axperiences with respect to the chisct. Ewpressed in the form of a funeticoal
relation, behavioral intemtion In the Sheth (13874) model iz reprecentsd as
Folleows

Bt = £(ER, 55, &5, A) [51
Whers BI = the individial's alan o behave in a certain way toward the
attitude object.

ER = the individpal'sz setz of evaluative Leliefs abeut the attituds

shject.
88 = the Individwal's szoclal sterectype beliefs infivencing his behawior

towand the object,



A5 = the Individual'™s anticipation of events a* the time of his planned
mauifestation of behavicr toward the ohject.
and & = the imdivideal's affect toward the object bhased op patterns of past
catiafactions derived from being exposed to the cbiect i, on
reinferced habit toward the ohfect.

With reference to the ahove foreulaticm, it iz swvppested that 13
gituations may arise whem these four facters (EE, 55, AE and A) may in fact
act in cppozition to one ansther; apd 2) in situations where habit-forming
patternz are likely to predominate, the behavicral intention could ba
determined primarily by affective prientatisn with respect to the object.
‘In fact, in swsh cases, substitution of affect in the place of evaluative
beliefs may lead to superier predicticn,

Evaluatiwve belief: are asngaptuzlized as serving the instrumental-
utititarian furction in the cognitive domain of the individual. Follewing
Katx (19E0} apd Katz and Stotlasd'd1558) origiral formulaticm, the sat of
evaluative beliefs are assuted to be amltldimensional Zn taturs which would
require a dimensional analysis (=uch s factor analysis} for it.s operational
representation. A profile analysis of the atritude ohijectts malient
functicmal properties as they relate to the needs of the individual is
ordinarily calisd for. In an eariier paper, Shath (1571} arguea that there
is no expliciz theoretical reasan as to why the fndividoal would not oetain
the distinet multidipensional propewties of the evaluative beliefs.

Affact repretents the positive ov nagative predispozition of the
individual in relation to treating the object as a goal object. Ordinavily.
affest 1s based on satisfactions derived from past experiences with the
abjeat.

Social stereotype is sconcedtudlized Iin terms of all the fastors i,e



sonig-eoenonic, detographic and cther pole-related images of the attitde
ebiject that fnvelvas the individual's soeial imagery o commotation of the
ebjegt. It iz presumed that these =acial imagery or covnotation of the
ochject exevrcise normative infiuences on the individoal as +o how he should
behawe with vespeet to that chiect in future points in time, WVeriazbles
such as age, sex, education, occupational stylss, iifa gpcles and styles
ete.  comtrihute to the developeent of socizl imagery of the object. This
sterectype factor 1s also presumed to be 3 multidimensional concept which
requires & dimensicnat analysis on a profile of percepticns ag they relate
to a variety of socially relevent Faotors.

Anticipated situation factor includes a1l the relevant sctivities the
individual may engage in at the time of performing the actyal hehawicral act
in question. Ocourenca of a desirable antieipatad sitnarion may enhance the
bebavioral inteption while o undersirable situation would hava an adversa
effact.

It is presumeﬂ that this anticipated slfuation factor 25 muek mors
sitgation dependent and ad hee than the socizl stereotype or svaluative
telief fastors. As & Yesult, ooe can net possible develep an invariant list
of varizbles as indicators of the anticipated situation facrar, Never-
theless, one can determine some generalized contingehciss that could
realistieally be pelated to behavioral intention. Suck indicaters could
1} eyclical phencmena soch as holidays, vacatiens, birthdaps, schooling,
edusatien, ete.; 2} anticipated mobility such a= moving o a new neighbor-
hood oo to a new joh, ete, It is believed that in view of the rising rate
of mobility a numben of buying decisiope may strietly e due to thiz facton;

3} apticipated financial zituation of the decision-maker, This ineludes
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his anticipated incomes and expenditures thet may affect his buying intentiona.
And finmally, in the formulatien of hehawvicr, Unexpected Events {UE)
are vefarred to as the antecedent and continguous stimuli that say Impinge
on the fedividuzl at the time of his engeging in the given behavior act. In
other words, it refers to all the situatiomal fasters that might change the
planned course of action of the individual by exereizing same directive
influences. In bwyer behavier, the Unexpected Events factor can be illuatrated
by the ammoumcersnt of the sale of a competing brand in the supermarket, which
influences the purehase plan of the housewife. More impertantly, it iz
hypothegized thar it iz the intention te opt for acwe supposedly move rational
phoice that the infiuenca of Unexpected Events bay change what otherwise

would hawve been an "act' bazed upon priov plarming and affecr.

Multiple Regression Formulztion

As moted esavlier, the Fishbein Medel (1967} can be empirically tested
by rewpiting It in the form of a multiple repgressiem equation. Thus=, taking
Behavioral Intention 4z the dependent variable, we may tast the model in
terms of Its oripginal fortmalation.

81 = dast u, + {NE x MCJ " is]

The Sheth model {1%74) Iz weitten in the form as stated eanlier, i,s taking
Behavieral Intettien as the dependent weriable, the model iz as follows:

Bl = b, [EB] + by [SE] + b, [5] + b, [4] [7}

The socope of the study is limited to the predieczion of consumer buying
Intertion only. Our reasens for dedng =o are az Follews:

1} Fishbein's mpdel ie limited ooly to the wrediction of behavieral
intention i,e, it deesn't specify the sature of varisble that impinge o

interven bLetwaen the expression of bshavicral intaption and the manifestatiom
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of &n over:; behavicral ect. Also, such 4 procedure is apreeable to the
ordiginatars of the two models.

2) Dbata collection iz emsy only upte the behavicral intenticn lewel.
Imderstandably, i+ is diffioult to collec* data oo each Individual's ackual
behavioral act with respect to the ochiect for a large scale empirdcal atudy.

3) Hetrer contrel ip design of the study and ite implementatien is
possible only if Dehavicral intention is taken as the velevant dependent

wariahle for pooparative predistion purposes.

KETHOD AND FROCEDUREZ

Sample Compasition

The empirical! investipation of the relztiemships amstg the various
cowponents of the two models is based.nn the data collected on a sample of
243 respondents. The respondenta were housewives and students from the
community of Urbana~-Champatgn, Illinosis. A =eparate znalyeis of the
stedents and housewives sampled produced identice]l resylts for hoth medels
=supporting previcus evidense [Sheth, 1970} that these two groups do not
differ significantly with respect to psychelogical proceszes although they
may @iffer In theiv inwolvement and substantive outcomes with respect to

an ohiect,

Tne Attitude Chiect: The attitude cbjeet selected for the present study

was the Pinto ear manufactured by the Ford Yotor forpany Ltd. An ipdepth
interview with twenty-five housewives from the Urbena-Champaign commmity
and twenty-Five gtudents from the University of Illincis carried ont daring
the Pilet Study revealed the {apoptanpee of 'Pipgto' &5 4 svitable eap fom

buyers in the socio-economic ranpges of the target population.
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Pilet Study: In swrder to ebtain welevaot bhelief items pertainicg 1o the

act of buying Finte, 2 pilet stady wes conducted on an Indepandent sample

of 40 respondents. Each of <ha vegpondents was asked +o eiisit a nrumber

of o5t salient beliefs absut buving 4 car by asxing them "Whes huying an
agtemebile, what brand aharacteristics or properties are Dmportant te youih,
Frem @ {requency coirmt of the pesponses, the attributes ocouring with the
greatest frequency were selected for constructing the balief scales. Such
4 procediwe ylelded altogether twelve belief iltems pertaining to the product
categery under cofsidevatiom, SIm{lar bhelief items have been used by other
rezearcherd in studies relating to avtomsbile purchass {Alpert, L2871, Spring

AMY Proceedings F. 312-18},

Dpepational Definitions of the Thecretical Constructs: The various construsts

in the Fiskbein model are operativnally defined as follmms:
1. Aact ~ attitude toward the act. The first compoment of Azt wag
the B, coaponent. The eevcept "my buying Finto" was vated om a
nimber of seven-point s2dles ranging from probable to improbable.
The specific rating scales ased was the follewing:
My buying Pinto woutd mean

buying an automehile that is
eoonamieal to operate prorable @ ¢ i  improbable

Pollewing Glassman and Fishbein (1373}, these beliaf items were especially
sonstrusd so as to represent a specific copnitlom with resnect to the 'zet
of buying Pinte' ag opposed to the "Pipten per se.

The ai component Was measured Dy the standard procedure of semantic
differential scales. Each ai cowponent was rated on 3 seven—point good-had

samantic differentizl scale. An example Is as follows:

Buying a car that g egopomicel
to operate 1s good o i o 1 : Dad
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%, Nopmative Zeliefs {NB'z)

Since i+ iz diffieuit wo {denti®r relevant soeisl groups whe would
exeraise potential normative Influerces on any giver individual as far as
the aet of bhuying a gar is coheerned, an altermetive procedure was adopted.
Buch a procedure, often used in other =tudies pertaining to tha use of
birth-centrel contraceptives =tc. fe,g Glassman and Tichbein, 19730 ic
intended to tap +he apgprapste scocial normative influcstces exercised upoa
the indfsidwal by a1l the pelevant groups. The particutar scala uced was
the following:

Others whe are importamt to me think

Tghawld : : : = : : I chould mpot

buy a Pinto

3, Motivation to Comply (Ma's}

¥o'z with the mormative beliefs was fapped by a procedurs divectad
at the generalized tendencies of an Individual o comply with the ncrmative

expactatione of hiz velevant social groups. Such a proesedime has oftsn bean
by i,8,, -
recommended/Tishbein (1372) and dis assoniates/Classwar and Fizhhain [1973).

The scale tapplng such motivationsl tendency was as follows:

in general T In generat® I denfs
want to do [V L S S Wwant to de

What others who ave

important to oe think I

should do

4, Bahavieral Intetition (=I}

Behavissal Catenticd ascording to Fiahheinls formulation was measured
by the wse of the following acale:

I would R T S I I would mot

buy Pinta
Operarional definitions of the varisut construets in the Sheth model

are az Sollews:



Evaluative Beliafs (EB'a)

1y

The twe_we beilef items were op- *tioralized in thz £heth model as

follews:
1. FINTD is a luury car
2, FPINTO has big engite
poeT
3, FPINTG pellutes
anvirtmment excessively
L. PINTO is '"sporty'
%, PINTO is expenaive to
by
B. PINTQ is ecomomical
te operate
7. PINTC is a very durable
oar
8.
. PINTG provides good
handling
9. PINTO ia a very saie
car
16, PINTD provides
somnfortabls »ide
11, FPIHTY aceeleratas
vermy wajll
12, FPLUTO has good resale

value

—" —

FINTG k2 an acomiomy ocar

EINTG has very small
engine power

PEIRTO pollutes the
environmetit just like
ary other car

PINTQ iz net 'sporty’

PINTO Iz aconcmical t+o
by

PIHTO iz axpensive to
oparate

PINTO iz only average in
durakility

PINTO provides poor
handiing

FIKTO is a wary unsafe
oarm

FINTO provides
uncomforable pide

PINTO does not ecceleraie
zatisfactorily

PINT: has poor rasake
walue

It iz to be noted that the belief itams are ot drawh to the extrema ands

of a continmge i,e they are not necessarily bi-polar in nature.

It is

argued that .evaluations of the bellef items pertaining te any sct of buying

are not carried to thelr extreme probabilitier becau=ze such prebabilities

ara hard to find in the real worldd of consumer behavier (Howerd amd Sheth,

1965).
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Social Sterectypes (55}

Tne soeial stersotype toward the Pinte car wes measured In the form of

projective type guestions. The specific rating scales are repreduced below:

Zan not
L. PINTO Judge
iz meant for young Stmongly Stoongly
peaple only [ Agree  : : : : & : Disagree
2. PINT}
is meant for peaple Strongly Stremgly
ohly mederate income Agreme @ H Disapren
3. TINTO
is sunitable for older Strongly Btrongly
peaple Agree ;3 1 3 1 1 Dizagree
4. PINTD
is a 2ar meant for Btrangly Strongly
everyhody Agres i : x ¢ r ] Digagras
5. PINTO
is great as & sacond car Strongly Strengly
in the fanily Agree . 1 @ ;__Dsagree

6. Teenagers apd College
students love PINTO ] | Agres _ 1 @ & oz : oz ]
T+ Very pich pespls wonuld
never coasider buying

a PINTG Apres ror v ot 1 Dizagrea

B, DINTD iz great for a2
bachalor

O I B S w B I
=1
:
1
1

B, Yeunp unrarvizd wozen
prefer PINTO -

Affact {A)

Cwerall like ot dislike toward Pinto was measured in terms of the
quastion construsted a2 follows:

Flease indicata the extent to which you arve favorably oo wmfavorably
predizposed toward Finto.

Mosgt faverable I T Mast unfarcorable

toward Pinto toward Fionto
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Anticlpated Situatien {AS ):

The impor—ance of Anticipated Situatisn factors were peasured by ioveking
in the respondents the possibility of a nuther of unforseen events (such as
moving from the present locality, getting narcied, pirth in the Family, ete.)
which eould conceivably affect their bupitg ivtentiems. Their subjective
estimation of the impact of suck situational Ffactews on thelr behavieral
intentlion were measured by a seven-polbt scale constructed with "Hot at all
eotizeivable’ and 'very much concelvable' at the two ends of the cootinuum.
Thrae such =cales related to persemal, baying and finanoial =itustions wers
identified and the swbhjective estimates of the effect of these facters on
Behavisral Imtention was cbtained. & apecific gquestion was as follows:

Iz it centeivable that you might change your intention te buy or not

to buy an avtomebile becavze of some unforeseen events Sor example,

goving, getting warried, birth Iin the family, unanticipated change

in your finaneial statas or deciding to tazke vacations) you did not

anticipate zay o¢gw in the next six months?

Hot at all ¥ery much
conceivable i3 & : 1+ conceivabie

Behaviecral Iolention (3L}

Az noted carlisr in our Sizacuesion of the Sheth wodel, behavioral
intention was meassured Ly askiag the resvendent 'If you were o buy an
automchbile, how fericusly would vou consider buying = pinte?’

finitely would comsides I I T Definitely would not

buring a PINTD coneider huying a PINTQ

Thus, in the EBheth model hehavieral I[atention is, at least implieitiy, a
qualified expreasicn of behaviop. 4l8s, the operationalizatieon sugpests that
behavieral intenticn ia sade conditiomal to the faet that the individyal is

consideritiy the pouspeats of huying an avtomebile.
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Use of Multiple Represeiom in Predictiwe Validation

In the myesent anelysis, testine of velative prediciive afficacy of
the two mgdels was carried aut in three stagss. Firs:, we cotpare the
multiple Rtz of the models resuiting frem the regrﬁssicn of the wodel
compenents on the eriterion of benavieral intenticon. Suck a progedure
provides wus with the result: of prodictive power of both the models on the
apiterien ©F pehavieral intontion, Second, the muiltiple R's for each of
the nedels were computed om a randcoly drawn aample from tha total zadple
by tha split-balf methed and thet chockad spainsr the pagaitude of multiole
Rtz of 2ach of the medels. Thiz mathod checks both the pellability s well
as tha stakility of regression coefflcients for each of the nofels znd gives
indication of *the wariation (iF any) due to sampling fluctations. Sinhce fn
Sheth model fzotor scores for aveluative peliefs and sogial stereoblypes are
urilized in the predietor varisble set, principal components analyses wers
performed on these two sets of scales using the total semple. The factors
were then subjected to the eriteriom of varimax potation and the fagtor
goores for eich individual in the Az ple were chtained frem che rotatec
Factor icadings matrix. These Tactor scores were Xept invariant fer ail
further enalyses. Even when the sample was divided for the purposes of
predictive as wall as swese-validarion, the Fastor sacpes for each individoal
wera keot iovarisnt.

Timally, wa cooss validate the magmitude oF multiple R's on the
walidatior satple for Lok the models by using the regresaion coeffinients
chtainad foom the anatysie sample. Indeed, IF the models are predicting
the cmiterion scores accurately, It is to be axpestad taat the mulktiple Rz

chtained frob the analysis sample would he fdentical with that cbtainad from
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the validation sample for beth the models. Orogs validation i meant to
depict the pelative stabllity of regression waights for both the models in

4 randomiy Srawn sample frem the rl; nal samnle of reapondentz.

EEEMLTS AND DISCUESIONS
Eelow we prasent the results of Fishbein and Sheth medels respectively.

FPlzhbeity Modal Results

The resnlta of the —egressicn amalyses an both the fotal as well as

.

the smalysis gample for the Fishbein medel are summarised in Table I,

Tnaerr Tezhle | about here

As Iz avident frem Table 1, (Aact) is fourd to be a significent
prediotoy of buying intention, vhile (¥BxMo) dees not comtribute to  the
variability of BI. Multiple correlations are 0.47% (p < C.001) In the
total sample and OW4ET fp € 2.C0L1) ik the Analysis sawple, thus showing
that these two prediatos Jolntly assount Sor about 23 persent of the teral
variance Ln the total sapple and about 24 parcent of the total variance in
the amnalvsis sample.

Ueing the regresgion goefficienta cbisined in the analysis saople to
prediet the muttipie correlation for tae validation sample resulted in an
ovarall mapnitude of O.L22 (p < 0.001). The mognitade of this correlaticn
conffisient compared te that chtalned in the analysis sample i, O.4B7
{p < 0.00L) iz omly slightly lower. thus demonstrating once agaln that the
overall predictive efficacy of the sodel does not change appreciably due to
zampling fluctnations. In other words, Fishhein eocdel may be awpectsd to
aceount for abeut 23 percent of warigmce in buying intenticn in other

Teprezentarive samples drawn from this totel sample.
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Sheth Model Peaylts

fazults few the Sheth mcdel ame preseated in three stapes. First,
we present the rorated factor structuore of the evalyative heliefs (BB} and
sonial stereorype (E3) for the total sample. Sacond, the results of
multiple regression analysiz of a2ll the sredictor warishles with the ariterian
of consumer buying intecticn are stown. And finally, we present the cesults
of hoth aross as well as predictive veiidarior studies. An inepection of

the Table 2 shows that the first factor could ba termed az a Factom

[nzext Table 2 @hout pera

pertaining te the 'guality' dimensisn of Pinto as a passenger car. For
example, Items such as durability of the aaw, handling, safety, pide,
accaleration and resdle value load heavily cn this factor. The second factor
¢An be interpreted a3 representing the 'luxuricusneze' ditension of Tinto.
ftems relating to ludiry sconciy, =ize of the engine, pollutisn properties
and price load on this factor. The third factor, evidantly represears the
'sportymese” dimension of Fints. Belied items welatiag to spectyaess,
economy of operation and handling makas vp thiaz factor., Hext *he petared
fector structure of thw socidl sterectypn is prassured. Varicus items
loading on these factors rapresent the brand stereotype or imagery thet

Pinto seems to inveke in the mind oFf the respondents. Tor example, items

Iagart Takle 3 sheut here

representing the Zmage of Pintc a8 a car meant for bachelors, young wmmarmied
Women, teensgers and collegiates all lead heavily opn the Eirst facter, We
eoticeptualize thiz fastor ag wepressnting the conglomeration of thase soelal

ecpnitions that invoke the social stereotype af 4 cap meant for 'bachelors®.
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The second Facter seams to Tepresent the =social sterectype of Pinto as a car
meant for 'people with cnly modarers imoome’, And the =hird factor ind’cates
thet Pinte is & car that is sterestyoned with Tespect +o less affluent teaple,
Besults of muttiple regression in the Sheth codel ave summarized in Table 4.
Table 4 shows thet altogetker four wariakles are significant in the predictrion
of consumer buying intention. Affest towand Finto sesms 1o be the beat
tredietor of buying intention for both the total as well as the analysis

sample. Evaloative beliefs representing the ‘quality' ard 'sportyness"

ngert Table ¥ about hGere

dimensions asre alse significant sredicters, and the antieipatad buying
situation is aiso & determinsnt but im the nepgative giveetion. This latter
finding, very much conforming to the expectations of the moder, implies that
the influence of the anticipated buyizg situavien ean significantly feter
tha buying intenticn.

¥ultiple corvalations of all predictors wizh the criterion of huying
intenviens ave (W28 (p < 0.00X) for the total somple, apd 0.788 (p € 001}
for the analysis sample, expleining eaosur 53 pevennt of vaviance in the
total and 56 parcent of varlance It the melysls sample. The magnitude of
difference between the coywelation coeffieients chtaines in the anglysis
gafple and that in *he totsl sample i5 ¢ulte low, This ampirical finding
SUEEeETs that the owerdall peedictive efficacy of the model dces hot change
appreelakly due to zampling flactuations, Tinaily, wsing the regrassicn
coefficlents obtaines in the andiysics sample to predict the multiple cerrelation
for the validazion sample resulted in an owerall magnitude of O.6B5 (p < 0.GOLY-
The magnitude of this correlation coefficienr compared to that obtained in

the anslysis sampie i,e 0,742 (p < 0.001) i comewhna® lower. Howsver, the
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prediotive velidation vesults are stild highly s=ignificar:.

Since the w0 models use differemt number of predictor variables, it
iz nmecessary to zalevlate adjnsted R valuse (coefficient af determimstion}
by using the fullewing foroculs, Adeption of This oretadure would akloe ug
to make 3 direct comparision of vhe 2% cotained for both the modelz, The
formula usad was:

2

sdjusted B° = 1 - (J-p?y EL

N=n

3

Hhere M = sacple zize and n = opaber of predictoc variables in the
fivan todel.

As pointed out in vardious tables, the dveo in the owerall muliiple
correlation for the Sheth madel iz not wiry high - thus demsnstrating that
thiz surecicrity in predictive afficacy of the model can not be attributed

to the lavger naoher of vardiables in the She*h model.

Comparison of Results of Two Models

The results of tha analyses on the we models consistently peint to
the superigrity of +he Sheth oodel in terms of itg predictive efficacy. Both
the models perfors cuite satizfactorily when subjected to test of sradictive
and evesi-validation=. Thiz indizares that the regression coelficients
cbtained are quite stahle and ere not affectad by sample size considerations
apd that the predictive abiliiy is relatiwvely unchangsd over differsant randoo
samples from the same populetion. Fowewer, the Sheth model shtains better
correlations at sach lewel of analysiz. The superder predistive power of

the Sheth medel could perhaps be 2ttribated to rhe following reasene:

e asuremant of BE

Tirat, one of the mez: distinet differences between the twe medels I8 in

their cperatiopalization and meazuyrement of buying intentison., Fishbein
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(1967) has argued guits convinoingly that bekaviera® intention sheuld be
measured ¥ith respect to a specific cbjset and not & peneralized Zroup

of ohiects, Thusz, buying intention soould be Measured with Tespect o the
specific brand of @ sar suck as Fin%o rather thar the zenevalized product
categcry of 'zuténcbiles', This point is very significant te the measureman:
of Moring dntention. O she orher fand, Sheth goes ome step further and
recoomends that the baying Intentisn coward a specific obieer should be
further gualified with respest to the n-ed or motivation lavel of the
consumers  In the Sheth redel, therefore, the buving intentiss iz meazured
not only with respeet to a specific brand but also iz made canditfensl en
the fact that the respondent buys the profuct siass. Taus, the respondent
expreszes hiz intention to buy the Finto assuming that ne 32 Qons idering
puying an auytermolile. The Sheth medal, therefore, recopn’zes the Fast that
buying intentioms czn be prediated from attitudiral, sccial ané othep
variables ooly if the buyer hes any nead for the obfect. To exemire the
axtent to which the different BI scaies affect the results, ~he apalysas
ware repeated using the Sheth Bl scale on the Fiskbein medsl and vice wewsa,

These analyses produced almost insigniTicant shanges In the results pointing

Ingert Teble & and 5§ anoyt here

to the fact that thers are perhaps other Zmportan® reasons “or the diffevepoe

in the predistive pewer of the two models,

Variables Incorperatsd

Szcond, the Sheth made! incorporeies certz’n variables whish are oo™
recoghized in the Fishbein model. For ewamwle, heth Affect toward the object
and tmticipated 3ituation, which are significant predicters of BI in the
Sheth model, are pot considered in the Tisbbein model. Further, <heush oot

dlrectly relevant to this study, the Sheth oodel gives dwe vaccgnition o
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o uhexpected events thet might intervene between BI and behavier. The
faet that Affect towsrd the chbieet and one of the antiaipated situation
wariablea did come out gs significsns poedictors in the Sheth medel leads
Uz 3 belisve thet they are necessary foo 2 hetter model of sttitude-

behaviss relationship.

Opermztionatization of Constracts

Third, whereas in the Fishkein mogel the attitode toward toe act iz 2

corposite score, obtalneg Ly surming over the products of B, and a,, the

i
Sheth model s cperaticpalization of the same construct is accomplished

through the underiying dimensions of the eveluvative beliefz by fastor amalysis.
The disadvantages of the summation approach hawe been pointed out Dy several
researchers (Day 1972, Sheth 29Tk}, At least i the avea of consumer
psychology, there iz =till & contweversy as to whether beth componsnt=

(Ei and ai} are tecessary for measuring consumer atrtitudes toward 2 product
categary. The summation approacn assumes that positive and negative beliefs
end imporrtances fancel edck other oot Lineawly (1,e¢ zamata) and aimplify

the cognitive strueture.  Such an assumption need net neocossarily be toue,

m the @ther hand, Sheth's approzch is based on the aotion thar the
congumer rataits a profile of assesscent ~F the gblect bv means of certain
undarlying dirensionz of evaluative heliefs, The recognition of the
multidimansicnality of the cognitive strusture is, thus, a distinet
advantage of the Eheth model, The same argumest hatds in the case of the
soeial variaples comsidered by the twe modelz. The facter analytic approach
adopted Ly Sheth seems supericr €0 the sumation of (NB x ¥0) adopted by
Fishbein. It geems veassnabls to dvpgus that with reference to poor predictive

gbility of social-context reiated variahles in botk the Fighbein as waell
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as in the Sheth model, it sesrs TeasoRable to assume that Pinto iz prchably
& universs: car.  What thiz means is tha* homopeneity in the sample witl
raspect to Life ecycle, aselo-agenemis status, oooupaticonal styles have alse
reduced the social imagery of the brand. Such a reduction ip social imagery
sonnetation of Pinto has reduced its comtribution te intentier of buying

'the Pinta'.

IMPLICATICNS FOR FUTVRE PESEARCH

These are zeveral implicatisas of the pesults of <his study. Perhaps
the most important one is the reaffirmation of the wisws expressed by
geveral reccarchers that attitude towand the obiset on art =re not
necessarily the major determinants of behawiopal intentfon {Wisker 18962,
Sheth and Rafu 1872). In fact, the current trend of wesearch (Ehrlich 19693
in this area has been directed at identifying appropriate podevator vapiables
that cowld conceivably affect the relationship. A mope vecent review
{lizka, 1974) almest conclusively shows the imporsanee of mubtivariate
eopceptualization in erder to establisk viable attitude-behavier research.

But it would not he sufficient . merely identify The Intsvvening
variables. OSystematic research iz alsc needed to:

1} eperationzlize these variables acd dewelop soales to measure them.

2)  ineorporate them In fermal arzitudinal medels.

3} rcompare the Jiffspent atritudina: medels on relevant criterta

in a variety of situations.

Though thiz gtudy Ly ne means addrvessez o all the above Iszues, it ia
at least & step in the direetion of comparing tws distinct cenceptual models
of attitude structure in terms of their pelative effircacy in the orediction
of buying intentions by using the criteria of predictive and cross-validation.

It iz boped that vigorous walidation studies on the existing actitude modala
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woild reveal thelr respective otrengths and weaknesses-thus extending our

undarstandivg of the role of atrtitudes in boyer bekavior.
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TASLE 1

Fighhein Model Besulte on Teral
Sample aud Anelysld Sampls

Predictor Total Sample Anglysis Sample
Muzél W=lZ4

Variables

Bata Wt. 8td. Error Eeta W, Scd. Error

drdehe Kk

Aact - EBiai 0.467 0.057 0. 485 0.079

(HBzMC} -0.637 0.057 -0.043 t.079

Myltipie Correlatirm Sdk Wb

(B} 472 0,487
2
L 0,223 0,237
z

Adjusted R 0,220 €.231

F ratic 34.238 13.823

Std. Error of Ezcimate 1.584 1.61%

® P (.05
ok P 0,01
Ak P J.001
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44

b

7.

10.

11,

1.

S

TABLE 2

Rotated Fector Structure of Evaluative
feliefs on Total Sempla (H=243%)

Ttems Factor I  Fector IT
Lusury { Beomomy =0.077 D.B38
Biz/Smzll Bagine 0119 0,73
Polluclon 0. 068 0,723
Sportymess 0.035 0,175
Expengive/Beonomical to buy 0.118 0. 680
Economicgl to operate Q. 100 -0, 608
Durnﬁility 0.731 2.108
Good/Foer handling 0,605 -0,179
Safety 0.827 8.071
Bda ¢.828 0.047
Accleration 0.648 0.19:
Esagle Valus 0. 638 ~0.06%7

of h2

Total Warience Explained = 60.058

Factor TII
0,150
0.260

=0 DB&
0,847
0.018
0.400

-0.103
0. 484
3.037
0.04%
0.218

G.038

a2

hi

0.733
0,821
0.531
0. 744
Q.476
0.538
0.555
0.632
4.691
0691
0.5013

. 435

7.207



TABLE 3

Botated Factor Sempeture of Spelal Stercotype Beldiefs

em Tokal Sample (N=243)

Ttama Fapeter 1 Pactor 11
1. PINIC fs mean for young

people only 0.146 a.763
2. PINTC is meant for people

with moderate income 0.113% 0.615
3. PINTD ie suitable for plder people 1.092 =0.857

4. PINTO is & car meant for evervbody O.180 =0.698

5. PINIG 13 great as a aecond car in

the Family 0.651 -0. 085
&. Teenagers and Callege students

lova PINTD 0,747 0. 058
F. Very rich people would never

consider buying a PINTD 0.05%3 0.178
8. PINIC iz great for a bacheler 0.568 0.012
5. Young unmerzied wotien prefar PINTO 0. 78% 0.a14
Sum of 1'|.2

Total Varlance Eaplained = 55,907

Facror 1IT

. 1546

&.095
0.095

—0.106

0102

=020

0.867
=G 484
0.113

a4

We

0.625

0.401
0. 450

0.531

LT

¢.613

0.786
0.357

0.62E

5.032
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SHETH MOIEL PESULTS UN TOTAL SAMPTE AND ANALYSIS SAMPLE

Predictor Varishles

Total Sample {H=243)

Anplysis Ssmple (N=1x4)

Beta Wt. Etd. Error Beta We. Std. Error

Evaluative Belief (Factor I} 0.121% 0.054 G 26 7%k 0.08n
Evaluative Balief {Factor II} =0.015 0. DB G042 0.96%
Bvaluariwe Beliaf (Factor EIL) Q.125  (O.047 G.170% 0. 069
Social Bellefe (Factor I3 =0,005 0.051 =0.03% 0.072
Speial Beldefs (Factor IEY =0.017 Q.057 B.a32 0,065
Social Beliefs {Fackor IIT) —0.024 0.047 —0.051 0.4a71
Affect 'Io_rward Ublect 0. 483%%*  (.058 0. ABgrxk 0.088
Antdclpated Sitvarion (Personal) 4.639 0.0&7 G037 0. 068
anticipated Eituarion (Buying) ={.245%%% 0,051 =(]. 259%% B.0o3
Anticipated SFltuation (Fimsoelial) =049 0.046 =-0.069 0.064
Multlale Correlatiom (R) . Ti1BkkR 0, FA0*&%

% £.330 0.361

Adfusted B 0.512 0.526

F rarip 6. 148 14.433

5td. Error of Estimate 1.384 1.338

*F

£6,05
*éE L G,01
iap {0,001



TABLE &

Fighbeldn Model Resylts with Sheth
Behavioral Intention Scale
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Total Sample Analyals Sample

Prodister =143 N=124
Veriables

Bata We. Std, ErTer bata Wt. 3td. Error]
bAapt = E 5131 [T b.G57 0, g Gxses 0.081
{HExMC) =0.12]x 0.057 -0,777 0.081
Multiple Sorralstion

() 0.45qwme 0. G4 Skack

wl . 238 0,200
Adjusted B2 0,236 D.134%
F ratle 37.649 15,164
3td. Error of Estimate 1.737 1.745

#po2 0,05

*% o< 001

A oo 0,001



TAERLE B

SHETH MODEL RESULTS USING FLSHEEIR'S
SEHAVIORAL. IRTENTION SCALE

k)

Fredictor Variablea

Teral Fample (X=243)

Mnalyels Sagple (WH-124)

Betia Wi, 5td. Error | Bera Weo 3td. Errer

Evaluative Bolief (Facuar I} 0.85%7*% 0,057 [, JLEARn 0, bEn
Evaluative Balief (Factar 11) =.031 0. 043 0.026 0. 063
Bvaluative Belief {Farctor EI1) 0. 054 0,030 0,119 {.4&0
Social Heliefas {Fastor 1) 0047 0. 0654 U.008 0.072
Social EBellefa (Faetor II} a.pLe 0,043 0.034 Q.06
Soctal Bellefs (Factor I11) -0,0728 G 050 =0.019 0.071
Affect Toward Object Q.980%e 0051 0. Ga0kk 0.088
Anticipated Situation (Feracpal) =0.035 4. 050 0012 0.0a7
aatfripated Situstion (Buying) =0.13% 0.054 =-0.118 0.070
snticipated Situation {Financial) 0,030 0,049 ) =0 b.064
Mulciple Correlariem (E) 0. 657V 5. 751%E*
22 0.472 0.564
Adjusred v2 0,452 0.526
F zarla 23.73%2 14,644
itd. Error of Estimgte 1,336 1.262

X p o< 0.05

* p < 0,00

e oo« (301
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