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A b stra c t

AN INVESTIGATION OF CONSUMER EVALUATION PROCESSES:

SERVICES VERSUS GOODS

by

Ahmed A li M oustafa Solim an 

A dv iso r: P ro fe s so r  Leon G. Schiffm an

The o b je c t iv e  o f  th e  s tu d y  i s  to  compare consum ers' p e rce p ­

t io n s  o f  p u re  goods, g o o d -se rv ic e  (GS) co m b in a tio n s , and pure s e rv ic e s  

in  te rm s o f  th e  d eg ree  to  which each p ro d u c t c l a s s  p o s se ss e s  s ix  

c h a r a c t e r i s t i c s ,  th e  d eg ree  o f  p ro d u c t invo lvem en t, th e  r e la t io n s h ip  

between p ro d u c t f a m i l i a r i t y  and p e rc e iv e d  r i s k ,  and th e  im portance o f  

fo u r e v a lu a t iv e  c r i t e r i a .  The c h a r a c t e r i s t i c s  t e s t e d  a re  i n t a n g i b i l i t y ,  

p e r i s h a b i l i t y ,  s im u l ta n e i ty  o f  p ro d u c tio n  and consum ption, n o n s ta n d a r­

d iz a t io n ,  buyer p a r t i c ip a t io n  in  p ro d u c tio n , and b u y e r 's  ab id an ce  by 

s e l l e r ' s  r u l e s .  The e v a lu a t iv e  c r i t e r i a  in c lu d e d  in  th e  s tu d y  a re  

p r ic e ,  recom m endations o f  fam ily  and f r i e n d s ,  f r i e n d l in e s s ,  and 

lo c a t io n .

I t  was h y p o th e s ized  th a t  s u b je c ts  would p e rc e iv e  h ig h e r d eg rees 

o f  a l l  s ix  c h a r a c t e r i s t i c s ,  a t t a c h  more im portance to  th e  fo u r e v a lu a ­

t i v e  c r i t e r i a ,  and be more in v o lv ed  w ith  both  p u re  s e rv ic e s  and GS 

com binations th an  w ith  pu re  goods. D if fe re n c e s  between pu re  s e rv ic e s  

and GS com binations  were h y p o th e s ized  to  be in s ig n i f i c a n t .  I t  was a lso  

h y p o th e sized  th a t  p ro d u c t f a m i l i a r i t y ,  in  g e n e ra l,  would be in v e rs e ly  

r e l a t  d to  p e rc e iv e d  r i s k ,  and th a t  th e  m agnitude o f  t h i s  r e la t io n s h ip  

would g r e a te r  fo r  pure s e rv ic e s  and GS com binations than  fo r  pure



goods.

Three p re te sts  were undertaken with three independent samples 

to ta lin g  212 business students. The f i r s t  p re test examined the impor­

tance o f  15 serv ice  eva lu ative  c r it e r ia  across 15 serv ice  o ffer in g s . 

This p re te st a s s is te d  in s e le c t in g  the four c r it e r ia  used in the study. 

The second p re test used two independent samples who c la s s i f ie d  th ir ty  

products into the th ree types u t i l iz in g  two d if fe r e n t methods: d irect  

and in d ir ec t. Then, the product scores obtained from the two samples 

were used in  v a lid a tin g  the product typology through factor  a n a ly s is .  

Two o ffer in g s  from each product type were se lec ted  from the va lid ated  

products for  in c lu sion  in  the main study. The th ird  p re test estab lish ed  

the r e l ia b i l i t y  and v a l id ity  o f  the involvement sca le  developed for  

th is  study.

A c r o ss -se c t io n a l, convenience sample o f  436 heads o f  house­

hold from the New York Metropolitan Area and th e surrounding suburbs 

was contacted. A to ta l  o f  352 questionnaires were returned, from 

which 326 usable responses were entered into the a n a ly s is .

MANOVA and ANOVA t e s t s  were performed. The LSD method was 

used to  examine d ifferen ces  between the three product typ es. Product 

type was the independent (p red ictor) v a r ia b le . Service c h a r a c te r is t ic s , 

product involvem ent, and evalu ative c r it e r ia  were the dependent 

(c r ite r io n ) v a r ia b les . F ive measures o f  a sso c ia tio n  were used to 

examine the re la tio n sh ip  between product fa m ilia r ity  and perceived r isk .

The findings in d ica te  th at the means o f  both pure serv ices  and

v



GS com binations a r e  s ig n i f i c a n t l y  h ig h e r  th an  th o se  o f  p u re  goods in  

term s o f  a l l  s e rv ic e  c h a r a c t e r i s t i c s ,  e v a lu a tiv e  c r i t e r i a ,  and p ro d u c t 

invo lvem en t. S ig n i f i c a n t  d i f f e r e n c e s  a r e  a lso  found between th e  means 

o f  pu re  s e rv ic e s  and GS co m b in a tio n s . GS com bination  means a re  found 

s ig n i f i c a n t l y  h ig h e r  th a n  th o se  o f  p u re  s e r v ic e s .  I t  i s  a ls o  found 

t h a t ,  when th e  two o f f e r in g s  w ith in  each p ro d u c t c l a s s  a r e  taken  

to g e th e r ,  p e rc e iv e d  r i s k  o f  p u re  s e rv ic e s  i s  h ig h e r  than  th a t  o f  GS 

co m b in a tio n s , and th a t  o f  GS com binations i s  h ig h e r  than  th a t  o f  pure 

goods. P roduct f a m i l i a r i t y  and p e rc e iv e d  r i s k  a re  found p o s i t i v e ly  

r e l a t e d .  As ex p ec ted , th e  m agnitude o f  th e  r e la t io n s h ip  between 

th e s e  two v a r ia b le s  i s  found g re a te r  f o r  b o th  p u re  s e rv ic e s  and GS 

com binations th a n  fo r  p u re  goods.

In g e n e ra l,  th e  f in d in g s  o f  th e  s tu d y  e m p ir ic a lly  su p p o rt 

s e v e ra l  c o n c e p tu a l r e la t io n s h ip s  t h a t  a r e  proposed in  th e  m ark e tin g  

l i t e r a t u r e  ab o u t th e  d i f f e r e n c e s  betw een goods and s e r v ic e s .  

A d d it io n a lly ,  th e y  s ig n a l  th e  s a l ie n c y  o f  GS com binations a s  a p roduct 

c l a s s  t h a t  shou ld  be d is t in g u is h e d  n o t o n ly  from p u re  goods, bu t a lso  

from p u re  s e rv ic e s  c o n c e p tu a lly  a s  w ell as  s t r a t e g i c a l l y .



ACKNOWLEDGEMENTS

D espite the p ers is ten t and ted iou s e ffo r ts  spent in working 

on th is  d isser ta tio n  for many long days and n igh ts, there are many 

persons who have made i t  p o ss ib le  for me to  reach th is  po in t.

F ir s t , ay Supervisory Committee, Drs. Leon Schiffman, Conrad 

Berenson, B i l l  D illo n , and Steven Schnaars have been supportive and 

generous in  a s s is t in g  and guiding me throughout the d iffe re n t phases 

o f  the research . In p a rticu la r , the encouragement and cooperation o f  

Dr. Schiffman, th e Chairman o f  the Committee, are grea tly  appreciated.

Dr. Berenson* s in sp ira tion  and moral support, e sp e c ia lly  when I needed 

i t ,  deserve my gratitude and sp ec ia l thanks. Dr. D illo n 's  exp ertise  and 

guidance in  the s t a t i s t i c a l  a n a ly sis  both during the p re te sts  and in  

the main study merit my admiration and p ra ise .

Many co lleagu es were both a c tiv e  in  and excited  about exchanging 

ideas with me about several conceptual is su e s . Many o f  them were 

gracious in  a s s is t in g  in  data c o lle c t io n . In p a rticu lar , I would l ik e  

to acknowledge th e help o f  Ed Fagan, Steve Gould, Dick Plank, S h er if E l- 

A asi, Royce Anderson, Nejdet Delener, and my dear friends Fawzy and Fatma 

Banawan, and Mohamed and Vermay Sadek. To a l l  o f  whom I say thanks for  

your time and e f fo r t .

A sp ec ia l thanks i s  in  order to  Nikki Tashkent and Ramon G allo, Jr. 

o f the Educational Computer Canter (ECC), Baruch C ollege, CUNY for th e ir  

generous help in  ta ck lin g  a l l  the problems associated  with s e t t in g  and 

operating computer accounts. Many thanks are a lso  due to  Sheri Prupis 

and Phil Tejera o f  Baruch's ECC, and Dr. Gaston Mendoza o f  F a irle igh

v i i



D ickinson  U n iv e r s i ty  a t  Teaneck f o r  t h e i r  v a lu a b le  a s s is ta n c e  in  

com puter program m ing. T h e ir  a s s is ta n c e  i s  much a p p re c ia te d .

Thanks i s  a ls o  ex p ressed  to  Dr. Jacob  Jacoby , D ire c to r  o f  th e  

I n s t i t u t e  o f  R e ta i l  Management, New York U n iv e rs i ty ,  Dr. Alan Dubinsky 

who i s  v i s i t i n g  a t  th e  U n iv e rs i ty  o f  M innesota , and Dr. W illiam  Zikmund 

o f  Oklahoma S ta t e  U n iv e rs i ty  who g en ero u sly  su p p lie d  me w ith  co p ie s  o f  

some o f  t h e i r  a r t i c l e s  which were d i f f i c u l t  to  o b ta in  e lsew h ere .

My g r a t i tu d e  i s  due to  my g rad u a te  and u n d e rg rad u a te  s tu d e n ts  

bo th  a t  Baruch C o lleg e , CUNY, and a t  F a i r l e ig h  D ickinson  U n iv e rs ity ,  

th o se  who p a r t i c ip a te d  in  th e  p r e t e s t s ,  and th o se  who a s s i s t e d  in  d a ta  

c o l le c t io n  fo r  th e  main s tu d y .

I  a ls o  a p p re c ia te  th e  m oral su p p o rt p rov ided  by my c o lle a g u e s  

a t  F a i r l e ig h  D ickinson U n iv e rs i ty ,  p a r t i c u l a r l y  Dr. Joi.r. O 'B rien  who 

alw ays ex p re ssed  h i s  encouragem ent to  me and h is  i n t e r e s t  in th e  

d i s s e r t a t i o n  to p i c .  Thanks John.

I  w ish a ls o  to  acknowledge th e  su p p o rt and encouragem ent o f  

D rs. B ernard  B elasco and L e s l ie  Kanuk o f  th e  M arketing F a c u lty  a t  

Baruch C o lleg e , and th e  e x c e l le n t  s e c r e t a r i a l  su p p o rt p ro v id ed  by Mrs. 

M olveine Karan o f  th e  Ph.D. Program in  B usiness a t  Baruch C o lleg e , CUNY.

And l a s t  b u t n o t l e a s t ,  my w ife  Madiha and my sons Amr, Ihab , 

M otazz, and S h e re e f  have been th e  most p a t i e n t ,  th e  most lo v in g , and 

th e  most c a r in g  fo r  a l l  th e s e  y e a rs . I t  i s  to  them, who d ese rv e  th e  

b e s t ,  t h a t  I  d e d ic a te  t h i s  humble e f f o r t .



TABLE OF CONTENTS

ABSTRACT................................................................................................................................. iv

ACKNOWLEDGEMENTS....................................................................................................................v i i

LIST OF TABLES.........................................................................................................................x i i

LIST OF F IG U R E S .................' ..........................................................................................  xv

CHAPTER

I .  INTRODUCTION ............................................................................................................... 1

Purpose o f  th e  S t u d y ............................................................................................  5
T h e o re tic a l  Background .......................................................................................  7
S ta tem en t o f  th e  R esearch  P r o b l e m ..................................................  14
S ig n if ic a n c e  o f  th e  S t u d y ..............................................................................  15
O rg a n iz a tio n  o f  th e  R e p o r t .........................................   17

I I .  REVIEW OF THE GOODS LITERATURE.....................................................................  19

P roduct Cues S tu d ie s  in  th e  Goods S e c t o r ..............................................  21
Review o f  th e  P r ic e  R e s e a r c h ................................................................. 22
S u m m a ry ..............................................................................................................  28
R esearch  I n v e s t ig a t in g  O ther Cues ................................................... 29
Brand Image S t u d i e s ...................................................................................  29
S u m m a ry ..............................................................................................................  34
S to re  Image S t u d i e s ...................................................................................  36
S u m m a ry ..............................................................................................................  37
S tu d ie s  on th e  P h y s ic a l C h a r a c te r i s t i c s  o f  Goods ...................  37
S u m m a ry ..............................................................................................................  38
S tu d ie s  on P roduct F a m i l ia r i ty  ............................................................  39
S u m m a ry ..............................................................................................................  44

Dependent V a r ia b le  in  Goods E v a lu a tio n  R esearch  .............................  45

I I I .  REVIEW OF THE SERVICE LITERATURE................................................................  47
S u m m a ry ..............................................................................................................  50

S e rv ic e  C h a r a c te r i s t i c s  and E v a lu a tiv e  C r i t e r i a  ............................  51
C oncep tual R esearch  on S e rv ic e  C h a r a c te r i s t i c s  .......................  52
I n t a n g i b i l i t y  ................................................................................................. 52
P e r i s h a b i l i t y  ................................................................................................. 53
I n s e p a r a b i l i t y  o f  P ro d u c tio n  and Consumption ............................  54
N o n s ta n d a rd iz a tio n  .......................................................................................  54
Lack o f  O w n e r s h i p .......................................................................................  56
Some S e rv ic e s  May Never be D e l i v e r e d .............................................  57
B u y e r-S u p p lie r  R e la t io n s h ip  ................................................................. 57
Buyer P a r t i c ip a t io n  in  S e rv ic e  P ro d u c tio n  ................................  57
S u m m a ry ..............................................................................................................  58

i x



TABLE OF CONTENTS (C ontinued)

E m p irica l R esearch  on S e rv ic e s  ................................................................ 59
S u m m a ry ..................................................................................................................  67

P e rce iv ed  R isk  and S e rv ic e s   ................................................................ 69
S u m m a ry ...................................................................................................................... 70

P roduct Involvem ent and S e rv ic e s  ....................................................................  71
S u m m a ry ..................................................................................................................  78

IV. HYPOTHESES AND RESEARCH METHODOLOGY................................................................  80

H y p o th e s e s .......................................................................................................................  80
R esearch  D esign  .........................................................................................................  87
P ro d u c t S e le c t io n  ..................................................................................................... 88
Measurement o f  V a r ia b le s  .......................................................................................  93

S e rv ic e  C h a r a c te r i s t i c s  .............................................................................. 93
P roduct I n v o l v e m e n t ....................................................................................... 94.
P e rc e iv e d  R i s k ...............................................................    97
P roduct F a m i l ia r i ty  ....................................................................................... 98
Im portance o f  th e  E v a lu a tiv e  C r i t e r i a  ............................................  100

The S a m p le ........................................................................................................................ 101
P r e t e s t s ............................................................................................................................. 104
Q u e s tio n n a ire  Development .................................................................................  106
Data A n a l y s i s ............................................................................................................... 107

V. PRETEST R E SU L T S...........................................................................................................110

V a lid a tin g  th e  P roduct Typology ...................................................................  110
F in d in g s  o f  th e  I n d i r e c t  C la s s i f i c a t i o n  Method ..........................  111
F in d in g s  o f  th e  D ire c t  C la s s i f i c a t i o n  Method ............................... 114
R e s u lts  o f  th e  V a lid a tio n  P r o c e d u r e .....................................  114
S u m m a ry ....................................................................................................................120

R e l i a b i l i t y  and V a l id i ty  T e s ts  o f  th e  Involvem ent S c a le  . . .  121
R e l i a b i l i t y  T e s t s .............................................................................................121
V a l id i ty  T e s ts  ...................................................................................................  129
S u m m a ry .............................................................................................................. 137

S e le c t in g  th e  E v a lu a tiv e  C r i t e r i a  ............................................................... 138

V I. PRESENTATION AND ANALYSIS OF FINDINGS ...................................................... 141

R e s u lts  o f  th e  S t a t i s t i c a l  A n a l y s i s ............................................................... 141
H yp o th esis  H . ...................................................................................................... 141
H y p o th es is  H2 ...................................................................................................... 160
H y p o th esis  H,  ............................................................................... 163
H y p o th esis  H , ...................................................................................................... 168
H y p o th esis  H * ......................................................................................................171
H ypo th esis  H ? ......................................................................................................174
H y p o th esis  H ^ ......................................................................................................177

D iscu ssio n  and I n te r p r e ta t i o n  o f  F i n d i n g s ................................................. 180

x



TABLE OF CONTENTS (C ontinued)

V II . SUMMARY, CONCLUSIONS, AND DIRECTIONS FOR FUTURE RESEARCH . . .  196

S u m m a ry ............................................................................................................................. 196
T h e o re t ic a l  Background ............................................................................... 196
H y p o th e s e s ............................................................................................................... 200
P r e t e s t s .................................................................................................................... 201
The S a m p le ..........................................................................................................204
M e th o d .........................................................................................................................204
D ata A n a l y s i s ....................................................................   206
S tudy  F i n d i n g s ...................................................................................................... 206

C o n tr ib u tio n , Im p l ic a t io n s ,  L im ita t io n s ,  and C onclusions . . . 209
D ire c t io n s  fo r  F u tu re  R esearch  .....................................................................  213

APPENDICES

I .  P r e te s t  Q u e s tio n n a ire  A ................................................................................216

I I .  P r e te s t  Q u e s tio n n a ire  B ................................................................................226

I I I .  P r e t e s t  Q u e s tio n n a ire  C ................................................................................ 231

IV. Cover L e t te r  and S tudy  Q u e s tio n n a ire  ...............................................  241

BIBLIOGRAPHY............................................................................................................................. 253

x i



LIST OF TABLES

T able Page

IV -1 Demographic P ro p h ile  o f  Sample .............................................................  102

V-1 P e rc e iv e d  W eights o f  S ix  S e rv ic e  C h a r a c te r i s t i c s  ......................  111

V-2 Comparison o f  S e rv ic e  C h a r a c te r i s t i c s  W eights -  S u b je c ts '
P e rc e p tio n s  v e rsu s  J o h n so n 's  (1969) W eights .................................... 112

V-3 Mean P ro d u c t S co res -  The I n d i r e c t  C la s s i f i c a t i o n  Method . 115

V-4 Mean P ro d u c t S co res  -  The D ire c t  C la s s i f i c a t i o n  Method . . 116

V-5 F a c to r  Loadings o f  P roduct S co res  fo r  Two C la s s i f i c a t i o n
M e t h o d s ....................................................................................................................117

V- 6  Means and S tan d a rd  D e v ia tio n s  o f  th e  F iv e -I tem  Involvem ent
S c a le  -  S h a m p o o ..................................................................................................122

V-7 Means and S tan d a rd  D e v ia tio n s  o f  th e  F iv e -I te m  Involvem ent
S c a le  -  Auto R e p a i r ........................................................................................ 123

V- 8  Means and S tan d a rd  D e v ia tio n s  o f  th e  F iv e -I tem  Involvem ent
S c a le  -  L ife  I n s u r a n c e ....................................................................................123

V-9 S p l i t - H a l f  R e l i a b i l i t y  o f  th e  F iv e -I te m  Involvem ent S c a le .  126

V-10 S p l i t - H a l f  R e l i a b i l i t y  o f  th e  T h ree -Item  Involvem ent S c a le  127

V—11 S p l i t - H a l f  R e l i a b i l i t y  o f  th e  F o u r-Item  Involvem ent S c a le . 128

V-12 S p l i t - H a l f  R e l i a b i l i t y  o f  th e  F o u r-Item  Involvem ent S c a le
-  Pure S e r v i c e s ..................................................................................................128

V-13 I te m -T o ta l C o r re la t io n s  -  The F iv e -I te m  Involvem ent S c a le .  129

V-14 I te r .-T o ta l  C o r re la t io n s  -  The 7 cu r-Item  Involvem ent S c a le .  130

V-15 F iv e -I te m  F a c to r  Loadings -  P r in c ip a l  F a c to r  Method . . .  131

V-16 T h ree -Item  F a c to r  Loadings -  P r in c ip a l  F a c to r  Method . . .  131

V-17 C h i-S quare  T e s ts  o f  No Common F a c to rs  -  T h ree -Item  S c a le  . 132

V-18 F iv e -I te m  F a c to r  Loadings -  Maximum L ik e lih o o d  Method . . 133

V-19 C h i-S quare  T e s ts  o f  No Common F a c to rs  -  F iv e -Ite m  S ca le  . 134.

x i i



LIST OF TABLES (C on tinues)

T ab le  Page

V-20 C h i-S quare  T e s ts  o f  th e  S u f f ic ie n c y  o f  One F a c to r  -
F iv e -I te m  S c a l e ............................................................................................ 134

V-21 F o u r-Item  F a c to r  Loadings -  Maximum L ik e lih o o d  Method . . 135

V-22 C h i-S quare  T e s ts  o f  No Common F a c to rs  -  F ou r-Item  S ca le  . 135

V-23 C h i-S quare  T e s ts  o f  th e  S u f f ic ie n c y  o f  One F a c to r  -
F o u r-Item  S c a le  ............................................................................................ 135

V-24 C o r r e la t io n s  between th e  Involvem ent S ca le  and a  One-
Q uestion  M e a s u r e .......................................................................................  136

V-25 Means o f  Im portance S co res  -  F i f te e n  S e rv ic e  C r i t e r i a  . . 139

VI-1 MANOVA M u lt iv a r ia te  F t e s t s  o f  No O v era ll P roduct Type
E f fe c t  on S ix  C h a r a c t e r i s t i c s ............................................................ 143

V I-2  MANOVA U n iv a r ia te  F T e s ts  o f  No O v era ll P roduct Type
E f fe c t  on th e  P e rc e p tio n  o f  S ix  C h a r a c te r i s t i c s  ................... 145

V I-3  ANOVA T e s ts  o f  No O v e ra ll P ro d u c t Type E f f e c t  on P e rce iv ed
I n t a n g i b i l i t y ................................................................................................  146

V I-4  I n t a n g i b i l i t y  Mean LSD C o m p a r i s o n s ................................................ 146

V I-5 ANOVA T e s ts  o f  No O v e ra ll P ro d u c t Type E f f e c t  on P erce iv ed
P e r i s h a b i l i t y ................................................................................................  149

VI- 6  P e r i s h a b i l i t y  Mean LSD C o m p a r i s o n s ...............................................  149

V I-7 ANOVA T e s ts  o f  No O v e ra ll P roduct Type E f f e c t  on P erce iv ed
S im u lta n e ity  o f  P ro d u c tio n  and Consumption ............................  151

VI- 8  S im u lta n e ity  Mean LSD C o m p a riso n s .................................................... 151

V I-9  ANOVA T e s ts  o f  No O v e ra ll P ro d u c t Type E f f e c t  on P erce iv ed
N o n s ta n d a rd iz a tio n  ................................................................................... 154

V I-10 N o n s ta n d a rd iz a tio n  Mean LSD Com parisons ......................................  154

VI-11 ANCVA T e s ts  o f  No O v era ll P roduct Type E f f e c t  on P erce iv ed
Buyer P a r t i c ip a t io n  in  P ro d u c tio n  ................................................... 156

VI-12 Zuyer P a r t i c ip a t io n  Mean LSD Comparisons .................................. 156

VI-13 ANOVA T e s ts  o f  No O v e ra ll P roduct Type E f f e c t  on P erce iv ed
B u y er-S u p p lie r  R e la t io n s h ip  ................................................................  158

x i i i



LIST OF TABLES (C ontinued)

T ab le  Page

V I-14 B u y e r-S u p p lie r  R e la tio n s h ip  Mean LSD Com parisons . . . .  158

VI-15 ANOVA T e s ts  o f  No O v e ra ll P roduct Type E f f e c t  on
In v o lv e m e n t .....................................................................................................  161

V I-16 Involvem ent Mean LSD C o m p a r i s o n s ....................................................  161

V I-17 M easures o f  A sso c ia tio n  between P roduct F a m i l ia r i ty  and
P e rce iv ed  R i s k ............................................................................................  164

V I-18 ANOVA T e s ts  o f  No O v e ra ll P ro d u c t Type E f f e c t  on th e
P e rc e iv e d  Im portance o f P r i c e  ............................................................  169

V I-19 P r ic e  Mean LSD C o m p a r i s o n s ..................................................................  169

V I-20 ANOVA T e s ts  o f  No O v e ra ll P roduct Type E f f e c t  on th e
P e rce iv ed  Im portance o f  Fam ily  and F r ie n d s  Recommendations 172

VI-21 Recommendations Mean LSD C o m p a r i s o n s ........................................... 172

V I-22 ANOVA T e s ts  o f  No O v era ll P roduct Type E f f e c t  on th e
P e rce iv ed  Im portance o f  Employee F r ie n d l in e s s .... ...................... 175

V I-23 F r ie n d l in e s s  Mean LSD C o m p a r is o n s ....................................................  175

V I-24 ANOVA T e s ts  o f  No O v e ra ll P roduct Type E f f e c t  on th e
P e rce iv ed  Im portance o f  L oca tion  ................................................... 178

VI-25 L oca tion  Mean LSD C o m p a riso n s .............................................................  178

V I-26 P e rce iv ed  R isk  o f  S ix  P r o d u c t s ......................................................... 191

xiv



LIST OF FIGURES

F ig u re  Fage

1-1 Continuum o f  E v a lu a tio n  fo r  D if f e r e n t  Types o f  P ro d u c ts  . 9

1-2  A C oncep tual Model o f  S e rv ic e  E v a l u a t i o n ....................................  . 13

IV-1 D ata A n a ly s is  P l a n ...................................................................................... 109

V ii-1  Summary o f  S tudy  F i n d i n g s ....................................................................207

xv



CHAPTER I 

INTRODUCTION

The grow ing im portance o f  s e rv ic e s  to  th e  U .S. economy i s  

u n d e n ia b le . A ccord ing  to  Survey o f  C u rre n t B u sin ess  (December 1985), 

s e rv ic e s  acco u n t fo r  4 8 .3  p e rc e n t o f  th e  G ross N a tio n a l P roduct in  

1985, w h ile  consumer e x p e n d itu re s  on s e rv ic e s  re p re s e n t  n e a r ly  51 

p e rc e n t o f  p e rs o n a l consum ption e x p e n d itu re  in  th e  same y e a r .

U ndoubtedly , th e  U n ited  S ta te s  has a lre a d y  moved in to  a p o s t ­

in d u s t r i a l  s o c ie ty  in  which s e rv ic e s  assume a prom inent p o s i t io n .

The s tro n g  in f lu e n c e  o f  s e rv ic e s  on th e  economy does n o t o n ly  a f f e c t  

consum ers' w e lfa re ,  b u t i t  a ls o  shapes th e  l i v e s  o f  m ill io n s  o f  

s e rv ic e  em ployees. F o r  in s ta n c e ,  K o tle r  (1982, 1984) s t a t e s  th a t  

tw o - th i rd s  o f  th e  non-governm ent la b o r  fo rc e  e a rn s  t h e i r  income from 

th e  s e rv ic e  s e c to r ,  w hereas 73 p e rc e n t o f  th e  U .S. non-farm  w orkforce 

a re  employed by s e rv ic e  b u s in e s s e s .

W hile th e  s iz e  and im pact o f  s e rv ic e s  a re  enormous, th e  

m ark e tin g  l i t e r a t u r e ,  a s  w ell a s  m ark e tin g  co u rse s  and te x tb o o k s , a re  

overw helm ingly  dom inated by th e o r i e s ,  te c h n iq u e s , and a p p l ic a t io n s  

in v o lv in g  p h y s ic a l  goods, even though th e  a u th o rs  d e f in e  p ro d u c ts  as 

encom passing b o th  goods and s e rv ic e s .

One o f  th e  im m ediate consequences o f  t h i s  r e a l i t y  i s  th a t  a 

la rg e  number o f  s e rv ic e  in d u s t r i e s  la c k  a m a rk e tin g -o r ie n te d  view ,

1



and adopt a production-oriented philosophy. Another outcome i s  the 

tendency o f  serv ice  managers to follow  the same marketing s tr a teg ie s  

and ta c t ic s  th at are applied by goods managers (u su a lly  known as 

product managers) in  manufacturing companies. To th e ir  surprise , the 

serv ice  marketers d iscover that those s tr a te g ie s  and ta c t ic s  do not 

always work.

I f  the goods approach to managing and marketing serv ices  i s  

inappropriate, i t  fo llow s th at marketing communications by serv ice  

marketers become In e ffe c t iv e  s in ce  consumers cannot id e n tify  with  

the messages.

A p p aren tly , s e rv ic e  f irm s  — w ith  few e x c e p tio n s  — la g  

beh ind  m an u fa c tu rin g  f irm s  in  th e  d e s ig n  and im plem en ta tion  o f  

in n o v a tiv e  m ark e tin g  program s th a t  c a p tu re  consum ers' i n t e r e s t  in  

s e rv ic e s  based  on s e rv ic e  c h a r a c t e r i s t i c s  which d i s t in g u is h  them 

from goods' c h a r a c t e r i s t i c s .  I t  i s  n o t s u r p r is in g ,  th e r e f o r e ,  t h a t  

th e  N ordic School o f  s e rv ic e  m ark e tin g  has  been developed  on th e  

n o tio n  t h a t  s e r v ic e  f irm s  may r e q u ir e  a m ark e tin g  approach  th a t  i s  

t o t a l l y  d i f f e r e n t  from t h a t  used  by m an u fa c tu re rs  o f  consumer goods 

(G ronroos 1983).

The Nordic School su ggests, for instan ce, th at in serv ice  

firm s, managing the marketing function cannot be separated from 

managing other business functions such as operations. As a r e su lt ,  

the management o f  serv ice  firms should hold the r e sp o n s ib ility  o f  

d iffe re n t business functions sim ultaneously, and s tr a teg ic  marketing



p la n n in g  can n o t be s e p a ra te d  from s t r a t e g i c  management p la n n in g  in  

th o se  f irm s . E m p irica l su p p o rt f o r  t h i s  p ro p o s it io n  i s  p ro v id ed  by 

L angeard, B a teso n , L ovelock, and E i g l i e r  (1981).

W hile a  l a r g e  number o f  s e rv ic e  o rg a n iz a tio n s  t r a d i t i o n a l l y  

adop ted  th e  p ro d u c tio n -o r ie n te d  p h ilo so p h y , o n ly  r e c e n t ly  have we 

w itn e ssed  few le a d in g  s e rv ic e  firm s  a g g re s s iv e ly  changing  t h e i r  

approach  to  m ark e tin g  t h e i r  s e r v ic e s .  T h is  i s  m ain ly  due to  th e  

developed  change in  th e  l e g a l  environm ent which prom pted th e  

d e re g u la tio n  o f  s e v e ra l  s e r v ic e  in d u s t r i e s  in c lu d in g  te leco m m u n ica tio n s , 

bank ing , and com m ercial a i r l i n e s .

The f e a r  o f  lo s in g  t u e i r  c o m p e tit iv e  edge, and th e  a g g re s s iv e  

te c h n iq u e s  used  by sm all newcomers ( e . g . ,  People E x p ress a i r l i n e s ) ,  

have fo rc e d  some o f  th e  e s ta b l is h e d  s e rv ic e  firm s to  re fo rm u la te  

t h e i r  s t r a t e g i e s  and r e a c t  q u ic k ly .  Some banking  i n s t i t u t i o n s  

in tro d u c e d  new s e rv ic e  o f f e r in g s ,  re d e s ig n e d  t h e i r  lo b b ie s  and atm os­

p h e r ic s ,  and in c re a s e d  t h e i r  s e rv ic e  ho u rs  a n d /o r  th e  number o f  t h e i r  

b ranch  o f f i c e s  in  o rd e r  to  maximize custom er co nven ience . Some 

b ro k erag e  f irm s , such a s  M e rr il  Lynch, r e p o s i t io n e d  t h e i r  s e rv ic e s  to  

a t t r a c t  a lu c r a t i v e  m arket segm ent; nam ely, th e  a c h ie v e r s .  A le a d in g  

h o te l  c h a in ; H y a tt Regency, took  m ajor m ark e tin g  s te p s  to  in c re a s e  i t s  

m arket s h a re . And l a s t ,  b u t n o t l e a s t ,  AT&T o f fe re d  i t s  custom ers 

premiums (AT&T O p p o rtu n ity  C a l l in g )  on lo n g -d is ta n c e  te le p h o n e  c a l l s  

to  in c re a s e  i t s  s a le s  in  t h i s  in c re a s in g ly  c o m p e tit iv e  m arke t.

N o n e th e le ss , a s  K o tle r  (1982,1984.) co n ten d s, most o th e r  s e rv ic e  

f irm s a r e  la g g in g  beh ind , and th e re  i s  a growing need fo r  'unders tand ing



how s e rv ic e s  shou ld  be m arketed r e l a t i v e  to  goods.

In th e  mean tim e , th e re  have been s e v e ra l c a l l s  by such 

s c h o la rs  a s  P h i l ip  K o tle r ,  S idney  Levy, and G era ld  Zaltm an s in c e  

th e  l a t e  1960s and e a r ly  1970s f o r  expanding th e  b o u n d arie s  o f  

m ark e tin g  to  embrace non-goods ( s e r v ic e  and n o n - p r o f i t )  s e c to r s .

Such c a l l s  have drawn th e  a t t e n t i o n  o f  many s e rv ic e  s tu d e n ts  to  th e  

un ique f e a tu r e s  and c h a r a c t e r i s t i c s  o f  s e rv ic e s  t h a t  d i s t in g u is h  them 

from p h y s ic a l goods; an o b s e rv a tio n  t h a t  le d  them to  b e l ie v e  t h a t  

th e s e  c h a r a c t e r i s t i c s  r e s u l t  in  fundam ental d i f f e r e n c e s  between goods 

and s e rv ic e s .

M oreover, th e r e  i s  a consensus among s e rv ic e  s tu d e n ts  t h a t  

th e se  fundam ental d i f f e r e n c e s  r e q u ir e  d i f f e r e n t  te c h n iq u e s  and 

s t r a t e g i e s  in  th e  m arke ting  o f  s e r v ic e s ,  and th a t  th e s e  d i f f e r e n c e s  

w arran t more in v e s t ig a t io n .  (See, fo r  exam ple, B ateson  1979* H argrove, 

B a rk sd a le , and Pow ell 1983; George and B ark sd a le  1974.; M izersk i and 

W einberger 1978; S hostack  1977; W einberger and Brown 1977).

As one a u th o r i ty  in  th e  f i e l d  f a i t h f u l l y  p u ts  i t  (Lovelock 

1979, p . 148);

S e rv ic e s  . . .  c h a lle n g e  e x i s t in g  co n cep tu a l 
frameworks in  m ark e tin g  due to  some o f  th e  
im p o rtan t ways in  which th e y  d i f f e r  from 
b u s in e s s  goods . . .

These d i f f e r e n c e s  in  s e rv ic e  c h a r a c t e r i s t i c s  pose  s e v e ra l 

problem s in  th e  m ark e tin g  p la n n in g  and c o n tro l  o f  s e rv ic e s  u n le s s  

th e se  d i f f e r e n c e s  a r e  i s o la t e d ,  and t h e i r  im p lic a tio n , fo r  m ark e tin g  

s t r a t e g y  a re  in v e s t ig a te d .
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Purpose o f  th e  S tudy

T his s tu d y  i s  concerned  w ith  p rep u rch ase  e v a lu a tio n  p ro c e s se s  

in  which consum ers employ a  s e t  o f  p ro d u c t and s i t u a t io n a l  c r i t e r i a  

t h a t  m ight h e lp  them in  making p ro d u c t s e le c t io n  and p u rch ase  d e c is io n s .

P ro d u c ts  a r e  d e f in e d  in  t h i s  s tu d y  a s  encom passing b o th  goods 

and s e r v ic e s .  T h e re fo re , u n lik e  th e  common use  o f  th e  word " p ro d u c ts ,"  

t h i s  s tu d y  does n o t c o n s id e r  "p ro d u c ts"  a s  synonymous to  " p h y s ic a l 

goods,"  b u t co n ce iv es  p ro d u c ts  a s  e i t h e r  goods o r  s e r v ic e s .

A d i s t i n c t i o n  between goods and s e rv ic e s  w i l l  be developed  th ro u g h o u t 

t h i s  r e s e a rc h  and th r e e  p ro d u c t c a te g o r ie s  (pu re  goods, g o o d -se rv ic e  

co m b in a tio n s , and pu re  s e rv ic e s )  w il l  be t e s t e d  a c ro s s  s e rv ic e  

c h a r a c t e r i s t i c s  and e v a lu a tiv e  c r i t e r i a .

Based on th e  l i t e r a t u r e  rev iew  th a t  w i l l  fo llo w , th e  d eg ree  o f  

am b ig u ity  su rro u n d in g  th e  p rep u rch ase  d e c is io n a l  s e t t i n g  seems to  be 

in f lu e n c e d  by fo u r  f a c to r s :  a )  th e  consumer ( e . g . ,  th e  degree  o f

p e rc e iv e d  r i s k ,  consum er's  p e rc e p tio n  o f  th e  s t im u l i ,  consum er's  v a lu e s  

and c h a r a c t e r i s t i c s ,  e t c . ) ,  b) th e  ty p e  o f  p ro d u c t and i t s  c h a r a c te r ­

i s t i c s  ( e . g . ,  good o r  s e rv ic e ,  d u ra b le  o r  n o n d u rab le , expensive  o r  

un ex p en siv e , e t c . ) ,  c) th e  scope and so u rce  o f  a v a i la b le  in fo rm a tio n  

on th e  p ro d u c t ( e . g . ,  too  much o r  too  l i t t l e  in fo rm a tio n , a v a i la b le  

from p e rso n a l o r  im personal so u rc e s , e t c . ) ,  and d) th e  s i t u a t io n .

Each o f  th e s e  f a c to r s  a s  w ell a s  th e  deg ree  o f  in t e r a c t io n  

among them c o n t r ib u te  to  th e  am b igu ity  (o r  c l a r i t y )  t h a t  dom inates 

p rep u rch ase  d e c is io n  making.
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Of c o u rse , th e  scope o f  t h i s  s tu d y  does n o t a llo w  fo r  i n v e s t i ­

g a t in g  a l l  o f  th e s e  f a c t o r s .  In s te a d , th e  focus w i l l  m ain ly  be on 

consumers* p e rc e p tio n  o f  s e rv ic e  c h a r a c t e r i s t i c s ,  and th e  e v a lu a tiv e  

c r i t e r i a  th e y  employ in  th e  p rep u rch ase  phase  o f  th e  d e c is io n  p ro c e s s . 

These e v a lu a t iv e  c r i t e r i a  - -  a s  w i l l  be seen l a t e r  — c u t a c ro s s  a lm ost 

a l l  th e  fo u r  f a c to r s  m entioned above.

Almost a l l  m a rk e tin g  s c h o la rs  a g re e  t h a t  th e r e  i s  a number o f  

s i m i l a r i t i e s  and d if f e r e n c e s  between goods and s e r v ic e s .  However, th e y  

d is a g re e  on what dom inates b o th  p ro d u c t c a te g o r ie s :  s i m i l a r i t i e s  o r  

d i f f e r e n c e s .  Even though some re s e a rc h e r s  conclude th a t  th e  s i m i l a r i ­

t i e s  f a r  exceed th e  d i f f e r e n c e s  ( e . g . ,  Johnson 1969), th e y  adm it th a t  

th e s e  d i f f e r e n c e s  canno t be co m p le te ly  d ism isse d , and a d d i t io n a l  

r e s e a rc h  i s  needed to  a s s e s s  them.

T h e re fo re , th e  pu rp o se  o f  t h i s  s tu d y  i s  to  in v e s t ig a te  th e  

fo llo w in g  re s e ra c h  q u e s tio n s  e m p ir ic a l ly :

1. W hether consum ers p e rc e iv e  r e a l  d i f f e r e n c e s  in  th e  un ique 

c h a r a c t e r i s t i c s  o f  goods and s e r v ic e s .

2. W hether consum ers e x p e rie n c e  a  h ig h e r  deg ree  o f  involvem ent w ith  

s e rv ic e s  th a n  th a t  e x p e rien ced  w ith  goods.

3. W hether th e r e  i s  an in v e rs e  r e l a t io n s h ip  between p ro d u c t f a m i l i a r i t y  

and p e rc e iv e d  r i s k ,  in  g e n e ra l,  and w hether t h i s  r e la t io n s h ip  i s  

more in te n s e  fo r  s e rv ic e s  th an  fo r  goods, in  p a r t i c u l a r .

L. W hether th e  e v a lu a t iv e  c r i t e r i a  u t i l i z e d  by consumers in  e v a lu a tin g  

s e rv ic e s  a r e  d i f f e r e n t  in  im portance from th o se  used in  e v a lu a tin g  

goods.
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T h e o re tic a l  Background

S tu d ie s  fo c u s in g  on a s in g le  s e r v ic e  in d u s t r i e s  — such as  

bank ing , t r a n s p o r ta t io n ,  and in su ra n c e  — have been und ertak en  fo r  a 

lo n g  tim e , p a r t i c u l a r l y  in  r e l a t i o n  to  m arket seg m en ta tio n . However, 

i n t e r e s t  in  s e r v ic e  m ark e tin g  on th e  a g g re g a te  le v e l  i s  a r e c e n t  

phenomenon. I t  i s  o n ly  in  th e  l a t e  1970s and e a r ly  1980s when s e r io u s  

a t te m p ts  were made to  co n ce -tu a lize  th e  d e te rm in a n ts  o f  s e rv ic e  

d e c is io n s ,  and su g g e s t a  th e o r e t i c a l  framework fo r  them.

The f i r s t  in t e r n a t i o n a l  co n fe ren c e  on s e rv ic e  m ark e tin g  was 

h e ld  in  Europe in  1977 (G ronroos 1983). The f i r s t  U .S. s e rv ic e  

c o n fe ren c e  fo llo w ed  in  1981. So, th e r e  i s  l i t t l e  th e o ry  on s e rv ic e  

m ark e tin g , and much o f  th e  co n ce p tu a l work p u b lish e d  to  d a te  has n o t been 

e m p ir ic a l ly  t e s t e d .  However, th e  few conceptual* c o n t r ib u t io n s  

a v a i la b le  in  th e  s e rv ic e  l i t e r a t u r e  p ro v id e  a s t a r t i n g  p o in t  t h a t  i s  

good enough to  gu ide  r e s e a rc h  in  t h i s  p re lim in a ry  phase  o f  th e o ry  

developm ent in  th e  s e rv ic e  s e c to r .

In  th e  c o n ce p tu a l work o f  Z eitham l (1981), a framework o f  

consumer e v a lu a tio n  p ro c e s s e s  i s  developed  based  on th e  c o n t r ib u t io n s  

o f  N elson (1974.) and Darby and K arni (19 7 3 ). N elson c l a s s i f i e s  

p ro d u c t a t t r i b u t e s  o r  ’’q u a l i t i e s "  in to  two c a te g o r ie s :  a )  se a rc h

q u a l i t i e s ;  a t t r i b u t e s  which a consumer can d e te rm in e  p r io r  to  

p u rc h a s in g  a p ro d u c t, and b) e x p e rie n c e  q u a l i t i e s ;  a t t r i b u t e s  

which a  consumer can o n ly  e v a lu a te  a f t e r  p u rch ase , o r  d u r in g  

consum ption . Darby and K arni add a t h i r d  a te g o ry , c red en ce  q u a l i t i e s ,  

d e f in e d  a s  th o se  c h a r a c t e r i s t i c s  a consumer say  f in d  im p o ss ib le  to
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e v a lu a te  even a f t e r  p u rch ase  and consum ption.

Examples o f  se a rc h  q u a l i t i e s  o f  a good in c lu d e  p r ic e ,  s t y l e ,  

c o lo r ,  h a rd n e ss , and f e e l .  E x p erien ce  q u a l i t i e s  in c lu d e  t a s t e ,  

w e a r a b i l i ty ,  and p u rch ase  s a t i s f a c t i o n .  F in a l ly ,  c red en ce  q u a l i t i e s  

r e q u i r e  s p e c ia l  s k i l l s  which th e  o rd in a ry  consum ers do n o t p o sse ss  

to  en ab le  them to  e v a lu a te  th e  p ro d u c t. Examples o f  c red en ce  q u a l i t i e s  

a re  th o s e  p r e s e n t  in  s u rg e ry  and b rak e  r e l i n in g s  on au to m o b ile s  

(Z eitham l 1981).

Z eitham l p ro p o ses  t h a t  most goods a r e  h igh  in  se a rc h  q u a l i t i e s ,  

w hereas most s e rv ic e s  a r e  h ig h  on bo th  ex p e rien ce  and credence  

q u a l i t i e s .  T h is  s i t u a t io n  r e s u l t s  in  a h igh  deg ree  o f  am b ig u ity  and 

d i f f i c u l t y  in  p ro d u c t e v a lu a t io n .  F ig u re  1-1 i l l u s t r a t e s  t h i s  id e a .

In  t h i s  F ig u re ,  goods and s e rv ic e s  a r e  a rra n g e d  a lo n g  a continuum  o f  

e v a lu a tio n  ra n g in g  from "easy  to  e v a lu a te "  to  " d i f f i c u l t  to  e v a lu a te ,"  

based  on t h e i r  deg ree  o f  s e a rc h , e x p e rie n c e , and c red en ce  q u a l i t i e s .  

Z eitham l a rg u e s  t h a t  most goods f a l l  to  th e  l e f t  o f  t h i s  continuum , 

w h ile  most s e rv ic e s  l i e  in  th e  r i g h t  due to  th r e e  d i s t i n c t i v e  s e rv ic e  

c h a r a c t e r i s t i c s :  i n t a n g i b i l i t y ,  n o n - s ta n d a rd iz a t io n ,  and i n s e p a r a b i l i t y  

o f  p ro d u c tio n  and consum ption.

These th r e e  c h a r a c t e r i s t i c s  — a c c o rd in g  to  Z eitham l — make 

s e rv ic e s  more d i f f i c u l t  to  e v a lu a te  th a n  goods. Thus, s e rv ic e s  p o sses  

few se a rc h  q u a l i t i e s  and many ex p e rien ce  and cred en ce  q u a l i t i e s ,  w ith  

th e  l a t t e r  dom inating  p a r t i c u l a r l y  in  s e rv ic e s  p ro v id ed  by p ro f e s s io n a ls  

and s p e c i a l i s t s  such a s  TV r e p a i r  and le g a l  s e rv ic e s .



FIGURE 1-1
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B ateson (1979) p o s tu la te s  t h a t  r e a l  s t r u c t u r a l  d if f e r e n c e s  

e x i s t  between consumer goods and s e r v ic e s .  He adds th a t  a l l  th e  

problem s and d i f f e r e n c e s  in  th e  management p ro c e s s  can be t r a c e d  back 

to  two s t r u c t u r a l  d i f f e r e n c e s :  a) i n t a n g i b i l i t y ,  and b) s im u l ta n e ity

o f  s e rv ic e  p ro d u c tio n  and consum ption.

As B ateson  p ro v id e s  ev idence  from th e  l i t e r a t u r e ,  he shows 

t h a t  th e s e  two f a c to r s  le a d  to  a  s e t  o f  common problem s shared  by 

managers in  s e v e ra l  s e rv ic e  in d u s t r i e s .  He a rg u es  t h a t  a  " s e rv ic e  

d e l iv e r y  system " in  s e rv ic e  f irm s  r e p la c e s  "p ro d u c t developm ent" in  

consumer goods f irm s . He adds t h a t  th e  form er system  in v o lv es  

consum er's  in t e r a c t io n  w ith  s e rv ic e  p e rso n n e l, and th a t  th e  "m ental 

i n t a n g i b i l i t y "  o f  s e rv ic e s  means a " fuzzy" image o f  s e rv ic e  on th e  

p a r t  o f  consum ers. T h is  s i t u a t io n  le a d s  to  h ig h e r  p e rc e p tio n  o f  r i s k .

F is k  (1981) d ev e lo p s a  co n su m p tio n /e v a lu a tio n  m odel, in  which 

he su g g e s ts  t h a t  th e  e v a lu a tio n  o f  s e rv ic e s  i s  a co n tin u o u s  p ro c e ss  

t h a t  o c c u rs  b e fo re ,  d u r in g , and a f t e r  s e rv ic e  consum ption ( i . e . ,  

p e rfo rm a n ce). A ccording to  F is k , th e  d i f f e r e n c e s  in  e v a lu a tin g  goods 

and s e rv ic e s  m ight stem from th re e  c h a r a c t e r i s t i c s :  a )  i n t a n g i b i l i t y ,

b) t h a t  p u rc h a s in g  a  s e rv ic e  does n o t r e s u l t  in  ow nersh ip , and c) 

t h a t  some s e rv ic e s  such a s  l i f e  in su ra n c e  i s  a prom ise to  d e l iv e r  i f  

a s p e c i f i c  ev en t o c c u rs ;  i f  th e  even t does n o t ta k e  p la c e , th e  prom ise 

may n ev e r be d e l iv e r e d .

A ll o f  th e s e  co n ce p tu a l c o n t r ib u t io n s  s t r o n g ly  su g g es t th a t  

s e rv ic e  c h a r a c t e r i s t i c s  such a s  i n t a n g i b i l i t y ,  p e r i s h a b i l i t y ,  la c k  o f  

o w nersh ip , in c o n s is te n c y  o f  q u a l i ty ,  e t c . ,  in f lu e n c e  th e  e v a lu a tiv e
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c r i t e r i a  t h a t  a r e  s e le c te d  and used by s e rv ic e  consum ers in  p re -  

p u rch ase  d e e is io n  s e t t i n g s .

Two o th e r  consumer b eh av io r th e o r ie s  p ro v id e  p o s s ib le  

e x p la n a tio n s  o f  th e  r e l a t io n s h ip  between s e rv ic e  c h a r a c t e r i s t i c s  and 

s e rv ic e  e v a lu a t iv e  c r i t e r i a .  These a re  a )  p e tc e iv e d  r i s k  th e o ry , 

and b) involvem ent th e o ry . The p e rc e iv e d  r i s k  th e o ry  p o s tu la te s  

t h a t  consum ers face  some deg ree  o f  r i s k  in  making a  p u rch ase  d e c is io n ,  

t h a t  th e  p e rc e p tio n  o f  r i s k  i s  co m p le te ly  s u b je c t iv e  and does n o t 

r e l a t e  to  th e  o b j e c t i v i t y  o f  th e  s tim u lu s , th a t  consum ers may p e rc e iv e  

r i s k  because  th e y  may have l i t t l e  o r  no ex p erien ce  w ith  th e  p ro d u c t, 

t h a t  p e rc e iv e d  r i s k  v a r ie s  by p ro d u c t c a te g o ry , and th a t  i t  v a r ie s  

w ith  th e  shopping  s i t u a t io n  (Schiffm an and Kanuk 1983).

I f  th e  a v a i la b le  in fo rm a tio n  on s e rv ic e  i s  l e s s  than  th a t

a v a i la b le  on goods, th e re  i s  n o th in g  ta n g ib le  in  th e  s e rv ic e  fo r

consum ers to  e v a lu a te ,  and th e  consumer has l i t t l e  o r no ex p e rien ce
* »

w ith  s e rv ic e s  th a n  w ith  goods, then  based  on p e rc e iv e d  r i s k  th e o ry  i t  

i s  expec ted  th a t  consum ers ex p e rien ce  h ig h e r  r i s k  p e rc e p tio n  fo r  

s e rv ic e s  th a n  f o r  goods. The e m p ir ic a l f in d in g s  o f  Dubinsky and Levy 

(1981 ), Guseman (19 8 1 ), and Lewis (1976) su p p o rt t h i s  c o n te n tio n .

Involvem ent th e o ry , on th e  o th e r  hand, p o s tu la te s  t h a t  a 

consum er's  concern  in  a  pu rch ase  s i tu a t io n  i s  in f lu e n c e d  by p ro d u c t 's  

r i s k  p e rc e p tio n ,  econom ic, s o c ia l ,  and p sy c h o lo g ic a l c o s t ,  com plex ity  

o f  d e c : s ic -  making, w hether i t  i s  a m ajor pu rchase  d e c is io n ,  th e

in p ; r ta n c e  o f  pu rch ase  r e l a t i v e  to  th e  s i tu a t io n  (o r  th e  o c c a s io n ) , 

and th e  in d iv id u a l ’ s v a lu e  system  (A n tii  1984.; B loch and Bruce 1984;
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Houston and R o th s c h ild  1978; Krugman 1965 4 l a t e r ;  Muncy and Hunt 

1984 among o th e r s ) .  Hence* involvem ent r e l a t e s  to  th e  p ro d u c t, th e  

com m unication, th e  p e r s o n 's  ego and v a lu e s ,  and th e  s i t u a t io n .

F is k  (T981) p rop o ses  t h a t  s e rv ic e  c h a r a c t e r i s t i c s  in f lu e n c e  

th e  deg ree  o f  consum er's  involvem ent in  th e  e v a lu a tio n  and pu rch ase  

d e c is io n  p ro c e s s e s .  He h y p o th e s iz e s  t h a t  th e  le v e l  o f  involvem ent i s  

h ig h e r  f o r  s e rv ic e s  th a n  f o r  goods. In a d d i t io n ,  th e  a c t iv e  le a rn in g  

model o f  invo lvem ent (Schiffm an and  Kanuk 1983), which i s  based on 

t r a d i t i o n a l  c o g n i t iv e  th e o ry , seems to  f i t  s e rv ic e s  a s  a  m ajor p ro d u c t 

c a te g o ry . The r a t i o n a le  f o r  t h i s  i s  e x p la in e d  in  term s o f  th e  h ig h e r  

d eg ree  o f  r i s k  p e rc e iv e d  fo r  s e rv ic e s  and th e  p e rc e iv e d  d i f f e r e n t i a t i o n  

o f  s e rv ic e  o f f e r in g s  (by th e  same p ro v id e r  a s  w ell a s  d i f f e r e n t  

p ro v id e rs )  due to  th e  h e te ro g e n e ity  o r  in c o n s is te n c y  o f  s e rv ic e  q u a l i ty .  

These two f a c to r s  a r e  l i k e l y  to  c o n t r ib u te  to  th e  consum er's  a c t i v i t y  

in  seek in g  more in fo rm a tio n  on S e rv ic e s  ( p a r t i c u l a r l y  from p e rso n a l 

s o u rc e s ) ; th u s  becoming h ig h ly  in v o lv e d .

Based on t h i s  th e o r e t i c a l  background, th e  co n ce p tu a l framework 

g iven  in  E lg u re  1 -2  i s  developed  to  gu ide r e s e a rc h  in  t h i s  s tu d y . As 

shown in  th e  F ig u re ,  th e  r e la t io n s h ip  between s e rv ic e  c h a r a c t e r i s t i c s  

and s e rv ic e  e v a lu a tio n  c r i t e r i a  i s  m oderated by two v a r ia b le s :  

p e rc e iv e d  r i s k  and invo lvem en t. In  th e  meantime, involvem ent i s  

in f lu e n c e d  by p e rc e iv e d  r i s k .  S e rv ic e  c h a r a c t e r i s t i c s  prompt a h ig h e r  

deg ree  o f  p e rc e iv e d  r i s k  a s  w ell a s  a h ig h e r  deg ree  o f  involvem ent 

fo r  s e rv ic e s  th a n  f o r  goods. A d d it io n a lly ,  s in c e  s e rv ic e s  have more 

o f  ex p e rien ce  and c redence  q u a l i t i e s  th a n  o f  se a rc h  q u a l i t i e s ,
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FIGURE 1-2 
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e x p e rien ce  and cred en ce  q u a l i t i e s  c o n t r ib u te  to  h igh  involvem ent on 

th e  p a r t  o f  consum ers. T h is  s i t u a t io n  le a d s  consum ers to  th e  s e le c t io n  

and u t i l i z a t i o n  o f  c e r t a in  e v a lu a tiv e  c r i t e r i a  th a t  d i f f e r  in  t h e i r  

im portance fo r  s e rv ic e s  th a n  f o r  goods.

S ta tem en t o f  th e  R esearch  Problem

The p rim ary  concern  o f  t h i s  s tu d y  i s  to  in v e s t ig a te  th e  ways 

in  which s e rv ic e  c h a r a c t e r i s t i c s  and e v a lu a tiv e  c r i t e r i a  a r e  d i f f e r e n t  

from th o se  o f  goods as  p e rc e iv e d  and u t i l i z e d  by consum ers in  p re ­

p u rch ase  d e c is io n a l  s e t t i n g s .

To im plem ent t h i s  re s e a rc h ,  th r e e  f a c e ts  o f  th e  in v e s t ig a t io n  

a re  u n d e rta k e n . The f i r s t  f a c e t  in v o lv e s  id e n t i f y in g  th e  c h a r a c t e r i s ­

t i c s  o f  s e rv ic e s  t h a t  d is t i n g u is h  them from p h y s ic a l goods, and 

p o te n t i a l l y  have some consequences on consum ers1 p e rc e p tio n s  o f  

s e rv ic e s .

The second f a c e t  o f  th e  in q u iry  in v o lv e s  th e  in v e s t ig a t io n  o f  

two v a r ia b le s  t h a t  p o t e n t i a l l y  m ediate  th e  r e la t io n s h ip  between 

s e rv ic e  c h a r a c t e r i s t i c s  and s e rv ic e  e v a lu a t iv e  c r i t e r i a :  p e rc e iv e d  

r i s k ,  and invo lvem en t. S in ce  th e r e  i s  ev idence o f  a h ig h e r  deg ree  

o f  r i s k  p e rc e p tio n  fo r  s e rv ic e s  th a n  fo r  goods, th e  in q u iry  i s  fo cused  

on th e  r e la t io n s h ip  between p e rc e iv e d  r i s k ,  and consum ers' f a m i l i a r i t y  

w ith  goods and s e r v ic e s .  As to  invo lvem en t, t h i s  c o n s tru c t  i s  t e s t e d  

to  f in d  o u t w hether consumers e x p e rien ce  a h ig h e r  deg ree  o f  involvem ent 

w ith  s e rv ic e s  th a n  w ith  goods.
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The t h i r d  — and l a s t  — f a c e t  o f  th e  r e s e a rc h  t e s t s  th e  

im portance o f  a number o f  e v a lu a tiv e  c r i t e r i a  as  p e rc e iv e d  by 

consum ers in  re g a rd  to  b o th  goods and s e r v ic e s .

S ig n if ic a n c e  o f  th e  S tudy

H is to r i c a l l y ,  th e  sc a n ty  r e s e a rc h  devoted  to  th e  d if f e r e n c e s  

between goods and s e rv ic e s  m arke ting  has t r a d i t i o n a l l y  been conducted 

from a  management p o in t-o f -v ie w . A m ajor shortcom ing  o f  t h i s  approach  

i s  i t s  ad o p tio n  o f  a s e l l e r ' s  view and i t s  f a i l u r e  to  reco g n ize  

consum ers' p e rc e p tio n s  o f  s e r v ic e s ;  th e  l a t t e r  b e in g  th e  lo g ic a l  

s t a r t i n g  p o in t  o f  any e f f e c t iv e  s e rv ic e  s t r a t e g y  (B lo is  1981; Sm ith 

and Dixon 1982).

T h e re fo re , a m ajor p rem ise  o f  t h i s  s tu d y  i s  to  shed some 

l i g h t  on consum ers' p e rc e p tio n s  o f  s e rv ic e  c h a r a c t e r i s t i c s  and th e  

ways th e s e  c h a r a c t e r i s t i c s  a f f e c t  consum ers' e v a lu a tio n  o f  s e rv ic e s .  

Indeed , . . .  "U nderstand ing  s e rv ic e  in t e r a c t io n s  from th e  consum er's  

p o in t  o f  view i s  a f i e l d  t h a t  has re c e iv e d  l i t t l e  a t t e n t i o n ."

(B ateson and Langeard 1982, p . 1 76 ).

The im portance o f  t h i s  s tu d y  has a ls o  been c a l le d  fo r  by 

C zep ie l (1980) who m entions t h a t  . . .  " l i t t l e  form al work has been 

done to  in v e s t ig a te  th e  e lem en ts  o f  s e rv ic e  en co u n te rs  and 

c o n c e p tu a liz e  t h e i r  c o n te n t ."  F u rth erm o re , Bettman (1979) has no ted  

th a t  one o f  th e  p r i o r i t y  a re a s  fo r  re s e a rc h  which d e se rv e s  r e s e a r c h e r s ' 

a t t e n t i o n  i s  . . .  " p e rc e p tio n  o f  p ro d u c t s t im u l i . "  T h e re fo re ,
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i n v e s t ig a t in g  th e  e lem en ts o f  s e rv ic e  e v a lu a tio n  seems j u s t i f i e d .

T h is s tu d y , n e v e r th e le s s ,  d i f f e r s  from p re v io u s  re s e a rc h  on 

s e rv ic e s  in  t h a t  i t  does n o t focus on a s in g le  s e rv ic e  in d u s try .  

R a th e r , i t  ex ten d s  p re v io u s  re s e a rc h  a c ro s s  a broad range  o f  s e rv ic e  

in d u s t r i e s  in  an a t te m p t to  id e n t i f y  th e  com m onalities among th e se  

v a r ie d  s e rv ic e s  from th e  consum er's  p o in t-o f -v ie w .

T h is  approach  i s  su p p o rted  by many s e rv ic e  s c h o la rs  ( e . g . ,  

B ateson  and Langeard 1982; Langeard e t .  a l .  1981; Lovelock 1980), 

who c a l l  f o r  exam ining s e rv ic e s  on th e  macro (a g g re g a te )  le v e l  in  

o rd e r  to  d is c o v e r  common d im ensions and a t t r i b u t e s  among s e rv ic e s  

in  g e n e ra l w ith o u t fo c u s in g  on a s in g le  s e rv ic e  in d u s try  in  p a r t i c ­

u l a r .  These r e s e a r c h e r s  have argued  th a t  common c h a r a c t e r i s t i c s  

e x i s t  a c ro s s  many s e r v ic e s ,  and th a t  th e s e  c h a r a c t e r i s t i c s  r e s u l t  

from th e  in t e r a c t iv e - e x p e r i e n ta l  n a tu re  o f  th e  s e rv ic e  in v o lv in g  

th e  consum er. Thus, an e m p ir ic a l t e s t  o f  t h i s  p ro p o s it io n  i s  

w a rran ted .

F in a l ly ,  two o b s e rv a tio n s  a re  n o tew orthy . F i r s t ,  th e re  i s  

agreem ent among consumer re s e a rc h e r s  t h a t  re s e a rc h  on s e rv ic e s  

ig n o re s  th e  in v e s t ig a t io n  o f  many a s p e c ts  o f  consumer b e h a v io r . 

Examples o f  th o se  a s p e c ts  t h a t  need f u r th e r  re s e a rc h  a r e  consumer 

se a rc h  s t r a t e g i e s  (D avis 1980), consumer e v a lu a tio n  p ro c e sse s  

(Z eitham l 1981), and c a u sa l a t t r i b u t i o n  (M izersk i - nd W einberger 

1978).

Secondly , i t  i s  a la rm in g ly  observe '- th a t  most o f  th e  : tu d ie s
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t h a t  a re  p u b lish e d  to  d a te  and d e a l w ith  s e rv ic e s  in  g en era l (no t 

fo c u s in g  on a s in g le  s e rv ic e  in d u s try )  a r e  n o n -e m p iric a l (D ubinsky 

and Levy 1981; H argrove, B ark sd a le  and Pow ell 1983). In  p a r t i c u l a r ,  

th e r e  i s  n o t nuch e m p ir ic a l r e s e a rc h  done to  m easure consum ers' 

p e rc e p tio n s  o f  s e rv ic e  c h a r a c t e r i s t i c s ,  w ith  th e  ex ce p tio n  o f  a few 

s tu d ie s  such a s  Johnson 1969. Many, i f  n o t a l l ,  o f  th e  c h a r a c te r i s ­

t i c s  d e sc r ib e d  in  th e  l i t e r a t u r e ,  and a t t r i b u t e d  to  s e rv ic e s  a r e  t r e a te d  

c o n c e p tu a lly , b u t n ev e r t e s t e d  e m p ir ic a l ly .  G e n e ra liz in g  th e se  

c h a r a c t e r i s t i c s  among a l l  s e rv ic e s  m ight be r i s k y  u n le s s  th e y  a re  

e m p ir ic a l ly  t e s t e d  and v a l id a te d .  Only th rough  e m p ir ic a l v a l id a t io n  

can we gain  in s ig h t s  and im p lic a tio n s  fo r  th e  fo rm u la tio n  o f  e f f e c t iv e  

s e rv ic e  s t r a t e g y ,  and p ro v id e  some c o n tr ib u t io n  tow ard a  th e o ry  o f  

s e rv ic e  m ark e tin g .

C onsequen tly , i t  i s  f e l t  t h a t  t h i s  re s e a rc h  f i l l s  a need th a t  

i s  w ell ex p ressed  by many s c h o la r s  in  th e  f i e l d .

O rg a n iz a tio n  o f  th e  R eport

C hap ter I  p re se n te d  a summarized, bu t com prehensive, overv iew  

o f  th e  scope and purpose  o f  th e  3 tudy , th e  re s e a rc h  problem, and th e  

c o n t r ib u t io n  o f  th e  s tu d y .

In  C hap ter I I ,  th e  l i t e r a t u r e  on p ro d u c t cues in  th e  goods 

s e c to r  i s  rev iew ed . C onclusions a re  made a t  th e  end o f  each s e c t io n ,  

com paring goods to  s e rv ic e s ,  and th e  im p lic a t io n s  fo r  dev e lo p in g  

hyp o th eses  fo r  t h i s  d i s s e r t a t i o n  a r e  in c lu d e d .
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C hap ter I I I  rev iew s th e  s e rv ic e  e v a lu a tio n  l i t e r a t u r e .  F i r s t ,  

re s e a rc h  on s e rv ic e  e v a lu a tio n  i s  rev iew ed . Then, s tu d ie s  d e s c r ib in g  

o r  t e s t i n g  s e rv ic e  c h a r a c t e r i s t i c s  a r e  p re s e n te d  and a n a ly zed . T h ird , 

s tu d ie s  d e a l in g  w ith  p e rc e iv e d  r i s k  in  th e  s e rv ic e  s e c to r  a r e  p re se n te d  

and rev iew ed . F in a l ly ,  th e  l a s t  s e c t io n  o f  C hap ter I I I  rev iew s th e  

l i t e r a t u r e  on invo lvem ent th e o ry  and th e  v a r io u s  r e s e a rc h  d i r e c t io n s  

ta k en  by consumer re s e a rc h e r s  in  t h i s  a re a  o f  in v e s t ig a t io n .  F o llow ing  

th e  same approach  ta k en  in  C hap ter I I ,  co n c lu s io n s  a t  th e  end o f  each 

s e c t io n  o f  C hap ter I I I  a ls o  summarize th e  re s e a rc h  f in d in g s  in  each 

f i e l d ,  and d i r e c t io n s  f o r  h y p o th e s is  developm ent, a s  can be a p p lie d  to  

t h i s  s tu d y , a r e  p ro v id ed .

In  C hap ter IV, th e  h y p o th eses  and re s e a rc h  m ethodology a re  

p re s e n te d . F i r s t ,  th e  s tu d y 's  hy p o th eses  a r e  s ta t e d  and t h e i r  

r a t i o n a le  i s  d is c u s s e d . Then, th e  r e s e a rc h  d esig n  i s  d e s c r ib e d , 

fo llow ed  by p ro d u c t ty p o lo g y  v a l id a t io n  and s e le c t io n  scheme. T h is  i s  

fo llow ed  by th e  o p e ra t io n a l  d e f in i t i o n s  amd measurement o f  th e  s tu d y  

v a r ia b le s .  The su b sequen t s e c t io n s  in c lu d e  sample d e s c r ip t io n ,  

q u e s t io n n a ir e  developm ent, and p r e t e s t s .  The f i n a l  s e c tio n  o f  

C hap ter IV d e s c r ib e s  th e  s t a t i s t i c a l  te c h n iq u e s  used to  t e s t  th e  

h y p o th e s ized  r e l a t io n s h ip s  advanced in  th e  f i r s t  s e c t io n  o f  th e  c h a p te r .

C h ap te r V p re s e n ts  and d is c u s s e s  th e  s t a t i s t i c a l  r e s u l t s  o f  

th e  p r e t e s t s .  C hap ter VI p re s e n ts  th e  f in d in g s  o f  th e  s tu d y  and 

p ro v id e s  a com plete s t a t i s t i c a l  a n a ly s i s  o f  th e  f in d in g s  in  r e l a t io n  

to  th e  s tu d y 's  h y p o th eses . F in a l ly ,  C hap ter V II p re s e n ts  summary, 

c o n c lu s io n s , and recom m endations fo r  f u tu r e  r e s e a rc h .



CHAPTER I I  

REVIEW OF THE GOODS LITERATURE

P roduct cues a r e  a t t r i b u t e s  on which a  consumer r e l i e s  in  

e v a lu a t in g  a  p ro d u c t.  They a r e  e v a lu a t iv e  c r i t e r i a  which a  consumer 

u ses  to  make judgm ent a n d /o r  a p u rch ase  d e c is io n  o f  a p ro d u c t. In 

p r in c i p le ,  t h i s  a p p l ie s  e q u a l ly  to  gpods and s e r v ic e s .

W hile r e s e a r c h e r s  do n o t  make i t  e x p l i c i t ,  p ro d u c t cues — 

a s  r e f e r r e d  to  in  th e  l i t e r a t u r e  — o f te n  mean th e  cues consum ers 

u t i l i z e  in  th e  s e le c t io n  and p u rch ase  o f  p h y s ic a l goods. For exam ple, 

ac c o rd in g  to  O lsen and Jacoby  (1972 ), p ro d u c t cues a r e  o f  two ty p e s : 

i n t r i n s i c  and e x t r i n s i c .

I n t r i n s i c  cues a r e  p ro d u c t a t t r i b u t e s  which a r e  p a r t  o f  th e  

p h y s ic a l s t r u c t u r e  o f  th e  p ro d u c t i t s e l f .  These a t t r i b u t e s  canno t 

be changed w ith o u t chang ing  th e  p h y s ic a l  s t r u c tu r e  o f  th e  p ro d u c t. 

Examples o f  i n t r i n s i c  cues in c lu d e  p ro d u c t d e s ig n , c o lo r ,  s c e n t ,  

t a s t e ,  in g r e d ie n ts ,  e t c .  A p p aren tly , th e s e  a t t r i b u t e s  ap p ly  to  

p h y s ic a l goods.

In th e  m ark e tin g  l i t e r a t u r e ,  r e s e a r c h e r s  o p e ra t io n a l iz e d  

i n t r i n s i c  cues in  te rm s o f  th e  p h y s ic a l  c h a r a c t e r i s t i c s  o f  th e  

p ro d u c t, and m an ip u la ted  them a s  a  m u l t i - f a c e t  in d ependen t v a r ia b le  

u s in g  an e x p e rim en ta l d e s ig n , and th e n  m easured t h e i r  e f f e c t s  - -  

in d iv id u a l ly  o r  in  a s s o c ia t io n  w ith  o th e r  p ro d u c t cues — on 

consum er's  judgm ent o f  p ro d u c t q u a l i ty ;  w ith  th e  l a t t e r  o p e ra tio n e d

19



20

as  th e  dependen t v a r ia b le .  (O ther m easures o f  th e  dependent v a r ia b le  

w i l l  be d is c u s se d  in  a l a t e r  s e c t io n ) .

The o th e r  ty p e  o f  p ro d u c t cu es , e x t r i n s ic  c u es , a r e  th o se  

a t t r i b u t e s  which a r e  e x te rn a l  to  th e  p ro d u c t; i . e . ,  a r e  n o t p a r t  o f  

th e  p h y s ic a l  s t r u c tu r e  o f  th e  p ro d u c t, and can be changed w ith o u t 

changing  th e  p h y s ic a l c h a r a c t e r i s t i c s  o f  th e  p ro d u c t i t s e l f .  Examples 

o f  th e s e  cues in c lu d e  p r ic e ,  brand  name, image o f  th e  s to r e  in  which 

th e  p ro d u c t i s  s o ld , e t c .  These cues ap p ly  e q u a lly  b o th  to  goods and 

to  s e r v ic e s ,  even though th e y  have been e x te n s iv e ly  in v e s t ig a te d  in  

re g a rd  to  p h y s ic a l  goods o n ly .

Based on t h i s  i n t r i n s i c - e x t r i n s i c  c l a s s i f i c a t i o n  ty p o lo g y ,

i t  i s  a p p ro p r ia te  to  assume t h a t  s e rv ic e s  a r e  c h a ra c te r iz e d  by more

e x t f i n s i c  th a n  i n t r i n s i c  cues due to  th e  in ta n g ib le  n a tu re  o f  

s e r v ic e s ,  and to  th e  e x te n t  t h a t  th o se  s e rv ic e s  en jo y  a h ig h  deg ree  

o f  i n t a n g i b i l i t y .  V i r tu a l ly ,  t h i s  i s  a  c r u c ia l  i s s u e  s in c e  a l l  

s e rv ic e s  a r e  n o t co m p le te ly  in t a n g ib le .  For exam ple, some p ro d u c ts  

can n o t be c l a s s i f i e d  a s  pu re  goods o r  p u re  s e rv ic e s  such as  home 

r e p a i r s  and r e s t a u r a n t  m eals . T h is  ty p e  o f  s e rv ic e s  has elem en ts 

b o th  o f  goods and o f  s e r v ic e s .  C onsequen tly , consum ers a re  expec ted  

to  p e rc e iv e  v a ry in g  d eg ree s  o f  i n t a n g i b i l i t y  fo r  d i f f e r e n t  ty p e s  o f  

goods and s e r v ic e s ,  and a t h i r d  c a te g o ry  o f  g o o d -se rv ic e  com binations 

shou ld  be in c lu d e d  in  th e  a n a ly s i s  to  accommodate th o se  s e rv ic e s  th a t  

a r e  n o t "p u re ” s e r v ic e s .

B efo re  a l i t e r a t u r e  rev iew  o f  th e  goods s e c to r  i s  p re se n te d ,

a word i s  due on th e  p r e v a i l in g  co n fu s io n  between p ro d u c t a t t r i b u t e s
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and p ro d u c t b e n e f i t s .  As d is c u s se d  above, a t t r i b u t e s  a r e  cues o r  

c r i t e r i a  which consum ers u t i l i z e  in  e v a lu a tin g  a c e r t a in  p ro d u c t, 

w hether i t  i s  a good o r  a s e r v ic e .  B e n e f i ts ,  on th e  o th e r  hand, 

a r e  d e f in e d  in  te rm s o f  c e r t a in  u t i l i t i e s  consumers p e rc e iv e  in  a 

p ro d u c t. Thus, when p u rc h a s in g  a  brand o f  to o th p a s te ,  consumers 

may u se  th e  p r i c e ,  brand  name, p ackag ing , and t a s t e  a s  e v a lu a tiv e  

c r i t e r i a ,  w hereas th e  b e n e f i t s  th e y  seek  in  th e  to o th p a s te  may 

in c lu d e  w h ite n in g  t e e th ,  d e l iv e r in g  a good b re a th , o r  f ig h t in g  

c a v i t i e s .

U n fo r tu n a te ly , many consumer r e s e a rc h e r s  f a i l e d  to  

d i s t in g u is h  between p ro d u c t a t t r i b u t e s  and b e n e f i t s ,  and th u s  used 

them in d is c r im in a te ly  in  m u l t i a t t r i b u t e  models (Wu and Day 1982).

T his s tu d y  does focus on p ro d u c t a t t r i b u t e s  d e f in e d  a s  cues o r  

e v a lu a tiv e  c r i t e r i a ,  n o t on p ro d u c t b e n e f i t s .

In th e  fo llo w in g  s e c t io n s ,  a l i t e r a t u r e  rev iew  i s  p re se n te d  

fo r  p ro d u c t cues in  th e  goods s e c to r .  S tu d ie s  d e a l in g  w ith  s e rv ic e  

e v a lu a tiv e  c r i t e r i a  w i l l  be p re se n te d  in  C hapter I I I .

P roduct Cues S tu d ie s  in  th e  Goods S e c to r

S tu d ie s  on p ro d u c t cues in  th e  goods s e c to r  in v e s t ig a te d  a 

wide ran g e  o f  c u es ; b o th  i n t r i n s i c  and e x t r i n s i c .  S tu d ie s  in v o lv in g  

i n t r i n s i c  cues d e a l t  w ith  p ro d u c t f a c to r ,  p ro d u c t ty p e , and p h y s ic a l 

com position  c h a r a c t e r i s t i c s .  S tu d ie s  in v o lv in g  e x t r i n s ic  cu es , on 

th e  o th e r  hand, in v e s t ig a te d  p r ic e ,  b rand  image, s to r e  image, s to r e  

d e s i r a b i l i t y ,  m arket s h a re , p ro d u c t and brand f a m i l i a r i t y ,  se a rc h  t im e ,
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freq u en cy  o f  p u rc h a se , and consumer p ro d u c t t e s t  r e p o r t s .

S in ce  p r i c e ,  a s  a  p ro d u c t cu e , has re c e iv e d  a g re a t  d e a l o f  

a t t e n t i o n  by consumer r e s e a r c h e r s ,  a  l i t e r a t u r e  rev iew  o f  th e  p r ic e  

re s e a rc h  i s  p re s e n te d  f i r s t ,  fo llow ed  by a rev iew  o f  re s e a rc h  

in v e s t ig a t in g  o th e r  cu es .

Review o f  th e  P r ic e  R esearch

Tibor de Scitovsky was the f i r s t  scholar to d iscu ss the price- 

q u a lity  re la tio n sh ip  in 1945, even though he did not t e s t  i t  em pirically  

(Cox 1979). S ince th at tim e, p rice  has been the most ex ten siv e ly  

researched variab le  in  the marketing mix.

A number o f  rev iew  p ap ers  have y ie ld e d  s e v e ra l  t r e n d s  co n ce rn in g  

consum ers1 u se  o f  th e  p r ic e  cue a s  an e v a lu a tiv e  c r i t e r i o n ,  though th e  

f in d in g s  te n d  sometimes to  be mixed. F o r in s ta n c e ,  Monroe (1973) 

rev iew ed 76 s tu d ie s  and concluded  th a t  a  p o s i t iv e  r e la t io n s h ip  between 

p r ic e  and q u a l i t y  seems to  e x i s t  a t  l e a s t  o v er some range o f  p r ic e s  in  

some p ro d u c t c a te g o r ie s .  E ngel, B la ck w e ll, and K o lla t  (1978) a ls o  

a s s e r t  t h a t  th e r e  i s  a  d e f i n i t e  range  o f  p r ic e s  d e f in e d  by consum ers 

which r e p re s e n t  t h e i r  r e fe re n c e  p r i c e .  T h is r e fe re n c e  p r ic e  in f lu e n c e s  

p r ic e  judgm ents.

E a r ly  e m p ir ic a l r e s e a rc h  on p r ic e  has c o n s i s te n t ly  shown a 

s ig n i f i c a n t  p r ic e  e f f e c t .  However, s in c e  p r ic e  was th e  o n ly  cue 

in v e s t ig a te d ,  th e  s ig n i f i c a n t  e f f e c t  o b ta in e d  in  th e s e  s tu d ie s  i s  n o t 

s u r p r is in g .  In  a d d i t io n ,  a s  Olson (1977) m a in ta in s , th e s e  s tu d ie s
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s u f f e r  from many co n ce p tu a l and m etho d o lo g ica l prob lem s, and a r e  

l im i te d  to  in d iv id u a l  p ro d u c ts  which im pedes g e n e ra l iz a t io n  to  m u lti­

cues s e t t i n g s .

In  rev ie w in g  s tu d ie s  on m u ltic u e  s i tu a t io n s  in c lu d in g  p r ic e ,  

Olson (1977) r e p o r ts  c o n f l i c t i n g  f in d in g s  on th e  s ig n if ic a n c e  o f  

p r ic e  a s  w e ll a s  th e  o th e r  c u es . In  one o f  th e se  s tu d ie s ,  done by 

G ardner (1970 ), th e  main e f f e c t s  o f  se a rc h  tim e, freq u en cy  o f  

p u rch ase , p ro d u c t f a c to r ,  and p r ic e  were s i g n i f i c a n t ,  b u t no s ig n i f i c a n t  

in t e r a c t io n  e f f e c t s  were found . However, based  on p e rso n a l in te rv ie w s  

w ith  s u b je c ts  a f t e r  th e  exp erim en t, G ardner proposed  th a t  p r ic e  may 

be a s tro n g e r  p r e d ic to r  o f  q u a l i t y  in  s i tu a t io n s  where judgment o f  th e  

o th e r  cues a r e  d i f f i c u l t ,  and o n ef s s e l f  co n fid en ce  co n ce rn in g  th o se  

judgm ents i s  low . A ccording  to  O lson, t h i s  h y p o th e s is  i s  s im i la r  to  

th o se  su g g es ted  by S c ito v sk y  (1944-45) and Cox (1962).

In  a n o th e r  s tu d y , G ardner (1971) t e s t e d  th e  e f f e c t s  o f  p ro d u c t-  

ty p e  continuum , brand  name, and p r ic e .  The main e f f e c t s  a s  w e ll a s  th e  

in t e r a c t io n  e f f e c t s  were found s ig n i f i c a n t  f o r  th e  p ro d u c t- ty p e  

continuum  and brand  name, b u t n o t fo r  p r i c e .  Olson (1977) e x p la in s  

t h i s  f in d in g s  by s t a t i n g  t h a t  th e  brand name cue i s  a s t ro n g e r  in d ic a to r  

o f  q u a l i ty  th a n  i s  th e  p r ic e  cue. So, when bo th  cues a r e  p r e s e n t ,  p r ic e  

e f f e c t s  a r e  n e g l ig ib l e .  S in ce  th e  p ro d u c ts  in v e s t ig a te d  in  th e  two 

s tu d ie s  by G ardner were s u i t s ,  s h i r t s ,  and to o th p a s te ,  t h i s  p ro p o s it io n  

rem ains to  be t e s t e d  w ith  s e rv iv e s .

Render and O 'Conner (1976) te s t e d  th e  p r ic e ,  brand  im age, and 

s to r e  image cues u s in g  th r e e  goods. They found each o f  th e  th re e
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f a c to r s  s e p a r a te ly  a f f e c te d  consum ers' p e rc e p tio n  o f  th e  q u a l i ty  o f  

two p ro d u c ts : m en 's d re s s  s h i r t s ,  and a f te r - s h a v e  l o t i o n .  For th e  

t h i r d  p ro d u c t - -  AM desk ra d io  — p r ic e  s to o d  as  th e  o n ly  s ig n i f i c a n t  

indep en d en t v a r ia b le .  Among a l l  i n t e r a c t io n  e f f e c t s ,  o n ly  one was 

s ig n i f i c a n t  ( p ^ . 0 5 ) ,  which was p r ic e  x brand  name, f o r  th e  a f t e r ­

shave lo t i o n .  The re s e a rc h e r s  c o n s id e re d  a n o th e r  in t e r a c t io n  e f f e c t  

between p r ic e  and s to r e  name ( f o r  th e  m en 's d re s s  s h i r t s )  a s  

s ig n i f i c a n t  even though i t  i s  ex trem ely  weak ( p ^ . 2 5 ) .  The r e s e a rc h e r s  

su g g es ted  u s in g  s p e c ia l ty  s to r e s  b e s id e s  departm en t s to r e s  which were 

th e  o n ly  r e t a i l  s to r e  ty p e  used in  th e  s tu d y . They a ls o  su g g es ted  

u s in g  packag ing  and a d v e r t i s in g  cues among th e  independen t v a r ia b le s .

The r e s u l t s  o b ta in e d  by R aju (1977) co n ce rn in g  th e  p r ic e  and 

brand  name cues a re  s im i la r  to  th o se  o f  Render and O 'Conner (1976). 

These two v a r ia b le s  were p o s i t i v e ly  r e l a t e d  tc  p ro d u c t e v a lu a t io n .

In p a r t i c u l a r ,  p r ic e  was found more im p o rtan t in  o r  e -pu rchase  o v e r a l l  

q u a l i ty  e v a lu a tio n  ( th e  p ro d u c t u sed  in  th e  s tu d y  was s te re o  r e c e iv e r s ) .

U sing a n o th e r  p ro d u c t c l a s s  ( s k is ) ,  W heatly , W alton, and Chiu 

(1977) reached  s im i la r  f in d in g s ;  t h a t  i s ,  th e  s u b je c t s ' p e rc e p tio n  

o f  p ro d u c t q u a l i ty  i s  in f lu e n c e d  by b o th  p r ic e  and brand inform a* i , - . .  

However, th e  d if f e r e n c e  in  p e rc e iv e d  q u a l i t y  a t t r i b u t a b l e  to  p r ic e  

le v e l  was g r e a te r  th a n  th e  d if f e r e n c e  a t t r i b u t a b l e  to  b rand  r e c o g n i t io n . 

The p r ic e  x brand  in t e r a c t io n  e f f e c t  was sm all and b a re ly  s ig n i f i c a n t  

(p < - 1 0 ) .

These r e s e a rc h e r s  a ls o  found no ev idence  th a t  n o n -s k ie r s  would 

u t i l i z e  th e  p r ic e  and brand cues to  a g r e a te r  e x te n t  th a n  s k ie r s .  A lso,
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e x p e rie n c e  w ith  th e  p ro d u c t would n o t make a re sp o n d en t l e s s  in c l in e d  

to  u se  th e  p r ic e  o r  brand  cu es  a s  in d ic a to r s  of- p ro d u c t q u a l i ty .  I t  

seemed th a t  b o th  groups o f  re sp o n d e n ts  u t i l i z e d  p r ic e  and brand in f o r ­

m ation in  a  s im i la r  manner.

The co n c lu s io n  reach ed  by th e s e  r e s e a rc h e r s  was "When r e a l  

p r ic e s  v a ry  o v e r a  wide ra n g e , u n le s s  buyers a r e  te c h n ic a l  e x p e r ts ,  o r  

p ro d u c t q u a l i t y  can be a s s e s s e d  r e a d i ly  by n o n -e x p e r ts , i t  i s  s t i l l  a 

v e ry  im p o rtan t cue and q u i t e  p o s s ib ly  th e  most im p o rtan t one t y p i c a l l y  

u t i l i z e d  bv consum ers. " (W heatly, W alton, and Chiu 1977, p . 7 5 ) .

In  an a tte m p t to  c l a r i f y  th e  r e la t io n s h ip  between th e  p r ic e  

cue and o th e r  p ro d u c t a t t r i b u t e s ,  Cox (1979) h y p o th e sized  th a t  th e re  

a re  th r e e  l e v e l s  o f  p ro d u c t a t t r i b u t e s  which m ight be used  to  de te rm in e  

q u a l i t y .  The f i r s t  l e v e l  r e p r e s e n ts  th o se  a t t r i b u t e s  which a r e  p h y s i­

c a l l y  o bserved  and i n t r i n s i c  to  th e  p ro d u c t such a s  e a s i l y  s c ra tc h e d  

window p a in t  and le a k in g  p e n s . The p r ic e  cue — a c c o rd in g  to  Cox — 

shou ld  n o t p la y  any r o le  w ith in  t h i s  l e v e l  s in c e  consum ers' e v a lu a tio n s  

do n o t d i f f e r  on th e s e  a t t r i b u t e s  r e g a rd le s s  o f  p r ic e .

The second le v e l  o f  a t t r i b u t e s  in v o lv e s  nono b serv ab le  o r  h ig h ly  

te c h n ic a l  p ro d u c t a t t r i b u t e s  which th e  av e ra g e  consumer can n ev er f u l l y  

e v a lu a te  such a s  th e  e f f e c t iv e n e s s  o f  v ita m in s . W ith in  t h i s  l e v e l ,  th e  

p r ic e  cue may be used a s  a  m ajor in d ic a to r  o f  q u a l i ty .  W hile Cox t r e a te d  

t h i s  l e v e l  In  th e  c o n te x t o f  goods o n ly , t h i s  l e v e l  o f  a t t r i b u t e s  seems 

to  a p p ly  to  many s e rv ic e s  and g o o d -se rv ic e  com binations such a s  au to  

r e p a i r ,  r e s t a u r a n t  m eals, and m edical a: i  d e n ta l  s e rv ic e s  a s  w e ll .



The t h i r d  le v e l  o f  a t t r i b u t e s  — a c c o rd in g  to  Cox — a re  th o se  

vh ich  a re  r e l a t i v e l y  d i f f i c u l t  to  e v a lu a te ,  bu t th e  consumer i s  a b le  

to  e v a lu a te ,  such a s  th e  t a s t e  o f  food and th e  a t t r a c t iv e n e s s  o f  an 

a r t  o b je c t .  F o r p ro d u c ts  c h a ra c te r iz e d  by a t t r i b u t e s  o f  t h i s  l e v e l ,  

p r ic e  m ight p la y  a p a r t i a l  r o l e  a s  in d ic a n t  o f  q u a l i ty  s in c e  th e r e  i s  

c e r t a in  amount o f  am b ig u ity  co n ce rn in g  p ro d u c t q u a l i ty .

Cox t e s t e d  hyp o th eses  ab o u t th e  t h i r d  le v e l  o f  a t t r i b u t e s  

o n ly  u s in g  c o f fe e  as  h is  p ro d u c t c l a s s ,  and found t e n t a t i v e  su p p o rt 

fo r  them. Even though th e  s t a t i s t i c a l  s ig n if ic a n c e  o f  th e  F r a t i o s  

was r e l a t i v e l y  low ( p ^ . 1 0 ) ,  one s t r e n g th  o f  C ox 's experim ent i s  th e  

re p e a te d  m easurem ent o f  th e  p r i c e - q u a l i ty  r e la t io n s h ip  a t  fo u r t r i a l s .  

Over a l l  t r i a l s ,  he c o n s i s te n t ly  found th e  r e la t io n s h ip  p o s i t i v e .

C ox 's c o n c e p tu a l iz a t io n  o f  th e  r e l a t io n s h ip  between th e  p r ic e  

cue and o th e r  p ro d u c t cues based  on th e  d eg ree  o f  a t t r i b u t e  am b igu ity  

has im p o rta n t im p lic a t io n s  to  s e r v ic e s ,  which a r e  c h a ra c te r iz e d  by a 

r e l a t i v e l y  h igh  deg ree  o f  a t t r i b u t e  am b ig u ity . The ev idence  p ro v id ed  

by Cox (1979) and W heatlv . W alton, and Chiu (1977) su p p o rts  th e  

p ro p o s i t io n  t h a t  p r ic e  i s  an im p o rtan t cue fo r  s e r v ic e s .

A nother s tream  o f  r e s e a rc h  i d e n t i f i e s  th e  r o le  o f  p r ic e  in  th e  

d i f f e r e n t  p h ases  o f  th e  p ro d u c t ch o ice  p ro cess  (3ettm an 1979; H aines 

1974. P ark , L e s s ig , and M e r r i l l  1982). T h is re s e a rc h  d i r e c t io n  a g re e s  

th a t  p r ic e  m ight be used  in  th e  e a r ly  s ta g e s  o f  th e  ch o ice  p ro cess  as 

a s c re e n in g  to o l  to  l i m i t  th e  ch o ice  to  a c o n t ro l la b le  number o f  

a l t e r n a t iv e s  (u s u a l ly  d e f in e d  by consumer re s e a rc h e r s  as  th e  evoked s e t ) .  

O ther a t t r i b u t e s  a r e  th en  used in  th e  e v a lu a tio n  o f  a l t e r n a t i v e s .  Cnee



a g a in , and l a t e r  in  th e  p re -p u rc h a se  e v a lu a tio n  p ro c e s s , p r ic e  may be 

used in  th e  buy ing  d e c is io n ,  p a r t i c u l a r l y  i f  p r ic e  d i f f e r e n c e s  a re  

p e rc e iv e d  a s  s ig n i f i c a n t  by consum ers (Monroe 1982).

W hile th e  f in d in g s  o f  most p r ic e  r e s e a r c h e r s  in d ic a te  th e  

i n s ig n i f i c a n t  e f f e c t  o f  th e  p r ic e  cue in  m u ltic u e  s e t t i n g s ,  a some­

what d i f f e r e n t  e x p la n a tio n  i s  p re se n te d  by S te m th a l  and C ra ig  (1982). 

A f te r  rev iew in g  th e  r e le v a n t  l i t e r a t u r e ,  th e s e  consumer re s e a rc h e r s  

conclude th a t  p eo p le  f a i l  to  use  th e  p r ic e  cue a s  a b a s is  f o r  ch o ice  

d e c is io n s  b ecause  p r ic e  in fo rm a tio n  i s  n o t o f te n  p ro c e sse d ; i . e . ,  

consum ers do n o t o f te n  check p r ic e .  A p p aren tly , u n le s s  consumers 

c o l l e c t  and p ro c e s s  p r ic e  in fo rm a tio n , th e r e  i s  no way fo r  them to  

u se  i t  in  p ro d u c t ch o ice  d e c is io n s .

F in a l ly ,  E ngel, B lack w e ll, and K o lla t  (1978) add two o th e r  

c o n d i tio n s  fo r  a p o s i t iv e  p r i c e - q u a l i t y  r e l a t io n s h ip .  These a r e :  

a )  when th e  consumer has co n fid e n ce  in  p r ic e  a s  a p r e d ic to r  o f  q u a l i ty ,  

and b) when th e r e  a re  r e a l  and p e rc e iv e d  q u a l i ty  d i f f e r e n c e s  among 

b ran d s . These a u th o rs  conclude th a t  some o th e r  f a c to r s  e x i s t  and 

a f f e c t  p r ic e  judgm ent. Among th e se  f a c to r s  a r e  p ro d u c t c l a s s  ( e . g . ;  

p r ic e  was found more im p o rtan t fo r  d e te rg e n ts  th an  fo r  c e r e a l s ) ,  

s o c ia l  v i s i b i l i t y  o f  th e  p ro d u c t ( th e  more s o c ia l ly  v i s ib l e  th e  p ro d u c t, 

th e  more s ig n i f i c a n t  th e  p r i c e ) ,  unaw areness o f  p r ic e  (which i s  

c o n s is te n t  w ith  S te r n th a l  and C ra ig 's  co n c lu s io n  r e f e r r e d  to  ab o v e), 

and th e  number o f  a l t e r n a t iv e s  under c o n s id e ra tio n  ( th e  g r e a te r  th e  

number o f  a l t e r n a t i v e s ,  th e  l e s s  s ig n i f i c a n t  th e  p r i c e ) .
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Sumaary

The p r ic e  cue does p la y  a r o le  in  p ro d u c t e v a lu a tio n  and 

c h o ic e . T hare i s  s u b s t a n t i a l  ev idence  th a t  a p o s i t iv e  r e l a t i o n ­

s h ip  e x i s t s  between th e  p r ic e  cue and p e rc e iv e d  p ro d u c t (good) 

q u a l i t y  in  s p i t e  o f  th e  a e th o d o lo g ic a l l im i t a t i o n s  o f  p rev io u s  p r ic e  

r e s e a r c h ,  and even though t h i s  r e la t io n s h ip  was n o t alw ays s t a t i s t i ­

c a l l y  s i g n i f i c a n t .

The q u e s tio n  i s  n o t w hether t h i s  p r i c e - q u a l i ty  r e la t io n s h ip  

e x i s t s ;  r a th e r ,  i t  i s  when t h i s  r e la t io n s h ip  d e te rm in es  p ro d u c t 

ch o ice  (Monroe 1982). The l i t e r a t u r e  rev iew  p re se n te d  above and 

th a t  summarized by S te rn th a l ' and C raig  (1982) contend  th a t  th e  

p r ic e  cue te n d s  to  be s ig n i f i c a n t  in  s i t u a t io n s  where o th e r  p ro d u c t 

a t t r i b u t e s  a re  c h a ra c te r iz e d  by a h igh  d eg ree  o f  am b ig u ity , and 

consum ers canno t a s s e s s  q u a l i t y  by any o th e r  means. C onversely , 

when consum ers can depend on o th e r  cues - -  such a s  brand image — 

th e  p r ic e  cue becomes l e s s  im p o rtan t a s  an e v a lu a tiv e  c r i t e r i o n .

W hile th e  p ro d u c ts  used  in  a l l  th e  s tu d ie s  review ed a re  

p h y s ic a l  goods, th e  a v a i la b le  ev idence su g g e s ts  th a t  p r ic e  i s  an 

im p o rtan t e v a lu a tiv e  c r i t e r i o n  fo r  s e r v ic e s ,  s in c e  s e rv ic e s  a re  

c h a ra c te r iz e d  by r a th e r  h ig h  ex p erien ce  and c redence  q u a l i t i e s .

These q u a l i t i e s  r e s u l t  in  a h igh  deg ree  o f  am b igu ity  and d i f f i c u l t y  

in  s e rv ic e  e v a lu a tio n .
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R esearch  I n v e s t ig a t in g  O ther Cues

In a d d i t io n  to  th e  p r ic e  cue, o th e r  f a c to r s  have been 

in v e s t ig a te d  by r e s e a r c h e r s .  In th e  fo llo w in g  s e c t io n s ,  fo u r o f  

th e s e  f a c to r s  w i l l  be rev iew ed . They a r e  brand name, s to r e  image, 

p h y s ic a l ( i n t r i n s i c )  c u es , and p ro d u c t f a m i l i a r i t y .

Brand Image S tu d ie s

The brand  name (o r  image) cue has been s tu d ie d  in  a s s o c ia t io n  

w ith  p r ic e  a lo n e , o r  w ith  p r ic e  and o th e r  cu es . I t  i s  g e n e ra lly  

n o tic e d  t h a t  b rand  name i s  an im p o rtan t e v a lu a tiv e  c r i t e r i o n  from th e  

consum er's  p o in t-o f -v ie w . That i s ,  a p o s i t i v e  r e l a t io n s h ip  emerges 

between b rand  image and p ro d u c t e v a lu a tio n ,  even though th e  r e l a t i o n ­

sh ip  i s  som etim es n o t co m p le te ly  c l e a r .

A f te r  rev ie w in g  th e  l i t e r a t u r e  on cue u t i l i z a t i o n ,  S c h e llin c k  

( 1980 ) c o n c lu d es , among o th e r  th in g s ,  t h a t  p eop le  p la c e  c o n s id e ra b le  

em phasis on brand  name and i n t r i n s i c  p ro d u c t cues when ^hey e v a lu a te  

a b r a n d 's  q u a l i ty .

Andrews and V a len z i (1971) in d ic a te  t h a t  a t  l e a s t  fo r  low er 

p r ic e d  p ro d u c ts , th e  brand  name cue in f lu e n c e d  q u a l i ty  p e rc e p tio n s .  

G ardner (1971) a s s e r t s  th a t  brand  name s tro n g ly  in f lu e n c e s  consum ers' 

p e rc e p tio n  o f  p ro d u c t q u a l i ty  and w ill in g n e s s  to  buy. W heatly and 

Chiv: ( 977) a ls o  conclude th a t  w h ile  th e  in f lu e n c e  o f  brand name on 

q v .a lity  p e rc e p tio n s  was p o s s ib ly  p r o d u c t - s p e c i f ic ,  i t  was s ig n i f i c a n t .

O lso n 's  (1977) rev iew , however, uncovers a d isc re p a n c y  in  th e
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f in d in g s  o f  p re v io u s  r e s e a rc h  in v o lv in g  brand  name and p r ic e  in  

com b in a tio n . Olson o f f e r s  an e x p la n a tio n  f o r  t h i s  d isc re p a n c y  based  

on in fo rm a tio n  p ro c e s s in g  th e o ry  by which a  b rand  name i s  c o n s id e re d

an " in fo rm a tio n a l chunk" encom passing in fo rm a tio n  on many 

p ro d u c t c h a r a c t e r i s t i c s  such a s  s iz e ,  shape , m a n u fa c tu re r , perfo rm ance, 

p r ic e ,  e t c .  So, when consum ers u se  a b rand  name to  a c c e s s  an 

" in fo rm a tio n  chunk" encom passing a l l  o f  t h i s  in fo rm a tio n  th e y  m ight 

n o t u se  th e  p r ic e  cue h e a v i ly .  Only in  c a se s  o f  low brand  f a m i l i a r i t y  

o r  in  th e  absence  o f  a  brand  name, th e  p r ic e  becomes an im p o rtan t cue 

in  p ro d u c t e v a lu a t io n .

W heatly , W alton, and Chiu (1977 ), in  th e  s tu d y  r e f e r r e d  to  

b e fo re ,  found a  s t a t i s t i c a l l y  s ig n i f i c a n t  b rand  e f f e c t  ( p ^ . 0 1 ) b u t 

n o t n e a r ly  a s  s tro n g  a s  th e  p r ic e  e f f e c t .  The d i f f e r e n c e  in  p e rc e iv e d  

q u a l i t y  a t t r i b u t a b l e  to  p r ic e  l e v e l  was g r e a te r  th a n  th e  d i f f e r e n c e  

a t t r i b u t a b l e  to  brand  r e c o g n i t io n .  When d is c u s s in g  th e  r e s u l t s ,  th e  

r e s e a r c h e r s  re a c h  s e v e ra l  c o n c lu s io n s , some o f  which a r e  s im i la r  to  

th o s e  o f  O lson (1977 ). They n o te  i t  i s  v e ry  l i k e l y  t h a t  brand  name 

a s  a cue f o r  p ro d u c t q u a l i t y  i s  p r o d u c t - s p e c i f ic .  They add i t  i s  

p o s s ib le  t h a t  b rand  name i s  i n t e r r e l a t e d  w ith  p r i c e .  However, th e y  

su g g es t t h a t  in  th e  c a se  o f  some lo w -p ric e d  consumer p ro d u c ts , th e  

brand  name cue becomes more im p o rtan t th a n  th e  p r ic e  cu e , w hereas th e  

form er becomes l e s s  im p o rtan t f o r  some h ig h e r -p r ic e d  consumer goods.

T his l a s t  c o n c lu s io n  i s  d isp u te d  by th e  f in d in g s  o f  R aju  

(1977) where b rand  name was found to  have g r e a te r  e f f e c t  on o v e r a l l  

q u a l i ty  e v a lu a tio n  a t  h ig h e r  p r ic e s  th an  a t  low er p r i c e s .  These
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c o n f l i c t i n g  r e s u l t s  confirm  th e  a s s e r t io n  th a t  th e  brand  name cu e , 

l i k e  p r ic e ,  i s  p r o d u c t - s p e c i f ic .

E ngel, B la ck w e ll, and K o lla t  (1978) n o te  t h a t  th e  im portance 

o f  brand  image a s  an in d ic a to r  o f  p ro d u c t q u a l i ty  seems to  v a ry  w ith  

th e  ea se  by which q u a l i t y  can be judged  o b je c t iv e ly .  I f  e v a lu a tio n  i s  

d i f f i c u l t ,  consum ers te n d  to  p e rc e iv e  a h ig h e r  degree  o f  r i s k  in  

th e  p u rc h a se . Thus, a w ell-known brand name w ith  a h igh  q u a l i ty  image 

can be an  e f f e c t i v e  way to  red u ce  p e rc e iv e d  r i s k .

O ther d i r e c t io n s  in  brand  r e s e a rc h  in c lu d e  th e  combined e f f e c t  

o f  brand  name and each o f  th e  fo llo w in g  f a c to r s  on consum ers' 

p e rc e p tio n s  o f  p ro d u c t q u a l i ty :  la b e l in g  in fo rm a tio n , packag ing  and 

c o n ta in e r  s i z e ,  s to r e  b ra n d s , and g e n e r ic s .

Im peria  (1981) t e s t e d  th e  im portance o f  l a b e l  in fo rm a tio n  in  

brand  c h o ic e . R espondents were asked  to  choose a canned food p ro d u c t 

fl*om th r e e  b rands a v a i la b l e  a t  a  s p e c i f i c  su p erm arke t: a n a t io n a l  

b ran d , a  s to r e  b ran d , and a g e n e r ic .  An a n a ly s i s  o f  th e  reaso n  given 

f o r  b rand  c h o ic e  re v e a le d  th a t  th e  m a jo r i ty  o f  re sp o n d en ts  d id  n o t 

r e l y  on la b e l  in fo rm a tio n  when choosing  th e  b rand . F a c to rs  such as  

p r i c e ,  b rand  lo y a l ty ,  brand  name, and p e rc e iv e d  q u a l i ty  were co n s id e re d  

to  be more im p o rta n t.

A s im i la r  ch o ic e  p a t te r n  was found when th o se  p ro d u c ts  hav ing  

equal in g re d ie n ts  a c ro s s  b rands were an a ly z e d . The f in d in g s  in d ic a te  

t h a t  th e  m a jo r i ty  o f  re sp o n d en ts  chose th e  n a t io n a l  brand because i t  

was p e rc e iv e d  o f  a b e t t e r  q u a l i t y  and b e t t e r  in g re d ie n ts  even though
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th e  l a b e l s  o f  th e  th r e e  b rands l i s t e d  id e n t i c a l  in g r e d ie n ts .  In  th e  

c a se  where th e  g e n e ric  b rand  was chosen o v er th e  n a t io n a l  b rand  fo r  

p r i c e ,  i t  was so chosen because  i t  was p e rc e iv e d  o f  equal q u a l i t y  as  

th e  s to r e  b ran d .

A nother s tu d y  by P a tto n  (1981) examined th e  im pact o f  q u a n t i ty  

in fo rm a tio n  on brand  c h o ice  d e c is io n s .  The s tu d y 's  m ajor f in d in g s  

In d ic a te  t h a t  s u b je c ts  tended  to  s e le c t  b rands th a t  p ro v id e  th e  most 

in fo rm a tio n , and ten d ed  to  av o id  th o se  w ith  th e  l e a s t  in fo rm a tio n .

T h is  tend en cy  was h ig h e s t  when a l l  t e s t e d  b rands w ere o f  eq u a l q u a l i ty ,  

b u t th e  tend en cy  was m oderate when q u a l i ty  v a r ie d  in v e r s e ly  w ith  amount 

o f  In fo rm a tio n .

The l a s t  two s tu d ie s ,  j u s t  d is c u s s e d , show r e l a t i v e l y  

c o n f l i c t i n g  r e s u l t s  ab o u t th e  amount o f  brand  in fo rm a tio n  consumers 

may u t i l i z e .  W hile th e  f i r s t  s tu d y  in d ic a te s  th a t  l a b e l  in fo rm a tio n  

i s  n e g le c te d  in  fa v o r o f  o th e r  e x t r i n s i c  cues such a s  p r i c e ,  b rand  

im age, and th e  l i k e ,  th e  second s tu d y  shows th a t  consum ers te n d  to  

s e le c t  th e  b rand  w ith  th e  most in fo rm a tio n .

The d isc re p a n c y  co n ce rn in g  brand  in fo rm a tio n  may be ex p la in ed  

in  te rm s o f  th e  p ro d u c t c l a s s  s e le c te d  by th e  r e s e a rc h e r s  o f  th e  two 

s tu d ie s .  W hile Im peria  used  canned food (a  convenience good), P a tto n  

employed e l e c t r i c  food m ixer (a shopping  good). I t  i s  l o g i c a l  to  

f in d  consum ers lo o k in g  fo r  more in fo rm a tio n  in  th e  ca se  o f  a  shopping 

good th an  in  th e  ca se  o f  a convenience good fo r  s e v e ra l  re a s o n s .

In  th e  c a se  o f  an a p p lia n c e  such a s  e l e c t r i c  food m ixer,
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consum ers a re  concerned  w ith  in fo rm a tio n  on i t s  s a f e ty ,  c a p a c ity ,  

c a p a b i l i ty ,  v e r s a t i l i t y ,  w e ig h t, w a rra n ty , and th e  l i k e .  In th e  

ca se  o f  a  conven ience good such a s  canned food , on th e  o th e r  hand, 

consum ers te n d  to  u se  an in fo rm a tio n a l chunk such a s  brand  name to  

summarize a g r e a t  d e a l o f  in fo rm a tio n  and c u t down se a rc h  tim e .

In  a d d i t io n ,  consum ers te n d  to  assume th a t  food q u a l i ty  

req u ire m en ts  a r e  s a t i s f i e d  by th e  FDA r e g u la t io n s .  However, w h ile  

consum ers a lso  assume th a t  a p p l ia n c e 's  s a f e ty  i s  a ls o  re g u la te d  by 

th e  CPSC, t h e i r  se a rc h  fo r  in fo rm a tio n  does n o t s to p  a t  s a f e ty  

re q u ire m e n ts , b u t exceeds them to  o th e r  f e a tu r e s  a s  m entioned above.

O ther re s e a rc h  on b ran d , p ack ag in g , and c o n ta in e r  s iz e  has 

c o n s is te n t ly ,  y ie ld e d  s ig n i f i c a n t  brand  and packag ing  e f f e c t s  

(R igaux-B ricm ont 1982; Fow ler 1982). However, c o n ta in e r  s iz e  a lo n e  

d id  n o t p roduce any s ig n i f i c a n t  e f f e c t  ex cep t in  th e  c a se  o f  th e  

t r i p l e  in t e r a c t io n  w ith  brand  and p r ic e  d isc o u n t (Fow ler 1982).

S in ce  th e  pu rpds?  o f  t h i s  rev iew  i s  to  p ro v id e  in s ig h ts  

fo r  com paring goods cues w ith  s e rv ic e  c u e s , e la b o ra tio n  on packag ing  

and c o n ta in e r  re s e a rc h  i s  n o t u s e f u l .  Packaging  and c o n ta in e r  s ic e  

im p lic a tio n s  a r e  n o t r e le v a n t  to  s e r v ic e s .  T h e re fo re , th e  rev iew  o f  

th e s e  is s u e s  w i l l  s to p  a t  t h i s  p o in t .

F in a l ly ,  re s e a rc h  on n a t io n a l ,  s to r e ,  and g e n e ric  brands 

in d ic a te s  t h a t  consum ers' p e rc e p tio n  o f  th e  q u a l i ty  o f  n a t io n a l  and 

s to r e  b rands was enhanced when g e n e ric  b rands were in tro d u c e d  to  th e  

c h o ice  s e t  r e g a rd le s s  o f  th e  p r ic e  range  sp read  (W heatly 1981; W’n e a t ly
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between n a t io n a l  b rands on one hand, and p r iv a te  and g en e ric  b ran d s , 

on th e  o th e r .  So, th e  sw itch  from n a t io n a l  brand to  p r iv a te  brand 

was n o t s i g n i f i c a n t .  In c o n t r a s t ,  consumers p e rc e iv e d  sm all d i f f e r e n ­

ces  in  q u a l i t y  between p r iv a te  and g e n e ric  b ran d s . C onsequen tly , th e  

sw itch  from th e  s to r e  brand  to  th e  g e n e ric  was s i g n i f i c a n t .

Summary

Brand image r e s e a rc h  has y ie ld e d  s e v e ra l  im p o rtan t f in d in g s .

In g e n e ra l,  a brand  name c o r r e l a t e s  p o s i t i v e ly  w ith  p ro d u c t q u a l i ty .

A brand  name p ro v id e s  an e x p l i c i t  p o s i t io n in g  fo r  th e  p ro d u c t (Ross 

1982). A brand  name, th u s ,  i s  co n s id e re d  an in fo rm a tio n  chunk th rough  

w hich consum ers a c c e ss  many o th e r  p ro d u c t in fo rm a tio n .

I t  i s  a ls o  l i k e l y  t h a t  th e  brand  name i s  p r o d u c t- s p e c if ic  in  

th e  sense  t h a t  th e re  i s  in t e r p la y  between brand name and p r ic e  depend­

in g  on th e  p ro d u c t c a te g o ry . The amount o f  brand in fo rm a tio n  consumers 

c o l l e c t  depends on th e  p ro d u c t c a te g o ry  a s  w e ll .  F in a l ly ,  th e  q u a l i ty  

image o f  n a t io n a l  b rands i s  enhanced w ith  th e  in t ro d u c t io n  o f  g e n e r ic s .

The im p lic a t io n s  o f  th e s e  f in d in g s  to  s e rv ic e s  a re  s e v e ra l .  

F i r s t ,  th e re  no s tu d ie s  in  th e  s e rv ic e  l i t e r a t u r e  t h a t  d e a l w ith  brand 

name. However, th e r e  a r e  some s tu d ie s  which in v o lv e  s e rv ic e  p r o v id e r 's  

r e p u ta t io n .  Indeed , th e re  i s  a s u b s t a n t i a l  r.um: e r  o f  s e rv ic e s  th a t  

re c o g n iz e  th e  in f lu e n c e  o f  brand name on c tru u m ers1 p e rc e p tio n s ,  hence 

th e y  develop  s p e c i f i c  brand names — l i r e  x a n u fa c tu re rs  o f  consumer 

goods — and u t i l i z e  them in  p o s i t io n in g  t h e i r  o f f e r in g s  th rough
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prom otions.

I t  shou ld  be n o te d , however, t h a t  in  th e  c a se  o f  s e r v ic e s ,  th e  

brand name and s to r e  (p ro v id e r )  name cues may combine w ith  each o th e r  

in  what m ight be l a b e l le d  " s e rv ic e  p r o v id e r 's  image o r  r e p u ta t io n ."

T his i s  so b ecause  th e  s e rv ic e  p ro d u cer i s  u s u a l ly  i t s  m a rk e te r , and 

th e  s e rv ic e  s to r e  may be e i t h e r  owned by th e  s e rv ic e  p ro v id e r ,  o r  

f ra n c h ise d  — under th e  same company name — by him.

Compared to  goods, i t  i s  l i k e l y  t h a t  consum ers engage in  

c o l l e c t in g  a l a r g e  amount o f  in fo rm a tio n  abou t s e rv ic e s  s in c e  th e  

in fo rm a tio n  a v a i la b le  by s e rv ic e  p ro v id e rs  on t h e i r  s e rv ic e s  i s  s p a rs e .  

In a d d i t io n ,  th e  u n c e r ta in ty  su rro u n d in g  th e  q u a l i ty  o f  s e rv ic e s  

p ro v id e s  a n o th e r  reaso n  why consum ers m ight be a c t iv e  in  lo o k in g  fo r  

in fo rm a tio n  on s e rv ic e s  th e y  p la n  to  buy.

F in a l ly ,  a c o rre sp o n d in g  co ncep t o f  n a t io n a l ,  s to r e ,  and 

g en e ric  s e rv ic e s  can be d ev e lo p ed . G eneric  s e rv ic e s  a re  re p re s e n te d  

by sm all s e rv ic e  o u t l e t s  (sm a ll w orkshops, f a s t - fo o d  o u t l e t s ,  and o th e r  

s e rv ic e s )  t h a t  a r e  p r iv a t e ly  owned and managed by s m a l l - s iz e  b u s in e s s ­

p eo p le , who a r e  n o t a p a r t  o f  a  l a r g e r  v e r t i c a l l y - in t e g r a t e d  system .

I t  i s  p o s s ib le  t h a t  th e  image o f  th e  n a t io n a l  o r  r e g io n a l  s e rv ic e  

p ro v id e r ,  which i s  c re a te d  u s in g  a p u l l  s t r a t e g i c  approach  th rough  

p o s i t io n in g  and mass a d v e r t i s in g ,  w i l l  r e s u l t  in  a  h ig h e r  p e rc e iv e d  

q u a l i ty  fo r  th e s e  s e rv ic e s  th an  fo r  g e n e r ic  s e r v ic e s .
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S to re  Image S tu d ie s

The s to r e  Image cue was examined by Olson (1977) who found 

c o n s is te n t  main e f f e c t s  on p ro d u c t e v a lu a tio n  In  th r e e  o f  th e  f iv e  

s tu d ie s  In v o lv in g  s to r e  Image which he rev iew ed . The r e s u l t s  o f  th e  

two o th e r  s tu d ie s  a r e  I n c o n s is te n t  w ith  th o s e  o f  th e  f i r s t  th r e e  In  

one o r  more o f  th e  fo llo w in g  a s p e c ts :  th e  main e f f e c t s ,  th e  i n t e r ­

a c t io n  e f f e c t s  (w ith  p r ic e  o r  o th e r  c u e s ) ,  and th e  d i r e c t i o n a l i t y  o f  

th e  s to r e  image main e f f e c t .  O lson, th e r e f o r e ,  concludes t h a t  th e  

e f f e c t s  o f  s to r e  Image a r e  u n c le a r  and d e se rv e  f u r th e r  r e s e a rc h .

E ngel, B la ck w e ll, and K o lla t  (1978) d e f in e  a  s t o r e 's  image 

In  te rm s o f  th e  " o v e ra l l  way In  which custom ers p e rc e iv e  a  s to r e  a s  

w e ll a s  i t s  In d iv id u a l  a t t r i b u t e s  . . . "  (p . 5 20 ). These a t t r i b u t e s

— a s  p e rc e iv e d  by consum ers — r e p r e s e n t  th e  d e te rm in a n ts  o f  s to r e  

c h o ic e . A ccord ing  to  th e  a u th o rs ,  th e s e  d e te rm in a n ts  a r e  n o t 

u n iv e r s a l ;  r a t h e r ,  th e y  v a ry  s u b s t a n t i a l l y  by ty p e  o f  p ro d u c t, s to r e ,  

and custom er.

The d e te rm in a n ts  o f  s to r e  ch o ice  f o r  two consumer p ro d u c t 

c a te g o r ie s  a r e  summarized by E ngel, B la c k w e ll, and K o lla t  a s  fo llo w s :

1 . Women's c lo th in g  s to r e s :  s a le s p e rs o n s , p r i c e - q u a l i t y ,  and
c o n g e n ia l i ty .

2 . S uperm ark e ts : lo c a t io n ,  p r i c e ,  s e r v ic e ,  c l e a n l in e s s ,  p ro d u c t
s e le c t io n ,  and p a rk in g .

The a u th o rs  a ls o  n o te  t h a t  th e r e  i s  some ev idence  o f  a  c o r r e la t io n  

between s to r e  l o y a l ty  and s to r e  image. They a ls o  s t a t e  t h a t  th e  image 

o f  a p r e f e r r e d  s to r e  seems to  co rresp o n d  to  consum er's  s e l f  im age.
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Runyon (1977) con tends t h a t  a t te m p ts  to  a s s e s s  s to r e  ch o ice  on 

th e  b a s is  o f  in d iv id u a l  s to r e  a t t r i b u t e s  have g e n e ra l ly  been u n su ccess­

f u l .  I t  seems t h a t  th e  d e te rm in a n ts  o f  s to r e  c h o ice  e n te r  in to  complex 

r e la t io n s h ip s  betw een, m erchandise l i n e s ,  s to r e  a t t r i b u t e s ,  and 

consumer c h a r a c t e r i s t i c s ,  so t h a t  i t  i s  n o t alw ays c l e a r  which f a c to r s  

a r e  d e te rm in a n ts  and which ones a r e  m ere ly  im p o rta n t.

Summary

The ev id en ce  in d ic a te s  t h a t  th e  e f f e c t  o f  th e  s to r e  image in  

th e  goods s e c to r  i s  u n c le a r .  The c a se  w ith  s e rv ic e s  i s  l i k e l y  to  be 

d i f f e r e n t  a s  th e  s to r e  image and th e  s e rv ic e  p roducer image (o r  

r e p u ta t io n )  combine w ith  each o th e r  a s  e x p la in e d  in  th e  p re v io u s  s e c t io n .

Stuc.l?~ on th e  P h y s ic a l C h a r a c te r i s t i c s  o f  Goods

R esearch  on i n t r i n s i c  p ro d u c t cues has produced two stream s o f  

f in d in g s .  One o f  th e s e  s tream s con ten d s t h a t  th e  p h y s ic a l c h a r a c te r i s ­

t i c s  a r e  n o t c r u c i a l  in  p ro d u c t e v a lu a t io n s ,  w h ile  th e y  a re  found 

s ig n i f i c a n t  a c c o rd in g  to  th e  o th e r  s tream .

Schiffm an and Kanur: ( 1 9 8 3 ) ,  on one hand, n o te  t h a t  . . .  

" (c)onsum ers l i k e  to  b e l ie v e  t h a t  th e y  b ase  t h e i r  p ro d u c t q u a l i ty  

e v a lu a tio n s  on i n t r i n s i c  c u es , because  th e y  can j u s t i f y  r e s u l t in g  

p ro d u c t d e c is io n s  . . .  on th e  b a s is  o f  ' r a t i o n a l '  o r  'o b j e c t iv e ' p ro d u c t 

c h o ic e . More o f te n  than  n o t ,  however, th e  p h y s ic a l c h a r a c t e r i s t i c  

th e y  s e l e c t  to  judge q u a l i ty  has no i n t r i n s i c  r e l a t io n  to  th e  p ro d u c t 's  

q u a l i ty .  Thus, though many consum ers c la im  th e y  buy a brand because
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o f  i t s  s u p e r io r  t a s t e ,  th e y  a r e  o f te n  u n ab le  to  i d e n t i f y  t h a t  brand  in  

b l in d  t a s t e  t e s t s . "  (pp. 157-158).

The co n c lu s io n  reach ed  by Schiffm an and Kanuk, a f t e r  rev iew in g  

s e v e ra l  s tu d ie s  in v o lv in g  s o f t  d r in k  t a s t e  t e s t s ,  has been su p p o rted  

by many s tu d ie s  in  o th e r  food c a t e g o r ie s .  For in s ta n c e ,  H a llaq  and 

P e t t i t  (1983) reach ed  th e  same c o n c lu s io n  a f t e r  p erfo rm in g  a s e r i e s  

o f  t a s t e  t e s t s  on o range  J u ic e ,  h o t d ogs, and p o ta to  c h ip s .  They 

c o n c lu d e d .. . " f r e q u e n t ly  p h y s ic a l a t t r i b u t e s  l i k e  sw ee tn ess , b i t t e r n e s s  

and aroma a r e  n o t a s  c r u c i a l  in  d e te rm in in g  e v a lu a tio n s  a s  brand  name 

and image a s s o c ia te d  w ith  th e  p ro d u c ts ."  (p . 6 00 ).

The o th e r  stream  o f  re s e a rc h ,  on th e  o th e r  hand, i s  re p re s e n te d  

by th e  s tu d ie s  rev iew ed by Olson (19 7 7 ). He found s ig n i f i c a n t  main 

e f f e c t s  o f  p ro d u c t com position  cues in  fo u r  o f  th e  f iv e  s tu d ie s  he 

rev iew ed . A ccording  to  O lson, th e  Jacoby , O lson, and H addock 's (1971) 

s tu d y  was th e  f i r s t  p r ic e  cue in v e s t ig a t io n  to  examine th e  p h y s ic a l 

d i f f e r e n c e s  among brands in  th e  same p ro d u c t c l a s s .  The f in d in g s  o f  

t h i s  s tu d y  in d ic a te  a s tro n g  main e f f e c t  due to  p h y s ic a l  c h a r a c t e r i s ­

t i c s ,  b u t a ls o  show complex in te r a c t io n s  w ith  o th e r  c u e s . P r ic e  was 

found to  have a  s ig n i f i c a n t  e f f e c t  on p ro d u c t q u a l i t y  judgment/ o n ly  

when p h y s ic a l com position  cues and th e  brand  name cue were a b s e n t.

Summary

R esearch  on th e  p h y s ic a l c h a r a c t e r i s t i c s  o f  goods has produced 

c o n f l i c t i n g  f in d in g s  a s  to  t h e i r  e f f e c t s  on p ro d u c t e v a lu a tio n .

However, th e  f in d in g s  by Jaco b y , O lson, and Haddock (1971), p ro v id e
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more su p p o rt to  th e  p ro p o s it io n  th a t  p r ic e  m ight be an im p o rtan t f a c to r  

in  s e rv ic e  e v a lu a tio n , s in c e  s e rv ic e s  in  g e n e ra l,  and pure  s e rv ic e s  in  

p a r t i c u l a r ,  la c k  th e  p h y s ic a l c h a r a c t e r i s t i c s .  I t  i s  because s e rv ic e s  

a r e  in ta n g ib le  t h a t  a  number o f  s c h o la r s  c a l l  fo r  p ay ing  more a t t e n t io n  

to  th e  cues o f  th e  p h y s ic a l environm ent o f  r e t a i l  s e r v ic e s ,  as  w ell a s  

ta n g ib le  cues in  s e rv ic e  a d v e r t i s in g .  These is s u e s  w i l l  be d is c u s se d  in  

more d e t a i l  in  C hap ter I I I .

S tu d ie s  on P ro d u c t F a m i l ia r i ty

There i s  ev idence  from th e  r e s e a rc h  done on s e v e ra l  goods th a t  

f& m ilia r i ty  (o r  ex p e rie n c e )  w ith  a p ro d u c t c la s s  i s  s t r o n g ly  r e la te d  

to  p ro d u c t e v a lu a tio n .

In  h is  rev iew  o f  s tu d ie s  d e a l in g  w ith  p ro d u c t f a m i l i a r i t y ,

Olson (1977) co n c lu d es : " I t  seems l i k e l y  t h a t  e x p e r t is e  o r  f a m i l i a r i t y  

w ith  th e  p ro d u c t c l a s s  s t r o n g ly  in f lu e n c e s  th e  r e l a t i v e  e f f e c t s  o f  

in fo rm a tio n a l cues on p ro d u c t e v a lu a tio n  and th u s  w a rra n ts  such a t t e n ­

t i o n . "  (p . 2 8 2 ) .’

Mauser (1979) a ls o  in d ic a te s  t h a t  consum ers' p e rc e p tio n s  o f  a 

p ro d u c t c l a s s  may v a ry  w ith  t h e i r  deg ree  o f  p ro d u c t f a m i l i a r i t y .  The 

e m p ir ic a l r e s u l t s  o f  Park  and L ess ig  (1981 ), Swan and Trawick (1979), 

and W heatley  and Chiu (1979) a l l  show s ig n i f i c a n t  f a m i l i a r i t y  e f f e c t s  

as  w e ll .

C o n cep tu a lly , p ro d u c t f a m i l i a r i t y  has been in c lu d e d  in  consumer 

b eh av io r models a s  one o f  th e  d e te rm in a n ts  o f  p ro d u c t e v a lu a tio n . For



40

exam ple, Howard (1977 ), and Howard and S heth  (1969) p o s tu la te  t h a t  

consum ers w ith  l i t t l e  ex p e rien ce  w ith , and knowledge o f ,  th e  p ro d u c t 

engage in  e x te n s iv e  problem  s o lv in g .

However, n o t a l l  th e  s tu d ie s  y ie ld  a s t a t i s t i c a l l y  s i g n i f i ­

c a n t e f f e c t  o f  f a m i l i a r i t y ,  even though th e  r e s u l t s  a r e  in  th e  

exp ec ted  d i r e c t io n .  For in s ta n c e ,  Tan and D olich  (1981) t e s t e d  th e  

m odera ting  e f f e c t s  o f  c o g n i t iv e  co m plex ity  and p ro d u c t f a m i l i a r i t y  

on brand  p re fe re n c e s  a s  d e r iv e d  from f iv e  d i f f e r e n t  m u l t i a t t r i b u te  

ch o ice  m odels. A lthough th e  h ig h  f a m i l i a r i t y  group c o n s i s te n t ly  

showed a s l i g h t l y  h ig h e r  mean sc o re  than  th e  low f a m i l i a r i t y  group 

a c ro s s  a l l  th e  th r e e  p ro d u c t c la s s e s  used in  th e  s tu d y , th e  p ro d u c t 

f a m i l i a r i t y  main e f f e c t  was n o t s t a t i s t i c a l l y  s i g n i f i c a n t .  M oreover, 

a l l  in t e r a c t io n  e f f e c t s  were a ls o  in s ig n i f i c a n t  ex cep t th e  th ree -w ay  

in t e r a c t io n  (model x c o g n i t iv e  co m plex ity  x f a m i l i a r i t y )  in  one 

p ro d u c t c l a s s  (a u to m o b ile s ) .

W hile Tan and D olich  were t e s t i n g  ch o ice  m odels' p r e d i c t a b i l i t y  

n o t p ro d u c t f a m i l i a r i t y  p e r  s e , i t  seems th a t  th e  problem  c e n te r s  on 

t h e i r  o p e ra t io n a l  d e f in i t i o n  o f  p ro d u c t f a m i l i a r i t y .  These r e s e a r c h ­

e r s  o p e ra t io n a l iz e d  th e  concep t in  te rm s o f  th e  p ro p o r tio n  o f  brands 

in  th e  p ro d u c t c l a s s  th a t  a re sp o n d en t knew som ething a b o u t. This 

d e f in i t i o n  d i f f e r s  from th o se  used  by o th e r  r e s e a r c h e r s ,  and t h i s  

s i t u a t io n  may have a f f e c te d  th e  r e s u l t s .

A rev iew  o f  th e  o p e ra t io n a l  d e f in i t i o n s  o f  th e  concep t as  

used by d i f f e r e n t  re s e a rc h e r s  r e v e a ls  a wide a r r a y  o f  d e f in i t i o n s ,  

even though th e y  a l l  c e n te r  on th e  n o tio n s  o f  knowledge and e x p e rie n c e .
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For in s ta n c e ,  Stem and Lamb (1980) o p e ra t io n a l iz e d  f a m i l i a r i t y  by 

c l a s s i f y in g  s u b je c ts  in to  th r e e  c a te g o r ie s :  a )  nonu sers  (o f  snow

s k i s ) ,  b) u s e r s  w ith  no p u rch ase  e x p e r ie n c e , and c )  u s e r s  w ith  

p u rch ase  e x p e rie n c e .

Swan and Traw ick (1 9 7 9 ), on th e  o th e r  hand, used  a  m u lt ip le  

m easure. W hile n o t a d d re s s in g  th e  is s u e  o f  p ro d u c t f a m i l i a r i t y  

d i r e c t l y ,  th e y  seem to  d e f in e  th e  co ncep t in  te rm s o f  u sage  and 

p u rch ase  e x p e r ie n c e s . Usage e x p e rie n c e  was d e f in e d  in  term s o f  

th r e e  m easures: a )  word o f  m o u th -ta lk ed  w ith  o th e r  p eo p le  ab o u t

item , b) word o f  m outh-heard  from o th e r  p eo p le  ab o u t item , and

c) e x tre m ity  o f  p o s t  usage r a t i n g s ,  m easured a s  th e  a b s o lu te  

d if f e r e n c e  betw een each r e s p o n d e n t 's  sc o re  and th e  model c a te g o ry .

P u rch as in g  e x p e rie n c e ,o n  th e  o th e r  hand, was m easured u s in g  

fo u r  v a r ia b le s :  a )  freq u en cy  o f  p u rc h a se , b) e x tre m ity  r a t i n g s

p u rch ases  a t  s t o r e s ,  m easured in  a  s im i la r  way to  t h a t  used  f o r  

e x tre m ity  o f  p o s t  usage r a t i n g s ,  c) item s on s a le  o r  s p e c ia l ,  and

d) c o n s is te n c y  o f  p ro d u c t q u a l i t y .  I t  i s  w orthy to  n o te  t h a t  th e s e  

re s e a rc h e r s  found usage  e x p e rie n c e  to  be more s ig n i f i c a n t  than  th e  

o th e r  v a r ia b le s ,  and was judged  by th e  re s e a rc h e r s  a s  more c lo s e ly  

r e l a t e d  to  p ro d u c t e v a lu a tio n  th a n  o th e r  ex p e rien ce  c u es .

Bettm an and Park  (19 8 0 ), and Park  and L e ss ig  (1981) u sed  two 

m easu res. The f i r s t  m easure c o n s is t s  o f  th r e e  v a r ia b le s :  in fo rm a tio n  

s e a rc h , u sag e , and ow nersh ip . A ccording to  t h i s  m easure, s u b je c ts  

a r e  c l a s s i f i e d  in to  th r e e  g roups: a ) th e  Low P r io r  Knowledge and

E x perience  group; th o se  who d id  n o t se a rc h  fo r  in fo rm a tio n , u se , o r
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own th e  p ro d u c t, b) th e  M oderate group; th o se  who sea rch ed  fo r  

in fo rm a tio n  o r  u sed , b u t n o t owned th e  p ro d u c t, and c ) th e  High 

group; th o se  who owned th e  p ro d u c t (a microwave o v en ).

The second m easure u sed  by th e s e  r e s e a rc h e r s  i s  a  one- 

q u e s tio n  m an ip u la tio n  check : "How f a m i l i a r  a r e  you w ith  a  microwave 

oven?" The s c a le  used f o r  t h i s  m easure i s  a  5 -p o in t  s c a le  (where 

5 * v e ry  f a m i l i a r ,  and 1 * u n f a m i l i a r ) .  F a m i l ia r i ty  was d e f in e d  in  

th e  q u e s t io n n a ire  in  te rm s o f  th e  s u b j e c t 's  knowledge abou t th e  

f e a tu r e s  im p o rta n t in  ch o o sin g  among microwave ovens.

As th e s e  r e s e a r c h e r s  c o r r e la te d  th e  two m easures w ith  each 

o th e r ,  th e y  p ro v id ed  ev id en ce  o f  t h e i r  v a l i d i t y .  Thus, i t  seems 

th a t  th e s e  m easures a r e  more p r e f e r a b le  th an  th e  o th e r  m easures, 

which have been p re se n te d  b e fo re ,  because  o f  t h e i r  s im p l ic i ty  and 

w ell a s  t h e i r  v a l i d i t y .

The l i t e r a t u r e  rev iew ed seems to  in d ic a te  t h a t  f a m i l i a r i t y  

and e x p e rie n c e  w ith  th e  p ro d u c t r e l a t e s  t o  th e  l e v e l  o f  p e rc e iv e d  

r i s k .  F o r In s ta n c e ,  Brown and G en try  (1975) s tu d ie d  th e  le v e l  o f  

p e rc e iv e d  r i s k  o f  th r e e  au to m o b ile  owner g roups, and found th a t  

each group p e rc e iv e d  t h e i r  own model a s  hav ing  th e  lo w es t degree  

o f  r i s k  among a l l  th re e  m odels. These re s e a rc h e r s  conclude th a t  

ow nership  p ro v id e s  th e  consumer w ith  d i r e c t  knwoledge o f  th e  p ro d u c t, 

which c o n t r ib u te s  to  th e  r e d u c t io n  o f  p e rc e iv e d  r i s k .

S heth  and V enkatesan (1968 ), and R o se liu s  (1971) found th a t  

consum ers u se  b rand  lo y a l ty  a s  a  r i s k  re d u c t io n  s t r a t e g y  in  s i tu a t io n s
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c h a ra c te r iz e d  by h igh  p e rc e iv e d  r i s k .  In o th e r  words, brands which 

p e rc e iv e d  as  h igh  r i s k  item s , and w ith  which th e  consumer i s  n o t 

f a m i l ia r  a r e  n o t l i k e l y  to  be s e le c te d .

Raju (1977) a ls o  found th a t  p ro d u c t f a m i l i a r i t y  was p o s i t i v e ly  

r e la te d  to  th e  d eg ree  o f  co n fid e n ce  in  brand  s e le c t io n  in  a p u rch ase  

s i t u a t i o n .  Hence, i f  i t  i s  e s ta b l is h e d  t h a t  th e re  i s  an in v e rs e  

r e la t io n s h ip  between p e rc e iv e d  r i s k  and s e lf - c o n f id e n c e  (Dash, 

S ch iffm an , and Berenson 1976; H is r ic h ,  D o m o ff, and Keman 1972;

T ay lo r and Rao 1982), then  i t  can be in f e r r e d  th a t  an in v e rs e  r e l a t i o n ­

sh ip  e x i s t s  between p ro d u c t f a m i l i a r i t y  and p e rc e iv e d  r i s k .

p ro d u c t f a m i l i a r i t y  gained  from a c q u ir in g  in fo rm a tio n  may 

a ls o  be r e l a t e d  to  p e rc e iv e d  r i s k .  For exam ple, in  th e  s tu d y  by 

Brown and G en try  (1975), r e f e r r e d  to  above, th e  re s e a rc h e r s  an a ly zed  

th e  r e l a t io n s h ip  between p e rc e iv e d  r i s k  and in fo rm a tio n  seek in g  

b e h a v io r , and found th a t  th e  . . .  " d if f e r e n c e  in  r i s k  p e rc e p tio n  i s  

most l i k e l y  a fu n c tio n  o f  th e  d i f f e r e n c e s  in  amounts o f  in fo rm a tio n  

p o sse ssed  by th e  th r e e  g ro u p s ."  (p . 154.).

O ther s tu d ie s  d e a l in g  w ith  th e  r e la t io n s h ip  between p e rc e iv e d  

r i s k  and in fo rm a tio n  a c q u i s i t io n  reac h  a lm ost th e  same c o n c lu s io n . 

P a t to n 's  (1981) f in d in g s  in d ic a te  th a t  . . .  " s u b je c ts  who chose among 

b rands o f  equal q u a l i ty  and chose b rands w ith  th e  most in fo rm a tio n  

tended  to  be more c o n f id e n t in  and s a t i s f i e d  w ith  t h e i r  ch o ices  than  

s u b je c ts  who chose low er in fo rm a tio n  b ra n d s ."  (p . 151).

L utz and R e i l ly  (1773) a ls o  : ^und th a t  when perform ance r i s k
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was low o r  m odera te , s u b je c ts  tended  to  s e l e c t  a brand  w ith o u t sea rch  

fo r  p ro d u c t in fo rm a tio n . However, when p ro d u c ts  were h igh  in 

perform ance r i s k ,  . . .  " d i r e c t  o b s e rv a tio n  and e x p e r i e n c e . . . "  was th e  

most im p o rtan t s t r a t e g y  a s  s e le c te d  and r a te d  by s u b je c t s ,  and a 

" d i r e c t  buy ing  s t r a t e g y "  was th e  l e a s t .

F in a l ly ,  th e  l i t e r a t u r e  docum ents th e  im portance o f  p e rso n a l 

so u rces  o f  in fo rm a tio n  to  re d u c in g  p e rc e iv e d  r i s k .  T here i s  ev idence 

o f  a r e l a t io n s h ip  between th e  m agnitude o f  p e rc e iv e d  r i s k  and in f o r ­

m ation a c q u i s i t i o n  from p e rso n a l so u rces  (A rndt 1967; Cunningham 

1967; Z i g l i ,  P r a t t  and D an ie l 1978).

Summary

The ev idence  o b ta in e d  from re s e a rc h  done on s e v e ra l  goods 

in d ic a te s  t h a t  p ro d u c t f a m i l i a r i t y  i s  3 tro n g ly  r e la te d  to  p ro d u c t 

e v a lu a tio n .

W hile re s e a rc h e r s  used s e v e ra l o p e ra t io n a l  m easures o f  p ro d u c t 

f a m i l i a r i t y ,  th e  m easures used by Bettman and park  (1980), and Park 

and L e ss ig  (1981) have been v a l id a te d  in  a d d i t io n  to  th e  f a c t  th a t  

th e y  a r e  sim ple to  use and u n d e rs ta n d .

The l i t e r a t u r e  rev iew ed a ls o  in d ic a te s  th a t  a low er d eg ree  o f  

p e rc e iv e d  r i s k  i s  r e l a t e d  to  f a m i l i a r i t y  and ex p e rien ce  w ith  th e  

p ro d u c t, p a r t i c u l a r l y  when f a m i l i a r i t y  i s  based on in fo rm a tio n  

o b ta in e d  from p e rso n a l so u rc e s .
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I t  may w e ll be t h a t  a  consum er's  tendency  to  s e le c t  r i s k  

r e l i e v e r s  such a s  brand  lo y a l ty ,  m ajor brand im age, in te rp e r s o n a l  

com m unication, o r  in fo rm a tio n  se ek in g  b e h a v io r i s  a fu n c tio n  o f  

p ro d u c t u n f a m i l i a r i ty  o r  in e x p e r ie n c e . In  o th e r  w ords, in  o rd e r  

to  s a t i s f y  t h e i r  needs f o r  a h ig h e r  d eg ree  o f  f a m i l i a r i t y  w ith  

th e  p ro d u c t, and reduce  t h e i r  p e rc e iv e d  r i s k ,  consum ers u se  th e  

a p p ro p r ia te  r i s k  re d u c tio n  s t r a te g y .

A c lo s e r  lo o k  a t  each o f  th e s e  s t r a t e g i e s  m ight re v e a l 

t h e i r  a b i l i t y  to  p ro v id e  consum ers w ith  more in fo rm a tio n  on th e  

p ro d u c t o f  i n t e r e s t .  F or in s ta n c e ,  I n te rp e r s o n a l  com munication 

in v o lv e s  th e  t r a n s f e r  o f  consumer knowledge and e x p e rien ce  to  

u n ex p erien ced  consum ers. Brand lo y a l ty  in v o lv e s  more r e l i a n c e  on 

th e  f a m i l ia r  brand  than  on th e  u n fa m i l ia r .  F in a l ly ,  m ajor brand 

image in d u ces  th e  p u rch ase  o f  a  brand  t h a t  i s  f a m i l ia r  to  th e  m asses.

Dependent V a r ia b le  in  Goods E v a lu a tio n  R esearch

A rev iew  o f  th e  s tu d ie s  r e p o r te d  in  th e  b ib lio g ra p h y  o f  t h i s  

d i s s e r t a t i o n ,  and th e  tw enty  fo u r  s tu d ie s  re p o r te d  by Olson (1977) 

r e v e a ls  t h a t  consumer r e s e a rc h e r s  have used  two s e t s  o f  dependent 

v a r ia b le s  in  th e  in v e s t ig a t io n  o f  p ro d u c t e v a lu a tio n  in  th e  goods 

s e c to r .  The fo llo w in g  l i s t  d e s c r ib e s  th e  two s e t s  o f  dependent 

v a r ib le s  in  which th e  v a r ia b le s  a r e  s t a t e d  in  a random o rd e r .

1. Dependent V a r ia b le s  in  P re -P u rch ase  E v a lu a tio n

a .  Brand p re fe re n c e
b . Q u a li ty  r a t i n g
c . Comparing th e  p ro d u c t o f  i n t e r e s t  to  o th e r  p ro d u c ts  (o th e r  

p ro d u c t e v a lu a tio n )



d . S u b je c t 's  w eigh t on q u a l i t y  d im ensions
e . Ranking o f  brand  w orth , o r  v a lu e  f o r  th e  money
f .  P e rce iv ed  in te rb ra n d  q u a l i ty  d i f f e r e n c e s
g. V arious a t t r i b u t e  r a t in g s

2. Dependent V a r ia b le s  In v o lv in g  th e  P re d ic t io n  o f  P urchase

a .  Brand c h o ice
b . W illin g n e ss  to  buy
c .  A tt i tu d e s
d . A ffe c t

Two o b s e rv a tio n s  emerge im m ediate ly  from th e  rev iew . F i r s t ,  

th e s e  m easures a r e  used  in v a r ia b ly  in  p ro d u c t e v a lu a tio n  r e s e a r c h .  

However, th e r e  i s  one m easure which i s  most e x te n s iv e ly  used  a s  a 

dependent v a r ia b le ;  t h a t  i s ,  p e rc e iv e d  q u a l i t y  r a t i n g .  Second, th e se  

dependent v a r ia b le s  a r e  used  in d iv id u a l ly  o r  in  groups o f  two o r 

th r e e .  A ttem pts to  u se  more th a n  one m easure o f  th e  dependent 

v a r ia b le  a t  a  tim e  a r e  made to  v a l id a te  th e  m easure.

The ev id en ce  in d ic a te s  t h a t  d i f f e r e n t  m easures y ie ld  a lm ost 

th e  same r e s u l t s ,  and th a t  th e r e  i s  h ig h  i n t e r c o r r e l a t i o n  between 

d i f f e r e n t  m easures o f  p e rc e iv e d  q u a l i t y ,  on one hand, and between 

c h o ice  b e h a v io r and p e rc e iv e d  q u a l i ty ,  on th e  o th e r  (R exeisen  1982; 

V a len z i and E ld r id g e  1973; W heatley , C hiu, and A llen  1982).
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REVIEW OF THE SERVICE LITERATURE

There i s  a  c o n s id e ra b le  aao u n t o f  consumer r e s e a rc h  on a  few 

in d iv id u a l  r e t a i l  s e rv ic e s  such a s  r e t a i l  banking , in su ra n c e , and 

t r a n s p o r ta t io n .  N e v e r th e le s s , th e  e m p ir ic a l r e s e a rc h  done a c ro s s  a 

number o f  s e rv ic e s  in  o rd e r  to  id e n t i f y  th e  com m onalities o f  c h a ra c -  

t e r i s t i c s ,  o r  e v a lu a t iv e  c r i t e r i a  among them i s  s c a n ty .

In  rev ie w in g  th e  meager l i t e r a t u r e  on consumer e v a lu a tio n  o f  

s e r v ic e s ,  two o b se rv a tio n s  emerge im m ediate ly . F i r s t ,  consumers 

ten d  to  have a  h ig h e r  d eg ree  o f  involvem ent w ith  s e r v ic e s ,  and to  

e v a lu a te  them more c o n sc io u s ly  th an  goods (Swan and Traw ick 1979). 

Second, consum ers te n d  to  employ a  h ig h e r  degree  o f  s u b je c t iv i t y  when 

e v a lu a t in g  s e rv ic e s  th a n  th e y  do when e v a lu a tin g  goods (Johnson 1969; 

Lovelock 1980; M izersk i and W einberger 1978).

Swan and Traw ick (1979) found t h a t  87 p e rc e n t o f  th e  s u b je c ts  

in te rv ie w e d  e v a lu a te d  movies (a  s e r v ic e ) ,  whereas 4.1 p e rc e n t o f  th e  

s u b je c ts  e v a lu a te d  meat (a  good), and 27 p e rc e n t e v a lu a te d  b read  

(a n o th e r  good). The d if f e r e n c e s  between th e s e  th r e e  p ro d u c ts  were 

s t a t i s t i c a l l y  s i g n i f i c a n t .  The r e s e a rc h e r s  concluded th a t  th e  p ro d u c t 

I t s e l f  m ight be one o f  th e  most im p o rtan t t r ig g e r in g  cues in  th e  

e v a lu a tio n  p ro c e s s .

M izersk i and W einberger (1978) in v e s t ig a te d  a t t r i b u t i o n s  

w ith  goods v e rsu s  s e rv ic e s .  T h e ir f in d in g s  su p p o rt th e  h y p o th e s is
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t h a t  th e  more s u b je c t iv e  n a tu re  o f  e v a lu a tin g  s e rv ic e s  prom pts 

s i g n i f i c a n t l y  l a r g e r  c a u sa l a t t r i b u t i o n  dom ains.

B ateson  and Langeard (1982) ro se  above th e  le v e l  o f  s e rv ic e -  

s p e c i f i c  a t t r i b u t e s  in  o rd e r  to  i s o l a t e  some o f  th e  common c h a r a c te r ­

i s t i c s  o f  s e rv ic e s  a c ro s s  s ix  s e rv ic e  in d u s t r i e s .  They t e s t e d  seven 

s e r v ic e  d im en sio n s: tim e , c o n t r o l ,  e f f o r t ,  dependence, e f f ic ie n c y ,  

human c o n ta c t ,  and r i s k .  T h e ir  f in d in g s  in d ic a te  t h a t  o n ly  fo u r  

d im ensions a r e  im p o rtan t a c ro s s  a l l  s e rv ic e s  s tu d ie d .  These a r e  tim e , 

c o n t r o l ,  e f f ic ie n c y ,  and r i s k .

The r e s e a r c h e r s  d iv id e d  s u b je c ts  in to  two g roups: th e  more 

p a r t i c i p a t i v e ,  and th e  l e s s  p a r t i c i p a t i v e .  The more p a r t i c ip a t iv e  

consum ers a c ro s s  a l l  s e rv ic e s  ( i . e . ,  th o se  who use  ATMs in  banking , 

s e l f - s e r v i c e  gas s t a t i o n s ,  e t c . )  p e rc e iv e d  tim e , c o n t ro l ,  and 

e f f ic ie n c y  a s  im p o r ta n t,  w hereas th e  l e s s  p a r t i c ip a t iv e  group 

c o n s id e re d  th e  r i s k  dim ension more im p o rta n t. The re s e a rc h e r s  n o te  

t h a t  d u rin g  focus group and p e rso n a l in te rv ie w s , th e re  was l i t t l e  

m ention o f  f in a n c ia l  r i s k  among s u b je c t s ,  b u t much o f  p s y c h o -so c ia l 

and perform ance r i s k .

Meyer (1981) conducted  a s e r i e s  o f  la b o ra to ry  experim en ts  to  

t e s t  a p roposed  m u l t i a t t r i b u t e  judgm ental model under s i t u a t io n s  o f  

l im i te d  in fo rm a tio n  and a t t r i b u t e  u n c e r ta in ty .  Based on a p r e t e s t ,  

in  which s u b je c ts  were asked  to  in d ic a te  th e  f a c to r s  which th ey  f e l t  

m ostly  a f f e c te d  t h e i r  p re fe re n c e s  among lo c a l  p iz z a  r e s t a u r a n t s ,  Meyer 

s e le c te d  th r e e  a t t r i b u t e s  o f  th e se  f a s t  food o u t l e t s :  q u a l i ty ,  decor 

and m usic , and p r ic e .  The f in d in g s  in d ic a te  h ig h ly  s ig n i f i c a n t  main
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e f f e c t s  f o r  a l l  th r e e  a t t r i b u t e s ,  bu t o n ly  two s ig n i f i c a n t  i n t e r ­

a c t io n  e f f e c t s :  q u a l i ty  x d eco r, and p r ic e  x d eco r.

The proposed  mode], f o r  which th e  f in d in g s  g iv e  t e n t a t i v e  

su p p o r t, h y p o th e s iz e s  t h a t  consum ers a s s o c ia t e  a s u b je c t iv e  v a lu e  

w ith  each a t t r i b u t e .  T h is s u b je c t iv e  v a lu e  i s  a fu n c tio n  o f  b o th  

th e  v a lu e  o f  th e  in fo rm a tio n  th e y  re c e iv e d  abou t th e  a t t r i b u t e  and 

th e  p e rc e iv e d  mean v a lu e  o f  t h a t  a t t r i b u t e  w ith in  th e  p ro d u c t 

( in  t h i s  c a se , th e  s e rv ic e )  c l a s s .

As to  p r ic e ,  B lo is  (1981) a ls o  in d ic a te s  t h a t  th e  p r ic e  o f  

a s e rv ic e  i s  a more im p o rtan t in d ic a to r  o f  q u a l i ty  th an  f o r  goods.

In  a n o th e r  su rvey  th a t  covered  s ix te e n  s e r v ic e s ,  Schutz 

and Casey (1981) found th e  overw helm ing m a jo r ity  o f  re sp o n d en ts  

a g re e  t h a t  com petence v a r ie s  among s e rv ic e  p ro v id e rs  (89%),  t h a t  

th e r e  i s  a  h ig h  d eg ree  o f  r i s k  a s s o c ia te d  w ith  s e rv ic e s  (8 7 ? ) , t h a t  

th e y  a r e  s e rv ic e -p ro v id e r  lo y a l  (8 5 ? ), i . e . ,  th e y  l i k e  to  keep th e  

same s e rv ic e  p ro v id e r  a s  lo n g  a s  p o s s ib le  ( t h i s  f in d in g  i s  su p p o rted  

by D ubinsky and Levy 1981), and th a t  th e y  b e l ie v e  consum ers do n o t 

r e a l i z e  a s e rv ic e  p r o v id e r 's  la c k  o f  a b i l i t y .

The re s e a rc h e r s  a ls o  found th a t  re sp o n d en ts  ag ree  th e re  i s  

l i t t l e  in fo rm a tio n  a v a i la b le  to  make good ch o ice s  o f  s e rv ic e s  (7 3 ? ), 

t h a t  more e x p e rien ced  p ro v id e rs  g ive  b e t t e r  q u a l i ty  s e rv ic e  (68? ) ,  

and th a t  th e y  do n o t f e e l  com petent t h a t  th e y  have chosen a com petent 

p ro v id e r  (6 0 ? ) . These r e s e a r c h e r s  a ls o  found fam ily  and f r ie n d s  to  

be th e  m ajor sou rce  o f  in fo rm a tio n  ab o u t s e rv ic e  p ro v id e rs ,  w ith  a
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h ig h  o f  79 p e rc e n t f o r  p h y s ic ia n s  to  a low o f  22 p e rc e n t f o r  a p p lia n c e  

r e p a i r .

As to  s e rv ic e  ch o ice  c r i t e r i a ,  Schu tz  and Casey found th a t  

lo c a t io n  was most im p o rta n t f o r  d ry  c le a n e r s ,  range  o f  s e rv ic e s  fo r  

a u to  r e p a i r ,  ea se  o f  o b ta in in g  s e rv ic e s  and q u a l i f i c a t i o n s  fo r  

p h y s ic ia n s ,  prom ptness f o r  d e n t i s t s ,  and o f f i c e  o r  equipm ent fo r  

h e a l th  o r  f i t n e s s .  F r ie n d l in e s s ,  r e p u ta t io n ,  and com pla in t h a n d lin g  

w ere found most im p o rtan t f o r  la w y ers , p r ic e  and c r e d i t  f o r  b u ild in g  

c o n t r a c to r ,  and p re v io u s  ex p e rien ce  f o r  p lum bers.

Summary

Based on t h i s  rev iew , i t  seems t h a t  th e  v e ry  n a tu re  o f  s e rv ic e s  

and t h e i r  un ique  c h a r a c t e r i s t i c s  a r e  th e  m ajor rea so n s  beh ind  th e  

ten d en cy  o f  consum ers to  be h ig h ly  in v o lv ed  w ith  s e r v ic e s ,  and to  

employ s u b je c t iv e  c r i t e r i a  in  e v a lu a tin g  them.

A lthough t h i s  p ro p o s it io n  has n o t been e m p ir ic a lly  t e s t e d ,  th e  

ev id en ce , p ro v id ed  by th o s e  s tu d ie s  j u s t  rev iew ed , s u p p o r ts  i t .  The 

la c k  o f  com p le te , o r  a l re a d y  a v a i la b le  In fo rm atio n  on s e r v ic e s ,  th e  

la c k  o f  a  s e t  o f  uniform  e v a lu a tiv e  s ta n d a rd s ,  th e  u n c e r ta in ty  

su rro u n d in g  th e  c o n s is te n c y  o f  s e rv ic e  q u a l i ty ,  th e  i n t a n g i b i l i t y  o f  

s e r v ic e s ,  and th e  o th e r  s e rv ic e  c h a r a c t e r i s t i c s  c o n t r ib u te  to  a 

c e r t a in  deg ree  o f  am b ig u ity  ab o u t s e r v ic e s .  T his am b ig u ity , in  tu r n ,  

prom pts co n su m er's  involvem ent a n d - s u b je c t iv i ty ,  a s  w ell as  in c re a s e s  

s e rv ic e  p e rc e iv e d  r i s k .
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I t  a ls o  seems th a t  consum ers p la c e  h ig h  em phasis on some 

e v a lu a tiv e  c r i t e r i a  when th e y  e v a lu a te  and choose s e rv ic e s  th an  th e y  

do in  e v a lu a t in g  and choosing  goods. Among th e s e  c r i t e r i a  a r e  p r ic e ,  

p r o v id e r 's  r e p u ta t io n ,  p r o v id e r 's  p h y s ic a l  environm ent ( e . g . ,  d eco r 

and m u sic ), s e r v ic e  q u a l i t y ,  lo c a t io n ,  ran g e  o f  s e rv ic e  o f f e r in g s ,  

ease  o f  o b ta in in g  s e r v ic e s ,  p rom ptness, f r i e n d l in e s s  and c o u r te sy  o f  

s e rv ic e  em ployees, b u s in e s s  ex p e rien ce  o f  p ro v id e r ,  h a n d lin g  consumer 

co m p la in ts , and ex ten d in g  c r e d i t .

W hile some o f  th e s e  c r i t e r i a  emerged a s  most im p o rtan t f o r  

one o r  a  few s e r v ic e s ,  a  p r e t e s t  i s  e s ta b l is h e d  to  I d e n t i f y  th o se  

c r i t e r i a  which a r e  p e rc e iv e d  by s u b je c ts  a s  im p o rtan t a c ro s s  a  w ider 

range  o f . s e r v i c e  i n d u s t r i e s ,  s p e c i f i c a l l y  f i f t e e n .  The r e s u l t s  o f  

t h i s  p r e t e s t  w i l l  be p re s e n te d  in  a l a t e r  c h a p te r .

The n e x t s e c t io n  w i l l  rev iew  re s e a rc h  d e a l in g  w ith  s e rv ic e  

c h a r a c t e r i s t i c s ,  and more s tu d ie s  on s e rv ic e  e v a lu a tio n  w i l l  be 

review ed a s  a p p r o p r ia te .

S e rv ic e  C h a r a c te r i s t i c s  and E v a lu a tiv e  C r i t e r i a

R esearch  s tu d ie s  d e a l in g  w ith  th e  c h a r a c t e r i s t i c s  o r  f e a tu re s  

o f  s e r v ic e s ,  and t h e i r  r e la t io n s h ip  to  s e rv ic e  e v a lu a tiv e  c r i t e r i a  m ight 

be c l a s s i f i e d  in to  two c a te g o r ie s :  c o n c e p tu a l, and e m p ir ic a l .  We w il l  

s t a r t  w ith  c o n c e p tu a l s tu d ie s  in  o rd e r  to  la y  th e  ground fo r  l a t e r  

d is c u s s io n s  on e m p ir ic a l r e s e a rc h .
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C onceptual R esearch  on S e rv ic e  C h a r a c te r i s t i c s

M arketing  s c h o la rs  have c o n c e p tu a lly  id e n t i f i e d  a s e t  o f  

s e rv ic e  c h a r a c t e r i s t i c s  which d is t in g u is h  them from p h y s ic a l  goods. 

These s c h o la r s  em phasize t h a t  s e rv ic e  c h a r a c t e r i s t i c s  have a m ajor 

im pact on th e  m ark e tin g  s t r a t e g y  o f  s e r v ic e s ,  as  w e ll a s  th e  ways in  

which consum ers e v a lu a te  them ... These c h a r a c t e r i s t i c s  and t h e i r  

im p lic a t io n s  to  s e rv ic e  e v a lu a tio n  a r e  d isc u sse d  in  th e  fo llo w in g  

s e c t io n  (B ateson  1979? F isk  1981; Grove and F isk  1983; Johnson 1969; 

K o tle r  1982, 1984.; S hostack  1977; Wyckham, F i tz ro y ,  and Mandry 1975; 

Z eitham l 1981).

I n t a n g i b i l i t y

T his i s  p ro b ab ly  th e  most im p o rtan t and c r i t i c a l  c h a r a c te r i s ­

t i c  o f  s e rv ic e s  t h a t  d is t in g u is h  them from p h y s ic a l goods, to  th e  

e x te n t  t h a t  some w r i te r s  ( e . g . ,  B ateson  1977, S hostack  1977) c o n s id e r  

i t  th e  o n ly  c r i t i c a l  f a c to r  f o r  s e rv ic e s .

S e rv ic e s  cannot be seen , to u ch ed , t a s t e d ,  sm e lled , o r  h ea rd ; 

th u s ,  th e y  cannot be p h y s ic a l ly  e v a lu a te d . However, the  p h y s ic a l 

components o f  some s e rv ic e s  (as  in  th e  ca se  o f  g o o d -se rv ice  combina­

t i o n s )  may be s u b je c t  to  e v a lu a tio n .  In t h i s  c a se , s t i l l ,  the  goods 

used d u rin g  s e rv ic e  perfo rm ance, o r  im p lem en ta tion , might no t be a 

p e r f e c t  in d ic a to r  o f  s e rv ic e  q u a l i ty .  For in s ta n c e , using  "Champion" 

sp ark  p lu g s  in  an au to  tu n e -u p  s e rv ic e  may be an in d i c a to r  o f  a high 

q u a l i ty  p lu g  u sed , bu t does n o t n e c e s s a r i l y  imply a high q u a l i ty  

tu n e -u p  s e rv ic e  perform ed by th e  au to  se rv ice  cen te r .  By the same
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to k e n , u s in g  DSDA grade A b e e f  does n o t n e c e s s a r i ly  in d ic a te  d e l ic io u s  

s te a k ,  o r  a p e rs o n a l ,  co u rte o u s  s e rv ic e  o f fe re d  by a c e r t a in  

r e s ta u r a n t .

I n t a n g i b i l i t y ,  th e r e f o r e ,  r e q u ir e s  b u ild in g  co n fid e n ce  in  th e  

s e rv ic e  p ro v id e r ,  and enhancing  h is  im age. T his can be accom plished  

by u s in g  brand names, ta n g ib le  ev id en ce , and im proving th e  image o f  

th e  p h y s ic a l  environm ent ( e . g . ,  a t t r a c t i v e  fu rn is h in g s  and ap p ea ran ce , 

d e c o r, m usic , e t c . ) ,  o r  u s in g  n o n a b s tra c t  concep ts  in  prom oting 

s e r v ic e s ,  p a r t i c u l a r l y  in  a d v e r t i s in g  (K o tle r  1984; S hostack  1977; 

Wyckham, F i tz r o y ,  and Mandry 1975).

P e r i s h a b i l i t y

As Johnson o b se rv e s , " P e r i s h a b i l i ty  i s  c lo s e ly  r e la te d  to  

i n t a n g i b i l i t y . "  (p . 7 1 ). S e rv ic e s  canno t be produced and s to re d  

in  a n t i c ip a t io n  o f  fu tu r e  demand. An u n re se rv ed  h o te l  room, an 

empty s e a t  in  a th e a te r  o r  an a i r p l a n e ,  and a m issed  appo in tm ent 

w ith  a p h y s ic ia n  o r  a  law y er, a l l  r e p re s e n t  revenues t h a t  a r e  l o s t  

fo re v e r .

A consequence o f  t h i s  c h a r a c t e r i s t i c  i s  t h a t  p rom otional 

e f f o r t s  canno t in c re a s e  s a le s  in  th e  s e rv ic e  m arket a f t e r  a c e r t a in  

l i m i t ;  e . g . ,  when a l l  h o te l  rooms a re  f u l l .  Due to  s e rv ic e  

p e r i s h a b i l i t y ,  s e rv ic e  m a rk e te rs  fa c e  th e  dilemma o f  m eeting  

f lu c tu a t io n s  in  demand in  th e  lo n g  ru n , and d isc re p a n c y  between 

supp ly  and demand in  th e  s h o r t  ru n .
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I n s e p a r a b i l i t y  o f  P ro d u c tio n  and Consumption

I t  i s  v i r t u a l l y  im p o ss ib le  to  s e p a ra te  th e  p ro d u c tio n  o f  many 

s e rv ic e s  and t h e i r  consum ption . The s im u l ta n e i ty  o f  p ro d u c tio n  and 

consum ption r e s u l t s  from th e  i n t a n g i b i l i t y  and p e r i s h a b i l i t y  o f  

s e r v ic e s .

T here a r e  s e v e ra l  consequences o f  t h i s  c h a r a c t e r i s t i c .  F i r s t ,  

t h i s  c h a r a c t e r i s t i c  l i m i t s  th e  s iz e  o f  m arkets which a p a r t i c u l a r  

p ro v id e r  can c o v e r . Second, a  s e rv ic e  f irm  has to  u se  a d i r e c t  channe l 

o f  d i s t r i b u t i o n  s in c e  s e rv ic e s  a re  p e r is h a b le  and , in  most c a s e s , 

p e rs o n a liz e d  in  t h e i r  p ro d u c tio n  and d i s t r i b u t io n  (exam ples a r e  

bank ing , m edical and d e n ta l  s e r v ic e s ,  e t c . ) .  A m an u fac tu re r o f  

packaged goods, on th e  o th e r  hand, can u se  a lo n g  m ark e tin g  channel 

s in c e  h is  good can be m ass-produced , s to r e d ,  and t r a n s p o r te d .

F in a l ly ,  an im p o rtan t im p lic a tio n  o f  th e  s im u ltan eo u s  p roduc­

t io n  and consum ption o f  s e rv ic e s  i s  th e  need fo r  c o u r te s y  and f r i e n d ­

l i n e s s  on th e  p a r t  o f  s e rv ic e -p ro v id e r  em ployees, s in c e  a p e rso n a l 

c o n ta c t  w ith  custom ers i s  n e c e s s a ry . O therw ise , th e  r e s u l t  i s  n o t 

o n ly  l o s t  s a le s  in  th e  s h o r t  ru n , b u t l o s t  custom ers in  th e  lo n g  run 

as  w e ll (K innear and B ern h ard t 1983).

Non s ta n d a r d lz a t  io n

S e rv ic e  q u a l i ty  te n d s  to  v a ry  each tim e th e  s e rv ic e  i s  p roduced . 

T h is c h a r a c t e r i s t i c  te n d s  to  h o ld  fo r  th e  same p ro v id e r  o v er tim e , 

a s  w e ll a s  among d i f f e r e n t  p ro v id e rs  o f  th e  same s e rv ic e  a t  th e  same
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tim e , o r  o v e r tim e . The d eg ree  o f  v a r i a b i l i t y  in  q u a l i ty  depends on 

who i s  p ro v id in g  th e  s e rv ic e ,  how, w hat, and when i t  i s  p ro v id ed .

I t  i s  g e n e ra l ly  n o t ic e d  th a t  many s e rv ic e s  a r e  n o t s ta n d a r ­

d iz e d  due to  th e  p re sen ce  o f  th e  human elem ent on b o th  s id e s :  s e rv ic e  

p ro d u c tio n  and consum ption . On one hand, th e  e x p e rien ce  and s k i l l s  

o f  d i f f e r e n t  s e rv ic e  p ro v id e rs  in  th e  same in d u s try  v ary  w idely  and 

a f f e c t  consum ers' s u b j e c t iv i t y  o f  q u a l i t y  judgm ent. On th e  o th e r  

hand, co n su m er's  demand f o r  some s e rv ic e s  i s  h ig h ly  p e rso n a liz e d  

( e . g . ,  h a i r  s t y l i n g ,  su rg e ry , a u to , home, and plum bing r e p a i r s )  

which makes s ta n d a r d iz a t io n ,  in  th e  m an u fac tu rin g  se n se , im p o ss ib le .

In c o n s is te n c y  o f  s e rv ic e  q u a l i ty  r e s u l t s  in  a h igh  d eg ree  o f  

u n c e r ta in ty ,  which prom pts a  h ig h  deg ree  o f  p e rc e iv e d  r i s k  on th e  

p a r t  o f  consum ers. I t  a ls o  enduces a h ig h  le v e l  o f  invo lvem ent by 

cor.cumers (Johnson 1069). Thus, consum ers te n d  to  engage in  such r i s k -  

re d u c tio n  s t r a t e g i e s  as  t a lk in g  to  fa m ily  members and f r ie n d s  in  

o rd e r  to  m inim ize p o s s ib le  lo s s e s .

In th e  m eantim e, s e r v ic e  m a rk e te rs  fa c e  th e  dilemma o f  e s ta b ­

l i s h i n g  an o b je c t iv e  - r a s u r e  o f  s e rv ic e  q u a l i ty .  S in ce  th e y  cannot 

e s t a b l i s h  a d i r e c t  m easure, th e y  r e s o r t  to  such in d i r e c t  methods as 

su rv ey in g  custom er s a t i s f a c t i o n ,  h i r i n g  and t r a i n in g  th e  b e s t c a n d id a te  

p e rso n n e l.

There a r e ,  however, some ex ce p tio n s  such as  f a s t  food 

s e r v ic e s ,  where th e  o f f e r in g  i s  r e l a t i v e l y  s ta n d a rd iz e d . B ut, as 

Johnson (1969) m a in ta in s , such s e rv ic e s  w i l l  n ev er be com ple te ly
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s ta n d a rd iz e d . The o f f e r in g  s t i l l  r e p re s e n ts  a s e rv ic e ,  a t  l e a s t  fo r  

some o f  i t s  o th e r  e lem en ts .

F in a l ly ,  as  a consequence o f  s e rv ic e  n o n s ta n d a rd iz a t io n , 

s e rv ic e  p r ic e s  te n d  to  v a ry  among d i f f e r e n t  s e rv ic e  p ro v id e rs .

Lack o f  Ownership

The p u rch ase  o f  a  s e rv ic e  does n o t r e s u l t  in  ow nersh ip . The 

s e rv ic e  i s  u s u a l ly  used o r  consumed, b u t n o t owned. "One does n o t .  

own th e  s e rv ic e s  ren d e red  by a  p h y s ic ia n  o r  a com puter b u reau . Hence, 

th e re  may be a  deg ree  o f  in s e c u r i ty  and some la c k  o f  fu l f i lm e n t  w ith  

re g a rd  to  p u rc h a s in g  s e r v ic e s . "  (Wyckham e t .  a l .  1975, p . 63)

A nother im p lic a t io n  o f  th e  la c k  o f  ow nership  i s  th e  l im i te d  

a b i l i t y  o f  consum ers to  t r a d e  in  a s e rv ic e  fo r  a n o th e r  one; a p r a c t ic e  

which i s  common w ith  consumer goods, p a r t i c u l a r l y  d u ra b le s .  Even 

though t h i s  p r a c t i c e  i s  p o s s ib le  w ith  some g o o d -se rv ice  com binations 

( e .g ,  r e n t in g  a c a r  o r  a TV), i t  i s  a lm ost im p o ss ib le  w ith  pure 

s e rv ic e s  ( e . g . ,  p u b lic  t r a n s p o r ta t io n ,  d e n ta l  s e r v ic e s ) .

Hence, th e  a c tu a l  p r ic e  p a id  f o r  goods may be n e g o t ia te d  

ta k in g  in to  acco u n t t r a d e - in  a llo w an ces , and th e  b a rg a in in g  c a p a b i l i t i e s  

o f  th e  buyer and th e  s e l l e r ,  w hereas th e  p r ic e  o f  s e rv ic e  i s  alw ays 

d eterm ined  by s e rv ic e  p ro v id e r  (Brown and Fern  1981).

Some s c h o la rs  (K innear and E e rn h a rd t 1983; K o tle r  1982, 1981) 

re c o g n iz e  how e s s e n t i a l  t h i s  c h a r a c t e r i s t i c  i s  fo r  s e rv ic e s  to  th e  

e x te n t t h a t  th e y  d e f in e  s e rv ic e s  in  te rm s o f  t h e i r  i n t a n g i b i l i t y  and
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la c k  o f  ow nersh ip .

Some S e rv ic e s  Mav Never Be D e liv e red

Some s e rv ic e s  a r e  a  prom ise to  d e l iv e r  a  s e rv ic e  i f  a  c e r t a in  

ev en t o c c u rs . Examples in c lu d e  l i f e ,  f i r e ,  and a u to  In su ran ce , 

a p p lia n c e  w a rra n ty , and d i s a b i l i t y  in su ra n c e .

In  t h i s  c a s e ,  th e  consumer has no o p p o r tu n i ty  to  e v a lu a te  

th e  s e rv ic e  even a f t e r  p u rc h a s in g  i t .  I f  th e  s e rv ic e  i s  never 

d e l iv e r e d ,  th e  consumer has no way to  e v a lu a te  i t  a t  a l l  (F isk  1981; 

Wyckham e t .  a l .  1975; Z eitham l 1981). In th e s e  s i t u a t io n s ,  consum ers 

a r e  most l i k e l y  to  seek  th e  ex p e rien ce  and a d v ic e  o f  o th e r s .

B u y e r-S u p p lle r  R e la tio n sh ip

K innear and  B ern h ard t (1983) s t a t e  t h a t  th e  buyer o f  a s e rv ic e  

i s  a  c l i e n t  who has to  a b id e  by th e  r u le s  and p ro ced u res  o f  th e  s e l l e r ,  

and n o t a  custom er who i s  f r e e  to  u se  th e  p ro d u c t when he o r  she w ish es . 

F or in s ta n c e ,  a  consumer may buy and u se  b a s k e tb a l l  sn eak ers  whenever 

and w herever he o r  she w an ts, b u t th e y  must ab id e  by a p h y s ic ia n 's  

ap p o in tm en t, and a i r l i n e s  d e p a r tu re  and a r r i v a l  s c h e d u le s .

Buyer P a r t i c ip a t io n  in  S e rv ic e  P rod u c tio n

F or many s e r v ic e s ,  b o th  th e  s e rv ic e  p ro v id e r  and th e  consumer 

must be p re s e n t  d u rin g  s e rv ic e  perfo rm ance. Sometimes, th e  consumer 

becomes h ig h ly  in v o lv ed  in  s e rv ic e  p ro d u c tio n . F o r in s ta n c e ,
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consum ers may se rv e  them se lv es  in  s e l f - s e r v i c e  gas s t a t i o n s ,  do banking  

u s in g  ATMs, and f i x  t h e i r  own s a la d  from open s a la d -b a r s  in  some f a s t -  

food r e s t a u r a n t s .

Buyer p a r t i c ip a t io n  in  s e rv ic e  p ro d u c tio n  may v ary  in  d eg ree ,

b u t in  a lm ost a l l  s e r v ic e s ,  th e  consumer m ight p a r t i c i p a t e  somehow

even w ith  h is  o r  h e r  mere p re se n c e . O ther exam ples in c lu d e  h o te ls  

and m o te ls , a i r l i n e s ,  r e s o r t s ,  h a i r c u t  and h a i r s t y l in g ,  p h y s ic ia n s ' 

and d e n t i s t s '  s e r v ic e s ,  e t c .

I t  i s  w orthy to  n o te ,  however, t h a t  consum ers do in f lu e n c e

th e  p ro d u c tio n  and m ark e tin g  o f  p h y s ic a l goods as  w e ll .  The d if f e r e n c e  

i s  t h a t  consum ers ' in f lu e n c e  on s e rv ic e s  and t h e i r  p ro v id e rs  i s  

in s ta n ta n e o u s , w hereas i t  i s  d e fe r re d  in  th e  ca se  o f  goods.

Summary

T h is  s e c t io n  d is c u s se d  e ig h t  s e rv ic e  c h a r a c t e r i s t i c s ,  a s  

c o n c e p tu a liz e d  by m ark e tin g  s c h o la r s ,  and t h e i r  im p lic a t io n s  to  

s e rv ic e  e v a lu a t io n .  These c h a r a c t e r i s t i c s  a re  i n t a n g i b i l i t y ,  

p e r i s h a b i l i t y ,  i n s e p a r a b i l i t y  o f  p ro d u c tio n  and consum ption, non- 

s ta n d a r d iz a t io n ,  la c k  o f  ow nersh ip , s e rv ic e  d e l iv e r y ,  b u y e r - s u p p lie r  

r e la t io n s h ip ,  and buyer p a r t i c ip a t io n  in  s e rv ic e  p ro d u c tio n .
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E m p irica l R esearch  on S e rv ic e s

Consumer re s e a rc h e r s  have t e s t e d  some o f  th e  r e la t io n s h ip s  

advanced in  th e  m ark e tin g  l i t e r a t u r e ,  a s  summarized in  th e  rev iew  

p re s e n te d  so f a r .

Sm ith and Dixon (1982) r e p l i c a t e d  B lo iS ' (1981) s tu d y  in  

which 16 re sp o n d e n ts  from England p a r t i c ip a t e d .  Sm ith and Dixon asked  

26 MBA s tu d e n ts  to  rank  o rd e r  th e  u s e fu ln e s s  o f  11 s ta te m e n ts  in  

c l a s s i f y i n g  e ig h t  p ro d u c ts  a s  e i t h e r  goods o r  s e r v ic e s .  The ran k - 

o rd e re d  d a ta  w ere su b je c te d  to  m u ltid im en s io n a l s c a l in g ,  and th e  

r e s u l t s  were p lo t t e d  on a  j o i n t  space  o f  p ro d u c ts  and c l a s s i f i c a t i o n  

d im ensions (a s  ex p ressed  in  th e  e leven  s ta te m e n ts ) .

The f in d in g s  o b ta in e d  by Sm ith and Dixon a r e  c o n s is te n t  w ith  

th o se  re p o r te d  by B lo is ,  in d i c a t in g  th a t  s u b je c ts  b o th  in  th e  U n ited  

S ta te s  and in  England sh a re  s im i la r  p e rc e p tio n s  o f  goods and s e rv ic e s  

even though th e  sam ple in  each  c o u n try  i s  sm a ll.

The Sm ith  and Dixon s tu d y , how ever, d i f f e r s  from th e  B lo is  

s tu d y  in  one a s p e c t .  In th e  re s e a rc h  re p o r te d  by B lo is ;  th e  p ro d u c ts  

ham burger and d in n e r  a r e  p o s i t io n e d  q u i t e  c lo s e ly  to g e th e r  in  th e  

same s e rv ic e s  q u a d ra n t, w hereas in  th e  Sm ith and Dixon in v e s t ig a t io n  

th e y  were p o s i t io n e d  in  d i f f e r e n t  q u a d ra n ts .  T his i s  p ro b ab ly  

b ecause  Sm ith and  Dixon used  th e  term  "Hamburger a t  M cDonald's" 

in s te a d  o f  "Hamburger" o n ly  so a s  to  m a te r ia l iz e  L e v i t t 's  (1976) 

c o n te n tio n  o f  th e  i n d u s t r i a l i z a t i o n  o f  s e r v ic e s .
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In g e n e ra l ,  th e  f in d in g s  show t h a t  th e  goods je a n s ,  re c o rd , 

c a l c u la to r ,  and soup a r e  a s s o c ia te d  w ith  th e  d ia e n s io n s  w a r ra n t ie s ,  

u se  o f  middlemen. I n v e n to r ie s ,  and h e lp fu ln e s s  and p u b l i c i t y .  The 

s e rv ic e s  h a i r c u t ,  r e s ta u r a n t  m eal, d ry  c le a n in g , and M cDonald's a r e  

a s s o c ia te d  w ith  th e  d im ensions i n t a n g i b i l i t y  ( q u a l i ty  assessm en t 

b e fo re  and a f t e r  p u rch ase ) and consumer invo lvem en t ( d i r e c t  c o n ta c t  

w ith  p ro d u c e r ) . The d im ensions d e a l in g  vflth  p r ic e  and v a r ie ty ,  

how ever, d id  n o t  d is c r im in a te  v e ry  w e ll between goods and s e rv ic e s  

a lo n g  a  number o f  d i f f e r e n t i a t i n g  c h a r a c t e r i s t i c s ,  a c c o rd in g  to  

th e s e  r e s e a r c h e r s .

The s tu d y , how ever, s u f f e r s  from some l i m i t a t i o n s .  F i r s t ,  

a lth o u g h  th e  r e s u l t s  a r e  c o n s is te n t  w ith  th o s e  o f  B lo is ,  th e  ex trem ely  

sm all s iz e  o f  th e  sam ple employed in  b o th  s tu d ie s  r e p re s e n t  a s e r io u s  

l i m i t a t i o n  on th e  g e n e r a l i z a b i l i t y  o f  re s u lt .* .  S econd ly , c l a s s i f y in g  

p ro d u c ts  in to  "pure"  goods and "pure" s e r v ic e s ,  and m is c la s s i fy in g  

some g o o d -se rv ic e  com binations  w ith  p u re  s e rv ic e s  may n o t y ie ld  a  

more r e a l i s t i c  r e f l e c t i o n  o f  consum ers' p e rc e p tio n s  (d'Amico 1982).

In  a n o th e r  s tu d y , D ubinsky and Levy (1981) e m p ir ic a l ly  in v e s t i ­

g a ted  consum ers' e v a lu a tio n s  o f  e ig h t  b e h a v io ra l s ta te m e n ts  l . r  ach 

o f  fo u r  s e r v ic e s :  b ank ing , f a s t  food , au to  r e p a i r ,  and h a i r  s ty l i n g .

The a u th o rs  a l s o  in v e s t ig a te d  s u b je c t s ' e v a lu a tio n s  o f  n in e  c r i t e r i a  

employed by consum ers b e fo re  p u rc h a s in g  s e r v ic e s .  The re s e a rc h e r s  

u sed  a  5 -p o in t L ik e r t - ty p e  agreem ent s c a le  fo r  th e  f i r s t  p a r t ,  and a 

5- p o in t  im portance s c a le  f o r  th e  second p a r t .
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W ith re g a rd  to  th e  b e h a v io ra l d im en sio n s , th e  f in d in g s  

in d ic a te  t h a t  p e rs o n a l so u rces  a r e  more im p o rtan t th a n  im personal 

so u rces  a c ro s s  a l l  fo u r  s e r v ic e s .  In  commenting on t h i s  f in d in g ,  th e  

a u th o rs  e x p la in  t h i s  tendency  on th e  p a r t  o f  consum ers in  l i g h t  o f  

s e rv ic e  in t a n g ib i l i t y -  which cause  consum ers to  p la c e  more c r e d i b i l i t y  

in  th e  o p in io n s  o f  t h e i r  p e e rs  o r  f r ie n d s  abou t a s e r v ic e .

The r e s u l t s  a ls o  show th a t  consum ers a r e  more l i k e l y  to  change 

p ro v id e r  in  th r e e  o f  th e  fo u r  s e rv ic e s  surveyed  because  o f  t h e i r  d i s ­

s a t i s f a c t i o n  r a th e r  th a n  because o th e r  p ro v id e rs  o f f e r  b e t t e r  s e r v ic e s .  

T h is f in d in g  in d i c a te s  t h a t  s e rv ic e  consum ers a r e  p ro v id e r  lo y a l .

The s tu d y  a ls o  shows th a t  consum ers shop (check  around) fo r  

some s e r v ic e s ,  and do n o t shop f o r  th e  o th e r s .  I t  a l s o  shows th a t  

some s e rv ic e s  a r e  easy  to  e v a lu a te ,  and some o th e rs  a r e  d i f f i c u l t  to  

a s s e s s  t h e i r  q u a l i t y .  As to  p e rc e iv e d  r i s k ,  consum ers co n s id e re d  

bank ing  s e rv ic e s  l e s s  r i s k y ,  and a u to  r e p a i r  s e rv ic e s  more r i s k y .

In te rm s o f  s e rv ic e  e v a lu a tiv e  c r i t e r i a ,  p r ic e  and f r i e n d l i ­

n e ss  o f  p e rso n n e l were th e  o n ly  two c r i t e r i a  which e x h ib ite d  s ig n i ­

f i c a n t  d i f f e r e n c e s  a c ro s s  th e  fo u r  s e r v ic e s .  The s tu d y 's  f in d in g  

co n ce rn in g  p r ic e  c o n f l i c t s  w ith  t h a t  o f  Sm ith and Dixon (19 8 2 ).

However, Sm ith and D ix o n 's  c o n c lu s io n  in  re g a rd  to  p r ic e  im portance 

m ight be weakened by th e  ex trem ely  sm all sam ple s iz e  used  by th e  

l a t t e r .

The D ubinsky and Levy \idy, l i k e  th e  p re v io u s  one, r e p re s e n ts  

a  good s te p  tow ards u n d e rs ta n d in g  how consum ers e v a lu a te  s e rv ic e s .
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However, th e  s tu d y  s u f f e r s  from some l i m i t a t i o n s .  S u rvey ing  o n ly  

fo u r s e rv ic e s  and com paring them to  each o th e r  does n o t r i s e  above th e  

in d iv id u a l  s e rv ic e  fo cu s , n o r does i t  h e lp  to  g e n e ra l iz e  o v er a wide 

ran g e  o f  s e r v ic e s .

F u rth e rm o re , th e  s tu d y  fo cu ses  o n ly  on s e r v ic e s ,  and does n o t 

compare th e  b e h a v io ra l d im ensions o r  th e  e v a lu a tiv e  c r i t e r i a  as  

p e rc e iv e d  by consum ers a c ro s s  b o th  goods and s e rv ic e s  in  o rd e r  to  

gain  more in s ig h t s  in to  th e  s p e c i f i c  n a tu re  o f  s e r v ic e s ,  and i t s  

im p lic a t io n s  to  th e  e v a lu a tio n  p ro c e s s .

Two o th e r  s tu d ie s  d e a l w ith  in fo rm a tio n  se a rc h  and t h e i r  im pact 

on e v a lu a tin g  s e r v ic e s .  D avis (1980) examined two s e t s  o f  p r e d ic to r s  

o f  se a rc h  in  th e  s e rv ic e  s e c to r :  s e rv ic e  c h a r a c t e r i s t i c s ,  and consumer 

dem ographics. The f in d in g s  in d ic a te  s ig n i f i c a n t  r e la t io n s h ip s  between 

th e  fo u r s e rv ic e  c h a r a c t e r i s t i c s  in v e s t ig a te d  and se a rc h  p r o p e n s i t ie s .  

Consumer dem ographics, on th e  o th e r  hand, d id  n o t show any s ig n i f i c a n t  

e f f e c t  on se a rc h  p r o p e n s i t ie s .

The fo u r s e rv ic e  c h a r a c t e r i s t i c s  in v e s t ig a te d  were freq u en cy  

o f  p u rc h a se , p r i c e  l e v e l ,  p e rso n a l v e rsu s  im personal d e l iv e ry ,  and 

J u d d 's  (1964.) s e rv ic e  c l a s s i f i c a t i o n  o f  owned, r e n te d ,  and nongoods

s e r v ic e s .  I t  shou ld  be n o te d  h e re  t h a t  th e  la c k  o f  agreem ent among

s e rv ic e  r e s e a r c h e r s  on th e  d e f in i t i o n s  o f  c h a r a c t e r i s t i c s ,  e v a lu a tiv e  

c r i t e r i a ,  and b e h a v io ra l d im ensions add more co n fu sio n  to  s e rv ic e

r e s e a rc h .  I t  i s  a p p a re n t t h a t  what D avis c a l l s  in  h i s  s tu d y

" c h a r a c t e r i s t i c s "  a r e  n o t a l l  c h a r a c t e r i s t i c s ,  bu t a com bination  o f  

a l l  th e  co n cep ts  m entioned above.
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F u r th e r  a n a ly s i s  o f  th e  r e s u l t s  by D avis re v e a le d  s e v e ra l 

t r e n d s .  One tre n d  su g g e s ts  t h a t  consum ers a r e  w i l l in g  to  engage in  

much p rep u rch ase  d e l ib e r a t io n  and e x te rn a l  se a rc h  in  th e  p u rch ase  o f  

s e rv ic e s  ( th e  s tu d y  used e ig h t  consumer s e r v ic e s ) .  A nother tr e n d  

r e f l e c te d  consum ers' w il l in g n e s s  to  shop fo r  h ig h ly  p r ic e d  s e r v ic e s ,  

b u t in  many c a se s  th e y  do n o t do much p re p u rc h a se  d e l ib e r a t io n  in  

a r r iv i n g  a t  th e  f i n a l  p u rch ase  d e c is io n .  However, w h ile  consum ers 

ap p ea r to  be u n w ill in g  to  shop fo r  low er p r ic e d  s e r v ic e s ,  th e y  a r e  

w i l l in g  to  c o n s id e r  a l t e r n a t i v e  u se s  fo r  t h e i r  p u rch ase  d o l l a r s .

A f i n a l  t r e n d  re v e a le d  by D av is ' s tu d y  i s  t h a t  consumers 

seem to  be w i l l in g  to  engage in  e x te n s iv e  sea rch  to  f in d  a s e rv ic e  o f  

i n t e r e s t  in  th e  c a se s  o f  nongoods ( i . e . ,  p u re  s e r v ic e s ) ,  and s e rv ic e s  

r e q u ir in g  p e rso n a l d e l iv e ry ;  b o th  o f  which can be ex em p lif ied  by 

d e n t i s t s  and g y n e c o lo g is ts .

The o th e r  s tu d y  on in fo rm a tio n  in f lu e n c e  was done by W einberger 

and Brown (1977 ). The rev iew  p re se n te d  by th e s e  re s e a rc h e r s  in d ic a te s  

t h a t  when in d iv id u a ls  a r e  c o n fro n te d  w ith  u n c e r ta in ty  o r  am b ig u ity , 

th e y  become more s u s c e p t ib le  to  in f lu e n c e  from o th e r s .  S ince  goods and 

s e rv ic e s  may v a ry  in  t h e i r  deg ree  o f  am b ig u ity , where th e  q u a l i ty  o f  

s e rv ic e s  i s  d i f f i c u l t  to  ju d g e , consumers m ight be in f lu e n c e d  more 

in  t h e i r  in t e n t io n s  to  buy s e rv ic e s  th an  goods a f t e r  r e c e iv in g  o u ts id e  

in fo rm a tio n . The re s e a rc h e r s  t e s t e d  t h i s  p ro p o s i t io n ,  and found 

su p p o rt fo r  i t .

As th e s e  r e s e a rc h e r s  con c lu d e , th e  f in d in g s  le n d  su p p o rt to
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nuch o f  th e  co n ce p tu a l s e rv ic e  l i t e r a t u r e ,  and a ls o  to  Johnson (1969) 

who showed a g re a t  em phasis p la ced  by consum ers on in fo rm a tio n  about 

s e rv ic e s  th an  on in fo rm a tio n  abou t goods. In t h e i r  w ords, "The 

ev idence  does su g g es t t h a t  when viewed from th e  s u b j e c t 's  p e r s p e c t iv e ,  

a  d i f f e r e n c e  does e x i s t  in  th e  r e l a t i v e  in f lu e n c e  p ro d u c t in fo rm a tio n  

w i l l  have upon th e  e v a lu a tio n  o f  goods and s e r v ic e s ."  (p . 399 ) .

These r e s e a rc h e r s  a l s o  su g g es t t h a t  u s in g  a brand  name, o r  a 

tradem ark  by a s e rv ic e  p ro v id e r  would reduce  consum er’ s u n c e r ta in ty  

abou t th e  s e rv ic e  o f fe re d ;  a recom m endation which has some su p p o rt 

from th e  l i t e r a t u r e  rev iew ed so f a r .

In  an e a r ly  wohk on s e r v ic e s ,  Johnson (1969) found two im p o rtan t 

a t t r i b u t e s  which seem to  d i s t in g u is h  between goods and s e r v ic e s .  He 

found th a t  consum ers p e rc e iv e  s e rv ic e s  a s  b e in g  more p e rso n a l (non­

s ta n d a rd iz e d )  th a n  goods, and th a t  consum ers ap p ea r to  be l e s s  s a t i s ­

f ie d  w ith  th e  p u rch ase  o f  s e rv ic e s  (b ecau se  o f  poor p erfo rm an ce).

F u r th e r  a n a ly s i s  o f  th e  d a ta  re v e a le d  fo u r d is t in g u is h in g  buying  

m otives t h a t  c h a r a c te r iz e  s e r v ic e s ;  p r ic e ,  q u a l i ty ,  brand  r e p u ta t io n ,  

and o v e r a l l  s a t i s f a c t i o n .  S e rv ic e s  were p e rc e iv e d  o f  h ig h e r p r ic e s ,  

l e s s  c o n s is te n t  q u a l i ty ,  l e s s  r e p u ta b le  b ran d s , and low er o v e r a l l  

s a t i s f a c t i o n .  A ll th e  d i f : 'i r e n c e s  were s t a t i s t i c a l l y  s ig n i f i c a n t .

The s tu d y  a ls o  re v e a le d  f iv e  im p o rtan t p a tro n a g e  m o tiv es . They 

a r e  p r ic e ,  co n v en ien t lo c a t io n ,  ra p id  s e rv ic e ,  r e p u ta t io n ,  and prompt 

a t t e n t i o n .  These f a c to r s  were im p o rtan t to  a l l  ty p e s  o f  p ro d u c ts  w ith  

th e  l a s t  two su g g e s tin g  p o s s ib le  d i s t i n c t i o n s  between goods and s e rv ic e s .
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In  a n o th e r  p a r t  o f  th e  s tu d y , d e a l in g  w ith  th e  buying  b eh av io r  

o f  goods v e rsu s  s e r v ic e s ,  Johnson found th a t  th e  p u rch ase  o f  s e rv ic e s  

i s :

1 . c h a ra c te r iz e d  by more p e rs o n a l involvem ent o f  th e  buyer th an  goods. 

(T h is  i s  p ro b a b ly  b ecause  o f  th e  u n c e r ta in ty  su rro u n d in g  th e  q u a l i ty  

o f  s e r v ic e s ) .

2 . in f lu e n c e d  more th a n  goods by o th e r  p e rso n s . (T h is  i s  p ro b ab ly  due 

to  th e  la c k  o f  form al in fo rm a tio n  on s e rv ic e s  a s  w ell a s  n o n s ta n d a r­

d iz a t io n ) .

3. bought w ith  g r e a te r  c o n s id e ra t io n  g iven  to  th e  p a r t i c u l a r  s e l l e r .  

(T h is  i s  p ro b ab ly  because  o f  th e  i n t a n g i b i l i t y  o f  s e r v ic e s ,  

u n c e r ta in ty  ab o u t t h e i r  q u a l i ty ,  l im i te d  in fo rm a tio n  a v a i la b le  on 

them, and th e  h igh  p e rc e iv e d  r i s k  o f  s e r v ic e s ,  which a l l  le a d  th e  

s e rv ic e  consumer to  be p ro v id e r  l o y a l ) .

The above rev iew  p re s e n te d  co n su m er-o rien ted  s tu d ie s ;  i . e . ,  

s tu d ie s  u s in g  consum ers a s  s u b je c ts  to  in v e s t ig a te  t h e i r  p e rc e p tio n s  

and judgm ents w ith  re g a rd  to  s e rv ic e  b e h a v io ra l p a t t e r n s .  There i s  

a n o th e r  s tream  o f  s e rv ic e  r e s e a r c h ,  how ever, which d e a ls  w ith  s e rv ic e s  

from th e  m anagers1 p o in t-o f -v ie w ; i . e . ,  u se s  managers o f  s e rv ic e  firm s 

a s  s u b je c ts  and in v e s t ig a te s  t h e i r  p e rc e p tio n s  as  to  what consum ers 

th in k ,  and th e  a p p ro p r ia te  way o f  managing and m arke ting  s e r v ic e s .

The s e rv ic e  l i t e r a t u r e  r e p re s e n t in g  th e  m anagers1 p e rs p e c t iv e  

a g re e s  in  co n cep t w ith  many o f  th e  f in d in g s  summarized above. For 

in s ta n c e ,  S c h l i s s e l  (1978) surveyed  th e  m arke ting  p r a c t ic e s  o f  a 

number o f  sm all s e rv ic e  b u s in e s s e s  (p e s t  c o n t r o l ) .  The a u th o r  o f f e r s
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some im p lic a tio n s  o f  th e  problem s and o p p o r tu n i t ie s  o f  th e  s e rv ic e  

m ark e te r based  o n a b r i e f  a n a ly s i s  o f  s e rv ic e  c h a r a c t e r i s t i c s .  He 

su g g e s ts  t h a t  s e rv ic e s  u s u a l ly ,  b u t n o t a lw ay s, a r e  purchased  on an 

emergency b a s i s ,  th u s  th e  p a tro n a g e  d e c is io n  i s  l i k e l y  to  depend on 

th e  co n su m er's  a b i l i t y  to  r e c a l l  a  s u p p l i e r 's  name, o r  on th e  

s u p p l i e r 's  co n v en ien t lo c a t io n .

T h is  co n c lu s io n  i s  e m p ir ic a l ly  su p p o rted  by Dubinsky and Levy 

(19 8 1 ), and Guseman (1981) who b o th  found th a t  consum ers a r e  l e s s  

l i k e l y  to  seek  in fo rm a tio n  from th e  s to r e ,  o r  to  shop around fo r  

s e rv ic e s  th a n  fo r  goods.

S c h l i s s e l  a l s o  s u g g e s ts  t h a t  in  th e  absence o f  any q u a l i ty  

in d i c a to r s ,  th e  r a t i o n a l  consumer would s e le c t  th e  s e rv ic e  w ith  th e  

lo w est p r ic e .  However, he does n o t ex c lu d e  th e  p o s i b i l i t y  o f  a 

p r i c e - q u a l i t y  r e l a t io n s h ip  e s ta b l is h e d  by consumers in  re g a rd  to  

s e rv ic e s  a s  w e ll .

B ateson  (1977, 1979) i s  a n o th e r  r e s e a rc h e r  who fo cu ses  

a t t e n t i o n  on th e  m anageria l s id e .  He m a in ta in s  t h a t  m arketing  managers 

in  s e rv ic e  firm s  face  ta s k s  which a r e  d i f f e r e n t  from th o se  faced  by 

t h e i r  p e e rs  in  goods com panies. He a s s e r t s  th e se  d i f f e r e n c e s  in  ta sk s  

and p ro c e s se s  can be r e l a t e d  back to  one s t r u c t u r a l  d i f f e r e n c e :  

i n t a n g i b i l i t y .

Based on a su rvey  o f  th e  common problem s as  p e rc e iv e d  by 

managers in  th r e e  s e rv ic e  in d u s t r i e s  ( d i s t r i b u t i o n ,  bank ing , and h o t e l s ;  

in  F ran ce , and r e p o r te d  by E i g l i e r ,  B ateson  summarises th e  major
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f in d in g s  a s  fo l lo w s  (1979, pp. 134-135):

"Problem f o r  th e  O rg an iza tio n

1. S e rv ic e  f irm s  canno t use in v e n to ry .
2 . There i s  no p a t e n t  p r o t e c t io n  (excep t on names) f o r  s e r v i c e s .
3 . The e m p lo y e e /c l ie n t  i n t e r f a c e  i s  complex because :

a .  The employee in  c o n ta c t  w ith  th e  c l i e n t  i s  to r n  between 
th e  f i r m 's  o b j e c t i v e s  and th o s e  o f  th e  c l i e n t .

b .  Many employees may be in  c o n ta c t  w ith  th e  c l i e n t ;  hence, 
a  problem o f  c o n s i s te n c y  o f  b eh av io r  a r i s e s .

4 . P h y s ic a l  s e t t i n g  and environm ent a r e  im p o r tan t  to  th e  q u a l i t y  
o f  s e r v i c e ,  y e t  t h i s  i s  d i f f i c u l t  to  c o n t r o l .

5. I f  th e  s e r v ic e  firm  wants to  grow, i t  has to  develop  i t s  own 
d i s t r i b u t i o n  ne tw ork .

6 .  In n o v a t io n  i s  d i f f i c u l t  because  i t  may imply th e  need f o r  
c l i e n t  ed u ca t io n  to  change b eh av io r .

Problems to  th e  C l i e n t

1. The c l i e n t  must have con fidence  in  th e  firm  from whom he buys 
th e  s e r v i c e .  He needs more con fidence  fo r  a s e r v ic e  than  fo r  
a p h y s ic a l  good.

2. The rm ental image' o f  th e  s e r v ic e  i3  ' f u z z y . '
3. Word o f  mouth has a g r e a t  in f lu e n c e  on s e r v i c e s .
4 . While consuming th e  s e r v ic e ,  th e  c l i e n t  has a tendency  to  

i d e n t i f y  w ith  th e  s e r v ic e  f i rm ."

Summary

T his  s e c t i o n  review ed some o f  th e  e m p ir ic a l  s tu d ie s  i n v e s t i ­

g a t in g  s u b j e c t s '  p e r c e p t io n s  o f  s e v e ra l  s e r v ic e  c h a r a c t e r i s t i c s ,  

s e r v i c e  e v a lu a t iv e  c r i t e r i a ,  and o th e r  b e h a v io ra l  d im ensions . Two 

p e r s p e c t iv e s  were p re s e n te d ;  one i l l u s t r a t i n g  consumers' p e r c e p t io n s ,  

and th e  o th e r  d e l i n e a t i n g  managers ' view o f  s e r v ic e s  in  comparison to  

p h y s ic a l  goods.

E m p ir ica l  r e s e a rc h  on consumers' p e rc e p t io n s  o f  s e r v ic e s  

r e v e a l s  t h a t  th e y  a s s o c i a t e  s e r v ic e s  w ith  c e r t a i n  c h a r a c t e r i s t i c s  such 

a s  i n t a n g i b i l i t y .  The f in d in g s  a l s o  in d i c a t e  th e  tendency  o f  consumers
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to  be h ig h ly  invo lved  w ith  s e r v i c e s ,  to  be s e r v ic e - p r o v id e r  l o y a l ,  

and to  c o n s id e r  p r i c e ,  f r i e n d l i n e s s  o f  p e rso n n e l ,  and p e rso n a l  sou rces  

o f  in fo rm a tio n  a s  most im p o rtan t  when e v a lu a t in g  s e r v i c e s .  Consumers 

were a l s o  w i l l i n g  to  engage in  e x te n s iv e  in fo rm a tio n  s e a rc h  in  th e  case  

o f  pu re  s e r v i c e s  and th o s e  r e q u i r i n g  p e rs o n a l  d e l iv e r y .

The m anageria l  problems c o n f ro n t in g  s e rv ic e  f irm s  a s  ex p ressed  

by s e r v i c e  managers, and summarized above, have two im p o rtan t  im p l i ­

c a t i o n s .  F i r s t ,  th e y  r e f l e c t  management confus ion  abou t th e  n a tu r e  

o f  s e r v i c e s ,  and th e  i n c a p a c i ty  o f  u s in g  th e  a p p r o p r ia t e  te c h n iq u e s  

to  d e a l  w ith  th e s e  p roblem s. I t  i s  n e e d le s s  to  say  t h a t  some o f  th e  

m ark e tin g  te c h n iq u e s  used in  goods m arke ting  a r e  used s u c c e s s f u l ly  

in  s e r v ic e  m arke ting .  However, w ith  th e  i n c r e a s in g ly  c o m p e ti t iv e  

env ironm ent,  and th e  ev e r  changing  s o c i a l  t r e n d s ,  some o f  th e s e  

te c h n iq u e s  become in a p p r o p r i a te  o r  i n e f f i c i e n t .

T h is  l e a d s  us to  th e  second im p l ic a t io n ,  th e  m anageria l  

p roblem s, as  conce ived  by s e r v ic e  managers, r e f l e c t  a h igh  degree  

o f  am b ig u ity  t h a t  su rrounds  th e  p u rchase  s i t u a t i o n .  This  o b s e r ­

v a t io n  a g re e s  in  p r i n c i p l e  w ith  many f in d in g s  in  s e r v ic e  r e s e a r c h  

su rv e y in g  consumers. In th e  m anagers ' words, consumers have fuzzy  

m ental image abou t s e r v i c e s ,  need to  have con fidence  in  th e  f i rm ,  

need to  i d e n t i f y  w ith  th e  f i rm ,  and a r e  g r e a t l y  in f lu e n c e d  by word o f  

mouth. These c o n d i t io n s  a r e  most l i k e l y  th e  outcomes o f  s e r v ic e  

c h a r a c t e r i s t i c s .
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P erce ived  R isk  and S e rv ic e s

In g e n e ra l ,  l i t t l e  e f f o r t  has been devoted to  th e  s tudy  o f  

p e rc e iv e d  r i s k  in  th e  s e r v ic e  s e c to r  ( P e t e r ,  B eche re r ,  and R ichard  

1979).

A few s tu d ie s  e m p i r ic a l ly  t e s t e d  consumers' p e rc e p t io n s  o f  

r i s k  w ith  re g a rd  to  s e r v i c e s .  Lewis (1976) measured and t e s t e d  

consumers ' p e r c e p t io n s  o f  r i s k  f o r  t h r e e  c a t e g o r ie s  o f  p ro d u c ts :  

pure  s e r v i c e s ,  g o o d -se rv ic e  com bina tions ,  and pure goods. The 

f in d in g s ,  in  g e n e ra l ,  i n d i c a t e  t h a t  consumers p e rc e iv e  h ig h e r  r i s k  

fo r  s e r v ic e s  t h a t  f o r  goods. Comparison o f  th e  l e v e l  o f  p e rce iv ed  

r i s k  among th e  t h r e e  c a t e g o r i e s  showed t h a t  consumers p e rce iv ed  

pure  s e r v ic e s  and g o o d -se rv ic e  com binations  s i g n i f i c a n t l y  h ig h e r  in  

r i s k  th an  pure  goods.

However, no s i g n i f i c a n t  d i f f e r e n c e s  were found between pure 

s e r v ic e s  and g o o d -s e rv ic e  com bina tions .  Lewis e x p la in s  t h i s  f in d in g  

in  te rm s o f  th e  i n t a n g i b i l i t y  f e a t u r e  o f  s e r v i c e s .  He observes  t h a t  

th e  in t r o d u c t io n  o f  a  s e r v ic e  element, in  a g o o d -se rv ice  com bination 

might le a d  consumers to  p la c e  th e  com bination  m en ta l ly  f a r  away from 

pure  goods, and c lo s e  to  pure  s e r v i c e s .

Guseman (1981) has a l s o  showed t h a t  s e rv ic e s  have more 

p e rc e iv e d  r i s k  th an  goods, and t h a t  consumers use  r i s k - r e d u c t io n  s t r a ­

t e g i e s  f o r  s e r v ic e s  which a re  d i f f e r e n t  than  th o se  used fo r  goods.

He found t h a t  consumers use  s to r e  l o y a l t y ,  r e f r e n c e  groups, 

and brand l o y a l t y  more commonly f o r  s e r v i c e s ,  which a re  a l s o  used fo r
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goods, none the less ,  some l a r g e r  d i f f e r en c es  were found in o th e r  r i s k -  

reduc tion  s t r a t e g i e s .  7or ins tance ,  consumers were found much acre 

l i k e l y  to use a convenient s to re  fo r  s e rv ices  than fo r  goods. They 

were a lso  l e s s  l i k e l y  to seek informat ion from the  s to r e ,  or to shop 

around fo r  s e rv ice s  than fo r  goods.

luseman 's  f ind ings  with regard to consumers' tendency to 

perceive  high r i s k  for s e rv ice s ,  and to seek informat ion from ncn- 

3 to re  sources a re  supported by Ross (1975) who reviewed a number o f  

s tu d ie s ,  and concluded t h a t  . . .  "personal  sources a re  inv a r iab ly  

ra ted  high in importance, and th e re  i s  evidence t h a t  i t  i s  in p a r t i c ­

u l a r l y  ' h i g h - r i s k '  s i t u a t i o n s  where personal in f luence  i s  most impor­

t a n t . "  (p. 5).

Du’cinsky and Levy [1981) in v e s t ig a te d  r i s k  percept ion  with 

regard to four s e rv ice s ,  but did not compare them to goods. The 

f indings  in d i c a t e  t h a t  consumers perceive  a higher  degree o f  r i s k  

in auto r e p a i r s  than in banking. No s i g n i f i c a n t  d i f f e r en c es  were 

found in the  percept ion  of  r i s k  for  f a s t  food or  h a i r  s t y l i n g  

s e rv ice s .

Summary

Although the l i t e r a t u r e  on perceived r i s k  in the  serv ice  

s ec to r  i s  meager, the  a v a i l a b le  evidence s t rong ly  in d ic a te s  t h a t ,  in 

general ,  consumers perceive  a higher degree of  r i s k  fo r  serv ices  than 

for phys ica l  goods.
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More than one study documents that serv ice  consumers tend to  be 

provider lo y a l.  I t  might be inferred that provider lo y a lty  i s  due to 

the high degree o f  r isk  perceived by serv ice  consumers. Provider 

lo y a lty  corresponds to  the "commitment" component o f  "involvement" 

(Lastovicka 1979; Lastovlcka and Gardner 1979) as w il l  be d iscussed  in  

the next sec tio n , and probably represents the lin k  between the perceived  

r isk  and involvement con stru cts.

I t  i s  ob se rv ed ,  a s  i s  th e  ca se  w ith  goods a l s o ,  t h a t  consumer 

r e s e a r c h e r s  d id  n o t  I n v e s t i g a t e  th e  r e l a t i o n s h i p  between s e r v ic e  f a m i l ­

i a r i t y  and p e rc e iv e d  r i s k .  P roduct f a m i l i a r i t y  r e s e a r c h  was l i m i t e d  to  

m easuring th e  e f f e c t  o f  f a m i l i a r i t y  w ith  p h y s ic a l  goods on t h e i r  

e v a lu a t io n .  However, based  on bo th  th e  p ro d u c t  f a m i l i a r i t y  and p e r c e i ­

ved r i s k  l i t e r a t u r e  re v ie w s ,  one can i n f e r  th e  p o s s i b le  in v e r s e  r e l a ­

t i o n s h i p  between p ro d u c t  f a m i l i a r i t y ,  in  g e n e ra l ,  and p e rc e iv e d  r i s k .

While th e  d i r e c t i o n  o f  t h i s  r e l a t i o n s h i p  i s  expec ted  to  be th e  

same f o r  b o th  goods and s e r v i c e s ,  th e  magnitude o f  th e  r e l a t i o n s h i p  i s  

expec ted  t o  be l a r g e r  f o r  s e r v ic e s  th a n  f o r  goods.

P roduct Involvement and S e rv ic e s

Perhaps t h e r e  i s  no s in g le  concep t in  th e  m arke ting  l i t e r a t u r e ,  

in  g e n e ra l ,  and in  consumer b eh av io r ,  in  p a r t i c u l a r ,  t h a t  l a c k s  r e s e a r ­

c h e r s '  agreem ent on i t s  d e f i n i t i o n  and c o n c e p tu a l iz a t io n  l i k e  in v o lv e ­

ment, d e s p i t e  th e  s im ple  and n e v e r -e n d in g  usage o f  th e  term in  our 

d a i l y  l i v e s .
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S ince  Krugman (1965) in t ro d u ced  th e  concep t to  th e  consumer 

b eh av io r  l i t e r a t u r e  n e a r ly  two decades ago, consumer r e s e a r c h e r s  have 

expanded on h i s  model and a p p l ie d  i t  " . . .  in  ways t h a t  he may never 

have in ten d ed  n o r  would s u p p o r t . "  (S tone 1984, p . 214).  However, 

t h e r e  i s  a consensus among th e s e  r e s e a r c h e r s  t h a t  involvem ent i s  a 

p o s s ib le  e x p la n a to ry ,  o r  m odera ting , v a r i a b l e  w ith  reg a rd  to  consumer 

b e h a v io r .

T h is  rev iew  o f  th e  involvem ent l i t e r a t u r e  i s  no t  in ten d ed  to  

be e x h a u s t iv e  s in c e  t h e  to p ic  by i t s e l f  can be th e  focus  o f  a  s e p a ra te  

d i s s e r t a t i o n .  R a th e r ,  a b r i e f ,  b u t  com prehensive, overview  o f  th e  

concep t i s  p r e s e n te d  so a s  to  u n d e rs tan d  i t s  r e le v a n c e  to  s e r v i c e s ,  and 

i t s  p o t e n t i a l  r o l e  in  evoking th e  u t i l i z a t i o n  o f  c e r t a i n  e v a lu a t iv e  

c r i t e r i a  by s e r v ic e  consumers.

Involvem ent i s  r e f e r r e d  to  as  . . .  " th e  l e v e l  o f  concern a 

consumer has in  a  p u rchase  s i t u a t i o n . "  (Bloch and Bruce 1984, p. 197). 

High involvem ent i s  a s s o c i a t e d  w ith  s i t u a t i o n s  o f  h igh  p e rc e iv e d  r i s k ,  

major p u rchase  d e c i s io n s ,  and complex d e c i s io n  making. Low involvem ent, 

on th e  o th e r  hand, i s  a s s o c ia t e d  w ith  lo w -c o s t  p ro d u c ts ,  r e p e t i t i v e  

a d v e r t i s i n g  m essages, r o u t i n i z e d  pu rchase  d e c i s io n s ,  and l e s s  im portan t 

i tem s .

Although most r e s e a r c h e r s  ag ree  on th e s e  g e n e r a l i z a t io n s ,  th e r e  

i s  no c l e a r  u n d e rs a tn d in g  as  to  th e  n a tu re  o f  involvement which, in  

tu r n ,  r e s u l t s  in  d i f f e r e n t  c o n c e p tu a l iz a t io n s  o f  th e  concep t.  O bviously ,

d i f f e r e n t  c o n c e p tu a l i z a t io n s  le a d  to  d i f f e r e n t  o p e r a t io n a l  d e f i n i t i o n s .  

This i s  r e f l e c t e d  in  th e  l i t e r a t u r e  in  th e  f a c t  t h a t  some r e s e a r c h e r s
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t r e a t  involvem ent a s  a  s t a t e  v a r i a b l e ,  and th e  o th e r s  a s  a p ro c e ss  

(M itc h e l l  1979). Moreover, d i f f e r e n t  dim ensions have been sugges ted  

fo r  th e  c o n s t r u c t .  Some o f  th e s e  d im ensions r e l a t e  to  th e  p e r s o n a l  

v a lu es  o f  consumers, some r e l a t e  to  th e  p ro d u c t ,  some r e l a t e  to  th e  

d e c i s io n  making p ro c e s s ,  and s t i l l  some o th e r s  r e l a t e  to  th e  p u rchase  

s i t u a t i o n .

I t  ap p ea rs  t h a t  th o s e  who c o n s id e r  involvem ent a s t a t e  v a r i a ­

b le  t r e a t  th e  concep t a s  an "enduring"  c o n d i t io n  t h a t  r e l a t e s  to  th e  

i n d i v i d u a l ' s  v a lu e  system . On th e  o th e r  hand, th o se  who t r e a t  in v o lv e ­

ment as  a p ro c e s s  view i t  a s  a " s i t u a t i o n a l "  c o n d i t io n  t h a t  may o r  may 

n o t  r e l a t e  to  th e  i n d i v i d u a l ' s  p e r s o n a l  v a lu e s .

I t  i s  p o s s i b l e  t h a t  some o f  th e  dim ensions advanced by d i f f e ­

r e n t  s c h o la r s  r e l a t e  to  each o t h e r .  For in s ta n c e ,  Muncy and Hunt 

(1984.) review ed th e  involvem ent l i t e r a t u r e ,  and proposed  f iv e  ty p e s  

(d im ensions)  o f  involvem ent d e s c r ib e d  in  th e  l i t e r a t u r e :  ego in v o lv e ­

ment, commitment, communication invo lvem ent,  p u rchase  im portance , and 

re sp o n se  invo lvem ent.  The a u th o r s  i n d i c a t e  t h a t  ego involvem ent and 

commitment have been always confused  w ith  each o th e r  in  bo th  s o c i a l  

psychology and m arke ting .  Ego involvem ent has a l s o  been confused  w ith  

pu rchase  im portance , s in c e  th e  l a t t e r  can be a r e s u l t  o f  th e  form er.

In t h i s  r e s p e c t ,  Muncy and Hunt expla in  t h a t  ego involvement i s  not 

the  only cause o f  purchase importance,  s ince  o the r  f a c to r s  such as 

perceived r i s k  might inc rease  the  importance o f  purchase.

Consumer re sea rchers  a l so  d i f f e r  in t h e i r  pe rspec t ive  on 

whether some products  e l i c i t  any l e v e l  o f  involvement. Olshavsky and
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G ranbois  (1979), f o r  in s ta n c e ,  a rg u e  t h a t  some consumers buy some 

p ro d u c ts  w ith o u t any d e c is io n  p ro cess  invo lved  a t  a l l  even on the  

f i r s t  p u rc h a se .  O ther r e s e a r c h e r s  a rgue  t h a t  th e r e  i s  a c e r t a i n  

d eg ree  o f  involvem ent in  a l l  p ro d u c t  pu rchase  d e c i s io n s .  A n t i l  (1984), 

f o r  example, con tends  t h a t  p re v io u s  ex p e r ie n c e  w ith  th e  p roduc t  may 

le a d  consumers to  expect and r e c e iv e  c e r t a i n  perform ance s a t i s f a c t i o n .  

In t h i s  s i t u a t i o n ,  th e  consumer engages in  a r o u t i n i z e d  o r  a r e p e a t  

pu rchase  d e c i s io n .

A n t i l  a s s e r t s  t h a t  th e s e  " . . .  ' lo w ' involvement p ro d u c ts  a re  

' l o w 1 o n ly  because  o f  con fidence  in  expec ted  brand perform ance, not 

because  th e  p ro d u c t  i s  u n im p o r ta n t ."  (p .  207, emphasis i s  A n t i l ' s ) .

A lthough th e  o p e r a t io n a l  d e f i n i t i o n s  o f  involvem ent a r e  few, 

th e y  a r e  d iv e r s e  a s  a  r e s u l t  o f  th e  d iv e r s e  c o n c e p tu a l iz a t io n s  o f  th e  

c o n s t r u c t ,  and ta p  d i f f e r e n t  d im ensions . Moreover, many o f  th e  a v a i l ­

a b le  s c a le s  l a c k  bo th  r e l i a b i l i t y  and v a l i d i t y  w ith  th e  ex ce p tio n  o f  

some no tew orthy  ca se s  such a s  Bloch (1981), L as tov icka  and Gardner 

(1979), T i g e r t ,  R ing, and King (1976), and Zaichkowsky (1985).

In  a r e c e n t  ACR c o n fe re n c e ,  R o th sc h i ld  (1984) d e s c r ib e d  the  

s t a t e  o f  th e  a r t  on involvem ent a s  c h a r a c te r i z e d  by " . . .  too much 

t h e o r i z i n g  . . .  (and) . . .  too  l i t t l e  d a ta  c o l l e c t i o n . "  (p . 21o).  In 

g e n e ra l ,  t h e  t h e o r i z a t i o n  o f  involvem ent d u r in g  th e  l a s t  two decades 

has taken  s e v e r a l  d i r e c t i o n s  t h a t  y ie ld e d  th e  f iv e  fo l lo w in g  d im ensions .

Enduring  Invo lvem ent. This dimension r e l a t e s  to  th e  in h e re n t ,  

p e r p e t u a l ,  o r  l o n g - l a s t i n g  p e rso n a l  concern  t h a t  i s  expressed  in  reg a rd
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to an o b je c t ,  idea ,  product ,  e tc .  According to Houston and Rothschi ld

(1978), enduring involvement i s  developed contingent upon two f a c to r s :  

a) p r i o r  exper ience (purchase and usage) with the o b je c t ,  and b) the 

s t r e n g th  o f  the  personal values  to which the  s i t u a t i o n  i s  r e l e v a n t .

These re sea rch e r s  as well  as o th e r s  ( e . g . ,  Muncy and Hunt 1984.) 

agree t h a t  enduring involvement i s  manifested in what i s  known as "ego 

involvement," a concept t h a t  has been developed by S h e r i f  and h is  

co l legues  in s o c i a l  judgment theory  (and discussed in the  so c ia l  psycho­

lo g ic a l  l i t e r a t u r e  in the  l a t e  1940s). According to these  t h e o r i s t s ,  

ego involvement i s  r e l a t e d  to the  pe r so n 's  value system.

Muncy and Hunt (1984) contend  t h a t  o th e r  concep ts  such as  

commitment and brand l o y a l t y  a r e  confused  w ith  ego involvem ent. T heir  

review  i n d i c a t e s  t h a t  some i n v e s t i g a t o r s  use th e  term s involvem ent and 

commitment synonymously. However, o th e r  r e s e a r c h e r s  (L as tov icka  and 

G ardner 1979) i d e n t i f y  commitment a s  one component (d im ension) o f  

invo lvem ent.

Communication Involvement. The main stream o f  involvement 

resea rch  s t a r t e d  from so c ia l  psychology with Krugman (1965) and con t in ­

ued to  focus on a p e r so n 's  low involvement with a d v e r t i s i n g  messages. 

This school o f  thought i n t e r p r e t s  the  low involvement na tu re  o f  adver­

t i sements  based on the  number o f  connections  a person e s t a b l i s h e s  b e t ­

ween the  con ten ts  o f  a communication and the  contents  o f  h is  or her  own 

l i f e .

Viewed in a broader sense,  communication involvement a lso
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embraces r e s e a r c h  on Involvem ent r e l a t e d  to  e x te n s iv e  e x t e r n a l  sea rch  

fo r  in fo rm a t io n ,  h e igh tened  c o g n i t iv e  in fo rm a tio n  p ro c e s s in g ,  and 

involvem ent based on a r o u s a l  th e o ry  (A n t i l  1984s Tyebjee 1979).

S i t u a t i o n a l  Invo lvem ent. S i t u a t i o n a l  involvem ent r e f e r s  to  

th e  tem porary , s h o r t - l a s t i n g  p e rs o n a l  concern  t h a t  i s  h e ig h ten ed  in  

a p a r t i c u l a r  pu rch ase  s i t u a t i o n .  S in ce  s i t u a t i o n a l  v a r i a b l e s  d i f f e r  

over  t im e ,  and a c ro s s  s i t u a t i o n s ,  d i f f e r e n t  s i t u a t i o n s  e l i c i t  v a ry in g  

d eg rees  o f  invo lvem ent,  even th o u g h t  th e y  sh a re  th e  common c h a r a c t e r ­

i s t i c  o f  enducing  a h ig h e r  degree  o f  involvem ent.

Houston and R o th sc h i ld  (1978) p ropose  t h a t  s i t u a t i o n a l  in v o lv e ­

ment i s  evoked by two c a t e g o r i e s  o f  s t i m u l i :

1. S t im u l i  r e l a t i n g  to  p ro d u c ts  (goods and s e r v i c e s ) .  These in c lu d e :

a .  Cost (economic, t im e , e t c . ) .

b . E lapsed  tim e o f  consumption o f  a s in g l e  u n i t  o f  th e  p ro d u c t .

c .  The com plex ity  o f  th e  p ro d u c t .

2. S o c ia l  p s y c h o lo g ic a l  s t i m u l i .  These a r e  r e p re s e n te d  by th e  p resen ce

o f  s i g n i f i c a n t  o th e r s .

These t h e o r i s t s  contend  t h a t  s i t u a t i o n a l  involvem ent i s  concep­

t u a l l y  r e l a t e d  to  p e rc e iv e d  r i s k  in  t h a t  th e  former c a p tu re s  th e  

"consequence" component o f  r i s k .  O ther t h e o r i s t s  (Bloch and R ic h in s  

1983) a s s e r t  t h a t  bo th  components o f  p e rc e iv e d  r i s k  ( i . e . ,  amount a t  

s ta k e  and c e r t a i n t y  about consequences) must be p r e s e n t  in  some degree 

fo r  involvem ent to  be evoked.

While t h e o r i s t s  d e f in e  involvem ent in  a un id im ens iona l  concep t.
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w hether i t  i s  th e  i n d i v i d u a l ' s  v a lue  system , th e  communication, o r  th e  

s i t u a t i o n ,  A n t i l  (1981) p ro v id e s  a n o th e r  p e r s p e c t iv e  t h a t  s y n th e s iz e s  

a l l  involvem ent s t i m u l i  t o g e th e r .  He n o te s  t h a t  t h r e e  o f  th e s e  s t im u l i  

(p ro d u c t ,  communication, ans s i t u a t i o n )  impinge on th e  p e rso n ,  and t h a t  

th e  p e r s o n 's  s u b je c t iv e  i n t e r p r e t a t i o n  o f  th e  i n t e r a c t i o n  o f  th e s e  

s t im u l i  d e te rm in e s  th e  l e v e l  o f  invo lvem ent.  Thus A n t i l ,  in  o th e r  

words, p roposes  t h a t  a l l  ty p e s  o f  involvem ent a r e  s i t u a t i o n a l  in  n a tu re  

to  some d eg ree .

I n t e r e s t i n g l y ,  B e lk 's  engrossm ent w ith  s i t u a t i o n a l i t y  i s  

r e f l e c t e d  in  a s tu d y  by C la rk e  and B e l i  (1979) in  which th e y  i d e n t i f y  

t a s k  involvem ent a s  a  s i t u a t i o n a l  v a r i a b l e  in f lu e n c in g  purchase  b e h av io r .

P roduct Involvem ent. The a v a i l a b l e  c o n c e p tu a l iz a t io n s  (and 

d e f i n i t i o n s )  o f  p ro d u c t  involvem ent a r e  confused  w ith  o th e r  r e l a t e d  

concep ts  such a s  pu rchase  im portance and p ro d u c t  im portance . I t  i s  no t  

c l e a r  w hether p ro d u c t  involvem ent i s  c o n c e p tu a l iz e d  in  an enduring  o r  

s i t u a t i o n a l  c o n te x t .  For in s t a n c e ,  im portance o f  pu rchase  was i n t r o d ­

uced in  t h e  Howard-Sheth model, and r e f e r r e d  to  a s  " . . .  v a r io u s ly  

la b e le d  degree  o f  invo lvem ent,  im portance o f  t a s k ,  and s e r io u s n e s s  o f  

consequences ."  (Howard and Sheth  1969, p .  419).  O bviously , t h i s  d e f i ­

n i t i o n  mixes s i t u a t i o n a l  involvem ent w ith  one o f  th e  two components o f  

p e rc e iv e d  r i s k .

On th e  o th e r  hand, Bloch and B ic h in s  (1983) propose t h a t  p roduc t 

involvem ent stems from th e  s u b je c t iv e  p e rc e p t io n  o f  p ro d u c t  im portance . 

According to  th e s e  r e s e a r c h e r s ,  p ro d u c t  im portance i s  two ty p e s :  

endu r in g ,  and in s t ru m e n ta l .



There i s  a l s o  con fu s io n  over th e  d i s t i n c t i o n  between purchase  

im portance (which seems to  be s i t u a t i o n a l l y  o r i e n t e d ) ,  and p roduc t 

im portance (which a p p ea rs  to  be e n d u r in g ) .  A d d i t io n a l ly ,  t h e r e  i s  a 

co n fu s io n  between pu rch ase  im portance and ego invo lvem ent, which i s  

l i k e l y  to  be en d u r in g  (Muncy and Hunt 1984.).

I t  seems t h a t  p u rchase  im portance might be e q u a l ly  evoked by 

e i t h e r  endu r in g  o r  s i t u a t i o n a l  f a c t o r s .  For example, ego f a c t o r s  may 

h e ig h te n  p u rch ase  im portance when an e x c u t iv e  d e c id e s  to  buy a new 

s u i t  t h a t  i s  c o n s i s t e n t  w ith  h i s  s e l f - im a g e .  C onverse ly , in  a 

s i t u a t i o n  o f  h igh  p e rc e iv e d  r i s k  (o r  u n c e r t a in ty )  such as  au to  r e p a i r ,  

ego f a c t o r s  may be q u i t e  i r r e l e v a n t .

Response Involvem ent. The l a s t  dim ension o f  involvem ent, 

re sp o n se  invo lvem ent,  was in t ro d u c e d  by Houston and R o th sc h i ld  (1978). 

A ccording to  them, re sp o n se  involvem ent i3  th e  r e s u l t  o f  bo th  s i t u a ­

t i o n a l  and en d u r in g  invo lvem en ts  combined. Response involvem ent 

r e p r e s e n t s  th e  d eg ree  o f  com p lex ity  in  consumer d e c i s io n  p ro c e s s e s ,  

and t h i s  d eg ree  v a r i e s  a c c o rd in g  to  th e  s ta g e  in  th e  consumer d e c is io n  

p ro c e s s .

Summary

There i s  a g r e a t  d e a l  o f  con fu s io n  su rround ing  th e  c o n c e p tu a l i ­

z a t io n  and o p e r a t i o n a l i z a t i o n  o f  invo lvem ent.  Involvement i s  concep tua ­

l i z e d  by some r e s e a r c h e r s  a s  a  " s t a t e "  v a r i a b l e ,  and by o th e r s  as  a 

" p ro cess"  v a r i a b l e .  I t  i s  a l s o  c o n c e p tu a l iz e d  by some t h e o r i s t s  as 

" e n d u r in g ,"  and by o th e r s  a s  " s i t u a t i o n a l . "



There i s  no agreement among consumer re sea rchers  on the 

dimensions comprising the involvement c o n s t r u c t .  However, severa l  

dimensions a re  suggested by d i f f e r e n t  re sea rchers  depending on the 

approach each r e s ea rc h e r  takes  in d e f in in g  involvement.  These 

dimensions inc lude  the  i n d i v i d u a l ' s  personal va lues ,  product importance 

to the  consumer, the  communication, s i t u a t i o n a l  importance,  and the 

complexity o f  the  dec is ion  process .  Each o f  these  dimensions might 

assume a d i f f e r e n t  l e v e l  o f  importance depending on the  s i t u a t i o n .

Thus, i t  seems th e r e  i s  no one b e s t  method to  measure involvement

under a l l  c ircumstances  (Ray 1979).

Bes ides ,  the  involvement l i t e r a t u r e  revea ls  some o ther  po in ts .  

F i r s t ,  high r i s k  percep t ion  seems to evoke a high degree o f  involvement 

Second, products  d i f f e r  in t h e i r  in f luence  or tendency to i n c i t e  in v o l ­

vement. Third,  f o r  any p a r t i c u l a r  product c l a s s ,  the  l e v e l s  o f  involv­

ement d i f f e r  across  consumers.  Last ,  involvement i s  not the  only va r ia  

b le  t h a t  exp la ins  consumer behavior .  There a re  o th e r  moderating v a r i a ­

b le s  t h a t  a re  necessa ry  to account fo r .  (Ray 1979).

The im pl ica t ion  o f  these  f ind ings  to the  cu r ren t  research  is

t h a t  s e r v ic e s ,  in genera l ,  evoke a h igher l e v e l  o f  involvement than 

goods do. This im pl ica t ion  i s  accounted fo r  by two reasons .  For :r.e, 

o v e ra l l  perce ived  r i s k  i s  h igher  fo r  s e rv ice s  than fo r  goods. In 

a d d i t io n ,  the  n a tu re  o f  s e rv ice  c h a r a c t e r i s t i c s  ( e . g . ,  i n t a n g i b i l i t y ,  

nons tanda rd iza t ion ,  e t c . )  makes the  dec is ion  process more complex, arc 

he ightens  consumers'  tendency to search and process  se rv ice  infcrmanicr. 

p a r t i c u l a r l y  from personal sources.



CHAPTER IV 

HYPOTHESES AND RESEARCH METHODOLOGY

This c h a p te r  p r e s e n t s  th e  hypo theses  and r e s e a r c h  methodology. 

In th e  f i r s t  s e c t i o n ,  th e  hypo theses  and t h e i r  r a t i o n a l e  a r e  p r e s e n te d .  

The n e x t  s e c t io n  e x p la in s  th e  r e s e a r c h  d e s ig n ,  fo llow ed  by th e  p roduc t 

s e l e c t io n  p ro c e s s  and th e  t e s t s  perform ed to  reach  an e m p i r ic a l ly -  

d e r iv e d  p ro d u c t  ty p o lo g y .  In th e  s e c t io n  t h a t  fo l lo w s ,  th e  measurement 

o f  v a r i a b l e s  i s  d is c u s s e d .  The ways in  which v a r i a b l e s  a r e  o p e r a t io n a ­

l i z e d ,  th e  s c a le s  used in  m easuring them, and th e  r a t i o n a l e  f o r  u s in g  

them a r e  e x p la in e d .  The f i n a l  fo u r  s e c t io n s  o f  t h i s  c h a p te r  d e a l  w ith  

sample d e s c r i p t i o n ,  q u e s t i o n n a i r e  developm ent, p r e t e s t s ,  end th e  d a ta  

a n a l y s i s  te c h n iq u e s  used  i n  t h i s  s tu d y .

Hypotheses

In t h i s  s e c t io n ,  seven major hypo theses  (w ith  a t o t a l  o f  

n in e te e n  subhypo theses)  a r e  su g g es ted ,  and t h e i r  r a t i o n a l e  p r e s e n te d .  

Many o f  t h e  r e l a t i o n s h i p s  d e s c r ib e d  in  th e  hypotheses  d i f f e r e n t i a t e  

between pu re  s e r v ic e s  and g o o d -se rv ic e  com binations  on one hand, and 

pu re  £ )ods,  on th e  o th e r .  D if fe re n c e s  between pure  s e r v ic e s  and 

g o o d -se rv ic e  com binations  a r e  proposed to  be i n s i g n i f i c a n t  based on 

th e  ev idence  p ro v id ed  by Lewis (1976), whereby th e  in t ro d u c t io n  o f  

th e  i n t a n g i b i l i t y  element in  th e  com bination  p la c e s  i t  f a r  from pure 

goods, and much c l o s e r  to  pure  s e r v i c e s .

80
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H1 : Consumers p e rc e iv e  a  h ig h e r  degree  o f  :
a i .  i n t a n g i b i l i t y ,  

i i .  p e r i s h a b i l i t y ,  
i i i .  i n s e p a r a b i l i t y  o f  p ro d u c t io n  and consumption, 

iv .  n o n s ta n d a rd iz a t io n ,  
v. buyer p a r t i c i p a t i o n  in  p ro d u c t io n ,  and 

v i .  ab id an ce  by th e  s e l l e r ' s  r u l e s  and p rocedu res  (d e f in e d  
b e fo re  a s  b u y e r - s u p p l ie r  r e l a t i o n s h i p ) , 

f o r  pu re  s e r v ic e s  th an  f o r  pure  goods.

H.^: Consumers p e rc e iv e  a h ig h e r  degree  o f  each o f  th e  s i x  c h a r a c t e r ­
i s t i c s  mentioned in  H^a f o r  g o o d -se rv ic e  (GS) com binations  than  
f o r  p u re  goods.

H.j : Consumers p e rc e iv e  a r e l a t i v e l y  s im i l a r  degree  o f  each o f  th e  s ix
c h a r a c t e r i s t i c s  mentioned in  f o r  both  pure  s e r v ic e s  and GS 
com bina tions .

Support f o r  th e s e  hypotheses  i s  p rov ided  by Johnson (1969) and 

Lewis (1976) who developed s i m i l a r  p ro d u c t  ty p o lo g ie s ,  bu t d id  no t  

t e s t  them. F u r th e r  argument i s  p re s e n te d  in  th e  s e c t io n  e n t i t l e d ,  

"P roduct S e l e c t i o n . "

H ^ :  Consumers te n d  to  have a  h ig h e r  l e v e l  o f  involvem ent in  e v a lu a t in g
pu re  s e r v ic e s  th an  in  e v a lu a t in g  p u re  goods.

HjjjS Consumers ten d  to  have a  h ig h e r  l e v e l  o f  involvem ent in  e v a lu a t in g  
GS com binations  than  in  e v a lu a t in g  p u re  goods.

Hjg! Consumers te n d  to  have s im i l a r  l e v e l s  o f  involvem ent in  e v a lu a t in g  
p u re  s e r v ic e s  and GS com bina tions .

By t h e i r  n a tu r e ,  s e r v i c e  o f f e r in g s  d i f f e r  in  t h e i r  a b i l i t y  to

p ro v id e  s a t i s f a c t i o n .  The l i t e r a t u r e  su g g es ts  t h a t  consumers a re

a c t i v e  in  seek in g  in fo rm a tio n  on s e r v ic e s  than  on goods, p a r t i c u l a r l y

from p e rs o n a l  so u rc e s .  F u rtherm ore , t h e r e  i s  ev idence t h a t  consumers

p e rc e iv e  s e r v ic e s  as  r i s k i e r  than  goods; a s i t u a t i o n  t h a t  t r i g g e r s  a

g r e a t e r  need to  a c q u i re  enough in fo rm a tio n  on s e r v ic e s  b e fo r  making a

cho ice  d e c i s io n .  These c o n d i t io n s  r e p r e s e n t  a h igh-invo lvem ent

s i t u a t i o n  which i s  ex p la in ed  by th e  A ctive  L earn ing  Model (Schiffman
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and Kanuk 1983).

A dd i t iona l ly ,  s e rv ice  c h a r a c t e r i s t i c s  such as i n t a n g i b i l i t y ,  

nons tanda rd iza t ion ,  and lack  o f  ownership c o n t r ib u te  to the  complexity 

o f  choice dec is ion  which, in tu rn ,  he ightens  consumer's  involvement.

Direc t  support  fo r  t h i s  hypothesis  comes from the  work of  

Swan and Trawick (1979).  These r e sea rch e r s  conclude t h a t  the  type o f  

product i t s e l f  might be one o f  the  most t r i g g e r i n g  cues when eva lu a t in g  

products .  Fisk (1981) a lso  proposes t h a t  evalua t ion  o f  s e rv ice s  may 

r eq u i re  more cogn i t ive  involvement on the  p a r t  o f  consumers because of  

i n t a n g i b i l i t y .

Furthermore,  t e n t a t i v e  empir ica l  support  f o r  the  hypothesis  i s  

provided by one o f  the  two s tu d ie s  repor ted  by Lastovicka and Gardner

(1979). In t h i s  study, the  re sea rch e r s  t e s t e d  ten  goods and s e r v ice s .  

The only two se rv ice s  used (den ta l  care  and l i f e  insurance) were found 

high in involvement on the  dimension, "normative importance,"  and 

r e l a t i v e l y  low on th e  second dimension, "commitment." This f ind ing ,  

however, provides  evidence t h a t  se rv ice  involvement tends  to be s i t u a ­

t i o n a l  r a t h e r  than enduring.

There i s  an inverse  r e l a t i o n s h i p  between product f a m i l i a r i t y  and 
perceived r i s k .

While t h i s  r e l a t i o n s h i p  has not been in v e s t ig a te d  for  se rv ices  

before ,  the re  i s  support  fo r  the  hypothesis  with regard  to phys ica l  

goods from Brown and Gentry (197$), l u t z  and R e i l l y  (1973),  Fatter. 

(1981), Raju (1977),  Roselius  (1971), and Sheth and Venkatesar. (1968)
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as  review ed b e fo re .

The in v e r s e  r e l a t i o n s h i p  between f a m i l i a r i t y  and p e rce iv ed  r i s k  

i s  h y p o th e s ized  to  hold  f o r  th e  t h r e e  ty p e s  of p ro d u c ts :  pure  goods, GS 

com bina tions ,  and pu re  s e r v i c e s .  However, i t s  i n t e n s i t y  o r  magnitude 

i s  l i k e l y  to  be g r e a t e r  f o r  p u re  s e r v i c e s  and GS com binations  th an  f o r  

pure  goods due to  s e r v ic e  c h a r a c t e r i s t i c s  d is c u s s e d  b e fo re .

H, : P r ic e  ( c o s t )  i s  p e rc e iv e d  a s  more im p o r tan t  in  e v a lu a t in g  pu re
s e r v ic e s  th a n  in  e v a lu a t in g  pure  goods.

H , . t  P r i c e  ( c o s t )  i s  p e rc e iv e d  a s  more im p o r tan t  in  e v a lu a t in g  GS
com binations  than  in  e v a lu a t in g  pure  goods.

H. : There i s  no s i g n i f i c a n t  d i f f e r e n c e  between th e  p e rc e iv e d  impor­
ta n c e  o f  p r i c e  ( c o s t )  in  e v a lu a t in g  pure  s e r v i c e s  and GS combina­
t i o n s .

S upport f o r  th e s e  hypo theses  i s  found in  B lo i s  (1981), Cox, D. 

(1962),  Cox, S. (1979), G ardner (1970), Olson (1977),  S c i to v sk y  (19-44.- 

1945), and W heatly , W alton, and Chiu (1977).  These r e s e a r c h e r s  p ropose  

t h a t  p r i c e  may be a s t r o n g e r  p r e d i c t o r  o f  q u a l i t y  in  s i t u a t i o n s  where 

judgment o f  o th e r  cues a r e  d i f f i c u l t  and o n e 's  s e l f - c o n f id e n c e  concer­

n in g  th o s e  judgm ents i s  low.

T his  i s  l i k e l y  to  be th e  c a s e  w ith  both  pure  s e r v ic e s  and GS 

com binations  where c h a r a c t e r i s t i c s  such as  i n t a n g i b i l i t y  and h e te ro g e ­

n e i t y  o f  q u a l i t y  r e s u l t  in  am b igu ity  and d i f f i c u l t y  o f  s e r v ic e  ev a lu a ­

t i o n .  In a d d i t i o n ,  and as  shown b e fo re ,  t h e r e  i s  ev idence  t h a t  consu­

mers p e rc e iv e  h ig h e r  r i s k  f o r  bo th  pure  s e r v ic e s  and GS com binations  

than  f o r  pu re  goods, and t h a t  t h e r e  i s  an in v e rse  r e l a t i o n s h i p  between 

p e rc e iv e d  r i s k  and s e l f - c o n f id e n c e .  Thus, i t  fo llow s  t h a t  p r i c e  might



assume g r e a t e r  im portance  f o r  pure  s e r v ic e s  and GS com binations  where 

judgments o f  o th e r  cues fo r  th e s e  p roduc t  ty p es  a r e  d i f f i c u l t ,  and 

p e rc e iv e d  r i s k  i s  h ig h  (as  a c o r r e l a t e  o f  low s e l f - c o n f id e n c e  concern ing  

th e  judgment o f  o th e r  c u e s ) .

These hypo theses  a r e  a l s o  su p p o r ted  by Zeitham l (1981) who 

reviewed th e  s e r v i c e  l i t e r a t u r e  and developed , bu t  d id  n o t  e m p i r ic a l ly  

t e s t ,  a s i m i l a r  h y p o th e s i s .

A lso , i t  might be r e c a l l e d  t h a t  Houston and R o th s c h i ld  (1978) 

h y p o th e s ized  t h a t  th e  c o s t  e lem ent i s  one o f  th e  p ro d u c t  s t im u l i  t h a t  

evoke s i t u a t i o n a l  invo lvem ent.

H. : Recommendations o f  fam ily  members and f r i e n d s  a r e  p e rc e iv e d  as
more im p o rtan t  in  e v a lu a t in g  pure  s e r v ic e s  th a n  in  e v a lu a t in g  
p u re  goods.

H_. : Recommendations o f  fa m ily  members and f r i e n d s  a r e  p e rc e iv e d  as
more im p o r tan t  in  e v a lu a t in g  GS com binations  than  in  e v a lu a t in g  
pu re  goods.

H- : There i s  no s i g n i f i c a n t  d i f f e r e n c e  in  th e  p e rc e iv e d  im portance
o f  recommendations o f  fa m ily  members and f r i e n d s  in  e v a lu a t in g  
p u re  s e r v i c e s  and GS com bina tions .

There i s  a s t r o n g  su p p o r t  from th e  l i t e r a t u r e  to  t h i s  s e t  o f  

h y p o th e ses .  The i n t a n g i b i l i t y ,  p e r i s h a b i l i t y ,  h e t e r o g e n e i ty  o f  q u a l i t y ,  

and buyer p a r t i c i p a t i o n  in  s e r v ic e  p ro d u c t io n  a l l  t r i g g e r  consum er 's  

a c t i v i t y  in  seek in g  and exchanging in fo rm a tio n  on s e r v ic e s  w ith  fam ily  

members and f r i e n d s .  The su p p o r t  i s  found in  Davis (1980), Dubinsky 

and Levy (1981), Guseman (1981), E i g l i e r  (as  r e p o r te d  by 3 a te so n  1979), 

S c h l i s s e l  (1978), and Schutz and Casey (1981) among e t h e r s .
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B e s id e s ,  s in c e  p e rso n a l  communications a r e  employed by consu­

mers as a r i s k - r e d u c t i o n  s t r a t e g y ,  as  was re v e a le d  b e fo re ,  consumers 

a r e  l i k e l y  to  seek p e r s o n a l  recommendations from fa m ily  and f r ie n d s  

f o r  s e r v ic e s  th a n  f o r  goods a s  a p ro d u c t  c l a s s .  T h is  i s  based on th e  

ev idence  p ro v id ed  by th e  l i t e r a t u r e  t h a t  th e  p e rc e iv e d  r i s k  o f  s e r v i c e s ,  

in  g e n e ra l ,  i s  h ig h e r  than  t h a t  o f  goods.

F u rthe rm ore ,  P a t to n  (1981) has shown t h a t  in  th e  ca se  o f  hand­

he ld  e l e c t r i c  food m ixers ,  consumers te n d  to  choose b rands  w ith  th e  

most in fo rm a t io n ,  and avo id  th e  brands w ith  th e  l e a s t  in fo rm a tio n .

S ince  t h e r e  i s  n o t  much in fo rm a tio n  a v a i l a b l e  on com parable s e r v ic e  

q u a l i t y  among c o m p e t i t iv e  s e r v i c e  p r o v id e r s ,  consumers a r e  more l i k e l y  

to  seek more in fo rm a t io n  than  l e s s ,  and to  r e l y  on p e rs o n a l  than  

im personal so u rc e s .

I t  shou ld  a l s o  be obv ious  by now t h a t  t h e r e  i s  a s t r o n g  l i n k  

between p e rc e iv e d  r i s k ,  invo lvem ent,  and in fo rm a tio n  s ea rch  p a r t i c u l a r ­

l y  from p e r s o n a l  so u rc e s .  This  i s  ev idenced  by th e  review  p re s e n te d  

fo r  each o f  th e s e  a r e a s  b e fo re .

: F r i e n d l in e s s  and c o u r te s y  o f  employees a r e  p e rce iv ed  as more
a im p o rtan t  f o r  pu re  s e r v ic e s  than  f o r  pure goods.

H^, : F r i e n d l in e s s  and c o u r te s y  o f  employees a r e  p e rce iv ed  as more
im p o r tan t  f o r  GS com binations  than  f o r  pu re  goods.

H^c : There i s  no s i g n i f i c a n t  d i f f e r e n c e  in  th e  p e rc e iv e d  im portance
o f  f r i e n d l i n e s s  and c o u r te s y  o f  employees between pure  s e rv ic e s  
and GS com bina tions .

F r i e n d l in e s s  and c o u r te s y  o f  employees a re  hypo thes ized  to  be 

p e rce iv ed  by consumers as  more im p o rtan t  f o r  consumer s e r v ic e  b u s in e s se s
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than for  consumer goods bus ines ses ,  p a r t i c u l a r l y  those  s e rv ices  t h a t  

r eq u i re  personnel  con tac t  with customers. Support fo r  t h i s  s e t  of 

hypotheses i s  provided by E i g l i e r  (as repor ted  by Batescn 1979) and 

Kinnear and Bernhardt (1983) who show t h a t  personnel  f r i e n d l i n e s s  i s  

necessary  because of  the  i n t a n g i b i l i t y  o f  s e rv ice s ,  t h e i r  p e r i s h a b i l i ­

ty ,  customer 's  p a r t i c i p a t i o n  in t h e i r  production,  and the  i n s e p a r a b i l i ­

t y  o f  t h e i r  production and consumption.

Addit ional emphasis on t h i s  c r i t e r i o n  i s  demonstrated by 

severa l  s tu d ie s  on in d iv idua l  s e r v ic e s ,  such as banking and insurance ,  

in which sub jec ts  ra ted  t h i s  c r i t e r i o n  h igh ly  in terms of  i t s  impor­

tance .  This f ind ing  has been em pir ica l ly  supported by a p r e t e s t  under­

taken by the  re sea rch e r  in which sub jec ts  ra ted  t h i s  c r i t e r i o n  high 

in importance (with a mean (£) of  4.1 on a sca le  from 1 to  5 where 1= 

Not a t  a l l  important ,  and 5 -  extremely important. .  For more d e t a i l s ,  

see the  r e s u l t s  o f  p r e t e s t s  next ch ap te r ) .

s Location convenience i s  perceived as more important for pure > 
se rv ices  than fo r  pure goods.

Location convenience i s  perceived as more important fo r  GS combi- 
' na t ions  than fo r  pure goods.

! There i s  no s i g n i f i c a n t  d i f f e r en ce  in the perceived importance 
of lo c a t io n  convenience betwwen pure serv ices  and GS combinations

Support fo r  the  importance o f  lo c a t io n  with regard  to a number 

of ind iv idua l  s e rv ice s  comes from Dupuy and Xehoe (1976), Guseman (1981 

Hargrove, 3a rksaa le ,  and Powell (1983), Saegert  and Cass is (1979),  and 

Schutz and Casey (1978).
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As discussed  before ,  S c h l i s s e i  (1?78) suggests t h a t  se rv ices  

a re  usua l!y ,  bus not always, purchased or. ar. eaergency b a s i s .  Conseq­

uen t ly ,  the  patronage decis ion  i s  l i k e l y  to depend on the  consumer's 

a b i l i t y  to r e c a l l  a s u p p l i e r ' s  name or  convenient l o c a t io n .

The empir ica l  f ind ings  o f  Dubinsky and Levy (1981) and Guseman 

(1981) a lso in d ic a te  t h a t  consumers a re  l e s s  l i k e l y  to shop around fo r  

s e rv ice s  than f o r  goods, which gives the  conveniently  loca ted  se rv ice  

o u t l e t  prominence from a consumer's  viewpoint.

Research Design

To t e s t  the  hypotheses presented above, two experimental  designs

a re  used.  F i r s t ,  to t e s t  H. , H., , and H, a s i n g l e - f a c t o r  m u l t iv a r i a t e
l a  i d  i c

a n a ly i s  of  variance  (MANC7A) design i s  u t i l i z e d .  MAL’OVA i s  the  bes t  

technique for  t e s t i n g  t h i s  s e t  o f  hypotheses because they involve one 

nominal independent v a r i a b le  (product type a t  th ree  l e v e l s :  pure goods,

GS combinations,  and pure s e r v i c e s ) ,  and s ix  i n t e r v a l i y  sca led dependent 

v a r ia b le s  ( s e rv ic e  c h a r a c t e r i s t i c s ) .  (Zikmund 1986). A s im i la r  KANGVA 

design 'was used by Hargrove et_. a l .  (1983) to t e s t  d i f f e r en ces  o f  i n f o r ­

mation (in  terms of search,  experience,  and credence q u a l i t i e s )  due to 

product type (pure gocds, 11 combinations,  and pure s e r v ic e s ) .

Another reason for us ing a MAHCVA design i s  the  l ik e l ih o o d  of  

high c o r r e l a t i o n  between the response (dependent) v a r i a b le s .  As Redinger 

(1931) recommends, a m u l t iv a r i a t e  an a ly s i s  is  p re fe r red  to u n iv a r i a t e  

ana ly s is  in t h i s  case. I f  the MAHC7A ? t e s t s  y ie ld  s i g n i f i c a n t  r e s u l t s ,  

one-way AUC7A t e s t s  are  terformed to examine mean d i f f e ren ces  accord inglv .



A second ex p er im en ta l  d e s ig n  i s  r e q u i re d  to  t e s t

and H. , H,v , H. th rough  H- , H„v , . m. .  . . .  , . ,4a  4b 4c 6 7a 7b 7c This des ign  i s  a com ple te ly

randomized s i n g l e - f a c t o r  e x p e r im en ta l  des ig n  (one-way AIICVA) w ith  

re p e a te d  m easures. There i s  one independen t v a r i a b le  (p roduc t type )  

w ith  t h r e e  f ix e d  and q u a l i t a t i v e  l e v e l s  (pu re  goods, GS com binations ,  

and pure  s e r v i c e s ) ,  and one dependent v a r i a b l e  ( l e v e l  o f  p roduct 

involvem ent f o r  H~,  and im portance  o f  th e  e v a lu a t iv e  c r i t e r i o n  fo r  H, 

th rough  H^).

With re g a rd  to  H^, th e  a s s o c i a t i v e  r e l a t i o n s h i p  between p e rce iv ed  

r i s k  and p ro d u c t  f a m i l i r i t y  i s  t e s t e d  u s in g  measures o f  a s s o c i a t i o n .

P roduct S e le c t io n

There i s  an i n c r e a s in g  number o f  s c h o la r s  ( e . g . ,  Aspinwall 1961; 

d'Amico 1982; Johnson 1969; Lewis 1976; Rathm ell 1966; S hostack  1977; 

Zeitham l 1981) who ag re e  t h a t  p ro d u c ts  might no t  be c l a s s i f i e d  in to  

j u s t  two ty p e s ;  p u re  goods and pure  s e r v i c e s .  They a l l  su g g es t  t h a t  a 

t h i r d  c a te g o ry  shou ld  be in c lu d e d  in  s e r v ic e  a n a l y s i s ;  t h a t  i s ,  good- 

s e r v ic e  (GS) com bina tions .  The v a lue  o f  t h i s  s u g g es t io n  l i e s  in  th e  

f a c t  t h a t  a GS com bination  embodies elem ents  o f  bo th  goods and s e rv ic e s  

in  some d eg ree ,  and th e s e  elem ents  may impact v a r i a b ly  on consumers.

The approach  tak en  in  t h i s  s tu d y  i s  c o n s i s t e n t  w ith  t h i s  view.

Few a t te m p ts  have been made to  c l a s s i f y  p ro d u c ts  in to  th e  th r e e  

c a t e g o r ie s  mentioned above, bu t  no a t te m p t a t  a l l  was made to  v a l id a t e  

t h i s  p ro d u c t  ty p o lo g y .  Lewis (1976) asked  a p r e t e s t  sample o f  s ix ty -  

one women to  c l a s s i f y  f i f t y  p ro d u c ts  in to  one o f  th e  t h r e e  p roduc t
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c a t e g o r ie s  mentioned above. Then, he s e l e c t e d  th e  te n  p ro d u c ts  which 

were chosen by th e  l a r g e s t  p e rc e n ta g e  o f  s u b je c t s  in  each p roduc t 

c a te g o ry .

Johnson (1969), on th e  o th e r  hand, developed  a c l a s s i f i c a t i o n  

scheme based  on s i x  c h a r a c t e r i s t i c s  o f  s e r v i c e s .  He asked  th e  s u b je c t s  

to  e v a lu a te  each p ro d u c t  w ith  re g a rd  to  each c h a r a c t e r i s t i c  u s in g  a 

f i v e - p o i n t  r a t i n g  sem antic  d i f f e r e n t i a l  s c a le  ( e . g . ,  1* com ple te ly  

t a n g i b l e ,  5* c o m p le te ly  i n t a n g i b l e ) .  Then Johnson a s s ig n e d  s u b je c t iv e  

w eigh ts  to  th e  s i x  c h a r a c t e r i s t i c s  so t h a t  a l l  s i x  w ights  ware equa l to

1 .0 0 .  C h a r a c t e r i s t i c  s c o re s  wers then  m u l t ip l i e d  by t h e i r  r e s p e c t iv e  

w e ig h ts ,  and th e  r e s u l t i n g  s c o re s  were summed to  form an index  f o r  

each s in g le  p ro d u c t .

Johnson a r b i t r a r i l y  d e f in e d  a  pure  s e r v ic e  a s  any p ro d u c t  

having  an in d e x  s c o re  v a lu e  o f  3 .5  -  5 .0 ,  a  p u re  good, a s  any p ro d u c t  

w ith  a v a lu e  o f  0 .0  -  2 .5 ,  and a  GS com bination , a s  any p ro d u c t  s c o r in g  

between 2.51 and 3 .49 .

Each o f  th e s e  methods has i t s  own drawbacks. Thus, th e  approach  

used in  th e  c u r r e n t  s tu d y  f o r  p ro d u c t  s e l e c t i o n  combines th e  two methods 

used by Lewis and Johnson, b u t ,  in  th e  meantime, a v o id s  any s u b j e c t i v i t y  

in t ro d u c e d  by th e  r e s e a r c h e r ' s  judgment o r  a r b i t r a r i n e s s .  This i s  

ach ieved  by a l lo w in g  b o th  men and women to  p a r t i c i p a t e  in  th e  p r e t e s t  

in s te a d  o f  women o n ly ,  and by v a l i d a t i n g  th e  p ro d u c t  typo logy  as  

c l a s s i f i e d  by two independen t subsamples a s  w e l l .  In a d d i t i o n ,  th e  

w eigh ts  a s s ig n e d  to  d i f f e r e n t  c h a r a c t e r i s t i c s  a r e  n o t  a l l o t t e d  s u b je c ­

t i v e l y ;  r a t h e r ,  th e y  a r e  e m p i r i c a l ly  d e r iv e d .
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Product s e l e c t i o n  f o r  t h i s  s tu d y  i s  determ ined  by conduc t ing  

a p r e t e s t  on a sample o f  120 b u s in e s s  s tu d e n t s ,  bo th  g rad u a te  and 

u n d e rg ra d u a te .  T h is  p r e t e s t  sample i s  randomly d iv id e d  in to  two equal 

subsam ples, each c o n s i s t i n g  o f  s i x t y  s u b je c t s .

S u b je c ts  o f  th e  f i r s t  subsample a r e  asked  to  r a t e  t h i r t y  

p ro d u c ts  on each o f  s i x  c h a r a c t e r i s t i c s ,  u s in g  a f i v e - p o i n t  sem antic  

d i f f e r e n t i a l  s c a l e  s im i l a r  to  t h a t  used by Johnson (1969). The t h i r t y  

p ro d u c ts  used in  t h i s  p r e t e s t  resem ble  th o s e  s e le c te d  by Lewis (1976) 

excep t f o r  some changes t h a t  a r e  deemed n e c e s s a ry  to  meet a  s e t  o f  

c o n d i t io n s .  These c o n d i t io n s  a r e  c o n s id e re d  r e q u i s i t e  f o r  a re a so n a b le  

d eg ree  o f  g e n e r a l l z a b i l i t y .  These a r e :

1 . The p ro d u c ts  and s e r v ic e s  shou ld  co v er  t h r e e  c a t e g o r i e s :  pu re  goods, 

pu re  s e r v i c e s ,  and GS com bina tions .

2. The i tem s  s e l e c t e d  w ith in  each c a te g o ry  should  cover a broad range 

o f  p r i c e s .

3. The i tem s  s e l e c t e d  w ith in  each c a te g o ry  should  be consumed by th e  

m a jo r i ty  o f  consumers.

4. The i tem s  shou ld  be consumable by b o th  genders :  males and fem ales .

5. The i tem s  w ith in  each c a te g o ry  shou ld  v a ry  in  te rm s o f  th e  degree  

o f  consumer f a m i l i a r i t y  and ex p e r ien ce  w ith  th e  p ro d u c t  c l a s s .

6 .  The item s w ith in  each c a te g o ry  should  v a ry  in  te rm s o f  t h e i r  degree  

o f  p e rc e iv e d  r i s k .

Next, s u b je c t s  o f  th e  f i r s t  subsample a r e  asked  to  d iv id e  a 

hundred p o in t s  among th e  s i x  c h a r a c t e r i s t i c s  a c c o rd in g  to  t h e i r  

p e rc e iv e d  im portance .  In t h i s  way, th e  mean w eigh ts  a p p l ie d  to
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c h a r a c t e r i s t i c  mean sco re s  a r e  e m p i r i c a l ly  d e r iv e d ,  and averaged  a c ro s s  

a l l  s u b je c t s .  The q u e s t io n n a i r e  used in  t h i s  phase o f  th e  p r e t e s t  i s  

Q u e s t io n n a i re  A, which i s  rep roduced  in  Appendix I .

To e s t a b l i s h  th e  convergen t v a l i d i t y  o f  th e  p roduc t  typo logy ,  

th e  second h a l f  o f  th e  p r e t e s t  sample ( th e  second subsample) i s  asked 

to  d i r e c t l y  c l a s s i f y  each o f  th e  t h i r t y  p r e t e s t  p ro d u c ts  in to  one o f  

th e  t h r e e  p ro d u c t  ty p e s .  Each o f  th e  t h r e e  p roduc t ty p e s  i s  d e f in e d  

in  t h e  q u e s t i o n n a i r e  in  a way s im i l a r ,  b u t  n o t  t y p i c a l ,  to  t h a t  o f  

Lewis (1976) a s  fo l lo w s :

A Pure Good i s  d e f in e d  a s  an o f f e r i n g  which in v o lv es  a t a n g ib l e  and 

s to r e a b l e  good t h a t  can be p h y s i c a l ly  owned, b u t  w ith  no accompanying 

s e r v i c e .

A G ood-Service Combination i s  d e f in e d  a s  an o f f e r i n g  which in v o lv e s  a 

t a n g ib l e  good w i th  an accompanying s e r v i c e ,  o r  an i n t a n g ib l e  s e r v ic e  

w ith  an accompanying good.

A Pure S e rv ic e  i s  d e f in e d  a s  an o f f e r i n g  t h a t  cannot be p h y s ic a l ly  

owned o r  s to r e d ,  and does n o t  in v o lv e  any t a n g ib l e  good.

The q u e s t io n n a i r e  used  w ith  th e  second subsample i s  q u e s t io n n ­

a i r e  B, which i s  p re s e n te d  in  Appendix I I .

The r a t i o n a l e  f o r  s p l i t t i n g  th e  p r e t e s t  sample in to  two equal 

p o r t i o n s  i s  tw o - fo ld .  F i r s t ,  i t  i s  n e c e s s a ry  f o r  th e  v a l id a t i o n  

p rocedure  to  have two independent sam ples. Second, T his  p rocedure  

h e lp s  reduce  responden ts*  f a t i g u e ,  and c o n t r ib u te s  to  a h ig h e r  degree  

o f  re sp o n se  acc u ra c y  than  t h a t  o b ta in e d  when th e  two q u e s t io n n a i r e s  

a re  given to  th e  same s u b je c t  in  th e  whole sample. This  seems to  be
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p a r t i c u l a r l y  c r u c i a l  i f  we n o t i c e  t h a t  Q u e s t io n n a i re  A i s  q u i t e  long .

The v a l id a t i o n  p ro ced u re ,  th e n ,  e n t a i l s  f a c t o r  a n a ly z in g  th e  

p ro d u c t s c o re s  o b ta in e d  from th e  two c l a s s i f i c a t i o n s ,  and c l u s t e r  a l l  

p ro d u c ts  i n t o  t h r e e  f a c t o r s  ( c a t e g o r i e s  o r  ty p e s )  u s in g  th e  p r i n c i p a l  

component method, and r o t a t i n g  them u s in g  varimax r o t a t i o n .  This  

approach  i s  s i m i l a r  to  t h a t  used by W ells  and Sheth  (1974) in  c l u s t e r i n g  

t h i r t y  magazines based  on th e  f requency  o f  r e a d e r s h ip .

The fo l lo w in g  d e c i s io n  r u l e s  a r e  e s t a b l i s h e d  to  v a l i d a t e  

p ro d u c t  ty p e s :

1. An item i s  c l a s s i f i e d  a s  a  pure  good i f  i t  meets any o f  th e  fo l lo w in g

c o n d i t io n s :

a .  The item lo a d s  p o s i t i v e l y  on th e  p u re  goods f a c t o r  by bo th  methods.

b. The item lo a d s  n e g a t iv e l y  on th e  p u re  s e rv ic e s  f a c t o r  by both

methods.

c .  The item  lo a d s  p o s i t i v e l y  on th e  pure  goods f a c t o r  by one method, 

and n e g a t iv e l y  s i t h e r  on th e  pu re  s e r v ic e s  f a c t o r ,  o r  on th e  GS 

com binations  f a c t o r  by th e  o th e r  method.

2. An item  i s  c l a s s i f i e d  a s  a  pu re  s e r v ic e  i f  i t  meet3 any o f  th e

fo l lo w in g  c o n d i t io n s :

a .  The item  lo a d s  p o s i t i v e l y  on th e  pu re  s e r v ic e s  f a c t o r  by both  

methods.

b. The item lo a d s  n e g a t iv e l y  on th e  pu re  goods f a c t o r  by both  methods.

c .  The item  lo a d s  p o s i t i v e l y  on th e  pure  s e r v ic e s  f a c t o r  by one

method, and n e g a t iv e ly  e i t h e r  on th e  pure goods f a c t o r ,  o r  on th e  

GS com binations  f a c t o r  by th e  o th e r  method.
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3. An item  i s  c l a s s i f i e d  a s  a  GS com bination  i f  i t  meets any o f  th e  

fo l lo w in g  c o n d i t io n s :

a .  The item lo a d s  p o s i t i v e l y  on th e  GS com binations  f a c t o r  by both  

methods.

b .  The item  lo a d s  p o s i t i v e l y  on th e  GS com binations  f a c t o r  by one 

method, and n e g a t iv e ly  e i t h e r  on th e  pure  goods f a c t o r ,  o r  on 

th e  pure  s e r v ic e s  f a c t o r  by th e  o th e r  method.

A f te r  e v a lu a t in g  f a c t o r  lo a d in g s  o f  both  c l a s s i f i c a t i o n  methods 

f o r  a l l  t h i r t y  p ro d u c ts ,  two i tem s  from each p ro d u c t  ty p e  a r e  s e l e c te d  

fo r  th e  main s tu d y  from th o se  i tem s which meet th e  above c r i t e r i a .

Measurement o f  V a r ia b le s

S e rv ic e  C h a r a c t e r i s t i c s

Consumers' p e r c e p t io n s  o f  s i x  s e r v i c e  c h a r a c t e r i s t i c s  a re  

measured u s in g  f i v e - p o i n t  sem antic  d i f f e r e n t i a l  s c a le s  s im i la r  to  th o se  

used in  th e  p r e t e s t s ,  and th e  ones used  by Johnson (1969).  The s ix  

s e r v ic e  c h a r a c t e r i s t i c s  t e s t e d  in  t h i s  r e s e a r c h  a r e  i n t a n g i b i l i t y ,  

p e r i s h a b i l i t y ,  s im u l ta n e i ty  o f  p ro d u c t io n  and consum ption, n o n s ta n d a r ­

d i z a t io n ,  buyer p a r t i c i p a t i o n  in  p ro d u c t io n ,  and b u y e r - s u p p l ie r  r e l a ­

t i o n s h i p .

The w ording o f  th e  b ip o l a r  a d j e c t i v e s  o f  th e  s c a le s  has been 

m odified  based  on th e  r e s u l t s  o f  th e  p r e t e s t s ,  a s  w i l l  be d is c u s s e d  in  

th e  n e x t  c h a p te r .  The f i n a l  form at o f  th e s e  s c a le s  i s  in c lu d ed  in  th e  

q u e s t io n n a i r e  developed f o r  th e  s tudy  and e x h ib i te d  in  Appendix IV.
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The measurement o f  th e  s ix  s e r v ic e  c h a r a c t e r i s t i c s  i s  used 

fo r  t e s t i n g  H1 a , H1b, and H1c>

Product Involvem ent

In involvem ent r e s e a r c h ,  two d i f f e r e n t  approaches  a r e  ta k en  

in  c o n s t r u c t i n g  involvem ent s c a l e s .  The f i r s t  approach  i s  advanced 

by Bloch and h i s  a s s o c i a t e s  who advoca ted  and developed p ro d u c t-  

s p e c i f i c  involvem ent s c a le s  ( f o r  au to m o b ile s :  Bloch 1981; f o r  a u to ­

m obiles  and c lo th in g :  Bloch 1982; f o r  l e i s u r e  a c t i v i t i e s :  Bloch and 

Bruce 1984.). These r e s e a r c h e r s  t r e a t  involvem ent a s  enduring , and 

e s t a b l i s h  a r e l a t i o n s h i p  between th e  consumers ' involvem ent l e v e l  

and t h e i r  own v a lu e s .

The o th e r  approach i s  r e p r e s e n te d  by th e  works o f  L as tov icka  

and h i s  a s s o c i a t e s  who developed involvem ent s c a l e s  t h a t  can be used 

a c ro s s  s e v e r a l  p ro d u c t  c l a s s e s  (L as tov icka  1979; L as to v ick a  and 

G ardner 1979). The s c a le s  developed by th e s e  r e s e a r c h e r s  c a p tu re  

bo th  th e  en d u r in g  and s i t u a t i o n a l  d im ensions o f  p ro d u c t  involvem ent. 

They were a b le  to  i d e n t i f y  two components o f  invo lvem ent: a )  norm ative  

im portance  (which c a p tu re s  th e  s i t u a t i o n a l  dimension o f  invo lvem en t) ,  

and b) commitment (which c a p tu re s  th e  enduring  d im ension).

Based on two d i f f e r e n t  s t u d i e s ,  L as tov icka  and G ardner (1979) 

were a b le  to  e s t a b l i s h  th e  convergen t and d i s c r im in a n t  v a l i d i t y  o f  

t h e i r  s c a le s  which c o n s i s te d  o f  th e s e  two dim ensions.

A f te r  e v a lu a t in g  th e  two app ro ach es ,  i t  i s  f e l t  t h a t  th e
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second approach  i s  more a p p r o p r ia t e  f o r  t h i s  s tudy ,  s in c e  p ro d u c t  

involvem ent must be measured a c ro s s  t h r e e  p roduc t  c l a s s e s .  Moreover, 

a wide v a r i e t y  o f  goods and s e r v ic e s  a r e  in c lu d ed  in  th e  s tu d y ,  and 

n o t  a l l  o f  them a r e  n e c e s s a r i l y  r e l a t e d  to  th e  consum ers ' v a lu e s ,  o r  

o f  a  s t r i c t l y  "en d u r in g ” n a t u r e .

However, th e  two d im ensions o f  no rm ative  im portance  and 

commitment a r e  f e l t  a s  b e in g  i n s u f f i c i e n t  to  embrace a l l  p o s s i b le  

d im ensions o f  involvem ent a c ro s s  th e  t h r e e  p roduc t c l a s s e s  used in  

th e  s tu d y .  This  p e r s p e c t iv e  i s  endorsed  by Ray (1979) who con tends  

t h a t  " . . .  t h e r e  w i l l  be no one b e s t  method to  measure involvem ent . . .  

(and t h a t )  . . .  ( t ) h e  components and e f f e c t s  o f  involvem ent w i l l  be 

governed p r im a r i ly  by th e  consumer d e c i s io n  s i t u a t i o n . "  (p . 197).

T h e re fo re ,  i t  i s  f e l t  t h a t  o th e r  d im ensions o f  p ro d u c t  in v o l ­

vement t h a t  a r e  p o s s i b ly  a p p r o p r ia t e  f o r  a l l  t h r e e  p ro d u c t  ty p e s  

should  be s e l e c t e d ,  t e s t e d ,  and in c lu d ed  in  th e  s c a l e .  Three o f  such 

d im ensions a r e  su g g es ted  by Houston and R o th s c h i ld  (1978). They a r e  

c o s t  o f  th e  p ro d u c t ( in c lu d in g  economic, s o c i a l ,  and p s y c h o lo g ic a l  

c o s t ) ,  th e  e la p se d  tim e o f  consumption o f  a  s in g le  p u rchase  u n i t  o f  

th e  p ro d u c t ,  and th e  com plex ity  o f  th e  p ro d u c t  ( th e  number o f  p e r f o r ­

m a n c e - re la te d  a s p e c t s  in h e re n t  in  th e  p ro d u c t ) .

The two dim ensions o f  L as tov icka  and G ardner, and th e  t h r e e  

d im ensions o f  Houston and R o th s c h i ld  a r e  taken  to g e th e r  to  form a 

f i v e - i t e m ,  f i v e - p o i n t  b ip o l a r  ( s e m a n t i c - d i f f e r e n t i a l  ty p e )  s c a l e .

Although convergent and d isc r im inan t  v a l i d i t y  has been
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e s ta b l is h e d  fo r  the  normative importance and commitment dimensions o f  

the  s c a le ,  the  in c lu s io n  of the  o th e r  th re e  dimensions n e c e s s i ta te d  

•undertaking a s e r ie s  o f  v a l i d i t y  and r e l i a b i l i t y  t e s t s  on the  new 

s c a le .  R e l i a b i l i t y  t e s t s  included C o e f f ic ien t  Alpha and s p l i t - h a l f  

t e s t s ,  whereas v a l i d i t y  t e s t s  were aimed a t  c o n s tru c t  v a l id a t io n ,  and 

included a) c o r r e la t in g  items with t o t a l  score , b) f a c to r  a n a ly s is  

using  both c n e - fa c to r  so lu t io n  and maximum l ik e l ih o o d  f a c to r  a n a ly s is ,  

and c) c o r r e la t in g  the  new sca le  with ano ther measure expressed in 

terms o f  a one-s ta tem ent manipulation check as fo llows:

"When I conside r  b u y i n g    I give i t  more 5 1 3  2 1 le s s

thought and concern before  I buy i t . "

The v a l i d i t y  and r e l i a b i l i t y  t e s t s  n e c e s s i ta te d  the  d e le t io n  

o f  the  time dimension a f t e r  ev a lu a t in g  th e  r e s u l t s  from th re e  types 

o f products  used in t h i s  phase o f  th e  p r e t e s t s ,  one of which i s  a 

pure good (shampoo), th e  second one being a GS combination (auto 

r e p a i r ) ,  and the  t h i r d  one a pure s e rv ice  ( l i f e  in su ran ce ) .  Thus, 

the  involvement sca le  used in the  main study c o n s is t s  o f  th e  o th e r  

four dimensions, which a re :  normative importance, commitment, product 

complexity, and o v e ra l l  c o s t .  The f i n a l  wording o f  th ese  dimensions 

was a lso  re f in e d  based on the  feedback o f  p r e t e s t  su b jec ts  and some 

marketing re sea rch  ex p er ts .

D e ta i l s  o f  the  v a l i d i t y  and r e l i a b i l i t y  t e s t s  o f  the  invo lve­

ment sca le  a re  p resen ted  in the  next ch ap te r .  P r e te s t  sca le  items 

are  found in P a rt  I I  o f  D uesticnnaire  3, ex h ib ited  ir. Appendix I I .

The four sca le  items which a re  s e le c ted  fo r  the  main s tudy a re  found
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in  P a r t  I I  o f  th e  s tu d y 's  q u e s t io n n a ire  p o r tra y e d  in  Appendix IV. The 

•measurement o f  involvem ent a c ro s s  th e  th r e e  ty p e s  o f  p ro d u c ts  i s  n ece­

s s a ry  to  t e s t  H2 a ’ H2b* and H2 c .

P e rce iv ed  R isk

In t h i s  s tu d y , o v e r a l l  r i s k ,  r a th e r  than  in d iv id u a l  r i s k  compo­

n e n ts ,  i s  e m p ir ic a l ly  in v e s t ig a te d  fo r  two re a so n s . F i r s t ,  s e v e ra l  

s tu d ie s  ( e . g . ,  Jacoby and Kaplan 1972; K aplan, S z y b il lo ,  and Jacoby 

1974; Lewis 1976) have shown a  h ig h  and s ig n i f i c a n t  c o r r e la t io n  between 

p e rc e iv e d  o v e r a l l  r i s k  and s e v e ra l in d iv id u a l  r i s k  com ponents, e s p e c ia ­

l l y  perform ance and f in a n c ia l  r i s k .  Jacoby  and Kaplan (1972), in  p a r ­

t i c u l a r ,  were a b le  to  dem o n stra te  th e  p r e d ic t iv e  and c o n s tru c t  v a l i d i t y  

o f  t h e i r  measure o f  p e rc e iv e d  o v e r a l l  r i s k .

Second, th e  t h i r d  h y p o th e s is , a s  developed  fo r  t h i s  s tu d y , 

fo cu ses  on th e  r e la t io n s h ip  between p e rc e iv e d  r i s k ,  in  g e n e ra l,  and 

p ro d u c t f a m i l i a r i t y .  The em phasis i s  p la c e d  r a th e r  on o v e r a l l  r i s k  

p e rc e p tio n  in  com parison w ith  th e  th r e e  p ro d u c t c l a s s e s  defined above, 

th a n  on in d iv id u a l  r i s k  com ponents. Once t h i s  r e l a t io n s h ip  i s  e s ta b ­

l i s h e d ,  th e  in d iv id u a l  components o f  r i s k  may then  be in v e s t ig a te d  in 

r e l a t i o n  to  f a m i l i a r i t y  w ith  s e rv ic e s  (and goods) in fu tu re  re sea rch .

The measurement o f  p e rc e iv e d  r i s k  in  t h i s  s tu d y  fo llow s the  

o v e r a l l  r i s k  approach  tak en  by Jacoby and Kaplan (1972). As mentioned 

b e fo re , th e  p r e d ic t iv e  and c o n s tru c t  v a l i d i t y  o f  t h i s  sca le  has beer, 

e s ta b l is h e d .
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O v era ll r i s k  i s  m easured as  fo llo w s : "A ll p u rch ase  d e c is io n s

in v o lv e  a c e r t a in  amount o f  ' r i s k . 1 On th e  whole, c o n s id e r in g  a l l  

s o r t s  o f  f a c to r s  to g e th e r ,  abou t how r i s k y  would you say  i t  i s  to  buy 

an u n fa m ilia r  brand  o r  s e rv ic e  o f f e r in g  o f  each o f  th e  fo llo w in g  item s?" 

A n in e -p o in t  s c a le  i s  used (1= n o t r i s k y  a t  a l l ,  9= ex trem ely  r i s k y ) ,  

a s  in  Jacoby  and Kaplan (19 7 2 ). A wide s c a le  l i k e  t h i s  i s  c o n s id e re d  

a p p ro p r ia te  to  accom odate th e  broad  v a r i e ty  o f  goods and s e rv ic e s  used 

in  th e  s tu d y . I t  i s  a l s e  more s e n s i t iv e  to  consumer re sp o n se s , and 

can be c o l la p s e d  in to  any sm a lle r  number o f  p o in ts  whenever i t  i s  

d e s ir e d .  (See P a r t  I I I  o f  th e  s tu d y  q u e s t io n n a ir e ,  Appendix IV ).

P roduct F a m i l ia r i ty

As re v e a le d  by th e  l i t e r a t u r e  p re se n te d  b e fo re ,  p ro d u c t fa m il­

i a r i t y  i s  o f te n  o p e ra t io n a l iz e d  by two v a r ia b le s :  u sage e x p e rie n c e , 

and p u rch ase  e x p e rie n c e  (o w n ersh ip ).

The approach  tak en  h e re  i s  s im i la r  to  t h a t  o f  Bettman and Park 

(1980), and Park and L e ss ig  (1981) w ith  a n e c e ssa ry  bu t minor m o d ifica ­

t io n  to  accom odate s e rv ic e s  as  w ell as  goods. These r e s e a rc h e r s  used 

two m easures which were ex p la in ed  b e fo re  in  th e  l i t e r a t u r e  rev iew  

se c tio n  d e a l in g  w ith  p ro d u c t f a m i l i a r i t y .  The f i r s t  measure c o n s is t s  

o f  th r e e  v a r ia b le s :  a )  in fo rm a tio n  se a rc h , b) u sag e , and c) owner­

s h ip . The second m easure i s  a o n e -q u e s tio n  m an ip u la tio n  check in v o lv ­

in g  th e  s u b je c t iv e  s e lf -a s s e s s m e n t o f  o n e 's  f a m i l i a r i t y  w ith  th e  p ro d u c t, 

a s  a v a l id a t in g  p ro ced u re .

S in ce  s e rv ic e s  do n o t len d  them selves to  ow nersh ip , th e  th re e
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v a r ia b le s  used  in  th e  f i r s t  measure a r e  a )  in fo rm a tio n  s e a rc h , b) usage 

ex p e rie n c e , and c) p u rch ase  e x p e rie n c e . The c l a s s i f i c a t i o n  scheme 

used  by th e  s c a l e 's  o r ig in a to r s  i s  u t i l i z e d  in  t h i s  re s e a rc h  a l s o ,  

b u t w ith  th e  rep lacem en t o f  "ow nership" by "pu rchase"  a s  fo llo w s .

* Low f a m i l i a r i t y  group a r e  th o se  re sp o n d e n ts  who d id  n o t se a rc h  fo r  

in fo rm a tio n , u s e , o r  p u rch ase  th e  good o r  s e rv ic e .

*  M oderate f a m i l i a r i t y  group a r e  th o s e  who sea rch ed  fo r  in fo rm a tio n  o r  

u sed , b u t n o t pu rchased  th e  good o r  s e rv ic e .

* High f a m i l i a r i t y  group a r e  th o se  in d iv id u a ls  who pu rchased  th e  good 

o r  s e r v ic e .

The second measure used  in  t h i s  s tu d y  to  m easure f a m i l i a r i t y  

i s  th e  same a s  used  by th e  above r e s e a r c h e r s  excep t t h a t  th e y  u se  a 

f iv e - p o in t  s c a le  and th e  c u r r e n t  s tu d y  u ses  a  s ix - p o in t  s c a le .  The 

r a t i o n a le  f o r  t h i s  i s  to  in c re a s e  th e  s e n s i t i v i t y  o f  th e  s c a le  by 

making i t  w id e r.

F o llo w in g  Bettman and P ark , and Park and L e ss ig , th e  d e f in i t i o n  

o f  f a m i l i a r i t y ,  and th e  o n e -q u e s tio n  m an ip u la tio n  check a r e  g iven in  

th e  s tu d y  q u e s t io n n a ir e  in  th e  fo llo w in g  fo rm at:

"People d i f f e r  in  te rm s o f  th e  deg ree  o f  t h e i r  f a m i l i a r i t y  and ex p er­

ie n c e  w ith  goods and s e r v ic e s .  FAMILIAR ITT i s  th e  deg ree  o f  consum ers' 

knowledge abou t th e  f e a tu r e s  im p o rtan t to  them in  choo sin g  among d i f f ­

e re n t  b rands o r  s u p p lie r s  o f  a c e r t a in  good o r  s e rv ic e .

Based on t h i s  d e f in i t i o n  o f  FAMILIAROT, p le a s e  in d ic a te ,  fo r  

each o f  th e  fo llo w in g  goods and s e r v ic e s ,  how f a m i l ia r  you a r e ,  by 

c i r c l i n g  th e  a p p ro p r ia te  num ber." (See P a r t  I I I  o f  th e  q u e s t io n n a ir e .
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Appendix IV ).

Im portance o f  th e  E v a lu a tiv e  C r i t e r i a

H ypotheses H^a# H ^ ,  H^, th ro u g h  H7 a , H7b , H7c d ea l w ith  th e  

r e l a t i v e  im portance o f  fo u r  e v a lu a tiv e  c r i t e r i a  ( p r ic e ,  recom m endations 

o f  f r ie n d s  and fa m ily , f r i e n d l in e s s  and c o u r te sy  o f  s a le s  p eo p le , and 

lo c a t io n  conven ience) a s  p e rc e iv e d  by re sp o n d en ts  in  r e l a t i o n  to  pure 

goods, GS co m b in a tio n s , and p u re  s e r v ic e s .

In m easuring  im p o rtan ce . Lovelock (1976) a s s e r t s  t h a t  in t e r v a l  

s c a le s  y ie ld  more in s ig h t s  th an  o rd in a l  s c a le s .  He adds t h a t  th e  

method o f  p a i r  com parisons fo rc e s  re sp o n d en ts  to  compare each a t t r i b u t e  

a g a in s t  a l l  o th e r  a t t r i b u t e s ,  whereas sem an tic  d i f f e r e n t i a l  o r  L ik e r t  

s c a le s  do n o t fo rc e  such c h o ic e s , and a llo w  f o r  t i e s  in  r a t i n g s .

However, th e  problem  w ith  p a i r  com parisons i s  t h a t  th e  number o f  

com parisons becomes p r o h ib i t iv e ly  la r g e  a s  th e  number o f  s t im u li  

in c re a s e s .

M easuring a t t r i b u t e  im portance by s e l f - r e p o r t  i s  a  common 

p ro ced u re  t h a t  has been f r e q u e n t ly  used by a la rg e  number o f  re s e a rc h e r s  

in  th e  f i e l d ,  p a r t i c u l a r l y  w ith  re g a rd  to  such s e rv ic e s  as  r e t a i l  bank­

in g  ( e . g . ,  A lp e r t 1971; A nderson, Cox, and F u lch e r 1976; B ateson and 

Langeard 1982; D ubinsky and Levy 1981; S a e g e rt and C ass is  1979; Welch 

and Gordon 1978).

Perhaps a m ajor problem  co n ce rn in g  th e  ha lo  e f f e c t  i s  l i k e l y  to  

a r i s e  in  m easuring  e v a lu a tiv e  b e l i e f s  ab o u t s p e c i f ic  a t t r i b u t e s
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(Lovelock 1976; W ilkie and P essen ie r  1973). The halo e f f e c t s  occur 

when a consumer who p re fe r s  a p a r t i c u l a r  product tends to r a t e  i t  

h igh ly  on a l l  a t t r i b u t e s .  By the  same token, the  su b jec ts  who d i s l ik e  

a c e r t a in  product tend to  give i t  a low r a t i n g  on a l l  a t t r i b u t e s .  To 

e l im in a te ,  o r  a t  l e a 3 t  minimize, the  halo e f f e c t s  in measuring the  

e v a lu a tiv e  c r i t e r i a  measured in t h i s  s tudy, a l l  p roducts  a re  ra te d  

w ith in  a t t r i b u t e s  r a th e r  than r a t in g  each product s e p a ra te ly  or. a l l  

a t t r i b u t e s  (Lehmann 1985; W ilkie and Pessemier 1973).

The importance s c a le s  used to measure the  four ev a lu a tiv e  

c r i t e r i a  in  t h i s  s tudy a re  f iv e -p o in t  s c a le s ,  where 1= l e a s t  im portant, 

and 5* most im portan t.  (See P a r t  IV o f  th e  q u e s t io n n a ire ,  Appendix IV).

The Sample

A c r o s s - s e c t i o n a l  convenience sample o f  136 heads o f  household 

was con tac ted  in  person . The sample was s e le c ted  from the  New York 

m etropo litan  a rea  and th e  surrounding suburbs inc lud ing  New York, New 

Je rse y ,  and Long Is la n d .  The su b jec ts  re p re se n t  a wide a r ra y  o f  

demographics and socioeconomic l e v e l s ,  as  in tended, in o rder to  allow 

fo r  a minimum degree o f  g e n e r a l i z a b i l i t y  among people, and across  

p roduc ts .  The complete p r o f i l e  o f  the sample is  po rtrayed  in Table T /-1 .

Graduate and undergraduate s tuden ts  in four schools o f  Business 

in th e  a rea  (Baruch College o f  the  C ity  U n iv e rs ity  of New York, ? a i r -  

le ig h  Dickinson U n iv e rs i ty  a t  Teaneck, New Je rsey ,  H ofs tra  U n ive rs ity ,

New York, and Manhattan College, New York) were asked to d e l iv e r  the  

questionnaires  to  t h e i r  heads o f  household, and to re tu rn  the  completed
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TABLE IV-1 

DEMOGRAPHIC PROFILE OF SAMPLE

V a ria b le  F requency5 %

Age

Under 25 y ears 29 8 .8 9
25 -  34 y ea rs 77 23 .62
35 -  44 y e a rs 65 19.94
45 -  54 y ea rs 93 28.53
5 5 - 6 5  y ea rs 59 18.10
Over 65 y ea rs 3 0 .9 2

Sex

Male 174 53.54
Female 151 46.46
U nreported 1

O ccupation

W hite C o lla r  ( c l e r i c a l ,  s e c r e t a r i a l ) 22 13.10
B lue C o lla r  (m a c h in is t,  t a x i - d r i v e r ,  w a ite r ,

sw itch b o ard  o p e ra to r ,  e t c . ) 17 10.12
P ro fe s s io n a l  (a c c o u n ta n t, e n g in e e r , p h y s ic ia n ,

m arket r e s e a r c h e r ,  r e a l  s t a t e  b ro k e r , s a le s
man, la w y e r, c o l le g e  p r o f e s s o r ,  n u rs e ,  te c h
n ic ia n ,  d e n t i s t ,  e t c . ) 78 46.43

M anagerial 24 14.28
B usinessm an, se lf-em p lo y ed 5 2 .98
R e t ir e d 6 3.57
H ousewife 16 9.52
U nrepo rted 158

E duca tion

G raduated  from Grammar School 12 3.68
A ttended  High School 23 7.05
G raduated  from High School 65 19.94
A ttended  C o lleg e 78 23.93
G raduated  from C o lleg e 63 19.33
A ttended  P o s t-G rad u a te 43 13.19
Completed M aster o r  D o c to ra te 42 12.88

a  N = 326
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TABLE IV-1 -  CONTINUED 

DEMOGRAPHIC FROFILZ CF SAMPLE

V a ria b le Frequency a %

Annual H ousehold Income

Under $10,000 6 1 .89
$10,000 to  $19,999 40 12.62
$20,000 to  $29,999 56 17.66
$30,000 to  $39,999 39 12.30
$40,000 to  $49,999 45 14.20
$50,000 to  $59,999 38 11.99
$60,000 to  $74,999 33 10.41
$75,000 and Over 46 14.51
Do Not Know 14 4.42
U nreported 9

M a rita l S ta tu s

S in g le 63 19.32
M arried 225 69 .02
S ep a ra ted 7 2.15
D ivorced 13 3 .99
Widowed 18 5 .52

Number o f  H ousehold Members In c lu d in s  S e l f

One 25 7 .67
Two 52 15.95
Three 68 20.86
Four 106 32.51
F ive 52 15.95
S ix 17 5 .22
Seven 4 1.23
More than  seven 2 0.61

Number o f .C h ild re n  11 Y ears & Less L iv in g  
in  Household

One 41 12.69
Two 29 8 .98
Three 11 3.41
None 242 74.92
U nreported *2✓

a N * 326
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q u e s tio n n a ire s  to  th e  in v e s t ig a to r  in  two weeks.

In  a d d i t io n ,  th e  in v e s t ig a to r  handed o u t a number o f  

q u e s t io n n a ire s  to  th e  p a re n ts  o f  s tu d e n ts  o f  an e lem en ta ry  schoo l in  

Elwood School D i s t r i c t ,  E a s t N o rth p o rt, New York, a t  a PTA m eeting  

d u rin g  th e  F a l l  1985 se m e s te r . The p a re n ts  were asked  to  r e tu rn  th e  

com pleted q u e s t io n n a ire s  to  th e  s c h o o l’ s p r in c ip a l ,  and th e  i n v e s t i ­

g a to r  c o l le c te d  them from th e  p r in c ip a l .

In g e n e ra l ,  d a ta  c o l le c t io n  took  p la c e  d u rin g  th e  l a t e  Summer 

and e a r ly  F a l l  o f  1985. A t o t a l  o f  352 q u e s t io n n a ire s  were re tu rn e d  

r e p re s e n t in g  an 81 .8  p e rc e n t re sp o n se  r a t e .  A fte r  e d i t in g  a l l  r e tu rn e d  

q u e s t io n n a ir e s ,  tw en ty -one q u e s t io n n a ire s  were excluded  because  th e  

s tu d e n ts  answ ered them . F iv e  more q u e s tio n n a ire s  were a ls o  excluded  

because th e y  e i t h e r  were in com ple te  o r  ex trem ely  b ia se d  ( e . g . ,  a l l  

answ ers were 1 s , o r  a l l  were 5 s ) .  A t o t a l  o f  326 u s a b le  q u e s t io n n a ire s  

were f i n a l l y  e n te re d  in to  th e  a n a ly s i s ,  r e p re s e n t in g  75 .8  p e rc e n t o f  

th e  t o t a l  number o f  s u b je c ts  c o n ta c te d .

P r e te s t s

The th r e e  fo llo w in g  p r e t e s t s  a r e  u n d ertak en :

1. T e s t in g  th e  im portance o f  f i f t e e n  s e rv ic e  e v a lu a tiv e  c r i t e r i a  on an 

in d ependen t p r e t e s t  sam ple.

2. V a lid a tin g  th e  p ro d u c t ty p o lo g y  — a s  ex p la in ed  in  th e  P roduct 

S e le c tio n  s e c tio n  - -  and s e le c t in g  th e  th r e e  s e t s  o f  p ro d u c ts  which 

w i l l  be used in  th e  s tu d y .

3. T e s t in g  th e  p ro d u c t involvem ent s c a le  — su g g ested  in  th e  Measuremet
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o f  V a r ia b le s  s e c t io n ,  and e s ta b l i s h in g  i t s  v a l i d i t y  and r e l i a b i l i t y .  

S ince  th e  p ro ced u res  o f  th e  l a s t  two p r e t e s t s  have been a lre a d y  e x p la in ­

ed in  p rev io u s  s e c t io n s ,  o n ly  th e  f i r s t  p r e t e s t  i s  d is c u s s e d  h e re .

The p u rpose  o f  th e  f i r s t  p r e t e s t  i s  to  a s s i s t  in  s e le c t in g  th e  

e v a lu a tiv e  c r i t e r i a  which w i l l  be used in  th e  f i n a l  q u e s t io n n a ir e .  I t  

m ight be r e c a l le d  t h a t  s e v e ra l  e v a lu a tiv e  c r i t e r i a  have been te s t e d  by 

d i f f e r e n t  r e s e a rc h e r s  on e i t h e r  p h y s ic a l goods, o r  on in d iv id u a l  s e rv ic e  

in d u s t r i e s .  The f i r s t  p r e t e s t ,  th e r e f o r e ,  i s  n e c e ss a ry  to  gu ide th e  

s e le c t io n  o f  th e  e v a lu a tiv e  c r i t e r i a  t h a t  a re  p e rc e iv e d  by s u b je c ts  as  

h ig h ly  im p o rtan t a c ro s s  f i f t e e n  s e rv ic e  in d u s t r i e s ,  s e le c te d  by th e  

in v e s t ig a to r ,  and p re se n te d  to  a  sample which i s  independen t o f  a l l  th e  

o th e r  p r e t e s t  sam ples d e s c r ib e d  in  p re v io u s  s e c t io n s .

The p r e t e s t  i s  u n d ertaken  w ith  n in e ty -tw o  g rad u a te  and under­

g rad u a te  b u s in e s s  s tu d e n ts  u s in g  a s e lf - a d m in is te re d  q u e s t io n n a ir e .

(See Q u e s tio n n a ire  C, Appendix I I I ) .  The s u b je c ts  a r e  asked  to  r a t e  

each o f  f i f t e e n  e v a lu a tiv e  c r i t e r i a  a c ro s s  f i f t e e n  s e rv ic e  o f f e r in g s  

u s in g  a f iv e - p o in t  im portance s c a le  (1 = n o t a t  a l l  im p o rta n t, and 5 = 

ex trem ely  im p o r ta n t) .  The s e rv ic e s  a re  l i s t e d  w ith in  th e  e v a lu a tiv e  

c r i t e r i a  to  av o id  th e  ha lo  e f f e c t ,  a s  e x p la in e d  b e fo re .  An open-end 

q u e s tio n  was in c lu d ed  in  th e  end o f  th e  q u e s t io n n a ire  a sk in g  th e  

s u b je c ts  to  add any o th e r  c r i t e r i o n  th e y  b e liev ed  to  be im p o rta n t, and 

to  s p e c ify  th e  degree  o f  i t s  im portance . However, no o th e r  c r i t e r i a  

were m entioned by any s u b je c t .



Q uestionnaire  Development

The f i n a l  version  o f  the  q u e s t io n n a ire ,  which has been adminis- 

te re d  to  th e  sample respondents , i s  e x h ib ited  in Appendix IV. This 

q u e s t io n n a ire  i s  th e  product o f  the  e f f o r t s  exerted  in th e  p r e t e s t s  as 

well as  th e  sev e ra l  r e v is io n s  to  which th e  q u e s t io n n a ire  was subjec ted  

in  o rd e r  to  improve i t s  wording and appearance.

P a r t  I o f  the  q u e s t io n n a ire  inc ludes  the  sca le s  req u ired  to 

measure th e  s u b je c ts '  p e rcep tio n s  o f  s ix  c h a r a c t e r i s t i c s  across  th re e  

s e t s  o f  p ro d u c ts .  The product typology v a l id a t io n  procedure,implemented 

in the  p r e t e s t s ,  has y ie lded  a product c l a s s i f i c a t i o n  from which two 

products  from each c la s s  were s e le c ted  fo r  the  s tudy. These products 

a re :

Pure Goods GS Combinations Pure Serv ices

Cold medication R estau ran t meals Dry Cleaning

R e f r ig e ra to r  Renting an automobile H o s p i ta l iz a t io n  insurance .

This sec t io n  i s  concerned with t e s t i n g  .

P a r t  I I  o f  the  q u es t io n n a ire  inc ludes  the  involvement sca le s  

fo r  the  s ix  products  o f  the  s tudy. These sca le s  a re  the  consequence o f  

v a l i d i t y  and r e l i a b i l i t y  t e s t s  performed on the  suggested sca le  in the  

p r e t e s t s .  The r e s u l t i n g  s c a le ,  which i s  used with a l l  s ix  p roducts , 

c o n s is t s  o f  four items covering the  dimensions normative importance, 

commitment, product complexity, and o v e ra l l  c o s t .  The sca le  i s  a 5 -point 

s e m a n t ic -d i f f e r e n t ia l  type one. This sec t io n  i s  requ ired  to t e s t  r.0 .

P art  I I I  o f  th e  q u es t io n n a ire  inc ludes  the  sca le s  requ ired  to
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measure p e rc e iv e d  r i s k  and p ro d u c t f a m i l i a r i t y .  P a r t  IV c o n ta in s  th e
♦

im portance s c a le s  re q u ire d  to  measure consum ers' p e rc e p tio n s  o f  th e  

r e l a t i v e  im portance o f  fo u r e v a lu a tiv e  c r i t e r i a  a c ro s s  th e  s ix  p ro d u c ts  

o f  th e  s tu d y . These c r i t e r i a  a r e  p r ic e ,  recom m endations o f  fa m ily  

members and f r i e n d s ,  f r i e n d l in e s s  and c o u r te sy  o f  em ployees, and lo c a t io n  

co n v en ien ce . P a r t  I I I  i s  concerned  w ith  t e s t i n g  H y  w h ile  P a r t  IV i s  

aimed a t  t e s t i n g  th ro u g h  H^. F in a l ly ,  P a r t  V o f  th e  q u e s t io n n a ire  

c o l l e c t s  dem ographic d a ta  ab o u t th e  s u b je c ts .

D ata A n a ly s is

To t e s t  H1 , m u l t iv a r ia te  a n a ly s i s  o f  v a r ia n c e  (MANOVA) i s  

perform ed f i r s t .  The indep en d en t v a r ia b le  i s  p ro d u c t ty p e , m an ip u la ted  

a t  th r e e  l e v e l s :  p u re  goods, GS co m b in a tio n s , and pu re  s e r v ic e s .  The 

dependent v a r ia b le s  a r e  th e  s ix  s e rv ic e  c h a r a c t e r i s t i c s :  i n t a n g i b i l i t y ,  

p e r i s h a b i l i t y ,  s im u l ta n e i ty  o f  p ro d u c tio n  and consum ption, n o n s ta n d a rd i­

z a t io n ,  buyer p a r t i c ip a t io n  in  p ro d u c tio n , and ab id an ce  by s e l l e r ' s  

r u le s  and p ro ced u res  (a ls o  r e f e r r e d  to  a s  c l i e n t  r e l a t i o n s h ip ) .

Once th e  s ig n if ic a n c e  o f  mean d if f e r e n c e s  between th e  th r e e  

ty p e s  o f  p ro d u c ts  i s  e s ta b l is h e d  by th e  MANOVA m u l t iv a r ia te  and u n iv a r ­

i a t e  F t e s t s ,  one-way ANOVA i s  perform ed on each o f  th e  s ix  s e rv ic e  

c h a r a c t e r i s t i c s  s e p a ra te ly  to  t e s t  th e  d i f f e r e n c e s  between p ro d u c t type  

means a s  h y p o th e s iz e d  in  .

To t e s t  and th ro u g h  H^, a one-way ANOVA i s  perform ed .

For K y  indep en d en t v a r ia b le  i s  p ro d u c t type  m an ipu la ted  a t  th re e  

l e v e l s  as  e x p la in e d  above, and th e  dependent v a r ia b le  i s  p ro d u c t
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involvem ent ex p ressed  in  te rm s o f  th e  t o t a l  sco re  o b ta in e d  from th e  

£ -item  invo lvem ent s c a le .

For th ro u g h  H^, th e  independen t v a r ia b le  i s  a lso  th e  ty p e  o f  

p ro d u c t, and th e  dependent v a r ia b le  i s  th e  p e rc e iv e d  im portance o f  

th e  e v a lu a tiv e  c r i t e r i o n .

I f  th e  ANOVA t e s t  shows a  s ig n i f i c a n t  F v a lu e  f o r  tre a tm e n t 

e f f e c t s  (p ro d u c t ty p e s )  a t  l e a s t  a t  th e  p ^ .05 l e v e l ,  o th e r  t e s t s  a re  

re q u ire d  to  f in d  o u t w hether mean d if f e r e n c e s  a re  s i g n i f i c a n t .  I f  th e  

F v a lu e  o b ta in e d  i s  n o t s i g n i f i c a n t ,  i t  fo llo w s  t h a t  th e  th re e  ty p e s  o f  

p ro d u c ts  do n o t d i f f e r  from each o th e r  w ith  re g a rd  to  th e  c r i t e r i o n  

under c o n s id e ra t io n .

S e v e ra l t e s t s  a r e  conducted  by m ark e tin g  re s e a rc h e r s  to  examine 

d i f f e r e n c e s  in  tre a tm e n t means. Among th e s e  t e s t s  a re  D uncan 's m u lt ip le  

range  t e s t ,  S c h e f f e 's  t e s t ,  T ukey 's  t e s t ,  Student-Newman-Keuls t e s t ,  and 

th e  l e a s t  s i g n i f i c a n t  d i f f e r e n c e  (LSD) t e s t .  However, th e r e  i s  ev idence 

th a t  th e  LSD method and D uncan 's m u lt ip le  range  t e s t  a r e  most a p p ro p r ia te  

th an  th e  o th e r  t e s t s  in  te rm s o f  e r r o r  r a t e s  and c o r r e c t  d e c is io n  r a t e s  

(Dubinsky and Levy 1981). Based on t h i s  ev id en ce , th e  LSD t e s t  w i l l  be 

used to  examine d if f e r e n c e s  between p ro d u c t ty p e  means.

F in a l ly ,  to  t e s t  H^, f iv e  m easures o f  a s s o c ia t io n  a r e  used  to  

t e s t  th e  d eg ree  o f  a s s o c ia t io n  between p e rc e iv e d  r i s k  and p ro d u c t 

f a m i l i a r i t y .  These a r e  c h i- s q u a re ,  p h i c o r r e la t io n  c o e f f i c i e n t ,  c o n t in ­

gency c o e f f i c i e n t ,  C ram er's  v , and P earson  product-m om ent c o r r e la t io n  

c o e f f i c i e n t .  F ig u re  IV-1 summarizes th e  d a ta  a n a ly s is  p lan  o f  th e  s tu d y .
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FIGURE IV-1 

DATA ANALYSIS PLAN

H ypo thesis D ata A n a ly s is  
Technique

Independent
V a ria b le

Measure
Used

Dependent
V a r ia b le ( s )

Measure
Used

1a, 1b, 1c MANOVA

One-Way
ANOVA

P roduct
Type

P roduct
Type

Nominal

Nominal

S ix  S e rv ic e  I n te r v a l
C h a r a c te r i s t i c s
Each S in g le  In te r v a l
C h a r a c te r i s t i c

2a, 2b, 2c One-Way
ANOVA

P roduct
Type

Nominal P roduct
Involvem ent

I n te r v a l

3 C hi-S quare  
Phi Con C oef. 
C ontingency 

C oef. 
C ram er's  v 
Pearson  Cor. 

C oef.

P roduct
F a m i l ia r i ty

I n te r v a l P erce iv ed
Risk®

In te r v a l

4a, 4b, 4c One-Way
ANOVA

Product
Type

Nominal Im portance 
o f  P r ic e

I n te r v a l

5a, 5b, 5c One-Way
ANOVA

Product
Type

Nominal Im portance o f  
Recommendations

I n te r v a l

6a, 6b, 6c One-Way
ANOVA

P roduct
Type

Nominal Im portance o f  
F r ie n d l in e s s

I n te r v a l

7a , 7b, 7c One-Way
ANOVA

Product
Type

Nominal Im portance o f  
L ocation

I n te r v a l

£
No dependence r e la t io n s h ip  between th e s e  two v a r ia b le s  i s  assum ed.



CHAPTER V 

HIETEST RESULTS

C hap ter V p re s e n ts  th e  r e s u l t s  o f  th e  p r e t e s t s .  These r e s u l t s  

a re  In tro d u ce d  in  th r e e  p a r t s .  The f i r s t  p a r t  d e a ls  w ith  th e  p ro d u c t 

ty p o lo g y  v a l id a t io n  p ro c e d u re . The second p a r t  d is c u s s e s  th e  v a l i d i t y  

and r e l i a b i l i t y  t e s t s  o f  th e  p ro d u c t involvem ent s c a le .  And th e  l a s t  

p a r t  d e s c r ib e s  th e  p r e t e s t  und ertak en  to  measure th e  p e rce iv ed  im por­

ta n c e  o f  f i f t e e n  s e rv ic e  e v a lu a t iv e  c r i t e r i a  a c ro s s  f i f t e e n  s e rv ic e  

o f f e r in g s .

V a lid a tin g  th e  P roduct Typology

Two d i f f e r e n t  m ethods, c a l le d  h e r e a f t e r  th e  d i r e c t  and in d i r e c t  

c l a s s i f i c a t i o n  m ethods, a r e  used  to  v a l id a te  th e  p ro d u c t ty p o lo g y  

e m p ir ic a l ly  w ith  two indep en d en t sam ples.

The v a l id a t io n  p ro ced u re  e n t a i l s  f a c to r  a n a ly z in g  th e  p ro d u c t 

sc o re s  o b ta in e d  from th e  two m ethods, and c lu s t e r in g  a l l  p ro d u c ts  in to  

th r e e  c a te g o r ie s  ( f a c to r s )  u s in g  th e  p r in c ip a l  component method and 

varim ax r o t a t i o n ,  a s  e x p la in e d  in  C hap ter IV.

A t o t a l  number o f  one hundred and tw enty  c o l le g e  s tu d e n ts  (bo th  

g rad u a te  and u n d e rg ra d u a te )  were s p l i t  random ly in to  two equal sam ples 

and used  a s  s u b je c ts  fo r  t h i s  p ro ced u re . In th e  fo llo w in g  s e c t io n s ,  th e  

r e s u l t s  o f  th e  in d i r e c t  c l a s s i f i c a t i o n  method a re  p re s e n te d  f i r s t ,  

fo llow ed  by th o se  o f  th e  d i r e c t  method.

110
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F in d in g s  o f  th e  I n d i r e c t  C la s s i f i c a t i o n  Method

S u b je c ts  o f  th e  f i r s t  sample were asked  to  r a t e  t h i r t y  goods 

and s e rv ic e s  a c ro s s  s ix  s e rv ic e  c h a r a c t e r i s t i c s  u s in g  a  f iv e - p o in t  

s e m a n t ic - d i f f e r e n t i a l  s c a le .  The s ix  s e rv ic e  c h a r a c t e r i s t i c s  a re  th e  

same a s  th o se  used  in  th e  main s tu d y , and a r e  l i s t e d  in  T able V -1. 

Then, th e  s u b je c ts  o f  th e  same sample were asked  to  d iv id e  one hundred 

p o in ts  among th e  s ix  s e rv ic e  c h a r a c t e r i s t i c s  a c c o rd in g  to  t h e i r  

p e rc e iv e d  r e l a t i v e  im portance in  d e f in in g  th e  ty p e  o f  p ro d u c t a s  a 

good o r  s e rv ic e .  T h is  q u e s tio n  was n e c e ss a ry  to  e m p ir ic a l ly  d e r iv e  

th e  w eigh ts  o f  th e  s ix  c h a r a c t e r i s t i c s  r a th e r  th an  a s s ig n in g  them 

a r b i t r a r i l y .

TABLE V-1

PERCEIVED WEIGHTS OF SIX SERVICE CHARACTERISTICS

C h a r a c te r i s t ic Meana Lowest
W eight

H ighest
W eight Range

Buyer P a r t i c ip a t io n  in  P ro d u c tio n 0 .20 0.05 0.60 0.55
B u y er-S u p p lie r  R e la t io n sh ip 0 .20 0 .03 0.50 0.47
P e r i s h a b i l i t y 0.19 0.05 0.40 0.35
I n t a n g i b i l i t y 0.15 0.02 0.40 0.38
N o n sta n d a rd iz a tio n o . u 0.03 0.40 0 .37
S im u lta n e ity  o f  P ro d u c tio n  and 

Consumption 0.13 0.03 0.40 0.37

£
Mean sc o re s  add up to  1.01 due to  rou n d in g .

A ccording to  T able V-1, s u b je c ts  c o n s id e r  "buyer p a r t i c ip a t io n

in  p ro d u c tio n ,"  " b u y e r -s u p p lie r  r e l a t i o n s h ip , "  and " p e r i s h a b i l i ty "  as  

th e  th r e e  most im p o rtan t d im ensions in  d e te rm in in g  p ro d u c t ty p e .
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fo llow ed  by " i n t a n g i b i l i t y ,  " " n o n s ta n d a rd iz a t io n ," and " s im u lta n e i ty  o f  

p ro d u c tio n  and consum ption" r e s p e c t iv e ly .

Comparing th e s e  w eigh ts  w ith  th o s e  a ss ig n e d  by Johnson (1969), 

we m ight f in d - th e  d i f f e r e n c e s  c o n s id e ra b le .  For in s ta n c e ,  th e  c h a ra c ­

t e r i s t i c  " i n t a n g i b i l i t y "  i s  th e  most h e a v i ly  weighed by Johnson who 

g iv e s  i t  a w eigh t o f  0 .3 2 . T h is c h a r a c t e r i s t i c ,  which i s  a ls o  o v e r­

em phasized by many s e rv ic e  r e s e a r c h e r s ,  i s  n o t so p e rc e iv e d  by th e  p r e t e s t  

s u b je c ts  who g iv e  i t ,  on th e  a v e ra g e , l e s s  th a n  h a l f  th e  w eigh t o f  Johnson 

(0 .1 5 ) .  T ab le V-2 com pares th e  w eig h ts  a s s ig n e d  by th e  s u b je c ts  to  

th e  s ix  s e rv ic e  c h a r a c t e r i s t i c s  w ith  th o s e  g iven by Johnson.

TABLE V-2

COMPARISON OF SERVICE CHARACTERISTICS WEIGHTS 

SUBJECTS' PERCEPTIONS VERSUS JOHNSON'S (1969) WEIGHTS

C h a r a c te r i s t i c s E m p irica l
W eights4

Jo h n so n 's  
W eights

Buyer P a r t i c ip a t io n  in  P ro d u c tio n 0 .20 0 .13 ,
B u y e r-S u p p lie r  R e la tio n s h ip 0 .20 NA
P e r i s h a b i l i t y 0 .1 9 0 .2 0
I n t a n g i b i l i t y 0.15 0 .3 2
N o n s ta n d a rd iz a tio n O .U 0.08
S im u lta n e ity  o f  P ro d u c tio n  and 

Consumption 0 .13 0 .2 2

* The mean sc o re s  add up to  1.01 due to  rou n d in g .
Johnson d id  n o t c o n s id e r  t h i s  c h a r a c t e r i s t i c .  In s te a d  he a s s ig n e d  a 
w eigh t o f  0 .05  to  p ro d u c e r 's  r e p u ta t io n  o r  image which he la b e le d  
" im portance o f  p ro d u c e r ."

S o u rce ; E m p irica l w eigh ts  a re  o b ta in e d  from th e  p r e t e s t  r e s u l t s .
Jo h n so n 's  w eigh ts  a r e  ta k e n  from Johnson (1969 ), T ab le  I I I - 1 , 
p . 76.
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As th e  t a b le  i n d i c a te s ,  th e  d i s p a r i t y  between th e  w e ig h ts  g iven

by th e  s u b je c t s ,  and th o s e  a s s ig n e d  by Johnson i s  s u b s t a n t i a l .  The

com parison i s  l im i t e d ,  how ever, to  th e  w eigh ts  o f  o n ly  f iv e  c h a r a c te r ­

i s t i c s  b ecause  th e  s ix th  i s  n o t com parable a c ro s s  th e  two s tu d ie s .

W hile t h i s  s tu d y  c o n s id e rs  " b u y e r - s u p p lie r  r e l a t i o n s h i p , "  Johnson ’ s 

c o n s id e rs  " im portance  o f  p ro d u c e r ,"  which Johnson e x p la in s  in  term s o f  

th e  p ro d u c e r 's  image o r  r e p u ta t io n .

A ccord ing  to  th e  r e s u l t s  o f  th e  p r e t e s t ,  th e  s u b je c ts  c o n s id e r

th e  s ix  c h a r a c t e r i s t i c s  as  a l l  im p o rta n t. The d if f e r e n c e  betw een th e  

most im p o rtan t and th e  l e a s t  im p o rtan t c h a r a c t e r i s t i c s  i s  o n ly  0 .0 8 , 

w h ile  i t  i s  0 .2 7  ac c o rd in g  to  Johnson . I n t a n g i b i l i t y  and s im u l ta n e i ty  

o f  p ro d u c tio n  and consum ption a r e  overem phasized by Johnson , w h ile  

buyer p a r t i c ip a t io n  in  p ro d u c tio n  and n o n s ta n d a rd iz a t io n  a re  deempha­

s iz e d .  P e r i s h a b i l i t y  i s  th e  o n ly  c h a r a c t e r i s t i c  t h a t  Johnson a s s ig n s  

a w eigh t c lo s e  to  t h a t  p e rc e iv e d  by s u b je c t s .

Index s c o re s  f o r  a l l  t h i r t y  p ro d u c ts  were c la c u la te d  a s  th e

w eigh ted  av e ra g e  o f  th e  s ix  c h a r a c t e r i s t i c s  u s in g  th e  fo llo w in g  fo rm ula:
n 1

i s k -  ( X  £  W c i j  ) I  n
j  = 1 i  = 1

w here,

IS. = Index sc o re  fo r  p ro d u c t k , k = 1 , . . . , 3 0 .
JL

W. = W eight a s s ig n e d  to  c h a r a c t e r i s t i c  i  by s u b je c t  j ,

i  = 1 , . . . , l ,  w here, 1 = 6 .
j * 1 » . . . , n ,  w here, n = 60.

C. = R a tin g  o f  c h a r a c e t e r i s t i c  i  by s u b je c t  j .
 ̂J

S in ce  a l l  th e  s c a le s  used f o r  m easuring th e  s ix  c h a r a c t e r i s t i c s
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c o n s is t  o f  f iv e  p o in ts ,  index scores range between the  value "1" and 

the value "5 ."  The lower va lues o f  the  index re p re sen t  pure goods, 

the  h igher values re p re se n t  pure s e rv ic e s ,  and the  middle values rep ­

re s e n t  GS combinations.

Table V-3 shows mean index scores fo r  th e  t h i r t y  products  

according  to  th e  in d i r e c t  c l a s s i f i c a t i o n  method, in an ascending- 

o rd e r .

F in d in g s  o f  th e  D ire c t  C la s s i f i c a t i o n  Method

S u b je c ts  o f  th e  second sample were g iven a s e lf - a d m in is te re d  

q u e s t io n n a ire ,  and asked  to  d i r e c t l y  c l a s s i f y  th e  same t h i r t y  p ro d u c ts  

in to  one o f  th e  th r e e  p ro d u c t ty p e s .  Pure goods were coded "1",

GS combinations, ”3 ,  and pure s e rv ic e s ,  ”5", so as to  allow fo r  score 

com parab ility  with th e  i n d i r e c t  c l a s s i f i c a t i o n  sco res .  Mean product 

scores according  to the  d i r e c t  c l a s s i f i c a t i o n  method a re  portrayed  in 

Table V-4.

R e s u lts  o f  th e  V a lid a tio n  P rocedure

The two s e t s  o f  product scores ob ta ined  from the  two indepen­

dent c l a s s i f i c a t i o n s  were s im ultaneously  f a c to r  analyzed . S u p e r f ic ia ­

l l y ,  a nonorthogonal ro ta t io n  so lu t io n  seems more ap p ro p r ia te  in th i s  

s i tu a t io n  s ince  GS combinations have elements o f  both goods and se rv ice s  

and, th u s ,  may overlap  with the  two o th e r  c a te g o r ie s .

However, a nono rthogonal r o ta t io n  s o lu tio n  might no t c r i t i c a l l y
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TABLE V-3

mean product scores - THE indirect classification  method

Product Mean Index Score

1 . R e f r ig e r a to r 1 .02
2. Mouthwash 1.03
3. A utom obile 1 .03
4. Shampoo 1.04
5. D ress Shoes 1 .04
6. T r a n s is to r  Radio AM/FM 1.05
7. Cold M edication 1.05
8. E l e c t r i c  Cm  Opener 1.05
9. W ris t Watch 1 .06

10. T o o th p aste 1 .07
11. Sm all A ppliance R ep a ir 3 .09
12. Large A ppliance R ep a ir 3.11
13. R en tin g  a Moving Van 3.26
14. R en tin g  an A utom obile 3.30
15. R e s ta u ra n t Meals 3.36
16. Auto R ep a ir 3.36
17. A ir l in e s 3 .49
18. C a rp e n te r-B u ild e r  S e rv ic e s 3 .68
19. P ro fe s s io n a l  C arpe t C lean ing 3.81
20. Dry C lean in g 3.84
21. Plumber S e rv ic e s 4.08
22. Banking 4.11
23. H o s p i ta l iz a t io n  In su ran ce 4 .24
24. R e so r ts 4 .42
25. H a irc u t and S ty l in g 4 .43
26. L ife  In su ran ce 4 .43
27. L aw yer's  S e rv ic e s 4.45
28. H o te ls 4 .48
29. Income Tax C ounseling 4 .49
30. P h y s ic ia n 's  S e rv ic e s 4.55

i s o l a t e  th e  th r e e  ty p e s  o f  p ro d u c ts , p a r t i c u l a r l y  GS co m binations , fo r  

th e  same re a so n . As a  consequence, th e  m a jo r ity  o f  items in t h i s  

ca te g o ry  would lo a d  e i t h e r  on th e  pure goods f a c to r ,  or on the  pure 

s e rv ic e s  f a c t o r .

Three f a c to r s  were defined  a p r i o r i ,  th u s  making f a c to r  a n a ly s is



TABLE V-4

MEAN PRODUCT SCORES -  THE DIRECT CLASSIFICATION METHOD

Product Mean Score

1. T r a n s is to r  Radio AM/FM 1.19
2 . T o o th p aste 1 .20
3. D ress Shoes 1.27
A. Mouthwash 1.27
5. Shampoo 1 .27
6. E l e c t r i c  Can Opener 1 .34
7. R e f r ig e r a to r 1 .34
8. Cold M edication 1 .44
9. W ris t Watch 1.51

10. Autom obile 1.71
11. R e s ta u ra n t Meals 2 .76
12. R en tin g  an A utom obile 3.12
13. R en tin g  a Moving Van 3 .14
14. A ir l in e s 3.27
15. Auto R ep a ir 3 .37
16 . C a rp e n te r-B u ild e r  S e rv ic e s 3.75
17. Large A ppliance R ep a ir 3.81
18. H o te ls 3.85
19. R e s o r ts 3 .86
20. Plumber S e rv ic e s 3 .88
21. Sm all A ppliance R ep a ir 3.95
22. H o s p i ta l iz a t io n  In su ran ce 4 .00
23. L ife  In su ran ce 4.36
24. P ro fe s s io n a l  C arp e t C lean ing 4 .42
25. Banking 4.42
26. Dry C lean ing  

P h y s ic ia n 's  S e rv ic e s
4.53

27. 4 .73
28. Income Tax C ounseling 4 .76
29. H a irc u t and S ty l in g 4.30
30. L aw yer's  S e rv ic e s 4 .80

an a p p ro p r ia te  v a l id a t io n  p ro ced u re  (K e r lin g e r  1972). A th r e e - f a c to r  

s o lu tio n  was re q u ire d .  The f i r s t  f a c to r  tu rn e d  o u t to  be th e  pure 

s e rv ic e s  f a c t o r .  The second f a c to r  was th e  pure goods f a c to r .  And th e  

th i r d  f a c to r  was th e  GS com binations f a c to r .  T able V-5 shows f a c to r  

lo a d in g s  o f  th e  t h i r t y  p ro d u c ts  fo r  th e  two c l a s s i f i c a t i o n s .
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TABLE V-5

FACTOR LOADINGS OF PRODUCT SCORES FOR TWO CLASSIFICATION METHODS*

I n d i r e c t  C la s s i f i c a t i o n  D ire c t  C la s s i f i c a t io n

P ro d u c ts
Pure Pure GS Pure Pure GS

S e rv ic e s  Goods Comb'ns S e rv ic e s  Goods Comb'ns

1 . E lec tr ic  Can Opener
2 . Haircut and S ty lin g
3. P h ysician 's Services
4 . Plumber's Services
5. Wrist Watch
6. Lawyer's Services
7. Cold Medication
8. Auto Repair
9. Shampoo

10. H otels
11. P rofessional Carpet

Cleaning
12. Banking
13. Dress Shoes
14. Renting a Moving Van
15. Small Appliance Repair
16. Mouthwash
17. Automobile
18. L ife Insurance
19. Income Tax Counseling
20. Restaurant Meals
21 . R efrigerator
22. Large Appliance Repair
23. Carpenter-Builder

Services
24. A ir lin es
25. Dry Cleaning
26. Toothpaste
27. Renting an Automobile
28. Resorts
29. H osp ita liza tion

Insurance
30. T ransistor Radio AM/FM

0 .3 8

0 .3 2
0 .00
0 .0 4

-0 .15
0 .12
0 .08
0 .0 7

.0.02
- 0.01
- 0 .1 1
0 .0 3
0 .1 5

0 .4 9
-0.31
- 0.26
-0 .2 3
0.51

-0 .47
-0 .0 9
0 .02
0 .17
0 .12

0 .3 3
0 .06

- 0.12
0 .45
0 .0 7
0 .0 3

-0 .0 9
0.00
0 .0 7
0 .5 9
0 .05
0 .0 9

0 .10 -0 .17
0.00
0.68

- 0 ^ 9
- 0 .22
-0 .08

-0 .43
0.31

0.05
0 .15

-0 .0 3
0.05

-0 .0 4
- 0.12
- 0.21
0 .02
0 .08

- 0 .10
- 0.01
- 0.02

- 0 . 1 2
0.16

-0 .09
0 .47
0 .03
0 .06

-0 .03
0 .08
0.01
0 .2 4

- 0.22
-0 .04

-0 .04
0 .03
0 .0 4
0 .0 8
0.21
0.05

- 0.01
- 0.12

0 .1 1
0 .54

-O S
-0 .17
-0 .18
- 0.10
-0 .03
-0.05
- 0.11
0.20

-0 .13
- 0.11

F a c to r  lo a d in g s  o f  th o se  p ro d u c ts  which meet d e c is io n  r u le s  a re  un d er­
sc o re d .

A pplying th e  d e c is io n  r u le s  s ta t e d  in  C hap ter IV (pp . 92-93) to
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f a c to r  lo a d in g s  a p p e a rin g  in  T ab le  V-5, a t o t a l  o f  n in e te e n  p ro d u c ts  

met th e  c l a s s i f i c a t i o n  c r i t e r i a .  These p ro d u c ts  in c lu d e  e ig h t pure 

goods, fo u r GS com b in a tio n s , and seven p u re  s e r v ic e s ,  as  fo llo w s :

Pure Goods GS C om binations Pure S e rv ic e s

1. E l e c t r i c  can opener 1 . R e s ta u ra n t m eals 1. P h y s ic ia n ’ s s e rv ic e s
2 . Cold m ed ica tio n  2 . A ir l in e s  2. P lu m b er's  s e rv ic e e s
3 . Shampoo 3 . R en tin g  an au to m o b ile  3. L aw yer's s e rv ic e s
i , .  D ress shoes U* H a irc u t & s ty l i n g  U. Banking
5 . Mouthwash 5 . Income ta x  c o u n se lin g
6 . Autom obile 6 . Dry c le a n in g
7 . R e f r ig e r a to r  7 . H o s p i ta l iz a t io n
8 . T o o th p as te  in su ra n c e

A t o t a l  o f  s ix  p ro d u c ts  were s e le c te d  from th e s e  n in e te e n  

p ro d u c ts  (two from each c a te g o ry )  in  o rd e r  to  be in c lu d ed  in  th e  d a ta  

c o l le c t io n  in s tru m e n t o f  th e  s tu d y . These p ro d u c ts  a r e :

Pure goods: c o ld  m ed ica tio n  and r e f r i g e r a t o r .

GS c o m b in a tio n s : r e s ta u r a n t  m eals and au tom ob ile  r e n t a l .

Pure s e r v ic e s : d ry  c le a n in g  and h o s p i t a l i z a t io n  in su ra n c e .

A lo o k  a t  th e  c r i t e r i a  p r e s p e c i f ie d  fo r  p ro d u c t s e le c t io n  

(C hap ter IV, p . 90) e n su re s  t h a t  th e  s ix  p ro d u c ts  s e le c te d  f o r  th e  

s tu d y  meet th e s e  c r i t e r i a  p e r f e c t ly .

B efo re  c lo s in g  t h i s  p a r t  o f  th e  c h a p te r ,  a word should  be sa id  

abou t th e  changes im plem ented on Q u e s tio n n a ire s  A 6 B, based  on th e  

feedback  re c e iv e d  from th e  s u b je c ts  and c o l le a g u e s , and in c o rp o ra te d  

in  th e  s tu d y  q u e s t io n n a ir e .

Q uestionnaire  A

The fo llow ing changes have been made in P a rt  I o f  the  q uestionn ­

a i r e :
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1. A d e f in i t i o n  o f  ta n g ib le  and in ta n g ib le  p ro d u c ts  was added to  th e  

in t ro d u c t io n  s e c t io n  o f  th e  c h a r a c t e r i s t i c  " i n t a n g i b i l i t y . "

2. The two p o le s  o f  most s e rv ic e  c h a r a c t e r i s t i c s  have been r e f in e d  

and r e d e f in e d  in  o rd e r  to  make them more u n d e rs ta n d a b le  by s u b je c t s .

3. The c h a r a c t e r i s t i c  " b u y e r - s u p p lie r  r e la t io n s h ip "  was la b e le d  

" c l i e n t  r e la t io n s h ip "  in  th e  p r e t e s t  q u e s t io n n a ir e .  The l a t t e r  was 

Judged by some p r e t e s t  s u b je c ts  a s  e x p re s s in g  th e  s e rv ic e  f i r m 's  

view . The la b e l  was th en  changed to  th e  c u r r e n t  one to  p o r t r a y  th e  

s i t u a t io n  from a  consum er's  p e r s p e c t iv e .

4. The in t ro d u c t io n s  o f  many s e rv ic e  c h a r a c t e r i s t i c s  s e c t io n s  have been 

m od ified  and s im p l i f ie d .

Q u e s tio n n a ire  B

The fo llo w in g  changes have been made in  P a r t  I I  ( c o n ta in in g  th e

involvement s c a le ) :

1. In th e  p r e t e s t ,  th e  item  e x p re s s in g  th e  commitment d im ension was th e  

o n ly  item  th a t  i s  s ta t e d  in  a re v e r s e  d i r e c t io n  a s  L as to v lck a  and 

G ardner su g g e s te d . F o r exam ple, t h i s  item  was s ta t e d  fo r  shampoo as  

fo llo w s : " I f  my p r e f e r r e d  b rand  o f  shampoo was n o t a v a i la b le  a t  th e  

s to r e ,  i t  would make l i t t l e  5 4 - 3  2 1 b ig  d if f e r e n c e  to  me i f  

I  had to  choose a n o th e r  brand  o f  shampoo."

However, th e  p r e t e s t  proved th a t  s u b je c ts  were confused  abou t 

t h i s  item , and many s u b je c ts  su g g es ted  re p la c in g  th e  p o le s  " l i t t l e "  

and "b ig "  f o r  each o th e r .  The su g g es ted  change was im plem ented fo r  

a l l  th e  s ix  p ro d u c ts  o f  th e  s tu d y .

2 . S in ce  a l l  th e  s c a le  item s were o r ig i n a l l y  su g g es ted  fep  p hysica l  

goods by o th e r  r e s e a r c h e r s ,  th e  w ording o f  th e s e  item s was m odified
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w ith  s e rv ic e s  in  such a  way th a t  makes sense  to  th e  r e a d e r .

Summary

Two d i f f e r e n t  methods o f  p ro d u c t c l a s s i f i c a t i o n  a r e  used w ith  

two indep en d en t samples to  c l a s s i f y  t h i r t y  p ro d u c ts  in to  th r e e  g roups: 

p u re  goods, GS co m b in a tio n s , and pure  s e r v ic e s .

One o f  th e s e  methods r e q u ir e s  re sp o n d en ts  to  r a t e  each p ro d u c t

on a  f iv e - p o in t  b ip o la r  s c a le  w ith in  each o f  s ix  s e rv ic e  c h a r a c t e r i s t i c s .  

T h is  sam ple i s  a l s o  asked  to  d iv id e  one hundred p o in ts  among th e  s ix

c h a r a c t e r i s t i c s  a c c o rd in g  to  t h e i r  im portance in  d e te rm in in g  th e  ty p e

o f  p ro d u c t a s  a good o r  s e r v ic e .  The w eig h ts  a s s ig n e d  to  s e rv ic e  

c h a r a c t e r i s t i c s  by th e  s u b je c ts  a r e  th e n  m u l t ip l ie d  by th e  c h a r a c t e r i s ­

t i c s  r a t i n g s ,  and summed a c ro s s  th e  whole sample to  form an index  sco re  

f o r  each p ro d u c t. A com parison between th e  e m p ir ic a l ly -d e r iv e d  w eigh ts  

o b ta in e d  from t h i s  p r e t e s t  and th o se  a s s ig n e d  s u b je c t iv e ly  by Johnson 

(1969) r e v e a ls  a  g re a t  d i s p a r i t y .

The second method o f  p ro d u c t c l a s s i f i c a t i o n  r e q u ir e s  sm other 

sample to  d i r e c t l y  c l a s s i f y  th e  same t h i r t y  p ro d u c ts  in to  one o f  th e  

th r e e  p ro d u c t groups d e f in e d  above.

The v a l id a t io n  p ro c e d u re , th e n , e n t a i l s  f a c to r  a n a ly z in g  p ro d u c t 

s c o re s ,  o b ta in e d  from th e  two indep en d en t sam ples, s im u lta n e o u s ly  u s in g  

th e  p r in c ip a l  component method w ith  varim ax r o t a t i o n .  S in ce  a co n ce p tu a l 

framework d e f in in g  th r e e  f a c to r s  ( r e p re s e n t in g  th e  th r e e  p ro d u c t groups) 

e x i s t s  a p r i o r i ,  f a c to r  sm a ly s is  i s  c o n s id e re d  an a p p ro p r ia te  v a l id a t io n  

p ro ced u re .



121

E ig h t p u re  goods, fo u r GS co m b in a tio n s , and seven pure  s e rv ic e s  

meet th e  c r i t e r i a  e s ta b l i s h e d  f o r  th e  v a l id a t io n  p ro c e d u re . Among th e se  

p ro d u c ts , two a r e  s e le c te d  from each c a te g o ry  to  be in c lu d ed  in  th e  d a ta  

c o l le c t io n  in s tru m e n t o f  th e  s tu d y . These a r e  co ld  m ed ica tion  and r e f r i ­

g e ra to r  (a s  p u re  goods), r e s t a u r a n t  m eals and au to m o b ile  r e n t a l  ( a s  GS 

co m b in a tio n s), and d ry  c le a n in g  and h o s p i t a l i z a t io n  in su ra n c e  (a s  pu re  

s e r v ic e s ) .  These p ro d u c ts  p e r f e c t ly  m atch th e  c r i t e r i a  e s ta b l is h e d  in  

C hapter IV f o r  p ro d u c t s e le c t io n .

R e l i a b i l i t y  and V a l id i ty  T ea ts  

o f  th e  Involvem ent S ca le

In  th e  fo llo w in g  s e c t io n s ,  th e  r e s u l t s  o f  th e  r e l i a b i l i t y  t e s t s  

a r e  p re se n te d  f i r s t ,  fo llo w ed  by th o se  o f  th e  v a l i d i t y  t e s t s .

R e l i a b i l i t y  T e s ts

A s e r i e s  o f  r e l i a b i l i t y  t e s t s  w ere perform ed on th e  f iv e - i te m  

involvem ent s c a le  su g g es ted  b e fo re .  The t e s t s  were re p e a te d  th r e e  tim es  

in  ev ery  s te p ,  once w ith  a  p u re  good (sham poo), a n o th e r  tim e w ith  a GS 

com bination  (au to  r e p a i r ) ,  and a  t h i r d  tim e w ith  a  p u re  s e rv ic e  ( l i f e  

in s u ra n c e ) .  The p u rpose  was to  re a c h  a  s c a le  t h a t  i s  h ig h ly  r e l i a b l e  

a c ro s s  th e  th r e e  p ro d u c t ty p e s .

The fo llo w in g  i s  an example o f  th e  f iv e - i te m  s c a le  which th e  

r e l i a b i l i t y  t e s t s  s t a r t e d  w ith :

1. I  r a t e  shampoo a s  b e in g  o f  th e  h ig h e s t  5 U 3 2 1 low est
im portance to  me p e r s o n a l ly .  (The n o rm ativ e  im portance d im en sio n ).
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2 . I f  my p re f e r r e d  brand  o f  shampoo was n o t a v a i la b le  a t  th e  s to r e ,  i t  
would make a l i t t l e  5 4 3 2 1 b ig  d if f e r e n c e  to  me i f  I  had
to  choose a n o th e r  brand o f  shampoo. (The commitment d im en sio n ).

3. I t  ta k e s  me a lo n g  5 4 3 2 1 s h o r t  tim e to  consume a s in g le
b o t t l e  o f  shampoo. (The tim e d im en sio n ).

4 . Shampoo i s  a  complex 5 4 3 2 1 sim ple p ro d u c t. (The p ro d u c t
co m plex ity  d im en sio n ).

5. O v e ra ll ,  th e  c o s ts  o f  a  bad ch o ice  o f  a brand o f  shampoo a r e  so 
h igh  5 4 3 2 1 so low . (The c o s t  d im ension ).

Each s c a le  item  i s  s ta t e d  such th a t  th e  s c o re  "1" r e p re s e n ts  

low invo lvem en t, and th e  sc o re  "5" r e p re s e n ts  h igh  involvem ent excep t 

th e  second item  e x p re s s in g  th e  commitment d im ension . T his item  i s  

re v e rs e d , and i t s  sc o re  was a ls o  re v e rs e d  when d a ta  was p ro c e sse d . As 

ex p la in ed  in  th e  p re v io u s  s e c t io n ,  t h i s  item  was m od ified  in  th e  f in a l  

q u e s t io n n a ire  by in te rc h a n g in g  th e  s c a le  anchors w ith  each o th e r .

T ab les  V -6, V -7 , and V-8 d is p la y  th e  mean sc o re s  and s ta n d a rd  d e v ia t io n s  

o f  th e  f iv e  item s f o r  th e  th r e e  p ro d u c ts .

TABLE V-6

MEANS AND STANDARD DEVIATIONS 

FIVE-ITEM INVOLVEMENT SCALE -  SHAMPOO

Item Mean SD

1. N orm ative Im portance 3 .17 1 .19
2 . Commitment 2 .64 1.47
3 . Time 2.97 1.17
4. P roduct C om plexity 2 .32 1 .33
5 . Cost 2 .47 1 .24

Grand Mean 2.65
N = 59
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TABLE V-7

MEANS AND STANDARD DEVIATIONS 

FIVE-ITEM INVOLVEMENT SCALE -  AUTO REPAIR

Item Mean SD

1. N orm ative Im portance 3.65 1 .18
2 . Commitment 3.93 1.16
3 . Time 3.50 0.91
4 . P roduct Com plexity 4 .30 0.77
5 . Cost 3.91 ■ 1.26

Grand Mean 3 .83
N = 54

TABLE V-8

MEANS AND STANDARD DEVIATIONS 

FIVE-ITEM INVOLVEMENT SCALE -  LIFE INSURANCE

Item Mean SD

1. N orm ative Im portance 3.29 1.19
2 . Commitment 3.47 1 .03
3. Time 3.41 1.20
4 . P roduct C om plexity 3.88 1 .0 °
5 . Cost 3 .69 1.21

Grand Mean 
N * 51

T h e  r e l i a b i l i t y  t e s t e  f o c u s e d  or. t h e  i n t e r n a l  c a n s  

t h e  s c a l e ,  a n d  i n c l u d e d  C o e f f i c i e n t  A l p h a ,  S p e a r r a n - S r c v r . ,  

s p l i t - h a l f  c o e f f i c i e n t s .



C o e f f ic ie n t  Alpha

C o e f f ic ie n t  Alpha was f i r s t  c a lc u la te d  fo r  a l l  th e  f iv e  item s 

w ith  each o f  th e  th r e e  p ro d u c ts . The C o e f f ic ie n t ’ s v a lu e  wa3 0 .6 4  

fo r  shampoo, 0 .6 3  fo r  au to  r e p a i r ,  and 0 .5 6  fo r  l i f e  in su ra n c e . The 

a n a ly s i s  in d ic a te d  t h a t  th e  C o e f f ic ie n t ’ s v a lu e  m ight improve i f  

c e r t a in  item s w ere d e le te d  from th e  s c a le .  For bo th  shampoo and au to  

r e p a i r ,  th e  a n a ly s i s  in d ic a te d  th a t  Alpha should  im prove i f  th e  tim e 

dim ension was d e le te d .  However, f o r  l i f e  in su ra n c e , Alpha would 

in c re a s e  i f  th e  no rm ativ e  im portance item  was d e le te d .

Based on th e s e  r e s u l t s ,  bo th  th e  no rm ative  im portance and th e  

tim e item s were d e le te d  from th e  s c a le ,  and th e  C o e f f ic ie n t ’ s v a lu e  

was c a lc u la te d  fo r  th e  th r e e  rem ain ing  ite m s . The r e s u l t s  showed an 

improvement in  th e  C o e f f i c i e n t 's  v a lu e  f o r  bo th  shampoo and a u to  r e p a i r  

which became 0 .6 9  and 0 .7 6  r e s p e c t iv e ly .  However, th e  C o e f f i c i e n t 's  

v a lu e  fo r  l i f e  in su ra n c e  d e c lin e d  to  0 .5 3 .

In  l i g h t  o f  th e s e  f in d in g s ,  i t  was determ ined  to  r e c a lc u la te  

th e  Alpha v a lu e  a f t e r  r e t a in in g  th e  no rm ative  im portance dim ension 

and d e l e t in g  th e  tim e dim ension o n ly . W ith a fo u r- ite m  s c a le  now, 

th e  C o e f f i c i e n t 's  v a lu e  became 0 .7 8  and 0 .74  fo r  shampoo and au to  

r e p a i r  r e s p e c t iv e ly ,  b u t d e c lin e d  a g a in  to  0 .42  fo r  l i f e  in s u ra n c e .

The f in d in g s  so f a r  in d ic a te  a m ajor improvement in  th e  

C o e f f i c i e n t 's  v a lu e  f o r  two o f  th r e e  p r e t e s t  p ro d u c ts . Thus, i t  i s  

d e term ined  th a t  th e  fo u r- ite m  s c a le  be a d m in is te re d  to  th e  main 

sample d e s p i te  th e  low v a lu e  o f  th e  C o e f f ic ie n t  in  th e  ca se  o f  l i f e
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in s u ra n c e . I t  i s  b e l ie v e d  th a t  th e  C o e f f i c i e n t 's  v a lu e , when c a lc u la te d  

fo r  pu re  s e rv ic e s  w ith  th e  s tu d y  s u b je c t s ,  would be much h ig h e r  than  

t h a t  o b ta in e d  from th e  p r e t e s t  sam ple. The main rea so n  i s  t h a t  th e  

p r e t e s t  s u b je c ts  a re  c o l le g e  s tu d e n ts .  These s u b je c ts  a r e  n o t h ig h ly  

concerned  o r  ex p e rien ced  w ith  l i f e  in su ra n c e , p e r  s e . T h is  i s  ev idenced  

by th e  d e c l in in g  number o f  re sp o n d e n ts  who com pleted th e  l i f e  in su ra n c e  

s c a le  (51 o f  60 s u b je c t s ) .

In a d d i t io n ,  l i f e  in su ra n c e  i s  p ro b ab ly  one o f  th e  c o n t ro v e r s ia l  

and n o t - v e r y - s a t i s f y in g  s e rv ic e s  among consum ers. Thus, p r e t e s t  re sp o n ­

ses  to  th e  s c a le  item s may n o t be c o n s is te n t  w ith  each o th e r ,  and th a t  

i s  e x a c t ly  what C o e f f ic ie n t  Alpha m easures} a s c a l e 's  i n t e r n a l  c o n s i s t ­

ency . A t e s t  o f  t h i s  assum ption  was a c t u a l l y  perfo rm ed . A f te r  c o l le c t in g  

th e  d a ta  o f  th e  main s tu d y , C o e f f ic ie n t  Alpha was c a lc u la te d  on th e  

whole s tu d y  sam ple (N * 326) f o r  th e  two p u re  s e rv ic e s  used  in  th e  s tu d y . 

The C o e f f i c i e n t 's  v a lu e  was 0 .8 0  fo r  d ry  c le a n in g  and 0 .8 3  fo r  h o s p i ta ­

l i z a t i o n  in s u ra n c e .

T h e re fo re , i t  i s  concluded th a t  th e  fo u r - ite m  involvem ent s c a le  

e x h ib i t s  a h ig h  d eg ree  o f  r e l i a b i l i t y  in  te rm s o f  i t s  in t e r n a l  c o n s is te n c y .

S p l i t - H a l f  R e l i a b i l i t y

In a s e r i e s  o f  p ro ced u res  s im i la r  to  th o se  used  in  m easuring  

C o e f f ic ie n t  A lpha, s p l i t - h a l f  r e l i a b i l i t y  t e s t s  were perform ed 

s t a r t i n g  w ith  th e  f iv e - i te m  s c a le .  The r e s u l t s  o f  th e  f i r s t  t e s t  in  th e  

s e r i e s  ap p ea r in  T ab le V-9.
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TABLE V-9

SPLIT-HALF RELIABILITY 
FIVE-ITEM INVOLVEMENT SCALE*,b

S p l i t - H a l f  C o e f f ic ie n ts Shampoo Auto
R e p a ir

L ife
In su ran ce

C o r re la t io n  between H alves 0 .5 6 0 .5 9 0.41
E qual-L eng th  Spearman-Brown 0.71 0 .7 4 0 .5 9
U nequal-L ength  Spearman-Brown 0 .7 2 0.75 0 .5 9
Guttman S p l i t - H a l f 0.71 0 .73 0 .5 8

* T hree item s a r e  in  th e  f i r s t  h a l f ,  and two item s a re  
in  th e  second h a l f .

h
N * 49

I t  shou ld  be n o ted  t h a t  th e  mere c o r r e l a t i o n  between h a lv e s  

u n d e re s tim a te s  th e  r e l i a b i l i t y  v a lu e  o f  th e  s c a le  b ecause  i t  o n ly  

m easures th e  r e l i a b i l i t y  f o r  each h a l f  r a th e r  than  th e  t o t a l  item s 

o f  th e  s c a le .  O ther c o e f f i c i e n t s  such a s  th e  Spearman-Brown 

c o r r e c t io n  c o e f f i c i e n t  m easures th e  r e l i a b i l i t y  o f  th e  whole s c a le  

more a c c u r a te ly  (Carmine and Z e l le r  1979). Thus, th e  l a t t e r  s c a le  

shou ld  be used in  ju d g in g  s p l i t - h a l f  r e l i a b i l i t y  r a th e r  th an  th e  

mere c o r r e l a t i o n  between h a lv e s .

Based on th e  same r a t i o n a le  e x p la in e d  in  th e  p re v io u s  s e c t io n ,  

th e  s p l i t - h a l f  r e l i a b i l i t y  c o e f f i c i e n t s  were c a lc u la te d  ag a in  a f t e r  

d e le t in g  th e  n o rm ativ e  im portance and tim e  d im en sio n s. The r e s u l t s  

in d ic a te d  an improvement in  each o f  th e  fo u r  c o e f f i c i e n t s  m entioned 

in  T ab le V-9. The t e s t  r e s u l t s  o b ta in e d  from th e  th r e e - i te m  s c a le  

ap p ea r in  T ab le V -10.
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TABLE 7-10

SPLIT-HALF RELIABILITY 
THREE-ITEM nVOLVEMEHT SCALEa ,b

S p l i t -H a l f  C o e f f ic ie n ts Shampoo Auto
Repair

Life
Insurance

C o rre la t io n  between Halves 0.61 0.69 0.45
Equal-Length Spearman-Brown 0.75 0.82 0.62
Unequal-Length Spearman-Brown 0.77 0.33 0.64
Outtman S p l i t -H a l f 0.67 0.80 0.61

a Two items a re  in the  f i r s t  h a l f ,  and one item is  ir. 
the  second h a l f .

b N = 50

The nex t s tep  involved r e ta in in g  the  normative importance 

dimension, and d e le t in g  the  time dimension only. A fte r  r e c a lc u la t in g  

the  s p l i t - h a l f  c o e f f i c i e n t s  with the  four-i tem  s c a le ,  the  c o e f f i c i e n t  

values fo r  shampoo and auto r e p a i r  were almost the  same as those 

obtained from th e  th re e - i te m  s c a le .  However, c o e f f i c i e n t  values fo r 

l i f e  insurance declined  in such a way s im i la r  to  th a t  encountered 

with C o e f f ic ie n t  Alpha. The r e l i a b i l i t y  c o e f f ic ie n t  values o f  the  

four-item  sca le  a re  d isp layed  in Table 7-11.

To confirm the  conclusion reached a t  the  end o f  the  C o e f f ic ien t  

Alpha t e s t  s e r i e s ,  s p l i t - h a l f  c o e f f i c i e n t s  a re  c a lc u la te d  fo r  th e  two 

pure se rv ice s  (dry  c lean ing  and h o s p i t a l i z a t io n  insurance) o f  the  

study fo r  the  whole sample. As Table 7-12 in d ic a te s ,  Spearman-Brown 

c o e f f i c i e n t  i s  0.79 fo r  dry c lean ing  and 0.30 fo r  h o s p i ta l i z a t io n  

insu rance . These r e s u l t s  do confirm the  conclusion reached befo re .

The four-item  involvement sca le  does not only e x h ib i t  a high value
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o f  C o e f f ic ie n t  Alpha fo r  th e  th r e e  ty p e s  o f  p ro d u c ts , bu t i t  a ls o  

r e f l e c t s  a h ig h  d eg ree  o f  s p l i t - h a l f  r e l i a b i l i t y .

TABLE V-11

SPLIT-HALF RELIABILITY 

FOUR-ITEM INVOLVEMENT SCALE&,b

S p l i t - H a l f  C o e f f ic ie n t Shampoo Auto
R ep a ir

L ife
In su ran ce

C o r re la t io n  between H alves 
E qual-L eng th  Spearman-Brown 
U nequal-L ength  Spearman-Brown 
Guttman S p l i t - H a l f

0.61
0 .76
0 .7 6
0 .7 6

0.65
0 .79
0 .79
0 .78

0.16
0 .28
0 .28
0 .28

a Two item s a r e  in  each h a l f .  

b N * 50

TABLE V-12

SPLIT-HALF RELIABILITY
FOUR-INVOLVEMENT SCALE -  PURE SERVICES

S p l i t - H a l f  C o e f f ic ie n ts Dry
C lean in g

H o s p i ta l iz a t io n
In su ran ce

C o r re la t io n  between H alves 
E qual-L eng th  Spearman-Brown 
U nequal-L ength  Spearman-Brown 
Guttman S p l i t - H a l f

0 .66
0 .7 9
0 .7 9
0 .7 9

0 .67
0 .80
0 .8 0
0 .80

* N - 3 U
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V a l id i ty  T e s ts

K e r lin g e r  (19 7 3 ), among o th e r  r e s e a r c h e r s ,  su g g e s ts  th r e e  

methods fo r  c o n s tru c t  v a l id a t io n .  These a r e :  a ) c o r r e l a t i n g  s c a le

item s w ith  t o t a l  s c a le  s c o re ,  b) f a c to r  a n a ly s i s ,  and c) c o r r e l a t i n g  

th e  m easure w ith  o th e r  m easu res. These th r e e  ap p roaches a r e  used in  

v a l id a t in g  th e  involvem ent s c a le .

I tem -T o ta l C o r re la t io n s

T his p ro ced u re  m easured th e  c o r r e l a t i o n  between th e  sc o re  o f  

each item  and th e  t o t a l  s c o re  o f  a l l  s c a le  ite m s . Pearson p ro d u c t-  

moment c o r r e la t io n  c o e f f i c i e n t  was f i r s t  c a lc u la te d  fo r  th e  f iv e - i te m  

s c a le .  As T ab le  V-13 in d i c a te s ,  th e  c o r r e l a t i o n  c o e f f i c i e n t s  f o r  a l l  

item s range  betw een 0.4.1 and 0 .8 3  and s i g n i f i c a n t l y  d i f f e r  from zero 

a t  p < 0 .0 0 1 ,  ex cep t th e  tim e item  whose c o r r e l a t i o n  w ith  th e  t o t a l  

s c o re  i s  low w ith  shampoo and au to  r e p a i r .

TABLE V -13

ITEM-TOTAL CORRELATIONS 

FIVE-ITEM INVOLVEMENT SCALE

Item Shampoo Auto
R ep a ir

L ife
In su ran ce

1. N orm ative Im portance 0 .7 3 a 0.62® 0.41 a
2 . Commitment 0.78® 0.81 ® 0.57®
3. Time 0 .2 5 ° 0.21 c 0.70®
4. P roduct C om plexity 0 .8 0 a 0 .6 3 a 0.57®
5. C ost 0.72® 0 .8 3 a 0.67®

N 59 54 53

. p < 0 .0 0 1
I P  < 0 .0 5
c p < 0 .1 0
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These r e s u l t s  c a l le d  s tro n g ly  f o r  d e le t in g  th e  tim e dim ension 

from th e  s c a le .  The fo u r  item  s c a le  produced h ig h e r c o r r e la t io n s  than  

th o s e  o b ta in e d  from th e  f iv e - i te m  s c a le .  As shown in  T ab le  V-14, a l l  

c o r r e l a t i o n s  a r e  s i g n i f i c a n t l y  d i f f e r e n t  from zero a t  p <  0 .00001 .

TABLE V-14

ITEM-TOTAL CORRELATIONS 

FOUR-ITEM INVOLVEMENT SCALE

Item Shampoo Auto
R ep a ir

L ife
In su ran ce

1. N orm ative Im portance 0 .7 9 * 0 .6 8 * 0.49®
2. Commitment 0 .8 2 * 0 .8 2 * 0 .6 3 *
3. P ro d u c t C om plexity 0 .7 6 * 0 .6 3 * 0.54®
4. C ost 0 .7 9 * 0 .8 5 * 0 .6 9 *

* p <  0.00001

F a c to r  A n a ly s is

A o n e - f a c to r  s o lu t io n  was f i r s t  perform ed u s in g  th e  SPSS 

P r in c ip a l  F a c to r  method. The f a c to r  lo a d in g s  o b ta in e d  were h ig h  and 

p o s i t iv e  fo r  a l l  f iv e  item s excep t th e  tim e  item  in  th e  ca se  o f  

b o th  shampoo and au to  r e p a i r ,  where lo a d in g s  were v ery  low and n e g a t iv e ,  

and th e  n o rm ativ e  im portance item  in  th e  c a se  o f  l i f e  in su ra n c e , 

where f a c to r  lo a d in g  was low bu t p o s i t i v e .  (See T ab le V -15).

When th e s e  r e s u l t s  w ere a n a ly z e d , th e y  were found to  be s im i la r  

to  th o se  o b ta in e d  in  th e  i n i t i a l  s ta g e s  o f  th e  r e l i a b i l i t y  t e s t s .  Thus, 

th e  o n e - fa c to r  s o lu tio n  was re p e a te d  a f t e r  d e le t in g  b o th  th e  tim e and 

no rm ative  im portance ite m s . F a c to r  lo a d in g s  o f  th e  th re e - i te m  s c a le
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TABLE V-15

FIVE-ITEM FACTOR LOADINGS 

PRINCIPAL FACTOR METHOD

Auto L ife  
R e p a ir  In su ran c

1. N orm ative Im portance0 .72 0 .4 6 0 .0 4
2. Commitment 0 .7 3 0 .7 6 0 .3 2
3. Time -0 .0 5 -0 .0 4 0 .6 9
U* P roduct C om plexity  0 .6 7 0 .5 4 0 .6 4
5 . C ost 0 .71 0 .8 5 0.61

TABLE V-16

THREE-ITEM FACTOR LOADINGS 

FRINCIPAL FACTOR- METHOD

Item Shampoo Auto
R ep a ir

L ife
In su ran ce

1 . Commitment 0 .6 8 0 .7 4 0 .3 5
2 . P roduct C om plexity 0 .61 0 .5 5 0 .41
3. Cost 0 .8 3 0 .8 6 0 .8 7

a re  e x h ib ite d  in  T able V-16. Dimension lo a d in g s  a r e  h igh  on th e  th r e e  

p ro d u c ts  ex cep t commitment on l i f e  in s u ra n c e . These r e s u l t s ,  in  

g en e ra l, im ply  t h a t  th e  th r e e  d im ensions b e long  to  th e  involvem ent 

c o n s tr u c t .

However, more t e s t s  were needed to  ensu re  th a t  none o f  th e  two 

o th e r  d im ensions (no rm ative  im portance and tim e) be lo n g s to  a n o th e r  

f a c t o r .  T h e re fo re , th e  Maximum L ik e lih o o d  F a c to r  method was employed 

u s in g  SAS com puter package, to  t e s t  t h i s  assum ption . A s e r ie s  o f  t e s t s



have been performed on th ree ,  f i v e ,  ar.d four items resp ectiv e !;- .

a n a ly s is  p rocedure, the  f i r s t  Maximum Likelihood (ML) fa c to r  a n a ly s is  

involved th re e  dimensions ( commitment, product complexity, and c o s t ) .  

The SAS computer package allow s fo r  t e s t i n g  the  goodness o f  f i t  o f  the  

sca le  items to  one o r  more f a c to r s  through two Chi-Square t e s t s .  The 

f i r s t  Chi-Square t e s t  s e t s  the  following n u l l  (H0 ) and a l t e r n a t iv e  (H^) 

hypotheses:

H0 : There a re  no common fa c to r s  among the  items.

H T h e r e  i s  a t  l e a s t  one common fa c to r  among the  items.

The second Chi-Square t e s t  i s  performed when the n u l l  hypothesis  o f  the  

f i r s t  t e s t  i s  not accep ted . I t s  hypotheses s t a t e  t h a t :

H0 s One f a c to r  i s  s u f f i c i e n t .

H M o r e  f a c to r s  a re  needed.

values fo r  th e  th re e  products  were s ig n i f i c a n t .  There i s  a t  l e a s t  one

common f a c to r  among th e  th re e  items. Table V-17 d isp lay s  X*' values and 

t h e i r  l e v e l  o f  s ig n i f ic a n c e . .

TABLE V-17 

CHI-SQUARE TESTS CF HO CCMMCN FACTORS

B uild ing  on the  r e s u l t s  obta ined  from the  P r in c ip a l  Fac to r

2
In th e  f i r s t  t e s t  involv ing  the  th re e  items, a l l  Chi-Square (X )

Product o

Shampoo 
Auto Repair 
L ife  Insurance
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P roceed ing  to  th e  second t e s t ,  th e  C h i-S quare v a lu es  o b ta in e d  

fo r  th e  th r e e  p ro d u c ts  were a l l  z e ro s . In a d d i t io n ,  th re e  item s were 

co n s id e re d  to o  few fo r  an involvem ent s c a le  p a r t i c u l a r l y  t h a t  one o f  

th e  two o th e r  item s had h igh  r e l i a b i l i t y .  Thus, i t  was de term ined  to  

r e c a lc u la te  f a c to r  lo a d in g s  f i r s t  f o r  a l l  f iv e  item s u s in g  th e  Maximum 

L ik e lih o o d  method w ith  a o n e - f a c to r  s o lu t io n .  T his p ro ced u re  was 

n e c e ssa ry  to  e v a lu a te  th e  two o th e r  ite m s , e s p e c ia l ly  tim e which had 

v e ry  low lo a d in g s  on two o f  th e  th r e e  p ro d u c ts  w ith  th e  P r in c ip a l  

F a c to r  method.

A M aximum-Likelihood o n e - fa c to r  s o lu t io n  was run w ith  th e  f iv e  

item s on each o f  th e  th re e  p ro d u c ts  s e p a ra te ly .  Once ag a in , th e  tim e 

dim ension had a v e ry  low and n e g a t iv e  lo a d in g  on shampoo, bu t h ig h  and 

p o s i t iv e  lo a d in g s  on th e  two o th e r  p ro d u c ts . The f a c to r  lo a d in g s  

a re  p re s e n te d  in  T ab le  V-18.

TABLE V-18

FIVE-ITEM FACTOR LOADINGS 

MAXIMUM LIKELIHOOD METHOD

Item Shampoo Auto
R ep a ir

L ife
In su ran ce

1 . N orm ative Im portance 0 .72 0.75 0.59
2 . Commitment o. iu 0.89 0.72
3. Time -0 .0 7 0.63 0.78
L .  P roduct C om plexity 0.65 0.87 0.79
5. C ost 0 .72 0.88 0 .72

The f i r s t  C h i-S quare t e s t  y ie ld e d  s ig n i f i c a n t  v a lu es  a t  th e  

.0001 le v e l  f o r  a l l  th r e e  p ro d u c ts , which means th a t  th e re  i s  a t  l e a s t
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one common f a c to r  among th e  f iv e  ite m s . However, th e  second t e s t  d id  no t 

y ie ld  c o n s is te n t  r e s u l t s  f o r  a l l  th r e e  p ro d u c ts . The r e s u l t s  o f  th e se  

two t e s t s  a r e  d is p la y e d  in  T ab les  V-19 and V-20.

TABLE V-19

CHI-SQUARE TESTS OF NO COMMON FACTORS 

FIVE-ITEM SCALE

Product x2 d . f . P

Shampoo 76.13 10 .0001
Auto R ep a ir 185.97 10 .0001
L ife  In su ran ce 109.58 10 .0001

CHI-SQUARE TESTS

TABLE V-20

OF THE SUFFICIENCY 

FIVE-ITEM SCALE

OF ONE FACTOR

Product x2 d . f . P

Shampoo 9.69 5 .08
Auto R ep a ir 7 .77 5 .17
L ife  In su ran ce 4 .78 5 .44

The d e c is io n  , th e n , was made to  d e le te  th e  item  d e a lin g  w ith  

tim e and r e p e a t  th e  M aximum-Likelihood o n e - fa c to r  s o lu tio n  on th e  

rem ain in g  fo u r ite m s . The r e s u l t s  o b ta in e d  from th e  two t e s t s  confirm ed 

th e  convergence o f  th e  fo u r item s to  o n ly  one f a c to r  fo r  th e  th r e e  

p ro d u c ts , and th a t  one f a c to r  was o n ly  needed. Squared can n o n ica l c o r r e ­

l a t i o n s  among th e  fo u r item s were 0 .3 1 , 0 .9 2 , and 0.31 fo r  shampoo, au to
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r e p a i r ,  and l i f e  in su ra n c e  r e p e c t iv e ly .  F a c to r  lo a d in g s , C hi-Square 

v a lu es  o f  th e  f i r s t  t e s t ,  C h i-Square v a lu e s  o f  th e  second t e s t ,  and 

t h e i r  l e v e l  o f  s ig n if ic a n c e  a r e  p ro v id ed  in  T ab les V -21, V-22, and

V-23.

TABLE V-21

FOUR-ITEM FACTOR LOADINGS 

MAXIMUM LIKELIHOOD METHOD

Item  Shampoo Auto
R ep a ir

L ife
In su ran ce

1 . N orm ative Im portance 0.72 0.75 0.61
2 . Commitment 0 .74 0 .89 0.72
3. P ro d u c t C om plexity  0.65 0.85 0.76
4. C ost 0.72 0 .90 0.74

TABLE V-22

CHI-SQUARE TESTS OF NO COMMON FACTORS

FOUR-ITEM SCALE

P roduct X2 d . f . p

Shampoo 69 .77 6 .0001
Auto R ep a ir  155.15 6 .0001
L ife  In su ran ce  71 .09 6 .0001

TABLE V-23

CHI-SQUARE TESTS CF THE SUFFICIENCY OF ONE FACTOR

FOUR-ITEM SCALE

P roduct X2 d . f . P

Shampoo 3.26 2 .20
Auto R ep a ir 0 .45 2 .30
L ife  In su ran ce 3.53 2 .17
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C o rre la t in g  th e  Scale  with Another Measure

A one-question  m anipulation check was given to the  p r e te s t  

respondents as a second measure o f  involvement. An example o f  t h i s

measure with th e  product shampoo fo llow s:

"When I  consider buying shampoo, I  give i t  more 5 4 3 2 1 l e s s

thought and concern before  I buy i t . "

• Pearson product-moment c o r r e la t io n  c o e f f i c i e n t s  were c a lc u la te d  

between the  score o f  the  one-question  measure and the  t o t a l  score  o f  

the  th re e -  and four-item  s c a le s  fo r  a l l  th re e  p roducts .  The r e s u l t s  

in d ic a te  th a t  c o r r e la t io n s  with the  four-item  sc a le s  a re  h igher and 

more s ig n i f i c a n t  than those  with th e  th re e - i te m  sca le s  as evidenced by 

Table V-24.

TABLE V-24

CORRELATIONS BETWEEN THE INVOLVEMENT SCALE 
AND A ONE-QUESTION MEASURE

Product 3-Item
Scale D 4 - Item 

Scale P

aonampoo 0.67 .0001 0.70 .0001
Auto Recair 0.40 .001 0.51 .0001
L ife  Insurance 0.22 .06 0.29 .02

I  U = 59 
? U = 54 
'  N = 53



137

Summary

A s e r i e s  o f  r e l i a b i l i t y  and v a l i d i t y  t e s t s  is . perform ed on 

th e  f iv e - i te m  involvem ent s c a le  su g g es ted  in  C hap ter IV. R e l i a b i l i t y  

t e s t s  fo cu s on th e  i n t e r n a l  c o n s is te n c y  o f  th e  s c a le  and in c lu d e  

C o e f f ic ie n t  Alpha and o th e r  s p l i t - h a l f  t e s t s  such a s  Spearman-Brown, 

and G uttm an.

V a l id i ty  t e s t s  c o n s i s t  o f  c o r r e l a t i n g  each item  o f  th e  s c a le  

w ith  t o t a l  s c a le  s c o re ,  p e rfo rm in g  o n e - f a c to r  s o lu t io n  f a c to r  a n a ly s is  

(u s in g  b o th  th e  P r in c ip a l  F a c to r  method and th e  Maximum L ik e lih o o d  

m ethod), and c o r r e l a t i n g  th e  s c a le  w ith  a n o th e r  o n e -q u e s tio n  in v o lv e ­

ment m easure.

The ev id en ce  o b ta in e d  from th e  t e s t s  o u t l in e d  above in d ic a te s  

t h a t  th e  fo u r  item s in c lu d in g  no rm ative  im portance , commitment, p ro d u c t 

com p lex ity , and o v e r a l l  c o s t  r e p re s e n t  a  fo u r-d im e n sio n a l c o n s tru c t  o f  

p ro d u c t invo lv em en t.

The fo u r - ite m  s c a le  i s  t e s t e d  a c ro s s  th e  th r e e  ty p e s  o f  p ro d u c ts ,

pu re  goods, GS co m b in a tio n s , and p u re  s e r v ic e s ,  a s  re p re s e n td  by shampoo,

au to  r e p a i r ,  and l i f e  in su ra n c e  r e s p e c t iv e ly ,  and r e f l e c t  a f a i r l y  

h igh  deg ree  o f  r e l i a b i l i t y  and v a l i d i t y .

The h ig h  v a lu e s  o f  th e  c o e f f i c i e n t s  o b ta in e d  th rough  th e  d i f f e ­

r e n t  t e s t s  and t h e i r  h ig h  s t a t i s t i c a l  s ig n if ic a n c e  e s t a b l i s h  th e  r e l i a ­

b i l i t y  and v a l i d i t y  o f  th e  fo u r - ite m  s c a le  which i s  used in  th e  d a ta  

c o l le c t io n  in s tru m e n t o f  th e  s tu d y .
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S e le c t in g  th e  E va lua tive  C r i t e r i a

The purpose o f  t h i s  p r e t e s t  i s  to a s s i s t  in s e le c t in g  the  

e v a lu a tiv e  c r i t e r i a  which w i l l  be used in  the  data  c o l le c t io n  i n s t r u ­

ment. To achieve t h i s  goal, th e  perceived  importance o f  f i f t e e n  eva l­

u a t iv e  c r i t e r i a  were examined ac ro ss  f i f t e e n  d i f f e r e n t  s e rv ic e s .  The 

p r e te s t  was undertaken with n inety-tw o graduate and undergraduate 

business  s tu d e n ts ,  o th e r  than those  used with th e  o th e r  p r e t e s t s ,  u s ing  

a s e lf -a d m in is te red  q u e s t io n n a ire .

The f i f t e e n  ev a lu a t iv e  c r i t e r i a  were s e le c te d  fo r  t h i s  p r e te s t  

a f t e r  ex tens ive  review o f  the  s e rv ic e  l i t e r a t u r e .  The l i s t i n g  o f  these  

c r i t e r i a ,  th e  mean importance sco res ,  and the  s e rv ice s  te s t e d  a re  rep o r­

ted  in  Table V-25. The perce ived  importance was measured on a f iv e -  

po in t s c a le  (1 = not a t  a l l  im portan t, 5 = extremely im portan t) .

Table V-25 in d ic a te s  t h a t  su b je c ts  pe rce ive  eleven c r i t e r i a  as 

h igh ly  im portant (with a mean score  over 3 .0) across  the  f i f t e e n  s e r v i ­

ces . These c r i t e r i a  a re  wide range o f  s e rv ic e s ,  recommendations by 

f r ie n d s ,  open weekends and evevnings, rep u ta tio n /im ag e , handling comp­

l a i n t s ,  ease o f  o b ta in in g  s e rv ic e s ,  bus iness  experience of p ro v id e r ,  

lo c a t io n  convenience, promptness o f  s e rv ic e ,  p r ic e ,  and cou rtesy  o f  

employees.

The t a b le  a lso  shows th a t  respondents pe rce ive  the  c r i t e r i o n  

"extending c r e d i t "  as n e i th e r  important nor unimportant (with a mean 

score o f  3 .C ). F in a l ly ,  th e  ta b le  demonstrates th a t  th re e  c r i t e r i a  

a re  perceived  as l e s s  im portant (with a mean score below 3 .3 ) .  These
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Banks 4 .3 4 .6 4.0 3.4 3 .4 4 .2 4.5 4 .7 4 .6 4.3 4 .7 4 .6 4.1 2 .9 4.7
A ir lin es 3 .8 3 .9 2 .8 3 .6 3.8 4 .6 4 .6 4 .6 4.4 4.2 3 .6 4.3 4 .6 3 .2 4 .7
Insurance 4.1 3.3 3 .8 2 .4 3 .9 2 .7 4 .4 4.4 3 .8 4.4 3 .3 3 .9 4 .4 2 .6 4.6
Auto Service 4 .0 3.5 3.8 3 .6 4 .6 4 .4 4.5 4.5 4 .3 4.2 4 .3 4.5 4 .6 1 .8 4.2
H otels/M otels 3.9 3.8 3.1 4.4 4 .3 4 .9 4.5 4.4 4 .4 3 .6 4.1 4 .0 4 .4 4 .4 4.8
Dry Cleaning/Laundry 3.2 2 .0 2 .8 2 .5 3.4 3 .7 3.5 3.8 3 .6 2 .9 4 .0 4 .0 3 .9 2 .0 3.8
Plumbing 3.3 2 .5 2 .6 1.5 3 .8 3 .8 3 .7 4 .0 3 .9 3.4 3 .0 4.1 4 .2 1 .6 3.7
Photo Processing 3.0 2 .0 2.1 1.9 3.1 2 .6 3.2 3.5 3.1 2 .7 3.1 3.5 3 .4 2.1 3.5
Recreation (R esorts) 4 .4 3.8 3.4 4.4 4 .4 4 .8 4.4 4.3 4.1 3 .6 3 .7 3.6 4.1 4 .3 4.5
Fast Food 2 .9 1 .7 2 .0 4.1 2 .9 4 .3 3.5 3.5 3 .6 2 .6 4 .0 4.1 3.4 3.1 3.9
Parcel Delivery 3 .2 2 .0 1 .8 1 .9 2 .5 3.1 3.1 3.5 3.4 2 .6 2 .9 3.9 3 .3 1 .8 3.4
Carpet Cleaning 2 .6 2.1 2 .0 1 .6 3.3 2 .6 3.2 3.4 3.1 2 .8 2 .5 3.4 3.5 1 .9 3.4
Moving & Storage 3.4 2 .9 2.1 1.8 3 .6 3 .3 3.5 3.8 3 .6 3.3 2 .7 3 .8 3.9 1 .7 3 .7
iloae Repairs 3 .8 3.4 3.0 1 .8 4.1 3 .8 3.9 4.1 3 .8 3 .6 3.0 4 .0 4.1 2 .2 3.9
Travel Agencies 4 .2 4 .0 3.7 2 .9 4.1 3 .8 4.1 4 .0 3.9 3.3 3.6 3 .7 3.9 3 .4 4 .3

Grand Mean 3 .6 3.0 2 .8 2 .8 3.7 3 .7 3.9 4.0 3.8 3.4 3.5 4 .0 4 .0 2 .6 4.1
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a re  physica l  environment ( a s  expected), c lose  r e l a t io n s  with customers, 

and park ing  space.

To reduce responden ts ' f a t ig u e ,  and avoid a leng thy  q uestionn ­

a i r e ,  only four c r i t e r i a  a r e  s e le c te d  from those  perceived as h igh ly  

important and included in th e  da ta  c o l le c t io n  ins trum ent. These c r i t e r i a  

a re  p r ic e ,  recommendations by fam ily and f r ie n d s ,  f r i e n d l in e s s  and cour­

te sy  o f  employees, and lo c a t io n  convenience.



CHAPTER VI 

PRESENTATION AND ANALYSIS OF FINDINGS

In  t h i s  c h a p te r ,  th e  r e s u l t s  o f  th e  s t a t i s t i c a l  a n a ly s i s  a re  

f i r s t  p re se n te d  in  r e l a t i o n  to  each h y p o th e s is .  In th e  fo llo w in g  s e c t io n ,  

th e s e  f in d in g s  a r e  th e n  d is c u s s e d  and in te r p r e te d  in  th e  c o n te x t o f  

th e  c o n ce p tu a l r e la t io n s h ip s  h y p o th e s iz e d .

R e s u lts  o f  th e  S t a t i s t i c a l  A n a ly sis

In  t h i s  s e c t io n ,  th e  s t a t i s t i c a l  r e s u l t s  a r e  p re se n te d  ac c o rd in g  

to  th e  o rd e r  o f  h y p o th eses .

H y p o thesis  ^ : Comparison o f  Consum ers1 P e rc e p tio n s  o f  S ix
C h a r a c te r i s t i c s  a c ro s s  T h ree  P roduct C la sse s

H ypotheses H^a and H ^  su g g es t t h a t  consum ers p e rc e iv e  h ig h e r  

d eg rees  o f  th e  s ix  s e rv ic e  c h a r a c t e r i s t i c s  fo r  bo th  p u re  s e rv ic e s  and 

GS com binations th an  f o r  p u re  goods. H y p o thesis  H^c , on th e  o th e r  hand, 

su g g e s ts  t h a t  consum ers' p e rc e p tio n s  w ith  re g a rd  to  th e s e  c h a r a c t e r i s t i c s  

w i l l  n o t s i g n i f i c a n t l y  d i f f e r  between p u re  s e rv ic e s  and GS com b in a tio n s .

To t e s t  t h i s  s e t  o f  h y p o th e se s , M.ANOVA was perform ed f i r s t  to  

t e s t  fo r  th e  o v e r a l l  e f f e c t  o f  p ro d u c t ty p e  on th e  p e rc e p tio n  o f  th e  

s ix  c h a r a c t e r i s t i c s .  The s t a t i s t i c a l  t e s t s  perform ed by t h i s  p rocedu re  

a r e  th e  m u l t iv a r ia te  and u n iv a r i a te  F t e s t s .  The m u l t iv a r ia te  F t e s t  

exam ines th e  s ig n if ic a n c e  o f  th e  p ro d u c t ty p e  e f f e c t  on th e  s ix  s e rv ic e  

c h a r a c t e r i s t i c s  ( th e  s ix  dependent v a r ia b le s  in  MANOVA) to g e th e r .  The

U1
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u n iv a r i a te  F t e s t s ,  on th e  o th e r  hand, examine th e  d i f f e r e n c e s  among 

th e  th r e e  p ro d u c t ty p e  means w ith  re g a rd  to  each c h a r a c t e r i s t i c  

s e p a ra te ly .

The a n a ly s i s  was perform ed f i r s t  on a l l  s i x  p ro d u c ts  o f  th e  

s tu d y , w ith  th e  sc o re s  o f  th e  two o f f e r in g s  in  each p ro d u c t c l a s s  added 

to g e th e r  and c o n t ra s te d  to  th e  two o th e r  c l a s s e s .  T h is  p roced u re  i s  

j u s t i f i e d  by th e  p ro d u c t ty p o lo g y  v a l id a t io n  p ro ced u re  und ertak en  in  

th e  p r e t e s t s .  N e v e r th e le s s , th e  same a n a ly s i s  was re p e a te d  on th e  s ix  

p ro d u c ts  a f t e r  d iv id in g  them in to  two s e p a ra te  p ro d u c t g roups. The 

f i r s t  group r e p re s e n ts  th e  low -cost^ co n v en ien ce /sh o p p in g  ite m s , and 

c o n s is ts  o f  th e  fo llo w in g :

1 . Cold m ed ica tio n  a s  th e  p u re  good.

2 . R e s ta u ra n t m eals a s  th e  GS co m bination .

3. Dry d e e m in g  a s  th e  p u re  s e rv ic e .

The second p ro d u c t group r e p re s e n ts  th e  h ig h -c o s t ,  s p e c ia l ty  ite m s , and 

c o n s is t s  o f  th e  fo llo w in g :

1. R e f r ig e r a to r  a s  th e  p u re  good.

2 . R en tin g  an au to m o b ile  a s  th e  GS com b in a tio n .

3. H o s p i ta l iz a t io n  insurem ce a s  th e  p u re  s e rv ic e .

R ep ea tin g  th e  a n a ly s i s  w ith  in d iv id u a l  p ro d u c t groups was n o t 

l im i te d  to  t e s t i n g  th e  f i r s t  h y p o th e s is . R a th e r , i t  was done th ro u g h o u t 

th e  whole a n a ly s i s  w ith  o th e r  h y p o th eses  a s  w e ll .  The purpose  o f  t h i s  

p ro ced u re  i s  f i r s t  to  o b ta in  r e s u l t s  on th e  th e  th r e e  ty p e s  o f  p ro d u c ts , 

in  g e n e ra l,  by p e rfo rm in g  th e  t e s t s  on a l l  s ix  p ro d u c ts . Then d if f e r e n c e s  

a re  examined in  in d iv id u a l  p ro d u c t groups a f t e r  c o n t ro l l in g  f o r  o th e r
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extraneous variab les such as cost and search tim e. These variab les are 

implied in c la s s ify in g  th ese products as convenience, shopping, or 

sp e c ia lty .

The SAS GLM/MANOVA program produced m utivariate F values for 

three t e s t s  inclu ding H otelling-Law ley t e s t ,  P i l l a i ' s  t e s t  , and W ilk's 

cr iter io n  (SAS I n s t itu te  In c ., 1982). The m u ltivariate  F values ranged 

from 103.9A to 193.75. They were a l l  s ig n if ic a n t  a t the p «  .0001 le v e l  

for a l l  products as w ell as the two product groups, as Table VI-1 shows.

TABLE VI-1

MANOVA MULTIVARIATE F TESTS 
OF MO OVERALL PRODUCT TTPE EFFECT ON SIX CHARACTERISTICS

Products
H o te llin g -

Lawley P i l l a i ' s W ilk's
C riterion

F P F p F p

A ll Products 
Conv/Shopping Group 
S p ec ia lty  Group

193.75
170.79
118.21

.0001

.0001

.0001

186.67 .0001 
147.29 .0001 
103.94 .0001

190.19 .0001 
158.83 .0001 
110.99 .0001

These fin d in gs in d ica te  that the o v era ll e f fe c t  o f  product type 

on the perception o f  the s ix  c h a r a c ter is tic s  i s  s ig n if ic a n t. Consumers 

do perceive d if fe r e n t degrees o f  th ese  c h a r a c ter is t ic s  (taken together) 

for the three types o f  products.

The MANOVA u n ivariate  F t e s t s  a lso  showed that the perceptions

o f  the s ix  c h a r a c ter is tic s  taken in d iv id u a lly  are s t a t i s t i c a l ly  s ig n i f i ­

cant across the three types o f  products. This was true for a l l  products
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to g e th e r  as well as the  two product groups. As Table 71-2 in d ic a te s ,  

the  u n iv a r ia te  ? values fo r  the  s ix  c h a r a c t e r i s t i c s  range from 36.4.2 

to A04..18, and a re  a l l  s i g n i f i c a n t  a t  th e  p= .0001 le v e l .

To t e s t  th e  d i r e c t io n  o f  the  r e la t io n s h ip  between product type 

and each o f  th e  s ix  c h a r a c t e r i s t i c s ,  as suggested in  H1fi, H ^ ,  and H1c, 

a s e r i e s  o f  ANCVA t e s t s  were performed. In th ese  t e s t s ,  product type 

was the  independent v a r ia b le ,  and each o f  the  s ix  c h a r a c t e r i s t i c s  was 

the  dependent v a r ia b le .  The f ind ings  o f  t h i s  t e s t  s e r ie s  a re  p resen ted  

and d iscussed  in  the  fo llow ing s e c t io n s .

Hypothesis Ĥ ;  Product Type E f fe c t  on Perceived I n t a n g ib i l i t y

Table VI-3 p re sen ts  th e  r e s u l t s  o f  the  ANOVA t e s t  o f  no o v e ra l l  

product type e f f e c t  on perce ived  i n t a n g i b i l i t y .  The means o f  the  th re e  

types o f  products  a re  s ig n i f i c a n t l y  d i f f e r e n t  from each o th e r .  This i s  

t ru e  fo r  a l l  p roducts  to g e th e r  as well as fo r  both product groups. All 

th re e  F values a re  s t a t i s t i c a l l y  s ig n i f i c a n t  a t  p = .OC01 l e v e l .  This 

means th a t  consumers do pe rce iv e  d i f f e r e n t  degrees o f  i n t a n g i b i l i t y  fo r 

the  th re e  types o f  p roducts .

The r e s u l t s  with regard  to a l l  p roducts  and each o f  th e  two 

product groups w i l l  be analyzed in the  fo llow ing paragraphs.

AJ.1 Products

For a l l  p roducts  to g e th e r ,  the  i n t a n g i b i l i t y  mean o f  pure goods 

is  sm aller than th e  means o f  both pure se rv ice s  and 33 combinations.

The d if f e re n c e s  between the  pure goods mean and each o f the  pure se rv ice s



TABLE VI-2

MANOVA UNIVARIATE F TESTS OF NO PRODUCT TYPE EFFECT 

ON THE PERCEPTION OF SIX CHARACTERISTICS

C h a ra c te r is t ic
A ll P roducts Conv/Shopping Group S p e c ia l ty  Group

F d . f . a P R2 F d. f . b P R2 F d. f . c P R2

I n ta n g ib i l i ty 40^.18 2 , 952 .0001 0.46 212.54 2 ,  963 .0001 0.31 291.35 2 , 962 .0001 0 .38
P e r is h a b i l i ty 314.34 2 , 952 .0001 0 . 4 0 345.29 2 ,  963 .0001 0 .4 2 82.00 2 , 962 .0001 0.15
Sim ultaneity  o f  Produc­

t ion  and Consumption 294.89 2 , 952 .0001 0 .3 8 322.32 2 , 963 .0001 0 .4 0 102.32 2 , 962 .0001 0 .18
Nonstandardization 228.03 2 , 952 .0001 0 .3 3 291.26 2 , 963 .0001 0 .3 8 60.71 2 , 962 .0001 0.11
Buyer P a r t i c ip a t io n  in 

Production 274.23 2 , 952 .0001 0.37 160.38 2 ,  963 .0001 0.25 246.82 2 , 962 .0001 0 .34
Buyer's  Abidance by 

S e l l e r ' s  Rules 39.03 2 , 952 .0001 0 .0 8 14.60 2 ,  963 .0001 0 .0 3 36.42 2 , 962 .0001 0.07

aNumber o f  r e s p o n d e n ts = 326 w ith  th re e  o b se rv a tio n s  fo r  each (one fo r  pure  goods, a n o th e r  fo r  GS com binations,
and a th i r d  fo r  pure s e r v ic e s ) .  Thus, th e  t o t a l  number o f  o b se rv a tio n s  in  d a ta  s e t = (3 2 6 )(3 ) = 978. The number
o f  m issing  v a lu es  in  t h i s  a n a ly s is  = 23, th e re fo re  n = 955.

' ’Number o f  m issing  v a lu es  in  t h i s  a n a ly s is  = 12, th u s  n = 966.

Number o f  m issing  v a lu es  in  t h i s  a n a ly s is  = 13, th u s  n = 965.

V/l
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TABLE V I-3

ANOVA TESTS OF NO OVERALL FRODUCT TYPE EFFECT 

ON PERCEIVED INTANGIBILITY

P ro d u c ts  Mean F d . f . P

A ll P ro d u c ts  409.67 
Pure Goods 3 .59  
GS C om binations 4.77 
Pure S e rv ic e s  7 .33

2 , 969a .0001

Conv/ShODDina GrouD 217.55 
Cold M edication  1.61 
R e s ta u ra n t Meals 1 .59  
Dry C lean in g  3 .08

2 , 970b .0001

S o e c ia l ty  Grouo 290.02 
R e f r ig e r a to r  1 .98  
R en tin g  an A utom obile 3 .17 
H o s p i ta l iz a t io n  In su ran ce  4.25

2 . 974'" .0001

^ o t a l  number o f  o b s e rv a tio n s  in  d a ta  s e t  * 
o f  m iss in g  v a lu e s  * 6 ,  n » 972.

978. S ince  th e  number

^Number o f  m iss in g  v a lu e s *  5, n * 973.

cNumber o f  m iss in g  v a lu e s  * 1 ,  n * 977.

TABLE V I-4

INTANGIBILITY MEAN LSD COMPARISONS

Mean Com parisons D iffe re n c e p

A ll P ro d u c ts
Pure Goods v s . Pure S e rv ic e s  
Pure Goods v s . GS C om binations 
GS com binations v s . Pure S e rv ic e s

3.74
1 .18
2.56

.05

.05

.05
Conv/ShoDDine GrouD

Cold M edica tion  v s .  Dry C lean ing  
Cold M edication  v s . R e s ta u ra n t Meals 
R e s ta u ra n t Meals v s . Dry C lean ing

1.47 
0 .02  
1.49

' 05aN.S.
.05

S o e c ia l tv  Grouo
R e f r ig e r a to r  v s . H o sp ita l  In su ran ce  
R e f r ig e r a to r  v s . R en tin g  a Car 
R en tin g  a Car v s . H o s p ita l  In su ran ce

2.27
1 .19
1.08

.05

.05

.05

aN .S .= n o t  s ig n i f i c a n t .
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and GS combinations means are s ig n if ic a n t a t the .05 le v e l (see  Table 

V I-4). Therefore, hypotheses and H .^  are both supported.

However, the d ifferen ce  between the in ta n g ib ility  means o f  

pure serv ices  and GS combinations i s  a lso  s ig n if ic a n t . Thus, hypothesis 

H1(Ĵ  i s  not supported.

Convenience/Shopping Product Group

As Tables VI-3 and VI-4 show, the in ta n g ib ility  mean o f  cold  

medication (the pure good) i s  sm aller than th at o f  dry cleaning (the  

pure se r v ic e ) . The d ifferen ce  between the two means i s  s ig n if ic a n t at 

the .05 le v e l .  Therefore,H1a  ̂ i s  supported for the f i r s t  product group.

However, there i s  no s ig n if ic a n t  d ifferen ce  between the means 

o f  the pure good and the GS combination (restaurant m eals). Thus, 

i s  not supported for the f i r s t  group. Also, H .^  i s  not supported for 

th is  group e ith er  s in ce  the mean d ifferen ce  i s  s ig n if ic a n t .

S p ec ia lty  Product Group

Table VI-3 shows th at the mean o f  refr ig era to r  (the pure good) 

i s  sm aller than the means o f  both h o sp ita liza tio n  insurance (the pure 

serv ice) and ren tin g  an automobile (the GS combination). The d ifferen ces  

between the f i r s t  mean and each o f  the two other means are s t a t i s t i c a l ly  

s ig n if ic a n t a t the .05 le v e l  as ind icated by Table VI-4. Accordingly, 

H1a  ̂ and are supported for th is  group.

However, the mean d ifferen ce  between the pure serv ice  and the 

GS combination i s  a lso  s ig n if ic a n t a t the .05 le v e l .  Thus, i s  not

supported for th is  group e ith er .
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H y po thesis  P roduct Type E f f e c t  on P e rce iv ed  P e r i s h a b i l i t y

T ab le  V I-5 p re s e n ts  th e  r e s u l t s  o f  th e  ANOVA t e s t  o f  no o v e r a l l  

p ro d u c t ty p e  e f f e c t  on p e rc e iv e d  p e r i s h a b i l i t y .  As th e  T ab le in d ic a te s ,  

th e  means o f  a l l  p ro d u c ts  a s  w e ll a s  th e  two p ro d u c t groups a r e  s i g n i f i ­

c a n t ly  d i f f e r e n t  from each o th e r  w ith in  each group. These f in d in g s  

im ply  th a t  consum ers do p e rc e iv e  d i f f e r e n t  l e v e ls  o f  p e r i s h a b i l i t y  fo r  

th e  th r e e  ty p e s  o f  p ro d u c ts . A s e p a ra te  a n a ly s i s  i s  p re se n te d  fo r  a l l  

p ro d u c ts , and fo r  each o f  th e  two p ro d u c t groups in  th e  fo llo w in g  

p a ra g ra p h s .

A ll P ro d u c ts

As T ab le  V I-5 shows, th e  p e r i s h a b i l i t y  mean o f  p u re  goods i s  

s m a lle r  th a n  th o s e  o f  th e  p u re  s e rv ic e s  a s  w e ll a s  th e  GS com b in a tio n s . 

A ccording  to  T ab le  V I-6 , th e  d i f f e r e n c e s  between th e  f i r s t  mean and each 

o f  th e  two o th e r  means a r e  s ig n i f i c a n t  a t  th e  .05 l e v e l .  T h e re fo re , 

hy p o th eses  and a **e su p p o rted  f o r  a l l  p ro d u c ts  in  g e n e ra l .

W ith re g a rd  to  th e  mean d if f e r e n c e  betw een p u re  s e rv ic e s  and GS 

co m b in a tio n s , i t  i s  found to  be a ls o  s i g n i f i c a n t ,  a s  shown in  T ab le 

V I-6 . In  a d d i t io n ,  s u b je c ts  p e rc e iv e  a h ig h e r  deg ree  o f  p e r i s h a b i l i t y  

f o r  GS com binations (X = 7 .0 6 ) than  fo r  p u re  s e rv ic e s  (1  = i . L 2 ) . Thus, 

H1 c^  i s  r e j e c te d  fo r  a l l  p ro d u c ts  to g e th e r .

C onvenience/Shopping  P roduct Group

The s t a t i s t i c a l  r e s u l t s  f o r  th e  f i r s t  group fo llo w  th e  p a t te r n  

o f  th o se  o b ta in e d  w i l l  a l l  p ro d u c ts . The p e r i s h a b i l i t y  mean o f  co ld  

m ed ica tio n  (1 .7 6 ) i s  sm a lle r  th an  th o s e  o f  d ry  c le a n in g  (2 .3 5 ) ,  and
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TABLE V I-5

ANOVA TESTS OF NO OVERALL PRODUCT TTFE EFFECT
ON PERCEIVED PER ISHAB HITT

Products Mean F d .f . P

A ll Products 
Pure Goods 
GS Combinations 
Pure S erv ices

3.26
7.06
4.42

316.08 2 , 96^ .0001

Conv/Shopping Group 
Cold Medication 
Restaurant Meals 
Dry Cleaning

1.76
4.17
2.35

217.55 2 , 970b .0001

S p ec ia lty  Group 
R efrigerator  
Renting an Automobile 
H o sp ita liza tio n  Insurance

1.51
2.89
2.06

84.04 2 , 970b .0001

®Total number o f  observations in  data s e t  ■ 978. S ince th e number 
o f  m issing values * 9 ,  n » 9 6 9 .

^Number o f  m issing values > 5 , n»973 .

TABLE VI-6

PER ISHAB H ITT MEAN LSD COMPARISONS

Mean Comparisons D ifferen ce P

A ll Products
Pure Goods v s . Pure S erv ices 1.16 .05
Pure goods v s . GS Combinations 3.80 .05
GS Combinations v s . Pure Services 2.64 .05

Conv/Shopping Group
Cold Medication v s . Dry Cleaning 0.59 .05
Cold Medication v s . Restaurant Meals 2.41 .05
Restaurant Meals v s . Dry Cleaning 1.18 .05

S p ec ia lty  Group
R efrigerator v s . H ospital Insurance 0.55 .05
R efrigerator  v s . Renting a Car 1.37 .05
R enting a Car v s . H ospital Insurance 0.83 .05
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r e s ta u r a n t  m eals (4.. 1 7 ). The d i f f e r e n c e s  between th e  f i r s t  mean and 

each o f  th e  two o th e r  means a r e  s t a t i s t i c a l l y  s ig n i f i c a n t  a t  th e  .05 

l e v e l .  C onsequen tly , hypo theses and a r e  supp o rted  fo r

t h i s  p ro d u c t group.

S in ce  th e  p e r i s h a b i l i t y  mean o f  r e s ta u r a n t  meals i s  g r e a te r  

th a n  th a t  o f  d ry  c le a n in g , and th e  d if f e r e n c e  i s  s t a t i s t i c a l l y  s i g n i f i ­

c a n t (see  T ab les VI-5 and V I-6 ) , i s  no t supp o rted  fo r  t h i s  group.

S p e c ia l ty  P roduct Group

As T ab les  V I-5 and V I-6 in d ic a te ,  th e  f in d in g s  in  re g a rd  to  th e  

second p ro d u c t group a r e  ty p i c a l  to  th o se  o b ta in ed  w ith  a l l  p ro d u c ts  

and th e  f i r s t  g roup . T h e re fo re , h y p o theses and a r e  acc ep ted

w h ile  h y p o th e s is  i s  n o t a cc ep ted  fo r  th e  second p ro d u c t group. I t

i s  a ls o  no ted  th a t  th e  p e r i s h a b i l i t y  mean o f  th e  GS com bination o f  th e  

second group ( r e n t in g  an au to m o b ile ) i s  p e rc e iv e d  by s u b je c ts  a s  g re a te r  

th a n  th e  pu re  s e rv ic e  mean o f  th e  group ( h o s p i ta l i z a t io n  in s u ra n c e ) ;  a 

p a t te r n  which i s  s im i la r  to  t h a t  o f  a l l  p ro d u c ts  and th e  f i r s t  p ro d u c t 

group a s  w e ll .

H ypo thesis  . . . :  P roduct Type E f f e c t  on P erce iv ed  S im u lta n e ity
o f  P ro d u c tio n  and Consumption

T able V I-7 d is p la y s  th e  r e s u l t s  o f  th e  ANOVA t e s t  o f  no o v e ra l l  

p ro d u c t ty p e  e f f e c t  on th e  p e rc e iv e d  s im u l ta n e i ty  o f  p ro d u c tio n  and 

consum ption. The F v a lu e s  o b ta in e d  fo r  a l l  p ro d u c ts  a3 w ell a s  th e  two 

p ro d u c t groups a r e  s t a t i s t i c a l l y  s ig n i f i c a n t  ( p = .0 0 0 1 ) .  Cnee a g a in , 

th e se  f in d in g s  mean th a t  consumers p e rc e iv e  d i f f e r e n t  d eg rees o f  t h i s
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TABLE V I-7

ANOVA TESTS OF NO OVERALL PRODUCT TTFE EFFECT
ON PERCEIVED SIMULTANEITY OF PRODUCTION AND CONSUMPTION

Products Mean F d . f . P

A ll Products 
Pure Goods 
GS Combinations 
Pure S erv ices

3.79
7.65
4.57

298.52 2 , 972a .0001

Conv/ShODDlne Grouo 
Cold Medieation 
Restaurant Meals 
Dry Cleaning

2.06
4.34
2.34

320.60 2 , 975b .0001

S p ecia lty  Group 
R efrigerator  
Renting an Automobile 
H o sp ita liza tio n  Insurance

1.74
3.32
2.24

104.70 2 , 972a .0001

*Total number o f  ob servations in  data s e t  ■ 978. S ince the number 
o f  m issing va lu es «3 » n*975 .

^Number o f  m issing values ■ 0 , n » 9 7 8 .

TABLE VI- 8

SIMULTANEITY MEAN LSD COMPARISONS

Mean Comparisons D ifferen ce P

A ll groducts
Pure Goods v s . Pure S erv ices 0.78 .05
Pure goods v s . GS Combinations 3.86 .05
GS Combinations v s . Pure S erv ices 3.08 .05

Ccnv/Shcppiflg Group
Cold Medication v s . Dry Cleaning 0.28 .05
Cold Medication v s . Restaurant Meals 2.28 .05
Restaurant Meals v s . Dry Cleaning 2.00 .05

Sp ecia lt^G rouj
R efrigerator v s . H ospital Insurance 0.50 .05
R efrigerator v s . Renting a Car 1 .58 .05
Renting a Car v s . H ospital Insurance 1.08 .05
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ch a ra cter is tic  possessed by the d ifferen t types o f  products. The mean 

d ifferen ces for a l l  products are examined f i r s t ,  as u sual, and then 

the d ifferen ces  w ithin each product group are examined second.

A ll Products

Table VI-7 shows th a t the sim ultaneity  mean o f  pure goods i s  

sm aller than those o f  the pure serv ices and the GS combinations. In 

ad d ition . Table VI-8 in d ica tes  that the d ifferen ces  between the f i r s t  

mean and each o f  the two other means are s t a t i s t i c a l ly  s ig n if ic a n t a t  

the .05 le v e l .  Therefore, hypotheses and are both

supported for a l l  products togeth er.

N onetheless, the sim ultaneity  mean o f  GS combinations i s  greater  

than that o f  the pure ser v ic e s , and the d ifferen ce  between the two means 

i s  a lso  s ig n if ic a n t . Thus, hypothesis i s  not accepted.

Convenience/Shopping Product Group

From Tables VI-7 and VI-8 i t  i s  observed that the s t a t i s t ic a l  

r esu lts  o f  th is  product group follow  the pattern o f  those obtained with 

a l l  products. Therefore, and are supported, and i s

not for the f i r s t  product group.

Here again, i t  i s  observed that the sim ultaneity  mean o f  the GS 

combination (restaurant meals) i s  greater than the pure good mean (dry 

c lea n in g ).

S p ec ia lty  Product Group

Tables VI-7 and VI-8 a lso  show th at the second product group is
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s im i la r  to  the  f i r s t  group as well as a l l  products in terms o f  s u b je c ts '  

pe rcep tions  about the  s im u lta n e i ty  o f  production and consumption. V.'hile 

the  a b so lu te  va lues o f  o f f e r in g  means a re  d i f f e r e n t  in  t h i s  group from 

the  o f f e r in g  means o f  the  o th e r  product group, the  d i f f e r e n c e s  between 

means e x ac t ly  follow  th e  p a t te rn  o f  those  in th e  o th e r  group and a l l  

products as w e ll .

Thus, hypotheses and a re  accepted  fo r  t h i s  group,

while i s  n°t«  should be noted here th a t  the  s im u lta n e i ty

mean o f  the  uS combination o f  t h i s  group ( re n t in g  an automobile) i s  a lso  

g re a te r  than th e  mean o f  th e  pure se rv ice  ( h o s p i ta l i z a t io n  in su ran ce ) .

Hypothesis : Product Type E f fe c t  on Perceived N onstandardization

Table VI-9 p o r tray s  the  r e s u l t s  o f  th e  AHCVA t e s t  o f  no o v e ra l l  

product type e f f e c t  cn the  perceived  non s tan d a rd iza tio n  o f  p roducts .

The means d i f f e r  s ig n i f i c a n t l y  (p * .0 0 0 1 )  from each o th e r  a c ro ss  a l l  

products to g e th e r  as well as each product group.

All Products

R efe r r in g  to  Table VI-9, i t  i s  noted th a t  the  pure goods mean 

i s  sm aller  than those  o f  pure se rv ice s  and GS combinations. From Table

VI-10 we can see th a t  th e  d i f f e re n c e s  between the  f i r s t  mean and each 

of the  two o th e r  means a re  s t a t i s t i c a l l y  s ig n i f i c a n t  a t  the  .05 l e v e l .  

T herefore , hypotheses H1a^v and a re  both supported fo r  a l l  products

in genera l .

N evertheless ,  the  GS combinations mean is  g re a te r  than the  pure 

se rv ice s  mean, and the  d if f e re n c e  i s  a lso  s t a t i s t i c a l l y  s ig n i f i c a n t .
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TABLE V I-9

ANOVA TESTS OF NO OVERALL PRODUCT T IPE  EFFECT
ON PERCEIVED NONSTANDARDIZATION

P ro d u c ts  Mean F d . f .

A ll P ro d u c ts  
Pure  Goods 
GS C om binations 
P u re  S e rv ic e s

3.45
6 .40
5 .10

232.29 2 , 974* .0001

Conv/ShooDine Grouo 
Cold M ed ica tion  
R e s ta u ra n t  Meals 
Dry C le a n in g

1.48
3.45
2 .68

292.90 2 , 975b .0001

S o e c ia l tv  GrouD 
R e f r ig e r a to r  
R e n tin g  an  A utom obile 
H o s p i ta l iz a t io n  In su ra n c e

1.97
2.95
2 .42

61 .34 2 , 974a .0001

^ o t a l  number o f  o b s e rv a t io n s  in  d a ta  s s t  * 978. S in c e  th e  number 
o f  m is s in g  v a lu e s  > 1 .  n « 9 7 7 .

^Number o f  m iss in g  v a lu e s  * 0 .  n * 9 7 8 .

TABLE V I - 10

NONSTANDARDIZATION MEAN LSD COMPARISONS

Mean C om parisons D if fe re n c e P

A ll P ro d u c ts
Pure  Goods v s .  P ure  S e rv ic e s 1.65 .05
P ure  goods v s .  GS C om binations 2.95 .05
GS C om binations v s .  Pure S e rv ic e s 1 .30 .05

Conv/Shopping Group
Cold M ed ica tion  v s .  Dry C lean in g 1.20 .05
Cold M ed ica tion  v s .  R e s ta u ra n t  Meals 1 .97 .05
R e s ta u ra n t  Meals v s .  Dry C le an in g 0.77 .05

S c e c ia lty _  Group
R e f r ig e r a to r  v s . H o s p i ta l  In su ra n c e 0 .45 .05
R e f r ig e r a to r  v s . R en tin g  a  Car 0 .98 .05
R e n tin g  a C ar v s .  H o s p ita l  In su ra n c e 0 .53 .05
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Thus, H1 c iv  i s  n o t suppo rted  fo r  a l l  p ro d u c ts  to g e th e r .

C onvenience/Shopping P roduct Group

R eview ing th e  r e s u l t s  o b ta in e d  w ith  th e  f i r s t  p ro d u c t group, i t  

n ig h t  be concluded  th a t  th e  group fo llo w s th e  p a t te r n  o f  a l l  p ro d u c ts . 

T h e re fo re , h y p o theses and a r e  su p p o rted  f o r  th e  f i r s t  group,

w hereas h y p o th e s is  i s  n o t .  The n o n s ta n d a rd iz a t io n  mean o f  GS

com bination  in  t h i s  group ( r e s ta u r a n t  m eals, X * 3 .4 5) i s  g r e a te r  than  

th e  p u re  good mean (d ry  c le a n in g , X * 2 .6 8 ) .

S p e c ia l ty  P roduct Group

The s t a t i s t i c a l  r e s u l t s  o b ta in e d  from th e  second group a re  

s im i la r  to  th o se  o b ta in e d  from th e  f i r s t  group a s  w e ll a s  a l l  p ro d u c ts  

to g e th e r .  (See T ab les  V I-9  and V I-1 0 ). I t  i s  a l s o  o bserved  th a t  th e  

GS com bination  mean in  t h i s  group ( r e n t in g  an au to m o b ile , X = 2 .9 5 ) i s  

g r e a te r  th a n  th e  pu re  s e rv ic e  mean ( h o s p i ta l iz a t io n  in su ra n c e , X = 2 .1 2 ) ,  

and th a t  a l l  LSD mean d if f e r e n c e s  a r e  s ig n i f i c a n t .

A cco rd in g ly , hypo theses H^a ^v and a **e su p p o rted  fo r  t h i s

p ro d u c t group, b u t H1c^v i s  n o t .

H y p o thesis  : P roduct Type E f f e c t  on th e  P e rc e p tio n
o f  Buyer P a r t i c ip a t io n  in  P roduction

Mean d if f e r e n c e s  in  th e  p e rc e p tio n  o f  buyer p a r t i c ip a t io n  in  

p ro d u c tio n  a r e  s t a t i s t i c a l l y  s ig n i f i c a n t  (p = .0001 ) a c ro s s  a l l  p ro d u c ts  

to g e th e r  and th e  two p ro d u c t groups a s  w e ll (se e  T ab le V I-1 1 ).

A ll P roducts

The mean o f  buyer p a r t i c ip a t io n  in  th e  p ro d u c tio n  o f  p u re  goods
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TABLE V I - 11

ANOVA TESTS OF NO OVERALL PRODUCT TTFE EFFECT

ON RECEIVED bUIER PARTICIPATION IN PRODUCTION

P ro d u c ts Mean F d . f . P

A ll  P ro d u c ts  
P ure  Goods 
GS C o a b ln a tio n a  
P ure  S e rv ic e s

3 .18
7 .3 8
5.11

281.08 2 , 971a .0001

Conv/ShODDlns GrouD 
C old M ed ica tion  
R e s ta u ra n t  M eals 
Dry C le a n in g

1.76
3.18
2 .00

159.11 2 , 9 71a .0001

S o e c la l tv  Grouo 
R e f r ig e r a to r  
R e n tin g  an  Auto nob H e  
H o s p i ta l iz a t io n  In su ra n c e

1 .72  
3 89 
3.11

218.33 2 , 9 7 5 b .0001

* T o ta l n u ab e r o f  o b s e rv a t io n s  in  d a ta  s a t  ■ 978. S in c e  th e  number 
o f  B ia s in g  v a lu e s  ■ 1 , n * 977 .

^Number o f  B ia s in g  v a lu e s  * 0 ,  n « 9 7 8 .

TABLE V I-12

BUYER PARTICIPATION MEAN LSD COMPARISONS

Mean C o n p arlso n s D if fe re n c e P

A ll P ro d u c ts
P ore  Goods v s .  P ure  S e rv ic e s 1 .93 .05
P ure  goods v s .  GS C o n b in a tlo n a 3 .90 .05
GS C o a b ln a tio n a  v s .  Pure S e rv ic e s 1.97 .05

Conv/ShODDins Grouo
Cold M ed ica tion  v s .  Dry C le an in g 0 .21 .05
C old M ed ica tion  v s .  R e s ta u ra n t  M eals 1 .72 .05
R e s ta u ra n t  M eals v s .  Dry C le an in g 1 .1 8 .05

S o e c la l tv  GrouD
R e f r ig e r a to r  v s . H o s p i ta l  In su ra n c e 1 .69 .05
R e f r ig e r a to r  v s .  R e n tin g  a  Car 2 .17 .05
R e n tin g  a  C ar v s .  H o s p i ta l  In su ra n c e 0 .1 8 .05
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(3-4.8) i s  sm a lle r  th a n  th o se  o f  pu re  s e rv ic e s  (5-4-1) and GS com binations 

(7 .3 8 ) .  The LSD mean d if f e r e n c e s  a r e  s t a t i s t i c a l l y  s ig n i f i c a n t  (p »  .0 5 ) .  

(See T ab le  V I-1 2 ). These f in d in g s  su p p o rt H1ay and fo r  a l l  p ro d u c ts

to g e th e r .

However, th e  mean o f  buyer p a r t i c ip a t io n  in  th e  p ro d u c tio n  o f  

GS com binations i s  g r e a te r  th a n  th a t  o f  pu re  s e r v ic e s ,  and th e  d i f f e r e c e  

betw een means i s  s t a t i s t i c a l l y  s i g n i f i c a n t ;  a  p a t te r n  which i s  c o n s is te n ­

t l y  observed  in  a lm o st a l l  c h a r a c t e r i s t i c s .  T h e re fo re , h y p o th e s is  H.j 

i s  n o t su p p o rted  f o r  a l l  p ro d u c ts .

C onvenience/Shopping P ro d u c t Group

The f in d in g s  w ith  re g a rd  to  th e  f i r s t  p ro d u c t group fo llo w  th e  

p a t te r n  o bserved  in  th e  c a se  o f  a l l  p ro d u c ts  to g e th e r .  A cco rd ing ly , 

hy p o th eses  H1ay and H ^ y  a r e  su p p o rte d , and h y p o th e s is  H^cv i s  n o t .

S p e c ia l ty  P ro d u c t Group

The f in d in g s  o b ta in e d  f o r  t h i s  group a r e  s im i la r  to  th o se  

o b ta in e d  fo r  a l l  p ro d u c ts  a s  w e ll a s  th e  f i r s t  g roup. Thus, hypo theses 

H1av and H ^ y  a r e  su p p o rted  a ls o  f o r  t h i s  group, b u t h y p o th e s is  H1cy i s  

n o t .

H y p o thesis  H  ̂ . :  P roduct Type E f f e c t  on th e  P e rc e p tio n
v o f  B uyer’ s A bidance by S e l l e r 's  R ules

T ab le  V I-13 shows th a t  ab id an ce  means o f  th e  th r e e  ty p e s  o f  

p ro d u c ts  a r e  s ig n i f i c a n t l y  d i f f e r e n t  from each o th e r  (p * .0 0 0 1  ) .  T his 

i s  t r u e  fo r  a l l  p ro d u c ts  to g e th e r  a s  w ell a s  th e  two p ro d u c t g roups.

Even though th e  a b s o lu te  v a lu e s  o f  Fs as w ell as  th e  v a r i a b i l i t y  o f
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TABLE VI-13

AITOVA TESTS OF NO OVERALL PRODUCT IT PE EFFECT

ON PERCEIVED BUTEt-SUPPLIER RELATIONSHIP

P ro d u c ts Mean F d . f . P

A ll P ro d u c ts  
Pure Goods 
GS C om binations 
Pure  S e rv ic e s

3.36
1 .16
1 .61

36.00 2 , 971 a .0001

Conv/ShoDDinr GrouD 
Cold M ed ica tion  
R e s ta u ra n t  M eals 
Dry C le a n in g

1.66 
2 .02  
2.11

12.81 2 , 971 b .0001

SD ecialtv GrouD 
R e f r ig e r a to r  
R e n tin g  an  A utom obile 
H o s p i ta l iz a t io n  In su ra n c e

1 .70
2 .11
2 .53

36.29 2 , 9 7 2 C .0001

* T o ta l number o f  o b s e rv a t io n s  in  d a ta  s e t  * 978. S in c e  th e  number 
o f  m iss in g  v a lu e s *  1, n «  97A.

^Number o f  m is s in g  v a lu e s  » 1 ,  n * 977 .

cNumber o f  m is s in g  v a lu e s  * 3 ,  n * 9 7 5 .

TABLE VI-11

BUYER-SUPPLIER RELATIONSHIP MEAN LSD COMPARISONS

Mean C om parisons D if fe re n c e P

A ll P ro d u c ts
P ure  Goods v s .  P ure  S e rv ic e s 1.28 .05
P ure  goods v s .  GS C om binations 0 .80 .05
GS C om binations v s .  Pure S e rv ic e s 0 .18 .05

Conv/Shopping Group
C old M ed ica tion  v s .  Dry C lean in g 0.15 .05
Cold M ed ica tio n  v s .  R e s ta u ra n t  Meals 0 .36 .05
R e s ta u ra n t  M eals v s . Dry C le an in g 0 .0 9 N .S.'

S D e c ia ltv  GrouD
R e f r ig e r a to r  v s .  H o s p ita l  In su ran ce 0.83 .05
R e f r ig e r a to r  v s .  R e n tin g  a  Car o . u .05
R e n tin g  a  C ar v s .  H o s p ita l  In su ra n c e 0 .39 .05

£
N.S. = not s i g n i f i c a n t .
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re sp o se s  a r e  sm a lle r  th a n  th o se  c a lc u la te d  fo r  o th e r  c h a r a c t e r i s t i c s
2

( e .g .  from T ab le  V I-2 , R i s  0 .0 8  fo r  th i3  c h a r a c t e r i s t i c ,  w h ile  i t  i s  

0 .4 6  fo r  i n t a n g i b i l i t y ) ,  a l l  th e  Fs a r e  s t a t i s t i c a l l y  s i g n i f i c a n t .  

G e n e ra lly  sp eak in g , t h i s  means t h a t  consum ers p e rc e iv e  d i f f e r e n c e s  in  

th e  b u y e r - s u p p lie r  r e l a t io n s h ip  among th e  th r e e  ty p e s  o f  p ro d u c ts .

A ll P ro d u c ts

As T ab le  V I-13 in d ic a te s ,  th e  l e v e l s  o f  a l l  p ro d u c t means a re  

in  th e  exp ec ted  d i r e c t io n .  The p u re  goods mean (3 .3 6 ) i s  sm a lle r  th an  

b o th  th e  p u re  s r e v lc e s  mean (4 .6 4 ) and th e  GS com binations mean (4 .1 6 ) .  

The d i f f e r e n c e s  between th e  f i r s t  mean and each o f  th e  two o th e r  means 

a r e  s t a t i s t i c a l l y  s ig n i f i c a n t  a t  th e  .05 le v e l  (T ab le  V I-1 4 ). Thus, 

hypo theses H-)a v ^ and a r e  su p p o rted  fo r  a l l  p ro d u c ts  to g e th e r .

However, th e  mean d i f f e r e n c e  between GS com binations and pure  

s e rv ic e s  i s  s i g n i f i c a n t .  T h e re fo re , h y p o th e s is  13 n o t su p p o rte d .

C onvenience/Shopping  P roduct Group

In th e  c a se  o f  th e  f i r s t  product group, a l l  the  hypotheses

H iavi* ^ i b v i ’ *Scvi a re  suPPortec*. The pure good mean (cold med.,

X * 1 .6 6 ) i s  s m a lle r  th a n  b o th  the  pure se rv ice  mean (dry  c lean ing , X = 

2 .1 1 ) and th e  GS com bination  mean ( r e s ta u ra n t  meals, X = 2 .0 2 ) .  As 

T able V I-14 r e v e a ls ,  th e  d if f e r e n c e s  between the  f i r s t  mean and each 

o f  th e  two o th e r  means a re  s t a t i s t i c a l l y  s ig n i f i c a n t .  The d if f e re n c e  

between th e  l a s t  two means i s  not s ig n i f i c a n t .

S p e c ia l ty  Product Group

The f in d in g s  ob ta ined  from th i s  product group follow th e  p a t te rn
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o b ta in e d  from a l l  p ro d u c ts  to g e th e r .  The r e g r ig e r a to r  mean (1 .7 0 ) i s  

sm a lle r  th a n  b o th  th e  h o s p i t a l i z a t io n  in su ra n c e  mean (2 .5 3 )  and th e  

c a r  r e n t a l  mean (2 .1 4 ) .  The d i f f e r e n c e s  between th e  f i r s t  mean and 

each o f  th e  two o th e r  means a r e  s ig n i f i c a n t  a t  th e  .05 l e v e l  ( r e f e r  

to  T ab le  V I-1 4 ). Thus, hyp o th eses  and a r e  su p p o rted  fo r

th e  second p ro d u c t group.

The d if f e r e n c e  betw een th e  two means o f  c a r  r e n t a l  and h o s p i ta l  

in su ra n c e  i s  a l s o  s i g n i f i c a n t ,  which le a d s  to  r e j e c t i n g  fo r  t h i s

p ro d u c t group.

H yp o th esis  H_: Comparison o f  S u b jec ts*  Involvem ent
w ith  th e  th r e e  ty p e s  o f  P roducts

The s t a t i s t i c a l  r e s u l t s  o b ta in e d  from th e  ANOVA t e s t  su p p o rt 

th e  g e n e ra l h y p o th e s is  t h a t  s u b je c t s ' involvem ent d i f f e r s  s ig n i f i c a n t l y  

a c ro s s  th e  th r e e  ty p e s  o f  p ro d u c ts . The ANOVA F v a lu e s  o b ta in e d  from 

th e  a n a ly s i s  and shown in  T ab le  VI-15 a r e  s t a t i s t i c a l l y  s ig n i f i c a n t  a t  

th e  .0001 l e v e l .  W hile t h i s  i s  t r u e  f o r  a l l  p ro d u c ts  to g e th e r  and fo r  

each o f  th e  two p ro d u c t g ro u p s, th e  F v a lu e  o b ta in e d  f o r  th e  second 

group i s  ex trem ely  h ig h e r  th an  th e  Fs in  th e  o th e r  group and a l l  p ro d u c ts .

A ll P ro d u c ts

H y p o thesis  H ^  su g g e s ts  t h a t  consum ers a r e  more in v o lv ed  w ith  

p u re  s e rv ic e s  th a n  w ith  p u re  goods. T h is  h y p o th e s is  i s  su p p o rte d . The 

invo lvem ent mean o f  p u re  goods (25 .17 ) i s  sm a lle r  th an  t h a t  o f  th e  pu re  

s e rv ic e s  (2 8 .4 4 ) . The d i f f e r e n c e  between th e  two means i s  s i g n i f i c a n t .  

(See T ab le  V I-1 6 ).
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TABLE VI-15

ANOVA TESTS QF NO OVERALL PRODUCT type EFFECT
ON INVOLVEMENT

P ro d u c ts  Mean F d . f . P

A ll  P ro d u c ts  56.75 
P u re  Goods 25.17 
GS C om binations 24.28 
P u re  S e rv ic e s  28 .44

2 , 975a .0001

C onv/Shoooins Group 57.62 
C old  M ed ica tio n  10.86 
R e s ta u ra n t  M eals 13.64 
Dry C le a n in g  11.38

2 , 975a .0001

S p e c ia l ty  Group 279.48 
R e f r ig e r a to r  14.31 
R e n tin g  an  A u to a o b lle  10.64 
H o s p i ta l iz a t io n  In su ra n c e  17.06

2 , 975a .0001

‘ T o ta l  n u a b e r o f  o b s e rv a t io n s  in  d a ta  s e t  * 
o f  m is s in g  v a lu e s  ■ 0 , n » 9 7 8 .

978. S in c e  th e  n u ab e r

TABLE VI-16

INVOLVEMENT MEAN LSD COMPARISONS

Mean C o ap a rlso n s D if fe re n c e p

A ll P ro d u c ts
P ure  Goods v s .  P ure  S e rv ic e s  
P ure  goods v s .  GS C o a b ln a tlo n s  
GS C o a b ln a tlo n s  v s .  Pure S e rv ic e s

3 .27
0 .8 9
4 .16

.05

.05

.05

C onv/Shoooins Group
C old M ed ica tio n  v s .  Dry C le an in g  
C old M ed ica tio n  v s .  R e s ta u ra n t  Meals 
R e s ta u ra n t  M eals v s .  Dry C le an in g

0 .5 2
2 .7 8
2 .2 6

N .S .a
.05
.05

S p e c ia l ty  Group
R e f r ig e r a to r  v s .  H o s p i ta l  In su ra n c e  
R e f r ig e r a to r  v s .  R en tin g  a  Car 
R e n tin g  a  C ar v s .  H o s p i ta l  In su ra n c e

2 .75
3 .67
6 .42

.05

.05

.05

aN .S. = n o t  s ig n i f i c a n t .
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H y p o th es is  H2fc s u g g e s ts  t h a t  consum ers a re  more in v o lv ed  w ith  

GS com binations th a n  w ith  p u re  goods. T h is  h y p o th e s is  i s  n o t su p p o rte d . 

The invo lvem ent mean o f  GS com binations (24..28) i s  sm a lle r  than  th a t  o f  

th e  p u re  goods (2 5 .1 7 ) , and th e  d i f f e r e n c e  i s  s i g n i f i c a n t  a t  th e  .05 

l e v e l .

H y p o th esis  H2c su g g e s ts  t h a t  th e r e  i s  no s ig n i f i c a n t  d if f e r e n c e  

in  th e  invo lvem ent means o f  p u re  s e rv ic e s  and GS co m b in a tio n s . T ab le  

V I-16 in d ic a te s  t h a t  th e  d i f f e r e n c e  between th e s e  two means i s  s i g n i ­

f i c a n t  a t  th e  .05  l e v e l .  T h e re fo re , H2(j i s  n o t su p p o rted  e i t h e r .

The c a r e f u l  exam ination  o f  T ab le  VI-15 r e v e a ls  t h a t  th e  reaso n  

beh ind  th e  h ig h  involvem ent w ith  p u re  goods l i e s  w ith  th e  r e f r i g e r a t o r

r a th e r  th a n  w ith  th e  co ld  m e d ic a tio n . R e f r ig e r a to r  seems to  be a

h ig h ly  in v o lv in g  good. The mean sc o re  o f  r e f r i g e r a t o r  involvem ent has

pushed up th e  mean sc o re  o f  p u re  goods s u b s t a n t i a l l y .

C onvenience/Shopping P roduct Group

The invo lvem ent mean sc o re  o f  c o ld  m ed ica tion  (1 0 .8 6 ) i s  sm a lle r  

th an  th o se  o f  d ry  c le a n in g  (1 1 .3 8 ) and r e s ta u r a n t  m eals (1 3 .6 4 ) . Thus, 

th e  f in d in g s  a r e  in  th e  exp ec ted  d i r e c t io n  fo r  th e  f i r s t  p ro d u c t group. 

However, o n ly  th e  d i f f e r e n c e  between th e  means o f  co ld  m ed ica tion  and 

r e s ta u r a n t  m eals i s  s t a t i s t i c a l l y  s ig n i f i c a n t  a t  th e  .05 le v e l  (se e  

T ab le  V I-1 6 ). T h e re fo re , H ^  i s  p a r t i a l l y  su p p o rted , b u t H ^  i s  

co m p le te ly  su p p o rted  fo r  t h i s  group.

On th e  o th e r  hand, th e  d if f e r e n c e  between th e  involvem ent means 

o f  d ry  c le a n in g  and r e s ta u r a n t  m eals i s  s ig n i f i c a n t  a t  th e  .05 l e v e l .
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A cco rd ing ly , i s  n o t acc ep ted  fo r  t h i s  group.

S p e c ia l ty  P roduct Group

H yp o th esis  i s  su p p o rted  fo r  t h i s  group. The involvem ent 

mean o f  r e f r i g e r a t o r  (1 4 .3 1 ) i s  sm a lle r  th an  th a t  o f  h o s p i ta l i z a t io n  

in su ra n c e  (1 7 .0 6 ) , and th e  d i f f e r e n c e  i s  s t a t i s t i c a l l y  s ig n i f i c a n t .  

However, th e  r e f r i g e r a t o r  mean i s  n o t sm a lle r  than  th a t  o f  c a r  r e n ta l  

(1 0 .6 4 ) . The d i f f e r e n c e  i s  s i g n i f i c a n t  in  th e  o p p o s ite  d i r e c t io n .

Thus, Hjk i s  n o t a c c e p te d  fo r  t h i s  group.

A lso , Hjg i s  n o t su p p o rted  e i t h e r  s in c e  th e  d if f e r e n c e  between 

th e  means o f  c a r  r e n ta l  and h o s p i ta l  in su ra n c e  i s  s t a t i s t i c a l l y  

s ig n i f i c a n t .

«

H ypothesis  H- :  The A sso c ia tio n  between P roduct
F a m i l ia r i ty  and P erce iv ed  R isk

F iv e  m easures o f  a s s o c ia t io n  a r e  used  to  t e s t  th e  r e la t io n s h ip  

between p ro d u c t f a m i l i a r i t y  and p e rc e iv e d  r i s k .  These m easures a re  

c h i sq u a re , p h i c o r r e l a t io n  c o e f f i c i e n t ,  co n tin g en cy  c o e f f i c i e n t ,

C ram er's  v , and Pearson product-m om ent c o r r e l a t io n  c o e f f i c i e n t .  The 

s t a t i s t i c a l  r e s u l t s  o f  th e s e  t e s t s  a r e  p re s e n te d  in  T ab le  V I-17 , and 

d isc u sse d  in  more d e t a i l  in  th e  fo llo w in g  s e c t io n s .

In g e n e ra l,  th e s e  r e s u l t s  su p p o rt H^ in  t h a t  th e  two v a r ia b le s  

a re  r e l a t e d  to  each o th e r .  However, th e  r e s u l t s  su p p o rt th e  h y p o th e s is  

in  th e  o p p o s ite  d i r e c t io n  a s  th e  two v a r ia b le s  a re  found to  be p o s i t i v e ly  

r e l a t e d ,  c o n tra ry  to  what th e  h y p o th e s is  p r e d ic t s .



TABLE VI-17

MEASURES OF ASSOCIATION 

BETWEEEN PRODUCT FAMILIARITY AND PERCEIVED RISK

P roducts
Chi Square

ph i

C on tin ­
gency

C o e f f 't
(c )

C ram er'£
V

Pearson 
C o rr 'n  C o e f f 't

n
x2 d f P r P

Pure Goods

Cold M edication 56.16 40 .0464 0 .42 0 .38 0 .1 9 0 .2 0 .0003 326
R e f r ig e ra to r 79.92 40 .0002 0 .5 0 0.45 0 .22 0 .22 .0001 324

GS C om binations

R e s ta u ra n t Meals 104.87 40 .0001 0 .57 0 .4 9 0.25 0 .1 9 .0007 326
R en ting  a Car 24.48 40 N.S.® 0.27 0 .27 0 .12 0.05 N.S.® 325

Pure S e rv ice s

Dry C leaning 89.84 40 .0001 0 .53 0 .47 0 .24 0.26 .0001 326
H osp ita l In su ran ce 76.74 40 .0004 0 .4 9 0.44 0 .22 0 .1 9 .0008 326

aN. S . =no t .  s i g n i f i c a n t .
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I t  m ight be r e c a l le d  th a t  th e  d a ta  c o l le c t io n  in s tru m e n t 

c o n ta in e d  two d i f f e r e n t  s c a le s  o f  p ro d u c t f a m i l i a r i t y .  The sc o re s  

o b ta in e d  from th e  two s c a le s  were c o r r e l a te d .  The Pearson p ro d u c t-  

moment c o r r e l a t i o n  c o e f f i c i e n t s  were 0 .2 4  (p = .0 0 0 1  ) f o r  co ld  m edica­

t i o n ,  0 .4 2  (p * .0 0 0 1 )  fo r  r e f r i g e r a t o r ,  0 .2 2  (p * .0 0 0 2 )  f o r  r e s ta u r a n t  

m eals, 0 .6 3  (p * .0 0 0 1 )  f o r  r e n t in g  an au to m o b ile , 0 .4 2  ( p * .0 0 0 1 )  fo r  

d ry  c le a n in g , and 0 .45  ( p * .0 0 0 1 )  fo r  h o s p i t a l i z a t io n  in s u ra n c e .

These r e s u l t s  in d ic a te d  th a t  th e  two s c a le s ,  on th e  a v e ra g e , en jo y  a 

re a so n a b le  d eg ree  o f  v a l i d i t y .

A cco rd in g ly , b o th  th e  6 -p o in t  f a m i l i a r i t y  s c a le  and th e  9 -p o in t 

p e rc e iv e d  r i s k  s c a le  were used  in  t h i s  s e r i e s  o f  a n a ly s e s .

Chi Square

The n u l l  h y p o th e s is  o f  c h i  sq u are  s t a t e s  t h a t  th e  two v a r ia b le s  

a re  in d ependen t o f  each o th e r .  I f  th e  c a lc u la te d  c h i  sq u are  v a lu e  i s  

s t a t i s t i c a l l y  s i g n i f i c a n t ,  th e  c o n c lu s io n  shou ld  be t h a t  th e  two v a r i a ­

b le s  a r e  r e l a t e d .  However, th e  c h i  sq u are  t e s t  o n ly  t e l l s  w hether th e  

two v a r ia b le s  a r e  r e la te d  to  each o th e r ,  b u t i t  does n o t in d ic a te  th e  

d i r e c t io n  o f  th e  r e l a t io n s h ip .  Thus, o th e r  t e s t s  a r e  re q u ire d  to  

d e s ig n a te  th e  d i r e c t io n .

As T ab le VI-17 r e v e a ls ,  c h i sq u are  v a lu es  f o r  a l l  p ro d u c ts  a re  

s t a t i s t i c a l l y  s ig n i f i c a n t  a t  l e a s t  a t  th e  .05 le v e l  excep t fo r  c a r  

r e n t a l .  These r e s u l t s  mean th a t  p ro d u c t f a m i l i a r i t y  and p e rc e iv e d  r i s k  

a re  r e l a t e d  to  each o th e r  f o r  a l l  p ro d u c ts  excep t c a r  r e n t a l  where th e  

r e la t io n s h ip  i s  v ery  weak.
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Phi C o r re la t io n  C o e f f ic ie n t

When p h i ( 0 )  i s  a p p lie d  to  2 X 2 t a b l e s ,  i t s  v a lu e  eq u a ls  th a t  

o f  Pearson product-m om ent c o r r e la t io n  c o e f f i c i e n t .  However, when ph i

i s  c a lc u la te d  f o r  2-way ta b le s  w ith  n o re  th a n  two c a te g o r ie s ,  p h i i s
2

r e la te d  to  c h i sq u a re  (X ) by th e  fo llo w in g  fo rm ula:

0 = ( X2 / n  )1 /2

U n like  c h i  sq u a re , p h i i s  n o t a f f e c te d  by sample s iz e  s in c e  n 

i s  used in  th e  denom inator to  a d ju s t  f o r  d i f f e r e n c e s  due to  sam ple 

s iz e  (Green and T u ll 1978).

A ccording to  T ab le  V I-17 , p h i ran g es  in  v a lu e  from 0 .27  fo r  c a r  

r e n ta l  to  0 .57  f o r  r e s ta u r a n t  m eals, and between th e s e  two v a lu es  f a l l  

th e  o th e r  p u re  goods and p u re  s e r v ic e s .  These v a lu e s  s ig n i f y  a m oderate 

r e la t io n s h ip  between p ro d u c t f a m i l i a r i t y  and p e rc e iv e d  r i s k  fo r  a l l  

p ro d u c ts  excep t c a r  r e n ta l  where th e  r e la t io n s h ip  i s  weak. I t  i s  a lso  

o bserved  th a t  p h i c o e f f i c i e n t s  o f  b o th  p u re  s e rv ic e s  and GS com binations 

(ex ce p t c a r  r e n t a l )  a r e  h ig h e r  in  m agnitude than  th o se  o f  pure  goods.

C ontingency  C o e f f ic ie n t

C ontingency  c o e f f i c i e n t  ( c ) i s  a ls o  r e l a t e d  to  th e  c h i square

t e s t  by th e  fo llo w in g  fo rm ula:

c = ( X2 /X 2 + n )1 /2

The la r g e r  th e  v a lu e  o f  c , th e  g r e a te r  th e  a s s o c ia t io n  between th e  two
2

v a r ia b le s .  S in ce  c i s  based  on X , i t s  s ig n if ic a n c e  i s  a lre a d y  e s ta b ­

l i s h e d .  However, l i k e  p h i,  i t  has th e  ad v an tag e  o f  n o t be in g  a f f e c te d  

by sample s i z e .
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1 /2The maximum v a lu e  o f  c i s  ( k-1 /  k ) , where k * th e  number

o f  rows and columns in  th e  co n tin g en cy  t a b l e .  T h e rfo re , c i s  always

l e s s  than  1 (Green and T u ll 1978; Longley-Cook 1971). In our c a se ,

1 / 2th e  maximum v a lu e  o f  c i s  (14 /15 ) * 0 .9 6 6 .

R e fe r r in g  to  T ab le  V I-17 , th e  v a lu e  o f  c ran g es  from 0 .2 7  fo r  

c a r  r e n t a l  to  0.4.9 fo r  r e s ta u r a n t  m eals . The c v a lu e s  o f  p u re  goods 

and p u re  s e rv ic e s  f a l l  between th e s e  two v a lu e s . I t  i s  a ls o  n o tic e d  

t h a t  c v a lu e s  o f  p u re  s e rv ic e s  and GS com binations (w ith  th e  excep­

t io n  o f  c a r  r e n t a l )  a r e  h ig h e r  th an  th o se  o f  pu re  goods.

Cramer's v

C ram er's  v i s  a c o n s e rv a t iv e  e s t im a te  o f  th e  deg ree  o f  a s s o c ia ­

t io n  between two v a r ia b le s .  I t  i s  c a lc u la te d  a s :
2, . .1/2 v * (0 /  q -  1 )

where 0 * p h i,  and q * th e  minimum o f  th e  number o f  rows and th e  

number o f  columns in  th e  co n tin g en cy  t a b l e .  In th e  ca se  o f  p e r f e c t  

a s s o c ia t io n ,  v * 1, w hereas i t s  v a lu e  i s  0 in  th e  case  o f  independence 

(L ie b e tra u  1983).

From T ab le  V I-17 , we can see  t h a t  th e  v a lu e  o f  v ranges  from 

0 .12  fo r  c a r  r e n t a l  to  0 .25 fo r  r e s ta u r a n t  m eals. The v a lu es  o f  v 

fo r  o th e r  pu re  goods and p u re  s e rv ic e s  f a l l  between th e se  two v a lu e s .

As shown in  th e  t a b l e ,  th e  c o n se rv a tiv e n e s s  o f  th e  c o e f f i c i e n t  i s  

r e f l e c te d  on i t s  v a lu e s  w ith  a l l  p ro d u c ts . However, i t  can be n o tic e d  

th a t  th e  v a lu e s  o f  th e  c o e f f i c i e n t  fo r  b o th  pure  s e rv ic e s  and GS 

com binations a r e  h ig h e r  th an  th o se  o b ta in e d  w ith  p u re  goods.
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Pearson C o r r e la t io n  C o e f f ic ie n t

The v a lu e  o f  P earson  c o r r e la t io n  c o e f f i c i e n t  ( r  ) o b ta in e d  fo r

a l l  p ro d u c ts  fo llo w s  th e  p a t t e r n  observ ed  w ith  a l l  o th e r  m easures. The

v a lu e  o f  r  ran g es  from 0 .05  fo r  c a r  r e n t a l  to  0 .26  fo r  d ry  c le a n in g .

A ll th e  v a lu e s  a r e  s i g n i f i c a n t l y  d i f f e r e n t  from zero  ( a t  l e a s t  a t  th e  

.0008 l e v e l  ) w ith  th e  ex ce p tio n  o f  c a r  r e n t a l  which i s  n o t s i g n i f i c a n t .  

The m agnitude o f  th e  c o e f f i c i e n t  i s  g r e a te r  f o r  one p u re  s e rv ic e  ( d ry  

c le a n in g  ) th an  th o s e  o f  th e  p u re  goods. The v a lu e s  o f  a l l  o th e r  

c o e f f i c i e n t s  ( ex cep t t h a t  o f  r e n t in g  an au tom ob ile  ) a r e  c lo s e  to  each 

o th e r .

S in ce  a l l  c o e f f i c i e n t s  a r e  p o s i t iv e  in  te rm s o f  t h e i r  s ig n , 

th e y  conno te  a  p o s i t i v e  r e l a t io n s h ip  between p ro d u c t f a m i l i a r i t y  and 

p e rc e iv e d  r i s k .  T h e r e f o r e . i t  m ight be concluded  th a t  h y p o th e s is  i s  

su p p o rted  ( s in c e  th e  two v a r ia b le s  a r e  found m o d era te ly  r e l a t e d  ) bu t 

in  th e  o p p o s ite  d i r e c t io n .

M oreover, a s  e x p ec ted , th e  m agitude o f  th e  r e la t io n s h ip  between

th e  two v a r ia b le s  i s  found g r e a te r  fo r  b o th  p u re  s e rv ic e s  and GS

com binations ( ex cep t r e n t in g  an au to m o b ile  ) than  fo r  p u re  goods. T his 

phenomenon i s  c o n s i s te n t ly  o bserved  in  fo u r  o f  th e  f iv e  m easures u sed .

H ypo th esis  H. :  The P e rc e iv e d  Im portance o f  P r ic e
a c ro s s  th e  th r e e  Types o f  P roducts

The ANOVA F v a lu e s  d is p la y e d  in  T ab le  VI-18 and t h e i r  h ig h  le v e l  

o f  s ig n i f ic a n c e  su p p o rt th e  g e n e ra l h y p o th e s is  th a t  th e  th r e e  ty p e s  o f  

p ro d u c ts  d i f f e r  from each o th e r  in  term s o f  th e  p e rc e iv e d  im portance o f
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TABLE V I-18

ANOVA TESTS OF NO OVERALL PRODUCT TYPE EFFECT

ON THE PERCEIVED IMPORTANCE OF HI ICE

P ro d u c ts  Mean F d . f . P

A ll  P ro d u c ts  23 .60  
P u rs  Goods 6 .22  
GS C o a b ln a tlo n s  7 .17  
P u re  S e rv ic e s  6 .7 4

2 , 974a .0001

Conv/ShoDoine Grouo 39.24 
C old M ed ica tio n  2 .56  
R e s ta u ra n t  M eals 3 .30  
Dry C le a n in g  3 .16

2 , 974 * .0001

S D e c ia ltv  GrouD 5 .59  
R e f r ig e r a to r  3 .67  
R e n tin g  an  A utom obile 3 .88  
H o s p i ta l iz a t io n  In su ra n c e  3 .5 9

2 , 975 .0039

^ o t a l  n u ab e r o f  o b s e rv a t io n s  in  d a ta  s e t  * 
o f  a i s s l n g  v a lu e s *  1, n *  977.

978. S in c e  th e  n u ab er

^Number o f  a i s s l n g  v a lu e s  ■ 0, n ■ 978.

TABLE V I-19

PRICE MEAN LSD COMPARISONS

Mean C om parisons D if fe re n c e P

A ll P ro d u c ts
P ure  Goods v s .  P ure  S e rv ic e s  
P u re  goods v s .  GS C o a b ln a tlo n s  
GS C o a b ln a tlo n s  v s .  P ure  S e rv ic e s

0 .5 2
0.95
0 .43

.05

.05

.05

C onv/Shoooine GrouD
C old M ed ica tion  v s .  Dry C le an in g  
C old M ed ica tio n  v s .  R e s ta u ra n t  Meals 
R e s ta u ra n t  M eals v s . Dry C le an in g

0 .60
0 .74
0 .14

.05
•05aN.S.

S o e c ia l tv  Group
R e f r ig e r a to r  v s .  H o s p i ta l  In su ra n c e  
R e f r ig e r a to r  v s .  R e n tin g  a  Car 
R e n tin g  a  C ar v s .  H o s p i ta l  In su ra n c e

0 .08
0.21
0 .29

N.S . a 
.05 
.05

^ . S .  = n o t s ig n i f i c a n t .
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p r ic e .

A ll P ro d u c ts

T ab le  V I-18 in d ic a te s  t h a t  th e  mean o f  p r ic e  im portance o f  

p u re  goods (6 .2 2 ) i s  s m a lle r  th a n  th e  means o f  b o th  p u re  s e rv ic e s  

(6 .7 4 ) and GS com binations (7 .1 7 ) .  T ab le  V I-19 a ls o  in d ic a te s  t h a t  th e  

d i f f e r e n c e s  between th e  f i r s t  mean and each o f  th e  two o th e r  means a r e  

s t a t i s t i c a l l y  s ig n i f i c a n t  (p «  .0 5 ) .  T h e re fo re  and a r e  su p p o rted  

fo r  a l l  p ro d u c ts  to g e th e r .

However, th e  mean im portance o f  p r ic e  o f  GS com binations i s  

g r e a te r  th a n  th e  p u re  s e rv ic e s  mean, and th e  d if f e r e n c e  between th e  two 

means i s  s i g n i f i c a n t ;  a  f in d in g  which i s  c o n s i s te n t ly  observed  in  

r e l a t i o n  to  fo u r o f  th e  s ix  s e rv ic e  c h a r a c t e r i s t i c s  b e fo re .  T h e re fo re , 

H^c i s  r e je c te d .

C onvenience/Shopping  P ro d u c t Group

From T ab le  V I-18 , i t  can be seen  th a t  th e  p e rc e iv e d  im portance 

o f  p r ic e  o f  c o ld  m ed ica tio n  (2 .5 6 )  i s  l e s s  th an  th o s e  o f  d ry  c le a n in g  

(3 .1 6 )  and r e s ta u r a n t  m eals ( 3 .3 0 ) .  A ccording to  T ab le  V I-19 , th e  

d i f f e r e n c e s  between th e  f i r s t  mean and each o f  th e  two o th e r  means a re  

s t a t i s t i c a l l y  s ig n i f i c a n t  ( p » . 0 5 ) .  C o n sequen tly , and a r e  

su p p o rted  fo r  th e  f i r s t  p ro d u c t group.

A lso , from th e s e  t a b le s  i t  can be n o tic e d  t h a t  th e  d if f e r e n c e  

between th e  means o f  r e s ta u r a n t  m eals and d ry  c le a n in g  i s  n o t s i g n i f i c a n t .  

A cco rd in g ly , H^c i s  a ls o  su p p o rted  fo r  t h i s  p ro d u c t group.
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S p e c ia l ty  P roduct Group

In g e n e ra l,  i t  i s  o bserved  t h a t  th e  mean Im portance o f  p r ic e  i s  

h ig h e r  fo r  th e  th r e e  o f f e r in g s  o f  th e  second p ro d u c t group th a t  i t  i s  

fo r  th e  th r e e  o f f e r in g s  o f  th e  f i r s t  g roup.

The p r ic e  o f  r e f r i g e r a t o r  i s  p e rc e iv e d  a s  im p o rtan t a s  th e  p r ic e  

o f  h o s p i t a l i z a t io n  in s u ra n c e . The mean im portance o f  p r ic e  f o r  th e s e  

o f f e r in g s  i s  3 .6 7  and 3 .59  r e s p e c t iv e ly .  (See T ab le  V I-1 8 ). The 

d i f f e r e n c e  between th e  two means i s  n o t s i g n i f i c a n t  (a s  shown in  T ab le  

V I-1 9 ). T h e re fo re , i s  n o t su p p o rted  fo r  th e  second p ro d u c t group.

The p r ic e  o f  c a r  r e n t a l  i s  p e rc e iv e d  more im p o rtan t th an  th a t  

o f  r e f r i g e r a t o r ,  and th e  mean d if f e r e n c e  i s  s i g n i f i c a n t  a t  th e  .05 

l e v e l .  C onsequen tly , i s  su p p o rted  f o r  t h i s  p ro d u c t group.

The p r ic e  o f  c a r  r e n t a l  i s  a ls o  p e rc e iv e d  more im p o rtan t (3 .8 8 ) 

th a n  th a t  o f  h o s p i t a l i z a t io n  in su ra n c e  (3 .5 9 ) .  The mean d if f e r e n c e  i s  

s i g n i f i c a n t  ( p * .0 5 ) .  Thus, i s  r e j e c te d  fo r  t h i s  p ro d u c t g roup .

H ypo thesis  H ,: The P e rce iv ed  Im portance o f  Recommendations
o f  Fam ily  and F rie n d s  a c ro s s  P roduct Types

The r e s u l t s  o f  th e  ANOVA F t e s t s  p re se n te d  in  T ab le VI-20 

su p p o rt th e  g e n e ra l h y p o th e s is  t h a t  th e  th r e e  ty p e s  o f  p ro d u c ts  d i f f e r  

s i g n i f i c a n t l y  from each o th e r  in  term s o f  th e  p e rc e iv e d  im portance o f  

recom m endations o f  fam ily  and f r ie n d s .  The c a lc u la te d  F v a lu es  fo r  a l l  

p ro d u c ts  a s  w e ll as  th e  two p ro d u c t groups a re  s t a t i s t i c a l l y  s ig n i f i c a n t  

a t  th e  .0001 l e v e l .
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TABLE V I - 20

ANOVA TESTS OF NO OVERALL PRODUCT TTPE EFFECT

ON THE PERCExvED IMPORTANCE OF FAMILY AND FRIENDS RECOMMENDATIONS

P ro d u c ts  Mean F d . f . P

A ll P ro d u c ts  . m 
-pure Goods b . U  
G S*C oablnatlons - 7^30 
P u rs  S e rv ic e s  6 .6 7

2 , 974* .0001

Conv/Shoooins Group 118.13 
Cold M ed ica tion  2 .92  
R e s ta u ra n t  M eals 4 .05 
Dry C le a n in g  2 .82

2 , 975b .0001

S o e c ia l tv  Group 22.86 
R e f r ig e r a to r  3 .42  
R e n tin g  an  A utom obile 3.25 
H o s p i ta l iz a t io n  In su ra n c e  3.85

2 , 974a .0001

* T o ta l number o f  o b s e rv a t io n s  In  d a ta  s e t  * 
o f  m iss in g  v a lu e s  * 1 , n * 9 7 7 .

978. S in c e  th e number

^Number o f  m iss in g  v a lu e s  * 0 ,  n * 9 7 8 .

TABLE V I-21

RECOMMENDATIONS MEAN LSD COMPARISONS

Mean Com parisons D if fe re n c e P

A ll P ro d u c ts
Pure Goods v s .  Pure S e rv ic e s  
Pure goods v s .  GS C om binations 
GS C om binations v s .  Pure S e rv ic e s

0 .3 3
0.96
0 .63

.05

.05

.05

Conv/Shoppine Group
Cold M ed ica tion  v s . Dry C le an in g  
Cold M ed ica tion  v s .  R e s ta u ra n t  Meals 
R e s ta u ra n t  M eals v s . Dry C le an in g

0 .10
1.13
1.23

N.S . a 
.05 
.05

S p e c ia l ty  Group
R e f r ig e r a to r  v s .  H o s p i ta l  In su ran ce  
R e f r ig e r a to r  v s .  R e n tin g  a  Car 
R en tin g  a C ar v s .  H o s p i ta l  In su ra n c e

0.43
0.17
0 .60

•05aN .S.
.05

U . S . * n o t  s i g n i f i c a n t .
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A ll P ro d u c ts

T ab le  V I-20 shows th a t  th e  mean im portance o f  recom m endations 

o f  p u re  goods ( 6 .3 U) i s  l e s s  th a n  th o se  o f  GS com binations (7 .3 0 ) and 

p u re  s e rv ic e s  ( 6 .6 7 ) .  The d if f e r e n c e s  between th e  f i r s t  mean and each 

o f  th e  two o th e r  means a r e  s t a t i s t i c a l l y  s ig n i f i c a n t  a c c o rd in g  to  T able 

V I-21 . T h e re fo re , and a r e  su p p o rted  fo r  a l l  p ro d u c ts .

N o n e th e le ss , th e  mean im portance o f  recom m endations o f  GS

com binations i s  g r e a te r  th a n  th a t  o f  p u re  goods, and th e  mean d i f f e r e c e

i s  s ig n i f i c a n t  a t  th e  .05  l e v e l .  C onsequen tly , H. i s  n o t su p p o rted .
j  c

C onvenience/Shopping  P roduct Group

Cold m e d ica tio n  and d ry  c le a n in g  a r e  p e rc e iv e d  to  have s im i la r  

d eg rees  o f  im portance  w ith  re g a rd  to  fa m ily  and f r ie n d s  recom m endations. 

The d i f f e r e n c e  betw een th e  two means i s  n o t s i g n i f i c a n t  (se e  T ab le 

V I-2 1 ). Thus, H^a  i s  n o t  su p p o rted  fo r  th e  f i r s t  p ro d u c t group.

The p e rc e iv e d  im portance o f  recom m endations w ith  re g a rd  to  

r e s ta u r a n t  m eals i s  much g r e a te r  th an  th o s e  o f  bo th  co ld  m ed ica tion  

and d ry  c le a n in g .  The d i f f e r e n c e s  between th e  f i r s t  mean and each o f  

th e  two o th e r  means a r e  s t a t i s t i c a l l y  s ig n i f i c a n t  a t  th e  .05 l e v e l .  

T h e re fo re , i s  su p p o rted  f o r  t h i s  p ro d u c t group, b u t H^c i s  n o t.

S p e c ia l ty  P roduct Group

The p e rc e iv e d  im portance o f  recom m endations w ith  re g a rd  to  

r e f r i g e r a t o r  i s  l e s s  th a n  t h a t  o f  h o s p i ta l iz a t io n  in s u ra n c e . The mean 

d i f f e r e n c e  i s  s t a t i s t i c a l l y  s ig n i f i c a n t  a t  th e  .05 l e v e l .  A cco rd ing ly , 

H^a i s  su p p o rted  f o r  t h i s  group.
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The mean im portance o f  recom m endations fo r  r e f r i g e r a t o r ,  how­

e v e r , i s  g r e a te r  than  th a t  fo r  r e n t in g  an au to m o b ile , and th e  d i f f e re n c e  

between th e  two means i s  n o t s i g n i f i c a n t .  (See T ab leV I-2 1 ). T h e re fo re , 

i s  n o t su p p o rted  fo r  t h i s  p ro d u c t group.

The mean im portance o f  recom m endations fo r  h o s p i ta l i z a t io n  

in su ra n c e  i s  g r e a te r  th an  th a t  fo r  r e n t in g  an au to m o b ile . S in ce  th e  

d i f f e r e n c e  between th e  two means i s  s t a t i s t i c a l l y  s i g n i f i c a n t ,  H^c i s  

n o t su p p o rted  e i t h e r  f o r  t h i s  group.

H y po thesis  H ,: The P e rce iv ed  Im portance o f  Employee
F r ie n d l in e s s  a c ro s s  P roduct Types

The im portance o f  c o u r te sy  and f r ie n d l in e s s  o f  em ployees i s  

p e rc e iv e d  s i g n i f i c a n t l y  d i f f e r e n t  a c ro s s  th e  th r e e  ty p e s  o f  p ro d u c ts  

as  T ab le  V I-22 r e v e a ls .  A ll F v a lu e s  a r e  h ig h ly  s ig n i f i c a n t  p a r t i c u ­

l a r l y  fo r  th e  f i r s t  p ro d u c t group.

A ll P ro d u c ts

As ex p ec ted , th e  mean im portance o f  f r ie n d l in e s s  fo r  pu re  goods 

i s  l e s s  th a n  th o se  o f  G3 com binations and pure  s e r v ic e s .  The d i f f e r e n ­

ces betw een th e  f i r s t  mean and each o f  th e  two o th e r  means a re  s t a t i s ­

t i c a l l y  s ig n i f i c a n t  a t  th e  .05 l e v e l .  T h e re fo re , H^a and a re  

su p p o rted .

However, th e  mean im portance o f  f r i e n d l in e s s  fo r  GS com binations 

i s  much h ig h e r  th an  th a t  o f  pure s e r v ic e s ,  and th e  d if f e r e n c e  i s  s t a t i s ­

t i c a l l y  s i g n i f i c a n t .  Thus, H£c i s  n o t su p p o rted .
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TABLE V I- 22

ANOVA TESTS OF NO OVERALL PRODUCT TTPE EFFECT

ON THE PERCEIVED IMPORTANCE OF EMPLOYEE FRIENDLINESS

Products Mssa F d . f . P

A ll Products 168.10 
Purs Goods 5 .6 2  
GS Coablnationa 8 .23  
Pure S erv ices 6 .8 9

2 , 971a .0001

Conv/Shopping.Group *7 
Cold Medication 2 .30  
Restaurant Meals 4.57  
Dry C leaning 3.43

2 , 975b .0001

S p ec ia lty  GrouD 6.21 
R efrigerator  3 .3 2  
Renting an A utoaoblle 3.65 
H o sp ita liza tio n  Insurance 3.46

2 , 971® .0021

*Total nuaber o f  observations in data s e t  ■ 
o f  a is s ln g  va lu es ■ 4, n « 9 7 4 .

978. S ince the nuaber

^Nuaber o f  a is s ln g  va lu es ■ 0 , n ■ 978 .

TABLE V I - 23

FRIENDLINESS MEAN LSD COMPARISONS

Mean Coaparlsons 
•

D ifferen ce P

A ll Products
Pure Goods v s . Pure S erv ices  
Pure goods v s . GS Coablnatlons 
GS Coablnatlons v s .  Pure S erv ices

1.27
2.61
1.34

.05

.05

.05
Conv/Shoooinar Grouo 

Cold Medication v s . Dry Cleaning 
Cold Medication v s . Restaurant Meals 
Restaurant Meals v s . Dry Cleaning

1.13 
2 .27
1.14

.05

.05

.05
SD ecialtv  GrouD 

R efrigerator v s . H ospita l Insurance 
R efrigerator v s . Renting a Car 
Renting a Car v s . H ospital Insurance

0 .14
0 .33
0 .19

N.S.®
.05
.05

£
N .S. » n o t  s ig n i f i c a n t .
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C onvenience/Shopping P roduct Group

The p e rc e iv e d  im portance o f  f r i e n d l in e s s  f o r  c o ld  m ed ica tio n  i s  

l e s s  th a n  t h a t  a t ta c h e d  to  b o th  r e s t a u r a n t  m eals and d ry  c le a n in g .  The 

means o f  th e  th r e e  o f f e r in g s  a r e  2 .3 0 , 4 .5 7 , and 3 .4 3  r e s p e c t iv e ly .  The 

d i f f e r e n c e s  between th e  f i r s t  mean and each  o f  th e  two o th e r  means a r e  

s t a t i s t i c a l l y  s ig n i f i c a n t  a t  th e  .05  l e v e l .  (See T ab le  V I-2 3 ). Thus, 

H^a  and H ^  a r e  su p p o rted  f o r  t h i s  g roup.

However, th e  d i f f e r e n c e  between th e  means o f  r e s ta u r a n t  m eals 

and d ry  c le a n in g  i s  s i g n i f i c a n t .  T h e re fo re , H6 c  i s  n o t  su p p o rted  fo r  

t h i s  g roup .

I t  i s  i n t e r e s t i n g  to  n o te  t h a t  th e  f r i e n d l in e s s  mean im portance 

o f  r e s ta u r a n t  m eals i s  th e  h ig h e s t  among th e  th r e e  o f f e r in g s  in  t h i s  

group. W hile i t  i s  t r u e  t h a t  th e  GS com bination  mean i s  h ig h e r  than  

th o s e  o f  th e  p u re  good a s  w e ll a s  th e  p u re  s e rv ic e  a ls o  in  th e  second 

group and in  r e l a t i o n  to  o th e r  e v a lu a t iv e  c r i t e r i a ,  i t s  v a lu e  i s  

s u b s t a n t i a l l y  h ig h e r  in  th e  f i r s t  g roup. T h is  i s  u n d e rs ta n d a b le  s in c e  

th e  c o u r te s y  and f r i e n d l in e s s  o f  r e s t a u r a n t  a t te n d a n ts  a r e  im p o rtan t 

f a c to r s  in  making a  p a tro n a g e  d e c is io n .

S p e c ia l ty  P roduct Group

As ex p ec ted , th e  p e rc e iv e d  im portance o f  f r i e n d l in e s s  f o r  

r e f r i g e r a t o r  i s  l e s s  th a n  t h a t  p e rc e iv e d  f o r  h o s p i t a l i z a t io n  in su ra n c e . 

However, th e  d if f e r e n c e  between th e  two means i s  n o t s t a t i s t i c a l l y  

s ig n i f i c a n t  (s e e  T ab le  V I-2 3 ). T h e re fo re , i s  p a r t i a l l y  su p p o rted  

w ith  re g a rd  to  th e  second p ro d u c t group.
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A lso , th e  r e f r i g e r a t o r  oean i s  l e s s  than  th e  c a r  r e n ta l  mean, 

and th e  mean d if f e r e n c e  i s  s t a t i s t i c a l l y  s ig n i f i c a n t  a t  th e  .05 l e v e l .  

A cco rd ing ly , i s  su p p o rted  in  re g a rd  to  th e  second group.

N e v e r th e le s s , H^c i s  n o t su p p o rted  f o r  t h i s  p ro d u c t group 

s in c e  th e  f r i e n d l in e s s  mean im portance fo r  r e n t in g  an au to m o b ile  i s  

g r e a te r  th an  th e  mean o f  h o s p i t a l i z a t io n  in s u ra n c e , and th e  d i f f e r e n c e  

in  means i s  s t a t i s t i c a l l y  s ig n i f i c a n t .

H ypo thesis  H,. ; The P e rce iv ed  Im portance o f  L ocation  
a c ro s s  th e  Three Types o f  P ro d u c ts

The f in d in g s  in d ic a te  t h a t  consum ers a t ta c h  d i f f e r e n t  d eg rees  

o f  im portance to  th e  lo c a t io n s  o f  th e  th r e e  ty p e s  o f  p ro d u c ts . T ab le  

VI-24, d is p la y s  th e  r e s u l t s  o f  th e  ANOVA t e s t  o f  no o v e r a l l  p ro d u c t 

ty p e  e f f e c t  on th e  p e rc e iv e d  im portance o f  lo c a t io n  a c ro s s  th e  th r e e  

ty p e s  o f  p ro d u c ts .  The F v a lu e s  fo r  a l l  p ro d u c ts  a s  w e ll a s  th e  two 

p ro d u c t groups a r e  s t a t i s t i c a l l y  s ig n i f i c a n t  a t  th e  .0001 l e v e l .

A ll P ro d u c ts

The lo c a t io n  o f  pure  goods i s  p e rc e iv e d  l e s s  im p o rtan t than  

th a t  o f  GS com binations and th a t  o f  pu re  s e rv ic e s  a s  w e ll .  The 

d i f f e r e n c e  between th e  f i r s t  mean and each o f  th e  two o th e r  means a re  

s t a t i s t i c a l l y  s ig n i f i c a n t  a t  th e  .05 le v e l  (s e e  T ab le  V I-2 5 ). These 

f in d in g s  le n d  su p p o rt to  hyp o th eses  H^a and

However, a s  c o n s i s te n t ly  n o tic e d  th ro u g h o u t th e  re s e a rc h ,  th e  

lo c a t io n  o f  GS com binations i s  c o n s id e re d  more im p o rtan t th an  th a t  o f
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TABLE V I-24

ANOVA TESTS OF NO OVERALL PRODUCT TYPE EFFECT

ON THE PERCEIVED IMPORTANCE OF LOCATION

P ro d u c ts  Moan F d . f . P

A ll P ro d u c ts  29 .38  
Pure Goods 5 .72  
GS C om binations 6 .8 2  
Pure S e rv ic e s  6 .4 2

2 , 970a .0001

Conv/ShooDine Grouo Z.7.16 
Cold M edica tion  3 .14 
R e s ta u ra n t Meals 3.25 
Dry C le an in g  4 .03

2 , 970a .0001

S D e c ia ltv  GrouD 88 .90  
R e f r ig e r a to r  2 .5 8  
R en tin g  an A utom obile 3 .56 
H o s p i ta l iz a t io n  In su ran ce  2 .3 8

2 , 972b .0001

^ o t a l  number o f  o b s e rv a tio n s  in  d a ta  s e t  « 
o f  m iss in g  v a lu e s  « 5# n « 973*

978. S in ce  th e number

^Number o f  m iss in g  v a lu e s  * 3, n * 975*

TABLE V I-25

LOCATION MEAN LSD COMPARISONS

Mean Com parisons D if fe re n c e P

A ll P ro d u c ts
Pure Goods v s . Pure S e rv ic e s  
Pure goods v s . GS C om binations 
GS C om binations v s . Pure S e rv ic e s

0 .7 0
1 .1 0
0 .4 0

.05

.05

.05
Conv/ShoDDine GrouD

Cold M edication  v s . Dry C lean ing  
Cold M edication  v s . R e s ta u ra n t Meals 
R e s ta u ra n t Meals v s . Dry C lean ing

0 .8 9
0.11
0 .7 8

' 05aN.S.
.05

S D e c ia ltv  GrouD
R e f r ig e r a to r  v s . H o sp ita l  In su ran ce  
R e f r ig e r a to r  v s . R en tin g  a Car 
R en tin g  a Car v s . H o sp ita l  In su ran ce

0 .20
0 .98
1.18

.05

.05

.05

^ . S . s n o t  s ig n i f i c a n t .
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p u re  s e r v ic e s ,  and th e  d i f f e r e n c e  in  means i s  s t a t i s t i c a l l y  s ig n i f i c a n t  

a t  th e  .05  l e v e l .  C onsequen tly , i s  r e je c te d .

C onvenience/Shopping  P ro d u c t Group

The im portance  o f  lo c a t io n  i s  p e rc e iv e d  l e s s  f o r  co ld  m ed ica tio n  

th a n  fo r  b o th  d ry  c le a n in g  and r e s ta u r a n t  m eals a s  e x p ec ted . However, 

th e  d i f f e r e n c e  between th e  means o f  c o ld  m ed ica tio n  and d ry  c le a n in g  i s  

s i g n i f i c a n t ,  w hereas th e  d i f f e r e n c e  betw een th e  means o f  co ld  m ed ica tion  

and r e s ta u r a n t  m eals i s  n o t .  T h e re fo re , H^a i s  su p p o rte d , w h ile  i s  

p a r t i a l l y  su p p o rted  f o r  th e  f i r s t  p ro d u c t group.

The d if f e r e n c e  in  means between th e  lo c a t io n  im portance o f  d ry  

c le a n in g  and r e s t a u r a n t  m eals i s  s t a t i s t i c a l l y  s ig n i f i c a n t  ( r e f e r  to  

T ab le  V I-2 5 ). A cco rd ing ly , H^c i s  n o t su p p o rted  f o r  t h i s  p ro d u c t group.

S p e c ia l ty  P roduct Group

The lo c a t io n  im portance  o f  r e f r i g e r a t o r  i s  c o n s id e re d  h ig h e r  

th a n  th e  lo c a t io n  im portance o f  h o s p i t a l i z a t io n  in s u ra n c e , b u t low er 

th a n  th a t  o f  c a r  r e n t a l  ( s e e  T ab le  V I-2 4 ). Mean d if f e r e n c e s  in  b o th  

c a se s  a r e  s t a t i s t i c a l l y  s i g n i f i c a n t .  T h e re fo re , i s  su p p o rted  fo r  

t h i s  p ro d u c t group, b u t  H^a i s  n o t .  The e x p la n a tio n  o f  th e s e  f in d in g s  

i s  s im p le . The lo c a t io n  o f  h o s p i t a l i z a t io n  in s u r e r s  i s  co n s id e re d  o f  

th e  l e a s t  im portance among th e  th r e e  o f f e r in g s  in  t h i s  group s in c e  

h o s p i ta l  in s u ra n c e  can f r e q u e n t ly  be a rra n g e d  by m a il.

On th e  o th e r  hand, th e  r e f r i g e r a t o r  lo c a t io n  i s  more im p o rtan t 

s in c e  t h i s  o f f e r in g  i s  a s p e c ia l ty  item  which means t h a t  th e  consumer 

m ight 's h o p ' f o r  i t .  The lo c a t io n  o f  c a r  r e n t a l  com panies i s  then
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deemed by consum ers a s  th e  most im p o rtan t among th e  th r e e  o f f e r in g s  in  

t h i s  group b ecause  i t : means a  g r e a t  d e a l o f  conven ience in  p ic k in g  up 

and d rop p in g  o f f  th e  r e n te d  c a r .

Mean im portance o f  c a r  r e n t a l  lo c a t io n  i s  g r e a te r  th a n  t h a t  o f  

h o s p i t a l i z a t io n  in s u ra n c e , and th e  d i f f e r e n c e  in  means i s  s i g n i f i c a n t  

a t  th e  .05 l e v e l .  A cco rd in g ly , H^c i s  n o t su p p o rted  f c r  th e  second 

group.

D iscu ss io n  and I n te r p r e ta t i o n  o f  F in d in g s

The g e n e ra l th e s i s  o f  t h i s  s tu d y  i s  t h a t  consum ers p e rc e iv e  

d i f f e r e n c e s  between p u re  goods, on one hand, and pu re  s e rv ic e s  and GS 

co m b in a tio n s , on th e  o th e r .  The p e rc e iv e d  d if f e r e n c e s  a r e  assumed to  

e x i s t  in  s e rv ic e  c h a r a c t e r i s t i c s  a s  w e ll a s  th e  r e l a t i v e  im portance 

a t ta c h e d  by consum ers to  th e  e v a lu a tiv e  c r i t e r i a  th e y  employ b e fo re  

making th e  buy ing  d e c is io n .  The f in d in g s  p re s e n te d  so f a r  s t ro n g ly  

su p p o rt t h i s .

The MANOVA r e s u l t s  p ro v id e  ev idence  th a t  th e  th r e e  ty p e s  o f  

p ro d u c ts  do d i f f e r  from each o th e r  re g a rd in g  consum ers' p e rc e p tio n s  o f  

s ix  c h a r a c t e r i s t i c s .  These c h a r a c t e r i s t i c s  a r e  i n t a n g i b i l i t y ,  p e r i ­

s h a b i l i t y ,  s im u l ta n e i ty  o f  p ro d u c tio n  and consum ption, n o n s ta n d a rd i­

z a t io n ,  buyer p a r t i c ip a t io n  in  p ro d u c tio n , and b u y e r 's  ab id an ce  by 

s e l l e r ' s  r u l e s  and p ro c e d u re s . The m u l t iv a r ia te  Fs o b ta in e d  from 

MANOVA a r e  s t a t i s t i c a l l y  s ig n i f i c a n t  a t  th e  .0001 le v e l  f o r  a l l  

p ro d u c ts  to g e th e r ,  and fo r  each o f  th e  two p ro d u c t groups a s  w ell 

(T ab le V I-1 ).
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The MANOVA u n iv a r ia te  F t e s t s  a ls o  produced h igh  F 'v a lu e s  which 

a re  s ig n i f i c a n t  a l3o  a t  th e  .0001 le v e l  f o r  a l l  in d iv id u a l  c h a r a c t e r i s t i c s  

and a c ro s s  a l l  p ro d u c ts  as  w ell as  each p ro d u c t group (T ab le V I-2 ).

A nother in d ic a t io n  o f  th e  r e l a t i v e  ' in te n s iv e n e s s ' o f  each

c h a r a c t e r i s t i c  as  p e rc e iv e d  by consumers a c ro s s  th e  th r e e  p ro d u c t
2 2 c la s s e s  i s  R o b ta in e d  fo r  each c h a r a c t e r i s t i c .  In g e n e ra l,  R p ro v id es

us w ith  an id e a  abou t th e  p e rc e n ta g e  o f  v a r ia n c e  in  th e  dependent

v a r ia b le  (each c h a r a c t e r i s t i c )  ex p la in ed  by v a r ia t io n  in  th e  independen t

v a r ia b le  (p ro d u c t ty p e  o r  c l a s s ) .

A ccording to  T ab le  V I-2 (p . 145), and in  th e  ca se  o f  a l l  p ro d u c ts ,
2

R ( in  a descen d in g  o rd e r)  i s  0 .46  fo r  i n t a n g i b i l i t y ,  0 .4 0  fo r  p e r is h a ­

b i l i t y ,  0 .3 8  f o r  s im u l ta n e i ty  o f  p ro d u c tio n  and consum ption, 0 .3 7  fo r  

buyer p a r t i c ip a t io n  in  p ro d u c tio n , 0 .3 3  f o r  n o n s ta n d a rd iz a t io n , and 0 .08  

fo r  b u y e r 's  ab id an ce  by s e l l e r ' s  r u l e s .

2
In th e  ca se  o f  th e  two p ro d u c t g roups, th e  rank  o rd e r  o f  R may

be s l i g h t l y  d i f f e r e n t .  But th e  two p ro d u c t g roups, in  g e n e ra l ,  sh a re
2

th e  f a c t  th a t  th e  values o f  th e  c o e f f i c i e n t  o f  d e te rm in a tio n  (R ) f o r  th e  

f i r s t  f iv e  c h a r a c t e r i s t i c s  a r e  much h ig h e r  th an  th a t  o f  th e  l a s t  one.

2
The v a lu e  o f  R fo r  each o f  th e  s ix  c h a r a c t e r i s t i c s  m ight be 

in te r p r e te d  a s  an in d ic a t io n  o f  th e  im portance consum ers a t ta c h  to  th a t  

c h a r a c t e r i s t i c .  For in s ta n c e ,  in  th e  ca se  o f  a l l  p ro d u c ts  to g e th e r ,  

i n t a n g i b i l i t y  m ight be viewed as  th e  most im p o rtan t c h a r a c t e r i s t i c  th a t  

d is t in g u is h e s  pu re  goods from 33 com b in a tio n s , and d is t in g u is h e s  bo th  

from p u re  s e r v ic e s .  3 u y e r 's  ab id an ce  by s e l l e r ' s  r u l e s ,  on th e  o th e r
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hand, m ight be co n s id e re d  o f  th e  l e a s t  im portance in  d is t in g u is h in g  

among th e  th r e e  c la s s e s  o f  p ro d u c ts .

The s e r i e s  o f  ANOVA t e s t s  and mean LSD com parisons perform ed 

on th e  s ix  c h a r a c t e r i s t i c s  in d iv id u a l ly  has re v e a le d  a m ajor f in d in g  

which r e p r e s e n ts  a  tr e n d  sh a red  by a l l  s ix  c h a r a c t e r i s t i c s .  I t  i s  

h y p o th esized  th a t  consum ers p e rc e iv e  a  h ig h e r  deg ree  o f  each o f  th e  

s ix  c h a r a c t e r i s t i c s  fo r  b o th  p u re  s e rv ic e s  and GS com binations than  

fo r  p u re  goods. The s e r i e s  o f  hyp o th eses  d e a l in g  w ith  t h i s  p o s tu la t io n  

a r e  su p p o rted  in  g e n e ra l.

However, th e  s e r i e s  o f  hyp o th eses  su g g e s tin g  th a t  consum ers 

p e rc e iv e  s im i la r  d eg rees  o f  th e  s ix  c h a r a c t e r i s t i c s  fo r  b o th  p u re  

s e rv ic e s  and GS com binations a r e  n o t su p p o rte d . D if fe re n c e s  between 

th e  p u re  s e rv ic e s  means and GS com binations means a r e  s t a t i s t i c a l l y  

s ig n i f i c a n t  a t  th e  .05 l e v e l .  T his i s  t r u e  f o r  a l l  s ix  c h a r a c t e r i s t i c s  

w ith  th e  ex ce p tio n  o f  b u y e r 's  ab id an ce  by s e l l e r ' s  r u le s  in  th e  case  

o f  th e  f i r s t  p ro d u c t group.

M oreover, th e  GS com binations means a r e  g r e a te r  th a n  th e  pure 

s e rv ic e s  means in  r e l a t i o n  to  fo u r  c h a r a c t e r i s t i c s ;  a l l  excep t in ta n ­

g i b i l i t y ,  and b u y e r 's  ab id an ce  by s e l l e r ' s  r u le s  (som etim es r e f e r r e d  

to  as  b u y e r - s u p p lie r  r e l a t i o s h i p ) . A ll mean d if f e r e n c e s  in  th e  p e rc e p ­

t io n  o f  th e  c h a r a c t e r i s t i c s  o f  pu re  s e rv ic e s  and GS com binations a re  

s t a t i s t i c a l l y  s ig n i f i c a n t  a t  th e  .05 l e v e l .

The s ig n i f i c a n t l y  h ig h e r  means o b ta in e d  w ith  GS com binations 

fo r  fo u r  c h a r a c t e r i s t i c s  s ig n a l  th e  h ig h  im portance consumers a t t a c h
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to  th e  fo u r  c h a r a c t e r i s t i c s  in  r e l a t i o n  to  t h i s  p ro d u c t  c l a s s ,  in 

p a r t i c u l a r .  While th e  im p l ic a t io n s  o f  th e s e  f in d in g s  a r e  d is c u s s e d  in  

more d e t a i l  l a t e r  in  t h i s  c h a p te r ,  i t  i s  a p p r o p r ia te  to  say  h e re  t h a t  

m ark e te rs  o f  GS com binations might in c o rp o r a te  some changes in to  t h e i r  

management and m arke ting  s t r a t e g i e s  in  o r d e r  to  m i t ig a te  consum ers ' 

p e r c e p t io n s  ab o u t th e s e  c h a r a c t e r i s t i c s ,  and t h e i r  n e g a t iv e  consequen­

c e s .

As can be seen from th e  s t a t i s t i c a l  r e s u l t s  d is c u s s e d  in  th e  

l a s t  s e c t i o n ,  t h e  a n a l y s i s  p la n  o f  th e  s tu d y  i s  n o t  l i m i t e d  to  th e  

exam ination  o f  d i f f e r e n c e s  among th e  t h r e e  ty p e s  o f  p ro d u c ts  c o l l e c t i v ­

e ly .  Even though t h i s  p ro ced u re  might be j u s t i f i e d  by th e  p ro d u c t  

ty p o lo g y  v a l i d a t i o n  u n dertaken  in  th e  p r e t e s t s ,  th e  s t u d y 's  s i x  

p ro d u c ts  a r e  d iv id e d  in to  two s e p a r a te  p ro d u c t  g roups , w ith  each group 

in c lu d in g  one o f f e r i n g  from each p ro d u c t  c l a s s .  The a n a l y s i s  i s  

un dertaken  f o r  a l l  p ro d u c ts  t o g e th e r ,  and th en  f o r  each in d iv id u a l  

p ro d u c t  group.

The purpose  o f  t h i s  p rocedu re  i s ,  f i r s t ,  to  make g e n e r a l i z a t i o n s  

abou t th e  t h r e e  p ro d u c t  c l a s s e s  c o l l e c t i v e l y .  Second, in d iv id u a l  d i f f ­

e ren c es  between th e  two p ro d u c t  c l a s s e s  can then  be i s o l a t e d  and examined 

a f t e r  c o n t r o l l i n g  f o r  some ex tra n eo u s  v a r i a b l e s  such a s  c o s t  and sea rch  

e f f o r t  and t im e .  The f i r s t  p ro d u c t  group c o n ta in s  i tem s t h a t  might be 

c l a s s i f i e d  as  conven ience /shopp ing  i tem s ,  whereas th e  second group 

in c lu d e s  s p e c i a l t y  i tem s .

This  p ro ced u re  p roves  u s e f u l  in  e x p la in in g  two o f  th e  i n s i g n i f i ­

c a n t  e f f e c t s  o f  p ro d u c t  ty p e  o b ta in e d  in  r e l a t i o n  to  two e v a lu a t iv e
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a re  performed on th e  second p ro d u c t  group, th e  d i f f e r e n c e  in p r i c e  

im portance between r e f r i g e r a t o r  and h o s p i t a l i z a t i o n  in s u ra n c e s  i s  no t  

s i g n i f i c a n t .  ( ^ a ) .  Now, i t  can be seen t h a t  because  c o s t  o f  p roduct 

i s  an im p o rtan t  elem ent f o r  s p e c i a l t y  i te m s ,  and s in c e  r e f r i g e r a t o r  

and h o s p i t a l  in s u ra n c e  a r e  bo th  s p e c i a l t y  i te m s ,  p r i c e  im portance 

as  an e v a lu a t iv e  c r i t e r i a  d id  n o t  d i f f e r  s i g n i f i c a n t l y  between th e  two 

i tem s .

The o th e r  i n s i g n i f i c a n t  e f f e c t  o f  p ro d u c t  ty p e  i s  found in  

r e l a t i o n  to  l o c a t io n  in  th e  c a se  o f  th e  f i r s t  p ro d u c t  group ( H ^ h  

The d i f f e r e n c e  in  l o c a t io n  im portance between co ld  m ed ica tion  and 

r e s t a u r a n t  meals i s  a l s o  i n s i g n i f i c a n t  because  bo th  i tem s a r e  convenience 

to  shopping  i te m s .  They bo th  sh a re  t h e  c h a r a c t e r i s t i c  o f  be ing  

a v a i l a b l e  more e a s i l y  and more f r e q u e n t ly  than  th e  s p a c i a l t y  i tem s 

o f  th e  o th e r  p ro d u c t  group. Thus, l o c a t i o n  im portance f o r  bo th  items 

i s  p e rc e iv e d  a lm os t th e  same.

The f in d in g s  o b ta in e d  in  r e g a rd  to  th e  f i r s t  h y p o th e s is  have 

c e r t a i n  im p l ic a t io n s  both  f o r  th e  academ ic ian  and f o r  th e  p r a c t i t i o n e r .

On th e  academic l e v e l ,  th e s e  f in d in g s  le n d  e m p ir ic a l  suppo rt to  th e  

c o n ce p tu a l  u n d erp in n in g s  o f  th e  s e r v ic e  th e o ry  s t a t i n g  t h a t  s e r v ic e s  

a r e  d i s t i n g u i s h e d  from goods by t h e i r  c h a r a c t e r i s t i c s  and, a c c o rd in g ly ,  

th e y  r e q u i r e  a m arke ting  s t r a t e g y  t h a t  i s  d i f f e r e n t  from th e  one used 

w ith  goods.

For th e  p r a c t i t i o n e r ,  th e  f in d in g s  imply t h a t  consumers, in  

g e n e ra l ,  a r e  a b le  to  d i s t i n g u i s h  among th e  t h r e e  c l a s s e s  o f  p ro d u c ts
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based on th e  d eg ree  o f  each c h a r a c t e r i s t i c  t h a t  each p ro d u c t  c l a s s  

p o s se s s e s .  The more consumers p e rc e iv e  o f  s e r v ic e  c h a r a c t e r i s t i c s ,  th e  

more a s su ra n c e  th e y  need ab o u t s e r v ic e  d e p e n d a b i l i ty ,  c o n s is te n c y  o f  

q u a l i t y ,  c o u r te s y ,  speed , and e x p e r t i s e  in  h an d l in g  custom er o r d e r s ,  

and f r i e n d l i n e s s  o f  p e r s o n n e l .

B e s id e s ,  and a s  th e  l i t e r a t u r e  r e v e a l s  t h a t  th e  in fo rm a tio n  

a v a i l a b l e  from s e r v ic e  p ro v id e r s  about t h e i r  s e rv ic e s  i s  s c a rc e ,  th e s e  

m arke te rs  should  g ive  s e r io u s  a t t e n t i o n  to  t h e i r  communication s t r a t e ­

g ie s .  F i r s t ,  th e y  should  in c r e a s e  bo th  th e  q u a n t i t y  and th e  q u a l i t y  

o f  in fo rm a tio n  about t h e i r  s e r v ic e s  th rough  p e rs o n a l  and im personal 

c h an n e ls .  Second, th e y  might use  t a n g ib l e  cues in  t h e i r  messages to  

overcome th e  i n t a n g i b l e  n a tu r e  o f  t h e i r  s e r v ic e s  (K re n t le r  1981).

T h ird ,  th e y  may p ro v id e  consumers w ith  s im p l i f i e d  s e r v ic e  l i t e r a t u r e  

in t h e  form o f  b ro ch u re s  and b o o k le ts  em phasizing th e  q u a l i t y  s tan d a rd s  

th ey  ad h ere  t o ,  and e x p la in in g  th e  d i f f e r e n t  a s p e c t s  and dim ensions 

o f  t h e i r  s e r v i c e s .

As p ro d u c ts  from each c l a s s  a r e  i s o l a t e d  and segmented in to  

s in g le  groups t h a t  s h a re  a common c h a r a c t e r i s t i c  ( e . g . ,  low c o s t ,  low 

sea rch  e f f o r t ,  l o c a t i o n ,  e t c . ) ,  th e  im portance o f  s e r v ic e  c h a r a c t e r i s t i c s  

w i l l  va ry  from one group to  th e  o th e r .  A ccord ing ly , th e  m arke ting  and 

communication s t r a t e g i e s  o f  t h e  s e r v ic e  p ro v id e r  shou ld  a l s o  v ary  so 

t h a t  consumers r e a c t  fa v o ra b ly  to  th e  m arke ting  e f f o r t  and i d e n t i f y  

w ith  th e  s e r v i c e  p r o v i d e r ' s  message.

In o th e r  words, fo r  in s ta n c e ,  i f  th e  s e r v ic e  p ro v id e r  i s  ab le  

to u n d ers tan d  consum ers ' p e r c e p t io n s  o f  th e  im portance o f  h i s  s e rv ic e
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c h a r a c t e r i s t i c s  in  r e l a t i o n  to  o th e r  goods and G3 com binations (o f ,  say, 

s im i l a r  c o s t ,  s e a rc h  e f f o r t ,  and l o c a t i o n  im portance ) ,  he might c a p i t a ­

l i z e  on th e s e  c h a r a c t e r i s t i c s  which a r e  p e rc e iv e d  a s  most im portan t 

from th e  consum er 's  v ie w p o in t .

I f  th e s e  c h a r a c t e r i s t i c s  evoke a h igh  degree  o f  p e rce iv ed  r i s k  

and invo lvem ent,  which i s  t r u e  a s  ev idenced  by th e  e m p ir ic a l  f in d in g s  

o f  t h i s  s tu d y ,  th e  s e r v ic e  p ro v id e r  might des ign  th e  m arke ting  s t r a t e g y  

t h a t  red u ces  p e rc e iv e d  r i s k ,  and u t i l i z e s  consumers' h igh  involvem ent 

in  a c t i v e  l e a r n i n g  about s e r v i c e  a t t r i b u t e s ,  o r  even changes consumers' 

b e l i e f s  abou t them.

The f a c t  t h a t  consumers p e rc e iv e  h ig h e r  d eg rees  o f  p e r i s h a b i l i t y ,  

s im u l t a n e i ty  o f  p ro d u c t io n  and consum ption, n o n s ta n d a rd iz a t io n ,  and 

p a r t i c i p a t i o n  i n  p ro d u c t io n  f o r  GS com binations  than  f o r  bo th  pure  goods 

and pure  s e r v ic e s  has an im p o r tan t  im p l ic a t io n  f o r  GS com bination 

p r o v id e r s .  A f te r  e jam in ing  th e s e  fo u r  c h a r a c t e r i s t i c s ,  i t  might be con­

c luded  t h a t  t h e  GS com bination p ro v id e r  must g ive  a t t e n t i o n  to  two s t r a ­

t e g i c  moves.

F i r s t ,  he should  emphasize th e  q u a l i t y  o f  h i s  o f f e r i n g s ,  even 

more th an  th e  pu re  s e r v ic e  p ro v id e r  shou ld , in  o rd e r  to  overcome the  

a n x ie ty  c r e a t e d  by th e  o f f e r i n g s '  p e r i s h a b i l i t y  and n o n s ta n d a rd iz a t io n .  

Second, he should  in c re a s e  h i s  p e rso n n e l  t r a i n i n g  so t h a t  th e  buyer-  

s u p p l i e r  i n t e r a c t i o n  becomes a p le a s a n t  ex p er ien ce  to  th e  custom er, 

who p a r t i c i p a t e s  in  s e r v ic e  p ro d u c t io n .

T his  co n c lu s io n  i s  j u s t i f i e d  by th e  f a c t  t h a t  consumers a t t a c h
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a s i g n i f i c a n t l y  h ig h e r  d eg ree  o f  im portance  to  t h e  c o u r te s y  and f r i e n d ­

l i n e s s  o f  GS com bination  p ro v id e r s  th an  t h a t  a t t a c h e d  to  th e  f r i e n d l i ­

n es s  o f  bo th  p u re  goods and pure  s e r v ic e s  p r o v id e r s .  (See T ab les  VI-22 

and V I-2 3 ) .

On th e  o th e r  hand, t h e  p u re  s e r v i c e  p ro v id e r  might c a p i t a l i z e  

on th e  f a c t  t h a t  consumers p e r c e iv e  h ig h e r  deg ree  o f  i n t a n g i b i l i t y  and 

ab id an ce  by s e l l e r ' s  r u l e s  f o r  pu re  s e r v i c e s  than  f o r  bo th  pu re  goods 

and GS com bina tions .

F i r s t ,  consum ers ' f e e l i n g  t h a t  p u re  s e r v ic e s  a r e  h ig h ly  i n t a n g i ­

b l e  r e q u i r e s  more a s su ra n c e  and emphasis by th e  s e r v i c e  p ro v id e r  on th e  

' c o n t e n t '  and q u a l i t y  o f  t h e  s e r v ic e  o f f e r i n g .  This  a s su ra n c e  should  

be m a n ife s te d  in  t h e  s e r v i c e  p r o v i d e r ' s  communication w ith  consumers. 

D em o s tra t io n s ,  i l l u s t r a t i o n s ,  and back-up f a c i l i t i e s  and p e rso n n e l  

shou ld  be a v a i l a b l e  , e a s i l y  a c c e s s i b l e ,  and made known to  consumers.

Second, consum ers ' p e r c e p t io n s  t h a t  th e y  shou ld  a b id e  by th e  

s e r v ic e  p r o v i d e r ' s  r u l e s  and p ro ced u res  make th e s e  consumers a c a p t iv e  

a u d ie n c e ,  even though th e s e  p e rc e p t io n s  a r e  n o t  v e ry  s t ro n g ,  a s  t h i s  

s tu d y  r e v e a l s .  To avo id  any n e g a t iv e  e f f e c t  o f  th e s e  p e r c e p t io n s ,  th e  

s e r v ic e  p ro v id e r  might show th e  consumer t h a t  he i s  w i l l i n g  to  accommo­

d a te  a  consum er 's  p r e f e r e n c e  f o r  a  c e r t a i n  t im e , a c e r t a i n  o f f e r i n g ,  o r  

a  c e r t a i n  p ro v id e r .  In f a c t ,  w e l l - t r a i n e d  p e rso n n e l  who a r e  more 

co u r te o u s  and f r i e n d l y  might p la y  a  v i t a l  r o l e  in  m i t i g a t in g  th e  impact 

o f  t h i s  c h a r a c t e r i s t i c  on consumer s a t i s f a c t i o n .

The s tu d y  f in d in g s  w ith  r e g a rd  to  p ro d u c t  involvem ent (Hj)
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i n d i c a t e  t h a t  p u re  s e r v ic e s  a r e  more in v o lv in g  than  p u re  goods. They 

a l s o  r e v e a l  t h a t  w i th in  each p ro d u c t  c l a s s ,  some item s a r e  more 

in v o lv in g  th an  o t h e r s .  For i n s t a n c e ,  r e f r i g e r a t o r  ( X « 1 4 .31) i s  more 

in v o lv in g  th an  c o ld  m ed ica t ion  ( X  * 1 0 .8 6 ) ,  and bo th  a r e  pure  goods. 

S im i la r l y ,  h o s p i t a l i z a t i o n  in su ra n c e  ( X  ■ 17.06) i s  more in v o lv in g  than  

d ry  c l e a n in g  ( X  ■ 11.38) ,  and bo th  a r e  pu re  s e r v i c e s .  This  f in d in g  i s  

c o n s i s t e n t  w ith  p re v io u s  r e s e a r c h ,  even though p rev io u s  s tu d ie s  a r e  

l i m i t e d  to  p u re  goods o n ly .  (See f o r  example Bloch 1981).

The c l a s s  o f  GS com bina tions ,  on th e  o th e r  hand, a r e  more o r  

l e s s  in v o lv in g  depending  on th e  o f f e r i n g  n a tu r e .  In t h e  f i r s t  p ro d u c t  

group, r e s t a u r a n t  meals ( X *  13.64) a r e  more in v o lv in g  than  bo th  co ld  

m edica tion  ( X » 1 0 .8 6 )  and d ry  c l e a n in g  ( X  ■ 1 1 .3 8 ) .  The d i f f e r e n c e s  

between means a r e  s i g n i f i c a n t  a t  t h e  .05 l e v e l .  N e v e r th e le s s ,  in  th e  

second group, r e n t i n g  an au to m o b ile  ( X  * 10.64) i s  l e s s  in v o lv in g  than  

b o th  r e g r l g e r a t o r  ( X  ■ 14.31) and h o s p i t a l  In su ran ce  ( X  * 17 .06) .  Mean 

d i f f e r e n c e s  a r e  a l s o  s i g n i f i c a n t  in  th e  second p ro d u c t  group.

The f in d in g s  w ith  r e g a rd  to  GS com binations  confirm  th e  impor­

ta n c e  o f  g iv in g  more a t t e n t i o n  to  t h i s  ty p e  o f  p ro d u c ts  a s  a  s e p a r a te  

and d i s t i n c t i v e  p ro d u c t  c l a s s .  The f a c t  t h a t  th e s e  items in c lu d e  

elem ents  from b o th  goods and s e r v ic e s  co m p lica te s  th e  s i t u a t i o n  s in c e  

s e r v ic e s  a r e  more in v o lv in g ,  and goods, in  g e n e ra l ,  a r e  l e s s  in v o lv in g .  

T h e re fo re ,  i t  shou ld  be expec ted  t h a t  th o s e  GS com binations w ith  more 

s e r v ic e  e lem ents  w i l l  be more in v o lv in g  th an  th o se  w ith  more good 

e lem en ts .

T h is  p ro p o s i t i o n  i s  e m p i r i c a l ly  supported  by th e  f in d in g s  o f
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t h i s  s tu d y  s in c e  mean Involvem ent w ith  r e s t a u r a n t  meals ( a GS combi­

n a t io n )  i s  13 .64 ,  w h ile  i t  i s  o n ly  10.64 w ith  c a r  r e n t a l  ( a n o th e r  GS 

c o m b in a tio n ) .  A pp aren tly ,  s e r v i c e  e lem ents  and th e  d u ra t io n  o f  p e r s o n a l  

i n t e r a c t i o n  w ith  employees a r e  g r e a t e r  in  t h e  c a se  o f  r e s t a u r a n t  meals 

th an  in  th e  c a se  o f  c a r  r e n t a l .

The f in d in g s  o f  th e  s tu d y  su p p o r t  th e  h y p o th e s is  (H^) t h a t  

p ro d u c t  f a m i l i a r i t y  and p e rc e iv e d  r i s k  a r e  r e l a t e d .  However, th e  

ev idence  o b ta in e d  from th e  s tu d y  i n d i c a t e s  t h a t  th e  two v a r i a b l e s  a r e  

p o s i t i v e l y ,  n o t  i n v e r s e l y ,  r e l a t e d .  As p r e d ic t e d ,  th e  magnitude o f  

t h i s  r e l a t i o n s h i p  i s  found h ig h e r  f o r  p u re  s e r v ic e s  and GS com binations  

th an  f o r  p u re  goods.

The f in d in g  t h a t  t h e  two v a r i a b l e s  a r e  p o s i t i v e l y  r e l a t e d  might 

be i n t e r p r e t e d  in  te rm s o f  th e  d e s i r e  o f  consumers to  be more f a m i l i a r  

w ith  th e  p ro d u c t  (b e in g  a  good o r  s e r v ic e )  when i t  i s  p e rc e iv e d  a s  

c h a r a c te r i z e d  by h ig h  r i s k .  When p e r c e iv in g  h ig h e r  r i s k ,  consumers 

te n d  to  lo o k  f o r  in fo rm a tio n  abou t th e  p ro d u c t ,  watch o th e r s  u s in g  i t ,  

and perhaps  buy and use  th e  p ro d u c t  on a t r i a l  b a s i s .  However, b e in g  

more f a m i l i a r  w ith  th e  p ro d u c t  does n o t  seem to  red u ce  i t s  p e rce iv ed  

r i s k .  I t  should  be n o te d ,  however, t h a t  no assum ption  i s  made h e re  

abou t th e  d i r e c t i o n  o f  c a u s a l i t y  between th e  two v a r i a b l e s .  U su a l ly ,  

measures o f  a s s o c i a t i o n  do n o t  i n d i c a t e  any c a u s e - e f f e c t  r e l a t i o n s h i p s  

between v a r i a b l e s .  T h e re fo re ,  more r e s e a r c h  i s  needed to  a s s e s s  th e  

n a tu r e  o f  c a u s a l i t y ,  i f  any , between th e s e  two v a r i a b l e s .

Four e v a lu a t iv e  c r i t e r i a  a r e  t e s t e d  in  t h i s  s tu d y .  These 

c r i t e r i a  a r e  p r i c e ,  recommendations o f  fam ily  and f r i e n d s ,  f r i e n d l i n e s s
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and c o u r te s y  o f  p e r s o n n e l ,  and l o c a t i o n  im portance . I t  I s  h y p o th es ized  

t h a t  consumers w i l l  e v a lu a te  th e s e  c r i t e r i a  a s  more im p o rtan t  f o r  pure  

s e r v ic e s  a s  w e ll  a s  GS com binations  th an  f o r  p u re  goods. T h is  s e t  o f  

h ypo theses  a r e  su p p o r ted  f o r  a l l  p ro d u c ts  w ith  minor d i f f e r e n c e s  in  

th e  ca se  o f  i n d i v id u a l  p ro d u c t  groups. In a d d i t i o n ,  t h e  f in d in g s  r e v e a l  

t h a t  consumers a t t a c h  h ig h e r  im portance  to  th e  fo u r  c r i t e r i a  in  th e  

c a s e  o f  GS com binations than  in  t h e  c a s e  o f  pure  s e r v i c e s ,  and th e  mean 

d i f f e r e n c e s  a r e  s t a t i s t i c a l l y  s i g n i f i c a n t .

The i n t e r p r e t a t i o n  o f  th e s e  r e s u l t s ,  p a r t i c u l a r l y  in  r e l a t i o n  

to  th e  r e j e c t e d  h y p o th eses ,  and t h e i r  im p l ic a t io n s  fo l lo w .

F i r s t ,  w ith  r e g a rd  to  p r i c e ,  a l l  p ro d u c t  ty p e  e f f e c t s  a r e  

s t a t i s t i c a l l y  s i g n i f i c a n t  and in  th e  p r e d ic te d  d i r e c t i o n  excep t one 

e f f e c t  found in  th e  second p ro d u c t  group. The mean d i f f e r e n c e  in  p r i c e  

between r e f r i g e r a t o r  and h o s p i t a l  in s u ra n c e  i s  n o t  s i g n i f i c a n t .  The 

rea so n  beh ind  t h i s  was d is c u s s e d  b e fo re .  At th e  c o s t  o f  r e p e t i t i o n ,  

c l a s s i f y i n g  th e  s i x  p ro d u c ts  o f  th e  s tu d y  in to  two s e p a r a t e  groups 

a c c o rd in g  to  b e in g  conven ience , shopping, o r  s p e c i a l t y  item s i s o l a t e s  

some ex tra n eo u s  v a r i a b l e s  which n e u t r a l i z e  th e  e f f e c t  o f  p ro d u c t  ty p e  

on p r i c e .  The second p roduc t  group r e p r e s e n t s  s p e c i a l t y  i tem s fo r  

which th e  c o s t  e lem ent i s  im p o r tan t .

The data  generated by t h i s  study support  t h i s  conclus ion.  For 

in s ta n ce ,  i f  t h e  importance means o f  p r i c e  obta ined fo r  the  f i r s t  

product group (2.56,  3.30, 3.16) a re  compared with those  obta ined for  

the  second group (3.67,  3.38,  3 .59),  i t  i s  n o t iced  t h a t  a l l  the  means
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in  th e  f i r s t  group a r e  low er than  th o se  in  th e  second group.

With r e s p e c t  to  th e  p e rc e iv e d  im portance o f  f a m i l y  and f r i e n d s '  

recommendations, a l l  p ro d u c t  ty p e  e f f e c t s  a r e  s i g n i f i c a n t  and in  th e  

expec ted  d i r e c t i o n  excep t two e f f e c t s .  In th e  case  o f  th e  f i r s t  p roduc t  

group, recommendations a r e  p e rc e iv e d  a s  im p o rtan t  f o r  c o ld  m ed ica tion  

a s  th e y  a r e  f o r  d ry  c l e a n in g .  In th e  c a se  o f  th e  second group, recomm­

e n d a t io n s  a r e  a l s o  p e rc e iv e d  as  im p o rtan t  f o r  r e f r i g e r a t o r  a s  th e y  a re  

f o r  r e n t i n g  an au to m o b ile .  In bo th  c a se s  mean d i f f e r e n c e s  a r e  no t  

s i g n i f i c a n t  ( se e  T ab les  VI-20 and V I-2 1 ) .

These r e s u l t s  might be i n t e r p r e t e d  in  term s o f  th e  degree  o f  

p e rc e iv e d  r i s k  f o r  each p ro d u c t .  R e f e r r in g  to  Table 71-26, when both  

o f f e r i n g s  w i th in  each p ro d u c t  c l a s s  a r e  taken  t o g e th e r ,  then  i t  might 

be concluded t h a t  p e rc e iv e d  r i s k  o f  pu re  goods i s  l e s s  than  t h a t  o f  GS 

com bina tions ,  and t h a t  th e  l a t t e r  i s  l e s s  than  t h a t  o f  pu re  s e r v i c e s .

TABLE VI-26 

PERCEIVED RISK OF SIX PRODUCTS8,

Products M e a n

Pure Goods
Cold M edication 
R e f r i g e r a t o r

10.16
1.77
5.39

GS Combinations 
R e s ta u ra n t  Meals 
R en tin g  an Automobile

10.86
5.63
5.23

Pure S e rv ic e s  
Dry C lean ing
H o s p i t a l i z a t io n  In su rance

11.10
1.39
7.01

n =326 f o r  a l l  p ro d u c ts  excep t r e f r i g e r a t o r  
where n = 321.
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However, when in d iv id u a l  o f f e r i n g s  a r e  compared to  each o th e r  

w ith in  each p ro d u c t  group, t h i s  t r e n d  in  th e  d i r e c t i o n  o f  p e rc e iv e d  

r i s k  might be d i s tu r b e d .  For in s ta n c e ,  in  th e  f i r s t  group, p e rc e iv e d  

r i s k  o f  co ld  m ed ica tion  (4 .7 7 )  i s  s l i g h t l y  h ig h e r  tnan  t h a t  o f  d ry  

c l e a n in g  ( 4 .3 9 ) .  This  f in d in g  e x p la in s  why th e  recommendations means 

o f  th e s e  two p ro d u c ts  a r e  n o t  s i g n i f i c a n t l y  d i f f e r e n t  from each o th e r .  

I t  i s  i n t e r e s t i n g  to  n o te  t h a t  th e  recommendations mean o f  co ld  medi­

c a t io n  (2 .9 2 )  i s  a l s o  s l i g h t l y  h ig h e r  than  t h a t  o f  d ry  c le a n in g  (2 .8 2 ) .

The same phenomenon can be found in  th e  second p roduc t  group. 

The recommendations means o f  r e f r i g e r a t o r  and c a r  r e n t a l  a r e  n o t  

s i g n i f i c a n t l y  d i f f e r e n t  from each o th e r .  I t  i s  l i k e l y  t h a t  th e  d i f f e ­

ren ce  between th e s e  two means i s  n o t  s i g n i f i c a n t  because  bo th  o f f e r in g s  

have s im i l a r  d eg ree s  o f  p e rc e iv e d  r i s k .  T h e re fo re ,  th e  im portance o f  

fam ily  and f r ie n d s *  recommendations i s  a l s o  p e rc e iv e d  th e  same f o r  th e  

two o f f e r i n g s .  While th e  p e rc e iv e d  r i s k s  o f  th e s e  two p ro d u c ts  a r e  

c lo s e  (5 .3 9  and 5 .2 3 ) ,  th e  im portance means o f  recommendations fo r  th e  

two p ro d u c ts  a r e  a l s o  c lo s e  (3 .42  and 3 .2 5 ) ,  and in  th e  same d i r e c t i o n  

a s  w e l l .

A ll  p ro d u c t  ty p e  e f f e c t s  on th e  t h i r d  c r i t e r i o n ,  p e rce iv ed  

im portance o f  employee f r i e n d l i n e s s ,  a r e  s i g n i f i c a n t  and in  th e  p r e d i c ­

te d  d i r e c t i o n  excep t one e f f e c t .  In th e  ca se  o f  th e  second p ro d u c t  

group, th e  f r i e n d l i n e s s  mean o f  r e f r i g e r a t o r  (3 .32 )  i s  l e s s  th an  th e  

h o s p i t a l  in s u ra n c e  mean (3 .46 )  as  expec ted ,  bu t  th e  mean d i f f e r e n c e  

i s  n o t  s i g n i f i c a n t .

This  f in d in g  might be ex p la in ed  in  term s o f  th e  more p e rso n a l
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c o n ta c t  and f a c e - t o - f a c e  i n t e r a c t i o n  t h a t  i s  . re q u ire d  in  th e  ca se  o f  

r e f r i g e r a t o r  th a n  in  th e  ca se  o f  h o s p i t a l i z a t i o n  in s u ra n c e .  F re q u e n t ly ,  

group h o s p i t a l i z a t i o n  in s u ra n c e  packages a r e  developed by in su ran ce  

companies and o f f e r e d  to  employers who, in  t u r n ,  o f f e r  them to  t h e i r  

employees. Even in  t h e  c a se  o f  se lf -em p lo y ed  consumers, a rrangem ents  

can me made by m ail f o r  com ple ting  and r e tu r n i n g  th e  in su ran ce  p o l i c i e s  

a s  w e l l  a s  c la im  form s. While th e s e  f a c t s  should  n o t  u n d e re s t im a te  

t h e  im portance o f  f r i e n d l i n e s s  f o r  in su ra n c e  a g e n ts  o r  r e p r e s e n t a t i v e s ,  

th e  im portance o f  f r i e n d l i n e s s  f o r  s e l l i n g  a r e f r i g e r a t o r  should  n o t  be 

underva lued  e i t h e r .

F i n a l l y ,  w ith  r e s p e c t  to  th e  fo u r th  e v a lu a t iv e  c r i t e r i o n ,  th e  

im portance  o f  l o c a t i o n ,  a l l  p ro d u c t  ty p e  e f f e c t s  a r e  s t a t i s t i c a l l y  

s i g n i f i c a n t  and in  th e  expec ted  d i r e c t i o n  excep t two e f f e c t s .  One o f  

th e s e  e f f e c t s  i s  in  th e  expec ted  d i r e c t i o n , b u t  n o t  s i g n i f i c a n t ,  and 

th e  o th e r  one s i g n i f i c a n t ,  b u t  n o t  in  th e  expec ted  d i r e c t i o n .

In th e  f i r s t  p ro d u c t  group, l o c a t i o n  im portance mean o f  co ld  

m ed ica t ion  (3 .1 4 )  i s  l e s s  th a n  t h a t  o f  r e s t a u r a n t  meals ( 3 .2 5 ) ,  which 

a g re e s  w ith  th e  d i r e c t i o n  su g g es ted  in  th e  h y p o th s is  ( H ^ ) .  However, 

th e  d i f f e r e n c e  between th e  two means i s  n o t  s t a t i s t i c a l l y  s i g n i f i c a n t  

(Tables  VI-24 and V I-2 5 ) .  This f in d in g  im p lie s  t h a t  th e  s to r e  

l o c a t io n  o f  c o ld  m ed ica tion  i s  p e rc e iv e d  a s  im p o r tan t  as  r e s t a u r a n t s  

l o c a t io n .

The h ig h  im portance o f  s t o r e  l o c a t i o n  f o r  c o ld  m edica tion  might 

be e x p la in ed  by th e  n a tu re  o f  th e  p ro d u c t ,  i t  i s  u n d e rs tan d a b le  t h a t  

consumers lo o k in g  fo r  t h i s  p ro d u c t  do n o t  want to  w a is te  much tim e
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l o c a t i n g  i t .  In th e s e  s i t u a t i o n s ,  consumers wish to  o b ta in  th e  medi­

c a t io n  as  soon a s  p o s s ib le  to  m i t ig a te  th e  co ld  m i s e r ie s .  This i s ,  

o f  c o u rs e ,  an e x c e p t io n a l  c a s e ,  and may n o t  be g e n e ra l iz e d  among a l l  

o th e r  pu re  goods. In a d d i t i o n ,  th e  f a c t  t h a t  co ld  m ed ica tion  i s  a 

conven ience good makes l o c a t i o n  an im p o r tan t  f a c t o r  fo r  a c h ie v in g  

s a le s  volume. T h is  c o n c lu s io n  i s  suppo rted  by th e  d a ta ,  where th e  

r e f r i g e r a t o r ' s  l o c a t io n  i s  p e rc e iv e d  l e s s  im portan t (X = 2 .58 )  than  

t h a t  o f  co ld  m ed ica tion  ( X * 3 . H ) .  U su a lly ,  consumers a r e  w i l l i n g  to  

t r a v e l  f a r t h e r  and 's h o p '  f o r  a s p e c i a l t y  good than  f o r  a convenience 

cne.

The o th e r  e f f e c t  which i s  no t  c o n s i s t e n t  w ith  h y p o th e s is  H^c 

d e a ls  w ith  th e  r e l a t i o n s h i p  between pure  s e rv ic e s  and GS com binations .

The im portance mean d i f f e r e n c e  between th e s e  two c l a s s e s  o f  p ro d u c ts  

i s  s t a t i s t i c a l l y  s i g n i f i c a n t .  In f a c t ,  and i n t e r e s t i n g l y  enough, t h i s  

i s  no t  found w ith  re g a rd  to  l o c a t io n  im portance o n ly .  Indeed, s i g n i f i c a n t  

d i f f e r e n c e s  a r e  found between pure  s e r v ic e s  and GS com binations  in  terms 

o f  a l l  e v a lu a t iv e  c r i t e r i a  t e s t e d  in  t h i s  s tu d y .  I t  might be r e c a l l e d  

t h a t  s i g n i f i c a n t  d i f f e r e n c e s  a r e  a l s o  found between pure  s e rv ic e s  and GS 

com binations  in  r e l a t i o n  to  th e  p e rc e p t io n  o f  a l l  s i x  c h a r a c t e r i s t i c s .

Consumers c o n s id e r  GS com binations  as  more p e r i s h a b l e ,  more 

n o n s ta n d a rd !z e d ,  t h e i r  p ro d u c t io n  and consumption a r e  in s e p a ra b le ,  and 

buyers  a r e  more p a r t i c i p a t i v e  in  t h e i r  p ro d u c t io n .  Moreover, p r i c e ,  

recommendations o f  fam ily  and f r i e n d s ,  employee f r i e n d l i n e s s ,  and 

lo c a t io n  a r e  a l l  p e rce iv ed  more im portan t fo r  GS com binations than  fo r  

pure  s e r v ic e s .
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These f in d in g s  s t r o n g ly  su g g es t  t h a t  t h e r e  i s  a l i n k  between 

s e r v ic e  c h a r a c t e r i s t i c s ,  on one hand, and th e  im portance consumers 

a t t a c h  to  t h e i r  e v a lu a t iv e  c r i t e r i a ,  on th e  o th e r  hand. The o th e r  

f in d in g s  o b ta in e d  w ith  r e g a rd  to  p e rc e iv e d  r i s k  and involvem ent 

confirm  t h i s  l i n k .  In g e n e ra l ,  t h e  s tu d y  f in d in g s  a r e  c o n s i s t e n t  

w ith  th e  s p i r i t  o f  th e  c o n ce p tu a l  model o f  s e r v ic e  e v a lu a t io n  d is p la y e d  

in  F ig u re  1-2 .

A d d i t i o n a l ly ,  th e  f in d in g s  s ig n a l  th e  d i s t i n c t i v e  p o s i t i o n  o f  

GS co m b in a tio n s ,  and t h e i r  prominence o v e r  pu re  s e r v i c e s .  The f a c t  

t h a t  th e y  have elem ents  from both  goods and s e r v ic e s  does n o t  p la c e  

them in  th e  m iddle  o f  th e  continuum , a s  some s e r v ic e  s c h o la r s  s u g g e s t .  

R a th e r ,  i t  may p la c e  them on th e  o th e r  s id e  o f  th e  continuum a f t e r  

pu re  s e r v i c e s ,  n o t  b e fo re  them.



CHAPTER V II 

SUMMARY, CONCLUSIONS, AND DIRECTIONS 

FOR FUTURE RESEARCH

In t h i s  c h a p te r ,  an overv iew  i s  f i r s t  p r e s e n te d  f o r  th e  th e o re ­

t i c a l  background o f  th e  s tu d y ,  h y p o th e ses ,  r e s e a r c h  d e s ig n ,  and th e  

r e s u l t s  o f  t h e  in q u i r y .  Then, th e  c o n t r ib u t io n  o f  t h e  s tu d y ,  i t s  

im p l ic a t io n s ,  l i m i t a t i o n s ,  and c o n c lu s io n s  a r e  d i s c u s s e d  in  th e  nex t 

s e c t i o n .  F i n a l l y ,  d i r e c t i o n s  f o r  f u tu r e  r e s e a r c h  a r e  su g g es ted .

Summary

T h e o r e t i c a l  Background

For a  lo n g  t im e ,  s e r v ic e  r e s e a r c h  has been fo c u s in g  on th e  

d i f f e r e n t  a s p e c t s  o f  s in g l e  s e r v i c e  i n d u s t r i e s  (such  a s  h e a l th  c a r e ,  

bank ing , o r  t r a n s p o r t a t i o n ) .  One o f  t h e  major l i m i t a t i o n s  o f  t h i s  

approach  i s  t h a t  i t  i s  r e s t r i c t e d  in  i t s  fo cu s .  G e n e r a l iz a t io n s  a c ro s s  

o th e r  s e r v i c e s  canno t be made, and th e  common dim ensions and a t t r i b u t e s  

among th e s e  and o th e r  s e r v ic e s  cannot be d is c o v e re d .

A nother l i m i t a t i o n  o f  t h i s  approach  i s  t h a t  s in g l e  s e r v i c e s  a r e
\

examined in  I s o l a t i o n  o f  goods. S ince  s e r v ic e s  a r e  n o t  d i r e c t l y  

compared w ith  goods, p o l i c y  im p l ic a t io n s  cannot be made.

Some r e s e a r c h e r s  ( e . g . ,  Bateson and Langeard 1982; Langeard e t . 

a l . 1981; Lovelock 1980) have p o s tu la t e d  t h a t  common c h a r a c t e r i s t i c s  

e x i s t  a c r o s s  many s e r v i c e s ,  and t h a t  th e s e  c h a r a c t e r i s t i c s  r e s u l t  from
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th e  i n t e r a c t i v e  and e x p e r i e n ta l  n a tu re  o f  s e r v i c e s ,  which u s u a l ly  

in v o lv e  th e  consumer. These and o th e r  s c h o la r s  have c o n c e p tu a l ly  

i d e n t i f i e d  and d is c u s s e d  a s e t  o f  s e r v ic e  c h a r a c t e r i s t i c s  which d i s t i n ­

g u ish  them from p h y s ic a l  goods a s  a s e p a r a t e  p ro d u c t  c l a s s .  These 

c h a r a c t e r i s t i c s  in c lu d e  i n t a n g i b i l i t y ,  p e r i s h a b i l i t y ,  i n s e p a r a b i l i t y  

o f  p ro d u c t io n  and consum ption, n o n s ta n d a rd iz a t io n ,  s e r v ic e  d e l i v e r y ,  

l a c k  o f  ow nersh ip , buyer p a r t i c i p a t i o n  in  p ro d u c t io n ,  and buyer-  

s u p p l i e r  r e l a t i o n s h i p  (b u y e r 's  ab id an ce  by s e l l e r ' s  r u l e s ) .

I t  i s  argued  t h a t  th e s e  c h a r a c t e r i s t i c s  c o n t r i b u t e  to  a h ig h e r  

d eg ree  o f  am b ig u ity  t h a t  su rrounds  th e  pu rch ase  d e c i s io n  when i t  comes 

to  s e r v i c e s .  T h is  am b igu ity  i s  m a n ife s ted  in  th e  l a c k  o f  com plete  o r  

a l r e a d y  a v a i l a b l e  in fo rm a tio n  on s e r v ic e s  by t h e i r  p r o v id e r s ,  l a c k  o f  

u n iv e r s a l  and r e l i a b l e  measures o f  s e r v ic e  q u a l i t y ,  u n c e r t a i n t y  about 

s e r v ic e  perfo rm ance and i t s  consequences, and f a c e - t o - f a c e  i n t e r a c t i o n  

w ith  s e r v i c e  p e r s o n n e l ,  among o th e r  th i n g s .

These c o n d i t io n s  a r e  proposed  to  prompt consumers' involvem ent 

w ith  s e r v i c e s ,  and evoke t h e i r  p e rc e iv e d  r i s k .  A d d i t io n a l ly ,  th e y  

induce  consumers to  employ more s u b j e c t i v i t y  in  e v a lu a t in g  s e rv ic e s  

than  in  e v a lu a t in g  goods. They a l s o  i n c i t e  consumers to  seek more 

in fo rm al so u rces  o f  in fo rm a tio n  f o r  s e r v ic e s  than  f o r  goods. B es id es ,  

t h e s e  c o n d i t io n s  a l lo w  consumers to  be more s e r v ic e - p r o v id e r  l o y a l ,  

and to  h ig h te n  th e  im portance o f  c o u r te s y  and f r i e n d l i n e s s  o f  s e r v ic e  

p ro v id e r s .

S ince  t h i s  d i s s e r t a t i o n  su g g es ts  a com para tive  a n a ly s i s  o f  

s e r v ic e s  v e rs u s  goods, two l i t e r a t u r e  rev iew s a r e  p re s e n te d  in  two
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s e p a ra te  c h a p t e r s .  F i r s t  p ro d u c t  cue s tu d ie s  in  th e  goods s e c to r  a r e  

p re s e n te d  and d is c u s s e d  in  C hapter  I I .  This  rev iew  covers  r e s e a r c h  on 

th e  fo l lo w in g  cu es :  p r i c e ,  b rand  image, s t o r e  image, p h y s ic a l  ( i n t r i n s i c )  

cu es ,  and p ro d u c t  f a m i l i a r i t y .  Second, rev iew  o f  th e  s e r v ic e  l i t e r a t u r e  

i s  p re s e n te d  in  C hapter  I I I ,  and co v ers  r e s e a r c h  on s e r v ic e  c h a r a c t e r i s ­

t i c s ,  e v a lu a t iv e  c r i t e r i a ,  and p e rc e iv e d  r i s k .  C hapter I I I  i s  concluded 

w ith  a s e c t io n  rev ie w in g  r e s e a r c h  on p ro d u c t  involvem ent, and i t s  im p l i ­

c a t io n s  to  s e r v i c e s .

While i t  i s  u n f a i r  t o  summarize th e  r e s e a rc h  done in  th e s e  

f i e l d s  in  a few s ta te m e n ts ,  some l i g h t  can be shed on th e  major t r e n d s  

in  each f i e l d .  The fo l lo w in g  p o in t s  summarize th e  major f in d in g s  o f  

r e s e a r c h  on p ro d u c t  cues in  th e  goods s e c to r .

1. There i s  ev idence  o f  a p o s i t i v e  r e l a t i o n s h i p  between p r i c e  and th e

e v a lu a t io n  o f  q u a l i t y .  Moreover, t h e  p r i c e  cue te n d s  to  be s i g n i f i ­

ca n t  in  s i t u a t i o n s  o f  am b ig u i ty  where consumers cannot a s s e s s  q u a l i t y  

by any o th e r  means. S in ce  s e r v ic e s  a r e  c h a r a c te r i z e d  by a h igh  degree  

o f  am b ig u i ty ,  a s  d i s c u s s e d  b e f o r e ,  p r i c e  i s  expec ted  to  be im portan t 

in  s e r v ic e  e v a lu a t io n .

2. Brand name c o r r e l a t e s  p o s i t i v e l y  w ith  goods q u a l i t y .  However, i t  i3

l i k e l y  t h a t  b rand  name i s  p r o d u c t - s p e c i f i c ,  and th e  im portance  o f

brand name v e rs u s  p r i c e  depends on th e  p ro d u c t  c a te g o ry .  Compared 

to  goods r e s e a r c h ,  s e r v i c e  r e s e a r c h  has focused on th e  r e p u ta t i o n  o f  

s e r v ic e  p ro v id e r ,  in s t e a d .  R e p u ta t io n  has been shown to  be im portan t 

f o r  s e r v i c e s .  S ince  in fo rm a tio n  a v a i l a b l e  on s e rv ic e s  i s  s p a r s e ,  

consumers a r e  expec ted  to  r e l y  more on in fo rm al so u rc e s .

3. The ev idence  i n d i c a t e s  t h a t  th e  e f f e c t  o f  s t o r e  image in  th e  goods
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s e c to r  i s  u n c le a r .  The case  w ith  s e r v ic e s  i s  l i k e l y  to  be d i f f e r e n t  

a s  th e  s t o r e  inage and th e  s e r v ic e  p ro v id e r  image ( r e p u ta t io n )  a r e  

combined w ith  each o th e r .

A. R esearch  on th e  i n t r i n s i c  cues o f  goods has produced c o n f l i c t i n g

r e s u l t s  a s  to  t h e i r  e f f e c t  on goods e v a lu a t io n .  However, th e  ev idence 

showed t h a t  in  th e  absence  o f  bo th  th e  p h y s ic a l  cues  and brand name, 

th e  p r i c e  cue had a  s i g n i f i c a n t  e f f e c t  on p roduc t  judgment.

5. There i s  ev idence  t h a t  f a m i l i a r i t y  w ith  goods i s  s t r o n g ly  r e l a t e d  to  

t h e i r  e v a lu a t io n .  The l i t e r a t u r e  a l s o  i n d i c a t e s  t h a t  a  low er degree  

o f  p e rc e iv e d  r i s k  i s  r e l a t e d  to  f a m i l i a r i t y  and e x p e r t i s e  w ith  a good, 

p a r t i c u l a r l y  when f a m i l i a r i t y  i s  based  on in fo rm a tio n  o b ta in e d  from 

p e rso n a l  s o u rc e s ,  o r  based on e x p e r ie n c e .

L ikew ise , th e  major f in d in g s  o f  th e  s e r v ic e  l i t e r a t u r e  rev iew

might be summarized in  th e  fo l lo w in g  p o i n t s .

1. P roduct c l a s s  ( ty p e )  might be one o f  th e  im portan t f a c t o r s  in  th e  

e v a lu a t io n  p r o c e s s .  Thus, consumers te n d  to  have a h ig h e r  d eg ree  o f  

involvem ent w ith  s e r v i c e s ,  and to  e v a lu a te  them' more c o n s c io u s ly  than 

goods (Swan and Trawick 1979).

2 . The fo u r  d im ensions o f  t im e ,  c o n t r o l ,  e f f i c i e n c y ,  and r i s k  a r e  found 

im p o rtan t  a c ro s s  s i x  s e r v ic e  i n d u s t r i e s  (Bateson and Langeard 1982).

3. The v a r i a b l e s  q u a l i t y ,  decor  and m usic , and p r i c e  have s i g n i f i c a n t  

main e f f e c t s  on consumers' p r e f e r e n c e s  among l o c a l  p iz z a  r e s t a u r a n t s  

(Meyer 1981). In a d d i t i o n ,  th e  i n t e r a c t i o n  e f f e c t s  q u a l i t y  x deco r ,  

and p r i c e  x decor were a l s o  s i g n i f i c a n t .

A. Consumers agree th a t  competence v a r i e s  among s e r v ic e  p ro v id e r s ,  t h a t  

th e r e  i s  a h igh  degree  o f  r i s k  a s s o c i a t e d  w ith  s e r v i c e s ,  t h a t  buyers are
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s e r v ic e - p r o v i d e r  l o y a l ,  and t h a t  th e y  do n o t  r e a l i z e  a s e r v ic e  

p r o v i d e r ' s  l a c k  o f  a b i l i t y  (Schutz  and Casey 1981). Consumers a re  

a l s o  found to  r e l y  on fam ily  and f r i e n d s  a s  th e  major source  o f  

in fo rm a tio n  ab o u t s e r v i c e  p r o v id e r s .

5. L o ca t io n ,  ran g e  o f  s e r v i c e s ,  ease  o f  o b ta in in g  s e r v i c e s ,  q u a l i f i c a ­

t i o n s ,  f r i e n d l i n e s s ,  r e p u t a t i o n ,  com pla in t  h a n d l in g ,  p r i c e ,  c r e d i t ,  

and p re v io u s  ex p e r ien ce  a r e  found in  in d iv id u a l  s e r v ic e  s tu d ie s  as  

im p o r tan t  c r i t e r i a  f o r  s e l e c t i n g  th e  s e r v ic e  p ro v id e r .

6 . S e rv ic e  c h a r a c t e r i s t i c s  a r e  c o n c e p tu a l iz e d  to  t r i g g e r  s i t u a t i o n a l  

am b ig u ity ,  and in c r e a s e  consum er 's  p e rc e iv e d  r i s k  and involvem ent. 

They a l s o  tempt consumers to  engage in  e x te n s iv e  in fo rm a tio n  sea rch  

and seek  p e r s o n a l  so u rces  o f  in fo rm a t io n .

7. E m p ir ica l  ev idence  i n d i c a t e s  t h a t  consumers p e rc e iv e  a h ig h e r  degree  

o f  r i s k  fo r  p u re  s e r v ic e s  and GS com binations  th an  f o r  pu re  goods. 

However, th e y  p e rc e iv e  s i m i l a r  degree  o f  r i s k  f o r  bo th  pu re  s e rv ic e s  

and GS com binations  (Lewis 1976).

8. The rev iew  o f  th e  p ro d u c t  involvem ent l i t e r a t u r e  i n d i c a t e s  th e  la c k  

o f  agreem ent among r e s e a r c h e r s  on th e  c o n s t r u c t ' s  d e f i n i t i o n ,  

d im ensions , and o p e r a t i o n a l i z a t i o n .  However, th e  l i t e r a t u r e  r e v e a l s  

some im p o r tan t  p o i n t s .  F i r s t ,  h igh  r i s k  p e rc e p t io n  seems to  evoke

a h igh  d eg ree  o f  invo lvem ent.  Second, p ro d u c ts  d i f f e r  in  t h e i r  

in f lu e n c e  to  i n c i t e  invo lvem ent.  T h i rd ,  f o r  any p a r t i c u l a r  p roduc t 

c l a s s ,  th e  l e v e l  o f  involvem ent d i f f e r s  a c ro s s  consumers (Ray 1979).

Hypotheses

Seven major hypotheses  a r e  su g g es ted .  The f i r s t  h y p o th e s is
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p r e d i c t a  t h a t  consumers p e rc e iv e  h ig h e r  d eg ree s  o f  s i x  c h a r a c t e r i s t i c s  

fo r  p u re  s e r v i c e s  and GS com binations  th an  fo r  pu re  goods. The hypo­

t h e s i s  a l s o  s u g g e s ts  t h a t  consumers p e r c e iv e  s i m i l a r  d eg rees  o f  th e  

s i x  c h a r a c t e r i s t i c s  f o r  bo th  p u re  s e r v ic e s  and GS com bina tions .

The second h y p o th e s i s  su g g e s ts  t h a t  consumers a r e  more h ig h ly  

in v o lv ed  w ith  t h e  e v a lu a t io n  o f  pu re  s e r v ic e s  and GS com binations  than  

w ith  th e  e v a lu a t io n  o f  pu re  goods. I t  a l s o  s u g g e s ts  t h a t  consumers 

have s i m i l a r  l e v e l s  o f  involvem ent w ith  pure  s e r v ic e s  and GS combina­

t i o n s .

The t h i r d  h y p o th e s is  p o s t u l a t e s  t h a t  p ro d u c t  f a m i l i a r i t y  and 

p e rc e iv e d  r i s k  a r e  in v e r s e l y  r e l a t e d .  I t  i s  sugges ted  t h a t  t h i s  r e l a ­

t i o n s h i p  ho ld s  f o r  a l l  ty p e s  o f  p ro d u c ts ,  bu t th e  magnitude o f  th e  

r e l a t i o n s h i p  i s  h ig h e r  f o r  p u re  s e r v ic e s  and GS com binations  th a n  fo r  

p u re  goods.

The f o u r th  th rough  th e  seven th  hypo theses  d e a l  w ith  fo u r  e v a l ­

u a t iv e  c r i t e r i a .  These a r e  p r i c e ,  recommendations o f  fa m i ly  and f r i e n d s ,  

f r i e n d l i n e s s  and c o u r te s y  o f  employees, and l o c a t i o n .  I t  i s  su g g es ted  

t h a t  consumers a t t a c h  more im portance to  th e s e  fo u r  c r i t e r i a  when th e y  

e v a lu a te  pure  s e r v i c e s  a s  w ell  a s  GS com binations  than  th e y  do when 

th e y  e v a lu a te  p u re  goods. D if fe re n c e s  between pure  s e r v ic e s  and GS 

com binations  in  term s o f  th e  im portance a t ta c h e d  to  th e  fo u r  c r i t e r i a  

a r e  h y p o th e s iz e d  to  be i n s i g n i f i c a n t .

P r e t e s t s

Three p r e t e s t s  a r e  u ndertaken  w ith  t h r e e  independen t samples
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c o n s i s t i n g  o f  212 g rad u a te  and u n d e rg rad u a te  b u s in e s s  s tu d e n t s .  The 

f i r s t  p r e t e s t  i3  -undertaken w ith  92 s u b je c t s  to  measure th e  r e l a t i v e  

im portance  o f  15 e v a lu a t iv e  c r i t e r i a  a c ro s s  15 s e rv ic e  i n d u s t r i e s .

This  p r e t e s t  was needed to  a s s i s t  in  s e l e c t i n g  th e  c r i t e r i a  t h a t  were 

va lued  by s u b je c t s  a s  most im p o r tan t  a c ro s s  th e  f i f t e e n  s e r v ic e s  in  

o rd e r  to  in s u re  th e  u n i v e r s a l i t y  o f  th e  c r i t e r i a .

This  p ro ced u re  was n e c e s s a ry  s in c e  th e s e  c r i t e r i a  were t e s t e d  

by o th e r  r e s e a r c h e r s  i n d i v i d u a l l y  o r  in  s m a l le r  s e t s ,  and w ith  fewer 

s e r v i c e s .

The r e s u l t s  o f  th e  f i r s t  p r e t e s t  show t h a t ,  on th e  av e ra g e ,

11 c r i t e r i a  a r e  p e rc e iv e d  as  most im p o r tan t ,  t h r e e  a s  l e a s t  im p o r ta n t ,  

and one a s  n e i t h e r  im p o r tan t  nor u n im p o r ta n t .  Four c r i t e r i a  a r e  s e l e c te d  

from th e  most im p o r tan t  ones ,  and in c lu d ed  in  th e  s tu d y .

The second p r e t e s t  i s  u ndertaken  w ith  two ir.dpendent samples 

o f  120 s u b je c t s  in  t o t a l .  The purpose  o f  t h i s  p r e t e s t  i s  to  v a l i d a t e  

th e  p ro d u c t  ty p o lo g y  ( o f  pu re  goods, GS com binations, and pure  s e r v i c e s ) .  

S u b je c ts  o f  th e  f i r s t  sample were asked  to  r a t e  t h i r t y  p ro d u c ts  o f  th e  

t h r e e  ty p e s  on each o f  s i x  s e r v ic e  c h a r a c t e r i s t i c s  u s in g  a  5 -p o in t  

s c a l e .  They were a l s o  asked  to  d iv id e  one hundred p o in t s  among th e  s ix  

c h a r a c t e r i s t i c s  a c c o rd in g  to  t h e i r  p e rc e iv e d  im portance in  d e f in in g  th e  

ty p e  o f  p ro d u c t .  P roduct s c o re s  were th en  c a l c u l a t e d  a s  th e  w eighted 

average  o f  th e  sum o f  c h a r a c t e r i s t i c  r a t i n g s .

On th e  o th e r  hand, s u b je c t s  o f  th e  o th e r  sample were asked  tc  

d i r e c t l y  c l a s s i f y  th e  same t h i r t y  p ro d u c ts  in to  th e  t h r e e  ty p e s .
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The v a l i d a t i o n  p ro c e d u re ,  th e n ,  e n t a i l e d  f a c t o r  a n a ly z in g  th e  

p ro d u c t  s c o re s  o b ta in e d  from th e  two sam ples, and c l u s t e r i n g  a l l  p ro d u c ts  

in to  t h r e e  groups w ith  a 3 - f a c t o r  s o lu t i o n  u s in g  th e  P r in c ip a l  Component 

method and varim ax r o t a t i o n .  A t o t a l  o f  19 p ro d u c ts  met t h e  c l a s s i f i c a ­

t i o n  c r i t e r i a  ( o f  th e s e  a r e  8 pu re  goods, 4 GS com bina tions ,  and 7 pure  

s e r v i c e s ) .  From t h e s e ,  two item s were s e l e c t e d  from each c l a s s  to  be 

in c lu d ed  in  th e  s tu d y .

The t h i r d  p r e t e s t  focused  on t e s t i n g  t h e  v a l i d i t y  and r e l i a b i l i t y  

o f  th e  p ro d u c t  involvem ent s c a l e  su g g es ted  in  C hap ter  IV. The second 

sample t h a t  i s  used  in  th e  second p r e t e s t  i s  a l s o  t h e  same sample t h a t  

i s  used  f o r  t h e  t h i r d  p r e t e s t .  S u b je c ts  were asked  to  respond to  a 

5 - p o ln t  s c a l e  w ith  t h r e e  p ro d u c ts .  Shampoo, au to  r e p a i r ,  and l i f e  

In su ran ce  were s e l e c t e d  f o r  t h i s  p r e t e s t  to  r e p r e s e n t  th e  t h r e e  ty p es  

o f  p ro d u c ts  r e s p e c t i v e l y .

The f i v e  i tem s o f  t h e  involvem ent s c a l e  r e p r e s e n t  f i v e  d im ensions .  

They a r e  no rm ative  im portance , commitment, t im e ,  p ro d u c t  com plex ity ,  and 

o v e r a l l  c o s t .  The r e l i a b i l i t y  t e s t s  focused  on th e  s c a l e ' s  i n t e r n a l  

c o n s i s te n c y  and Inc luded  C o e f f i c i e n t  A lpha,and s p l i t - h a l f  t e s t s .

V a l i d i t y  t e s t s  focused  on c o n s t r u c t  v a l i d i t y  and in c lu d e d  i t e m - t o t a l  

c o r r e l a t i o n ,  o n e - f a c t o r  s o lu t io n  f a c t o r  a n a l y s i s  u s in g  bo th  th e  P r in c ip a l  

F a c to r  and Maximum L ik e l ih o o d  methods, and c o r r e l a t i o n  between th e  s c a le  

and sm other measure.

T his  s e r i e s  o f  t e s t s  in d i c a te d  t h a t  bo th  th e  r e l i a b i l i t y  and 

v a l i d i t y  o f  t h e  s c a le  were h igh  when th e  tim e dim ension i s  d e l e t e d .  Thus, 

th e  fo u r  o th e r  item s c o n s t i t u t e d  th e  involvem ent s c a le  used in  th e
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f i n a l  q u e s t i o n n a i r e .

The Sample

A c r o s s - s e c t i o n a l  conven ience sample o f  436 heads o f  household 

was s e le c te d  from th e  New York M e tro p o l i ta n  a r e a  and th e  su rround ing  

suburbs in c lu d in g  New J e r s e y  and Long I s l a n d .  A t o t a l  o f  352 q u e s t io n n ­

a i r e s  were r e tu r n e d  to  t h e  i n v e s t i g a t o r  r e p r e s e n t in g  81.8  p e rc e n t  o f  

th e  sample c o n ta c te d .  Twenty s i x  q u e s t i o n n a i r e s  were excluded because 

th e y  were e i t h e r  incom ple te  o r  ex trem ely  b ia s e d .  A t o t a l  o f  326 u sab le  

q u e s t io n n a i r e s  were e n te re d  th e  a n a l y s i s ,  r e p r e s e n t in g  75.8 p e rc e n t  o f  

th e  t o t a l  number o f  s u b je c t s  c o n ta c te d .

Method

The s i x  s e r v ic e  c h a r a c t e r i s t i c s  a r e  measured u s in g  5 -p o in t  

sem antic  d i f f e r e n t i a l  s c a l e s .  The wording o f  th e  b ip o l a r  a d j e c t i v e s  

has been m od ified  based  on th e  r e s u l t s  o f  th e  p r e t e s t s  as  w ell as 

th e  a d v ice  o f  m arke ting  r e s e a r c h  e x p e r t s .

P roduct involvem ent i s  measured u s in g  a 5 -p o in t  s c a le  c o n s i s t ­

ing  o f  fo u r  i te m s .  The fo u r  dim ensions co n ta in ed  in  th e  s c a le  a re  

norm ative  im portance , commitment, p ro d u c t com plex ity ,  and o v e r a l l  

c o s t .  This  s c a l e  was t e s t e d  in  th e  p r e t e s t s  fo r  v a l i d i t y  and r e l i a b i ­

l i t y  and dem onstra ted  a h igh  degree  o f  b o th .

O v e ra ll  r i s k  i s  measured u s in g  th e  Jacoby and K ap lan 's  (1972/ 

s c a l e .  The p r e d i c t i v e  and c o n s t r u c t  v a l i d i t y  o f  t h i s  s c a le  has been 

e s t a b l i s h e d  by th e s e  r e s e a r c h e r s .
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Product f a m i l i a r i t y  i s  measured by two. s c a le s  sugges ted  and used by 

Bettman and Park (1980) and Park and L e s s ig  (1981). The f i r s t  s c a le  

has t h r e e  d im ensions : in fo rm a tio n  s e a rc h ,  p roduc t  usage , and p roduc t  

ow nersh ip . S ince  s e r v ic e s  do n o t  le n d  them se lves  to  ow nership , th e  

t h i r d  dim ension was o p e r a t i o n a l l y  d e f in e d  as  p u rchase  e x p e r ie n c e .

The second s c a l e  i s  a  6 -p o in t  s e ls - a s s e s s m e n t  measure o f  f a m i l i a r i t y .

A v a l i d i t y  check was made by c o r r e l a t i n g  th e  sc o re s  o b ta in e d  from th e  

two s c a l e s .  The r e s u l t s  i n d i c a t e  t h a t  th e  s c a le s  en joy  a r e a s o n a b le  

degree  o f  v a l i d i t y .

The r e l a t i v e  im portance o f  th e  fo u r  e v a lu a t iv e  c r i t e r i a  a r e  

measured u s in g  a 5 -p o in t  s c a l e ,  where 1 * l e a s t  im p o r tan t ,  and 5 * most 

im p o r ta n t .  To e l im in a te  th e  h a lo  e f f e c t  in  m easuring th e  im portance 

o f  th e s e  c r i t e r i a ,  a l l  p ro d u c ts  a r e  r a t e d  w i th in  c r i t e r i a  r a t h e r  than  

r a t i n g  each p ro d u c t  s e p a r a t e ly  on a l l  c r i t e r i a  (Lehmann 1985; W ilk ie  

and Pessem ier 1973).

When a d m in is te r in g  t h e  q u e s t i o n n a i r e ,  th e  sample was no t  

d iv id e d  in to  t h r e e  s e p a ra te  groups, each group e v a lu a t in g  one p roduc t  

ty p e .  R a th e r ,  each s u b je c t  was asked  to  e v a lu a te  a l l  t h r e e  ty p e s  o f  

p ro d u c ts  s in c e  th e  same consumer p r a c t i c a l l y  e v a lu a te s  and compares 

a l l  ty p e s  o f  p ro d u c ts  in  th e  same shopping t r i p .  T h e re fo re ,  th e  

number o f  completed q u e s t i o n n a i r e s  was 326, bu t th e  number o f  o b se rv a ­

t i o n s  in  th e  MANOVA and ANOVA a n a ly se s  were 978 r e p r e s e n t in g  th r e e  

re sp o n ses  fo r  th e  t h r e e  ty p e s  o f  p ro d u c ts  from each re sp o n d en t.
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Data A na lys is

To t e s t  H.j, MANCVA i s  performed f i r s t  w ith  p roduc t  ty p e  as  th e  

independen t v a r i a b l e  m an ipu la ted  a t  t h r e e  l e v e l s :  pu re  goods, GS 

co m b in a tio n s ,  and p u re  s e r v i c e s .  There a r e  s i x  dependent v a r i a b l e s

r e p r e s e n te d  by t h e  sc o re s  o f  th e  s i x  c h a r a c t e r i s t i c s .  >

Once th e  s ig n i f i c a n c e  o f  mean d i f f e r e n c e s  in  p ro d u c t  ty p e s  i s  

e s t a b l i s h e d  by th e  MANOVA m u t iv a r i a t e  and u n i v a r i a t e  F t e s t s ,  a s e r i e s  

o f  one-way ANOVA t e s t s  a r e  then  performed on th e  sc o re s  o f  th e  s ix  

c h a r a c t e r i s t i c s  s e p a r a t e ly .  The independen t v a r i a b l e  in  th e s e  ANOVA 

t e s t s  i s  a l s o  p ro d u c t  ty p e .  The purpose  o f  th e s e  t e s t s  i s  to  examine 

d i f f e r e n c e s  in  p ro d u c t ty p e  means u s in g  th e  LSD method.

To t e s t  Hj and th rough  H^, a s im i l a r  s e r i e s  o f  one-way

ANOVA t e s t s  a r e  perform ed. D if f e re n c e s  between th e  t h r e e  means o f

th e  t h r e e  p ro d u c t  c l a s s e s  w ith  re g a rd  to  involvem ent as  w ell a s  th e  

im portance  o f  th e  fo u r  e v a lu a t iv e  c r i t e r i a  a r e  t e s t e d  u s in g  th e  LSD 

method a l s o .  To t e s t  H^, f i v e  t e s t s  o f  a s s o c i a t i o n  between p ro d u c t  

f a m i l i a r i t y  and p e rc e iv e d  r i s k  a r e  u n d e r ta k en .  They a r e  c h i  s q u a re ,  

p h i  c o r r e l a t i o n  c o e f f i c i e n t ,  co n t in g en cy  c o e f f i c i e n t ,  Cramer’ s v, and 

Pearson product-moment c o r r e l a t i o n  c o e f f i c i e n t .

S tudy F in d in g s

F ig u re  VII-1 d i s p la y s  th e  s tu d y  f in d i n g s .  In g e n e ra l ,  a l l  th e  

d i f f e r e n c e s  between pure  goods, on one hand, and pu re  s e r v ic e s  and GS 

com bina tions ,  on t h e  o th e r ,  a r e  s t a t i s t i c a l l y  s i g n i f i c a n t .  Pure goods
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FIGURE VII-1 
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a r e  r a t e d  l e s s  on a l l  s i x  s e r v i c e  c h a r a c t e r i s t i c s  th an  th e  o th e r  p ro d u c t  

c l a s s e s .  The fo u r  e v a lu a t iv e  c r i t e r i a  a r e  a l s o  deemed l e s s  im p o rtan t  

f o r  pu re  goods th a n  f o r  th e  o th e r  ty p e s  o f  p ro d u c ts .

However, t h e  d i f f e r e n c e s  between GS com binations  and p u re  

s e r v ic e s  a r e  found s t a t i s t i c a l l y  s i g n i f i c a n t ,  c o n t r a r y  to  what i s  

h y p o th e s iz e d .  Moreover, GS com binations  means a r e  found g r e a t e r  than  

th o s e  o f  pu re  s e r v ic e s  f o r  fo u r  o f  th e  s i x  c h a r a c t e r i s t i c s  ( a l l  bu t 

i n t a n g i b i l i t y  and b u y e r 's  ab id an ce  by s e l l e r ' s  r u l e s ) ,  and a l l  fo u r  

e v a lu a t iv e  c r i t e r i a .  Few e x c e p t io n s  a r e  found w ith  in d iv id u a l  p roduc t  

groups, and a r e  d is c u s s e d  in  d e t a i l  in  C hap ter  VI.

Consumers' involvem ent w ith  p u re  s e r v ic e s  i s  found 

h ig h e r  th an  t h e i r  involvem ent w ith  p u re  goods a s  h y p o th e s iz e d .  This  

i s  t r u e  f o r  a l l  p ro d u c ts  to g e th e r  and each s in g le  p ro d u c t  group. 

Involvem ent w ith  GS com bina tions  i s  h ig h e r  o r  low er than  involvem ent 

w ith  p u re  goods depending  on th e  p ro d u c t  group. Involvement w ith  th e  

GS com bination  i s  low er t h a t  involvem ent w ith  th e  pure  good in  th e  

second p ro d u c t  group, bu t  i t  i s  h ig h e r  in  th e  f i r s t  group.

S t a t i s t i c a l l y  s i g n i f i c a n t  d i f f e r e n c e s  a r e  found between th e  

involvem ent w ith  bo th  GS com binations  and pure  s e r v i c e s .  This f in d in g  

a lo n g  w ith  o th e r  f in d in g s  w ith  r e s p e c t  to  GS com binations  s ig n a l  two 

im p o rtan t  im p l i c a t io n s .  F i r s t ,  th e  s a l i e n c y  o f  GS com binations as  

a p ro d u c t  c l a s s  d i s t i n g u i s h e d  from pure  s e r v ic e s  a s  w ell  a s  pure  goods. 

Second, t h e  im portance  o f  c o n s id e r in g  each GS com bination o f f e r i n g  

s e p a r a t e ly  in  te rm s o f  th e  d eg ree  o f  involvem ent i t  evokes.



F i n a l l y ,  p ro d u c t  f a m i l i a r i t y  and p e rc e iv e d  r i s k  a r e  found to  ce 

r e l a t e d  to  each o t h e r ,  and th e  r e l a t i o n s h i p  i s  p o s i t i v e .  Thus, the  

h y p o th e s is  i s  su p p o r ted  bu t  in  th e  o p p o s i te  d i r e c t i o n .  In a d d i t i o n ,  

th e  magnitude o f  th e  r e l a t i o n s h i p  i s  m od e ra te ly  h ig h e r  f o r  bo th  pure 

s e r v ic e s  and GS com binations  th a n  f o r  p u re  goods, a s  p r e d ic te d .

C o n tr ib u t io n .  Im p l ic a t io n s .  L im i ta t io n s  

and C onclusions

T his  s tu d y  has s e v e ra l  c o n t r i b u t i o n s  and im p l ic a t io n s  both  f o r  

s e r v ic e  m arke ting  th e o ry ,  and f o r  s e r v ic e  s t r a t e g i c  m arke ting  p la n n in g .

F i r s t ,  t h e  s tu d y  p ro v id e s  an e m p ir ic a l  su p p o r t  o f  th e  p r o p o s i ­

t i o n  t h a t  consumers p e r c e iv e  s i g n i f i c a n t  d i f f e r e n c e s  between pure  

goods, on one hand, and b o th  p u re  s e r v ic e s  and GS com bina tions ,  on th e  

o th e r .  While t h i s  p ro p o s i t i o n  has been c o n c e p tu a l ly  advanced by s e r v ic e  

s c h o la r s  b e f o r e ,  t h i s  i s  th e  f i r s t  s tu d y  to  t e s t  i t  e m p i r i c a l ly .

Second, th e  s tu d y  p ro v id e s  an e m p ir ic a l  ev idence o f  th e  s a l i e n c y  

o f  GS com binations  in  te rm s o f  th e  degree  o f  s e r v ic e  c h a r a c t e r i s t i c s  

(ex ce p t i n t a n g i b i l i t y  and b u y e r 's  ab idance  by s e l l e r ' s  r u l e s ) ,  and 

th e  h igh  im portance  a t ta c h e d  to  fou r  e v a lu a t iv e  c r i t e r i a  by consumers. 

This  t r e n d  i s  s t r o n g ly  observed  th roughou t th e  s tu d y  f in d in g s .

T h i rd ,  t h e  f in d in g s  p ro v id e  an e m p ir ic a l  ev idence  t h a t  pure 

s e r v ic e s  and GS com binations should  be viewed as  two s e p a ra te  and 

d i s t i n c t i v e  p ro d u c t  c l a s s e s  a s  opposed to  pure  goods. The d i f f e r e n t  

d eg rees  of involvem ent th e y  e n t i c e ,  and th e  s i g n i f i c a n t l y  h ig h e r  means
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o f  GS com bination  c h a r a c t e r i s t i c s  and e v a lu a t iv e  c r i t e r i a  have an impor­

t a n t  im p l ic a t io n  to  th e  m arke te rs  o f  th e s e  p ro d u c ts .  The two c l a s s e s  

o f  p ro d u c ts  might r e q u i r e  d i f f e r e n t  m arke ting  and communications s t r a ­

t e g i e s .  P rom otional a p p e a ls  and messages f o r  th e  two p ro d u c t  c l a s s e s ,  

f o r  in s ta n c e ,  may embody d i f f e r e n t  symbolic s t im u l i .

F o u r th ,  t h i s  i s  th e  f i r s t  s tudy  to  i d e n t i f y  and a n a ly z e  pure  

goods, GS com bina tions ,  and pure  s e r v ic e s  on th e  b a s i s  o f  a p ro d u c t  

ty p o lo g y  p ro ced u re  t h a t  i s  e m p i r ic a l ly  t e s t e d  and v a l id a t e d .  P roducts  

t e s t e d  in  p re v io u s  r e s e a r c h  ( in c lu d in g  bo th  goods and s e r v i c e s )  were 

s e le c te d  based  on th e  r e s e a r c h e r ' s  s u b je c t iv e  judgment. In a d d i t i o n ,  

p rev io u s  r e s e a r c h  e i t h e r  t e s t e d  s in g le  pu re  goods a g a i n s t  s i n g l e  pure 

s e r v i c e s ,  o r  c o n t r a s t e d  s in g le  s e rv ic e s  w ith  o th e r  s e r v ic e s  w ithou t 

d i s t i n g u i s h i n g  between pure s e r v ic e s  and GS com binations .

F i f t h ,  t h e  s t a t i s t i c a l l y  s i g n i f i c a n t  d i f f e r e n c e s  in  th e  mean 

im portance  o f  fo u r  e v a lu a t iv e  c r i t e r i a  between pure  goods, on one hand, 

and bo th  pure  s e r v ic e s  and GS com bina tions ,  on th e  o th e r ,  confirm  

s e v e r a l  p r o p o s i t i o n s  advanced in  th e  s e r v ic e  l i t e r a t u r e  and th e  goods 

l i t e r a t u r e  as  w e l l .

For i n s ta n c e ,  i t  i s  sugges ted  t h a t  in  th e  absence  o f  an 

o b je c t iv e  measure o f  q u a l i t y ,  and in  s i t u a t i o n s  where o th e r  p roduc t  

a t t r i b u t e s  a r e  c h a r a c te r i z e d  by a h igh  degree  o f  am b igu ity ,  p r i c e  tends  

to  be im p o r tan t  ( e . g . ,  B lo is  1981; Monroe 1982; S t e r n t h a l  and C ra ig  

1982). The f in d in g s  o f  t h i s  s tu d y  su p p o r t  t h i 3  p ro p o s i t i o n .  The p r i c e  

cue i s  found more im p o rtan t  f o r  bo th  pu re  s e rv ic e s  and GS com binations  

than  f o r  pure  goods, a s  a p roduc t c l a s s ,  in  g e n e ra l .  The l i n e  o f
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re a s o n in g  advanced in  th e  s e r v ic e  l i t e r a t u r e  between s e r v ic e  c h a r a c te ­

r i s t i c s  and th e  am b igu ity  su rro u n d in g  th e  pu rchase  s i t u a t i o n ,  on one 

hand, and between th e  am b igu ity  su r ro u n d in g  th e  pu rch ase  s i t u a t i o n  and 

th e  im portance a t ta c h e d  to  c e r t a i n  e v a lu a t iv e  c r i t e r i a ,  on th e  o th e r ,  

c r e a t e s  a  l i n k  between s e r v i c e  c h a r a c t e r i s t i c s  and th e  im portance 

a t ta c h e d  to  t h e i r  e v a lu a t iv e  c r i t e r i a .  The f in d in g s  o f  th e  s tudy  

confirm  t h i s  l i n k .

Pe rce iv ed  r i s k  and involvem ent a r e  found to  be two v a r i a b l e s  

t h a t  e x p la in  th e  am b igu ity  su rro u n d in g  s e r v ic e  buying , and as  such 

th e y  a r e  l i k e l y  to  e x p la in  th e  r e l a t i o n s h i p  between s e r v ic e  c h a ra c ­

t e r i s t i c s  and e v a lu a t iv e  c r i t e r i a .

The f in d in g s  t h a t  consumers p e rc e iv e  both  in fo rm al recommen­

d a t io n s  and employee f r i e n d l i n e s s  as  more im p o rtan t  f o r  pure  s e r v ic e s  

and GS com binations  th an  f o r  pure  goods a r e  c o n s i s t e n t  w ith  p rev io u s  

re s e a rc h  d e a l in g  w ith  in d iv id u a l  s e r v i c e s .  These f in d in g s  to g e th e r  

w ith  th o se  o b ta in e d  from th e  t e s t s  o f  s e r v i c e  c h a r a c t e r i s t i c s ,  p e rce iv ed  

r i s k ,  and involvem ent confirm  th e  co n ce p tu a l  r e l a t i o n s h i p s  developed 

by o th e r  s e r v i c e  r e s e a r c h e r s  ( e .g .  Dubinsky and Levy 1981; W einberger 

and Brown 1977).

The h ig h  d eg ree  o f  i n t a n g i b i l i t y ,  p e r i s h a b i l i t y ,  and n o n s ta d a r -  

d iz a t io n  a s  p e rc e iv e d  by th e  s tu d y  s u b je c t s  f o r  pu re  s e r v ic e s  and GS 

com binations  a r e  a s s o c ia t e d  w ith  h igh  d eg rees  o f  p e rc e iv e d  r i s k ,  in v o l ­

vement , and im portance  a t ta c h e d  to  in fo rm al communications and 

employee f r i e n d l i n e s s .  While t h i s  s tu d y  d id  no t measure c a u s a l i t y  among 

th e s e  v a r i a b l e s ,  th e  f in d in g s  o f  th e  s tu d y  p rov ide  a ground fo r  p roposing
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c a u s a l i t y  among them.

The f in d in g  as  to  th e  h igh  im portance  o f  l o c a t i o n  fo r  pure  

s e rv ic e s  and GS com binations  confirm  th e  f in d in g s  o f  p rev io u s  r e s e a rc h  

p a r t i c u l a r l y  w ith  r e g a rd  to  d ry  c l e a n in g  (Schutz  and Casey 1981). 

L oca tion  conven ience seems to  be h ig h ly  im p o r tan t  f o r  th o se  s e r v ic e s  

which a r e  c h a r a c t e r i z e d  by h ig h e r  d eg ree s  o f  i n s e p a r a b i l i t y  o f  produc­

t i o n  and consum ption, and consum er 's  p a r t i c i p a t i o n  in  s e r v ic e  produc­

t i o n .  This  im p l ie s  th e  n e c e s s i t y  o f  consumer p a r t i c i p a t i o n ,  o r  a t  

l e a s t  h i s  o r  h e r  p resen ce  in  s e r v ic e  p ro d u c t io n  ( e . g . ,  h a i r c u t ,  d e n t i s t ,  

e t c . ) .  In some o th e r  s i t u a t i o n s  i t  means convenience to  th e  consumer 

in te rm s o f  th e  tim e and t r a v e l  e f f o r t  sp en t  in  r e a c h in g  th e  s e rv ic e  

p ro v id e r  ( e . g . ,  d ry  c le a n in g ,  banking , e t c . ) .

The s tu d y ,  n e v e r t h e l e s s ,  has some l i m i t a t i o n s .  F i r s t ,  no 

c a u s a l  r e l a t i o n s h i p s  a r e  assumed o r  t e s t e d  in  th e  s tu d y .  In fe re n c e s  

abou t th e  l i n k  between s e r v ic e  e v a lu a t iv e  c r i t e r i a ,  p e rc e iv e d  r i s k ,  

invo lvem ent,  and th e  im portance a t t a c h e d  to  t h e i r  e v a lu a t iv e  c r i t e r i a  

a re  made on th e  b a s i s  o f  th e  s i g n i f i c a n t  d i f f e r e n c e s  o b ta in ed  fo r  

th e s e  v a r i a b l e s ,  which confirm  s e v e ra l  p ro p o s i t i o n s  avdanced in  th e  

s e r v ic e  l i t e r a t u r e .

Second, c o n s id e r in g  th e  n e g a t iv e  e f f e c t  o f  s u b je c t  f a t i g u e ,  

as  a r e s u l t  o f  a v e ry  le n g th y  q u e s t i o n n a i r e ,  on th e  accu racy  o f  d a ta ,  

o n ly  two o f f e r in g s  from each p roduc t  c l a s s ,  and o n ly  fo u r  e v a lu a t iv e  

c r i t e r i a  a r e  in c lu d ed  in  th e  d a ta  c o l l e c t i o n  in s t ru m e n t .  F u tu re  

r e s e a r c h  might c o n s id e r  o th e r  o f f e r in g s  and o th e r  e v a lu a t iv e  c r i t e r i a .
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In c o n c lu s io n ,  th e  i n t e r e s t  in  s e r v ic e  m arke ting  has been 

grov ing  in  th e  l a s t  decade among academ ic ians  and p r a c t i t i o n e r s  a s  

w e l l .  While t h e  fragm ented  e f f o r t s  o f  s e r v ic e  s tu d e n t s  c o n t r i b u t e  to  

b u i ld in g  a th e o ry  o f  s e r v ic e  m arke ting ,  t h i s  th e o ry  i s  f a r  from be ing  

com ple te .  More e m p ir ic a l  work i s  needed to  v e r i f y  many o f  th e  concep­

t u a l  r e l a t i o n s h i p s  im p lied  by th e  th e o ry .  Moreover, r e p l i c a t i o n  

s tu d ie s  a r e  d e s i r e d  to  In s u re  t h e  g e n e r a l i z a b i l i t y  o f  th e  th e o ry  among 

d i f f e r e n t  s e r v i c e s ,  d i f f e r e n t  s i t u a t i o n s ,  and a c ro s s  d i f f e r e n t  consumer 

segments and l o c a t i o n s .  T h is  s tu d y  i s  o n ly  one s te p  toward b u i ld in g  

t h a t  th e o ry .

D i r e c t io n s  f o r  F u tu re  R esearch

The f i e l d  o f  s e r v i c e  m ark e tin g  i s  s t i l l  young and f e r t i l e .  

R esearch  i s  p ro m is in g  in  t h i s  f i e l d  s in c e  many c o n c e p tu a l  r e l a t i o n s h i p s  

abou t s e r v ic e  m arke ting  a w a i t  e m p ir ic a l  t e s t i n g .

T h is  s tu d y  measures th e  m agnitude, d i r e c t i o n ,  and d i f f e r e n c e s  

in  s i x  s e r v ic e  c h a r a c t e r i s t i c s ,  p ro d u c t  f a m i l i a r i t y ,  p e rc e iv e d  r i s k ,  

invo lvem ent,  and th e  im portance o f  fo u r  e v a lu a t iv e  c r i t e r i a .  A compa­

r a t i v e  a n a l y s i s  i s  perform ed on pure  goods, GS com bina tions ,  and pure 

s e r v i c e s .  N e i th e r  th e  h y po theses  no r  th e  r e s e a r c h  design assume 

c a u s a l i t y  in  th e s e  r e l a t i o n s h i p s .  F u tu re  re sea rch  may i n v e s t ig a t e  

c a u s e - e f f e c t  r e l a t i o n s h i p s  by i s o l a t i n g  some o f  these  v a r i a b le s  and 

t e s t i n g  them in  a  c o n t r o l l e d  s i t u a t i o n .

T h is  s tu d y  a t te m p te d  to  c o n t ro l  fo r  scne extraneous v a r i a b le s  

(such  a s  c o s t ,  s ea rch  tim e and e f f o r t )  by d iv id ing  the  s ix  products of
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th e  s tu d y  in to  two s e p a r a t e  groups. The f i r s t  group r e p r e s e n t s  

co n v en ience /shopp ing  i tem s ,  and th e  second group c o n ta in s  s p e c i a l t y  

i te m s .  A cco rd ing ly ,  we were a b l e  to  e x p la in  why some o f  th e  r e l a t i o n ­

s h ip s  were n o t  s t a t i s t i c a l l y  s i g n i f i c a n t .  F u tu re  r e s e a r c h  may i d e n t i f y  

o th e r  e x tra n eo u s  v a r i a b l e s  and c o n t r o l  f o r  t h e i r  e f f e c t  on th e  t h r e e  

ty p e s  o f  p ro d u c ts .

F u tu re  r e s e a r c h  may a l s o  focus  on th e  n a tu re  o f  th e  r e l a t i o n ­

sh ip  between GS com binations  and p u re  s e r v i c e s .  In p a r t i c u l a r ,  

r e s e a r c h e r s  may examine th e  s p e c i f i c  re a so n s  behind  th e  s a l i e n c y  o f  GS 

com binations  means o ver  p u re  s e r v ic e s  means, and th e  unexpected  

d i f f e r e n c e s  between th e  two c l a s s e s  o f  p ro d u c ts .

Another d i r e c t i o n  f o r  f u tu r e  r e s e a r c h  i s  to  examine th e  i n d i v id ­

u a l  components o f  p e rc e iv e d  r i s k  ( e . g . ,  f i n a n c i a l ,  perfo rm ance , s o c i a l ,  

p s y c h o lo g ic a l ,  p h y s ic a l ,  t im e ,  e t c . )  w ith  r e s p e c t  to  b o th  pure  s e r v ic e s  

and GS com bina tions .  T h is  s tu d y  fo cu ses  o n ly  on o v e r a l l  r i s k .  Based 

on th e  ev idence  o b ta in e d  from t h i s  3 tudy ,  i t  i s  p o s s i b l e  t h a t  pure  

s e r v ic e s  and GS com binations  v a ry  in  te rm s o f  consum ers ' p e rc e p t io n s  

o f  t h e  d i f f e r e n t  components o f  r i s k .  The two ty p es  o f  p roduc ts  may 

be c o n t r a s t e d  a g a in s t  each o th e r  a s  w e ll  a s  a g a i n s t  pu re  goods a c ro s s  

th e  d i f f e r e n t  components o f  r i s k .

F i n a l l y ,  P a tto n  (1981) examined th e  e f f e c t  o f  q u a n t i t y  o f  in f o ­

rm ation  on b rand  cho ice  d e c i s io n s  in  th e  ca se  o f  hand -he ld  e l e c t r i c  

food m ixers .  S u b je c ts  tended  to  s e l e c t  th e  brands w ith  th e  most i n f o r ­

mation p a r t i c u l a r l y  when b rands  v a r ie d  in  q u a l i t y .  S ince  s e rv ic e s  v ary  

in  q u a l i t y ,  r e s e a r c h e r s  may examine th e  e f f e c t  o f  in fo rm a tio n  q u a n t i t y
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on s e r v ic e  ch o ic e  d e c i s i o n s .  They may a l s o  examine th e  p ro p o s i t io n  

t h a t  a  s e r v ic e  m arke te r  can compensate f o r  th e  am b igu ity  o f  s e r v ic e  

q u a l i t y  by in c r e a s in g  th e  q u a n t i t y  o f  in fo rm a tio n  abou t h i s  s e r v ic e .



appendix I

PRETEST QUESTIONNAIRE A 

(P roduc t Typology Survey A)
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PART I

S e rv ic e s  p o s se s s  c e r t a i n  c h a r a c t e r i s t i c s .  Goods a l s o  p o sse ss  

some o th e r  c h a r a c t e r i s t i c s .  For i n s t a n c e ,  i t  i s  s a id  t h a t  s e r v ic e s  a r e  
i n t a n g i b l e  and cannot be s to r e d ,  w h ile  p h y s ic a l  goods a r e  t a n g ib l e  and 

can be s to r e d .  D i f f e r e n t  p ro d u c ts  p o sse ss  d i f f e r e n t  d eg rees  o f  th e s e  
and o th e r  c h a r a c t e r i s t i c s .

In th e  fo l lo w in g  s e c t i o n ,  you w i l l  f in d  a  l i s t  o f  some goods 

and s e r v i c e s .  P le a s e  r a t e  each good and s e r v ic e  on each c h a r a c t e r i s t i c  

by c i r c l i n g  th e  number t h a t  c l o s e l y  co rresp o n d s  to  your b e l i e f  o f  th e  

degree  o f  th e  c h a r a c t e r i s t i c  t h a t  a p ro d u c t  p o s s e s s e s .  The two fo llo w in g  
examples a r e  g iven f o r  i l l u s t r a t i o n  p u rp o ses .

Example 1

Not S u b jec t
Com pletely To D e te r io r a t i o n

G oods/S erv ices  P e r is h a b le  under Normal Use

F u r n i tu r e  5 4 3 2 ©
P r o f e s s io n a l  House P a in t e r  ©

In t h i s  example, t h e  re sp o n d en t f e e l s  t h a t  f u r n i t u r e  i s  n o t  

p e r i s h a b l e ,  th u s  he o r  she c i r c l e s  th e  number "1".  On th e  o th e r  hand, 

th e  re sp o n d en t f e e l s  t h a t  th e  s e r v ic e s  o f  a  p r o f e s s io n a l  house p a i n t e r  

a r e  c o m p le te ly  p e r i s h a b l e ,  th u s  c i r c l e s  th e  number n5 n.

Example 2

S e l l e r  Com plete ly  Buyer Completely
Decides When Consumer Decides When to

G oods/S erv ices  Buys/Uses P roduc t  Buy/Use P roduct

Microwave Oven 5 4 3 2 ©

D e n t i s t  S e rv ic e s  5 0 2 1

The responden t c i r c l e s  Na, "111 f o r  microwave oven because  he o r  
she b e l i e v e s  th e  buyer has a co m ple te ly  f r e e  w i l l  in  d e c id in g  when to  

buy t h i s  p ro d u c t .  However, he o r  she c i r c l e s  No. "4” f o r  d e n t i s t ' s  

s e r v ic e s  because  th e  d e n t i s t ' s  appoin tm ent schedu le  mandates some days 
and t im es  which may no t  be d e s i r e d  by the  f r e e  w i l l  o f  the  p a t i e n t .
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1. I n t a n g i b i l i t y

For each o f  th e  fo l lo w in g  p ro d u c ts ,  c i r c l e  th e  number t h a t ,  in 

your b e l i e f ,  r e f l e c t s  th e  degree  o f  i n t a n g i b i l i t y  o f  t h a t  p ro d u c t .

C om plete ly  Com plete ly
G oods/S erv ices  I n ta n g i b le  T ang ib le

1. E l e c t r i c  Can Opener .................................

3. P h y s ic i a n 's  S e rv ic e s .  

k .  P lum ber 's  S e r v ic e s .  .

5. W ris t  Watch ..................

7. Cold M edica tion  ............................

8 . Auto R ep a ir  .....................................

9. Shampoo ..............................................

10. H o te l s ...................................................
11. P r o f e s s io n a l  C arpe t C lean ing .

12. B a n k i n g ..............................................

13. D ress Shoes .....................................

15. Small A pp liance  R e p a i r .......................

16. Mouthwash ...................................................

17. Autom obile...................................................

18. L i f e  I n s u ra n c e ..........................................

19. Income Tax C ounse ling  .......................
20. R e s ta u ra n t  M eals.....................................

21. R e f r i g e r a t o r ..............................................

22. Large A pp liance  R e p a i r .......................

23. C a r p e n te r - B u i ld e r ' s  S e r v ic e s .  . . 

2 k . A i r l i n e s .......................................................

25. Dry C le a n in g ..............................................

26. T o o th p a s te ...................................................

28. R e so r ts  .....................................

29. H o s p i t a l i z a t i o n  In su ran ce

30. T r a n s i s t o r  Radio AM-FM. .

5 k 3 2

5 k 3 2

5 k 3 2

5 k 3 2

5 k 3 2

5 k 3 o

5 k 3 2

5 k 3 2

5 k 3 2

5 k 3 2

5 k 3 2

5 k 3 2
e, k 3 2

5 k 3 n<.

5 k 3 2

5 k 3 2

5 /** 3 2

5 k 3 2

5 k 3 2

5 k 3 2

5 k 3 2

5 k 3 2

5 k 3 2

5 k 3 2

5 k "5 2

5 u 3 2

5 k -5 2

5 k 3 2

5 /H 3 2

5 / *, •“ i
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2. P e r i s h a b i l i t y

For each o f  t h e  fo l lo w in g  p ro d u c ts ,  c i r c l e  th e  number t h a t ,  in  

your b e l i e f ,  r e f l e c t s  th e  d eg ree  o f  p e r i s h a b i l i t y  ( i . e . ,  d e t e r i o r a t i o n  

under normal u se  ) o f  t h a t  p ro d u c t .

G oods/S erv ices
1. E l e c t r i c  Can Opener .

2 . H a i r c u t /H a i r  S ty l in g .
3 . P h y s ic ia n 's  S e rv ic e s .

1. P lum ber 's  S e r v ic e s .  .

5. W ris t  Watch ..................

Com plete ly  
P e r i s h a b le

7. Cold M edication ............................

8 . Auto R ep a ir  .....................................

9 . Shampoo ..............................................
10. H o te l s ...................................................

11. P ro f e s s io n a l  C arpe t C lean in g .

12. Banking ..............................................

13. D ress Shoes .....................................
11. R enting  a Moving Van..................

15. Small A ppliance R e p a i r .  . . .

16. Mouthwash ..........................................

17. Automobile..........................................
18. L i fe  In su ra n c e .................................

19. Income Tax C ounse ling  . . . .

20. R e s ta u ra n t  Meals. . . . . . .

21. R e f r i g e r a t o r .....................................

23. C a r p e n te r - B u i ld e r 's  S e r v ic e s .

21. A i r l i n e s .............................................

25. Dry C le an in g .....................................

26. T o o th p as te ..........................................

27. Renting  an Automobile . . . .
28. R eso r ts  ..............................................
29. H o s p i t a l i z a t io n  In su ran ce  . .

30. T ra n s i s to r  Radio AM-FM. . . .

Not S u b je c t  to  
D e te r i o r a t i o n  under 

Normal Use
5 1 3 2

5 1 3 2

5 1 3 2

5 1 3 2

5 1 3 2

5 1 3 2

5 1 3 2

5 1 3 2

5 1 3 2

5 1 3 2

5 1 3 2

5 1 3 2

5 1 3 2

5 1 3 2

5 1 3 2

5 1 3 2

5 1 3 2

5 2

5 1 3 2

5 1 3 2

5 1 3 2

5 1

5 1 3 2
CJ 1 3 2

5 1 3 2

5 1 3 2

5 1 3 2
5 1 3 2

1 > 2

2
/ * —



220

3. S im u l ta n e i ty  o f  P ro d u c tio n  and Consumption

Some goods, such a s  p e n c i l s  and sh o es ,  can be produced and 

s to re d  a t  one tim e ,  and s o ld  and consumed a t  o th e r  t im e s .  Some o th e r  

s e r v ic e s ,  such a s  f a s t  food meals and d e n t i s t ' s  s e r v i c e s ,  must be 

produced and consumed s im u l ta n e o u s ly .  For th e  l a t t e r  ty p e  o f  s e r v i c e s ,  

many o f  th e  o f f e r i n g s  a r e  t a i l o r e d  p e r s o n a l l y  to  c u s to m e r 's  s p e c i f i c a t i o n s .

For each o f  th e  fo l lo w in g  p r o d u c ts ,  c i r c l e  th e  number t h a t ,  in  

your b e l i e f ,  r e f l e c t s  th e  d eg ree  o f  s im u l t a n e i ty  o f  i t s  p ro d u c t io n  and 

consumption.

G oods/Serv ices

1. E l e c t r i c  Can O p e n e r ................................ 5

2. H a irc u t /H a ir  S t y l i n g ................................ 5

3. P h y s ic ia n 's  S e r v ic e s ................................  5

4. F lum ber's  S e r v i c e s ..................................... 5

5. W ris t Watch .................................................. 5

6 . Lawyer's S e rv ic e s  ..................................... 5

7. Cold M e d ic a t i o n .........................................  5

8. Auto R e p a i r .................................................. 5
. . 5

. . 5

. . 5

. . 5

. . 5

. . 5

Com plete ly
S im ultaneous

9. Shampoo ..............................................

10. H o te l s ...................................................
11. P ro fe s s io n a l  C arpe t C lean ing .

12. Banking ..............................................

13. Dress Shoes .....................................

H .  P.enting a Moving Van...................

15. Small A ppliance R e p a i r ........................... 5

16. M outhwash......................................................  5

17. Automobile......................................................  5
18. L ife  In su ra n c e .............................................  5

19. Income Tax C ounseling  ...........................  5

20. R es ta u ra n t  Meals. .  ........................... 5

^1. Re f r i g e r a t o r . . . . . . . . . . . .  5

22. Large A ppliance R e p a i r ...........................  5

23. C a rp e n te r -B u i ld e r 's  S e r v ic e s .  . . .  5

21. A i r l i n e s ........................................................... 5

4 3 2

4 3 2

4 3 2

4 3 2

4 3 2

4 3 2

4 3 2

4 3 2

4 3 2

4 3 2

4 3 2

4 3 2

4 3 2

4 3 2

4 3 2

4 3 2

4 3 2

4 3 2

4 3 2

4 i.✓ 2

4 3 2

4 3 <£

4 3 2

4 3 2

Com plete ly
S e p a ra te
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Completely  Completely
G oods/Serv ices  S im ultaneous S e p a ra te

25. Dry C lean ing ...................................................  5 A 3 2 1
26. T o o th p a s te .......................................................  5 A 3 2 1

27. R en ting  an A u to m o b i le ............................  5 A 3 2 1
28. R e s o r t s ............................................................  5 A 3 2 1

2?. H o s p i t a l i z a t i o n  I n s u r a n c e ...................  5 A 3 2 1

30. T r a n s i s t o r  Radio AM-FM  3 £ 3 2 1

A♦ N o n s tan d a rd iz a t io n

N o n s tan d a rd iz a t io n  i s  th e  degree  o f  u n c e r t a in ty  in  o b ta in in g  th e  

same l e v e l  o f  p ro d u c t  q u a l i t y  ev e ry  tim e a consumer buys th e  same p roduc t .

For each o f  th e  fo l lo w in g  p ro d u c ts ,  c i r c l e  th e  number t h a t ,  in  
your b e l i e f ,  r e f l e c t s  th e  d eg ree  o f  s t a n d a r d iz a t io n  o f  t h a t  p ro d u c t .

:ion
G oods/S erv ices

S ta n d a rd iz a  
Not Possib

1. E l e c t r i c  Can Opener ................................. 5 A 3 2

2. H a irc u t /K a i r  S t y l i n g ................................. 5 a 3 2

3. P h y s ic ia n 's  S e r v ic e s ................................. 5 A 3 £

A. Plum ber 's  S e r v i c e s ..................................... 5 A 3 2

5. W ris t  Watch ................................................... 5 A 3 2

6. Law yer's  S e rv ic e s  ..................................... 5 A 3 2

7. Cold M edication .......................................... 5 A 3 2

3. Auto R epair  ................................................... 5 A 3 2

9. Shampoo ............................................................ 5 A 3 2

10. H o te l s ................................................................ 5 A 3 2

11. P ro fe s s io n a l  C arpe t C le an in g .  . . . 5 L 3 2

12. B a n x i n g . . . . . . . . . . . . . . 5 A 3 2

13. Dress Shoes ................................................... 5 A 3 2

U . R enting  a Moving Van................................. 5 A *3 2

15. Small A ppliance R e p a i r ............................ 5 A 3 2 1
4  /1c. Mouthwash ....................................................... 5 A 3 2 4I
- n1 t e Automobile....................................................... 5 3 2 1

13. L ife  In su ra n c e .............................................. 5 A ✓ 2 1

"/ • Income Tax Counseling  ............................ >
/ 3 2 1

Complete
S ta n d a rd iz a t io n



S ta n d a rd iz a t io n  Complete
G oods/Serv ices Not P o s s ib le Standard j. r a t io n

20. R es ta u ra n t  Meals................................. 2 1
21. R e f r i g e r a t o r .......................................... 2 1
22. Large A ppliance R e p a i r ................... 2 1

23. C a rp e n te r -B u i ld e r 's  S e r v ic e s .  . . . 5 I 2 1

2A. A i r l i n e s ................................................... 2 1

25. Dry C lean in g .......................................... 2 1
26. T oo thpas te .............................................. 2 1

27. R enting  an A u to m o b i le ................... . . 5 A 2 1
23. R eso r ts  ................................................... 2 1

29. H o s p i t a l i z a t io n  In su ran ce  . . . 2 1

3 0 .  T r a n s is to r  Radio AM-FM................... 2 1

5. Buver P a r t i c i t a t i o n  in  P roductic i

In sone s i t u a t i o n s ,  th e  consumer zay be requ i:-ed to  p a r t i c i p a t e

in  t h e  p ro d u c t io n  p ro c e s s  ( e . g . ,  a c t i v i t i e s  req u ire d  by ccr.suser s in

u s in g  au tom atic  t e l l e r  machines fo r banking, in s e l f - s e r v i c e  gas

s t a t i o n s ,  in  s a l a d - b a r  f ix i n g s  a t  f a s t - fo o d  restaurar'* :s ,  e t c . ) . In

some o th e r  s i t u a t i o n s ,  th e  consumer does no t  p a r t i c i p a t e  a t  a l l in

p ro d u c tio n  ( e . g . ,  m anufac tu r ing  consumer goods).

F or each o f  t h e  fo l lo w in e  c ro d u c ts .  c i r c l e  t h ‘s number th a t ,  in

your b e l i e f ,  r e f l e c t s  th e  degree  o f consumer p a r t i c i p a t i o n  in  p r o cu c t io

P a r t i c ip a t io n
A bso lu te ly

G oods/Serv ices  N ecessarv

Mo 2  
F a r t i c i  

Vhats

uyer 
pat ion 
oever

1. E l e c t r i c  Can Opener ............................ 2 1

2. H a irc u t /H a i r  S t y l i n g ............................ 2 *

3 .  P h y s ic ia n 's  S e r v ic e s ............................ 2 1

L.  Plum ber 's  S e r v i c e s ................................ 2 I

5. W ris t  Watch .............................................. 2 1

6 .  Law yer's  S e rv ic e s  ................................ **
4 . 1

7 .  Cold M edication ..................................... 2 i

8 .  Auto R epair  .............................................. 2 i

9 .  Shampoo ....................................................... 2 -

Z  • ~ • V  •*
-
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P a r t i c i p a t i o n
A b so lu te ly

11. P ro fe s s io n a l  C arpe t C le 'n i r .g .  . . . 5 3 2
12. Banking ............................................................ 5 3 2
13. D ress Shoes ................................................... 5 3 2
11. R en ting  a  Moving Van................................ 5 3 2
15. Small A ppliance R e p a i r ............................ 5 3 2
16. Mouthwash ....................................................... 5 3 2
17. Automobile........................................................ 5 3 2
18. L i fe  In s u ra n c e .............................................. 5 3 2
19. Income Tax C ounse ling  ............................ 5 3 2
20. R e s ta u ra n t  Meals. . . ............................ 5 3 2
21. R e f r i g e r a t o r ..............................................  . 5 3 2
22. Large A ppliance R e p a i r ............................ 5 3 2
23. C a r p e n te r - B u i ld e r 's  S e r v ic e s .  . . . 5 3 2
21. A i r l i n e s ............................................................ 5 3 2
25. Dry C le an in g ................................................... 5 3 2
26. T o o th p as te ....................................................... 5 3 2
27. R en ting  an A u to m o b i le ............................ 5 3 *■>

28. R eso r ts  ............................................................ 5 3 2
29. H o s p i t a l i z a t io n  In su ran ce  ................... 5 3 2
30. T r a n s i s t o r  Radio AM-FM............................ 5 3 2

No Buyer 
P a r t i c i p a t i o n

6 . C l i e n t  R e la t io n s h ip

Some goods and s e r v ic e s  cannot be purchased  and consumed a t  th e  

a b s o lu t e  d i s c r e t i o n  o f  th e  consumer. For in s ta n c e ,  a p a ssen g e r  must 

a b id e  by a r a i l r o a d ' s  o r  a i r l i n e ' s  d e p a r tu r e  and a r r i v a l  sch ed u le .  For 

o th e r  p ro d u c ts  such a s  sn ack s ,  c lo th e s  and books th e  consumer can f r e e l y  

d e c id e  when, how, and where to  buy and use  th e  p ro d u c t .

For each o f  th e  fo l lo w in g  p ro d u c ts ,  c i r c l e  th e  number t h a t ,  in  

your b e l i e f ,  r e f l e c t s  th e  e x te n t  to  which a consumer i s  a b le  to  d ec id e  

f r e e l y  on when, where, and how to  buy and use  t h a t  p ro d u c t .



224

S e l l e r
C om plete ly

G oods/Serv lc  es Decides
1. E l e c t r i c  Can O p e n e r ....................................  5 k  3

2 . H a i r c u t /H a i r  S t y l i n g ................................  5 4 3

3. P h y s ic ia n 's  S e r v ic e s ....................................  5 4 3

k .  P lum ber 's  S e r v i c e s .........................................  5 4 3

5. W ris t  W a t c h ......................................................  5 4 3

6 .  Law yer 's  S e r v i c e s .........................................  5 4 3

7. Cold M edica tion  . . . . . . . . . .  5 4 3

8. Auto R e p a i r ......................................................  5 4 3

9. S ham poo ................................................................ 5 4 3

10. H o te l s ....................................................................  5 4 3
11. P r o f e s s io n a l  C arpe t  C lean ing .  . . .  5 4 3

12. B a n k i n g ................................................................ 5 4 3

13. D ress  S h o e s ......................................................  5 4 3

14. R en ting  a  Moving Van....................................  5 4 3

15. Small A ppliance R e p a i r ................................ 5 4 3

16. M outhw ash ...........................................................  5 4 3

17. Autom obile...........................................................  5 4 3

18. L i f e  In s u ra n c e ..................................................  5 4 3

19. Income Tax C o u n s e l i n g ................................ 5 4 3

20. R e s ta u ra n t  M eals.............................................  5 4 3

21. R e f r i g e r a t o r ......................................................  5 4 3

22. Large A ppliance R e p a i r ................................ 5 4 3

23. C a r p e n te r - B u i ld e r 's  S e rv ic e s .  . . .  5 4 3

24. A i r l i n e s ...............................................................  5 4 3

25. Dry C le an in g ......................................................  5 4 3
26. T o o th p a s te ...........................................................  5 4 3

27. R en tin g  an A u to m o b i le ................................ 5 4 3
28. R e s o r t s ...............................................................  5 4 3
29. H o s p i t a l i z a t i o n  In su rance  ....................... 5 4 3

30. T r a n s i s t o r  Radio AM-FM................................ 5 4 3

Buyer
Com pletely

Decides
2

2

2

2

2

2

2

2

2

2

2

2

2
2

2
2

2

2

2

2

2

2

2

2

2

2

2
2

2

2
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PART I I

F a r t  I  measures th e  d im ensions a lo n g  which goods and s e r v ic e s  

v a ry .  However, th e  im portance o f  each dimension in  d e te rm in in g  th e  

ty p e  o f  good o r  s e r v ic e  may d i f f e r  from one consumer to  th e  o t h e r .

In t h e  fo l lo w in g  s e c t i o n ,  p l e a s e  d iv id e  100 p o in t s  among th e  

fo l lo w in g  s i x  c h a r a c t e r i s t i c s  a c c o rd in g  to  th e  im portance o r  w eight 

you a t t a c h  to  each . I t  i s  n e c e s s a ry  t h a t  th e  t o t a l  sum o f  th e s e  p o in t s  

shou ld  be 100, and no more. These c h a r a c t e r i s t i c s  a r e  s t a t e d  in  no 

p a r t i c u l a r  o r d e r .

1 . I n t a n g i b i l i t y ..........................................................................

2. P e r i s h a b i l i t y  ..........................................................................

3. S im u l ta n e i ty  o f  P ro d u c tio n  and Consumption. . .

i .  N o n s ta n d a rd iz a t io n ................................................................

5. Buyer P a r t i c i p a t i o n  in  P ro d u c tio n  ............................

6 .  C l i e n t  R e l a t i o n s h ip  ............................................................

TOTAL...................................................................................................... 100

Thank You So Much For Your P a r t i c i p a t i o n  In This  Survey.
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PAR T . I

D i f f e r e n t  p ro d u c ts  may have a l l  goods e lem en ts ,  a l l  s e rv ic e s  

e lem en ts ,  o r  a com bination o f  elem ents  from bo th  goods and s e r v ic e s .

You a r e  asked  to  c l a s s i f y  a number o f  p ro d u c ts  in to  one o f  t h r e e  
c a t e g o r i e s :

A Pure Good which i s  d e f in e d  a s  an o f f e r i n g  t h a t  in v o lv e s  a t a n g ib le  

and s to r e a b l e  good t h a t  can be p h y s i c a l ly  owned, b u t  w ith  no accompany­

in g  s e r v i c e .

A G ood-Serv ice  Combination which i s  d e f in e d  as  an o f f e r i n g  which 

in v o lv es  a t a n g i b l e  good w ith  an accompanying s e r v ic e ,  o r  an i n t a n g ib l e  

s e r v ic e  w ith  an accompanying good.

A Pure S e rv ic e  which i s  d e f in e d  a s  an o f f e r i n g  t h a t  cannot be p h y s ic a l ly  

owned o r  s to r e d ,  and does n o t  in v o lv e  any t a n g ib l e  good.

For in s ta n c e ,  you may b e l ie v e  t h a t  a package o f  frozen  food i s  

a  p u re  good. I f  so , c i r c l e  th e  number "1",  a s  fo l lo w s :

Pure G ood-Service Pure
P ro d u c ts  Good Combination S e rv ic e

Frozen Food . . .   ©  ^ 3

I f  you f e e l  t h a t  f a s t  food i s  a g o o d -se rv ic e  com bination ( t h a t  

i s ,  a s e r v ic e  in v o lv e in g  some goods e lem ents  such a s  meat, b read ,  e t c . ) ,  

then  c i r c l e  th e  number "2", a s  fo l lo w s :

Pure G ood-Service Pure
P roducts  Good Combination S e rv ice

F a s t  F o o d .......................................................  1 3

F i n a l l y ,  i f  you f e e l  t h a t  a h a i r c u t  i s  a pu re  s e r v ic e ,  then 

c i r c l e  th e  number "3” , as  fo l lo w s :

Pure Good-Service Pure
P roduc ts  Good Combination S e rv ic e

H a i r c u t ...........................    1 Q
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IT IS IMPORTANT THAT YOU CIRCLE ONLY ONE NUMBER FOR EACH PRODUCT.

Pure G ood-Serv ice Pure
P roduc ts

1. E l e c t r i c  Can Opener .......................

2. H a i r c u t /H a i r  S t y l i n g .......................

3. P h y s i c i a n 's  S e r v i c e s .......................

L . P lum ber 's  S e r v i c e s ............................

5. W ris t  Watch ..........................................
6 . Law yer 's  S e rv ic e s  ............................

7 . Cold M edica tion  ................................

8. Auto R e p a ir  ..........................................

9 . Shampoo ...................................................

10. H o te l s .......................................................

11. P r o f e s s io n a l  C arpe t C lean in g .  .

12. Banking ...................................................

13. D ress Shoes ..........................................

14. R en ting  a Moving Van........................

15. Small A ppliance R e p a i r ...................
16. Mouthwash ..............................................

17. Autom obile ..............................................

18. L i f e  I n s u ra n c e .....................................

19. Income Tax C o u n s e l i n g ...................

20. R e s ta u ra n t  M eals................................

21. R e f r i g e r a t o r ..........................................

22. Large A ppliance  R e p a i r ...................
23. C a r p e n te r - B u i ld e r ' s  S e rv ic e s .  .

24. A i r l i n e s ...................................................

25. Dry C le a n in g ..........................................
26. T o o th p a s te ..............................................

27. R en tin g  an Automobile ...................

28. R e s o r ts  ...................................................

29. H o s p i t a l i z a t i o n  In su rance  . . .

30. T r a n s i s t o r  Radio AM-FM...................

Good Combination S e rv ic e

1 2 3

1 2 3

1 2 3

1 2 3

1 2 3

1 2 3

1 2 3

1 2 3

1 2 3
1 2 3

1 2 3

1 2 3
1 2 3

1 2 3

1 2 3

1 2 3
1 2 3
1 2 3

1 2 3

1 2 3

1 2 3

1 2 3

1 2 3

1 2 3

1 2 3
1 2 3
1 2 3

1 2  3
1 2 3
1 2 3
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PART I I

For each o f  th e  t h r e e  fo l lo w in g  goods and s e r v i c e s ,  p le a s e  read

th e  s ta te m e n ts  o u t l i n e d  below, and c i r c l e  t h e  s in g le  number t h a t  most

c l o s e l y  co rresponds  to  your f e e l i n g s  abou t each s ta te m e n t .

Shampoo

1 . 1  r a t e  shampoo a s  b e in g  o f  th e  h ig h e s t  5 4 - 3  2 1 lo w es t

im portance to  me p e r s o n a l ly .

2. I f  my p r e f e r r e d  brand  o f  shampoo was n o t  a v a i l a b l e  a t  th e  s t o r e ,  i t  

would make l i t t l e  5 4 3 2 1 b ig  d i f f e r e n c e  to  me i f  I

had to  choose a n o th e r  brand  o f  shampoo.

3. I t  t a k e s  me a long  5 4 3 2 1 s h o r t  tim e to  consume a

s in g l e  b o t t l e  o f  shampoo.

4. Shampoo i s  a  complex 5 4 3 2 1 s im ple  p ro d u c t .

5 .  The c o s t  ( p r i c e ,  p e r s o n a l  f e e l i n g ,  s o c i a l  em barrassm ent) o f  a bad 

ch o ice  o f  a brand o f  shampoo i s  so h ig h  5 4 3 2 1 so low.

6. When I  c o n s id e r  buying shampoo, I  g ive  i t  more 5 4 3 2 1

l e s s  th o u g h t and concern  b e fo re  I  buy i t .

Auto R epa ir

1. I  r a t e  au to  r e p a i r  a s  b e in g  o f  th e  h ig h e s t  5 4 3 2 1 low est
im portance to  me p e r s o n a l ly .

2. I f  my p r e f e r r e d  au to  r e p a i r  shop was n o t  a v a i l a b l e ,  i t  would make 

l i t t l e  5 4 3 2 1 b ig  d i f f e r e n c e  to  me i f  I  had to  choose

a n o th e r  shop.

3. I t  ta k e s  me a lo n g  5 4 3 2 1 s h o r t  tim e u n t i l  I come back

fo r  a n o th e r  au to  r e p a i r .

4. Auto r e p a i r  i s  a complex 5 4 3 2 1 s im ple s e r v ic e .
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5. The c o s t  ( p r i c e ,  p e rs o n a l  f e e l i n g ,  s o c i a l  em barrassm ent) o f  a cad 

ch o ice  o f  an au to  r e p a i r  shop i s  so h igh  5 1 3  2 1 so
lew.

6. When I  c o n s id e r  an au to  r e p a i r  to  be done f o r  my c a r ,  I g ive  i t

more 5 1 3  2 1 l e s s  though t and concern  b e fo re  I  s e l e c t

th e  r e p a i r  shop.

L ife  Insu rance

1. I r a t e  l i f e  in su ran ce  as  be ing  o f  th e  h ig h e s t  5 1 3  2 1

low es t im portance to  me p e r s o n a l ly .

2. I f  my p r e f e r r e d  type  o f  l i f e  in su ran ce  was no t a v a i l a b l e  , i t  would

make l i t t l e  5 1 3  2 1 b ig  d i f f e r e n c e  to  me i f  I  had to

choose a n o th e r  type  o f  l i f e  in su ra n c e .

3. I t  t a k e s  me a lo n g  5 1 3  2 1 s h o r t  tim e to  com plete a

l i f e  in su ra n c e  p o l i c y .

1. L i fe  in su ra n c e  i s  a complex 5 1 3  2 1 s im ple p ro d u c t .

5. The c o s t  ( p r i c e ,  p e rso n a l  f e e l i n g ,  s o c i a l  em barrassm ent) o f  a bad 

ch o ice  o f  l i f e  in su ran ce  i s  so h igh  5 1 3  2 1 so low.

6. When I c o n s id e r  buying l i f e  in s u ra n c e ,  I  g ive  i t

more 5 1 3  2 1 l e s s  though t and concern b e fo re  I buy i t .

Thank You So Much For Your P a r t i c i p a t i o n  In This Syrvey.
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PRETEST QUESTIONNAIRE C 

(Survey o f  th e  P e rce iv ed  Im portance 

o f  F i f t e e n  S e rv ic e  E v a lu a t iv e  C r i t e r i a )



The fo l lo w in g  s e c t io n s  c o n s id e r  some c r i t e r i a  which may o r  may 

n o t  be im p o r tan t  to  th e  consumer in  e v a lu a t in g  s e r v ic e s  b e fo re  he o r  

she makes a p u rch ase  d e c i s io n .

For each o f  th e  fo l lo w in g  c r i t e r i a ,  p le a s e  i n d i c a t e  how im portan t 

i t  i s  f o r  choos ing  a s e r v i c e  p ro v id e r  by c i r c l i n g  th e  a p p r o p r ia t e  number 

o p p o s i te  to  each s e r v i c e .  For in s ta n c e ,  i f  you b e l i e v e  t h a t  p ro v id in g  a 

wide ran g e  o f  s e r v ic e s  i s  a somewhat im p o r tan t  c r i t e r i o n  in  s e l e c t i n g  
a bank, then  c i r c l e  th e  number "3" o p p o s i te  to  Banks a s  fo l lo w s :

Extrem ely Q uite Somewhat S l i g h t l y Not At A ll
Im portan t Im portan t Im portan t Im portan t Im portan t

Banks 5 k © 2 1

Proceed fo l lo w in g  th e  same approach  fo r  a l l  o th e r  s e r v i c e s .

1. P ro v id in g  a  Wide Range o f  S e rv ic e s

Extrem ely Q uite Somewhat S l i g h t l y Not At A ll
Im portan t Im portan t Im portan t Im portant Im portan t

Banks 5 k 3 2 1

Commercial A i r l i n e s 5 k 3 2 1

In su ran ce  Companies 5 k 3 2 1

Auto R e p a i r /S e r v ic e 5 k 3 2 1

K o te ls /M o te ls 5 k 3 2 1

Dry C lean ing /L aundry 5 k 3 2 1

Plumbing S e rv ic e s 5 k 3 2 1

Photo P ro c e s s in g 5 k 3 2 1

R e c re a t io n /R e s o r t s 5 k 3 2 1

F a s t  Food O u t le t s 5 k 3 2 1

P a rc e l  D e l iv e ry 5 k 3 2 1

C arpe t C lean ing 5 k 3 2 1

Moving and S to ra g e 5 k 3 2 1

Home R e p a i r s 5 k 3 A
I

T rav e l  Agencies 5 k 3 2 1
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2. P ro v id in g  o r  A llowing th e  Use o f  C red i t

E x trem ely  Q u ite  Somewhat S l ig h t ly  Not At A ll
Im p o rtan t Im portan t Im p o rtan t Im portan t I a p o r ta n t

Banks 5 t*♦ 3 2
Commercial A i r l i n e s 5 A 3 2
In su ran ce  Companies 5 A 3 2
Auto R e p a i r /S e rv ic e 5 A 3 2
H o te ls /M o te ls 5 A 3 2

Dry C lean ing /L aundry 5 A 3 2
Plumbing S e rv ic e s 5 A 3 2

Photo P ro c e ss in g 5 A 3 2
R e c re a t io n /R e s o r ts 5 A 3 2

F a s t  Food O u t le t s 5 A 3 2

P a rc e l  D e l iv e ry 5 A 3 2

C arpet C lean ing 5 A 3 2

Moving and S to rag e 5 A 3 2
Home R ep a irs 5 A 3 2

T rave l Agencies 5 A 3 2

3. D eveloping a C lose  P e rso n a l  R e la t io n s h ip  w ith  Customers

Extrem ely  Q uite  Somewhat S l i g h t l y  Not At A ll 
Im portan t Im portan t Im portan t Im portan t Im portan t

Banks 5 A 3 2
Commercial A i r l i n e s 5 A 3 2

In su ran ce  Companies 5 A 3 2

Auto R e p a i r /S e rv ic e 5 A 3 2

H o te ls /M o te ls 5 A 3 2

Dry C lean ing /L aundry 5 A 3 2

Plumbing S e rv ic e s 5 A 3 2

Photo P ro c e ss in g 5 A 3 2

R e c re a t io n /R e s o r ts 5 A 3 2

F a s t  Food O u t le ts 5 A 3 2

P a rc e l  D e l iv e ry 5 A 3 2

C arpet C lean ing 5 A 3 2

Moving and S to rag e 5 A 3 2
Home R ep a irs 5 A 3 2

T rave l Agencies 5 A 3 2
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4. Having Lota o f  P a rk in g  Space

E xtrem ely  Q u ite  Somewhat S l ig h t ly  Not At A ll
Im portan t Im p o rtan t Im portan t Im portan t Im portan t

Banks 5 4 3 2
Commercial A i r l i n e s 5 4 3 2
In su ran ce  Companies 5 4 3 2

Auto R e p a i r /S e rv ic e 5 4 3 2
H o te ls /M o te ls 5 4 3 2
Dry d eem in g /L au n d ry 5 /H 3 2
Plumbing S e rv ic e s 5 4 3 2
Photo P ro c e s s in g 5 4 3 2
R e c re a t io n /R e s o r t s 5 4 3 2
F a s t  food C u t l e t s 5 4 3 2
P a rc e l  D e l iv e ry 5 4 3 2
C arpet C lean ing 5 4 3 2
Movind and S to ra g e 5 4 3 2
Home R ep a irs 5 4 3 2

T rav e l Agencies 5 4 3 2

Recommendations by Fam ily  and F r ie n d s

Extrem ely  Q uite Somewhat S l i g h t l y  Not At A ll  
Im portan t Im portan t Im portan t Im portan t Im portan t

Banks 5 4 3 2

Commercial A i r l i n e s 5 4 3 2

In su ran ce  Companies 5 4 3 2

Auto R e p a i r /S e rv ic e 5 4 3 2

H o te ls /M o te ls 5 4 3 2

Dry C lean ing /L aundry 5 4 3 2

Plumbing S e rv ic e s 5 4 3 2

Photo P ro c e s s in g 5 4 3 2

R e c re a t io n /R e s o r ts 5 4 3 2

F a s t  Food o u t l e t s 5 4 *5J 2

P a rc e l  D e l iv e ry 5 4 3 2

C arpe t C lean ing 5 4 3 2

Moving and S to ra g e 5 4 3 2

Home R ep a irs 5 4 3 2

T rav e l  Agencies 5 4 3 2
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6. S ta v in g  Open on Weekends and Evenings

E x trem ely  Q uite  Somewhat S l ig h t ly  Not At A ll
Im portan t Im portan t Im portan t Im portan t Im portan t

Banks 5

Commercial A i r l i n e s  5

In su ran ce  Companies 5

Auto R e p a i r /S e rv ic e  5

H o te ls /M o te ls  5

Dry C lean ing /L aundry  5

Plumbing S e rv ic e s  5

Photo P ro c e s s in g  5

R e c re a t io n /R e s o r ts  5
F a s t  Food O u t le t s  5

P a rc e l  D e l iv e ry  5

C arpet C lean ing  5

Moving and S to ra g e  5

Home R ep a irs  5

T rave l Agencies 5

k 3 2

k 3 2

4 3 2

k  3 2
k 3 2

k 3 2

k 3 2

k 3 2

k 3 2

k 3 2

k 3 2

k 3 2

k 3 2

k 3 2 1
k 3 2 1

7. R epu ta tion /Im age  o f  th e  S e rv ic e  P ro v id e r

Extrem ely  Q uite  Somewhat S l i g h t l y  Not At A ll 
Im portan t Im portan t Im portan t Im portan t Im portan t

Banks 5 k 3

Commercial A i r l i n e s 5 k 3 2

In su ran ce  Companies 5 k 2

Auto R e p a i r /S e rv ic e 5 k 3 2

H o te ls /M o te ls 5 k 3 2

Dry C lean ing /L aundry 5 k 3 2

Plumbing S e rv ic e s 5 k 3 2

Photo P ro c e s s in g 5 k C.

R e c re a t io n /R e s o r ts 5 k 3 2

F a s t  Food O u t le ts 5 k 7 2

P a rc e l  D e l iv e ry 5 k > 2
C arpet C lean ing 5 k 3 .4

Moving and S to rag e 5 t•+ -i
> 2

Hone R ep a irs 5 k 3 2
T rave l Agencies 5 k 3 4.
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8. H andling  Com plaints

E x trem ely  Q u ite  Somewhat S l ig h t ly  Not At A ll
Im portan t Im portan t Im portan t Im p o rtan t Im portan t

Banks 5 A 3 2
Commercial A i r l i n e s 5 A 3 2
In su ran ce  Companies 5 A 3 2
Auto R e p a i r /S e rv ic e 5 A 3 2
H o te ls /M o te ls 5 A 0 2
Dry C lean ing /L aundry 5 A 3 2

Plumbing S e rv ic e s 5 A 3 2

Photo P ro c e s s in g 5 A 3 2

R e c re a t io n /R e s o r t s 5 A 3 2
F a s t  Food O u t le t s 5 A 3 2

P a rc e l  D e l iv e ry 5 A 3 2
C arpet C lean ing 5 A 3 2

Moving and S to ra g e 5 A 3 2
Home R ep a irs 5 A 3 2
T rave l A gencies 5 A 3 2

9. Ease o f  O b ta in in g  S e rv ic e s  ( S e t t i n g  an appo in tm en t,  w a i t in g  in  l i n e . e t c . )

Extrem ely  Q u ite  Somewhat S l i g h t l y  Not At A ll  
Im portan t Im portan t Im portan t Im portan t Im portan t

Banks 5 A 3 2

Commercial A i r l i n e s 5 A 3 2

In su ran ce  Companies 5 A 3 2

Auto R e p a i r /S e rv ic e 5 A 3 2

H o te ls /M o te ls 5 A 3 2

Dry C lean ing /L aundry 5 A 3 2

Plumbing S e rv ic e s 5 A 3 2

Photo P ro c e s s in g 5 A 3 2

R e c re a t io n /R e s o r ts 5 A 3 2

F a s t  Food O u t le t s 5 A 3 2

P a rc e l  D e liv e ry 5 A 3 2

C arpet C lean ing 5 A 3 2

Moving and S to ra g e 5 A 3 2

Home R ep a irs 5 A 3 2

T rave l Agencies 5 A 3 2
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10. Previous Experience o f  Serv ice  Provider  (How long in bus iness )
Extremely Quite Somewhat S l i g h t l y  Hot At All 
Important Important Important Important Important

Banks 5 A 3 2
Commercial A i r l i n e s 5 A 3 2
In su ran ce  Companies 5 A 3 2
Auto R ep a ir 5 A 3 2
H o te ls /M o te ls 5 A 3 2
Dry C lean ing /L aundry 5 A 3 2
Plumbing S e rv ic e s 5 A 3 2
Photo P ro c e s s in g 5 A 3 2
R e c re a t io n /R e s o r ts 5 A 3 2
F a s t  Food O u t le t s 5 A 3 2
P a rc e l  D e liv e ry 5 A 3 2
C arpet C lean ing 5 A 3 2

Moving and S to rag e 5 A 3 2
Home R ep a irs 5 A 3
T rav e l  Agencies 5 A 3 2

11. L oca tion  Convenience

Extrem ely Q uite Somewhat S l i g h t l y
Im portan t Im portan t Im portan t Im portan t

3anks 5 A 3 2
Commercial A i r l i n e s 5 A 3 2

In su ran ce  Companies 5 A 3 2

Auto R e p a i r /S e rv ic e 5 A 3 2
H o te ls /M o te ls 5 A 3 2

Dry C lean ing /L aundry 5 A 3 2

Plumbing S e rv ic e s C
J A 3 2

Photo P ro c e s s in g c A 3 O

R e c re a t io n /R e s o r t s 5 I 3 2

F a s t  Food O u t le ts 5 A "X 2

P a rc e l  D e l iv e ry 5 A *2✓ 2

C arpet C lean ing 5 t
*•> 3 2

Moving and S to rag e 5 ■7 2

Home R ep a irs 5 t«+ 2

Travel Agencies 5 / 3 2
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12, Promptness o f  S e rv ic e  (The tim e i t  t a k e s  to  d e l i v e r  th e  s e r v ic e )
Extrem ely
Im portan t

Q uite
Im portan t

Somewhat
Im portan t

S l i g h t l y
Im portan t

Not At A1 
Im portan t

3anks 5 k 3 <. 1

Commercial A i r l i n e s 5 k 3 2 1

In su ran ce  Companies 5 k 3 2 1

Auto R e p a i r /S e rv ic e 5 k 3 2 1

H o te ls /M o te ls 5 k 3 2 1

Dry C lean ing /L aundry 5 k 3 2 1

Plumbing S e rv ic e s 5 k 3 2 1

Photo P ro c e s s in g 5 k 3 2 1

R e c re a t io n /R e s o r t s 5 k 3 2 1

F a s t  Food O u t le t s 5 k 3 2 1

P a rc e l  D e liv e ry 5 k 3 2 1

C arpet C lean ing 5 k 3 2 1

Moving and S to ra g e 5 k 3 2 1

Home R epa irs 5 k 3 2 1

T rave l Agencies 5 k 3 2 1

13. P r ic e  o f  S e rv ic e
Extrem ely  Q uite  
Im portan t Im portan t

Somewhat
Im portan t

S l i g h t l y
Im portan t

Not At Ai: 
Im portan t

3anks 5 k 3 2 1

Commercial A i r l i n e s 5 k 3 2 1

In su ran ce  Companies 5 k 3 1

Auto R e p a i r /S e rv ic e 5 k 3 2

H o te ls /M o te ls 5 k 3 2 1

Dry C lean ing /L aundry 5 k 3 2 1

Plumbing S e rv ic e s 5 k 3 2 1

Photo P ro c e s s in g 5 k 3 2 -

R e c re a t io n /R e s o r ts 5 k i —ic. 1

F a s t  Food O u t le ts 5 k

P a rc e l  D e liv e ry 5 k •3 *1

C arpe t C lean ing 5 k 3 c . -

Moving and S to ra g e 5 t**■ 2 *

Home R ep a irs e k ■•i n

T rav e l  Agencies 5 i
4+ > 2 1
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14.. P h y s ic a l  Environment ( I n t e r i o r  d e c o r a t io n s ,  music, e t c . )

Extrem ely  Q uite  Somewhat S l i g h t l y  Not At A ll  
Im portan t Im portan t Im portan t Im portan t Im portan t

Banks 5 4 3 *•><
Commercial A i r l i n e s 5 4 3 2
Insu rance  Companies 5 4 3 2
Auto R e p a i r /S e rv ic e 5 4 3 2
H o te ls /M o te ls 5 4 3 2
Dry C lean ing /L aundry 5 4 3 2
Plumbing S e rv ic e s 5 4 3 2
Photo P ro c e s s in g 5 4 3 2
R e c re a t io n /R e s o r t s 5 4 3 2
F a s t  Food O u t le t s 5 4 3 2

P a rc e l  D e l iv e ry 5 4 3 2
C arpet C lean ing 5 4 3 2

Moving and S to ra g e 5 4 3 2

Home R ep a ir 5 4 3 2
T rave l Agencies 5 4 3 2

11
Extrem ely Q uite Somewhat S l i g h t l y
Im portan t Im portan t Im portant Im portan t

Banks 5 4 3 2

Commercial A i r l i n e s 5 ' 4 3 2
Insu ran ce  Companies 5 4 3 2
Auto R e p a i r /S e rv ic e 5 4 3 2

H o te ls /M o te ls 5 4 3 2

Dry C lean ing /L aundry 5 4 3 2

Plumbing S e rv ic e s 5 4 3 2

Photo P ro c e s s in g 5 4 3 2

R e c re a t io n /R e s o r t s 5 4 3 2

F a s t  Food O u t le t s 5 4 3 2

P a rc e l  D e l iv e ry 5 4 ■5> 2

C arpet C lean ing 5 4 3 2

Moving and S to rag e 5 4 3 2
Home R ep a irs 5 4 3 2

T rave l Agencies 5 4 3 2

Not At A ll
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16. I s  t h e r e  any o th e r  c r i t e r i o n  which you b e l ie v e  im p o rtan t  in  s e l e c t ­

in g  a s e r v ic e ,  in  g e n e ra l ,  o r  in  p a r t i c u l a r ?  P le a se  s p e c i f y  th e  
c r i t e r i o n  o r  c r i t e r i a ,  and t h e i r  d eg ree  o f  im portance.

Thank You So Much For Your P a r t i c i p a t i o n  In T his  Survey.
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A STUDY OF CONSUMER GOODS AND SERVICES

PART I

In th e  fo l lo w in g  s e c t i o n ,  you w i l l  f in d  a l i s t  o f  s i x  goods 
and s e r v ic e s  t h a t  a r e  f r e q u e n t ly  purchased  by consumers. P le a se  r a t e  
each o f  them a lo n g  th e  c h a r a c t e r i s t i c s  mentioned below by c i r c l i n g  
th e  number t h a t  most c l o s e l y  co rresp o n d s  to  your b e l i e f  a s  to  th e  
degree  to  which each good o r  s e r v ic e  p o s s e s s e s  each c h a r a c t e r i s t i c .

1. For each o f  th e  fo l lo w in g  goods and s e r v i c e s ,  p l e a s e  c i r c l e  th e  
number t h a t ,  in  your o p in io n ,  r e f l e c t s  th e  degree  o f  i t s  
INTANGIBILITY. A t a n g i b l e  p roduc t can be seen , touched , sm elled ,  
o r  t a s t e d .  An in t a n g ib l e  p ro d u c t  canno t be seen ,  touched , sm elled , 
o r  t a s t e d .

G oods/S erv ices

Cold M edica tion  ...................

R e s ta u ra n t  M eals...................

Dry C le a n in g ....................... ....

R e f r i g e r a t o r ............................

R en ting  an Automobile . . 

H o s p i t a l i z a t i o n  In su rance

C om plete ly
T ang ib le

2

2
2

2

2
2

3

3

3

3

3

3

4
4

4

4

4

4

Com plete ly
In ta n g ib le

5
5

5

5

5

5

2. For each o f  th e  fo l lo w in g  goods and s e r v i c e s ,  p le a s e  c i r c l e  th e  
number t h a t ,  in  your o p in io n ,  r e f l e c t s  th e  degree  o f  i t s  
PERISHABILITY.

G oods/S erv ices

Cold M edica tion  ...................

R e s ta u ra n t  M eals...................

Dry C le a n in g ............................

R e f r i g e r a t o r ............................

R en ting  an Automobile . . 
H o s p i t a l i z a t i o n  In su rance

Can be Bought and 
S to re d  b e fo re  Use 
(Not P e r is h a b le )

2

2

2

2

2

2

Cannot be Bought 
& S to re d  b e fo re  Use 

(Com pletely P e r is h a b le )

3

3

3
3
3

3

4

4

4

4

4

5

5

5

5
5

3. Some i te m s ,  such as  p e n c i l s  and s h i r t s ,  can be produced and s to re d  
a t  one t im e , and t r a n s p o r t e d ,  s o ld ,  and used by consumers a t  o th e r  
p o in t s  in  t im e .  Some o th e r  i tem s ,  such as  s e r v ic e s  p rov ided  by 
p h y s ic i a n s ,  d e n t i s t s ,  and movie t h e a t e r s ,  must be used a t  th e  same 
tim e th e y  a r e  perform ed.



For each o f  th e  fo l lo w in g  goods and s e r v i c e s ,  p le a s e  c i r c l e  
th e  number t h a t ,  in  your o p in io n ,  r e f l e c t s  th e  d eg ree  to  which each 
item  must be used by consumers IMMEDIATELY a t  th e  tim e o f  i t s  
p ro d u c t io n  o r  perform ance.

To be Used Any Time Might be Used a t  th e
G oods/S erv ices  a f t e r  i t s  P ro d u c tio n  Time o f  i t s  P roduc tion

Cold M e d i c a t i o n ................... 1 2 3 4 5

R e s ta u ra n t  M eals................... 1 2 3 4 5

Dry C le a n in g ............................  1 2 3 4 5

R e f r i g e r a t o r ............................  1 2 3 4 5

R en tin g  an Automobile . . 1 2 3 4 5

H o s p i t a l i z a t i o n  In su ra n c e  1 2  3 4 5

4. As consumers, we a r e  f r e q u e n t ly  concerned  w ith  q u a l i t y .  For mass- 
produced  i te m s ,  such a s  canned food and t o i l e t  p a p e r ,  we might 
expec t a c o n s i s t e n t  d eg ree  o f  q u a l i t y  every  tim e we buy th e  same 
b rand . For some o th e r  t h in g s  t h a t  a r e  made to  o r d e r ,  such as  
p r o f e s s io n a l  c a r p e t  c l e a n in g  o r  a p p l ia n c e  r e p a i r ,  we might a l s o  be 
concerned abou t g e t t i n g  th e  same q u a l i t y  work ev e ry  tim e we r e q u e s t  
th e  work to  be done.

For each o f  th e  fo l lo w in g  goods and s e r v i c e s ,  p le a s e  c i r c l e  th e  
number t h a t ,  in  your o p in io n ,  r e f l e c t s  th e  d eg ree  o f  i t s  QUALITY 
CONTROL; t h a t  i s ,  how c e r t a i n  you a r e  t h a t  you w i l l  g e t  th e  same 
l e v e l  o f  q u a l i t y  ev e ry  t im e  you pu rch ase  th e  same item , o r  r e q u e s t  
th e  same work to  be done.

G o o d s/S e rv ices  S tandard Q u a li ty N onstandard Q u a li ty

Cold M e d i c a t i o n ................... 1 2 3 4 5
R e s ta u ra n t  Meals................... 1 2 3 4 5
Dry C le a n in g ............................  1 2 3 4 5
R e f r i g e r a t o r ............................  1 2 3 4 5
R en tin g  an Automobile . . 1 2 3 4 5
H o s p i t a l i z a t i o n  In su ran ce  1 2 3 4 5

5. Sometimes, we u se  au to m atic t e l l e r machines w h ile  bank ing , o r  f i l l
ou r  own gas in  s e l f - s e r v i c e  gas s t a t i o n s .  In th e s e  s i t u a t i o n s ,  we 
p a r t i c i p a t e  in  do ing  th e  jo b .  When we go to  th e  h a j r  s t y l i s t  o r  th e  
p h y s ic ia n ,  we have to  be t h e r e  by o u r s e lv e s ,  even though we do no t 
perform  any p a r t  o f  th e  jo b .  For many m anufactured  goods, th e  
consumer i s  no t  r e q u i re d  to  be p r e s e n t  a t  th e  f a c t o r y  w hile  th e  good 
a r e  b e in g  produced .

For each o f  th e  fo l lo w in g  goods and s e r v i c e s ,  p le a s e  c i r c l e  the
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number t h a t ,  in  your o p in io n ,  r e f l e c t s  th e  degree  o f  CONSUMER 
PARTICIPATION o r  PRESENCE a t  th e  f a c t o r y  o r  s e r v ic e  f irm  w h ile  th e  
item i s  b e ing  produced o r  perform ed.

G oods/S erv ices

Cold M edication  ...................

R e s ta u ra n t  Meeds...................

Dry C le a n in g ............................

R e f r i g e r a t o r ............................

R en ting  an Automobile . . 

H o s p i t a l i z a t io n  In su ran ce

No Buyer 
P a r t i c i p a t i o n  

Whatsoever

P a r t i c i p a t i o n  
A b so lu te ly  
N ecessary

2 3 4 5

2 3 4 5

2 3 4 5

2 3 4 5

2 3 4 5

2 3 4 5

6. We can buy c e r t a i n  th i n g s ,  such a s  snacks and books, whenever we want, 
and use  them whenever we w ish . However, f o r  some o th e r  t h i n g s ,  we 
cannot d ec id e  when and where to  use  them. For in s ta n c e ,  we must ab id e  
by a r a i l r o a d ' s  sch ed u le .

For each o f  th e  fo l lo w in g  goods and s e r v i c e s ,  p le a s e  c i r c l e  th e  
number t h a t ,  in  your o p in io n ,  r e f l e c t s  th e  e x te n t  to  which a consumer 
can FREELY DECIDES WHEN AND WHERE to  use  i t .

G oods/Serv ices

Cold M edication ...................

R e s ta u ra n t  M eals...................

Dry C le a n in g ......................   .

R e f r i g e r a t o r ............................

R en ting  an Automobile . . 

H o s p i t a l i z a t io n  In su ran ce

Buyer Completely 
D ecides

S e l l e r  Com pletely  
Decides

2
2

2
2

2

2

3

3

3

3

3

3

4

A .

4

4

4
4

5
5

5
5

5

PART I I

For each o f  t h e  fo l lo w in g  goods and s e r v i c e s ,  p le a s e  read  th e  
s ta te m e n ts  o u t l i n e d  below, and c i r c l e  th e  number t h a t  most c l o s e l y  
co rresponds  to  your f e e l i n g s  about each s ta te m e n t .

For example, i f  you f e e l  t h a t  a good o r  a s e r v ic e  i s  o f  th e  
h ig h e s t  im portance to  you, then  c i r c l e  th e  number "5". I f ,  on th e  o th e r  
hand, th e  good o r  s e r v ic e  i s  o f  th e  lo w es t  im portance to  you, then  
c i r c l e  th e  number "1". I f  th e  good o r  s e r v ic e  i s  n e i t h e r  im p o rtan t  nor 
un im portan t to  you, th en  c i r c l e  th e  number between "1" and "5"
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t h a t  c l o s e l y  r e f l e c t s  your o p in io n ,  and so on.

Cold M edication

7. a .  I  r a t e  c o ld  m edica tion  as  b e ing  o f  th e  h ig h e s t  5 4 3 2 1 low es t
im portance to  me p e r s o n a l ly .

b . I f  my p r e f e r r e d  brand  o f  c o ld  m ed ica t ion  was n o t  a v a i l a b l e  a t  th e  
s t o r e ,  i t  would make a b ig  5 4 - 3  2 1 l i t t l e  d i f f e r e n c e  to  me
i f  I  had to  choose a n o th e r  b rand .

c .  My p r e f e r r e d  co ld  m ed ica tion  i s  a complex 5 4 3 2 1 sim ple
p ro d u c t .

d. O v e ra l l ,  t h e  c o s t s  o f  a bad ch o ice  o f  a brand o f  c o ld  m edica tion  
a r e  so h igh  5 4 3 2 1 so low.

R e s ta u ra n t  Meals

8. a .  I  r a t e  r e s t a u r a n t  meals a s  be ing  o f  th e  h ig h e s t  5 4 3 2 1
low es t im portance to  me p e r s o n a l ly .

b . I f  my p r e f e r r e d  r e s t a u r a n t  was n o t  a v a i l a b l e ,  i t  would make
a b ig  5 4 3 2 1 l i t t l e  d i f f e r e n c e  to  me i f  I  had to  choose
a n o th e r  r e s t a u r a n t .

c .  I  p r e f e r  t h a t  r e s t a u r a n t  meals be complex 5 4 3 2 1 s im ple
o f f e r i n g s .

d. O v e ra l l ,  th e  c o s t s  o f  a bad ch o ice  o f  a r e s t a u r a n t  a r e  
so h igh  5 4 3 2 1 so low.

Dry C lean ing

9. a .  I r a t e  d ry  c le a n in g  as  b e in g  o f  th e  h ig h e s t  5 4 3 2 1 low est
im portance to  me p e r s o n a l ly .

b . I f  my p r e f e r r e d  dry  c le a n e r  was n o t  a v a i l a b l e ,  i t  would make
a b ig  5 4 3 2 1 l i t t l e  d i f f e r e n c e  to  me i f  I had to  choose
a n o th e r  d ry  c l e a n e r .

c. Dry c le a n in g  i s  a complex 5 4 3 2 1 s im ple s e r v ic e .

i .  O v e ra l l ,  th e  c o s t s  o f  a bad ch o ice  o f  a  d ry  c l e a n e r  a re  
so h igh  5 4 3 2 1 so low.

R e f r i g e r a t o r

10 .  a .  I  r a t e  r e f r i g e r a t o r  a s  b e i n g  o f  t h e  h i g h e s t  5 4 3 2 1 l o w e s t
i m p o r t a n c e  t o  me p e r s o n a l l y .
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b . I f  ay  p r e f e r r e d  brand o f  r e f r i g e r a t o r  was no t a v a i l a b l e  a t  th e  
s t o r e ,  i t  would make a b ig  5 1 3 2 1 l i t t l e  d i f f e r e n c e  to
me i f  I  had to  choose a n o th e r  b rand .

c. R e f r i g e r a t o r  i s  a complex 5 1 3  2 1 s im ple p ro d u c t.

a .  O v e ra l l ,  th e  c o s ts  o f  a bad cho ice  o f  r e f r i g e r a t o r  a re  
so h igh  5 1 3  2 1 so low.

R en ting  an Automobile

11. a .  I  r a t e  r e n t i n g  a c a r  a s  b e ing  o f  th e  h ig h e s t  5 1 3  2 1 
lo w es t  im portance to  me p e r s o n a l ly .

b. I f  my p r e f e r r e d  c a r - r e n t a l  company was no t  a v a i l a b l e ,  i t  would 
make a b ig  5 1 3  2 1 l i t t l e  d i f f e r e n c e  to  me i f  I had to
choose a n o th e r  company.

c .  Car r e n t a l  i s  a complex 5 1 3  2 1 s im ple  s e r v ic e .

d. O v e ra l l ,  th e  c o s t s  o f  a bad cho ice  o f  a c a r - r e n t a l  company a re  
so h igh  5 1 3  2 1 so low.

H o s p i t a l i z a t io n  Insu rance

12. a .  I  r a t e  h o s p i t a l i z a t i o n  in su ran ce  a s  be ing  o f  th e
h ig h e s t  5 1 3  2 1 lo w es t  im portance to  me p e r s o n a l ly .

b. I f  my p r e f e r r e d  h o s p i t a l i z a t i o n  in su ran ce  company was no t  
a v a i l a b l e ,  i t  would make a b ig  5 1 3  2 1 l i t t l e  d i f f e r e n c e  
to  me i f  I  had to  choose a n o th e r  company.

c .  H o s p i t a l i z a t io n  in su ra n c e  i s  a  complex 5 1 3  2 1 sim ple
b u s in e s s .

d. O v e ra l l ,  th e  c o s t s  o f  a bad ch o ice  o f  h o s p i t a l i z a t i o n  in su ran ce  
company a r e  so h igh  5 1 3  2 1 so low.

PART I I I

13. A ll  pu rch ase  d e c i s io n s  in v o lv e  a c e r t a i n  amount o f  " r i s k . "  On the  
whole, c o n s id e r in g  a l l  s o r t s  o f  f a c t o r s  to g e th e r ,  about how r i s k y  
would you say  i t  i s  to  buy an u n f a m i l i a r  brand o r  s e rv ic e  o f f e r i n g  
o f  each o f  th e  fo llo w in g  item s?

P le a se  c i r c l e  th e  number t h a t ,  in  your o p in io n ,  r e f l e c t s  th e  
deg ree  o f  o v e r a l l  r i s k  f o r  each item .
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Not R isky  
G oods/S erv ices  a t  A ll

Extrem ely
R isky

Cold M edication  . . .  1 2 3 U 5 6 7 8 9
R e s ta u ra n t  Meals. . . 1 2 3 A 5 6 7 8 9
Dry C le a n in g ...................  1 2 3 i 5 6 7 8 9
R e f r i g e r a t o r ...................  1 2 3 U 5 6 7 8 9
R en ting  an Automobile 1 2 3 U 5 6 7 8 9
H o s p i t a l i z a t i o n  In s .  1 2 3 i 5 6 7 8 9

H .  Have you e v e r  looked  f o r  in fo rm a tio n  about each o f  th e  fo l lo w in g  
goods and s e r v i c e s  by a s k in g  f r i e n d s ,  going to  th e  l i b r a r y  and 
s e a rc h in g  f o r  in fo rm a t io n ,  d i s c u s s in g  them w ith  s a le s p e o p le ,  o r  
re a d in g  t h e i r  a d v e r t is e m e n ts  c a r e f u l l y ?

I f  you have done any o f  t h e s e ,  p le a s e  chech 
p le a s e  check ( X ) No.

( X ) Yes; i f  no t

Cold M edication ............................ 1. Yes. 2. No.
R e s ta u ra n t  M eals............................ 1. Yes. 2. No.
Dry C le a n in g ..................................... 1. Yes. 2. No.
R e f r i g e r a t o r ..................................... 1. Yes. 2. No.
R en ting  an Automobile . . . . 1. Yes. 2 . No.

H o s p i t a l i z a t i o n  In su ran ce  . . 1. Yes. 2 . No.

15. Have you used  th e  fo l lo w in g  goods and s e r v ic e s ,  w hether you 
purchased  them o r  no t?  P le a se  check ( X ) Yes o r  No.

Cold M edication  ...................

R e s ta u ra n t  M eals...................

Dry C le a n in g ............................

R e f r i g e r a t o r ............................
R en t ing  an Automobile . . 

H o s p i t a l i z a t i o n  In su ran ce

1. Yes. 2. No.

1. Yes. 2. No.

1. Yes. 2. No.

1. Yes. 2. No.

1. Yes. 2. No.

1. Yes. 2. No.

16. Have you e v e r  purchased  th e  fo l lo w in g  goods and s e rv ic e s ?  P lea se  
check ( X ) Yes o r  No.

Cold M edication 

R e s ta u ra n t  Meals 
Dry C lean ing .  .

1. Yes. 

1. Yes. 
1. Yes.

2. No. 

2. No. 
2. No.
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R e f r i g e r a t o r ...................................................... 1. Yes. 2 . No.

R en tin g  an A u to m o b i le ............................  1. Yes.  2. No.

H o s p i t a l i z a t io n  I n s u r a n c e ...................... 1. Yes.  2. Nc.

17. People d i f f e r  in  term s o f  th e  d eg ree  o f  t h e i r  f a m i l i a r i t y  and
ex p e r ie n c e  w ith  goods and s e r v i c e s .  FAMILIARITY i s  th e  d eg ree  o f  
consumers ' knowledge abou t th e  f e a t u r e s  im p o rtan t  to  them in  choos­
in g  among d i f f e r e n t  b rands  o r  s u p p l i e r s  o f  a  c e r t a i n  good o r  s e r v ic e .

Based on t h i s  d e f i n i t i o n  o f  f a m i l i a r i t y ,  p l e a s e  in d i c a t e  f o r  
each o f  th e  fo l lo w in g  goods and s e r v ic e s  how f a m i l i a r  you a r e ,  by 
c i r c l i n g  th e  a p p r o p r ia t e  number.

Very
G oods/S erv ices  U n fam il ia r  F a m i l ia r

Cold M edication  ....................... 2 3 4 5 6

R e s ta u ra n t  M eals....................... 2 3 4 5 6
Dry C le a n in g ................................ 2 3 4 5 6

R e f r i g e r a t o r ................................ 2 3 4 5 6

R en ting  an Automobile . . . 2 3 4 5 6

H o s p i t a l i z a t io n  In su ran ce  . 2 3 4 5 6

PART IV

18. Assume t h a t  you a r e  going to  p u rch ase  th e  fo l lo w in g  goods and 
s e r v i c e s .  O ther th in g s  b e in g  e q u a l ,  how im p o rtan t  i s  p r i c e  
in fo rm a tio n  to  you f o r  each item? P le a s e  c i r c l e  th e  number t h a t  
most c l o s e l y  r e f l e c t s  th e  d eg ree  o f  im portance you a t t a c h  to  p r i c e  
f o r  each item .

P r ic e  P r ic e
G oods/S erv ices  L east Im portan t Most Im portan t

Cold M e d i c a t i o n ..................  1 2 3 4 5
R e s ta u ra n t  M eals................... 1 2 3 4 5

Dry C le a n in g ............................ 1 2 3 4 5

R e f r i g e r a t o r ............................ 1 2 3 4 5

R en ting  an Automobile . . 1 2 3 4 5

H o s p i t a l i z a t io n  In su ra n c e  1 2 3 4 5

19. For some o f  th e  fo l lo w in g  i tem s ,  you might seek th e  o p in io n s  and 
recommendations o f  f r i e n d s  and fa m ily  members. For o th e r  i tem s, 
you might n o t  need a d d i t i o n a l  in fo rm a t io n .  The q u e s t io n  i s :  How 
im p o r tan t  a r e  th e  recommendations o f  fam ily  membera' and f r i e n d s
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t h a t  you seek  b e fo re  buying  any  item  among th e  fo llow ing?  P lea se  
c i r c l e  th e  a p p r o p r ia te  number.

G oods/S erv ices

Cold M edica tion  ...................
R e s ta u ra n t  Meals...................

Dry C le a n in g ............................

R e f r i g e r a t o r ............................

R en t in g  an Automobile . . 

H o s p i t a l i z a t io n  In su ran ce

Recommendation:: 
L east Im portan t

2

2

2

2

2

2

;>

3

3

3

3

3

Recommendations 
Most Im portan t

5

5
5

5

5

5

20. Assume t h a t  f o r  each o f  th e  fo l lo w in g  goods and s e r v ic e s  t h e r e  i s  a 
number o f  f i rm s  com peting f o r  your b u s in e s s .  For you, how im p o r tan t  
i s  f r i e n d l i n e s s  and c o u r te s y  o f  s a l e s  people? P lea se  c i r c l e  th e  
number t h a t  c l o s e l y  r e f l e c t s  th e  im portance you a t t a c h  to  f r i e n d ­
l i n e s s  and c o u r te s y  o f  employees f o r  each item .

G oods/S erv ices

Cold M edication ...................

R e s ta u ra n t  Meals...................
Dry C le a n in g ............................

R e f r i g e r a t o r ............................

R en t ing  an Automobile . . 

H o s p i t a l i z a t i o n  In su ran ce

F r i e n d l i n e s s  & 
C o u rte sy  

L eas t  Im portan t

2

2
2

2

2

2

F r i e n d l in e s s  & 
C o u rte sy  

Most Im portan t

3 4 5
3 4 5

3 4 5

3 4 5

3 4 5

3 4 5

21. O ther th in g s  b e ing  e q u a l ,  assume t h a t  each o f  th e  fo l lo w in g  goods 
and s e r v ic e s  i s  a v a i l a b l e  th rough  a number o f  com peting f i rm s  
t h a t  a r e  lo c a te d  f a r  from each o t h e r .  In your o p in io n ,  how im portan t 
i s  i t  t h a t  th e  f irm  be n e a r  you? P le a s e  c i r c l e  th e  a p p r o p r ia t e  
number.

G oods/S erv ices

Cold M edication ...................
R e s ta u ra n t  Meals...................

Dry C le a n in g ............................

R e f r i g e r a t o r ............................

R en t in g  an Automobile . . 

H o s o i t a l i z a t i o n  In su ran ce

L o ca tion  
L eas t  Im portan t

2
2
2

2
2

3
3
■}

3

3

4

4

4

L oca tion  
Most Im portan t

5
e,
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PART V

And Now, I  would l i k e  to  g e t  some in fo rm atio n  about you and 
your fa m i ly .  This  in fo rm a tio n  w i l l  be used f o r  s t a t i s t i c a l  a n a l y s i s  
o n ly ,  and w i l l  be k ep t  s t r i c t l y  c o n f i d e n t i a l .

For each o f  t h e  fo l lo w in g  q u e s t io n s ,  p le a se  check ( X ) one 
c a te g o ry .

22. Your Age

1 . Under 25 y e a rs .

2 . 25-34 y e a r s .

_3. 35-44 y ears .  

_4. 45-54 years .
_5. 55-65 y ea rs .
6. Over 65.

23. Your Sex

 1 . Male 2. Female.

24. Your E duca tion

1 . G raduated  from Grammar School.

2 . A ttended  High School.

3. G raduated  from High School. 

 4. A ttended  C o lleg e .

_5. G raduated from C ollege

_6. A ttended P os t-G radua te

_7. Completed Master o r  
D o c to ra te .

25. Your Occupation

26. Your Annual Household Income

( In c lu d in g  a l l  f u l l -  and p a r t - t im e  jo b s  fo r  a l l  household members 
b e fo re  t a x ) .

 1. Under $ 10 ,COO.  6. $50,CCO-559,999.

 2 . $10 ,C 00-$19 ,999.  7. $60 ,CC0-$74,999.

_3. $ 2 0 ,0 0 0 -$ 2 9 ,999.  3. 575 ,C0C or Over.

_4. $30 ,000-539 ,999 .  9. Co Net Know.

5. $40 ,000-549 .999 .

27. Your M a r i ta l  S ta tu s

1 . S in g le .  3. S e p a ra ted .  5. Widowed.
2. M arried . ... D ivorced.
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28. Number o f  Household Members In c lu d in g  Y o u rse lf  

 1 . 1  i .  i   7 . 7

2. 2  5. 5  8. Mere than  7.

 3. 3  6.  6

29. Number o f  C h ild ren  (11 y ea rs  & Less) L iv ing  in  Your Household

 1. 1  4. k   7 . None.
 2 . 2  5
 3. 3  6 . More than  5.

Thank, you So flucA Ton. youn. Panticipation.
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