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Abstract

T IME P E R C E P T I O N  AND C O N SU MER BEHAVIOR:
THE IM PACT OF S I T U A T I O N A L  CO N S T R A I N T S  

ON I N N O V A T I V E N E S S

by

Sherif Ahmed Sherif El -aasi 

Advisor: Prof. Gary F. Soldow
The objec ti ve of this study is to i n v e s t i g a t e  the 

r e l a t i o n s h i p  betwee n time perception, as a perso n a l i t y  

trait, and i n no va tivenes s,  i.e., the w i l l i n g n e s s  to try 

new products; and how s i t u a tional co nst rai nts, e.g., 

a s s o c i a t i v e  and d i s s o c i a t i v e  r e fere nc e groups, are likely 

to i n f lu ence this rel atio nship.

The res earch hypot h e s i s  pr edi cts  that time 

o r i e n t a t i o n  may d e termi ne  innov at i v e n e s s .  More 

sp ecifi ca lly, future oriente d persons would be will i n g  to 

buy i n n o v a t i o n s  w hi ch  are of delaye d gratificat ion; 

p r e s e n t - o r i e n t e d  persons are prone to i n n o v ations  which 

are of curren t c o n s u m p t i o n  and gr atific at ion, and 

p a s t - o r i e n t e d  persons are less likely to be wi ll in g to buy 

i n n n o v a t i o n s  in general. However, as the expe r i m e n t a l  

hy po t h e s i s  predicts, if strong si t u a t i o n a l  constraints, 

e.g., group pressure, existed, time orien tat ion, as a 

pe r s o na lity trait, can not predict i nnovat iv e behavior, 

and the h y p o t h e s i z e d  r e l a t i o n s h i p  between time o r i e n t a t i o n  

and i n n o v a t i v e n e s s  might be disappeared .

The depe ndent  variab le of this study was



i n n o v a t ivene ss , both innate and actual; the ind ep enden t 

va ria ble was time o r i e n t a t i o n  (past, present, and future); 

and si tuat i o n a l  co nst rai nts, i.e., a s s o c i a t i v e  and 

d i s s o c i a t i v e  r e feren ce  groups, were the mo de r a t i n g  

variables. Three types of t e l e p h o n e s  and three types of 

televi s i o n s  were used in this study.

Three groups, i.e., one control and two 

experiment al , of u n d e r g r a d u a t e  s t u de nt s (594 students) at 

Baruch College, CUNY, were used in this study. T- te sts  

and C h i - s q u a r e  a n a l y s e s  were used in a n a l y z i n g  data.

The find ings of the study i n d i c a t e  that the 

r e l a t i o n s h i p  be tween time o r i e n t a t i o n  and i n n o v a t i v e n e s s  

is, by and large, t h e o r e t i c a l l y  sound and em piri c a l l y  

confirmed. However, this r e l a t i o n s h i p  was found to be 

situational . That is, time o r i e n ta tion, a p erso na lity  

trait, is most lik ely to be useful in predict ing 

innov a t i v e  behavi or  in se tting s w hi ch are free from strong 

si t u a t i o n a l  c o n s t r a i n t s  such as a s s o c i a t i v e  re fer ence 

groups' influence. However, the pr ese nc e of weak 

si t u a t i o n a l  pre ssures, e.g., d i s s o c i a t i v e  re ference 

groups' influence, does not af fec t the r e l a t i o n s h i p  

between time o r i e n t a t i o n  and i n n o v a t i o n  ad op tion behavior.

V
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CHAP T E R  I

I N T R O D U C T I O N

At the broade st level, the obj e c t i v e  of this study 

is to i n v e s ti gate the r e l a t i o n s h i p  between time perception, 

as a perso na lity trait, and i n novativ en ess; and how s i t u a ­

tional c o n s t raint s are likely to i n fluen ce  this r e l a t i o n ­

ship.

In the field of a n t h r o p o l o g y  there has been an 

i nc re a s i n g  a w ar en ess that people can perceive  time in 

va rio us ways, and that these pe r c e p t i o n s  af fect the b e ­

havior of people in many ways (Graham, 1981).

Each society, with its c o r r e s p o n d i n g  culture, 
works out a ce rt ai n c o n c e p t i o n  of time which is a c ­
ce pte d as na tur al by the m a j o r i t y  of its me mbers 
and used as a cr i t e r i o n  for r e g u l a t i n g  their a c t i v i ­
ties. Thus each society has p a t terns of be havior 
ad opt ed to the concep t of time wh ich it includes 
in its me mb er s th rough the proces s of s o c i a l i z a ­
tion. Wi thin each society, s i g n i f i c a n t  groups such 
as social classes, town and co un try dwellers, or 
d i ff erent gener ations,  may di verge c o n s i d e r a b l y  in 
the way they c o n c e p t u a l i z e  time and behave in r e l a ­
tion to it, and their ma nner of using it (Rezohazy, 
1972, p. 26).

There is an incre a s i n g  a w a r e n e s s  of time and its 

dom in an ce in p e o p l e ’s lives. Fraser (1967) points out 

t h a t :

The vast array of o p i nions re g a r d i n g  the nature 
and me anin g of time as re cor ded in the l it er ature 
de m o n s t r a t e  that there has always  existed in both 
h u m a n i s t i c  and sc ie n t i f i c  thoug ht an in tense p r e ­
o c c u p a t i o n  with the temporal  aspec ts  of reality.
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This ab u n d a n c e  of views may be at tr i b u t e d  to certain 
general causes: the idea of time is a con st i t u e n t  
of all human knowledge,  experience, and mode of 
time is an ent it y that seems to be c o n nected with 
the fu nctions of the mind; it is a f und am ental 
feature of the physical universe, (p. 823)

However, "there has not been much study of the 

impact on behavior in general from varying per ce p t i o n s  

of time. Yet it is rec og ni zed that this is a p o t e n tiall y 

key variab le for u n d e r s t a n d i n g  human behavio r"  (Hawes, 

1 9 7 9 a » P- 37). Jacoby, Szybillo, and Berning, (1976) 

a c k n o w l e d g e  this by noting that "the entire subject of 

how p ercep ti ons of recency arise and their ef fects on 

co n sum er  behavio r re ma in s to be expl or ed" (p. 335). 

Conseque nt ly, H a w e s ( 1 9 7 9 a )  e mphas iz ed the i m po rt ance 

of i n v e s t i g a t i n g  the role of varying time perc ep tion 

in i n f l u e n c i n g  c o n s u m e r ' s  behavior. New product a c ­

ceptance  is one of the topics that Hawes su ggests to 

be e s p e c i a l l y  fertile area for i n v e s t i g a t i o n  in relatio n 

to time percepti on. More sp ec ifi cally, how does p e r c e p ­

tion of the past and future reflec t desire for novelt y 

and change, and for inn ova tions , is a pregnan t area of 

resea r c h  (Hawes, 1979b).

Purpose of the Study 

This r e s earch study exami nes the impact of 

va ryi ng time p e rc ep tion on i n no vative ne ss, i.e., the 

w i l l i n g n e s s  of con s u m e r s  to adopt new products. More 

specifical ly, the r e s e a r c h  quest io n is: how does p e r c e p ­
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tion of the past, present, and future reflect desire 

for in novations; and how the m e d i a t i o n  of sit ua tional 

c o n s t r a i n t s  are li kely to inf luence this desire for i n n o v a ­

tions .

R e s e a r c h  into the be havior of con su mers has uncovered 

e v i de nce re levant to this study in that it suggests that 

past o r i en te d co n s u m e r s  see past produ ct qu ality as 

su pe ri or to t o d a y - p r o d u c t  qualit y (Settle and Alreck,

1977); wh ereas future o r i en te d persons agreed that product 

qu al it y improve s over time (Settle, Alreck  and Belch, 

1981a,)

T h e o r e t i c a l  Backg r o u n d

Settle, Alreck, and Belch (1981a) point out that 

there are three kinds of time that i n fl ue nce buyer b e ­

havior: ec onomic time, s o c i o - c u l t u r a l  time, and p s y c h ­

o l o g i c a l  time. E c o n o m i c  time takes the per sp ective  that 

time is a commod ity. R e s e a r c h  in this area examines 

the t r a d e - o f f s  and e l a s t i c i t i e s  among time and p o s s e s ­

sions, such as m one y and m a t e r i a l  goods. Consumer search 

time, purchase p rior it ies over time, and fre quen cy  of 

pur chase  all treat time in the e c o no mi c sense.

S o c i o - c u l t u r a l  time focuses on c o n s u m e r s ’ be hav ior al 

pa tt er ns and p e r c e p t i o n s  of time a c q u i r e d  during the 

s o c i a l i z a t i o n  process. R e s e a r c h  in this area might focus 

on t i m e - r e l a t e d  d i f f e r e n c e s  by culture, ethnicity, s u b ­
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culture, or d e m o g r a p h i c  status. Life style and c o n ­

su m p t i o n  patter ns over a life span and family life cycle 

also i m p l i c i t l y  in clu de time as a va riable (Settle et al. 

1 9 8 1 a ) .

P s y c h o l o g i c a l  time includ es  the i n c o r p o r a t i o n  of 

p r e d i s p o s i t i o n  re lated to time in the psych o l o g i c a l  makeup 

of the in di v i d u a l  as dur able p e r s o n a l i t y  traits (Settle 

et al., 1 9 8 1 a ) .

In this study, "time p erce pt ion" or a l t e r n a t i v e l y  

"time or ien t a t i o n " ,  refers  to this latter catego ry  of 

time. In this regard, Mead (1971) cites Lev/in who defines 

time o r i e n t a t i o n  as "the tot al ity of the ind i v i d u a l ' s  

views of his p s y c h o l o g i c a l  future and psych o l o g i c a l  past 

e x i s t i n g  at a given time" (Mead, 1971, p. 175).

S ett le (1980) points out that "the c oncept ua l f r a m e ­

w or ks  and e m pi ri cal result s in this area [psychol og ical 

time] can be ar ra y e d  across a s p e c t r u m  from those aspects 

that are im med iate,  e n v i r o n m e n t a l l y  det er m i n e d  and s h o r t ­

lived to those that co ns t i t u t e  du rable p e r s o nality  traits 

la sting for an entire lifetime. . . . Recent resear ch

has been de vot ed to the d e v e l o p m e n t  of in s t r u m e n t s  to 

me as u r e  i n d i v i d u a l  pe r s o n a l i t y  traits  re lat ing  to p e r ­

ce pt io n and o r i e n t a t i o n  in time. Th ese ps yc hologi ca l 

a sp e c t s  of time are beg in ni ng to be shown to affect both 

pu rc ha se and c o n s u m p t i o n  of pr oducts and se rvi ces "

(p. 449). He adds, "because time is such an imp orta nt
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aspec t of life, c o n s u m e r s  could be e x p ec ted to in co rp o r a t e  

into their p s y c h o l o g i c a l  makeup many r e l a t i v e l y  durable 

p r e d i s p o s i t i o n s  and pers p e c t i v e s  r e l at iv e to it. To 

the extent that these differ s i g n i f i c a n t l y  among i n d i v i d ­

uals within one s o c i a l - c u l t u r a l  dimension, they can be 

seen as c o n s t i t u t i n g  the psy ch o ] o g i c a l  aspect s of time," 

(Settle, 1980, p. 449).

L eh ma n (1967) define s time o r i e n t a t i o n  as "a p e r ­

son's general o r i e n t a t i o n  tov/ard the cosmic  flow of time. 

An i n d i v i d u a l ' s  time p e r s p ec ti ve i n d icate s how close;.he 

feels toward the past, present, and future, or how afraid 

he is of any of these temporal aspects. A pers on's time 

p e r s p ec tive di s c l o s e s  whet her or not he is living more 

in one than in any other of the d i m e n s i o n s  of time"

(p. 806). Thus, time o r i e n t a t i o n  refers  to "the p r e f e r ­

ential tendenc y d i s c o v e r e d  in i n d i v i d u a l s  with respect 

to the past, present or future. In this sort of o r i e n t a ­

tion, persons are viewed as p r e d o m i n a n t l y  past- ori ented,  

p r e s e nt-o ri ented, or futu re - o r i e n t e d .  Such judgmen ts 

are ar ri ve d at from an a n a l y s i s  of the mental con tent- 

fa ntasy produc tion, v e r b a l i z a t i o n  in interviews, or in 

other spe ci fic testing si tu at i o n s "  (Rabin, 1978, p. 295).

Time o r i e n t a t i o n  is but one of the various values 

provi ded  by culture. This has been r e fle ct ed in the 

wr iting s of many a n t h r o p o l o g i s t s .  Kl u c k h o h n  and 

S t r o d t b e c k  (1961), for instance, iden ti fy a "limited
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nu mbe r of common human problems to wh ich all people at 

all times must find some solu ti on" (p. 10). They 

se lec ted for study five value o r i e n t a t i o n s  o r d ering  human 

behavior: (1) a c u l t u r e ' s  view of human nature (human

n at ur e o r i e ntatio n) ; (2) its views of man's r e l a t i o n s h i p 

to na tur e ( man-na tu re or ie ntatio n) ; (3) the temporal 

focus of human life (time orient ation );  (4) the m o d ali ty  

of hu man activ i t y  (activ it y ori entati on ); and (5) the 

m o d a l i t y  of man's r e l a t i o n s h i p  to other men (r ela tio nal 

o r i e n t a t i o n ).

One of the a s s u m p t i o n s  of the value or i e n t a t i o n 

t heo ry is that most of the o b se rv able patterns  of action 

and th ought give s i m u l t a n e o u s  e x p r e s s i o n  to all of the 

value elements. The degree of inf l u e n c e  of one or another 

of the value o r i e n t a t i o n s  upon a p ar ti cular conc rete 

b e h a v i o r  patter n may be a p p r e c i a b l y  greater than that 

of others, but it is not often that any one of them has 

no effect  at all (Kl uc kh ohn and St rodtbeck, 1961).

However, time o r i e n t a t i o n  mi ght be postulat ed 

as the basic o r i e n t a t i o n  which is more cl osely  int erla ce d 

with other value o r i e ntation s.  H a l l o w e l l  (1955), in 

his d i s c u s s i o n  of the basic o r i e n t a t i o n s  provided by 

cu lt u r e  (i.e., s e l f - o r i e n t a t i o n , m o t i v a t i o n a l - o r i e n t a t i o n , 

s p a t i o t e m p o r a 1 - o r i e n t a t i o n , o b j e c t - o r i e n t a t i o n , and 

n o r m a t i v e - o r i e n t a t i o n ), stresses  the s i g n i f i c a n c e  of 

time o r i e n t a t i o n  as (. . . a n  infi ne tly ex tended warp
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upon w hich  the woof of human h a p p e n i n g s  is woven" (p.

217). Hal l o w e l l  bases his a r g ument  on the ground that 

te mp or al o r i e n t a t i o n  is le arn ed earlie r than other c u l ­

tural concepts. He cited Fran k who indic at es that 

m o t i v a t i o n a l  and nor m a t i v e  o r i e n t a t i o n s  become integ rated 

with the b e g i n n i n g s  of tempo ral o r i e n t a t i o n  and a growing 

sense of self at an early age, F rank is also cited as 

ar gu i n g  that:

. . . the va rious  time p e r s p e c t i v e s  of a culture
give the d i m e n s i o n s  of the values that are operating 
in the lives of those living in that cu lture by 
s p e c i f y i n g  the conduct that must be obs erved in 
r e s p o n s e  to each situation, w here  in that imme di ate 
si t u a t i o n  is to be seen as i n s t r u m e n t a l  to a more 
remote or de ferred s i tu ation (Hallowell, 1955, p. 94).

Similarly, O r n s t e i n  (1969) points  out that:

Time is one of the co nti nui ng, compelling,  and 
uni v e r s a l  e x p e r i e n c e s  of our lives, one of the p r i ­
mary thr eads wh ich combine in the we ave of our e x ­
perience. All our perceptual, i n t e l l e c t u a l  and 
e m o tional e x p e r i e n c e s  are i n t e r t w i n e d  with time 
(p. 15).

W i t h i n  the co nte xt  of con sumer behavior, time 

or i e n t a t i o n  has been i n c r e a s i n g l y  r e c o g n i z e d  as an i n ­

fl ue ntial varia bl e in co ns um er d e c ision  making. Graham  

(1981) e m p h a s i z e s  the impo r t a n c e  of time p ercepti on  .In 

in f l u e n c i n g  c o n sumer be havio r based on that time p e r c e p ­

tion is f u n d a m e n t a l  in r e l ation  to other perceptions.

He explains:

P e r c e p t i o n  of time is an e l e m e n t a r y  c o nstruct  in 
the bu il ding of a p erce pt ual set. It is fundamenta l, 
and many other pe r c e p t i o n s  will be biased in one 
d i r e c t i o n  or the other de p e n d i n g  on the person 's
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pe rce ption of time (Graham, 1981, p. 335).

He adds:

As a person 's p er ce ption of time is f un da mental to 
the c o n s t r u c t i o n  of a per cept ua l set, it would seem 
natural that people with d i f ferent  pe r c e p t i o n s  of 
time would p e r cei ve  differ ent cue pattern s and, thus, 
have a d i f f e r e n t  o r g a n i z a t i o n  of reality. Ac cor ding 
to Bettman, the dif fere nt  o r g a n i z a t i o n s  of reality 
result in dif f e r e n t  patterns of consum pt ion. This 
further su ppo r t s  the idea that r e s e a r c h e r s  consider 
p e rcep ti on of time as an im p o r t a n t  varia bl e when 
a t t e m p t i n g  to i n terpre t co ns umer beha vior (p. 341).

Thus, the i m p o r t a n c e  of time o r i e n t a t i o n  in r e l a ­

tion to other o r i e n t a t i o n s  pr ov id ed by culture, and in 

i n f l u e n c i n g  behavi or, in general, and c o n sumer behavior, 

in par ticular, is evident.

In n o v a t i v e n e s s

H ir s c h m a n  (1980) notes:

Few co ncepts in the b e h a v i o r a l  s c i enc es  have as 
much im m e d i a t e  rel e v a n c e  to c o n sumer be hav ior as 
i n n o v a t i v e n e s s .  The p r o p e n s i t i e s  of co n s u m e r s  to 
adopt novel products, wheth er  they are ideas, goods, 
or services, can play an i m po rtant role in the ories 
of brand loyalty, de ci s i o n  making, pr ef erenc e, and 
c o m m u n i c a t i o n s .  If there were no such c h a r a c t e r i s t i c  
as i n n o v a t i v e n e s s ,  co nsumer b e h avi or  would consist 
of a series of r o u t i n i z e d  buying r e s p o n s e s  to a 
static set of products. It is the in her en t w i l l i n g ­
ness of a c o n s u m i n g  p o p u l a t i o n  to inn ovate that 
gives the m a r k e t p l a c e  its dy namic nature. On an 
i n divi du al basis, every c o n s u m e r  is, to some extent, 
an innovator: all of us over the co urse of our lives 
adopt some o b j e c t s  or ideas that are new in our 
p e r c e p t i o n  (P. 283).

Hi r s c h m a n  po int s out that i n n o v a t i v e n e s s  has u n d e r ­

gone two major c o n c e p t u a l i z a t i o n s .  The first is capture d 

in the defin i t i o n  by Rogers and Sh o e m a k e r  (1971, p. 27)
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that i n n o v a t i v e n e s s  is "the degree to wh ich an i nd iv idual 

is r e l a t i v e l y  earl i e r  in a d o p t i n g  an in nov a t i o n  than 

ot her  m e m b e r s  of his social sy st em." However, as M i d g l e y  

and D o w l i n g  (1978, p. 230) observe, "This is es s e n t i a l l y  

an o p e r a t i o n a l  d e f i n i t i o n  since it is couche d d i r ec tly 

in terms of m e a s u r e m e n t  or in no vati v e n e s s ,  viz., the 

time taken for an in di v i d u a l  to adopt." It is also 

hi nde red, as those au th ors point out, by po tential m e a s u r e ­

me nt error in d e t e r m i n i n g  when an innov a t i o n  was i n t r o ­

duced into the social system.

H ow ever, a c o n c e p t u a l  s t r engt h of the Rogers' and 

S h o e m a k e r ' s  (1971) definition, H i r s c h m a n  points out, 

is its d e p e n d e n c e  on the notion that an i n n o v a t i o n  is 

"an idea, practice, or object p e rceived  as new by the 

i n d i v i d u a l , "  (p. 19).

The second  major c o n c e p t u a l i z a t i o n  of i n n o v a t i v e ­

ness, H i r s c h m a n  (1980) explains, was c o n s t r u c t e d  by 

M i d g l e y  and D o w l i n g  (1978) who ex p r e s s e d  the noti on  that 

i n n o v a t i v e n e s s  is "the degree to wh ich an in di v i d u a l  

is r e c e p t i v e  to new  ideas and makes i n n o v a t i o n  dec isi on s 

i n d e p e n d e n t l y  of the c o m m u n i c a t e d  e x p e r i e n c e  of others"

(p. 236). These wr it e r s  viewed i n n o v a t i v e n e s s  as p e r s o n ­

a lity co n s t r u c t  po s s e s s e s  to a greater or lesser degree 

by all in d i v i d u a l s .  It is bel ie ved to be a c o n t i n u o u s 

v a r i a b l e  n o r m a l l y  d i s t r i b u t e d  wi t h i n  a p opulati on  of 

c o n s u m e r s  and g e n e r a l i z a b l e  ac ross products.
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However, M i d g l e y  and Dowl in g (1978) point out that 

"to util i z e  our th eory of i n n o v a t i v e  be havior to connec t 

the c o n s t r u c t  with m e a s u r a b l e  p r o p e r t i e s  via some set 

of i n t e r v e n i n g  lower level h y p o t h e s e s  of rules of c o r ­

re s p o n d e n c e .  One of these 'instances' (measurable 

p ro pe rties)  is the act of adoption; an other may be a 

pencil and paper test on the a p p r o p r i a t e  variabl es "

(p. 235). C o n s e q u e n t l y ,  they call this con stru ct  as 

"i nna te i n n o v a t i v e n e s s , "  while what is obse rved and 

me a s u r e d  as i n n o v a t i v e  beh av ior will be termed " a c t u ­

al iz ed  i n n o v a t i v e n e s s . "  It is ob vi ou s then, as 

H i r s c h m a n  (1981) points out, that the no tio n of a c t u ­

alized i n n o v a t i v e n e s s  is c o n s i s t e n t  with i n n o v a t i v e n e s s  

as c o n c e p t u a l i z e d  by Ro g e r s  and S h oemaker  (1971), in 

that it deals with produc t a d o p t i o n  (measur ab le behavior) 

rather than w i l l i n g n e s s  to adopt ( p r e d i s p o s i t i o n  to act 

in a c e r t a i n  way).

Time O r i e n t a t i o n  in I n n o v a t i v e n e s s

An e x a m i n a t i o n  of the m e a n i n g  and nature of the 

c o n c e p t s  of time p e r c e p t i o n  and i n n o v a t i v e n e s s  rev eals 

that they are clo s e l y  related. I n n o v a t i v e n e s s  means 

r e c e p t i v e n e s s  to novel thing s (i.e., innova tions ).  It 

has been ar gued that u n c e r t a i n t y  (Rogers, 1983) and 

a m b i g u i t y  (Budner, 1962) are in her ent in novel things. 

Likewise, future o r i e n t a t i o n  is e s s e n t i a l l y  c o n cer ne d
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with pl annin g and e x p e c t i n g  (Cottle, 1976). These a c t i v ­

ities involve u n c e r t a i n t y  and am big uity.  Hawes (1979) 

n o t e s :

The past gives rise to the ph en o m e n o n  of memory, 
the present to so lit ar y m o m e n t s - i n - b e i n g , and the 
future to expe c t a t i o n s .  W hi le  there is c e r tainty  
in the m o m e n t - i n - b e i n g ,  there is the el eme nt of 
u n c e r t a i n t y  in. . . e x p e c t a t i o n  (p. 5).

Thus, a f u t u r e - o r i e n t e d  person would be dispos ed  

to ac cept a m b i g u o u s  stimul i (e.g., novel things). Budner 

(1962) points out that a m b i g u i t y  arises in si tu a t i o n s  

c h a r a c t e r i z e d  by novelty, complexit y,  or insolu bilit y.  

Settle, Alreck, and Belch (1981a) found that future o r ­

ien t a t i o n  is p o s i t i v e l y  and s i g n i f i c a n t l y  re late d to 

tol e r a n c e  for ambi guity . T o l e r a n c e  for a m b i g u i t y  is 

defined by Budner as "the t e n de nc y to pe rc eive amb i g u o u s  

s i t u a t i o n s  as d e s i r a b l e "  (in R o b e n s o n  and Shaver, 1980, 

p. 401).

Thus, there is re aso n to believe that time o r i e n t a ­

tion and i n n o v a t i v e n e s s  are related. And that time 

or i e n t a t i o n  i n f l u e n c e s  and predict s i n n o v a t i v e  behavior.

The fol l o w i n g  d i s c u s s i o n  s u p po rts the above p r o p o s i ­

tion. Mi dg l e y  and Dowl i n g  (1978) cites Su mm e r s  who s u g ­

gests, on the basis of his study of g e n e r a l i z e d  innovators, 

t h a t :

. . . i n n o v a t i v e n e s s  may be a funct i o n  both of
si t u a t i o n a l  variab les, such as income and pro duct 
involveme nt , and be ha v i o r a l  co ns i d e r a t i o n s .  It 
may be that s i t u a t i o n a l  fa cto rs are unique to 
s pe cific pro ducts and pr oduct  c a t e g o r i e s  and serve
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to c o ns tr ain the i n d i v i d u a l ' s  i n n o v a t i v e n e s s  to 
pa rt i c u l a r  areas, while his be ha v i o r a l  (sociol ogical, 
p s y c h o l o g i c a l , etc.) m a k e - u p  i n f l u e n c e s  his basic 
ten de ncy to i n n o v a t e  (Midgley and Dowling, 1978, 
p. 234).

It fol lows that, an i n d i v i d u a l ’s time perception, 

as a basic dim e n s i o n  of his p s y c h o l o g i c a l  make up, i n f l u ­

ences his tend en cy to innovate.

Settle, Alreck, and G l a s h e e n  (1977) - in their 

study of wh et h e r  time o r i e n t a t i o n  is i n d i c a t i v e  of a 

pa rt i c u l a r  life style patt ern as rev ealed by the a c t i v i ­

ties, int e r e s t s  and o p i ni ons - found that future o r i e n t a ­

tion is s i g n i f i c a n t l y  c o r r e l a t e d  with i n n o v a t i v e  behavi or 

as m e a s u r e d  by AIO. More speci fi cally, f u t u r e - o r i e n t e d  

persons were found to be i nnovat iv e. Also, f u t u r e - o r i e n t e d

persons were found to be op in io n leaders, co sm op olitan ,

ambituous, involved, and a d v e n tu ro us. These c h a r a c t e r ­

istics have been found as c h a r a c t e r i z i n g  i n n o v a t o r s  (see 

R o g e r s , 1983). Ho wev er,  past o r i e n t a t i o n  was found to 

be s i g n i f i c a n t l y  c o r r e l a t e d  with c o n s e r v a t i v e n e s s  and 

c a u t i o u s n e s s  (Settle, Alreck, Gl asheen, 1977). C o n s e r v a ­

tiv eness  and c a u t i o u s n e s s  are c h a r a c t e r i s t i c s  of later 

a d o p t e r s  (Rogers, 1983). In his d e s c r i p t i o n  of laggards, 

the last in a social system  to adopt an innovation,

R oge rs (1983) no tes "the point of ref e r e n c e  for the l a g ­

gard is the past. D e c i s i o n s  are often made in terms

of what has been done in pr ev i o u s  ge n e r a t i o n s  and these

i n d i v i d u a l s  i n t e r a c t  pri m a r i l y  with others who also have
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re la t i v e l y  t r a d i tional values " (Rogers, 1983, p. 250).

Hawes (1977) cites M c G u i r e  who argues  that . .

one's a s p i r a t i o n  and actions as a co nsumer  are greatly 

a f f ected by the extent to w hi ch one is bound by the past 

and by one's view of the future ." He goes on to point 

out that " t o l e r a n c e  for de lay ed g r a t i f i c a t i o n  is s i g n i f i ­

cantly i n flu en ced by the extent to one's time binding 

and one's view r e g a r d i n g  the future. One's re lat ive  

e v a l u a t i o n  of the past, present, and p e rc eived future 

affects wh ethe r one is satisfie d with the old and f a m ­

iliar or seeks ne wne ss  and no vel ty" (Hawes, 1978, p. 11).

At the same vein, T r o m m s d o r f f  and Lamm  (1975) argue

t h a t :

. . . dec ision making and beh avior partly depend
on a person 's belief in his own abi l i t i e s  to master 
the future or, al t e r n a t i v e l y ,  his a t t r i b u t i o n  of 
ou t com es  to other forces. . . and on his ad equate
cog n i t i v e  s t r u c t u r i n g  of present and future.
Present de c i s i o n s  are usuall y made on the basis of 
future outcomes. On the other hand, the present 
s i t uation and past ex pe r i e n c e  d e termi ne  the setting 
of goals and the e v a l u a t i o n  of possib le  future 
events ( p . 349).

In addition, Juster is cited as s ug gesting  that ". . .

vir t u a l l y  everything people do, and v i rtual ly  every product 

or ser vice they buy, can be c h a r a c t e r i z e d  as an i n vestm en t  

in some future benefits. It is believed  that the i n v e s t ­

ment of time will tend to be greater if people are more 

fars i g h t e d  ( f u t u r e - o r i e n t e d )  in terms of their re lative  

val u a t i o n  of pre sent vs. future benefits. . . people
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who place a great deal of value on the present and little 

value on the fu ture are likely  to invest less than people 

who we ight the fu tur e more h e a vily"  (Hawes, 1979, p. 11). 

An im pl ied s u g g e s t i o n  here, Hawes points out, is that 

time may well be p e r c e i v e d  and valued d i f f e r e n t l y  d e p e n d ­

ing on wh ether the a c t i v i t y  is felt to be one of only 

cu rre nt c o n s u m p t i o n  or rather one of i nv es tment in some 

future goal (Hawes, 1979).

It might be c o nclude d from the above d is cu ssion 

that i n n o v a t i v e n e s s  is a fun ct i o n  of time ori entation.

And that p r e s e n t - o r i e n t e d  people would be e x p ec te d to 

have more t e n den cy  to buy i n n o v a t i o n s  which are of only 

current c o n s u m p t i o n  and benefits, i.e., of i m med ia te 

g r a t i f i c a t i o n  such as food pr od ucts and small appliance s.  

In contrast, f u t u r e - o r i e n t e d  people  will tend to buy 

in n o v a t i o n s  w hi ch are of future benefi ts and utility, 

i.e., i n n o v a t i o n s  of dela yed g r a t i f i c a t i o n  such as i n ­

surance, saving, hou s i n g  i n n o v a t i o n s , a n d  durable goods 

in general. However, it would be e x p ec ted that past- 

oriented  people are less likely to be wi ll i n g  to adopt 

in n o v a t i o n s  in general.

There is some evi dence wh ich supports this e x p e c t a ­

tion. Settle, Alreck, and Be lch (1981b) found that 

m e a s u r e s  of future o r i e n t a t i o n  and w i l l i n g n e s s  to delay 

g r a t i f i c a t i o n  were s i g n i f i c a n t l y  cor related. Similarly,
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R abi n (1978) found that future o r i e n t a t i o n  is p os itivel y 

and s i g n i f i c a n t l y  re late d to the t e n d e n c y  to delay g r a t i f ­

ication; and n e g a t i v e l y  related to i m p u l si vity. In a d d i ­

tion Sett le and Al r e c k  (1977) found, as m e n t i o n e d  earlier, 

that p a s t - o r i e n t e d  people see past pr odu ct qualit y as 

su perior to t o d a y - p r o d u c t  quality.

S i t u a t i o n a l  C o n s t r a i n t s

Since this st udy is to i n v e s t i g a t e  the impact 

of time o r i e n tati on , as a p e r s o n a l i t y  variable, on in- 

n o v a t i o n - a d o p t i o n  behavior, the a bove pr oposed  r e l a t i o n ­

ships between time o r i e n t a t i o n  and i n n o v a t i v e n e s s  would 

be i n f l u e n c e d  by the ex i s t e n c e  of s i t u a t i o n a l  con strai nt s, 

as b e h avior  has been found to be a f u n c t i o n  of the i n t e r ­

action of person and si t u a t i o n  (Bowers, 1973; Monson, 

Hesley, and C h e r n i c k  1982).

Ka kk ar  and Lu tz (1981) point out that "the r e l a t i o n ­

ship of p e r s o n a l i t y  to behavior has t r a d i t i o n a l l y  been 

a p r in cipal focus of at t e n t i o n  in m a r k e t i n g  resea rcher s*  

effo r t s  to u n d e r s t a n d  the buyer. Based on various 

t h e o r e t i c a l  st re ams in ps ych o l o g y  and social  psychology, 

the a s s u m p t i o n  u n d e r l y i n g  two de ca des of r e s earch  in 

this area has been that an i n d i v i d u a l  p e r s o n a l i t y  is 

m a n i f e s t e d  in his behavior, i n c l u d i n g  his pu rc h a s i n g  

behavior. . . . Ho wever , as has been po in te d out in

recent c o m p r e h e n s i v e  rev iews of this area (for example,
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Kassa rj ian, 1971; W e l l s  and Beard, 1973), the ob serve d

r e l a t i o n s h i p s  be tween p e r s o n a l i t y  and beha v i o r a l  variables

have been d i s a p p o i n t i n g l y  low. W h e r e a s  several reasons

have been prop o s e d  for this lack of as sociat io n, one

of the major c o n c l u s i o n s  that has em er ged has been that

the in f l u e n c e  of p e r s o n a l i t y  on b e h av ior may be m o derated

by the si t u a t i o n a l  varia b l e s "  (p. 205). Kakkar and Lutz

(1981) cites W ells and Beard argu i n g  that:

The same p e r s o n a l i t y  trait can be made man if est in 
very d i ff er ent ways, dep ending  on local and tempor ary 
c o n d i t i o n s  and circum s t a n c e s .  The need for esteem, 
for instance, can lead to the purchase  of an e x ­
pensive car. But if ev eryone  on the block knows 
that Mr. Jones can affo rd an exp e n s i v e  car, and if 
all his fr iends  own e x p e n s i v e  cars, the need for 
es t e e m  may lead to the pu rch as e of a s ec on d-hand  
Ford (Kakkar and Lutz, 1981, p. 205).

B ow er s (1973) upon his re v i e w  of 11 em pirical

st udies that ev al u a t e  the rela t i v e  m a g n i t u d e  of person

and s i t u a t i o n a l  i n f l u e n c e s  in behavior, notes:

More generally; the data. . . cl ea rly indica te
that ne it h e r  trait nor the s i t u a t i o n i s t  p r e ­
d i c tions are borne out. . . Further mo re, the i n t e r ­
a ct io n of pers o n s  and se tting  a c c o u n t s  for a higher 
p e r c e n t a g e  of v a r ia nce than either main effect in 
14 of 18 pos si ble c o m p ar isons, and in 8 out of 18 
co m p a r i s o n s  the i n t e r a c t i o n  term a c c o u n t s  for more 
v a r iance than the sum of the main ef fec ts  (p. 321).

And he conclu des :

Obviously , and to some c o n s i d e r a b l e  extent, the 
person and the s i t u a t i o n  are c o d e r m i n e r s  of 
behavior, and they need to be sp e c i f i e d  s i m u l t a n e o u s l y  
if pr edi c t i v e  a c c u r a c y  is de sired (p. 322).

Similarly, M i s c h e l  (1971) stated that:

We may predic t best if we know what each situ at ion
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action of the person and the setting, rather than 
c o n c e n t r a t i n g  on the si t u a t i o n  itself or on the 
i nd i v i d u a l  in an e n v i r o n m e n t a l  and social vacuu m  
(p. 149).

Thus, re cent p e r s p e c t i v e s  on the t r a i t s - v e r s u s -  

s i t u a t i o n s  debate have st ressed the i n t e r a c t i o n  between 

personal  and si t u a t i o n a l  d e t e r m i n a n t s  of behavior. "This 

i n t e r a c t i o n i s t  p e r s p e c t i v e  s u g ge sts that to predict human 

beh av io r one must posses s the k n o w l e d g e  of both the 

c h a r a c t e r i s t i c s  of the person and the c h a r a c t e r i s t i c s  

of the s i t u a t i o n  in wh ich the person is m o m e n t a r i l y  

l o c a t e d " ( M o n s o n  et a 1., 1982, p. 385-386).

C o n s i d e r a b l e  e v i d e n c e  exists c o n c e r n i n g  the e x i s t ­

ence of Per son X S i t u a t i o n  i n t e r ac tion. Sandell (1968) 

for instance, p r e s e n t e d  subject s with an i n v e n t o r y  of 

bev e r a g e s  and a list of d r i nk ing s i t u a t i o n s  and then 

asked the r e s p o n d e n t s  to rate their w i l l i n g n e s s  to drink 

each bev erage in each s i tu at ion on a s e v e n - p o i n t  scale. 

The result s showed that neither i n d i v i d u a l  d i f f e r e n c e s  

nor d i f f e r e n c e s  in sit ua tions, when c o n s i d e r e d  in i s o l a ­

tion, were very st rong pred i c t o r s  of b e v e r a g e  p r e f e r e n c e s  

Sandell thus d e m o n s t r a t e d  that c o n s u m e r - d e c i s i o n  maki ng  

was subjec t to i n t r a - i n d i v i d u a l  v a r i a b i l i t y  caused by 

the parti c u l a r  c o n t e x t s  in w hi ch such b e h av ior occurred.

H o w e v e r , M i s c h e l  (1973, 1977) stated that it is 

not s u ff ic ient m e r e l y  to d e m o n s t r a t e  the ex i s t e n c e  of 

such i n t e r a c t i o n s  and to ex pla in  them in post hoc fashion
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Instead, he su g g e s t e d  that at te m p t s  need to be made to 

r e p l i c a t e  u n p r e d i c t e d  i n t e r a c t i o n s  or to specif y in a d ­

vance the form of those in te rac tions.

F o l l o w i n g  this line of thinking, several di fferent 

a p p r o a c h e s  have been taken in the at te m p t  to specif y 

the form of Pe rs on X Si t u a t i o n  i n t e rac ti ons. Monson, 

Hesley, and C h e r n i c k  (1982), for instance, have been 

c o n c e r n e d  with s p e c i f y i n g  wh ich pe r s o n a l i t y  v a r iables  

can and can not predict behavior. They point out that 

s i t u a t i o n s  that are weak and a m b i g u o u s l y  s t ructu re d are 

more li kely to have r e l a t i v e l y  di f f e r e n t  psy ch o l o g i c a l  

m e a n i n g s  for di f f e r e n t  ind iv id uals. As a con seque nc e,  

there should be c o n s i d e r a b l e  varia nc e in the behavior 

e x h i b i t e d  by dif f e r e n t  individua ls , and a kno w l e d g e  of 

i n d i v i d u a l s ’ r e l at iv e position s on trait di me n s i o n s  should 

be of c o n s i d e r a b l e  benefit in p r e d i c t i n g  their behavior. 

More specifi ca lly, Mo n s o n  et al (1982) have pro posed 

that traits may be useful in p r e d i c t i n g  be hav ior when 

si t u a t i o n a l  c o n s t r a i n t s  are we ak but not when they are 

strong .

Mo n s o n  et al. (1982) tested this h y p o t h e s i s  in

two em p i r i c a l  studies. The re sults of the two stu dies

su g g e s t e d  the f o l l o w i n g  conclu sion:

. . . there are some s e t ti ngs wh en pe r s o n a l i t y
tr ait s can be used to predict be ha vi or and other 
s e t ti ng s w here p e r s o n a l i t y  traits can not be used 
to predjct behavior. Traits  are most likely to be 
us eful in those se tt in gs where s i t u a t i o n a l  pre ssur es
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d i f f e r e n c e s  in the be havior  exh ibited. However, 
traits are least li kely to be useful  in those settin gs 
w he re  s i t u a t i o n a l  p r e ss ur es are strong and where 
there are few indiv i d u a l  d i f f e r e n c e s  in the behavi or 
ex h i b i t e d  (Monson, Hesley, and Cherni ck, 1982. p. 397).

W i t h i n  the co ntext of this study on the r e l a t i o n s h i p  

of time o r i e n t a t i o n  and i n n o v a t i v e  behavior, s i t u a tional  

c o n s t r a i n t s  might be h y p o t h e s i z e d  to inf l u e n c e  this r e ­

la tions hi p. T r o m m s d o r f f  and Lamm (1975) point to the 

i m p o r t a n c e  of s i tu at ion in d e t e r m i n i n g  the impact of 

time o r i e n t a t i o n  on decis io n ma k i n g  and behavior. They 

s u g g e s t :

FO [future or i e n t a t i o n ]  can de t e r m i n e  deci sion 
m a k i n g  and b e h avior due to a pe rso n's m o t i v a t i o n  
to a c h i e v e  some future goals and try to avoid 
c e r t a i n  other fear i n d uc ing future events. . . .
D e c i s i o n  mak i n g  and behavio r partly depend on a 
pe rs on 's belief in his own a b i l i t i e s  to ma ster the 
f utu re or, a l t e r n a t i v e l y ,  his a t t r i b u t i o n s  of o u t ­
comes to other forces, and on his a d e qu at e cogni ti ve 
s t r u c t u r i n g  of present and future. Pr es e n t  d e c i ­
sions are us ua l l y  made on the basis of future o u t ­
comes. On the other hand, the present sit u a t i o n 
and past e x p e r i e n c e  d e te rm ine the setting of goals 
and the e v a l u a t i o n  of po ssible future events. The 
kind of future events w hi ch people expect to occur, 
p e o p l e ' s  -judgment of these events, and the people 
ch oiqe can of ten  be e x t r a p o l a t e d  from the present 
s i t u a t i o n  (T ro m m s d o r f f  and Lamm, 1975), (pp. 348-349).

On the other hand, Summers (1971) ar gues that 

i n n o v a t i v e n e s s  is de ter m i n e d  by both s i t u a t i o n a l  and 

pe rs on al variables . He suggests:

. . i n n o v a t i v e n e s s  may be a fucn ti on  both of s i t ­
u a t i o n a l  variables , such as income  and product 
i n v o l v e m e n t , and b e h a v i o r a l  c o n s i d e r a t i o n s .  It may 
be that s i t u a t i o n a l  factors are unique to sp eci fic 
p r o du ct s and pro duct c a t e g o r i e s  and serve to c o n ­
s tr ai n the i n d i v i d u a l  i n n o v a t i v e n e s s  to p a r t i c u l a r
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areas, while his b e h a v i o r a l  (sociologic al, p s y c h ­
ological, etc.) make up in fl u e n c e s  his basic t e n ­
dency to i n n ovate (Summers, 1971, p. 316).

Based on the above discussion, it might be h y p o t h e ­

sized that s i t u a t i o n a l  c o n s t r a i n t s  would exert s i g n i f i ­

cant influen ce  on time o r i e n t a t i o n - i n n o v a t i v e n e s s  r e l a ­

tionship. More s p e c if ic ally, it would be exp ected that 

if there is no s i t u a t i o n a l  con st raints , or if the s i t u a ­

tional c o n s t r a i n t s  are weak (e.g., the i n flu en ce of d i s ­

soci at ive r e f eren ce  groups), future orien t a t o n  will cause 

the a d o pt ion of f u t u r e - b e n e f i t  inn ova ti ons; present o r i e n t a ­

tion will cause the a d o pti on  of i n n o v a t i o n s  which are 

of imm e d i a t e  g r a t i f i c a i o n ; and past o r i e n t a t i o n  will p r e ­

clude the a d o p t i o n  of new products. However, if strong 

si t u a t i o n a l  c o n s t r a i n t s  exist (e.g., the pr esence of r e c o m ­

m e n d a t i o n s  of a s s o c i a t i v e  r e f er ence groups), time p e r c e p ­

tion might not seem to in f l u e n c e  i n n o v a t iv eness.

Thus, for time pe rception, as a p e r s o n a l i t y  v a r i ­

able, to be a useful pre di ctor of inn ov a t i v e  behavior, 

si t u a t i o n a l  c o n s t r a i n t s  should be considered. Hence, 

in this study, si t u a t i o n a l  co n s t r a i n t s  will be co ns i d e r e d  

under the a s s u m p t i o n  that the strengt h of situat i o n a l  

c o n s t r a i n t s  (strong or weak) will d e term in e the extent 

to which time o r i e n t a i o n  predicts i n novati ve ness.

S t a t e m e n t  of the Pr oblem

The major theme of the proposed study is that time
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o r i e n t a t i o n  (past, present, or future) is a ma in d e t e r ­

mi nant of c o n s u m e r ' s  inn o v a t i v e n e s s ,  i.e., his w i l l i n g ­

ness to adopt i n n o v ations .

Time orien ta tion, as d i s cu ss ed above, is a basic 

value that is le ar ned at an early age, gives the d i m e n ­

sions of the values that op e r a t i n g  in the lives of those 

living in a ce rt a i n  cu ltu re  by s p e c i f y i n g  the co nduct 

that must be o b s e r v e d  in re spo ns e to each s i t ua tion 

(Hallowell, 1955), and is f u n d a m e n t a l  to all our p e r ­

ceptual, intell e c t u a l ,  and e m o ti on al e x p e r i e n c e s  (Graham, 

1978, and Or nstein, 1970).

I n n o v a t i v e n e s s ,  on the other hand, is vital for

the a d o p t i o n  and d i f f u s i o n  of i n n o v at ions. Roger s (1983)

points out that " B e c a u s e  i n crea se d i n n o v a t i v e n e s s  is

the ob j e c t i v e  of ch ange agencies , it became the main

d ep e n d e n t  v a r i a b l e s  in the dif f u s i o n  research. . „ .

I n n o v a t i v e n e s s  i n d i c a t e s  beha v i o r a l  change, the ultimat e

goal of most d i f f u s i o n  programs, rath er than cog nit iv e

or a t t i t u d i n a l  ch an ge " (p. 242). H i r s c h m a n  (1980)

e x p l a i n s  the i m p o r t a n c e  of i n n o v a t i v e n e s s :

Few c o n c e p t s  in the b e h a v i o r a l  s c i en ce s have as 
much im m e d i a t e  r e l e v a n c e  to c o n sumer be havior as 
i n n o v a t i v e n e s s .  The p r o p e n s i t i e s  of c o nsumer s to 
a dop t novel pro du cts, wh ether they are ideas, goods, 
or services, can play an imp o r t a n t  role in the or ies 
of brand loyalty, d e c is io n making, preferen ce, and 
c o m m u n i c a t i o n .  If there is no such c h a r a c t e r i s t i c  
as i n n o v a t i v e n e s s ,  consume r be hav i o r  will co nsist 
of r o u t i n i z e d  bu yi ng res p o n s e s  to a static set of 
products. It is the inher en t w i l l i n g n e s s  of a c o n ­
suming p o p u l a t i o n  to i n n ov at e that gives the mark e t -
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place its dynam ic nature. On an indiv i d u a l  basis, 
every co nsumer  is, to some extent, an innovator; 
all of us over the course of our lives adopt some 
ob je ct s or ideas that are new in our perc eption 
(283) .

In spite of the essential  role of time p e rc ep tion 

in i n f l u e n c i n g  co ns um er behavior, as dis cussed above, 

time p e r c e p t i o n  has not rece ived the de served a t t en tion 

of consu me r be ha vior re search er s. Hawes (1979), upon 

his ex t e n s i v e  re v i e w  of the l ite ra ture on the role of 

time in c o n sumer  behavior, c o nclud ed  that: "There has 

not been much study of the impact on beh avior in general 

from va ry ing p e r c e p t i o n s  of time. Yet, it is reco g n i z e d  

that this is a p o t e n t i a l l y  key var iable for u n d e r s t a n d i n g  

human beh a v i o r "  (p. 37).

In addition, there has been little effort  to relate 

time p e r c e p t i o n  to in no v a t i v e n e s s .  This area of r e s ea rc h 

is " p a r t i c u l a r l y  pre gn ant" (Hawes, 1979, p. 41). This 

r e s e a r c h  gab is best rev ealed by the list of 32 g e n e r a l ­

i z a t i o n s  by Rogers (1983, pp. 251-259) wh ich s um ma rizes 

58 pe rcent (i.e., 3,974) of e m piri ca l studies in d i ff us ion  

of i n n o v a t i o n s  in which i n n o v a t i v e n e s s  was the d e pendent  

variable. None of the 32 g e n e r a l i z a t i o n s  can be eq uated 

with time p e r c e p t i o n  in c o n n e c t i o n  with i n nova ti veness.  

This might reflect what Arndt (1974) has noted that " a 

look at the d i m e n s i o n s  exp lored by m a r k e t i n g  d i ffusion  

resea r c h  i n d i c a t e s  that the m a r k e t i n g  d i ffusion  stu dies 

have tended to focus on one or a few factor s in the
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di f f u s i o n  process, le aving out other v a r iab le s of possibl e 

im por tance. Hence, the studies have been som ew hat narr ow  

and have lacked s u f f i c i e n t  th e o r e t i c a l  bases" (Arndt,

1974, p. 23).

Ostlund  (1973, 1974) emp ha s i z e d  the imp o r t a n c e  

of p e rcep tu al v a r i a b l e s  in i m proving  the p r edi ct ive 

qu ali ty of i n n o v a t i v e n e s s .  However, very little research, 

he points out, has been repo rt ed in d i f f u s i o n  l i t e r a t u r e 

on the role of p e r c e p t u a l  var iabl es  in p r edicti ng  i n n o v a ­

tive behavior. Hence, the use of time p ercep ti on, as 

a p e rc ep tu al variable , in the proposed  study would be 

exp ected  to en ha n c e  the p r e d i c t a b i l i t y  of an i n d i v i d u a l ' s  

a d o p t i o n - b e h a v i o r , for time perce ption, as m e n t i o n e d  

earlier, is "an e l e m e n t a r y  c o ns tr uct in the b u i lding  

of a pe rc e p t u a l  set. It is fundam en tal, and many other 

p e r c e p t i o n s  will be bi ased in one di r e c t i o n  or the other 

de p e n d i n g  on the pe rs on 's perc e p t i o n  of time" (Graham, 

1981, p. 335).

In c onclu si on, the study of the r e l a t i o n s h i p  bet ween 

time p e r c e p t i o n  and i n n o v a t i v e n e s s  is badly needed, and 

the pr op os ed  study is in tended to pa r t i a l l y  fill the 

r e s ea rc h void in this area.

I m p l i c a t i o n s  of the Study

This study a t t e m p t s  to i n t eg ra te  c o n cep ts  from 

social p s y c h o l o g y  and cons um er behavior  into a re sea r c h
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method for the e x p l o r a t i o n  of an e m p i r i c a l  situation.

More sp ecific al ly, this study is to stre ss a cultura l 

parameter, and v a r i a b l e  (i.e . time p e r c e p t i o n )  as it 

re lat es to i n n o v a t i v e n e s s  (i.e., w i l l i n g n e s s  to adopt 

new pr odu cts .) In this way, this study is adding to the 

exist i n g  state of k n o w l e d g e  with regard to the a d o pti on  

of new p r o duct s as it r e p r e s e n t s  the first i n v e s t i g a t i o n  

which relates  time p e r c e p t i o n  to i n n o v a t i v e n e s s .

An i m po rt ant th e o r e t i c a l  i m p l i c a t i o n  of this study 

c o n cerns the role of p e r s o n a l i t y  fact ors in i n f l u e n c i n g  

consumer  behavior. K a s s a r j i a n  (1973, 1981) has pointed 

out that p e r s o n a l i t y  factors have p r o vided some of the 

most d i s a p p o i n t i n g  res u l t s  in e x p l a i n i n g  c o n s u m e r  behavior. 

He cites four po ssi bl e causes  for the fa il u r e  of p e r s o n ­

ality st udies to e x p l a i n  v a r i a t i o n  in buyer behavior:

(1) few stu dies ha ve been designe d to test spec i f i c  h y ­

potheses  o b t a i n e d  from a t h e o r e t i c a l  base, (2) ar. e x ­

pec t a t i o n  that the in f l u e n c e  of p e r s o n a l i t y  v a r ia bles  

to ex pl ain too large a po rtion  of the v a r iance in c o n su me r  

behavior, (3) the i n s t r u m e n t s  used are seldo m designe d 

to m e a s u r e  traits that could be e x p ecte d to d i r e c t l y  

inf l u e n c e  c o n sumer de cis ion s, and (4) the tests used 

are often s t a n d a r d i z e d  on sp ecial groups, rat he r than 

con s u m e r s  in general.

Another reason of the failure of p e r s o n a l i t y  in 

e x p l a i n i n g  c o n s u m e r  b e h avior is the i g n o r a n c e  of situa-
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tional influence. A person's behavio r in general - and 

consumer  be havior in p ar ticular  - have been found to 

be a functi on  of the i n t e r a c t i o n  of person and si tuation 

(Bowers, 1973; Monson et al., 1982; Russell and Mehrabian , 

1976; Sandell, 196S). Kakkar  and Lutz (1981) a c k n o w l e d g e  

this as they note ". . . the observed  r e l a t i o n s h i p s  b e ­

tween pe r s o n a l i t y  and behav i o r a l  v a r iab le s have been 

d i s a p p o i n t i n g l y  low. Wh er e a s  sev eral reasons have been 

pr oposed for this lack of a s s o c ia ti on, one of the major 

c o n c l u s i o n s  that has em erged has been that the inf lu ence 

of p e r s o n a l i t y  on be havior may be m o d e r a t e d  by the s i t ­

ua tiona l varia b l e s "  (p. 205). Similarly, Bowers  (1973) 

c on c l u d e s  ". . . to some c o n s i d e r a b l e  extent, the person

'and the s i tu ation are c o d e t e r m i n e r s  of behavior, and 

they need to be s p e cified  s i m u l t a n e o u s l y  if pred ic tive 

ac c u r a c y  is desired (p. 322).

Thus, by i n v e s t i g a t i n g  the role of time perception, 

as an aspect of per son ality , in i n f l u e n c i n g  i n n o v a t i v e ­

ness, as a d i m en si on of con su mer behavior, taking in 

ac co un t the i n f l u e n c e  of s i t u a t i o n a l  variables, it is 

believed  that the pr opo sed study will c o nt ribute  to the 

k no w l e d g e  with regard to how p e r s o n a l i t y  factors inf lu en ce 

c o n su me r behavior.

Finally, since this study is de sig ne d to i n v e s t i g a t e  

time p e r c e p t i o n  as a de t e r m i n a n t  of i n n o v a t iven es s, it 

would provide a basis for a u d i e n c e  s e g m e n t a t i o n  str ategies,
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Ro gers (1983) points out that one of the main us ers of 

r e s e a r c h  on the var i a b l e s  that determin e i n n o v a t i v e n e s s  

is to pr ov id e a basis for a u d ience  s e g m e n t a t i o n  st ra t e g i e s  

by dif f u s i o n  agencies. "Audience s e g m e n t a t i o n  is a d i f ­

fusion s t r ateg y in which dif ferent  c o m m u n i c a t i o n  channe ls  

or m e s sages are used with each a u d ience  segment. This 

st ra te gy has the a d v a n t a g e  of b r e ak in g down a hete r o - 

philus a u d ience into a series of r e l a t i v e l y  more ho mo- 

philous s u b a u d i e n c e s "  (Rogers, 1983, p. 262).



CHAP T E R  II 

R E V I E W  OF RE LA T E D  L I T E R A T U R E  

In Chapter I time pe rce p t i o n  was pr ese nted as 

a p s y c h o l o g i c a l  varia b l e  wh ich  s i g n i f i c a n t l y  i n flu en ces 

human be havior and, consequent ly , buying and c o n s u m p t i o n  

behavior. It was exp ected that an in d i v i d u a l ' s  time 

o r i e n t a t i o n  would have s i g n i fi cant impact on his i n ­

no v ati ve  behavior under the a s s u m p t i o n  that s it ua tional  

co n s t r a i n t s  are not existing; otherwise, the h y p o t h e s i z e d  

i n flue nc e of time or ie n t a t o n  on i n n o v a t i v e n e s s  might 

be more co mp lic ated.

This cha pt er is devoted to the revie w of related 

liter a t u r e  on time per ce ption and i n n o v a t iven es s. F u r ­

thermore, a d i s c u s s i o n  of how s i t u a t i o n a l  co n s t r a i n t s  o p ­

erate to affeet t h e h y p o t h e s i z e d  r e l a t i o n s h i p s  between 

time o r i e n t a t i o n  and i n n o v a t i v e n e s  is to be presented.

Time P e r c e p t i o n  

T e m p o r a l i t y  and te mporal exp er i e n c e  have been of 

interest to p s y c h o l o g i s t s  since the i n ception  of their 

d i s c i p l i n e  (Rabin, 1978). Rabin (1978) points out that 

in more recent decades, with the d e v e l opment of p e r s o n ­

al ity  theory and research, the r e l a t i o n s h i p s  of the 

e xp e r i e n c e  of time to person a l i t y  v a riable s has receive d
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co n s i d e r a b l e  a t t e n t i o n  from a large group of i n v e s t i g a t o r s  

such as Doob (1971); Fraisse (1963); and W a l l a c e  and 

Rabin (1960).

Mead (1971) points out that time per spect iv e, as 

a t h e o r e t i c a l  constr uct, was intro d u c e d  by F ra nk  (1939) 

a l t h o u g h  simila r ideas had been p r e sent ed  ea rlier by 

Lewin (1935) and re lated  concep ts  have been of s i g n i f i c a n c e  

to other pe r s o n a l i t y  theori sts, such as Freud (1953) 

and Piaget (1958). The c o ns truct later, Mead explains, 

became of central i m p o r t a n c e  in the t h e o r e t i c a l  d e v e l o p ­

ment of Lewin (1944) and was p a r t i c u l a r l y  s i g n i f i c a n t  

to his work with levels of as pi rations . This c o nstruct  

is, then, one of c o n s i d e r a b l e  impor t a n c e  to both theory 

and e x p e r i m e n t  in the field of human m o t i v a t i o n  (Mead,

1971) .

Fraser (1967) points out that the vast array of 

opinions  re g a r d i n g  the nature and mean i n g  of time as 

r e c orded in the l i t e r a t u r e  d e m o n s t r a t e  that there has 

always ex ist ed in both h u m a n i s t i c  and s c i e n t i f i c  though t 

an in tense p r e o c c u p a t i o n  with the temporal  as pe c t s  of 

reality. This a b u n d a n c e  of views may be a t t r i b u t e d  to 

certain genera l causes: the idea of time is a c o n s t i t u e n t  

of all human kno wledg e,  ex pe rienc e, and mode of e x p r e s ­

sion; time is an entity that seems to be c o n n e c t e d  with 

the f u n c t i o n s  of the mind, it is a f u n d a m e n t a l  feature 

of the ph ysica l u n i verse (Meade, 1967).
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Rabin (1978) in d i c a t e s  that time orient ation,  as 

a majo r concept, or variable, of tem po r a l  experience, 

has ev ol v e d  and has become dom inant in the empirica l 

re s e a r c h  that c o n cerns  itself with p e r s o n a l i t y - t e m p o r a l i t y  

r e l a t i o n s h i p s .  Ra bin (1978) points out that there are 

several di f f e r e n t  ways in which the term "time o r i e n t a ­

tion" is used in the liter ature. Most co mmon is the 

r e f e r e n c e  to the p e r s o n ' s  a w a r e n e s s  of the cu rrent  l o c a ­

tion in time. It is a d e m o n s t r a t i o n  of the f u n c t io ning  

of the "time se ns e, " r e g a r d l e s s  of what its orig in  may 

be c o n s t r u c t e d  to be. The o r i e n t a t i o n  may refer to c o n ­

ve nt ional units of time such as the day of the week, 

month and year (Rabin, 1978).

Another use of the term time o r i e n t a t i o n  refers 

to the p r e f e r e n t i a l  ten dency d i s c o v e r e d  in i n d i v i d u a l s  

with re spe ct  to the past, present, or future (Rabin,

1978).

In this, more global, o r i e n t a t i o n s ,  pe rso ns are 

viewed as p r e d o m i n a n t l y  pa st-or i e n t e d ,  prese nt - o r i e n t e d ,  

or f u t u r e - o r i e n t e d  (Rabin, 1978).

The e m p h a s i s  of this d i s s e r t a t i o n  is on time o r i e n t ­

ation, i.e., the i n d i v i d u a l ' s  p e r c e p t i o n  of the time 

zones: the past, the present, and the future. In this 

regard, T r o m m s d o r f f  and Lamm (1975) indi ca te that the 

p s y c h o l o g i c a l  e x p e r i e n c e  of time contains  the e x p e r i e n c e  

of the past, the pr esent  and the future. This expe r i e n c e
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can be c o g n i t i v e l y  r e p r e s e n t e d  in the mind of a person; 

thus, c o g n i t i v e  a b i l i t i e s  and in t e l l e c t u a l  tra in ing would 

be r e l e v a n t  for the way a pe rson co n c e i v e s  of time. 

Fu r t h e r m o r e ,  the m o t i v a t i o n a l  s t r uct ur e of a person, 

T r o m m s d o r f f  and Lam m argue, de ter m i n e s  the e x p e r i e n c e 

of time to some extent; past, present, and future c o n ­

tain eve nts wh ich are more or less desirable. Hence., 

the m o t i v a t i o n a l  te nd e n c y  to a p p r o a c h  or to avoid specific 

ev ent s is r e l ev ant for a p e r s o n ’s p s y c h o l o g i c a l  e x p e r i e n c e  

of the future  (Tr o m m s d o r f f  and Lamm, 1975).

In this concern, Rabin (1978) ar gue s that the 

te mp or al o r i e n t a t i o n  of a person may be cl osely re lated 

to his d e v e l o p m e n t a l  a b i l i t y  or capaci ty,  or w i l l i n g n e s s  

to po stp o n e  gr a t i f i c a t i o n .  The impul sive,  the "here 

and now" i n d i v i d u a l  is p r e s e n t - o r i e n t e d .  The planner 

is f u t u r e - o r i e n t e d  and the depressed, g u i l t - r i d d e n  is 

p a s t - o r i e n t e d .  Thus, tempor al  orien ta tion, Rabin states, 

" e v olves as a c h a r a c t e r o l o g i c a l ,  th ough not un modi fi able,  

trait for there is c o n s i d e r a b l e  c o n s i s t e n c y  and stabilit y  

in o b s e r v a t i o n  and e x p e r i m e n t a t i o n  wi th this aspect of 

human behav io r and e x p e r i e n c e "  (Rabin, 1978, p. 296).

The R e l a t i v e  S i g n i f i c a n c e  of the Past, Present, and Future

Ideas about the r e l at iv e s i g n i f i c a n c e  of the past, 

present, and fu ture for u n d e r s t a n d i n g  the mean i n g  of 

time have long been de ba te d by p h i l o s o p h e r s  and p s y c h ­
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ologists. Cottle (1976) points out that ph il o s o p h i c a l  

and p s y c h o l o g i c a l  t h e orists  on time p e rceptio n can be 

placed in g r o u p s , and each group con s i d e r s  a par ti cu lar 

time to be more im p o r t a n t  than the other zones.

Cottle (1976) pre sen te d d i ffe re nt view points 

on this issue. He cites Be rg son who ar gued that the 

true self, as he ca lled it, emerges when the p er ce ptions  

one has in the presen t and inf lu e n c e d  by r e c o l l e c t i o n s  

in such a way that one is unable to d i f f e r e n t i a t e  between 

present s e n s a t i o n s  and r e c o l l e c t i o n s  from the past. 

Berg s o n  b e l i e v e d  that for k n o w l e d g e  of the self to exist, 

one must u n d e r s t a n d  not only what is h a p p e n i n g  in the 

present but also how the past has i n f l u e n c e d  one's p e r ­

c ep tion of the present in the present. Bergson  argued 

that one p e r c e i v e d  present s e n s a t i o n s  at the same time 

one r e f le ct s on prior se nsa tio ns. C o n s i d e r a t i o n  of 

the future in the form of a n t i c i p a t i o n  of ex pec tat ion, 

Bergson con tend ed , gives m e a n i n g  to our lives and helps 

us to de velop  a sense of hope. Thus, Be rg son views 

that if we want to u n d e r s t a n d  the nature of living in 

time, we must ex am ine the proces s of me m o r y  (Cottle,

1976) .

While Be rg s o n  ad v o c a t e s  for what might be called  

a "past d o m i n a n c e , "  Cottle (1976) points out, Whitehead, 

however, stands as advoc a t e  of a "p res ent d om in ance."

He is cited by Co ttle (1976) as ar gu in g that "the under-
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st a ndi ng  which we want is an u n d e r s t a n d i n g  of the in- 

sistant present. The only use of kn o w l e d g e  of the past 

is to equip us for the present. The presen t co ntain s 

all that there is. It is holy for it is the past and 

it is the fu tur e" (p. 22).

Cottle (1976) also points out that the third 

logical position, what might be called "future do m i n a n c e , "  

is found in the w r i t i n g s  of B i n s w a n g e r  and May. These 

two t h eo rists em p h a s i z e  not only the s i g n i f i c a n c e  of 

a n t i c i p a t i o n  or e x p e c t a t i o n  of the future, but the d e ­

ve l opi ng  or b e c o m i n g  na ture of our e x p e r i e n c e  of time.

May is cited by Cot tl e (1976) ar gu ing that ". . . that

the more crucial fact about e x i stence  is that it emerges 

--that is , it is alwa ys  in the proces s of becoming, 

always d e v e l o p i n g  in time, and is never to be def ined 

at static poi nt s," (p. 23). Similarly, Binswang er, 

cited in Cottle (1976), de cla red that ". . . the primary

p h e n o m e n o n  of the origi na l and a u t h e n t i c  te mp or a l i t y  

is the future, and this future in turn is the primary 

m e a n i n g  of e x i s t e n t i a l i t y , of the des i g n i n g  of o n e ’s 

self ’for one's own sake'" (in Cottle, 1976, p. 23).

A simila r position, Co ttl e (1976) points out,

in which the fu tur e is c o n s i d e r e d  the most i m p ortant

zone is taken by Kelly who notes:

Behav i o r  is given its c o n s i s t e n c y  by attem p t s  to 
a n t i c i p a t e  events. The p ar ticular  be ha vi or in 
which an i n d i v i d u a l  en gages  p r e s u m a b l y  re flec ts
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the a n t i c i p a t i o n  he has for the future, and his 
a n t i c i p a t i o n s  are e x p ress ed  in his cons t r u c t s  
(in Cottle, 1976, p. 23)

E s s e nt ia lly, Kelly states that the e xperien ce  

of time is f u t u r e - o r i e n t e d .  Time is c o n s t a n t l y  mo vin g 

toward the future, Co ttle (1976) points out, and while 

we may well be e x p e r i e n c i n g  m o m e n t a r y  s e nsati on s or 

r e c a l l i n g  prior se nsa tio ns, our major life activity  

is p r ep aring for the future. This prepar a t i o n  occurs 

through  the acts of a n t i c i p a t i o n  or expect ing. Becau se  

we cannot return  to a prior time th rou gh any effort 

of our own, we must use the present to prepar e for the 

future (Cottle, 1976), p. 23).

Cottle (1976) con c l u d e s  the fo rg oing review of

the r e l ative i m p o r t a n c e  of the past, present, and future

in r e l at io n to persons' behavior, by ar gui ng  that:

. . . to u n d e r s t a n d  o u r  p e r c e p t i o n s  of time, we
must consider  all three time zones equally. We 
all know the e x p e r i e n c e  of r e c a l l i n g  the past, of 
w a t c h i n g  events happ en in the present, and of 
a n t i c i p a i n g  other events in the future. But where 
i n d i v i d u a l s  - and s o cieti es  and cu lture  - differ 
is in the s i g n i f i c a n c e  they a t t r i b u t e  to each of 
the three time zones as they att empt to under s t a n d  
their own pe r c e p t i o n s  of time. . . To suggest,
therefore, that a cu lture  or a person is o r i en ted 
toward the future means only that a great value 
is placed on doing " f u t u r e - o r i e n t e d "  tasks, such 
as saving  mo ney  for the future or even p r ed ic ting  
the future. It does not mean that the cu lture or 
person is tota l l y  u n a f f e c t e d  by r e c o l l e c t i o n s  of 
the past or by e x p e r i e n c e s  in the present. It also 
does not mean that one's r e c o l l e c t i o n s  of the past 
and one's e x p e r i e n c e s  in the present play no part 
in one's e x p e c t a t i o n s  of the future" (pp. 24-25).
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The Impact of Time P e r c e p t i o n  on Beh avior

Time perception, as Stated in Ch ap ter I, is "an 

i n f i n i t e l y  e x t e n d e d  warp upon which the woof of human 

h a p p e n i n g s  is woven" (Hallowell, 1955, P* 227). "All 

our per ceptual, i n t e l l e c t u a l  and e m ot io nal e x p e r i e n c e s 

are i n t e r t w i n e d  wi th time" (Ornstein, 1969, p. 15).

Co ttl e and K l i n e b e r g  (1974) have p r e se nted an 

e s p e c i a l l y  d e t ail ed  a n a l y s i s  of the ". . . p e r s o n ’s

ab ility  to act in the present in the light of his a n t i c i ­

pation of r e l a t i v e l y  distant future e v e nt s. " A c c ord in g 

to them, there are "en ta iled three ce ntral  pr ocesses 

that are un iq u e l y  d e v el oped in human beings:

(1) the p r o d i g i o u s  cap ac i t y  to m a n i p u l a t e  symboli c 

r e p r e s e n t a t i o n s  of re alit y crea te  images of absent 

events and be li ev e in their validity;

(2) the a b i l i t y  to i n t egr at e these s y m bolic r e p r e s e n t a ­

tions into o n g o i n g  pr obl ems  of act io n and meaning, 

being images  of the future into an impli ed con t i n u u m  

with c o n c e p t i o n s  of past and pre sent exp erience;

and

(3) the present e x p e r i e n c i n g  of p l e asure or d i scomfor t 

g e n er ated so lely by these r e p r e s e n t a t i o n s .  . . "

(p. 16).

Thus, human behavior, might be viewed as clos ely 

re lated  to future time perspe ctive , e s p e c i a l l y  the 

pe rso n's a n t i c i p a t o r y  function.
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R abi n (1978), in his study on the r e l a t i o n s h i p

be tween  time p e r c e p t i o n  and the ego, pr ed ic ts a po si tive
*

r e l a t i o n s h i p  of fu ture te mpo ra l o r i e n t a t i o n  to the t e n ­

dency to delay g r a t i f i c a t i o n ;  and a n e g ati ve  r e l a t i o n s h i p  

to i m p u l sivi ty . He i n d i c a t e s  that impuls iv ity, the 

tende n c y  to expr e s s  drive i m m e d i a t e l y  upon arousal, 

is the obve r s e  of delay. Delay i n v ol ve d the c a p aci ty  

for s e l f -co nt rol, p o s t p o n e m e n t  of need g r a t i f i c a t i o n  

and of drive ex pressi on . Rabi n ' s  study co n f i r m e d  the 

hy p o t he ses, sh owing  that t e m p o r a l  e x p e r i e n c e  does i n f l u ­

ence hu man behavior. Rabin (1978) conclu des: "We might 

almost regard  t e m po ra l p e r s p e c t i v e  itself as a p e r s o n ­

ality variab le, as one of the ego's co nst i t u e n t s ,  rather 

than a n y t h i n g  e x t r i n s i c  to which va r i a b l e s  of p e r s o n ­

ality m igh t be r e l at ed" (p. 304).

D e t e r m i n a n t s  of Time P e r c e p t i o n

T r o m m s d o r f f  and La mm (1975), whose e m p ha sis was 

on future ori e n t a t i o n ,  argue that future o r i e n t a t i o n  

(F0) is d e t e r m i n e d  by social le ar n i n g  e x p e r i e n c e  whic h 

p r o bably is not the same for e v e r y o n e  but si milar for 

persons wi th the same life style, backgr ound, tradit io ns, 

values and child re ar i n g  e x p e r i e n c e s  - for pe rsons 

b e l o n g i n g  to the same social groups.

T r o m m s d o r f f  and L amm (1975) point out that social 

va ria bles, such as status  and role, may be used for
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grouping  people into some broad c e t e g o r i e s  whic h take 

into account d i f f e r e n c e s  in co g n i t i v e  develo pm ent, 

learning and m o t i v at ion. Social status partly a c c ounts  

for a specific l e a rning e x p e r i e n c e  a f f e c t i n g  the c o g ­

nitive, e v a l u a t i v e  and a f f e c t i v e  style of a person.

Social roles de t e r m i n e  people's e x p e c t a t i o n s  to some 

degree so that this vari ab le may be used also to predict 

di f f e r e n c e s  in various as pects of FO ( T r o m ms do rff and 

L a m m , 19 75).

In the following, the in f l u e n c e  of low and high 

social class on tempora l o r i e n t a t i o n  will be analyzed; 

in addition, age and sex are to be sel ec ted as bio-socia l 

roles ( T r o m msdorf f and Lamm, 1975) to study their relative 

impact on pe ople's tine orientat ion.

Impact of So cial C l a s s . T r o m m s d o r f f  and Lamm 

(1975) argue that per sons of high social class might 

be assumed to have a better cog n i t i v e  l e a r n i n g  e xper ie nce 

than persons of low social class. They based their 

a s s u m p t i o n  on e v i dence from studies on c o g n i t i v e  a b i l ­

ities of persons from d i f fer en t social status w hic h 

shows that the verbal code, the ab il i t y  for ab str actio n, 

d i f f e r e n t i a t i o n  and l o n g - t e r m  plan n i n g  is better d e v e l o p ­

ed in mi dd le than in low status people.

Several studie s have c o n f i r m e d  the r e l a t i o n s h i p  

of social class to time o r i e n ta ti on. LeS ha n (1952) 

found that c h i l d r e n  from the mi d d l e  class inv ented



37

st ori es co veri ng  a larger period of time than working 

class children. The author as su med that midd le class 

chi ldren  are more or iente d toward distant projec ts than 

wo rk i n g  class children, who are taught not to look for 

dis tant ev ents w hi ch  they pro bably cannot attain. He 

thus e x p la ined the above finding by the c l a s s - r e l a t e d 

s o c i a l i z a t i o n  e x p e r i e n c e  of these children.

S c h neider and L y s g g a r d  (1958) found that middle 

class ch ildre n are more wi ll i n g  than wo rki ng  class 

ch il dr en to pos tp one a reward; they p r efer re d to save 

a larger part of a f i ct it ious winning. This greater 

c a p ac it y of middle  class c h i ldren to delay reward  may 

be a t t r i b u t e d  to their ab il ity to look further into 

the future  than lower class children, and may be r e ­

lated to high a c h i e v e m e n t  m o t i v a t i o n  and the ab ility 

to to ler a t e  f r u s t r a t i o n  (see Mischel, 1974).

A r e l at ion of present social st an ding and time 

o r i e n t a t i o n  was d e m o n s t r a t e d  in T e a ha n' s (1958) finding 

that c h i ldr en  who had more success in school thought 

more about the fu ture and had wider temporal pe r s p e c t i v e 

than c h i l d r e n  at the bott om of the class.

N ow o t n y  (1975) has stated that "the poor have 

less time; they tend to live in the present " (p. 327). 

Lu sc he r (1974) cites the finding s of several studies 

to the ef fec t that lower class child r e n  have a shorter 

time pe r s p e c t i v e  than mi ddl e class children.
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Finally, T r o m m s d o r f f  and Lamm (1975) found that 

pe rs on s from high social class named s i g n i f i c a n t l y  more 

co n c e r n s  (hopes and fears) and had a greater number  

of d i f fe re nt c a t e g o r i e s  of c o n c e r n s  than pe rsons of 

low status. They also  had a more e x t en de d FO than low 

status persons. The author concluded , then, chat the FO 

of better educate d pe rsons is c h a r a c t e r i z e d  by a larger 

number and a greater va riety of concer ns,  and a longer 

time e x t e n s i o n  in the future than is the case for less 

ed u cat ed  persons (Tr o m m s d o r f f  and Lamm, 1975).

Impact of A g e . Based on their a s s u m p t i o n  that 

time o r i e n t a t i o n  is dete r m i n e d  by lea rn i n g  experi ence, 

T r o m m s d o r f f  and L a m m  (1975) argue that the learn in g  

e x p e r i e n c e  of an adult will be gr eater than that of 

an a d o l e scent.  His abi l i t y  to d i f f e r e n t i a t e  and his 

access to i n f o r m a t i o n  will be more de v e l o p e d  than for 

ado l e s c e n t s .  It w ould  be in line with  this assump ti on, 

T r o m m s d o r f f  and Lamm (1975) argue, to expect a more 

c om p l e x  FO for ad u l t s  as c o m pa re d wi th ado lesc en ts.

In their study, T r o m m s d o r f f  and Lamm (1975) found no 

d i f f e r e n c e  in the va rie ty of f u t u r e - r e l a t e d  c o n cerns  

be tw e e n  a d o l e s c e n t s  and adults. However, person s from 

these two age groups dif fered s i g n i f i c a n t l y  in the d i s ­

tr i b u t i o n  of their c o n c e r n s  to speci f i c  c a t e g o r i e s  of 

future  events ( T r o m m s d o r f f  and Lamm, 1975).

In an ot her study by Ca l a b r e s i  and Cohen (1968),
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it was found that the c o r r e l a t i o n  be tween age and time 

perce p t i o n  was "not p rom in ent." However, Le hm an (1967) 

points out that old people tend to turn away from the 

future and to dwell ma i n l y  in the past.

Impact of S e x . T r o m m s d o r f f  and Lam m  (1975) h y ­

po th es ize a di f f e r e n t  cog n i t i v e  o r i e n t a t i o n  toward 

sp ec if ic future even ts for person s of dif fere nt  sex.

They point out that r e s ea rch on s e x - r o l e  learnin g has 

shov/n that s e x- ty ped behavi or  and int e r e s t s  are s o c i a l ­

ized since early chi ld hood. Females, T r o m m s d o r f f  and 

Lamm ar g u e , a r e  more o r i ented  toward s o c i a l - e m o t i o n a l  

(e xpr essive)  b e h a v i o r s  while males are more or iented  

toward i n s t r u m e n t a l  roles. The t r a d i t i o n a l  s o c i a l i z a ­

tion e x p e r i e n c e  dir e c t s  the c o n c e r n s  of females more 

toward f a m i l y - r e l a t e d  problems  and the c o n cerns  of males 

more toward public prob le ms ( T r o m m s d o r f f  and Lamm, 1975).

To test the above hyp ot heses, T r o m m s d o r f f  and 

Lam m (1975) con d u c t e d  a study wh ose re su lts in dicate 

that fe males had a more extende d future time per spe ctive , 

with regard to f a m i l y - r e l a t e d  than to jo b-re l a t e d  c o n ­

cerns. For m al es (with the ex c e p t i o n  of low status 

males who had a more e x t ende d FO with regard to job 

related  concern s), the family and jo b - r e l a t e d  c o n c e r n s  

were viewed with about the same future time ex t e n s i o n  

( T r o m m s d o r f f  and Lamm, 1975).

Cottle (1976), in his p s y c h o l o g i c a l  i n v e s t i g a t i o n
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of perc e i v i n g  time with men and women, co n c l u d e d  that 

"men e x p e r i e n c e  a feeli ng of being d i s e n g a g e d  from the 

present wh ich wo men do not feel. . . W o m e n  tend to

e x p e r i e n c e  im m e d i a t e  g r a t i f i c a t i o n  from their present 

efforts and work, w h e r e a s  men conside r e x p e c t a t i o n  of 

future a c h i e v e m e n t  to be more im p o r t a n t  than persona l 

a c h i e v e m e n t s  e x p e r i e n c e d  in the pr esent" (p. 80).

I n n o v a t i v e n e s s

In the vast m a j o r i t y  of di f f u s i o n  studies, the 

term " i n n o va ti on" has been ap pl ied to hi gh ly unique, 

a d v a n c e d  ideas, often based upon s i g n i f i c a n t  t e c h n o ­

logical ach i e v e m e n t .  However, as mark et r e s e a r c h e r s  

have been drawn into the dif f u s i o n  r e s e a r c h  fold, varying 

d e f i n i t i o n s  have been ap pl i e d  to the term (Ostlund,

1973). "The var ious a p p r o a c h e s  that have been used 

to define a new produc t can be c l a s s i f i e d  as firm o r ­

iented, p r o d u c t - o r i e n t e d ,  m a r k e t - o r i e n t e d ,  and c o n s u m e r -  

or i e n t e d "  (Sc hiff ma n and Kanuk, 1983, p. 502). A firm- 

oriented  a p p r o a c h  c o n s i d e r s  a new product as an yt h i n g  

not p r e v i o u s l y  m a r k e t e d  by the firm (Marcus and Tauber, 

1979). However, this d e f i n i t i o n  fails to re c o g n i z e  

that products new to the firm are not n e c e s s a r i l y  new 

to the consumer.

The p r o d u c t - o r i e n t e d  a p p r o a c h  e m p h a s i z e s  the 

product att ri butes , and how these a t t r i b u t e s  would af-
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feet e s t a b l i s h e d  c o n s u m e r  usage patterns. R o b e r t s o n ’s
*(1967) c l a s s i f i c a t i o n  of new pro ducts into conti nuous, 

d y n a m i c a l l y  continuo us , and d i s c o n t i n u o u s  i n n o v a t i o n s 

is an ex ample of the p r o d u c t - o r i e n t e d  approach. This 

c l a s s i f i c a t i o n  c o n s i d e r s  the extent to which a new 

product is li kely to be d i s r u p t i v e  to the co ns u m e r ' s  

a l r e a d y  e s t a b l i s h e d  be ha v i o r a l  patterns. Wi thi n this 

fram ew ork, R o b e r t s o n  (1967) define the three c a t e g o r i e s  

as follows: (1) a c o n t i n u o u s  i n n o v a t i o n  is a product

that is a mi nor v a r i a t i o n  of e x i s t i n g  products, r e q u i r ­

ing li ttle a d j u s t m e n t  as to the e s t a b l i s h e d  behav i o r a l  

pa t t e r n s  of buyers, (2) a d y n a m i c a l l y  c o n t i n u o u s  i n n o v a ­

tion is a product that has som ewhat di sr u p t i v e  eff ects 

on e s t a b l i s h e d  b e h a v i o r a l  patterns, a l t h o u g h  not r e q u i r ­

ing harsh r e a d j u s t m e n t .  An ex am p l e  is "touch phone," 

and (3) a d i s c o n t i n u o u s  i n n o v a t i o n  is an in nov a t i o n  

that r e p r e s e n t s  a sharp break from the past, r e q u i r i n g  

the e s t a b l i s h m e n t  of new be ha v i o r a l  patterns. E x a mp les  

w ou ld  incl ud e t e l e v i s i o n  and c o m p u t e r s  (Robertson, 1967). 

Os tl u n d  (1973) points out that most new products that 

c o n s u m e r s  e n c o u n t e r  are, by this c l a s s i f ic at ion, either 

c o n t i n u o u s  or d y n a m i c a l l y  c o n t i n u o u s  in novatio ns . In 

fact, as Os tlund  stated, the r e s e a r c h e r  t y p ical ly  has 

d i f f i c u l t y  in l o c a t i n g  even d y n a m i c a l l y  c o n t i n u o u s  i n ­

n o v a t i o n s  for study.

Tne m a r k e t - o r i e n t e d  a p p r o a c h  takes into ac count
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the p r oporti on  of the potential  mar ke t that has p u r c h a s e d  

the product, or ho w long the product has been ava i l a b l e  

in the ma rket (Chaterji, Lansda le,  and Stasch, 1981).

Both of these m a r k e t - o r i e n t e d  d e f i n i t i o n s  are b a s ica ll y  

su bj e c t i v e  becaus e they leave to the r e s e a r c h e r  the 

task of e s t a b l i s h i n g  the degree of sales p ene tr ation  

within which it is a p p r o p r i a t e  to call the product an 

innov a t i o n  of how long a product can be on the ma rk et  

and still be c o n s i d e r e d  "new" (Sc hi ff man and Kanuk,

1983).

The c o n s u m e r  or iented  a p p r o a c h  c o n s i d e r s  any 

product which a c o n s u m e r  p e rc eives as new as a new 

product. That is, "An i n n o v a t i o n  is an idea, practice, 

or object per ceiv ed  as new by the individual.  . . .  It 

is the pe rce ive d or su bj e c t i v e  newn e s s  of the idea for 

the i n d i v i d u a l  that d e t e r m i n e s  his r e a c t i o n  to it. If 

the idea seems new to the individua l,  it is an i n n o v a ­

tion." (Rogers and Shoema ker , 1971, p. 18). One caveat 

is stated by Z a l t m a n  and Stiff (1973) co nc e r n i n g  the 

use of the p e r c e p t i o n  of the i n d i v i d u a l  as a cr i t e r i o n  

for defin in g i n n o v a t i o n s  is that p e r c e p t i o n  will vary 

acc o r d i n g  to the p s y c h o l o g i c a l  state of the in di v i d u a l  

and a c c o r d i n g  to the d i ffere nt  c o n t e x t u a l  s i t u a t i o n s  

for the buyer.

However, Chater ji, Lonsdale, and Stasch, (1981) 

point out that s i n g l e - c r i t e r i o n  a p p r o a c h e s  to def ining
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new products are not very useful. C h a terji et al. (1981) 

cite several re s e a r c h e r s  who co ns i d e r  c o m p o s i t e - c r i t e r i o n  

a p p r o a c h e s  to define innovati ons. For example, Tauber

(1977) ar gues that both the novel a t t r i b u t e s  in a product 

and the context to which beh a v i o r a l  ch an g e s  are re quir ed  

in the co nsu mer are imp ortant. Lawt on  and Paras u r m a n  

(1980) also co nside r both these d i m e n s i o n s  in de fining  new 

product. Henry (1979) inte g r a t e s  the c o n ce pt s of 

att r i b u t e  newness, co nsumer per ception, and the present 

a c t i v i t i e s  of the firm into a c l a s s i f i c a t i o n  of 

i n n o v a t i o n s .

C o n c e p t u a l i z a t i o n  of I n n o v a t i v e n e s s

In n o v a t i v e n e s s  has been the subject of lengthy and 

ext e n s i v e  i n v e s t i g a t i o n  in severa l areas of b e havior al  

sc ien ce and received  great at t e n t i o n  by consumer  

r e s e a r c h e r s  (e.g. Hirschman, 1980; Midgley, 1976; 1977; 

M i d g l e y  and Dowling, 1978; Rober tson, 1971; Rogers, 1983; 

Rogers and Shoemaker, 1971, Schiffman , 1971, 1972, 1973, 

1974). However, there is still a fundam en tal diffi c u l t y  

lies in the defin i t i o n  and m e a s u r e m e n t  of the 

in n o v a t i v e n e s s  construct.

Rogers and Sh o e m a k e r  (1971) define i n n o v a t i v e n e s s  as 

"the degree to wh ich an in di v i d u a l  is re lat i v e l y  earlie r 

in adopting  an i n n o v a t i o n  than other me mb e r s  of his 

system," with an a c c o m p a n y i n g  foo tn ote to the effect  that:



"By r e l a t i v e l y  ear lier is meant in terms of actual time of 

ad opt ion, rather than wh ether the ind ividual perceives  he 

ad op t e d  the i n n o v a t i o n  rela t i v e l y  earlie r than others in 

his system" (p. 27). However, as Midg l e y  and Dowlin g

(1978) observe, "This is essent i a l l y  an op eratio na l 

d e f i n i t i o n  since it is couched di rect ly  in terms of the 

m e a s u r e m e n t  of i n no vative ne ss, viz., the time taken for an 

i n d i v i d u a l  to adopt. It is also hindered, as those authors 

point out, by potentia l m e a s u r e m e n t  error in d et er mining  

when an i n n o v a t i o n  was i n tr oduced into the social system.

However, a conce p t u a l  str ength of the Rogers and 

S h o e m a k e r  (1971) definition, H i r s c h m a n  (1980) points out, 

is its d e p e n d e n c e  on the notion that an i n no vation is "an 

idea, practice, or object percei ved as new by the 

i n d i v i d u a l , "  (p. 19). Al though  there may be large 

v a r i a t i o n s  in the pe rce pti on of product "ne wness" among 

consumers, which co nf ou nd m e a s u r i n g  their roles as 

innovator s,  this d i v ersity of pe rceived novelty, H i r sc hm an  

(1980) argues, is closely tied to the c o g ni tive origins  of 

in no v a t i v e n e s s .

The other major c o n c e p t u a l i z a t i o n  of innovati venes s,  

in a d d i t i o n  to Ro gers and S ho em aker's  (1971), was 

c o n s t r u c t e d  by M i d g l e y  and Dowling (1978) who, after an 

e x t e n s i v e  li te r a t u r e  review, e x p re ssed the notion that 

i n n o v a t i v e n e s s  is "the degree to which an ind ivid ua l is 

re c e p t i v e  to new ideas and makes i nnovati on  decisions
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i n d e p e n d e n t l y  of the co m m u n i c a t e d  e x per ie nce of others"

(p. 236). These wr it e r s  viewed i n n o v a t i v e n e s s  as a 

p e r s o n a l i t y  c o n struct posses sed to a greater or lesser 

degree by all in di vid uals. It is believed to be a 

c o n t i n u o u s  var ia ble nor ma lly d i s t r ib uted wi thi n a

popu l a t i o n  of consum er s and gen er a l i z a b l e  across product
\(Hirschman, 1980). However, as H i rs ch man points out, 

M i d g l e y  and Do wling  put forward no ex pl a n a t i o n s  of the 

causes g e n e r a t i n g  inn ovati ve ness, nor did they discuss why 

some i n d i v i d u a l s  e x hi bi ted more i n n o v a t i v n e s s  than others. 

In this regard, Hi r s c h m a n  (1980) i n dicate s that there is a 

lack conc e r n i n g  the i n v e s t i g a t i o n  of or igins and causes of 

innovat i v e n e s s .  One e x p l a nation  for this lack, Hir s c h m a n  

points out, is that i n n o v a t i v e n e s s  may have been assumed 

co ns ta nt for each individual; that each co nsu mer  is "born" 

with a certain al l o t m e n t  of i n n o v a t i v e n e s s  and this 

person a l i t y  trait rem ains inv ariant over his /her life 

course. "However, given the fact that innovat i v e n e s s ,  has 

been found hi ghl y c o rrel at ed with such var iables as 

e d u c a t i o n a l  attainment , occ u p a t i o n a l  status, and 

urbanizati on . . . it would seem more pla usible  that it is

not a genetic constant, but rather sociall y i nf luence d"  

(Hirschman, 1980), p. 284).

In this study, two types of i n nov at iveness , i.e., 

innate i n n o v a t i v e n e s s  and ac tu a l i z e d  i n no va tivene ss , will 

be consid ered. Innate i n n o v a t i v e n e s s  is defined as a
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p erson al ity trait, i.e., a p r e d i s p o s i t i o n  to act in a 

ce rtain way in regard to i n no va tion adoption, pos s e s s e d  to 

a greater or lesser degree by all me mb e r s  of a society. 

Actu a l i z e d  i n n o v a t i v e n e s s ,  on the other hand, is defined 

in terms of beha v i o r a l  i n t e n t i o n s  to buy new products. It 

will be h y p o t h e s i z e d  that each kind of time o r i e n t a t i o n s  

(i.e., past-, present-, or f u t u r e - o r i e n t a t i o n ) causes a 

d i f fe re nt type of i n n o v a t i v e n e s s .  For instance, a l t h o u g h  

both p r e sent- and fu tu re - orien ted con s u m e r s  migh t be 

i nn ovative , it w ould be expected, as m e n t i o n e d  in Chapter 

I, that present o r i e n t e d  cons umers  will i n n ovate  with 

regard to produc ts  and product c a t e g o r i e s  w hich are of 

i m medi at e g r a t if ication , while f u t u r e - o r i e n t e d  c o n s u m e r s  

would be i n n o v a t i v e  re g a r d i n g  f u t u r e - b e n e f i t  innova tions. 

However, p a s t - o r i e n t e d  cons um ers are ex pec te d to be 

r e s i s t a n c e  to majo r f unc ti onal or d i s c o n t i n u o u s  

in nov atio ns ; and they might be expected  to i n n ovate with 

regard to "m e- too" or con ti n u o u s  innovati ons, w h i c h  are 

similar to the old prod uc ts they favor. (These 

e x p e c t a t i o n s  are made under the a s s u m p t i o n  that there are 

no s i t u a ti onal co nstrain ts , as will be di s c u s s e d  later).

D e t e r m i n a n t s  of I n n o v a t i v e n e s s

There is a d i v e r s i t y  of v a r ia bles which  have been 

in v e s t i g a t e d  in r e l a t i o n  to innova ti v e n e s s .  R o b e r t s o n  

(1971, pp. 100-101); Pizman (1972, pp. 203-209); Engel,
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Kollat, and Blac kw ell (1973, p. 600); Rogers (1983, pp. 

260-261); and S c hiff ma n and Kanuk (1983, p. 526) have 

t a bula te d the results of empirical  studies re lat ing 

co nsu m e r  i n n o v a t i v e n e s s  to socioeconomic , attitudina l, 

pe rsonality , product, communica ti on, and purchase and 

c o n s u m p t i o n  factors. For such factors there are numerous 

studie s s ug gestin g both positive and negative 

r e l a t i o n s h i p s  with i n n o v a t i v e n e s s  and many i n di ca ting no 

r e l a t i o n s h i p  wh ats oev er.

E s s e n t i a l l y  these studie s can be c a t e g o r i z e d  into 

the fol lo wi ng four c a tegor ie s (Keger rei s et a 1., 1970) 

wh ich  will provide the bases for the next part of the 

d i s c u s s i o n .

E c o no mi c Var ia bl es

Ke g e r r e i s  et al. (1970) point out that of the 

e c o no mi c variable, income is the most f r eq ue ntly tested 

c or r e l a t e  of inn ov ati v e n e s s .  Inno va tors among consume r 

(Bell, 1963), among farmers (Rogers and Stanfield, 1968), 

and among phys i c i a n s  (Coleman, Katz, and Menzel, 1966) 

have been found to be earning more, or to possess more 

we a l t h  than either the p opulati on  at large of the later 

adopt ers . K e g e r r i e s  et al. (1979) in dicat e that there is 

also an income compo ne nt in social class that c orrela te s 

p o s i t i v e l y  with i n nov at iveness , as shown in a study of the 

early a d o p t i o n  of a new h o use ho ld app l i a n c e  by Rob ertso n
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(1966). However, as K e g e r r e i s  et al. (1970) points out, 

the c o n s i s t e n c y  of the fi ndings tends to break down both 

as the price of the inno v a t i o n  is less signif i c a n t  in the 

de ci si on and as the product class in volved  is more 

fa miliar to the en tire pop ulation. For example, income is 

likely to be a r e l a t i v e l y  i n s i g n i f i c a n t  factor in the 

de ci si on to adopt a new type of coffee, or a new brand of 

det ergen t ( K egerrei s et al., 1970). Co ns equentl y,  

K e g e r r e i s  et al. (1970) proposed  that c o n s u m e r s  with 

hi ghe r incomes are more likely to be among the earlie st 

a d o p t e r s  of i n n o v a t i o n s  that include so mewhat formal 

de cis i o n  making, that are priced above the tri vial level, 

and that may lead to ch ang es in be hav ior patterns.

K e g e r r e i s  et al. (1970), in their study of the 

ad opt i o n  and dif f u s i o n  of the a u t o m a t i v e  diag nostic  

center, tested the above e x p e c t a t i o n s  that the inno v a t o r s 

wo uld  have higher than average income. The data showed 

that a po sit ive r e l a t i o n s h i p  does clearly exist betwee n 

incom e and i n n o v a t i v e  behavior.

Social Status

Engel and B l a c k w e l l  (1982) state that the social 

status appe a r s  to be po sit i v e l y  relate d to i n n ovati ve ness. 

K e g e r r e i s  et al. (1970) argue that status can be 

a s s o c i a t e d  with i n n o v a t i v e  behavior when status is 

m e a s u r e d  by va r i a b l e s  of income, education, value of home,
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and oc cupation. Howeve r, the most a c c e p t a b l e  single 

variab le,  K e g e r r e i s  et al. point out, for m e a s u r i n g  or 

e s t a b l i s h i n g  status is occ up ation.  Using the Reiss index 

of o c c u p a t i o n  status, Ke g e r r e i s  et al. (1970) found that 

among the earl ie st a d o p t e r s  of a new a u t o m o b i l e  service, 

one in three had an o c c u p a t i o n a l  index hi ghe r than 75.

This is comp ared to a ratio of only one in seven for the 

p o p u l a t i o n  at large (or n o n i n n o v a t o r s ) .  The 75 point 

level of the s o c i o e c o n o m i c  index c o n sis ts  of only the 

highest status p r o f e s s i o n s  such as ar ch itechts , 

scientist s,  lawyers, doctors, engineer s, auditors, and top 

m a n a g e m e n t  positions.

Also, Moore (1968) found that i n n o v a t o r s  of color 

t e l e v i s i o n  sets d i s pl ay ed hi gher family in come and 

r e l a t i v e l y  high e d u c a t i o n  and o c c u p a t i o n a l  status by the 

husband, high v a l uation of re sid enc e, and own e r s h i p  of 

other e n t e r t a i n m e n t  a ppl ia nces. A similar socio e c o n o m i c 

profile was found by R o b e r t s o n  (1967) for "touch tone" 

t el e p h o n e  a d o pte rs  and by Boone (1970) for a d o pters of 

c o m m u n i t y  an tenna t e l e v i s i o n  syst em  service.

C o m m u n i c a t i o n s

In the co nt ex t of d i f f u s i o n  of innovations , 

c o m m u n i c a t i o n s  is d e s c r i p t i v e  of the process by which 

c o n s u m e r s  acquire and d i s s e m i n a t e  in f o r m a t i o n  about 

i n n o v a t i o n s  ( Ke gerreis  et al. 1970). C o m m u n i c a t i o n s
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o b v i o u s l y  vary in their influence  upon the receiver. 

Pe r son al  sources have long been reg arded as more 

i n f l u e n c i a l  than i m p e r s o n a l  sources (see, for example, 

Rogers, 1983). In the broa dest way, Cox (1963) has 

d i s t i n g u i s h e d  amon g sou rces at these levels: 

m a r k e t e r - d o m i n a t e d ,  co n s u m e r - d o m i n a t e d ,  and neutral. 

Presuma bl y, be cau se  of the obviou s bias, c o n su mers would 

consider  m a r k e t e r - d o m i n a t e d  sources to be least 

pe rsu asive. However, in some cases, these may offer a 

variety of kinds of i n f o r mation  about the innovation, 

among w hi ch  might well be techni cal data whic h could have 

a ne ut ral polari ty  for the cons umer (K egerreis et al., 

1970).

I n t r a g r o u p  c o m m u n i c a t i o n s  exert c o n s i d e r a b l e  

inf l u e n c e  upon their members, de p e n d i n g  upon the 

p s y c h o l o g i c a l  profil of the individual, the nature of the 

product, the v i s i b i l i t y  in vol ved and other variable s 

( K eger re is et al., 1970). E x a mples are studie s by 

V e n k a t e s o n  (1966) and by St affor d (1966). Both these 

re s e a r c h  pr ojects used labo ra tory situation, com plete with 

naive subjects, art i f i c a l  group pressures, and co n f e d e r a t e  

(this will be dis c u s s e d  later in detail when discu s s i n g  

the si t u a t i o n a l  c o n s tr ai nts). Both r e s e a r c h e r s  found 

d i s tinct influe nce. Similarly, Myer s (1966) ar rived  at 

the same c o n c l u s i o n  when he studied in another s i t u a tio na l 

scenario  the va ry in g eff ects of o f f er in g a new product to
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su bjects by means of a r e co gnized leader, and a 

no n-leader . Ro b e r t s o n  (1967) h y p o t h e s i z e d  that the 

in fl ue nce of an i n d i v i d u a l  depends upon his being 

r e co gnized  as an opin i o n  leader, a status dep en dent upon 

his re fle c t i o n  of group norms.

In many cases, the first k n o wledge  of c o mmer ci al 

i n n o v a t i o n s  come to c o ns umers by way of m a r k e t e r - d o m i n a t e d  

media. The Rogers and Sta nfield  (1968) s y sth es is shows 

that mass media e x p osure and contact with "change 

age ncies " were both i m p o r t a n t l y  a s s o c i a t e d  with 

i n n o v a t ivene ss . S u b s e q u e n t  imputs of i n f o r m a t i o n  appear 

to change (as to origin) as the ado pt i o n  pro cess proceeds 

from aw a r e n e s s  to i n t er es t then to evalu a t i o n  and to trial 

(Rogers and Shoemaker, 1971). K e g e r r e i s  et al. (1970), 

in their study of early users of the first a u t o m o b i l e 

d ia g n o s t i c  center, found that mass - m e d i a  sources 

(ma ga zine s and radio public ity) were most i m po rt ant for 

di s s e m i n a t i n g  general k n o wled ge  about such serv ic es and 

a w a r e n e s s  of the specific  service offered in the city. 

However, early users' final pretrial i n f o r m a t i o n  itras drawn 

primarily  from i n f o r m a t i o n  d i s c u ssions  with personal  

sources. Similarly, Engel et al. (1966) found a d v e r t i s i n g  

to be e f fect iv e at the aw a r e n e s s  stage for new drug 

p r o d u c t s .

The impo r t a n c e  of w o r d - o f - m o u t h  in i n f l u e n c i n g  a 

buyer's de cis ion to adopt an i nnovat io n is well
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documente d.  for ex am p l e  Di tcher (1966) re po r t e d  that the 

power of w o r d - o f - m o u t h  c o m m u n i c a t i o n  lies in the spe ak er 's  

lack of se lfi sh  in t e rest. Also, Ke g e r r e i s  et al. (1970), 

in their study r e f e r r e d  to above, asked the re s p o n d e n t s 

what they had learn ed  about the inno v a t i o n  that made them 

want to try it and what was the source of this influence. 

The data showed that when person al co nta ct with the seller 

is included, w o r d - o f - m o u t h  source s c o n s t i t u t e  almost 60 

percent of the i n f l u e n c e  on those innov a t i v e  a d o pte rs  of 

this se rv ic e who r e m e m b e r e d  wh ere they had heard the 

i n f l u e n t i a l  st a t e m e n t  (Keg erreis et al., 1970).

P r o d u c t - R e l a t e d  V a r i a b l e s

Prod u c t  rela t e d  v a r i a b l e s  enc o m p a s s  two types of 

va r i a b l e s  w hich i n f l u e n c e  i n n o v a t ive ne ss: (1) the extent

of " n ew sess" of a product, and (2) product 

c h a r a c t e r i s t i c s .

In terms of "newne ss" , i n n o v a t i o n s  are classified, 

as in d i c a t e d  earlier, into co nti nuo us; d y n a m i c a l l y  

co n t i n u o u s  and d i s c o n t i n o u s  (Robertson, 1967). Another 

c l a s s i f i c a t i o n  d e v e l o p s  two classes of new product: 

str a t e g i c  in novati on s, i n v o l v i n g  little change  for either 

the firm or the consum er; and, f uncti on al innova tio ns, 

o f f e r i n g  ob vious a d v a n t a g e s  such as air co ndition in g, or 

a u t o m a t i c  d i s h w a s h e r s  (Bell, 1963).

The q u e stio n remain s wh ether c o n su me r who exhibi t
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c o n s i s t e n t  i n n o v a t i v e  be havior in r e l at io n to "low-leve l 

product n e w ne ss " (e.g., new brand of razor blade, new 

• d e t e r g e n t , a n d  the like) will also exhibit similar 

i n n o v a t i v e n e s s  for higher level in no va t i o n s  like the 

el ect r i c  car, and p h o n o v i s i o n  shopping (K egerreis et al., 

1970). D o n n e l l y  and Etze l ' s  (1973) study of the 

r e l a t i o n s h i p  be twe en the early trial and product ne wness  

s u g ge st s that the degr ee of ne wness  of a product is a major 

factor in d e t e r m i n i n g  who tries it. Similarly, K e gerreis  

et al. (1970), in their study of the a d o ption and diffusion 

of the a u t o m a t i v e  d i a g n o s t i c  center (as a func tional  

in n o v a t i o n ) ,  asked the a d o p t e r s  of this i n n o v a t i o n  to 

re sp o n d  to q u e s t i o n s  about their be ha vi or in rel at ion to 

l o w e r - l e v e l  newness. Their an sw ers led to the concl u s i o n  

that there must be d i f fe rent sets of inno v a t o r s  and/or 

d if f e r e n t  i n f l u e n c e  upon i n n o v a t o r s  at variou s levels of 

pr odu ct im pact ( K e g e r r e i s  et al., 1970)

In re gard to product cha ra c t e r i s t i c s ,  Os tl und (1973,

1974) stated  that produc t c h a r a c t e r i s t i c s  are vital in the 

p r e d i c t i o n  of i n n o v a t i v e n e s s .  Ro ger s and Sho emak er  (1971) 

have i d e n t i f i e d  five product c h a r a c t e r i s t i c s  that seem to 

inf l u e n c e  co nsumers' a c c e p t a n c e  of new products: (1)

r e l ative a d v a n t a g e  - the degree to which the i n n o v a t i o n  is 

pe r c e i v e d  as su pe r i o r  to exist i n g  substitute s, (2) 

c o m p a t i b i l i t y  - the degree to which a new product is 

p e rcei ve d as c o n s i s t e n t  with the exis ti ng values, past
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experience, and needs of po ten tia l adopters. An i n n o v a ­

tion can be c o m p a t i b l e  or i n c o m p a t i b l e  with socioc u l t u r a l  

values and beliefs, with p r eviousl y intro d u c e d  ideas, or 

with client needs for innovaton, (3) c o m p l e x i t y  - the 

degree to whcih an inn ov at on is pe rceived as rel a t i v l y 

d i ffic ul t to u n d e r s t a n d  and use, (4) t r i a l a b i l i t y  - the 

degree to which an in nov a t i o n  may be e x p e r i e m e n t e d  with on 

a limited basis, and (5) o b s e r v a b i l i t y  - the degree to 

which the resul ts of an innov a t i o n  are vi sib le to others 

(Rogers and Shoemaker, 1971).

Rogers (1983) cites r e s earch  ev id ence which shows a 

si g n i f i c a n t  r e l a t i o n s h i p  between these a t t r i b u t e s  of i n ­

n ov a t i o n s  and their rate of a d o p t i o n . The str onges t s u p ­

port was ge n e r a l l y  found for the a t t r i b u t e  di me n s i o n s  of 

relative  advant age, c o m p a t i b i l i t y ,and complexity , with some­

what we aker suppor t for the e x i s t e n c e  of t r i a l a b i l i t y  and 

o bs er va b i l i t y .  Also, Os tlund (1974) found that perceive d 

i n n o v a t i o n  a t t r i b u t e s  are very e f f e c t i v e  p re dictor s of 

i nn o v a t i v e n e s s .  K e g e r r e i s  et al.(1970) select two i n n o v a t i o n  

at tributes , r e l a t i v e  ad v a n t a g e  and fulfil l m e n t  of felt 

needs, to i n v e s t i g a t e  in their study of the a u t o m o t i v e  d i ­

ag nos t i c  center, r e f e r r e d  to ea rlier  . The au thors defined 

r e l a t i v e  a d v a n t a g e  as a co m p o s i t e  of the most f re quently  

stated re asons for trying the new servic e such the innovation 

to be more complete, more s c i e n t i f i c  or accurate, and b e t ­

ter than regular mecha nics.  The results showed that these
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r e s ponses a c c o u n t e d  for 76 percen t of the group. In the 

f u l f i l l m e n t  of need catego ry, a si m i l a r l y  practi ca l set of 

an swers  was obtaine d.  P e r f o r m a n c e  problems, safe ty 

concern, c o m p l e t e n e s s  of the diagnosis, and dec ision 

inputs  - these four r a t io na l c o n s i d e r a t i o n s  co m p r i s e d  81 

percent of the re as o n s  give (Keg erreis  et al., 1970).

In summary, as K e g e r r e i s  et al. (1970) concluded, 

"newness is not enough. The first ado pt e r s  of 

i n n o v atio ns . . . simply do not re sp on d to ne wnes s alone.

These i n n o v a t o r s  are eager to learn about new pro ducts and 

s e r v i c e s  that may help to re so lve some of their 

d i s s a t i s f a c t i o n .  In order to be successfu l, m a r k e t e r s  of 

i n n o v a t i o n s  must sh o w  that their new pr oduct has a clear 

ad v a n t a g e  over e x i s t i n g  c o n sumer choices, and that it 

fulfi l l s  an i d e n t i f i a b l e  need" ( Ke gerreis  et al., 1970, p. 

686) .

Time P e r c e p t i o n ,  I n n o v a t iv eness,  

and Si t u a t i o n a l  C o n s t r a i n t

The gene ral h y p o t h e s i s  of this study is that time 

p e r c e p t i o n  has s i g n i f i c a n t  impact on inno v a t i v e n e s s .  More 

s p e c if ic ally, it shall be p r ed ic ted that (1) 

p r e s e n t - o r i e n t e d  c o n s u m e r s  wo uld  be int r i g u e d  by 

in n o v a t i o n s  w hi ch  are of cu rre nt c o n s u m p t i o n  and benefits,

i.e., of i m m e d i a t e  gra ti fi c a t i o n ;  (2) f u t u r e - o r i e n t e d  

c o n s u m e r s  would favor i n n o v a t i o n s  w hich are of future
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ben efits  and utility, i.e., inn ov a t i o n s  of delayed 

gr atifi c a t i o n ,  and (3) p a s t - o r i e n t e d  cons um ers w oul d be 

r e s i s t a n c e  to i n n o v a t i o n s  in general, p a r t i c u l a r l y  true 

i n n o v a t i o n s  (i.e., d i s c o n t i n u o u s  i n n o v a t i o n s  or even 

d y n a m i c a l l y  c o n t i n u o u s  in no vations ).  However, they might 

ad opt  "me-to o" product s (i.e., c o n t i n u o u s  in no vation s)  

wh ich  are si milar to the old products they favor.

Howev er,  if s i t u a t i o n a l  c o n s t r a i n t s  exist, the above 

p r ed icted in f l u e n c e  of time p e rcep ti on on i n no vative 

b e h av io r might not work, as behavior, as it was indicate d 

in Ch ap t e r  I, has been found to be a funct io n of the 

i n t e r a c t i o n  of person and s i t uation  (Bowers, 1973; M o n s o n , 

Hesley, and Cherni ck, 1982).

In the fol l o w i n g  section, the r e l a t i o n s h i p  of time 

p e r c e p t i o n  to i n n o v a t i v e n e s s  will be discussed, and the 

impact of s i t u a t i o n a l  c o n s t r a i n t s  on this r e l a t i o n s h i p  is 

to be presented.

The I n t e r a c t i o n  of Situa tion, Time Pe rce ption , and 

I n n o v a t i v e n e s s

"The pr ovi so that 'it depend s upon situation' is a 

g ene ral a c k n o w l e d g e m e n t  of the e x p ected co ns o n a n c e  of 

be h avi or  and the s e t tings  in whic h it takes place. The 

c o n su mer ma king this q u a l i f i c a t i o n  may expect both 

p u r ch as e and c o n s u m p t i o n  s i tuatio n to exert an i n fluence  

on his de ci si on m a k i n g "  (Belck, 1974). The direct
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i nf l u e n c e  of c o n s u m p t i o n  s i t u a t i o n s  on co ns um er beha vi or
#•

are i n c r e a s i n g l y  being e x a mined  in be ha v i o r a l  r e s e a r c h 

since i nd ividu al  c o n sumer and ch oic e object 

c h a r a c t e r i s t i c s  fail to c o n s i s t e n t l y  expla in  choice 

behavio r (Bearden and Wood side, 1978). Fe nn ell (1978) 

points out that the c o n d i t i o n s  that lead co n s u m e r s  to want 

specifi c product b e n ef it s are found in as pe cts of both 

their p e r s o n a l i t y  and their life situa tion. She adds: "in 

re cent years, the p s y c h o l o g i c a l  l i t e r a t u r e  i n c r e a s i n g l y  

r epo rts d i s s a t i s f a c t i o n  with the ab il i t y  of pe rsonal 

v ar i a b l e s  such as traits and g e n eral ly  stated a t t i t u d e s  to 

predict behavior, and it st re s s e s  the dual in f l u e n c e  on 

be hav ior of person and e n v i r o n m e n t  fac to rs" (Fennell,

1978, p. 39).

C on se q u e n t l y ,  the study of time percep tion, as a 

p erson al it y trait, to predict i n n o v a t i v e n e s s  ent ai ls the 

c o n s i d e r a t i o n  of s i t u a t i o n a l  effects.

On the basis of his study of ge n e r a l i z e d

i n n ov at iv eness , Su mmer s (1971) suggests.

. . . i n n o v a t i v e n e s s  may be a fu nction of si t u a t i o n a l
varia ble s. . . and b e h a v i o r a l  co n s i d e r a t i o n .  It may
be that si t u a t i o n a l  factors  are un ique to sp eci fic  
pro ducts  and product c a t e g o r i e s  and serve to co n s t r a i n 
the i n d i v i d u a l ' s  i n n o v a t i v e n e s s  to p a rt icular  areas, 
while his beh av i o r a l  (so ciol ogical , p s y cho lo gical, 
etc.) ma ke - u p  i n f l u e n c e s  his basic te nd en cy to 
inn ovate  (p. 316).

It is obvious, then, from S u m m e r s ’ c o n c l u s i o n  that 

i n n o v a t i v e n e s s  is a fu nctio n of two broad c a t e g o r i e s  of
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variables: soc io l o g i c a l ,  p s y c h o l o g i c a l  and other 

b e h a v i o r a l  co n s i d e r a t i o n ;  and s i t u a tiona l factors. 

C o n s e q u e n t l y ,  an i n d i v i d u a l ’s time per ception, as a 

p s y c h o l o g i c a l  d i m e n s i o n  of his make-up, might predict his 

i n n o v a t i v e n e s s  in general. However, si t u a t i o n a l  ef fects 

may operat e to c o n s t r a i n  the i n d i v i d u a l ' s  in n o v a t i v e n e s s  

to p a r t i c u l a r  areas.

T r o m m s d o r f f  and La mm (1975) explain how  future 

or i e n ta tion, behavior, and s i tuati on  interact: "Deci si on 

ma ki ng  and b e h avior  partly depend on a pe rson's be lie f in 

his own a b i l i t i e s  to ma ster the future or, a l t ernat iv ely, 

his a t t r i b u t i o n  of out co mes to other forces, and on his 

ad e q u a t e  c o g n i t i v e  s t r u c t u r i n g  of present and future. 

Pr es e n t  d e c i s i o n s  are us ually made on the basis of future 

outcome. On the other hand, the present sit u a t i o n  and 

past e x p e r i e n c e  d e t e r m i n e  the setting of goals and the 

e v a l u a t i o n  of p o s sible  future events. The kind of future 

events w h i c h  peop le expect  to occur, peo pl e's judgment  of 

these events, and the people' s choice can often be 

e x t r a p o l a t e d  from the present s i tuati on " T r o m m s d o r f f  and 

Lamm, 1975, pp. 348-349).

Thus, an i n d i v i d u a l ' s  innov a t i v e  behavior, as a part 

of his behavior, and the a d o ption  of inn ovat io ns, as a 

de c isi on  mak i n g  process, are fu nctions of one's time 

o r i e n t a t i o n  and s i t u a t i o n a l  factors.

As to the d i r e c t i o n  of the i n fl uence of time
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o r i e n t a t i o n  on i n n o v a t i v e n e s s ,  McG u i r e  (1977) suggests:

. . . one's a s p i r a t i o n s  and acti o n s  as a c o n sum er  are
grea t l y  a f f e c t e d  by the extent to w hich one is bound 
by the past and by o n e ’s view of the future. Such 
p s y c h o l o g i c a l  rea l i t i e s  as to l e r a n c e  for de lay of 
gratifi c a t i o n ,  with its att e n d a n t  w i l l i n g n e s s  to 
invest in the future rather than in present 
co ns um ption,  are greatly i n f l u e n c e d  by the extent of 
one's t i m e - b i n d i n g  and o n e ’s view reg a r d i n g  the 
future. Again, wh ether  one is s a t is fied with  one's 
old, a c c u s t o m e d  foods, housing, cars, furniture, etc., 
or wh et h e r  one seeks s o me th ing new de pends on one's 
v iew  of w h e t h e r  the old days were better  or wo rse than 
the pre sent and on one's perc ep tion of what the future 
hold (p. 321).

This q u o t a t i o n  by M c G u i r e  (1977) sugges ts  the 

f o l l o w i n g :

1. Future o r i e n t a t i o n  inf l u e n c e s  c o n s u m e r ' s  behav ior 

( in cl u d i n g  i n n o v a t i v e  behavior) d i f f e r e n t l y  from past 

o r i e n tati on .

2. The w i l l i n g n e s s  to delay g r a tific at ion, and to 

invest in the fu tu re rather than in pr esent  c o n s u m p t i o n  is 

a f u n ction of fu ture or ie ntatio n.

3. Se ek i n g  out novel things (i.e., i n n o va tions) is 

also a fun ct i o n  of future  or ientation.

A. S a t i s f a c t i o n  with one's old is a c o n s e q u e n c e  of 

past ori entat io n.

H y p o t h e s e s

The above a r g u m e n t  by McGu i r e  (1977) that ". . . 

w h e t h e r  one is s a t i s f i e d  with one's old. . . or wh ether

one seeks s o m e t h i n g  new de pends on one's view of wh ether 

the old days were better or worse than the presen t and on
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one's p e r c e p t i o n  of what the future holds" (p. 321) 

i mp lies that time o r i e n t a t i o n  i n f l u e n c e s  the c o n s u m e r ' s  

i nn o v a t i v e n e s s ,  i.e., his wi l l i n g n e s s  to buy new products, 

dep endin g upon wh et h e r  the consumer is p a s t - o r i e n t e d  or 

f u t u r e - o r i e n t e d .  Settle and Alreck (1977) found that 

p a s t - o r i e n t e d  persons see pa st - p r o d u c t  qualit y as superior 

to t o d a y - p r o d u c t  quality; wh ereas f u t u r e - o r i e n t e d  persons 

ag ree d that produc t qu ality  improv es  over time. Also, 

Settle, Alreck, and G l a s h e e n  (1977), in their study of 

w he t h e r  time o r i e n t a t i o n  is in di c a t i v e  of a par ti c u l a r  

life style pattern, as r e v ea le d by the activ it ies, 

inter est s, and opinions, found that future  o r i e n t a t i o n  is 

p o s i t i v e l y  and s i g n i f i c a n t l y  c o r r e l a t e d  with in nov a t i v e  

b e h av ior as m e a s u r e d  by AI0. More specif ically , 

f u t u r e - o r i e n t e d  per sons were found to be innov ati ve.

Thus, it is h y p o t h e s i z e d  that:

HI: F u t u r e - o r i e n t e d  c o ns umers are more likel y to be 
i n n o v a t i v e  in c o m p a r i s o n  with p a s t - o r i e n t e d  
c o n s u m e r s .

As to how the i n n o v a t i v e n e s s  of past-, present-, and 

f u t u r e - o r i e n t e d  c o n s u m e r s  is different, Ju st er (1978) 

su ggest s that " v i r t u a l l y  e v e r y t h i n g  people do, and 

v i r t u a l l y  every pr odu ct or service they buy, can be 

c h a r a c t e r i z e d  as an in ve s t m e n t  in some future benef it " (p. 

6). It is be lieved that the i nvestm en t of time "will tend 

to be gr ea ter if people are more far si ght ed  

( f u t u r e - o r i e n t e d )  in terms of their re la t i v e  e v a l u a t i o n  of



61

present vs. future benefits. . . people who place a great

deal of value on the present and little  value on the 

future are likely to invest less than people who weight  

the future more h e a v i l y "  (Juster, 1978, p. 10). An 

implied s u g g e s t i o n  here is that time may will be percei ved 

and valued d i f f e r e n t l y  de p e n d i n g  on wh et h e r  the activity  

is felt to be one of only current  con su mption,  or rather 

one of i n v e s t m e n t  in some future goal (Hawes, 1979). More

sp e c ifical ly , fu ture o r i ented  con s u m e r s  would be prone to

i n n o v a t i o n s  w h i c h  are of future  benefits, wh er e a s  present 

or ie nt ed c o n s u m e r s  would favor i n n o v a t i o n s  which are of 

cu rr en t con s u m p t i o n .  In this regard, T r o m m s d o r f f  and Lamm 

(1975) point out that: "An i m p ortant  b e h a v i o r a l  aspect of 

F0 [future o r i e n t a t i o n ]  is a pe rso n's choice  between 

i m m e d i a t e l y  r e w a r d i n g  vs. later r e w a r d i n g  events. A 

person's a b i l i t y  to p o s tpon e im m e d i a t e  smaller re wards in 

ex c han ge  for later larger re war ds  may be p r edict ed  from 

the c o g n i t i v e  and e v a l u a t i v e  c h a r a c t e r  of his F0" (p.

349). Hence, it is h y p o t h e s i z e d  that:

H 2 : F u t u r e - o r i e n t e d  con s u m e r s  are more likely than 
past-, and present-, o r i e n t e d  c o n s u m e r s  to be 
w i l l i n g  to delay g r a t i f i c a t i o n  over s u b s t anti al  
periods of time.

: F u t u r e - o r i e n t e d  con s u m e r s  are more likely than 
p r e s e n t - o r i e n t e d  c o n s u m e r s  to be will i n g  to buy 
i n n o v a t i o n s  which are of future ben efits and 
delayed  g r a ti ficatio n.

There is some e v i de nc e wh ich pr ov ides su pport to the 

above pr ediction. Rabin (1978) found that future
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or i e n t a t i o n  is p o s i t i v e l y  and s i g n i f i c a n t l y  re lated to 

delay gr a t i f i c a t i o n ;  and n e g a t i v e l y  related to 

im pul sivi ty . Also, Settle, Alreck, and Belch (1981) found 

that m e a s u r e s  of future o r i e n t a t i o n  and w i l l i n g n e s s  to 

delay g r a t i f i c a t i o n  were s i g n i f i c a n t l y  correlated.

In ad dition, the findin gs  of D a l r y m p l e  et al.'s 

(1971) study of the c o n s u m p t i o n  be ha vi or ac ross ethnic 

groups are sup po rtive.  The re su lts p r esented  in Table 2 

(p. 59), in their study, on the i n n o v a t i v e n e s s  of three 

ethnic groups: Japanese, Black, and White, with regard to 

three product cat eg ories:  applianc es , food, and clo th ing 

in di ca te that (1) white co n s u m e r s  are more i n n o v a t i v e  than 

blacks  c o n c e r n i n g  applianc es , and (2) blacks are more 

i n n o v a t i v e  than w h i t e s  in regard to clothing.

Ta k i n g  these re su lts in c o n s i d e r a t i o n  along with the 

ev id en ce that bl acks are most li kel y to be present 

or ie nt ed and wh i t e s  are most likely to be future oriented 

(Lager and Zw erling, 1980; Nowotny, 1975), it can be 

c o n c l u d e d  that time o r i e n t a t i o n  i n f l u e n c e s  the type of 

i n n o v a t i o n  pr e f e r r e d  (c u r r e n t - c o n s u m p t i o n  vs. future 

b e n e f i t - i n n o v a t i o n s ) . That is, blacks (who are 

p r e s e n t - o r i e n t e d )  are more inno v a t i v e  in regard  to new 

pr oducts wh ich  are of i m me di at e g r a t i f i c a t i o n  such as 

clothi ng,  w h e r e a s  white c o ns umers (who are most likely to 

be future o r iente d)  are found to be more innov a t i v e 

c o n c e r n i n g  a p p l i a n c e  in n o v a t i o n s  which  are r e l a t i v e l y  of
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l o ng-t er m benefits.
*>

Based on the above discussion, the follo wing 

h yp ot h e s i s  is developed:

H^: P r e s e n t - o r i e n t e d  c o ns umers are more likely than 
future o r i e n t e d  c o ns umers  to favor in no va t i o n s  
which are of cu rre nt c o n s u m p t i o n  and benefits.

M cG u i r e  (1975) argues, as in d i c a t e d  earlier, that 

one's rel at ive e v a l u a t i o n  of the past, present, and future 

effects whet her one is s a tisfie d with the old and familiar 

or seeks newnes s and novelty. Settle and Alreck (1977) 

found that p a s t - o r i e n t e d  people see pas t - p r o d u c t  quality 

as superior  to t o d a y - p r o d u c t  quality. Based on this 

rationale, it is h y p o t h e s i z e d  that:

H,-: P a s t - o r i e n t e d  con s u m e r s  are more likely than both 
present-, and f u t u r e - o r i e n t e d  c o n sumers  to buy 
"me-too" pr oduct s which are si mi lar to the old 
pr odu cts they favor.

This last h y p o t h e s i s  also re fle c t s  M i d g l e y  and 

Dow l i n g ' s  (1978) a s s u m p t i o n  that "all me mb e r s  of so ciety 

possess a greater or lesser degree of i n n o v a t i v e n e s s "  (p. 

235), and H i r s c h m a n ' s  (1980) arg ument that "every co nsume r 

is, to some extent, an inno v a t o r "  (p. 283). Thus, 

pa st - o r i e n t e d  c o n s u m e r s  can be consid ere d, to some 

extent, innovat ors, whose i n n o v a t i v e n e s s  might be 

ref l e c t e d  in buying "me-too" produc ts (i.e., c o n t i n u o u s  

i n n o v a t i o n s ) . Bu y i n g  "me-too" pr oducts is, more or less, 

cons i s t e n t  with their positiv e a t t i t u d e s  toward old 

products, and wi th their ne ga ti ve at t i t u d e s  toward
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discontinuous innovations.

The C o n s i d e r a t i o n  of S i t u a t i o n a l  Co n s t r a i n t s

The above h y p o t h e s e s  have ass u m e d  that e v e r y t h i n g  is 

equal. However, t y p i c a l l y  there are si t u a t i o n a l  

c o n s t r a i n t s  which mi ght s t r on gl y af fect the r e l a t i o n s h i p  

b etw een time p e r c e p t i o n  and i n n o v a t i v e n s s . La vi d g e  (1966) 

ar gue s that many b u y e r s ’ beh a v i o r s  may be enacted only 

under specif ic c o n d i t i o n s  and n e c e s s i t a t e  si t u a t i o n a l  

i n v e s t i g a t i o n s  of i n t r a - i n d i v i d u a l  variab il ity. Also, 

Engel, Kollat, and B l a c k w e l l  (1969) urged that both 

i ndivi du al  and s i t u a t i o n a l  fa ctors must be c o n s i d e r e d  in 

order to ex plain  c o n s u m e r  choices. Howeve r, the primary 

obs tacle  has been the a b s e n c e  of an a d e q u a t e  c o n c e p t i o n  of 

the var iabl es  which c o m p r i s e  a s i t u a t i o n  (Belck, 1975).

It is the purpo se of the fo l l o w i n g  d i s c u s s i o n  is to 

c o n c e p t u a l i z e  a s i t u a t i o n  and to define  the a p p r o p r i a t e  

s it ua t i o n s  that shall be c o n s i d e r e d  in this study.

Belk (1974) has de fine d a co nsu m e r  sit u a t i o n  as 

"c o m p r i s i n g  all those fa ct or s part i c u l a r  to a time and 

place of o b s e r v a t i o n  w hi ch  do not follo w from a k n o wl ed ge 

of person al ( i n t r a - i n d i v i d u a l )  and s t i mulus (choice 

a lt e r n a t i v e )  a t t r i b u t e s  and which have a d e m o n s t r a b l e  and 

s ys te m a t i c  effect on cu rrent b e h av io r" (p. 158). The 

g rea test problem in o p e r a t i o n a l i z i n g  this 

c on ce p t u a l i z a t i o n ,  Belk (1975) points out, lies
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in de fin in g "all those factor s."

Belk (1975) points out that several a t t e m p t s  have 

been made to de vel op  c o m p r e h e n s i v e  t a x o n o m i e s  of 

si t u a t i o n a l  c h a r a c t e r i s t i c s .  Havin g r e v ie wed those 

ta xonomies,  Belk (1975) co n c l u d e d  that they fall short of 

s a t i s f y i n g  the a bo ve  c o n c e p t u a l i z a t i o n  of a sit uation. 

C on se q u e n t l y ,  by s e l e c t i v e l y  c o m b i n i n g  fe at ures sug gested 

in the various ta xon omies , Belk (1975) offers a skeletal 

n ot io n of what is meant by "all those fa ctors." The 

f o l lo wing five groups of s i t u a t i o n a l  c h a r a c t e r i s t i c s  

re p r e s e n t  the ge ne ral fea tures from these ta xo n o m i e s  which 

are cons i s t e n t  wit h  the above d e f i n i t i o n  of s i tua ti on by 

Belk (1975).

1. P h y s i c a l  s u r r o u n d i n g s  are the most readil y 
ap par e n t  f e a tures of a si tua tion.  These featur es 
in clude  g e o g r a p h i c a l  and s i t u a t i o n a l  location, 
decor, sounds, aromas, lighting, weather, and 
v is ible c o n f i g u r a t i o n  of m e r c h a n d i s e  or other 
m a t e r i a l  s u r r o u n d i n g  the s t i mu lus object.

2. So cial s u r r o u n d i n g s  pr ovi de addi t i o n a l  
depth to a d e s c r i p t i o n  of a situat ion. Other 
pe rso ns present, their c h a r a c t e r i s t i c s ,  their 
a p p ar ent roles, and i n t e r p e r s o n a l  i n t e r a c t i o n s 
o c c u r r i n g  are po t e n t i a l l y  r e l evan t examples.

3. T e m p o r a l  pe r s p e c t i v e  is a di m e n s i o n  of 
s i t u a t i o n s  w hi ch  may be spe c i f i e d  in units rangin g 
from time of day to season of the year. Time may 
also be m e a s u r e d  relat i v e  to some past or future 
event for the s i t u a t i o n a l  partic ip ant. This allows 
c o n c e p t i o n s  such as time since last purchase, time 
since or until meals or payday, and time c o n s t r a i n t s  
i mp osed by prior or standin g com mit me nts.

4. Ta s k  d e f i n i t i o n  featur es  of a s i tu at ion 
i nc lude an intent or r e q u i r e m e n t  to select, shop 
for, or ob ta in i n f o r m a t i o n  about a genera l or
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specific  purchase. In addition, task may reflect  
di f f e r e n t  buyers and user roles a n t i c i p a t e d  by the 
indiv id ual. For instance, a person s h o pping for a 
small a p p l i a n c e  as a wedd i n g  gift for a friend is in 
a d i ff erent s i t u a t i o n  than he would be in sh opping 
for a small a p p l i a n c e  for persona l use.

5. A n t e c e d e n t  states make up a final group of 
features  w hich c h a r a c t e r i z e  a situation. These are 
mo m e n t a r y  mo ods (such as acute anxiety, 
pl e a santne ss , ho sti lit y, and excitat io n) or 
m o m e n t a r y  c o n d i t i o n s  (such as cash on hand, fatigue  
and illnes s) rather than chronic indi v i d u a l  traits. 
These c o n d i t i o n s  are further s t ipul at ed to be 
i m m e d i a t e l y  a n t e c e d e n t  to the curren t sit u a t i o n  in 
order to d i s t i n g u i s h  states which the in di v i d u a l  
brings to the s i t uation from states of the 
i n d i v i d u a l  w hi ch result from the si t u a t i o n  (Belk, 
1975, p. 159).

Kakkar and Lutz (1981) point out that the key 

dr a w b a c k  to using Belk's (1975) set of descri ptors, just 

dis c u s s e d  above, is the vi r t u a l l y  infinite detail in which 

si t u a t i o n s  would have to be define d in order to be 

c o m pared with one another. Each p u r c h a s e / c o n s u m p t i o n  

situation, Kak kar and Lutz add, could be detaile d to the 

point w here the number of var iables would be mass i v e  

enough to make r e l iabl e m e a s u r e m e n t  and m e a n i n g f u l  

a n a l y s i s  im pos sible .

In direct r e s po ns e to the morass of de tail in vol ve d 

in c o m p l e t e  " o b j e c t i v e "  si tuat i o n a l  taxono mies, M e h r a b i a n  

and Ru ss el l (1974) d e v elo pe d a si t u a t i o n a l  c l a s s i f i c a t i o n  

which is p s y c h o l o g i c a l l y  based. The f u n d a mental 

pr o p o s i t i o n  of M e h r a b i a n  and R u s sell' s theory is that the 

impact of the s i t u a t i o n  on behav ior is m e d i a t e d  by 

em o t i o n a l  responses,  so that any set of c o n d i t i o n s
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in i t i a l l y  g e n e r a t e s  an emo tional (affective, co nno tat ive,  

feeling) reaction, wh ich in turn leads to a beha vioral  

response. Further, the universe of all possibl e emo ti on al 

re s p o n s e s  may be r e p r e s e n t e d  by one or a c o m b i nation  of 

three basic dimens ions: p l e a s u r e , a r o u s a l , and d o m i n a n c e . 

M e h r a b i a n  and Ru ssell  (1974) point out that plea sure as an 

e m o t i o n a l  state is disti n g u i s h e d  from "p reference, liking, 

pos itive  reinfor c e m e n t ,  or a p p r o a c h - a v o i d a n c e . . . since

the latter  res p o n s e s  are also deter m i n e d  by the aro using 

qu ality  of a s t im ulus" (p. 18). It is a c o mp osite of 

fee lings  such as happ iness , con tentm en t, satis faction, 

etc. Arousal is an a c t ivi ty  o r i e n t a t i o n  and is a me as ur e
A

of how s t i m u l a t i n g  the s i t ua ti on is to the subject. 

D o m i n a n c e  is the degree to which the sub ject feels in 

control, or c o n t r o l l e d  by, the si t u a t i o n  (Me hrabian and 

Russell, 1974).

Ac c o r d i n g  to M e h r a b i a n  and Russell, not only can 

e mo t i o n a l  resp on se to any s i tuati on  be r e p r e s e n t e d  by 

these three factors, but these same fac tors can also be 

used to c a t e g o r i z e  the s i t u a t i o n s  wh ich gener at e those 

e m o t i o n a l  states. In other words, stimuli can be 

de s c r i b e d  a c c o r d i n g  to the r e spo ns es they generate. Also, 

they co nt e n d  that any s i t uation can be c h a r a c t e r i z e d  by 

its positio n on those three d im ension s (Meh rabia n and 

Russell, 1974).

Lutz and Ka k k a r  (1974) adopt the v i e wp oi nt that the
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" s i t u atio n"  r e l e v a n t  for the u n d e r s t a n d i n g  of co nsumer 

behavior is the p s y c h o l o g i c a l  situation, which may be 

defined as "an i n d i v i d u a l ' s  in ter nal r e spons es  to, or 

i n t e r p r e t a t i o n s  of, all factors par t i c u l a r  to a time and 

place of o b s e r v a t i o n  which are not stable i n t r a - i n d i v i d u a l  

c h a r a c t e r i s t i c s  or stable en viron m e n t a l ,  and which have a 

d e m o n s t r a b l e  and s y s t e m a t i c  effect on the ind i v i d u a l ' s  

p s y c h o l o g i c a l  pro cesse s and/or his overt b e h avio r"  (Lutz 

and Kakkar, 1974, p. 441).

Lutz and Ka kkar (1974) point out that their

d e f i n i t i o n  is si milar in many r e s pec ts  to Belk's

d ef inition , dis c u s s e d  earlier, but differs in the focus on

s u b j e c t i v e  i n t e r p r e t a t i o n  of the situat ion. Additi onall y,

p s y c h o l o g i c a l  p r oc esses prece di ng be havi or  are posited as 

a locus of s i t u a t i o n a l  effects, rather than overt 

b eh av i o r a l  o u t comes (Lutz and Kakkar, 1974).

C o n s e q u e n t l y ,  this study is net dealing with 

o bj e c t i v e  s i t u a t i o n  such as Belk's (1974) taxonomy, 

rather, the focus shall be on the s ubjec ti ve dimen s i o n s  of 

s i t u a t i o n a l  c o n s t r a i n t s  such as M e h r a b i a n ' s  and Rus s e l l ' s  

(1974) c l a s s i f i c a t i o n .

M o n s o n  et al. (1982), in their study on spec i f y i n g  

when pe r s o n a l i t y  traits can and can not predict behavior, 

found that one of the most p r omisi ng  mean s of sp eci f y i n g  

when traits can and can not pr edict  behavior  is by the 

a s s e s s m e n t  of the st ren g t h  of the s i t u a ti onal press ur es
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present in the se tti ng  in which the be ha vior is measured.

In this context, the "ar ou sal" and " domin an ce" 

di men s i o n s  of M e h r a b i a n  and R u s s e l l ' s  (1974) tax on omy of 

si tua t i o n s  are relevant. That is, how s t i m u l a t i n g  the 

s i tuat io n is to the subject (i.e., arousal), and the 

extent to which he feels or does not feel u n r e s t r i c t e d  or 

free to act in a va riety of ways (i.e., 

d o m i n a n c e - s u b m i s s i v e n e s s ) , would re p r e s e n t  real 

s i t u a t i o n a l  c o n s t r a i n t  wh ich mi ght inf l u e n c e  the above 

h y p o t h e s i z e d  r e l a t i o n s h i p s  of time o r i e n t a t i o n  to 

i n n o v a t ivene ss .

M e h r a b i a n  and Russell (1974) point out that "formal 

social s i t u a t i o n s  con s t r a i n  behavio r more than inf or mal 

ones. . . For instance, a person has less fr eed om of

choice (is less domin ant) in the prese nc e of others of 

higher status. . . This is c o n s i s t e n t  with the genera l

idea that there is an inverse r e l a t i o n s h i p  betwee n a 

d omi nant fe eli ng and the potency of the en vi r o n m e n t "

(p. 20).

P e r s o n a l i t y  traits, as ind ic ated in Ch apte r I, may 

be useful in p r e d i c t i n g  behavi or when s i t u a tiona l 

c o n s t r a i n t s  are wea k  but not when they are strong 

(Mischel, 1977). Mo n s o n  et al.'s (1982) study, re ferred  

to above, pr ovide s support to M i s c h e l ' s  suggestion.

Mo ns on  et al. found that there are some set tings wh ere 

p e r s o n a l i t y  traits can be used to predict be havi or  and
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pr ed ic t behavi or. Trai ts  are most likely to be us efu l in 

those set ti ngs w here si t u a t i o n a l  p r es sures are w ea k and 

where there are c o n s i d e r a b l e  i nd ividual  d i f f e r e n c e s  in the 

behavior  exhi bi ted. However, traits, mo n s o n  et al. point 

out, are least likely  to be useful in those s e t ti ng s where 

s i t u a t i o n a l  pre s s u r e s  are strong and w here there are few 

i n d i v i d u a l  d i f f e r e n c e s  in the behavi or ex h i b i t e d  (Monson 

et a l ., 1982) .

More s p e c ifical ly , Monson  et al. (1982), in their 

study r e f e r r e d  to above, m a n i p u l a t e d  three e x p e r i m e n t a l  

condi tio ns: forced e x t r a v e r s i o n , forced i n t r ove rs ion, or

neutral. They tested  the h y p o t h e s i s  that e x t r a v e r t s  and 

i n t r o v e r t s  differ more in their p e rceived  t a l k a t i v e n e s s  in 

the ne ut ral c o n d i t i o n  than in the f o r c e d - e x t r a v e r s i o n  and 

the f o r c e d - i n t r o v e r s i o n  con ditions. The data sup p o r t e d 

this h y p o t hesis. Furth er more, the data sh owed that 

e x t r a v e r t s  and i n t r o v e r t s  did not differ s i g n i f i c a n t l y  in 

their pe r c e i v e d  t a l k a t i v e n e s s  in the f o r c e d - e x t r a v e r s i o n  

and the f o r c e d - i n t r o v e r s i o n  cond i t i o n s  (Monson et al.,

1982) .

C o n s e q u e n t l y ,  it mi ght be expected, in the propose d 

study, that future-, present-, and p a s t - o r i e n t e d  persons 

w oul d not differ in their i n n o v a t iven es s, if strong 

s i t u a t i o n a l  c o n s tr ai nts, e.g., group pressure, exist. In 

other words, the above h y p o t h e s i z e d  r e l a t i o n s h i p s  of time
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o r i e n t a t i o n  to i n n o v a t i v e n e s s  have as sumed a fre e d o m  of 

ch oice under n e u t r a l  c o n d i t i o n s  and withi n an e n v i r o n m e n t  

w hi ch  is free from situat i o n a l  c o n s t raints . For example, 

if a liked friend (i.e., a s s o c i a t i v e  re f e r e n c e  group) 

tells an i n d i v i d u a l  that a ce rtain i n n o v a t i o n  is good or 

bad based on his first hand e x p e r i e n c e  with that 

in nov ation, this w ould  i n flue nc e the i n d i v i d u a l ' s  origina l  

ten de nc y to innovate. Simila rly , it might be exp ec ted 

that an i n d i v i d u a l ' s  tend en cy to innov a t e  would be 

i n f l u e n c e d  under group pr ess ure con di tions , r e g a r d l e s s  his 

time o r i e n tat io n.

In this context, V e n k a t e s a n  (1971) points out that

"Generally, l a b o r a t o r y  st udies  of social inf lu en ce

d e m o n s t r a t e d  that i n d i v i d u a l s  are highl y su s c e p t i b l e  to

group pressure. A m a j o r i t y  of the i n d i v i d u a l s  conform, to

group no rm" (p. 214). Similarly, Howard  (1963) notes:

Other people seem to be an imp o r t a n t  i n flu en ce on the 
in d i v i d u a l  perce pt ion. There are two h y p o t h e s e s  in 
this c o n n e c t i o n .  First, a nu mber of e x p e r im en ts 
suggest that, in the pre sence of a suff i c i e n t  amount 
of group pressu re, it is po ssible  to i n fluenc e what 
the i n d i v i d u a l  believe s he per ceives. The second 
h y p o t h e s i s  is that, in the a b s e n c e  of obj e c t i v e  
s t a n d a r d s  or a c c e p t e d  authority, an indiv i d u a l  will 
turn to other people for judgment s and eva lu ations.
To whom he ret u r n s  de pends upon the c i r c u m s t a n c e s  
(p . 136).

In addition, V e n k a t e s a n  (1971) states that "con sumer  

decision  mak i n g  takes place in an e n v i r o n m e n t  where 

co n f o r m i t y  is a m ajor force," he adds "many buying acti o n s  

come from a desire to i d e nt ify with a m e m b e r s h i p  or
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r ef e r e n c e  group. The in f l u e n c e  e x c er ted by given groups, 

such as n e i g h b o r h o o d  groups, bridge  clubs, on its me mb e r s 

is in for mal and subtle. Mor eo ve r, group norms e s t a b l i s h  a 

range of t o le ra ble beh avior or a frame of refe rence"  

(Venkatesan, 1971, p. 214).

V e n k a t e s a n  (1971), in an e x p e r i m e n t a l  setting, 

tested the h y p o t h e s e s  of c o n f o r m i t y  to group norms. The 

data showed that group pr ess ure was e f f e c t i v e  and that 

i n d i v i d u a l s  tended to conf o r m  to the group norm. This 

impli es that peer groups, friends, and a c q u a i n t a n c e s  may 

be a major source of in f l u e n c e  in the bu yin g proces s 

(Venkatesan, 1971).

In ad dition, R o b e r t s o n  (1973) notes:

i n n o v a t i v e  beh av i o r  is an a c t i v i t y  en gaged in by 
ind ivi du als. Wi t h i n  the c o n fi nes of a social system, 
such as a n e i g h b o r h o o d ,  i n d i v i d u a l s  meet, see, and 
talk with one ano th er - i n t e r a c t i o n  occurs. It such 
i n t e r a c t i o n  a mon g a set of people  is on a c o n t i n u i n g  
basis, se n t i m e n t  may exist wi t h i n  the group in terms 
of d i f f e r e n t i a l  liking among group m e m b e r s  and the 
fo r m a t i o n  of group i d e o l o g y  and no rms g o verni ng  
e x p ec te d a c t i v i t y  pattern (p. 342).

Based on the above di scu ssion , two c o n c l u s i o n s  

arise: (1) it m ig ht be h y p o t h e s i z e d  that, in general,

past-, present-, and f u t u r e - o r i e n t e d  pe rsons  will not 

differ in their i n n o v a t i v e  be havior whe n  s i t u a t i o n a l 

c o n s t r a i n t s  pr event the do minant  behavior, and (2) the 

most r e l ev an t s i t u a t i o n a l  co nstraint, w i t h i n  the co ntex t 

of i n n o v a t i v e n e s s ,  is group pressure or group con fo rm ity.

S t a ff ord (1971) stated that "group i n t e r a c t i o n  is
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seen as a major d e t e r m i n a n t  in a t t i t u d e  changes, as well 

as for other phe n o m e n a  ( s a t i s f a c t i o n  of social needs) of 

impo r t a n c e  to the i n d i v i d u a l "  (p. 221).

Staff o r d  (1971) points out that the most common 

de fi n i t i o n  of "group s" re vo l v e s  around the term "r efe r e n c e  

groups" which can incl u d e  groups to w h i c h  a person 

a c t u a l l y  belongs, to whic h he as pi res to belong, or 

d i s s o c i a t i v e  gr oups to wh ich he as pi r e s  not to belong. 

"Most social  p s y c h o l o g i s t s  c o n si der re f e r e n c e  groups as a 

p e r s o n ’s majo r source of values, norms, and pers p e c t i v e s "  

(Stafford, 1971, p. 221).

There is am ple e v i denc e w hich d o c u m e n t s  the impact
*

of r e f e r e n c e  group in f l u e n c e  on c o n su me r c o n f o r m i t y  (see 

for example, Stafford, 1971; Ve nka tsen,  1971; Witt, 1969: 

and Witt and Bruce, 1970).

For the purpose of this study, r e f e r n c e  groups  are 

to be classified , in terms of their influenc e, into 

a s s o c i a t i v e  gr oups (to w hich a person a c t u a l l y  belongs or 

he as pi res to bel ong) and d i s s o c i a t i v e  groups (to which a 

person aspi r e s  not to belong); with the effect that the 

impact of a s s o c i a t i v e  groups on co ns u m e r  c o n f o r m i t y  is 

positive, wh ereas  the im pac t of d i s s o c i a t i v e  groups on 

c o n sumer c o n f o r m i t y  is negati ve. C o n s eq uently , it is 

h y p o t h e s i z e d  that:

H^: Past-, presen t-, and f u t u r e - o r i e n t e d  c o n sume rs  
are less likely to differ in their innov a t i v e  
b e h avior in the pr es en ce of r e c o m m e n d a t i o n s  from
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a s s o c i a t i v e  groups.

H^: Past-, present-, and f u t u r e - o r i e n t e d  co n s u m e r s  
are more likely to differ in their in no v a t i v e  
behavior, as h y p o t h e s i z e d  previo usly, in the 
pr esenc e of r e c o m m e n d a t i o n s  from d i s s o c i a t i v e  
g r o u p s .



CHAPTER  III 

M E T H O D O L O G Y

Ch ap te r II pre s e n t e d  the ex pe r i m e n t a l  hypothese s 

after the t h e o r e t i c a l  r e s earch  hypot h e s i s  had been 

e s t a b li shed. That res ea rch hyp othesis, restated, predicts 

that time o r i e n t a t i o n  may de termine innov at iveness . More 

specifi ca lly, f u t u r e - o r i e n t e d  persons would be wi ll in g to 

buy i n n o v a t i o n s  which are of delayed g r a t if ic ation; presents 

or i ent ed  persons are prone to i n n o v a t i o n s  which are of 

current c o n s u m p t i o n  and grati fi cation;  and past-or iented 

persons are less likely to be will i n g  to buy in novations 

in general. However, as the e x p e r imental  h y poth es is  

predicts, if strong situat i o n a l  constraints, e.g., group 

pressure, existed, time orientati on, as a pesona lity 

trait, can not pre dict innov a t i v e  behavior, and the 

h y p o t h e s i z e d  r e l a t i o n s h i p  between time o r i e n t a t i o n  and 

i n n o v a t i v e n e s s  mi ght be disa ppeared.

The present chapte r will present the m e t h o d o l o g y  

that to be e m p loyed  to test the hypotheses . The follow ing  

topics in r e l at ion to the exp eri me nt are described: (1) 

va r iab le s mea s u r e m e n t ,  (2) e x p e r imenta l design, (3) 

s e lect io n and d e s c r i p t i o n  of respondent, (4) product 

selection, (5) e x p e r i m e n t  procedure, (6) questionna ire,

(7) pilot study, and (8) metho d of analysis.



76

Var i a b l e s  M e a s u re me nt  

The f o l lowing  are o per at ional de fini t i o n s  of the 

va ri ables p r e se nted in the hyp o t h e s e s  in Chapter II. The 

op e r a t i o n a l  d e f i n i t i o n s  begin with the pr e s e n t a t i o n  of the 

me a s u r e m e n t  of the i nd ep endent variable, which is followed 

by a di scu s s i o n  re g a r d i n g  the dependent vari able's  

me a s u re ment. Finally, the mo de r a t i n g  variable m easurem en t  

will be presented. All m e a sur es  in this study will be 

pa p e r -a nd-penc il .

The I n d e p en dent Va ria ble

Time ori en tation,  i.e., past, present, and future 

or i e ntatio ns , is the in de pe n d e n t  va ria ble of this study. 

There are several m e a s u r e s  availab le  to index time 

o r i e n tati on . The Circles Test, the Lines Text (Cottle, 

1976), and the I n v en tory of Te mporal E x p e r i e n c e s  (Yonge, 

1973) are examples. The Ci rcles Test and the Lines Test 

(Cottle, 1976) are pro ject iv e t e ch niques  for indexing time 

o ri en tation . K e r lin ge r (1973) points out that pr ojective  

m e a su re s are probably the most co ntr o v e r s i a l  of 

p s y c h o l o g i c a l  m e a s u r e m e n t  instruments. He rec ommen ds  that 

"a pr oje c t i v e  i n strumen t should not be used if you have a 

more o b j e c t i v e  i n strum en t that adequ a t e l y  m e a s u r e s  the 

same variable. There is no sense in taking the risk if 

you do not have to. Moreover, it is best to avoid complex 

pro je ct ive techniques. . . that require hi ghly spe ci alized
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training  and a great deal of perhaps qu e s t i o n a b l e  

in t e r p r e t a t i o n "  (Kerlinger, 1973, p. 521).

The in v e n t o r y  of T e m poral E x p e r i e n c e  (Yonge, 1973) 

is c o n cer ne d bas i c a l l y  wi th the r e l a t i o n s h i p  be tween 

te mpo ral e x p e r i e n c e s  and some aspects  of pe r s o n a l i t y  such 

as creat ivity , origin ality , and i n t e l le ctual interests.

Thus, to avoid the problems of pro je ctive te ch n i q u e s  

(the Ci rc les Test and the Lines Test), and bec ause the 

aspects  of pe r s o n a l i t y  m e a s u r e d  by the Inve ntory  Tempor al  

Ex per ience, in r e l at ion to time orienta tion, are not the 

concern of this study, so, the F.A.S.T. Time Or i e n t a t i o n  

Test dev e l o p e d  by Settle and Alreck (1977, 1978) was 

selected to mea s u r e  r e s p o n d e n t s 1 time orient ation.  It 

m e a s u r e s  four te mp or ic d i m e n s i o n s  of consumers: Focus, 

Activity, Struct ure , and Tenacity.

Settle, Belch, and Alreck (1981b) ex pla in these four

d i m e n s i o n s  as follow:

The focus scale m e a s u r e s  the te nd en cy of the 
in di v i d u a l  c o n s i s t e n t l y  to direct c o n s c i o u s n e s s  toward 
a p a rt icular place on the time sp ec trum from past to 
future. The past o r i ent ed  person tends to rec ol lect 
and 'relieve' in me mory ear lier e x p e r i e n c e s  and 
events. F u t u r e - o r i e n t e d  people project into the 
future in fa nta sy and ima gination.  P r e s e n t - o r i e n t e d  
in d i v i d u a l s  dwell in the moment at hand, becoming 
immersed  in the 'now'.

The a c t iv ity scale provides  a me as ure of the perceived 
supply of time, rel at ive to the event of daily life. 
Very ac tiv e people find time passes too quickly. . . .
The most pas sive persons tends to expe r i e n c e  
boredom. . . . those in the m i d - r a n g e  of this scale
find there is s uffici en t time for the a c t i v i t i e s  they 
need .



78

The st r u c t u r e  scale i n d ic ates the form in w hi ch the 
indiv i d u a l  p e r cei ve s time. The highly  s truct ur ed  
person sees time as a series of discrete, 
h e t e r o g e n e o u s  segments. . . . The very sp o n t a n e o u s
indiv i d u a l  sees time as an hom ogeneo us , flowing 
s u bsta nc e and pursues ac ti v i t i e s  on view ev ents as 
they occur, with little regard for s c hedule s and 
pu nct uality.  Those between these e x t remes view some 
time as s t r u c t u r e d  and some as un stru ct ured, in 
various proport ions.

The tenacit y scale ind i c a t e s  the w i l l i n g n e s s  or 
r e l u c t a n c e  of the in di v i d u a l  to delay g r a t i f i c a t i o n  
over time. T e n a c i o u s  people are w i l l i n g  to u n d ert ak e  
large tasks, pr ovi ded  the ext rin si c re war ds are 
commens ur ate, even though  they have to wait a 
su b s t a n t i a l  amount of time to re cei ve  them. The more 
im me diate in di v i d u a l  seeks co ntinuous, int rinsic 
rewards or ex t r i n s i c  payoffs that are re la t i v e l y  
prox im ate in time to the exe rtion of effort. Betwe en 
these e x t rem es  are those who tolera te  some delay in 
receipt of rew ar ds or prefer to un d e r t a k e  some of each 
time of task (p . 2)

The s e l e c t i o n  of F . A . S . T  Time O r i e n t a t i o n  Test is

based on the following:

1. In a d d iti on  to m e a s u r i n g  wh ether a person is past-, 

present-, or fu tu re - o r i e n t e d ,  it m e a s u r e s  tenacity,

i.e., w i l l i n g n e s s  to delay g r a t i f i c a t i o n  over time.

The second h y p o t h e s i s  is on the r e l a t i o n  between time 

orient at ion, i.e., past, present, and future 

o r i e nt at ions, and tenacity. Also, tena ci ty is 

relevant to the h y p o t h e s i z e d  r e l a t i o n s h i p  be twee n time 

o r i e n t a t i o n  and i n n o v a t i v e n e s s  in the third and fourth  

hypotheses . In this contest, Settle, Alreck, and 

Belch (1981) r e p or te d that the d i me ns ion of focus 

(toward the future) proved to have a s u b s t antial
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co r r e l a t i o n  with te na city dimension, i.e., w i l l i n g n e s s  

to delay gratif ication.

2. In regard to F.A.S.T. test performance, Settle et al.

(1977) point out that "Rel ia bility C o e f f i c i e n t s  for

the scales range in the 70's and 8 0 ’s, while item

redunda nc e and c o r r e l a t i o n s  with scale scores are well

within accep t a b l e  ranges. The scales were val id ated

against spouse o b s e r v a t i o n s  of t i m e - r e l e v a n t  behavior,

job s a t i s f a c t i o n  with t i m e - re lated c h aract er istics,

and several s t a n d a r d i z e d  psych o l o g i c a l  m e a s u r e s  of

relevent c o n s t ructs"  (p. 2). And they c o n clude d that

"the test a p p eared to be an a p p r o p r i a t e  me as u r e  of
*

consumer  time o r i e n t a t i o n s "  (p. 2). In addition, 

Settle et al. (1981a), in their study to s t a n d a r d i z e  

and c r o s s - v a l i d a t e  the F.A.S.T. Time O r i e n t a t i o n  test, 

reported, "The test s t a n d a r d i z a t i o n  s t atisti cs  

in dicate s a t i s f a c t o r y  per fo rmance of test items and 

scales. The c o n v e n t i o n a l  indices of test p erf or mance 

were c o n s i s t e n t l y  within  acc ep t a b l e  ranges for trait 

specific p s y c h o l o g i c a l  tests of this nature, and the 

s t a n d a r d i z a t i o n  sample con sisted of the general 

public, rather than special popul ations, as is all too 

often the case. The sample size was e x c e p t i o n a l l y  

large, co mpa red to that usuall y obta i n a b l e  for 

s t a n d a r d i z a t i o n  purposes. T e n t a t i v e  ex ter nal v a l idity 

checks include d in the initial study provided  promise
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for a d d i t i o n a l  support for c r o s s - v a l i d a t i o n  by the 

formal v a l idit y study using a separa te sample from the 

same po pula t i o n "  (p. 18). They added, " . . .  It

appears, then, that the F.A.S.T. test pe rf ormance  has 

been well e s t a b l i s h e d "  (Settle et al., 1981a, p. 18).

3. Time o r i e n t a t i o n  is emph a s i z e d  in this study as a 

p r e d i s p o s i t i o n  inc o r p o r a t e d  in the ps ychol og ical 

ma keup of the i ndi vi dual as a durable person al ity 

trait. This is the basis on which F.A.S.T. test has 

been e s t a b l i s h e d  (Settle et al., 1977, 1978).

F.A.S.T. Time O r i e n t a t i o n  test of 64 items with 

sixtee n on each scale. The items are s t at ements (see 

Ap pe nd ix A, pp. 174-177.) R e s p o n d e n t s  in dic at e the degree to 

wh ich  the sta tement  is d e s c r ip tive of them by selecting a 

nu mber from a fi ve- p o i n t  scale with ex tr em es labeled 

"E xactly like me" and "Not at all like me." However, two 

di men s i o n s  of the F.A.S.T. test, i.e., focus and tenacity, 

co ncern  this study.

The Dep e n d e n t  Va ria b l e

I n n o v a t i v e n e s s  or wi l l i n g n e s s  to buy new products 

is the de pendent v a r iable of this study. By and large, in 

the m a r k e t i n g  l i t e r a t u r e  re s e a r c h e r s  have used two main 

t ec hn i q u e s  to m e a s u r e  inno vativen es s, either a variant of 

the time of a d o p t i o n  met h o d , o r  what might be termed the 

"o wne r s h i p  of new pr oducts" or " c r o s s - s e c t i o n a l "  method
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(Midgley and Dowling, 1978). The first technique, Mi dg l e y  

and Do wl i n g  (1978) point oat, usuall y inv olves de fi ni ng as 

i n n o v a t o r s  those i n d i v i d u a l s  who purcha se in the First X 

weeks, months, etc., after product lunch or those 

in d i v i d u a l s  who c o n s t i t u t e  the first X percent of a given 

market to purchase. The second t e c hn iq ue ba sically 

involves d e t e r m i n i n g  how many of a pres pe cified list of 

new products a p a r t i c u l a r  i ndi vi dual has purchased at the 

time of the survey. Some exa mples of those using the 

first tec hn i q u e s  are Hains (1966), Don ne l l y  and Ivan cevich  

(1974), Fe ld ma n and A r mstr on g (1975), and Roberts on  

(1968). Those using the c r o s s - s e c t i o n a l  method  include 

Summers (1971, 1972), Da rd en and Re yn olds (1974) and 

Ba u m g a r t e n  (1975).

In this study, i n n o v a t i v e n e s s  was me asur ed  at two 

levels: innate i n n o v a t i v e n e s s  and a c tua li zed 

in n o v a t ivenes s.  In nate i n n o v a t i v e n e s s  was define d as a 

p e r s o n a l i t y  trait, i.e., a p r e d i s p o s i t i o n  to act in a 

ce rt ai n way c o n c e r n i n g  the a d o p t i o n  of inn ova ti ons. It 

was m e a sured by the "Open P r o c e s s i n g  Scale," disc ussed  in 

details below, (Leavit t and Walton, 1974). A c tualize d 

i n nova ti veness,  on the other hand, was defined in terms of 

b e havi or al i n t e n t i o n s  to buy products that vary in 

i n n o v a t iv en ess. A f i ve -point  scale, with ex tremes labeled 

"D ef in i t e l y  would buy" and " D e f i ni te ly would not buy," was 

dev el op ed to m e a s u r e  a c t u a l i z e d  i n n o v a t i v e n e s s  (see
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Ap pen dix A, p. 173).

The "Open P r o c e s s i n g  Sca le," used to me asure innate

i n n o v a t i v e n e s s  was de v e l o p e d  by Le avitt and Wa lton (1974).

The authors have used a cog n i t i v e  a p p r o a c h  in the

c o n s t r u c t i o n  of their scale. Leavitt and Walton (1984)

point out that:

A cog n i t i v e  style that c h a r a c t e r i s t i c a l l y  leads to 
using new cues, more cues, or u n famil ia r com b i n a t i o n s 
of cues is one way in wh ich i n n o v a t i v e  con sumers  may 
differ. We h y p o t h e s i z e  the pr ese nce  of such a 
c o gnit iv e style v a r ia ble and call it open pro cess in g 
(p. 3).

L ea v i t t  and Wa l t o n  (1984) d e s cribe s open p r ocessi ng  

as follows:

The trait of open proc essin g is i n t en ded to captur e 
the impo rt ant asp ec ts of the i n t ui tive re sp on se to 
mass c o m m u n i c a t i o n  whic h entails the ability  to use a 
broad range of cues in new pa tte rns  to make infe re nces 
about the world.
(1) The bre a d t h  of u t i l i z a t i o n  refe rs to an 
e x p e r i m e n t a l  r e o r d e r i n g  of inf orm ation . Not only are 
more cues used but they are used in new ways suggested 
by such d e s c r i p t i o n s  as r e - c e n t e r i n g  or re structuring. 
The i n d i v i d u a l  high on the trait of open proc essin g 
r e a r r a n g i n g  mo re cues in more pa tt erns in the process 
of makin g inferenc es.
(2) This takes place in s i tu at ions where a new 
a p p r o a c h  is re quired, where the usual cues have no 
routine, le arn ed r e l a t i o n  to the desired outcome.
Thus open p r o c e s s i n g  is p a r t i c u l a r l y  relevant to new 
ideas and new pro du cts (p. 4).

W i t h i n  this framework, Le avitt and Walt on  (1974)

define a trait of " i n n o v a t i v e n e s s "  as follows-:

A person high on a trait of i n n o v a t i v n e s s  is open to 
new e x p e r i e n c e s  and often goes out of his way to 
e x p e r i e n c e  di f f e r e n t  and novel stimul i p a r t i c u l a r l y  of 
a m e a n i n g f u l  sort (not just t h r i l l - seeki ng ). Most 
im portant, he tends to make c o n s t r u c t i v e  use of 
i n f o r m a t i o n  r e c e i v e d  wh et he r sought or a c c i d e n t a l l y
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encountere d.  He has a low thre sh old for r e c o g nizing 
the potential a p p l i c a t i o n  of ideas he gets from 
others but does not apply s u g g e s t i o n s  m e c h anic al ly. 
Rather, he has the ab il i t y  to tr a n s f o r m  i n f o r mati on  
for his own use. His in volv e m e n t  in his own 
e n t e r p r i s e s  and acts is such that he looks for ways to 
chang e and im prove them. Above all, he is r espons iv e 
to c o m m u n i c a t i o n  in a selective, c o n s t r u c t i v e  way when 
the me ss a g e  has a valid r e l ev an ce to his act ivities.
He is o b j e c t i v e l y  in his ev al u a t i o n  a l t houg h 
o c c a s i o n a l l y  naive (p. 549).

The Open P r o c e s s i n g  Scale con sists of 48 items; 24 

items are positive, and 24 are re versed  items to control 

ac qu ie scence . Th ese reverse d items were co n s t r u c t e d  by 

re v e r s i n g  the mea n i n g  of the 24 po sitive items in a 

se nsible way. Some of these items are litera l r e versal s 

of the or ig i n a l  items, while others are more broadly 

c o n t r a s t e d  based on the concept of open processing. The 

main re ason for using positive items is one of consum er 

a c c e p t a n c e  (Leavi tt and Walton, (1984).

The 48 items of the scale are inc lu ded in two forms; 

each form includ es  24 items. To de vel op parall el items, 

the 24 positiv e it ems  were sorted into two groups of 

twelve items that were as equal as possib le with respect 

to the D i f f e r e n t i a l  R e l i a b i l i t y  Index (DRI), as a me as u r e  

of it.em h o m o g e n e i t y  and as a control for social 

des ira bili ty , and item content. Both groups in clude d high 

and low DRI items and product and n o n - p r o d u c t  relate d 

items. The c o n t e n t - r e v e r s e d  items are ass ig ned to the 

forms on the basis of con tent matching. This procedure, 

then res ul ted in two parallel forms (Form A and Form B)
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with 12 positive and 12 c o n t e n t - r e v e r s e d  items each (See 

Appen d i x  A. pp. 178-181).

In regard to the r e l i a b i l i t y  of "The Open P r o c e s s i n g  

Scale," the DRI was c a l c u l a t e d  as a meas u r e  of item 

h o m o g e n e i t y  and as a contro l for social d e s i r a b i l i t y  

re spo n s e  bias. The me di an DRI of the scale items is .37 

with a range of .28 (.29 to .57) (Leavitt and Walton,

ND) .

C o n c e r n i n g  the val idity of the scale, Leavit t and 

W al to n ( 1984) repo rt ed that both c o ns tr uct v a l idity  and 

c o n c u r r e n t  v a l i d i t y  have been de mon str ated. Two m e t h o d s  

were used to check on the const ruct vali di ty of the scale: 

factor a n a l y s i s  and the c o n v e r g e n c e  between the scale and 

an ot he r scale (i.e., c o nve rg ent validity).

The method of principal fa ctors was used with a 

va rim ax o r t h o g o n a l  rotation. A plot of e i g e n v a l u e s  showed 

an el bow between three and four factor s so three fa ctors  

were used in the final solution, and open proce s s i n g  loads 

s t r on gly on this factor. The scales that load hig hl y on 

this factor in cl u d e  compet enc e, adv anced opinions, 

le adership, good spirits, c o s m o p olit an ism, social self 

esteem, and happin ess . Thus, this factor is co ns i s t e n t  

with the c o n c e p t i o n  of the open processor, i.e., the 

i n no vator (Leavitt and Walton, (1984).

Open pr oc e s s i n g  did not load on the second  or third 

factors. The second factor was labeled person o r i e n t a t i o n
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since the scales that load highl y on this factor have many 

items wh ich refer to other people rather than projects or 

tasks. The third factor was labeled an xiety  because this 

appears to be a general factor that c h a r a c t e r i z e s  many 

psych o l o g i c a l  scales (Leavitt and Walton, (1984).

In rega rd to conv e r g e n t  validity, a study was done

by Leav itt and Wa l t o n  (1983) to check on the c o n v e r g e n c e

of the Open P r o c e s s i n g  Scale and K i r t o n ’s (1976) scale of

o r g a n i z a t i o n a l  i n n o v a t i v e  behavior. Ki r t o n  (1976) has

e s t a b l i s h e d  the v a l i d i t y  of o r g a n i z a t i o n a l  i n novati ve

be hav ior as an i n d i v i d u a l  cog n i t i v e  style. The

c o r r e l a t i o n  betw e e n  the two scales was .45 (p. < .05)
*

which is e v i de nce of a d e quat e c o n v e r g e n c e  in the me as ur es 

of these two si milar c o n s t r u c t s  (Leavitt and Walton,

1983) .

C o n c e r n i n g  c o n c u r r e n t  validity, i.e., the ab il it y of 

open pro ce s s i n g  to predict trial of new products. Le avitt 

and Walt on  (ND) tested the pred ictiv e v a l idity by 

i n clud in g a check list of cur rent pr od ucts that were 

c o n s i d e r e d  new at the time of a d m i n i s t e r i n g  the scale. 

F ort y such produ ct s were suggested. Each r e s p o n d e n t  was 

asked to check whet h e r  the product had been "tried", "seen 

but not tried" or "never seen." An i n n o v a t i o n  score was 

co mp ut ed by a l l o w i n g  two points for trial, one point for 

"seen but never tried" and zero for "never seen." The two 

forms were then used to predict the total i nnov at ion
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score. The co r r e l a t i o n  of the total score with Forms A 

and B was .36 (p C.01) and .39 (p < .01), r e s p e c t i v e l y  

(Leavitt and Walton, (1984). C o n c u r r e n t  validity, Leavit t 

and Walton  (1984) point out, is further d e m o n s t r a t e d  by 

several studies that have used the open proc es sing scale 

to i n v e s t i g a t e  va rious types of co nsu me r ado pt ion 

b e h a v i o r s .

The M o d e r a t i n g  V a r iabl e

A s i t u a t i o n a l  factor, i.e., group pressure, is 

exp ected  to me di at e the r e l a t i o n s h i p  be tween time 

o r i e n t a t i o n  and in no v a t i v e n e s s ,  as d i sc us sed in Chap ter 

II Group pressure is o p e r a t i o n a l i z e d  in terms of 

r e f er ence group influe nce. A d i s t i n c t i o n  has been made 

betwe en two types of re f e r e n c e  groups: a s s o c i a t i v e  

r e f er ence groups and d i s s o c i a t i v e  ref e r e n c e  groups.

As s o c i a t i v e  re f e r e n c e  group is c o n c e p t u a l i z e d  as a 

group whos e beliefs, values, and norms are perceived by a 

person as c o m p a t i b l e  and c o ng ruent with his/her beliefs, 

values, and norms. So, it is e x p ected that the 

i n d i v i d u a l ' s  behavior wo uld  be i n f l u e n c e d  by this group. 

However, d i s s o c i a t i v e  ref e r e n c e  group is defined, in this 

study, as a group wh ose beliefs, values, and norms are 

p e rc eived by an i n d i v i d u a l ' s  in c o n fl ic t with his/her 

beliefs, values, and norms; so, he wo uld be n e g a t i v e l y  

i nf lu e n c e d  by this group.
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A l t ho ugh r e f e r e n t s  that a person might use in 

e v a l u a t i n g  his/her own gen eral or sp ecific  at t i t u d e s  or 

b eha vior vary from an i n d i v i d u a l  to a small group, with 

which he or she in t e r a c t s  or does not inter act on a direct 

bases (Sch if fman and Kanuk, 1983), the concep t of refernce 

groups is n a r ro wl y defined, for the purpose of this study, 

to in clude an indi v i d u a l  with wh om the person int eract s on 

a direct basis. Thus, a s s o c i a t i v e  re f e r e n c e  group is 

de fin ed as an i n d i v i d u a l  who fav or able in fl u e n c e s  the 

be havior of an other  person, and that they interact  on a 

direct basis. In contrast, d i s s o c i a t i v e  r e fere nc e group 

is de fi ned as an i n d i v i d u a l  who has f a c e - t o - f a c e  contact 

with ano t h e r  person, and their beliefs, values, and norms, 

however, are in conflict.

The impact of both a s s o c i a t i v e  and dis s o c i a t i v e  

r e f er nc e groups was m e a s u r e d  by posing a scenario in which 

the subject was asked to imagine him-or herself as 

r e c o m m e n d e d  by a liked person (i.e., a s s o c i a t i v e  ref er en ce 

group) or by a d i s like d one (i.e., d i s s o c i a t i v e  refe rence 

group) to buy a ce rt a i n  type of t e le ph one or t ele vi sion

w hic h is di f f e r e n t  from what is in his mind. The

re spondent,  then, was asked to res po nd on a 5-point buying 

in t e n t i o n  scale, rang i n g  from "D e f i n i t e l y  I would buy" to 

" D e f i n i t e l y  I would not buy", i n d i c a t i n g  his/her 

w i l l i n g n e s s  to buy each type of t e le ph one and t el ev ision

(See scen ar ios in pp. 9 2 - 9 5 ,  and Ap pen d i c e s  B and C).
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E x p e ri me ntal Design 

The primary purpos e of this r e s e a r c h  is to ex amine 

the impact of an i n d i v i d u a l ’s time orient a t i o n  on his 

i n n o v a t i v e  behavior; and how this impact  would be if 

m o d e r a t e d  by the p r e sence of situat i o n a l  c on st raint£  

as group pressure.

To study the second  re se ar ch question, the 

" p o s t t e s t - o n l y  co ntrol  group" ex p e r i m e n t a l  design 

(Campb ell  and Stanley, 1963) was selected.

The sel e c t i o n  of this design was based on the 

f o l l o w i n g :

1. It has the best built-in theore t i c a l  control of 
any design. . . . The control group gives the
c o m p a r a b i l i t y  r e q u i r e d  by science. This e x p e r imen ta l 
g r o u p - c o n t r o l  de sign using equated e x p e r i m e n t a l  and 
co ntrol  groups (though r a n domiza ti on) pro vides such 
c o m p a r i s o n  in an e f f ic ie nt manner, which makes it an 
i n t e l l e c t u a l  a c h i e v e m e n t  of the first order 
(Kerlinger, 1973, p. 331).

2. W h i l e  the pr etes t is a con cept deeply e m b edde d in 
the t h i nkin g of res earch wo rke rs in edu c a t i o n  and 
ps ych ology, it is not a c t uall y e s sen ti al to true 
e x p e r i m e n t a l  designs. For ps yc h o l g i c a l  re aso ns it is 
dif f i c u l t  to give up 'knowing for sure' that the 
e x p e r i m e n t a l  and control groups were "equal" before 
the d i f f e r e n t i a l  exp e r i m e n t a l  treatment. Nonethe less, 
the most a d e q u a t e  al l - p u r p o s e  a s su rance of lack of 
in it ia l biases between groups is ran domiza ti on.
W i t h i n  the li mits of c o nfidenc e stated by the tests 
of s i g n ifica nc e, r a n d o m i z a t i o n  can su ffi ce without the 
pr ete st (Campbell and Stanley, 1963 , p. 25).

Se l e c t i o n  and D e s c r iption  of Respon d e n t s  

A n o n - p r o b a b i l i t y  c o n v e n i e n c e  sample was the method 

used to select r e s p o nde nt s. However, all subject s were 

r a n d o m l y  as si g n e d  to one of three g r o u p s - - t w o  e x p e r im ental
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groups and one control  group. A total sample of 594 

un d e r g r a d u a t e  stude n t s  was obtained; all of them are 

ma r k e t i n g  ma jors at Ba ruc h College, CUNY.

The reason for s e le cting u n d e r g r a d u a t e  students 

rather than gr aduate stude nts is that there is a positive 

co r r e l a t i o n  be tween  time o r i e n t a t i o n  and e d u cat io n levels. 

That is, the higher the level of e d u cation  a person 

obtains, the more likely he is future oriented.

T r o m m s d o r f f  and Lamm ( 1975), for instance, found a longer 

time e x t e n s i o n  (future o r i e ntatio n)  in better ed ucated 

persons than in less edu cated persons. Thus, sel ec ting 

u n d e r g r a d u a t e  stud en ts would a ll ow o p p o r t u n i t y  to get 

subjects with differ en t time ori enta tions . The f o l lo wing 

table shows the d i s t r i b u t i o n  of the sample among the 

ex p e r i m e n t a l  and contro l groups.

T A B L E  1 

THE E X P E R I M E N T A L  DESIGN

GROUP E X P E R I M E N T A L  TRE A T M E N T N

E x p e r i m e n t a l  Group 1 As s o c i a t i v e  referenc e group 182

Ex p e r i m e n t a l  Group 2 D i s s o c i a t i v e  Ref ere nc e group 166

Control Group 246

The total sample is 594 responden ts.
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Product S e l ection  

Two pr odu ct c a t e g o r i e s  were e m p loyed  in this study: 

t e l e p h o n e s  and televisio ns. The r a t i o n a l e  for this 

se l e c t i o n  was based on the following: (1) the se lection of 

t el ep hones and te l e v i s i o n s  simp l i f i e s  the e x p e r i m e n t a l 

de sig n since it is as sum ed that most of the r esponde nt s 

are using both of them; (2) their pr ices are assumed to be 

wi t h i n  the range that the st udent s are able and will i n g  to 

pay; and (3) they are e x p e r i e n c i n g  t e c h n o l o g i c a l .changes 

both in their styles and ca pa bi l i t i e s .  Thus, tele phone s  

and televisi ons, as such, e x e m p l i f y  the di f f e r e n t  types of 

i n n o v a t i o n s  that are of concer n to this study. That is, 

s t a nd ar d t e l e p h o n e s  and st and ard  t e l e v i s i o n s  exemplif y 

c o n t i n u o u s  i n n o v a t i o n s  of "me-t oo" products; cordles s 

te le p h o n e s  r e p r e s e n t  d y n a m i c a l l y  c o n t i n u o u s  in n o v a t i o n s  

wh ich  are of i m m e d i a t e  gr atifi c a t i o n ;  and phonev i s i o n  

te lep h o n e s  and d i r e c t - t o - h o m e  sa t e l l i t e  t e l e v i s i o n s  

e x e m p l i f y  d i s c o n t i n u o u s  i n n o v a t i o n s  w hich are of delayed 

g r a t i f i c a t i o n .

The E x p e r i m e n t  P r o c e d u r e  

The s u b jects were a s s i g n e d  to e x p e r i m e n t a l  groups and 

co nt ro l groups ra ndomly. This was a c c o m p l i s h e d  by mixing  

up all q u e s t i o n n a i r e s ,  i.e., the three di f f e r e n t  ve rsion s 

of the q u e s t i o n n a i r e s ,  then they were d i s t r i b u t e d  randomly. 

The sub jects were a d m i n i s t e r e d  the q u e s t i o n n a i r e s  during
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their re gu la r class time. Typi cally, it took the student 

about 25 min u t e s  to c o m ple te  the questio nn aire.

Q u e s t i o n n a i r e

The q u e s t i o n n a i r e  c o n ta in s four sections: (1) the 

purchase s i t u a t i o n  wit h and wi th o u t  the e x p e r im en tal 

treatment, i.e., r e f e r e n c e  group influence; (2) the

F.A.S.T. test to m e a s u r e  time or ie nt ations;  (3) The Open

P r o c e s s i n g  Scale to m e a s u r e  i n n o v a t iv en ess; and (4) the

usual d e m o g r a p h i c s  (See A p p e n d i c e s  A, B, and C).

Since there are t h r e e , g r o u p s  two e x p e r i m e n t a l  groups 

and one co ntrol group, there were three different 

ve rs io ns of the q u e s t i o n n a i r e ;  one for each group.

However, the three q u e s t i o n n a i r e s  were similar except 

for the first section  c o n c e r n i n g  the purcha se s i tu at ion and 

the e x p e r i m e n t a l  t reatme nt . More specific ally, one of the 

e x p e r i m e n t a l  grou ps will be a d m i n i s t e r e d  a q u e s t i o n n a i r e  

which c o n ta in s the F.A.S. T. Time O r i e n t a t i o n  Test, the 

meas u r e  of i n n o v a t i v e n e s s ,  the purcha se situatio n a s s umin g 

the pr ese nce of a s s o c i a t i v e  r e f ere nc e group influ en ce (the 

first e x p e r i m e n t a l  tre at ment) .

The other e x p e r i m e n t a l  group also will be 

a d m i n i s t e r e d  the F.A.S.T. test, the me asure of 

in no v a t i v e n e s s ;  but the purchas e situati on  will be 

o p e r a t i o n a l i z e d  in terms of the pr esence of the impact of 

di s s o c i a t i v e  re f e r e n c e  groups (the second ex p e r i m e n t a l
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t r e a t m e n t ).

A s s o c iati ve  r e f e r n c e  group was o p e r a t i o n a l i z e d  by 

posing a scenar io in w hic h a sub ject is asked to ima gine  

hi m-or he rself as r e c o m m e n d e d  by a liked, r e s p e c t a b l e  

friend to buy a cert a i n  type of t e lephon e which is 

di f f e r e n t  from what is in the subj ec t's mind. Thus, the 

impact of a s s o c i a t i v e  re f e r e n c e  group is m e a su red by this 

scenario:

Suppose that you have moved to a new house or an 
apa r t m e n t  and you do not have a t e l ep ho ne or 
television. You plan to pu rch ase them. Su ppose that 
there are three types of t e l e p h o n e s  and three types of 
televisions. For teleph ones,  the three types are (1) 
standard dial telephones, (2) c o r d l e s s  te lephones, and
(3) p h o n e v i s i o n  telephon es. The st andar d dial 
t e leph on e looks like the phones you see in most homes. 
The c o r dl ess t e l e p h o n e  is po rta bl e and poc ket-size.
The p h o n e v i s i o n  t e le phone is de sig n e d  to a l l o w  the 
user to view, on a small screen, the other person on 
the phone. Howe ver, this type of tel e p h o n e  cannot be 
o p e rated at the present time. Befor e it can be used,
a sa tel lit e hookup will be necessary . This ho okup
will be in place in one to two y e a r s . The main
adv a n t a g e  to buying the product now is that a
su bs ta n t i a l  price in cr ea se is ex pec te d once the 
sat el li te ho okup is availabl e.

For televi sio n, the three types are (1) st andar d 
t e l e v i s i o n s ,(2) p r o ject or  screen telev isions, and (3) 
d i r e c t - t o - h o m e  s a t ellite tel evisions. The standard 
t e levi si on looks like the te l e v i s i o n s  you see in most 
homes. The p r ojecto r screen t el ev ision has a large 
screen (five by three feet--5' X 3') so that the 
picture wo uld be larger and clearer. The 
d i r e c t - t o - h o m e  sa t e l l i t e  te lev i s i o n  is equip pe d to 
receive sa t e l l i t e  beams dir ec tly wi thout cable and has 
100 ch annels wor ldwid e.  However, it cannot op er a t e  at 
the present time. Be fo re it can be used, a sat el li te 
ho ok up  will be necessary. This ho oku p will be in 
place in one to two y e a r s . The main a d v a n t a g e  to 
buying the product now is that the a v a i l a b i l i t y  of the 
product will be very lim ited once the s a tell it e is in 
place.
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Now assume  that you have a pre feren ce  for one 
particula r type of t e le ph one and one part i c u l a r  type 
of television, and you a c t ual ly  set out to buy the two 
items at an e l e c t r o n i c s  store. W hi le you are in the 
store you run into so meone you have k nown casually, 
but wh om you have always p a r t i cular ly  liked and 
respected. This person sees what you are about to buy 
and tells you that you will be making  a mistake. Your 
a c q u a i n t a n c e  r e c o m m e n d s  that, instead, you buy a 
different type of t e le ph one wh ich  is c o r dle ss  and has 
a clock radio, and a dif fer en t type of t e le vision  that 
has a stereo speak er system.

Assume money is not a major concern, and assume each 
of the d i f fe re nt types of telephone and t e le vision is 
priced within  the range you wo uld  be w i l l i n g  to pay.

On the f o l lo wi ng scale, please ind icate how likely it 
is that you would buy each type or te l e p h o n e  and each 
type of televis ion.

Definitely Probably Might or Probably Definitely 
would would might not would not would not
buy buy __jbuy____  buy ___  buy

Standard
telephone ( )  ( )  ( )  ( )  ( )

Cordless
telephone ( )  ;' )  ( )  ( )  ( )

Phonevision
Telephone ( )  ( )  ( )  ( )  ( )

Standard
television ( ) ( ) ( ) ( ) ( )

Projector
screen
television ( )  ( )  ( )  ( )  ( )

Direct-to-home 
television ( ) ( ) ( )
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On the other hand, the influenc e of d i s s o c i a t i v e  

r e f er en ce groups is m e a su red th rough a s t a te ment w hich is 

simil ar to the above except for the kind of refer nce 

g r o u p :

S up pose that you have moved to a new house or an 
a p a rt me nt and you do not have a t e l ep ho ne or 
tel evision. You plan to purchase them. Suppos e that 
there are three types of te le p h o n e s  and three types of 
te levisions . For telephones, the three types are (1.) 
st andard dial t e le phones (2) cordles s telephones, and 
(30 ph o n e v i s i o n  telephones. The standar d dial 
t e leph on e looks like the phones you see in most homes. 
The c o r dl ess tel e p h o n e  is portable and pocket-size.
The p h o n e v i s i o n  tele ph one is de sig ned to al low the 
user to view, on a small screen, the other person on 
the phone. However, this type of t e lep ho ne cannot be 
o p e ra te d at the present time. Before it can be used,
a sat ellit e hookup  will be necess ary . This hookup
will be in place in one to two y e a r s . The main
ad v a n t a g e  to buying the product now is that a
s u b s t an tial price incre ase is e x p ected once the 
s a te llite ho ok up is available.

For te levision, the three types are (1) standard 
t e l e v i s i o n s . (2) projec tor screen te l e v i s i o n s  and (3) 
d i r e c t - t o - h o m e  sa tellite televisions. The st an da rd t e l e ­
vision looks like the the t e l e v ision s you see in most 
homes. The pr ojector screen t e l e v i s i o n  has a large 
screen (five by three feet--5' X 3 ’) so that the 
pictur e would be larger and clearer. The 
d i r e c t - t o - h o m e  sa tel lite tel ep ho ne is equipped  to 
re cei ve s a t el li te beams dir ec tly wi th o u t  cable and has 
100 channels wor ld wide.  However, it cannot op er ate at 
the prese nt time. Before it can be used, a sate ll ite 
h oo ku p will be necessary. This hookup will be in 
place in one to two y e a r s . The main a d v a n t a g e  to 
buying  the product now is that the a v a i l a b i l i t y  of the 
product will be very lim ited once the sat el lite is in 
■place .

Now assu me  that you have a p r ef er ence for one 
p a rt icular  type of tele phone and one part ic ular type 
of tel evision, and you a c t u a l l y  set out to buy the two 
items at an e l e c t r o n i c s  store. W hile  you are in the 
store you run into someone you have known casually, 
but wh om you have never pa r t i c u l a r l y  liked and 
re spected. This  person sees what you are about to buy
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and tells you that you will be ma ki ng a mistake. Your 
a c q u a i n t a n c e  r e c o m m e n d s  that, instead, you buy a 
d i f fe rent type of tel e p h o n e  whic h is co rdless  and has 
a clock radio, and a di ffe ren t type of t e le vision that 
has a stereo sp eak er system.

Assume  money is not a major concern, and assume each 
of the d i f fe re nt types of telep hone and televi si on is 
priced withi n the range you would be wi ll i n g  to pay.

On the f o ll owing scale, please indicate how likely it 
is that you would buy each type of t e l ep ho ne and each 
type of telev ision.

Definitely Probably Might or Probably Definitely
would would might not would not would not
buy buy buy buy buy

Standard
telephone ( ) ( ) ( ) ( ) ( )

Cordless
telephone ( ) ( ) ( ) ( ) ( )

Phonevision
telephone ( ) ( ) ( ) ( ) ( )

Standard
television ( )  ( )  ( )  ( ) I '

Projector
screen
television ( ) ( ) ( ) ( ) ( )

Direct-to-home
television ( )  ( )  ( )  ̂ ) ( '

The con trol group will be a d m i n i s t e r e d  the F.A.S.T. 

Time O r i e n t a t i o n  Test, the me as ure of i n no vative ne ss, but 

the purc hase sit u a t i o n  is stated wi thout r e fer en ce to any 

group i n f l u e n c e s  as follows:
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Suppose that you have moved to a new house or an 
apa r t m e n t  and you do not have a telephon e or 
television. You plan to purchase them. Su ppose that 
there are three types of t e le phones and three types of 
tel ev isio ns . For telephones, the three types are (1) 
st an da rd dial teleph ones,  (2) cordless tel ephones, and 
(3) p h o n e v i s i o n  tel ephones. The standard dial 
t e l ep hone looks like the phones you see in most homes. 
The co rdl e s s  t e l e p h o n e  is portable and pocket-size.
The p h o n e v i s i o n  t e le ph ones is des igned to al low the 
user to view, on a small screen, the other person on 
the phone. Howeve r, this type of tel ephone  can not be 
ope rated  at the presen t time. Before  it can be used,
a s a t ellit e ho o k u p  will be neces sar y. This hookup
will be in place in one to two y e a r s . The main
a d v a n t a g e  to buying the product now is that a 
su b s t a n t i a l  price in creas e is ex pected once the 
s a tell it e hook up  is available.

For televisions, the three types are (1) standar d 
televisions, (2) projector screen televisions, and (3) 
d i r e c t - t o - h o m e  s a t el li te televisions. The standar d 
t e l e v i s i o n  looks like the t e l e v i s i o n s  you see in most 
homes. The pr o j e c t o r  screen te lev i s i o n  has a large 
screen (5' X 3 1) so that the picture would be larger 
and clearer. The d i r e c t - t o - h o m e  sat el li te telephone 
is e q u ip ped to re ceive sat ellite beams di rectly 
w ith out cable and has 100 channels wor ld -w ide.
However, it cannot  ope rate at the pre sent time.
B efo re it can be used, a sat ellite hookup  will be 
necessary. Th i s  ho ok up will be in place in one to two 
y e a r s . The main adv a n t a g e  to buying the product now 
is that the a v a i l a b i l i t y  of the product will be very 
li mited once the sat ellite is in place.

Assume  money is not a major co ncern and assume each of 
the above types of tel e p h o n e s  and t e l e v i s i o n s  is 
priced within  the range you would be wi ll ing to pay:

How likely  is it that you would buy each one of the 
f o l lo wi ng  p r o duc ts
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Definitely Probably Might or Probably Definitely 
would would might net would not would not
buy buy buy buy buy

Standard
telephone ( ) ( ) ( ) ( ) ( )

Cordless
telephone ( ) ( ) ( ) ( ) ( )

Phonevision
telephone ( ) ( ) ( ) ( ) ( )

Standard
television ( )  ( )  ( )  ( )  ( )

Projector
screen
television ( )  ( )  ( )  ( )  ( )

Direct-to-home
television ( )  ( )  ( )  ( )  ( )

Pilot Study

Prior to the study a pilot study was u n d e r t a k e n  to 

test the q u e stio nn aire. For this pur pose the three 

di ff er ent versions  of the q u e s t i o n n a i r e  were a d m i n i s t e r e d 

to a hu ndr ed u n d e r g r a d u a t e  students in the Ma rketi ng 

d epart me nt, Baruch College, CUNY. The sp eci fic o b jecti ve  

of this pilot study is centered around (1) the first 

s ec tion of the questi o n n a i r e ,  i.e., to test the language 

level of the d i fferent  sce na rios used to me as u r e  the 

pu rcahse situatio n and the e x p e r i m e n t a l  treatments, (2) 

te sti ng the type of r e sp onses to be el ici te d by the 

di ff er ent scenarios, and (3) testing whe th er the produc ts 

of the study are p e r c e i v e d  di f f e r e n t l y  by the subjects.
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More spe cif icall y, whet h e r  standard telep ho ne and standard 

t el ev i s i o n s  were r e p r e s e n t a t i v e  of "rae-too" products; 

cordless t e l e p h o n e s  and p r o j e c t o r - s c r e e n  t ele vi sions 

e x empl if y i n n o v a t i o n s  which are of current c o n s u m p t i o n  and 

im mediate gra tif icati on ; and pho n e v i s i o n s  t e lep ho nes and 

d i r e c t - t o - h o m e  s a t ellite t e l e v i s i o n  rep re sent in no va t i o n s 

wh ich  are of future  be nefit s and delayed gra tifi cation.

For the last object, i.e., wh et he r the study's 

products are p e r ceiv ed  d i f f e r e n t l y  by the subjects , the 

se mantic d i f f e r e n t i a l  tech nique  was employed. That is, the 

subjec ts were aske d to evaluate  the three types of both 

t e leph on es  and tel ev isions , on a 5-point scale, in terms of 

these bipola r antonyms : t r a d i tio na l vs. modern, 

n o n i n n o v a t i v e  vs. innovati ve, present be nef its  vs. future 

b e n e f i t s .

The resu lts of this pretest shows that the subjects 

did perceive the three kinds of both t e l e p h o n e s  and 

te l e v i s i o n s  dif ferent ly . In addition, as a result of this 

pretest, the l a n gu ag e of the scen arios was im pr ov ed to 

cr yst a l i z e  each pu rc ha se  situation.

Me thod of Analysis

For all me asu res , de s c r i p t i v e  stat i s t i c s  inclu di ng  

fr eq uenc y d i s t r i b u t i o n  of the a p p r o p r i a t e  index were 

computed. The fr e q u e n c y  d i s t r i b u t i o n  on the F.A.S.T. time 

O r i e n t a t i o n  Test, i.e., the focus measure, al lo wed for
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c a t e g o r i z i n g  s u b jec ts  as past-, present-, or 

fu tur e - o r i e n t e d .  The scoring key of the F.A.S.T. test was 

used for this c a tegori za tion.

Once subjects  were so ca te gor ized, t-test s were 

c on d u c t e d  to test for mean d i f f e r e n c e s  between past-, and 

f u t u r e - o r i e n t e d  r e s p o n d e n t s  in regard  to their scores on 

the i n n o v a t i v e n e s s  scale ( hy pothes is  1). Also, t-test was 

also c o n duc te d to conside r mean d i f f e r e n c e s  betwee n past-, 

and f u t u r e - o r i e n t e d  r e s p o n d e n t s  in regard to their 

w i l l i n g n e s s  to delay g r a t i f i c a t i o n  (hy pot hesis  2).

C h i - s q u a r e  was used to test h y p o t h e s e s  3, 4, and 5 

on the r e l a t i o n s h i p  be twe en time o r i e n t a t i o n  and in no v a t i o n 

pr efere nc es . Finally, t h r e e - d i m e n s i o n a l  c r o s s t a b u l a t i o n s  

were used to test the e x p e r i m e n t a l  h y po these s (hy po theses 6 

and 7) on the i n fl ue nce of the m o d e r a t i n g  variables, i.e., 

a s s o c i a t i v e  and d i s s o c i a t i v e  ref e r e n c e  groups, on the 

r e l a t i o n s h i p  be tw e e n  time o r i e n t a t i o n  and i nnov at ion 

p r e f e r e n c e  .

Su mmary

This ch apter has ou tli ned the m e a su res and pro cedur es  

that were used in c o l l e c t i n g  the data and testing the h y ­

potheses. F.A.S.T. Time O r i e n t a t i o n  Test (Settle et al., 

1977) was used to me as ure focus and tenacity. The Open 

P r o c e s s i n g  Scale (Leavitt and Walton, 1974) was used to 

me asure  innate i n n ovat iv eness. And actual i n no vativen es s,



100

i.e., i n no va tion prefernce, was m e a su re d through a 

f i ve-p oi nt scale with ex tr emes lab eled "Def in i t e l y  would 

buy" and " D e f i n i t e l y  would not buy."

The study used 594 u n d e r g r a d u a t e  subjects from 

Ma r k e t i n g  D e pa rt ment at Baruch College, CUNY. Three 

subjects re present the two e x p e r i m e n t a l  groups and the 

control group of the study.

Chapter IV will discuss, in detail, the proce d u r e s  

used to an alyze the data. In c o n j u n c t i o n  with each 

specific hypothesis, the find ings will be interpre ted.



CHAPTER IV 

ANALYSIS AND I N T E R P R E T A T I O N  OF DATA 

Int r o d u c t i o n

The e x p e r i m e n t a l  design and rese ar ch m e t h o d o l o g y  

employed  in this study were pr esented in the previous 

chapter. This chapter  exam ines the res earch findin gs  

c o n c e r n i n g  the test of the h ypo th eses s u gg ested in Ch apter  

2 .

The resea r c h  h yp otheses , restated, con sist of two 

types: (1) c o r r e l a t i o n a l  hypot h e s e s  (hypot he sis 1 to 

h y p o t h e s i s  5) re fl ect the su ggested r e l a t i o n s h i p s  betwee n 

time o r i e n t a t i o n  and inno vative ne ss, and (2) ex p e r i m e n t a l  

hy p o t h e s e s  ( hypoth es is 6 and h y po thesis 7) reflect the 

i n flue nc e of the m e d i a t i n g  variables, i.e., referenc e  

groups, on the r e l a t i o n s h i p  between time o r i e n t a t i o n  and 

in n ova ti veness.

In this study, the contro l group (246 subjects), 

which had no ref e r e n c e  group influence, served two main 

purposes: first, it was used to test the corre l a t i o n a l  

h yp ot heses.  Second, it served as a c o mp arison  group 

against w h i c h  the two ex p e r i m e n t a l  groups were compared.

The subje cts were categ orized, based on the focus 

scale of the F.A.S.T. Time Or i e n t a t i o n  Test (Settle and 

Alreck, 1977, 1978), as past-, present-, or f uture- or iented.
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And based on the t e n ac it y scale of the F.A.S.T. test, the 

subjects  were c l a s s i f i e d  as either tenacious, i.e., those 

who are wi lli ng to delay g r a t i f i c a t i o n  over time, or not 

tenacious, i.e., those who are not wil l i n g  to delay 

g r a t i f i c a t i o n  over time. Finally, the subjec ts were 

ca teg oriz ed , based on the Open P r o c e s s i n g  Scale (Leavitt 

and Walton, 1974), ei the r inn ov at ive or not inn ovative.

Results; A n a lysis and In t e r p r e t a t i o n  of Data 

The fol lowing d iscuss io n will pre sent all the 

r e l e v a n t  data ana ly s e s  as they reflect on the hypot h e s e s  

pr e s e n t e d  in Ch ap t e r  II. In all cases, time ori en t a t i o n  

was treated as the in d e p e n d e n t  variable.

H y p o t h e s i s  1 and h y p o t h e s i s  2 were tested through 

t-t e s t s - -  as both i n n o v a t i v e n e s s  and te na ci ty were measu re d 

by conti n u o u s  scales. However, ch i- s q u a r e  a n a lyse s were 

used to test h y p o t h e i s  3 th rou gh hy po t h e s i s  7, as the 

subjects' p r e f e r e n c e s  for each of the study's products  were 

m e a s u r e d  by an or din al scale.

H y p o t h e s i s  1: The R e l a t i o n s h i p  Be twe en Time O r i e n t a t i o n  and 

I n n o v a t i v e n e s s

The first h y p o t h e s i s  was that fu tu r e - o r i e n t e d  

c o nsum er s are more likely than pa st - o r i e n t e d  con su mers to 

be innovative . This h y p o t h e s i s  was tested through t-test. 

Table 2 co mp ar es the mean scores of i n n o v a t i v e n e s s  for 

past-, and f u t u r e - o r i e n t e d  respondents. The data show that
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T A B L E  2

T- TE St  FOR THE D I F F E R E N C E  BE TW E E N  
FUTURE-, AND P A S T - O R I E N T E D  

R E S P O N D E N T S  R E G A R D I N G  
THEIR I N N O V A T I V E N E S S

Kind of TO* Mean t df P

Future O r i e n t a t i o n  

Past Or i e n t a t i o n

82.80

78.23
-2.25 97 0.03

is Time O r i e n t a t i o n
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these two groups are s i g n i f i c a n t l y  dif fe rent in regard  to 

their i n n o v a t i v e n e s s ,  and that f u t u r e - o r i e n t e d  r e s p o n d e n t s  

did score higher than p a s t - o r i e n t e d  responde nts. Thus, 

this h y p o t h e s i s  was supported.

Th ese  results are c o n s i s t e n t  with previous studies. 

Settle, Alreck, and Gl ash e e n  (1977) found that future 

o r i e n t a t i o n  is s i g n i f i c a n t l y  c o r r e l a t e d  with i n novativ e 

b eh avior as m e a s u r e d  by AI0. More spe cifi cally, future 

o r i en ted pe rsons were  found to be innovat ive. However, 

past o r i e n t a t i o n  was found, in the same study, to be 

s i g n i f i c a n t l y  c o r r e l a t e d  with c o n s e r v a t i v e n e s s  and 

c a u t i o u s n e s s  which are c h a r a c t e r i s t i c s  of laggar ds (Rogers, 

1983).

H y p o t h e s i s  2: the R e l a t i o n s h i p  bet ween Time O r i e n t a t i o n  and 

De l ayi ng  G r a t i f i c a t i o n

The second h y p o t h e s i s  su gg ests that f u t u r e - o r i e n t e d  

con s u m e r s  are more likely than both past-, and 

p r e s e n t - o r i e n t e d  c o n s u m e r s  to be tenacious, i.e., wi lling  

to delay g r a t i f i c a t i o n  over time. This h y p o t h e s i s  was 

supported. The re sul ts  of t-tests p r es en ted in Ta ble 3 

show that future-, and p a s t - o r i e n t e d  re s p o n d e n d s  did differ 

in their tenacity. Similarly, the data indic at e that 

future-, and p r e s e n t - o r i e n t e d  persons are also 

s i g n i f i c a n t l y  d i fferent  in regard  to their tenacity.

T he se  re sul ts str on gly suppor t this second
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TABLE 3

T-TE S T S  FOR D I F F E R E N C E S  BETW E E N  
THE D I F F E R E N T  KINDS OF TIME 

O R I E N T A T I O N  IN RE GARD 
TO T E N AC ITY

Kind of TO* Mean t df P

F utu re O r i e n t a t i o n  
Past O r i e n t a t i o n

A O . 0 
36.32 -2.20 97 0.03

F utu re O r i e n t a t i o n  
Pr es e n t  O r i e n t a t i o n

40.0 
37.17 -2.15 200 0.03

Pr es e n t  O r i e n t a t i o n  
Pas t O r i e n t a t i o n

37.17
36.32 -0.59 189 0.55

*T0 is time o r i e n t a t i o n
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hy pot hesis, and they are also con sis te nt with previous 

studies. Settle, Alreck, and Belck (1981a) found that 

mea su re s of future o r i e n t a t i o n s  and w i l l i n g n e s s  to delay 

g r a t i f i c a t i o n  were s i g n i f i c a n t l y  related. Si mil arly,  Rabin 

(1978) found that future or i e n t a t i o n  is s i g n i f i c a n t l y 

r ela ted to tendency to delay grati fication,  and n e g a t i v e l y  

related to im pu lsi vity.

A n o tewo rt hy finding, which further su pports the 

above hypothe sis, is that there is no s i g n i fi ca nt  

diff e r e n c e  bet ween past-, and p r e s e n t - o r i e n t e d  r e s p o n d e n t s  

re ga rding their tenacity. The data shown in T able 3 

support this conclusio n.

The R e l a t i o n s h i p  Be twee n Time Or i e n t a t i o n  and I n n o v a t i o n  

P r e f e r e n c e

H y p o t h e s e s  3, 4, and 5 are con cerned with the 

r e l a t i o n s h i p  be twe en time o ri entati on  and i n n o v a t i v e n e s s  as 

m e a sured by b e h a v i o r a l  i n te nt ions to buy pr od uc ts that vary 

in i n n o v a t ive ne ss. The general h y p o t h e s i s  is that each 

type of time o r i e n t a t i o n  would cause a w i l l i n g n e s s  to 

buying a parti c u l a r  type of innovation.

Accordingl y,  it was predicted that p a s t - o r i e n t e d  

co n sum er s would favor "me-too" innovations; 

pr e s e n t - o r i e n t e d  co n s u m e r s  would prefer i n n o v a t i o n s  which 

are of cu rre nt co n s u m p t i o n  and immedia te gr at ifi c a t i o n ;  and 

f u t u r e - o r i e n t e d  con s u m e r s  would be prone to i n n o v a t i o n s
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which are of future benefit s and delayed gra tifi catio n.

These hy pot heses , as e x p lain ed  in Ch apter III, are 

tested using three types of telepho nes and three types of 

television s.  T h e  basic a s s u m p t i o n  is that both standard 

t e l e p h o n e s  and standar d televi s i o n s  e x empli fy  "me-too" 

innovatio ns . C o r d l e s s  tel e p h o n e s  and projec tor screen 

t e l e v i s i o n s  are sup po sed to rep re sent in n o v a t i o n s  that are 

of cu rr en t c o n s u m p t i o n  and immedia te  gratific ation .

Lastly, p h o n e v i s i o n  t e le ph ones and d i r e c t - t o - h o m e  sa tel lite 

t e l e v i s i o n s  are supp os ed to e x em pl ify i n n o v a t i o n s  of future 

b en efits and del a y e d  gra tif icati on .

H y p o t h e s i s  3: Past O r i e n t a t i o n  and I n novat io n Pref e r e n c e  

H y p o t h e s i s  3 predic ts  that p a s t - o r i e n t e d  consume rs  

are more li kely than both present-, and f u t u r e - o r i e n t e d  

co n s u m e r s  to buy "m e-too" innovation s. This h y p o t h e s i s  was 

teste d (1) by co m p a r i n g  past o r i e n t a t i o n  ag ai ns t present 

o r i e n t a t i o n  in re la t i o n  to tel epho ne  and te le v i s i o n 

pre fer en ces, and (2) by com p a r i n g  past o r i e n t a t i o n  vs. 

future o r i e n t a t i o n  in r e l at io n to the pr ef e r e n c e  for 

t e l e p h o n e s  and tel evi si ons.

T e l e p h o n e  P r e f e r e n c e

Ta ble  4 and Table 5 present data wh ich  suppor t this 

h y p o t h e s i s  in r e l atio n to telepho ne  preference. Table 4 

shows that p a s t - o r i e n t e d  r e s p o n d e n t s  are s i g n i f i c a n t l y  

d if f e r e n t  from p r e s e n t - o r i e n t e d  r e s p o n d e n t s  in regard to
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TABLE 4

A C O M P A R I S O N  B E T W E E N  PAST-, AND 
P R E S E N T - O R I E N T E D  R E S P O N D E N T S  
R E G A R D I N G  T H E I R  P R E F E R E N C E S  

FOR S T A N D A R D  T E L E P H O N E S

T e l ephone
Pref e r e n c e

Time

Past
%

O r i e n t a t i o n

Present
%

Total
%

St and ard T e l e p h o n e 71.0 50.5 55.1
Cordless T e l e p h o n e 16.1 38.1 33.1
P h o n e v i s i o n  T e l e p h o n e 12.9 11.4 11.8

Total 100.0 100.0 100.0
Base (31) (105) (136)

x 2 = 5.85; 2 df; p < .05



1 0 9

TABLE 5

A C O M P A R I S O N  BETW E E N  PAST-, AND 
F U T U R E - O R I E N T E D  R E S P O N D E N T S  
R E G A R D I N G  TH EIR P R E F E R E N C E S  

FOR S T A N D A R D  T E L E P H O N E S

Tel e p h o n e
P r e f e r e n c e

Time
Past
%

O r i e n t a t i o n
Present

%
Total

%

Sta nd ar d Tel e p h o n e 71.0 28.6 46.6
C o r dless T e l e p h o n e 16.1 47.6 34.2
P h o n e v i s i o n  T e l e p h o n e 12.9 23.8 19.2

Total 100.0 100.0 100.0
Base (31) (42) (73)

x2 = 13.15; 2df; p < O.OOl
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their tele ph one pre fer ence.  The table shows also that most 

of the future o r i ented  respon d e n t s  (71 percent) preferred 

st an da rd te lep hones , wher e a s  about on e-h alf of the 

pr e s e n t - o r i e n t e d  r e s p o n d e n t s  preferred this same telephone.

Si milarly, the data presented in Table 5 show that 

past-, and f u t u r e - o r i e n t e d  i nd iv iduals are not similar in 

their t e l ephone pr efe ren ce. That is, 71 percent of the 

p a s t - o r i e n t e d  res po ndents,  as shown in the table, prefer red 

st a nda rd  t e l e p h o n e s  w h e r e a s  less than 29 percent of the 

f u t u r e - o r i e n t e d  i n d i v i d u a l s  preferre d this telephone.

T e l e v i s i o n  P r e f e r e n c e

the data p r es en ted in T^able 6 and Table 7 are 

con c e r n e d  with the third hypo t h e s i s  in rel at ion to 

t e l e v i s i o n  pr efe ren ce. The overal l c h i-sq ua re for each 

table is not sign if icant. T h u s ,  this h y pothesi s was not 

s u p p o r t e d  in re gar d to t e l e v i s i o n  pre ference. However, the 

results, as shown in the two tables, are in the expected  

di rec tion. More s p e c if ically,  Table 6 shows that there are 

48.4 percen t of the p a s t - o r i e n t e d  r e s p o nd ents preferre d 

st a n d a r d  televis io ns, wh er e a s  there are 42.6 percent of the 

p r e s e n t - o r i e n t e d  per sons preferred this same television. 

Similarly , Table 7 shows that 48.4 percent of the 

p a s t - o r i e n t e d  r e s p o n d e n t s  preferred standard telephones, 

w h e r e a s  27 percent of the f u t u r e - o r i e n t e d  r e s p o nd en ts  

pr e f e r r e d  this type of televison.
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T A B L E  6

A C O M P A R I S O N  B E T W E E N  PAST-, AND 
P R E S E N T  O R I E N T E D  RESPON D E N T S  
R E G A R D I N G  TH EIR P R E F E R E N C E S  

FOR S T A N D A R D  T E L E V I S I O N S

T e l e v i s i o n
P r e f e r e n c e

Time
Past
%

Or i e n t a t i o n
Present

%
Total

%

St an da rd T e l e v i s i o n 48.4 42.6 44.0
P r o j e c t o r - S c r e e n

Tele v i s i o n 25.8 38.3 35.2

S a t ellite T e l e v i s i o n 25.8 19.1 20.8

To tal 100.0 100.0 100.0
Base (31) (94) (125)

x 2 = 1.71; 2 d f ; N.S.
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TABLE 7

A C O M P A R I S O N  BE TW E E N  PAST-, AND 
F U T U R E - O R I E N T E D  R E S P O N D E N T S  
R E G A R D I N G  T HE IR P R E F E R E N C E S  

FOR S T A N D A R D  T E L E V I S I O N S

T e l e v i s i o n
P r e f e r e n c e

Time

Past
%

O r i e n t a t i o n

Futur e
%

Total
%

S t a nd ard T e l e v i s i o n 48.4 27.0 36.8
P r o j e c t o r - S c r e e n

T e l e v i s i o n 25.8 37.8 32.4

Sa t e l l i t e  T e l e v i s i o n 25.8 35.2 30.8

Total 100.0 100.0 100.0
Base (31) (27) (68)

x 2 = 3.32; 2 d f ; N.S.
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A d d i t i o n a l  a n a l y s e s  were done to co mpa re the three 

ca te g o r i e s  of time o r i e n t a t i o n  in regard  to pr e f e r e n c e s  for 

the dif fe rent types of t e l e p h o n e s  and televi s i o n s  

si mu l t a n e o u s l y .  Th ese c o m p a r i s o n s  are pre sen te d in Ta bles 

8, 11, and 14. Table 8 c o m p a r e s  p a s t - o r i e n t a t i o n  agai nst 

each of the present and future o r i e n t a t i o n s  reg a r d i n g  the 

prefe r e n c e  of s t a nd ar d t e l e p h o n e s  and st andard te l e v i s i o n s  

s i m u l t a n e o u s l y .  A l t h o u g h  c h i - s q u a r e  for Table 9 is not 

si gni ficant,  the re su l t s  are in the expected direction.

That is, the table shows that 91.7 percent of the 

p a s t - o r i e n t e d  r e s p o n d e n t s  pre ferred both standard 

te le p h o n e s  and st an dard tel ev isions , wh er e a s  76.5 percent 

of the p r e s e n t - o r i e n t e d  r e s p o n d e n t s  and 75 percent of the 

f u t u r e - o r i e n t e d  r e s p o n d e n t s  pre ferred these same types of 

telep h o n e s  and televis io ns.

In conclusion , this third hyp ot hesis,  on the 

re l ati on  between past o r i e n t a t i o n  and inn ov at ion 

preference, was p a rt ially supported. more speci fically , 

the h y p o t h e s i s  was s u pp orted in re gard to t elepho ne s but 

not te le visio ns. Ho wever, the re su lts in regard to 

t e l e v i s i o n s  are in the expec t e d  direct ion. (The dis cu s s i o n  

of all rejec ted h y p o t h e s e s  will be presen ted at the end of 

this chapt er . )

H y p o t h e s i s  4: The r e l a t i o n s h i p  Be tw een Pr esent O r i e n t a t i o n

and In nov a t i o n  P r e f e r e n c e
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TABLE 8

A C O M P A R I S O N  AMONG PAST-, PRESENT -, AND 
F U T U R E - O R I E N T E D  R E S P O N D E N T S  IN RE G A R D  

TO T H E I R  P R E F E R E N C E  FOR S T A NDAR D  
T E L E P H O N E S  C O N T R O L L I N G  FOR 

ST A N D A R D  T E L E V I S I O N S

Time O r i e n t a t i o n
Te l e p h o n e Past Pr es ent Future Total
P r e f e r e n c e % % % %

Standard  T e l e p h o n e 91.7 76.5 75.0 79.6
Co r dle ss  T e l e p h o n e 0.0 20.6 25.0 16.7
P h o n e v i s i o n  T e l e p h o n e 8.3 2.9 0.0 3.7

Total 100.0 100.0 100.0 100.0
Base (12) (34) (8) (54)

x 2 = 3.97; 4 d f ; N.S.
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This fourth h y p o t h e s i s  states that p r e s e n t - o r i e n t e d  

c on s u m e r s  are more likely than f u t u r e - o r i e n t e d  co n s u m e r s  to 

favor in n o v a t i o n s  w h i c h  are of curr ent c o n s u m p t i o n  and 

benefits. This h y p o t h e s i s  was tested by comp ar ing  

p r e s e n t - o r i e n t e d  r e s p o n d e n t s  against f u t u r e - o r i e n t e d  

r e s p o n d e n t s  in r e l ation to their t e l ep ho ne and t elev is ion 

p r e f e r e n c e s .

T e l e p h o n e  P r e f e r e n c e

T abl e 9 shows that present-, and f u t u r e - o r i e n t e d  

r e s p o n d e n t s  are s i g n i f i c a n t l y  d i ff erent in their tele ph one 

pre ference. However, the results are not in the 

h y p o t h e s i z e d  di r e c t i o n  as the table shows that the 

p r e s e n t - o r i e n t e d  r e s p o n d e n t s  who pre ferred  the cordl es s 

te lep h o n e s  (38.1 percent) are less than the f u t u r e - o r i e n t e d 

r e s p o n d e n t s  who p r efer re d this type of t e l e p h o n e s  (47.6 

percent). Thus, h y p o t h e s i s  4 was re je ct ed in regard to 

t e leph on e pre ference.

T e l e v i s i o n  P r e f e r e n c e

The data pr e s e n t e d  in Table 10 show that there is no 

s i g n i f i c a n t  d i f f e r e n c e  between p r e s e n t - o r i e n t e d  in d i v i d u a l s 

and f u t u r e - o r i e n t e d  in d i v i d u a l s  in re gard to their 

t e l e v i s i o n  preferences. Thus, h y p o t h e s i s  4 was also 

r e j e c t e d  c o n c e r n i n g  t e l e v i s i o n  preference.

W hen  present-, and f u t u r e - o r i e n t e d  r e s p o n d e n t s  were 

c o m pa red in r e l a t i o n  to their ref e r e n c e s  for cord less
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T A B L E  9 
0

A C O M P A R I S O N  BE TW EEN PRESENT-, AND 
F U T U R E - O R I E N T E D  RE SPON D E N T S 
R E G A R D I N G  THEIR P R E F E R E N C E S  

FOR C O R D L E S S  T E L E P H O N E S

Time O r i e n t a t i o n

Tel e p h o n e Present Future Total
P r e f e r e n c e % % %

St an da rd Te l e p h o n e 50.5 28.6 44.2
C o r dless T e l ephone 38.1 47.6 40.8
Ph o n e v i s i o n  T e l e p h o n e 11 .A 23.8 15.0

To tal 100.0 100.0 100.0
Base (105) (42) (147)

= 6.99; 2 d f ; p < 0.05
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TABLE 10

A C O M P A R I S O N  BE TWEEN PRESENT-, AND 
F U T U R E - O R I E N T E D  R E S P O N D E N T S  
R E G A R D I N G  TH EIR P R E F E R E N C E S  

FOR P R O J E C T O R - S C R E E N  
T E L E V I S I O N S

T e l e v i s i o n
P r e f e r e n c e

Time

Presen t
%

Or ient a t i o n

Future
%

Total
%

S t a nd ar d T e l e v i s i o n 42.6 27.1 38.2
P r o j e c t o r - S c r e e n

T e l e v i s i o n 38.3 37.8 38.2

S a t e l l i t e  Te le v i s i o n 19.1 35.1 23.6
Total 100.0 100.0 100.0
Base (94) (37) (131)

x 2 = 4.54; 2 d f ; N.S.
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TABLE 11

A C O M P A R I S O N  BE TWEE N PRESENT-, AND 
F U T U R E - O R I E N T E D  R E S P O N D E N T S 
R E G A R D I N G  TH EIR  P R E F E R E N C E  

FOR C O R DLES S T E L E P H O N E S 
C O N T R O L L I N G  FOR PRO J E C T O R - 

SCREEN T E L E V I S I O N S

T e l e p h o n e
P r e f e r e n c e

Time
Pre sent

%

O r i e n t a t i o n
Future

%
Total

%

St a nda rd  T e l e p h o n e 43.3 23.1 37.2
Co r d l e s s  Te l e p h o n e 56.7 69.2 60.5
P h o n e v i s i o n  Te l e p h o n e 0.6 7.7 2.3

Total 100.0 100.0 100.0
Base (30) (13) (43)

x2 = 3.54; 2 d f ; N.S.
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tele p h o n e s  and p r o j e c t o r - s c r e e n  t el ev isions  si multaneously , 

as shown in Table 11, this hypo t h e s i s  was also rejected.

The data pr esented in Table 11 show that the 

p r e s e n t - o r i e n t e d  r e s p o n d e n t s  who pr efe rred both co rdless 

tele p h o n e s  and p r o j e c t o r - s c r e e n  te levi s i o n s  (56.7 percent) 

are less than those f u t u r e - o r i e n t e d  r e s p o n d e n t s  who 

p re ferred these two types of tele phones  and t elevisi on s  

(69.2 percent).

Hy p o t h e s i s  5: The R e l a t i o n s h i p  Betwee n Future  O r i e n t a t i o n  

and In no v a t i o n  P r e f e r e n c e

H y p o t h e s i s  5 predicts  that f u t u r e - o r i e n t e d  consume rs 

are more likely than p r e s e n t - o r i e n t e d  con s u m e r s  to be 

w il l i n g  to buy i n n o v a t i o n s  which are of future be nefits and 

delayed gr a t i f i c a t i o n .  Table 12 com pares f u t u r e - o r i e n t e d  

s u b jects and p r e s e n t - o r i e n t e d  subjects in rel ation to their 

t e l ep hone preferences. The data support this hypoth esis.

The table shows that there is a s i g n i fic an t diff er ence  

be tween  f u t u r e - o r i e n t e d  re s p o n d e n t s  (23.8 percent) and 

p r e s e n t - o r i e n t e d  r e s p o n d e n t s  (11.4 percent) r e gardi ng  their 

p r e f e r e n c e  for p h o n e v i s i o n  telephones.

In regard to tel ev i s i o n  preference, Table 13 shows 

that the overall chi -s quare,  for the r e l a t i o n s h i p  between 

time o r i e n t a t i o n  (present vs. future) and pref erence for 

d i r e c t - t o - h o m e  sa t e l l i t e  tel evision, is not sig nificant. 

Thus, h y p o t h e s i s  5 was not suppor ted in regard to
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T A B L E  12

A C O M P A R I S O N  B E T W E E N  FUTURE-, AND 
P R E S E N T - O R I E N T E D  R E S P O N D E N T S  
R E G A R D I N G  TH EIR  P R E F E R E N C E  
FOR P H O N E V I S I O N  T E L E P H O N E S

T e l e p h o n e
Pr e f e r e n c e

Time
Pr ese nt

%

Or ien tation 
Future 

%
Total

%

S t a ndard T e l e p h o n e 50.5 28.6 44.2
Co r d l e s s  T e l e p h o n e 38.1 47.6 40.8
P h o n e v i s i o n  Tel e p h o n e 11.4 23.8 15.0

Total 100.0 100.0 100.0
case 1 105; (42) (147)

x 2 = 6.99; 2 d f ; p < 0.05
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TABLE 13

A C O M P A R I S O N  BETW E E N  FUTURE-, AND 
P R E S E N T - O R I E N T E D  R E S P O N D E N T S  
R E G A R D I N G  THEIR P R E F E R E N C E  
FOR SATEILITE T E L E V I S I O N S

Tele v i s i o n
Pref e r e n c e

Time
Pr ese nt

%

O r i e n t a t i o n
Future

%
Total

St an da rd T e l e v i s i o n 42.6 27.1 38.2
P r o j e c t o r - S c r e e n

T e l e v i s i o n 38.3 37.8 38.2

S a t ellite T e l e v i s i o n 19.1 35.1 23.6

Total 100.0 100.0 100.0
Base (94) (37) (131)

x4 = 4.54; 2d f ; p < 0.10
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TABLE 14

A C O M P A R I S O N  AMONG PAST-, PRESENT-, AND 
F U T U R E - O R I E N T E D  R E S P O N D E N T S  R E G A R D I N G  

THEIR P R E F E R E N C E  FOR P H O N E V I S I O N  
T E L E P H O N E  C O N T R O L L I N G  FOR 
D I R E C T - T O - H O M E  SAT E L L I T E  

T E L E V I S I O N S

T e l e p h o n e
P r e f e r e n c e

Time
Pr esent

%

O r i e n t a t i o n
Future

%
Total

%

S t a n d a r d  T e l e p h o n e 23.3 7.7 16.7
C o r d l e s s  T e l e p h o n e 35.3 38.5 36.7
P h o n e v i s i o n  T e l e p h o n e 41.2 53.8 46.6

Total 100.0 100.0 100.0
Base (17; (13) (30)

a 2 = 1.38; 2 d f ; N.S.
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t el evi sio ns. Howeve r, the results, as shown in Table 13 
are in the e x p e c t e d  direction. That is, the table shows 

that 35.1 per cent of the f u t u r e - o r i e n t e d  respon d e n t s  

preferre d d i r e c t - t o - h o m e  sat e l l i t e  televisio ns, wh ereas  

19.1 percent of the p r e s e n t - o r i e n t e d  r e s p o n d e n t s  preferred 

the same type of te lephones.

A c o m p a r i s o n  be tween future-, and p r e s e n t - o r i e n t e d  

re s p o n d e n t s  in r e l a t i o n  to their p r efere nc e for both 

p h o n e v i s i o n  t e l e p h o n e s  and d i r e c t - t o - h o m e  satellite 

te l e v i s i o n s  is p r es en ted in Ta ble 14. C h i - s q u a r e  for this 

table is not s i g n i fic an t. However, the result s are in the 

expected direction. That is, Table 14 shows that 53.8 

percent of the f u t u r e - o r i e n t e d  r e s p o n d e n t s  pre ferred both 

ph o n e v i s i o n  t e l e p h o n e s  and d i r e c t - t o - h o m e  sa tel lit e 

televisions, wh ereas 41.2 per cent of the p r e s e n t - o r i e n t e d  

re s p o n d e n t s  p r e f e r r e d  these two types of te le p h o n e s  and 

t e l e v i s i o n s .

Thus, h y p o t h e s i s  5 was p a rtial ly  supported. That is, 

the pr ed i c t i o n  that f u t u r e - o r i e n t e d  consume rs  are more 

likely than p r e s e n t - o r i e n t e d  c o n s u m e r s  to prefer 

i n n o v a t i o n s  which are of future be nefits and delayed 

g r a t i f i c a t i o n  was sup po rted in relati on  to tele p h o n e s  but 

not te levisons. H o w e v e r ,  the results, r e gardi ng  the 

r e l a t i o n s h i p  be tw e e n  future o r i e n t a t i o n  and p r efere nc e for 

d i r e c t - t o - h o m e  s a t e l l i t e  tel evisi on s, are in the ex pected  

d i r e c t i o n .
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The E x p e r i m e n t a l  H ypothe se s; H y p o t h e s e s  6 and 7

H y p o t h e s i s  6 and h y p o t h e s i s  7 add ress the 

e x p e r i m e n t a l  part of this study. The first five h ypot he ses 

have exami n e d  the r e l a t i o n  between time o r i e n t a t i o n  and 

both innate i n n o v a t i v e n e s s  and actual i n n o v a t ivene ss , 

a s s um in g that there is no s ituatio na l co n s t r a i n t s  med i a t i n g 

this rel ati on ship. These last two h y p o t h e s e s  examine, in 

an e x p e r i m e n t a l  setting, the impact of s it uation al  

v a riab le s on the p r e v i o u s l y  h y p o t h e s i z e d  r e l a t i o n s h i p s  

be tween  time o r i e n t a t i o n  and actual i n n o v a t ivenes s.  More 

s p e c ifica ll y, h y p o t h e s i s  6 and h y p o t h e s i s  7 are con cerne d 

with how a s s o c i a t i v e  r e feren ce  groups and d i s s o c i a t i v e 

r ef e r e n c e  groups are likely to i n f luenc e the r e l a t i o n s h i p 

be tween  time o r i e n t a t i o n  and inno v a t i o n  pre ference.

Both h y p o t h e s e s  6 and 7 were tested through 

t h r e e - d i m e n s i o n a l  cross ta bu latio ns, i.e., all three 

va riables: time o r i e n ta tion,  refer en ce groups, and 

in novations . K e r l i n g e r  (1973) points out that 

t h r e e - d i m e n s i o n a l  tables are used to "'specify' a relation, 

to tell us when or under what c o n d i t i o n s  a r e l ation  is more 

or less pro no u n c e d "  (p. 176). Thus, the " s p e c i f i c a t i o n "  

fu nc ti on of the t h r e e - d i m e n s i o n a l  table is ". . . the

pr ocess of d e s c r i b i n g  the cond i t i o n s  under which a 

particula r r e l a t i o n s h i p  may exist or not exist, or may 

exist to greater or lesser degree" (Kerlinger, 1973, 

p. 176).



125

H y p o t h e s i s  6 ; Time Orien tatio n, In novation Preference, 

and A ssocia ti ve R e ference  Groups

Hy po thesis 6 was that past-, present-, and 

f ut u r e - o r i e n t e d  con s u m e r s  are less likely to differ 

in their innov a t i v e  behavior in the presence of 

r e c o m m e n d a t i o n s  from asso ci a t i v e  re fer ence groups.

The h y po th esis was tested by comp aring the e x p e r ime nt al 

group, that had the inf lue nc e of asso ci a t i v e  reference 

groups, aga inst the control group, which had no 

r e f er ence group influence, in relation to tele phones  

and televisions.

Te lep h o n e s

Table 15 presents data on the r e l a t i o n s h i p  between 

time o r i e n t a t i o n  and telephone prefe re nce for the control 

group. The data show a si gn ificant  ove rall rel ationship , 

as pre vious ly  hyp othes iz ed, bet ween time orienta ti on 

(past, present, and future o r i e n t a t i o n s )  and telephone 

pr ef erence (standard, cordless, and pho ne vision  

Telephone s)  .

However, whe n a s s o c i a t i v e  r e fe re nce group influence 

me d i a t e d  the r e l a t i o n s h i p  between time or i e n t a t i o n  and 

t e l ephone preference, the r e l a t i o n s h i p  disappeared. This 

is evident from Table 16 which shows the rela t i o n s h i p  

between time o r i e n t a t i o n  and te lep hon e preference



TABLE 15

THE R E L A T I O N S H I P  BET W E E N  TIM E O R I E N T A T I O N  
a ND T E L E P H O N E  P R E F E R E N C E  IN THE ABSE NCE 

OF A S S O C I A T I V E  R E F E R E N C E  GROUPS' 
I N F L U E N C E  

(THE C O N T R O L  GROUP)

T e l e p h o n e
Pr e f e r e n c e

Time
Past

%

O r i e n t a t i o n  
Present  Future 

% %
Total

%

S t a nd ar d T e l e p h o n e 71 .10 51.0 28.6 49.2
C o r d l e s s  T e l e p h o n e 16. 1 37.5 47.6 36.2
P h o n e v i s i o n  T e l e p h o n e 12.9 11.5 23.8 14.6

Total 100.0 100.0 100.0 100.0
Base (31) (104) (42) (177)

x2 = 14.85; 4 d f ; p < O.Ol
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T A B L E  16

THE R E L A T I O N S H I P  BETW E E N  TI M E  O R I E N T A T I O N  
AND T E L E P H O N E  P R E F E R E N C E  IN THE P R E S E N C E  

OF A S S O C I A T I V E  R E F E R E N C E  GROUPS' 
INF L U E N C E  

(THE FI RST  E X P E R I M E N T A L  GROUP)

T e l e p h o n e
P r e f e r e n c e

Time
Past
%

Or i e n t a t i o n  
Present Future 

% %
Tota 1 

%

Stand a r d  T e l e p h o n e 42.9 40.6 44.4 41.9
C o r d l e s s  T e l e p h o n e 33.3 40.6 33.33 37.1
P h o n e v i s i o n  T e l e p h o n e 23.8 18.8 22.3 21.0

Total 100.0 100.0 100.0 100.0
Base (42) (64) (14.5) (124)

x 2 = 0.83; 4 d f ; N.S.
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c o n t r o l l i n g  for the a s s o c i a t i v e  ref e r e n c e  group's 

i n f l u e n c e . This is the same pheno m e n o n  as that of 

in t e r ac tion. I n t e r a c t i o n  means "an in depe n d e n t  va riabl e 

a f f e c t s  a d e pende nt  va ria bl e d i f f e r e n t l y  at differe nt  

levels or facets of an ot her i n d e p e n d e n t  variable  

(Kerlinger, 1973, p. 177). This is what h a p pe ned here: the 

r e l a t i o n s h i p  be tw e e n  time o r i e n t a t i o n  and telepho ne  

p r e f e r e n c e  is d i f f e r e n t  d e pending  upon the ab sence or 

p r e sence of the i n f l u e n c e  of a s s o c i a t i v e  r e f erence  

g r o u p s — as shown in Ta ble 15 and Table 16, r e s p ecti ve ly.

Thus, h y p o t h e s i s  6 was s u pp or ted in regard  to 

telepho ne s. More s p e c ifi ca lly, a c o m p a r i s o n  be tw ee n the 

e x p e r i m e n t a l  group, whose data are pres en ted in T ab le  16, 

and the co nt ro l group, whose data are pres en ted in Ta ble 15, 

shows that the i n f l u e n c e  of a s s o c i a t i v e  r e fere nc e groups 

ov e r r o d e  the i n f l u e n c e  of time o r i e n t a t i o n  in regard  to 

te l e p h o n e  pr eference.

T e l e v i s i o n s

The data p r e s e n t e d  in Table 17 are co n c e r n e d  with 

the over a l l  r e l a t i o n s h i p  be twe en  time o r i e n t a t i o n  and 

t e l e v i s i o n  p r e f e r e n c e  for the control group. The table 

shows that this r e l a t i o n s h i p  is not significant . However, 

when the i n f l u e n c e  of a s s o c i a t i v e  ref e r e n c e  groups 

m e d i a t e d  the r e l a t i o n s h i p  be tw een time o r i e n t a t i o n  and 

t e l e v i s i o n  pre fe re nce, this r e l a tionshi p,  as shown in
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TABLE 17

THE R E L A T I O N S H I P  B E T W E E N  TIM E  O R I E N T A T I O N  
AND T E L E V I S I O N  P R E F E R E N C E  IN THE 

A B S E N C E  OF R E F E R E N C E 
G R O U P S ’ I N F L U E N C E 

(THE C O N T R O L  GROUP)

Time O r i e n t a t i o n
T e l e v i s i o n Past Pre sent Future Total
P r e f e r e n c e % % % %

S t a nd ar d T e l e v i s i o n 48.4 43.0 27.1 40.4
P r o j e c t o r - S c r e e n

T e l e v i s i o n 25.8 37.6 37.8 35.4

S a t e l l i t e  T e l e v i s i o n 25.8 19.4 35.1 24.2

Total 100.0 100.0 100.0 100.0
Base (31) (93) (37) (161)

x2 = 6.05; 4 d f ; N.S.
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TABLE 18

T HE R E L A T I O N S H I P  BETW E E N  TIME O R I E N T A T I O N  
AND T E L E V I S I O N  P R E F E R E N C E  IN THE 

P R E S E N C E  OF A S S O C I A T I V E  
R E F E R E N C E  GROUPS'

I NF L U E N C E  
(THE E X P E R I M E N T A L  GROUP)

Time O r i e n t a t i o n
T e l e p h o n e Past Pre sent Futur e Total
P r e f e r e n c e % % % %

Standard T e l e v i s i o n 18.9 36.7 23.5 27.7
P r o j e c t o r - S c r e e n

T e l e v i s i o n 24.5 45.0 29.4 34.6

S a t e l l i t e  T e l e v i s i o n 56.6 18.3 47.1 37.7

Total 100.0 i OO.O 100.0 100.0
Base (53) (60) (17) (130)

X 2 = 18. 29; 4 d f ; p = 0.001
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Table 18, is sig ni ficant.  This change in the re lati on  

between time o r i e n t a t i o n  and t e l e v i s i o n  preference, in 

the presence of r e c o m m e n d a t i o n s  from a s s o c i a t i v e  r e f e r ­

ence groups, mi ght be a t t r i b u t e d  to the i n f lu ence of 

a s s o c i a t i v e  r e f e r e n c e  groups. However, this inf luence  

was not in the h y p o t h s i z e d  direction. Thus, h y p ot he is  

6 was not sup ported  in regard to tel evisi on s.

H y p o t h e s i s  7; Ti me Or ie ntatio n,  I n n o v a t i v e  Behavior, and 

D i s s o c i a t i v e  R e f e r e n c e  Groups

H y p o t h e s i s  7 predict s that past-, present-, and 

future ori en ted c o n sume r are less like ly to differ in 

their in no v a t i v e  behavior, as h y p o t h e s i z e d  previously, 

in the presence of r e c o m m e n d a t i o n s  from d i s s o c i a t i v e  

re f e r e n c e  groups. This h y p o t h e s i s  was tested by c o m p a r ­

ing the e x p e r i m e n t a l  group, w hi ch had the i n fluen ce  of 

di s s o c i a t i v e  r e f e r e n c e  groups agains t the control group.

A c cord in g to this hy pot hesis , it is pre dicted that 

the inf l u e n c e  of d i s s o c i a t i v e  re f e r e n c e  groups would not 

affect the r e l a t i o n  betwee n time o r i e n t a t i o n  and 

i n n o v a t i o n  pr eference. The data present ed  in both Table  

19 and Table 20 su pport this h y p o t h e s i s  in regard to 

telephones , but not tel evis io ns.

Tele phones

Table 19 pr esents data on the rela t i o n  betw een time 

o r i e n t a t i o n  and t e l e p h o n e  p r e f e r e n c e  c o n t r o l l i n g  for the
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TABLE 19

THE R E L A T I O N S H I P  BE TW E E N  O R I E N T A T I O N  AND 
T E L E P H O N E  P R E F E R E N C E  IN THE  P R E S E N C E  

OF D I S S O C I A T I V E  R E F E R E N C E  
GROUPS' IN F L U E N C E  

(THE SE C O N D  E X P E R I M E N T A L  GROUP)

T e l e p h o n e
P r e f e r e n c e

Time
Past

%

O r i e n t a t i o n
Pr ese nt

%
Total

&

Sta ndard  T e l e p h o n e 15.4 12.5 15.3
C o r dl es s T e l e p h o n e 39.2 75.0 45.9
P h o n e v i s i o n  T e l e p h o n e 44.9 12.5 38.8

Total 100.0 100.0 100.0
Base (69) (16) (85)

x2 = 7.26; 2df; p < 0.03
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in f l u e n c e  of d i s s o c i a t i v e  ref ere nc e g r o u p s . The table 

shows that this r e l a t i o n s h i p  is significant, the same as 

the co ntr ol group whose data are pres en ted in Ta ble 15. 

T his  i n dicate s that the presence of the i n f luen ce  of 

d i s s o c i a t i v e  r e f e r e n c e  groups did not affect the 

r e l a t i o n s h i p  be tween time o r i e n t a t i o n  and inn o v a t i v e  

behavior. Thus, h y p o t h e s i s  7 was s u pp or ted in regard  to 

t e l e p h o n e s .

T e l e v i s i o n s

Ta ble  20 p r e sents data on the r e l a t i o n s h i p  between 

time o r i e n t a t i o n  and t el ev ision pref er ence c o n t r o l l i n g  for 

d i s s o c i a t i v e  r e f e r e n c e  groups' i n f l u e n c e . The table shows 

that the r e l a t i o n s h i p  is not signi ficant, the same as the 

co ntr ol group whos e data are pre se nted in Table 17. This 

im pl ie s that the i n f l u e n c e  of d i s s o c i a t i v e  r e f er ence 

groups did not affect the r e l a t i o n s h i p  bet ween time 

o r i e n t a t i o n  and t e l e v i s i o n  p r e f e r e n c e — as was theorized. 

However, h y p o t h e s i s  7 was not suppor te d in regard to 

t el e v i s i o n  as the r e l a t i o n s h i p  is not si gnif i c a n t  while it 

was pre dicted to be.

The above results, which par tially support 

h y p o t h e s i s  6 and h y p o t h e s i s  7, are con si s t e n t  with 

p re vious studies. M i s c h e l  (1977) sug gests that 

p e r s o n a l i t y  traits may be useful in p r ed ic ting be ha vi or 

when s i t u a tion al  c o n s t r a i n t s  are weak but not when they
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T A B L E  20

THE R E L A T I O N S H I P  BE TW EEN TI ME O R I E N T A T I O N 
AND T E L E V I S I O N  P R E F E R E N C E  IN THE 

P R E S E N C E  OF D I S S O C I A T I V E  
R E F E R E N C E  GROUPS'

I NF L U E N C E  
(THE SE COND E X P E R I M E N T A L  GROUP)

Time O r i e n t a t i o n
T e l e v i s i o n Past Pr ese nt Total
P r e f e r e n c e % % %

S t a n d a r d  T e l e v i s i o n 3.3 0.0 2.6
P r o j e c t o r - S c r e e n

T e l e v i s i o n 26.7 11.5 23.3

S a t e l l i t e  T e l e v i s i o n 70.0 88.5 74.1

Total 100.0 100.0 100.0
Base (90) (26) (116)

x 2 = 3.77; 2 d f ; N.S.
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are strong. M o n s o n  et al.'s (1982) study, r e f er red to in 

Ch apt er II, p r o vide s support to M i s c h e l ' s  sug gestion. 

Mo n s o n  et al. (1982) found that there are some sett in gs 

where p e r s o n a l i t y  tr aits can be used to predict beh av ior 

and other settings  where p e r s o n a l i t y  traits can not be 

used to pr edict behavior. Traits  are most likely to be 

useful in those se tt in gs where s i t u a t i o n a l  pre ssure s are 

weak but not when they are strong (Monson et al., 1982)

T his  was the case in this study. A s s o c i a t i v e  

re f e r e n c e  g r o u p s ’ i n f l u e n c e  is a strong  si t u a t i o n a l  

pr essure whose p r e sence resulted, as pre di cted in 

h y p o t h e s i s  6 , in b r e a k i n g  down the in f l u e n c e  of time 

o ri en tation , a p e r s o n a l i t y  trait, on i n n o v a t i v e  behavi or 

(pa rti cula rl y, t e l e p h o n e  prefere nce). On the other hand, 

d i s s o c i a t i v e  re f e r e n c e  groups' inf l u e n c e  is such that its 

n e g a t i v i t y  gives rise to the p e r s o n a l i t y  trait, i.e., time 

or ienta ti on . Thus, as p r ed ic ted in h y p o t h e s i s  7, the 

pr esence of the i n f l u e n c e  of d i s s o c i a t i v e  ref e r e n c e  groups 

did not af fec t the r e l a t i o n s h i p  betwe en time o r i e n t a t i o n  

and i n n o v a t i v e  behavior.

D i s c u s s i o n

To summar ize, the fi ndings were as follows:

1. The first hyp othesis, on the r e l a t i o n s h i p  

be tween time o r i e n t a t i o n  and innate inn o v a t i v e n e s s ,  and 

the second hyp ot hesis,  on the re lation  between time
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or i e n t a t i o n  and d e l a y i n g  gr at ifi cation, were supported.

2. H y p o t h e s i s  3, on the r e l a t i o n s h i p  between past 

or i e n t a t i o n  and p r e f e r e n c e s  for st andar d t eleph on es and 

st an da rd te le visions , and h y p o t h e s i s  5, on the 

r e l a t i o n s h i p  be tw een future o r i e n t a t i o n  and p re fe rences  

for p h o n e v i s i o n  t e l e p h o n e s  and d i r e c t - t o - h o m e  satellite 

te lev isio ns , v/ere pa r t i a l l y  supported.

3. H y p o t h e s i s  4, on the r e l a t i o n s h i p  bet ween present 

o r i e n t a t i o n  and p r e f e r e n c e s  for cordles s t elep ho nes and 

p r o j e c t o r - s c r e e n  te le visions , was rejected.

4. H y p o t h e s i s  6 and h y p o t h e s i s  7 , which ad dress 

the e x p e r i m e n t a l  part of the study on the i n flue nc e of 

s i t u a t i o n a l  c o n s t r a i n t s  (asso ci ative and d i s s o c i a t i v e  

r e f e r e n c e  groups), were part ially  supported.

This se ction  d i s c u s s e s  the possible e x p l a n a t i o n s  of 

the r e j e c t i o n  of h y p o t h e s i s  4 as well as the partial 

sup port of h y p o t h e s e s  3, 5, 6 , and 7. An importa nt  point 

here is that all of these hypo t h e s e s  were c o n s i s t e n t l y  

rej ected  in regard to televisi on, and the fi ndi ngs  were 

mixed in regard  to telephones.

In regard to the rej e c t i o n  of h y p o t h e s e s  3, 4, and 5 

in relat i o n  to t e l e v i s i o n  preference, it could be 

s p e c u l a t e d  that there might be some "s uppr e s s o r  var iabl es " 

w hich con c e a l e d  the pr edicted r e l a t i o n s h i p s  be tween time 

o r i e n t a t i o n  and t e l e v i s i o n  preference.

R o s e n b e r g  (1968) points out that:
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One may find that ce rt ai n test factors, w hic h we 
shall call su pp r e s s o r  variables, may i n te rcede to 
cancel out, reduce, or conceal  a true r e l a t i o n s h i p 
between  two variables.

. . . A s u ppress or  variable is one w hich we ak ens
a r e l a ti on ship, which c o n c e a l s  its true strength. In 
some cases, it may weaken the r e l a t i o n s h i p  to the 
point of cau s i n g  its c o m p l e t e  dis ap pearanc e,  but this 
si t uat io n will not always obtain. So long as it damps
down on a t t e n u a t e s  the full extent of the
relatio ns hip, it poses the danger of misle a d i n g  
i n t e r p r e t a t i o n s .

The t h e o r e t i c a l  s i g n i f i c a n c e o f  suppressor  
va r i a b l e s  is evident. If one tests an h ypothes is  
based upon a th e o r e t i c a l  scheme but finds that the 
theory is d e fective  or erroneous. The theory may, 
however, be sound, and the data, if properl y analyzed,
may support it (p. 85)

The subjects of this study are u n d e r g r a d u a t e  

students  at Baruch College, CUNY. Students  at CUNY are 

more likely to be low income. Thus, it could be s p e c ­

ulated that income might have been a s upp re ssor variable  

w h i c h  c o n cealed the r e l a t i o n s h i p  bet ween time o r i e n t a t i o n  

and t e l e v i s i o n  preference. That is, the st udents might 

have percei ve d t e l e v i s i o n s  u n a f fo rdable.  Hence, they were 

i n d i f f e r e n t  to t e l e v i s i o n s  in general. Wh ile most homes 

have televis ion, a t e l e v i s i o n  still re pr e s e n t s  a s i g n i f i ­

cant expen di ture, p a r t i c u l a r l y  for l ow -income  people.

Another possible  supp r e s s o r  variable is respon dents ' 

i n v o l v e m e n t  r e g a r d i n g  televisi on s. Krug m a n  (1965) p r o ­

posed the concept of i n v o l v e m e n t  to c h a r a c t e r i z e  d i f f e r ­

ences in the in t e n s i t y  of in ter e s t  with which c o ns umers a p ­

proach their d e a li ngs with the market place. Schiffman and-Kanuk



138

(1983) point out that "con sumer  i n v o l ve ment seems to 

c ap ture the extent to which c o ns umers are c o n cer ne d wit h a 

pa rt i c u l a r  purchase d e c is io n and co nsider it to be 

imp ortan t to them" (p. 239). M i t chell (1979) sugges ts 

that in v o l v e m e n t  has the critical p r op erties of (1) 
i n t e n s i t y - - d e g r e e  of arousal, and (2) d irect io nal 

influ enc e. Thus, due to the c o m m o n a l i t y  of television'sets 

the U n i t e d  States, it is possib le that tele v i s i o n  is not a 

p a r t i c u l a r l y  i n v o l v i n g  product.

C o n c e r n i n g  the re j e c t i o n  of h y p o t h e s i s  4, it could 

be s p e c u l a t e d  that this reje ction might be at tr i b u t e d  to 

the t e c h n o l o g i c a l  innova ti on, i.e., the cordless 

t e l e p h o n e s  and pr o j e c t o r  screen tel evisions.

In this regard, Rog er s (1983, p. 13) stated that:

. . . a t e c h n o l o g i c a l  in no v a t i o n  has at least some
d egr ee of b e n e f i t s  or ad v a n t a g e  for its potential  
ad opt ers. But this a d va nt age is not always  very 
c l e a r - c u t  or sp ec tacula r,  at least not in the eyes of 
the inte nded adop ters. They can se ldom be very 
c er t a i n  that an i n n o v a t i o n  r e p r e s e n t s  a superior 
a l t e r n a t i v e  to the pr eviou s practi ce that it might 
replace.

So a t e c h n o l o g i c a l  in no v a t i o n  creat es one kind 
of u n c e r t a i n t y  in the minds of po ten tial ad opters 
(about its e x p e c t e d  co ns eq uences ),  as well as 
r e p r e s e n t i n g  an o p p o r t u n i t y  for re duced u n c e r t a i n t y 
in an ot h e r  sense (that of the i n f o r m a t i o n  base of the 
t ec hn ology) . The latter type of p o t e n t i a l  u n c e r t a i n t y  
r e d u c t i o n  (the i n f o r m a t i o n  embodie d in the 
t e c h n o l o g i c a l  i n n o v a t i o n  itself) r e p r e s e n t s  the 
p o s s i b l e  e f f i c a c y  of the inn o v a t i o n  in solv ing an 
i n d i v i d u a l ' s  felt need or pe rce ive d problem.

In this regard, Ro gers (1983) has ident i f i e d  five 

produ ct c h a r a c t e r i s t i c s  that seem to i n fl ue nce consumers'
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a c c e p t a n c e  of new products. Two of them are of conc ern 

here: ( 1) re lative advant age, i.e., "the degree to whic h 

an i n n o v a t i o n  is pe r c e i v e d  as better than the idea it 

supercede s.  The de gre e of re la ti ve a d v a n t a g e  may be 

m e a s u r e d  in econo mi c terms, but s o c i a l - p r e s t i g e  factors, 

co nv en ience,  and s a t i s f a c t i o n  are also of ten  i m p or tant 

co mpo ne nts. It does not matter so muc h  whet h e r  an 

i n n o v a t i o n  has a great deal of 'objective' advan tage.

What does ma tt er is wh ether an i n d i v i d u a l  pe r c e i v e s  the 

i n n o v a t i o n  as a d v a n t a g e o u s "  (Rogers, 1983, p. 15), and (2) 

c o m patibil it y, i.e., "the degree to w hich  an i n n o v a t i o n  is 

p e rcei ve d as being co ns i s t e n t  with the ex ist i n g  values, 

past experi ence, and needs of pot e n t i a l  adopters. An idea 

that is not c o m p a t i b l e  with the pr e v a l e n t  values  and norms 

of a social system will not be ado p t e d  as rap i d l y  as an 

i n n o v a t i o n  that is c o m p a tible " (rogers, 1983, p. 15).

An e v a l u a t i o n  of co rdle ss  t e l e p h o n e s  and proj ec tor  

screen televi sions, in terms of the above discu ssion, may 

shed light on why h y p o t h e s i s  4 was reject ed.

C o r dless t e l e p h o n e s  and p r oject or  screen t e l e v i s i o n s  

were conceived, as was ev ident from the pretest (see 

Chapter III, d i f f e r e n t l y  from the other types of 

t e l e p h o n e s  and t e l e v i s i o n  in terms of some di me n s i o n s  

other than " r elat iv e a d va ntage"  and " c o m p a t i b i l i t y . "  The 

pretest e m p h a s i z e d  how the r e s p o n d e n t s  pe rc e i v e  each of 

the types of t e l e p h o n e s  and t e l e v i s i o n s  in terms of such
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c h a r a c t e r i s t i c s  as t r a d i t i o n a l  vs. modern, n o n i n n o v a t i v e  

vs. innovative, and pre sent be nefit s vs. future benefits, 

the pretest did show that the s t u d y ’s pr od uc ts were p e r ­

ceived d i f f e r e n t l y  in terms of these charac t e r i s t i c s .

However, this d i f f e r e n t i a l  pe rce p t i o n  mi ght not have 

been the case in terms of relat i v e  a d v a n t a g e  and 

c o m p a t i b i l i t y .  M ore sp ec ificall y,  cordl es s t e l e p h o n e s  and 

p r ojec to r screen t e l e v i s i o n s  might not be pe r c e i v e d  in 

terms of r e l ative a d va nt age, as more a d v a n t a g e o u s  than, or 

su p eri or  a l t e r n a t i v e s  to, st and ar d t e l e p h o n e s  and sta nd ard  

t e l e v isio ns , r e s p e c t i v e l y .  This might exp l a i n  why most of 

the p r e s e n t - o r i e n t e d  respo ndent s,  as shown in Table 15, 

p. 26, and Table 17, p. 29), pre fe rr ed st andard  t e l e p h o n e s  

and s t a nd ar d tel ev isions.

C o n s i d e r i n g  "comp a t i b i l i t y " ,  c o r dless t e l e p h o n e s  and 

pr oj ecto r screen  tele vis ions might not have been perc ei ved 

by the p r e s e n t - o r i e n t e d  re spondent, p a r t i c u l a r l y  in terms 

of the limited space of their apa rt ments, as useful or 

c o m p a t i b l e  with their needs.

H y p o t h e s i s  6 and h y p o t h e s i s  7, on the in f l u e n c e  of 

si t u a t i o n a l  p r es su res (ass o c i a t i v e  and d i s s o c i a t i v e  

r e f e r e n c e  groups) on the r e l a t i o n s h i p  betwee n time 

o r i e n t a t i o n  and i n n o v a t i o n  preference, were s u pport ed  in 

regard to telephon es , but not televisons. More 

specifi ca lly, the inf l u e n c e  of a s s o c i a t i v e  r e fe re nce  

groups, in h y p o t h e s i s  6 , did affect the r e l a t i o n s h i p
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b etw een time o r i e n t a t i o n  and t e l e p h o n e  pre fer en ce so that 

this r e l a t i o n s h i p  became not signif ic ant. For 

te levis io ns, the i n f l u e n c e  of a s s o c i a t i v e  refere nc e groups 

was s u b s t a n t i a l  too, but it was not in the hyp o t h e s i z e d  

d i r e c t i o n .

Similarly, h y p o t h e s i s  7, w hich  predicts that the 

pre se nc e of the i n f l u e n c e  of d i s s o c i a t i v e  r e f er ence groups 

does not affect  the r e l a t i o n s h i p  betw e e n  time or i e n t a t i o n  

and i n n o v a t i o n  p r e f e r e n c e  (i.e., this re la tion would 

remain signif i c a n t ) ,  was also s u pp orted in re gard to 

telephone s,  but not te levisio ns . A l t hough  the presenc e of 

the i n f l u e n c e  of d i s s o c i a t i v e  ref e r e n c e  groups did not 

a ffe ct the r e l a t i o n  betw e e n  time o r i e n t a t i o n  and 

te l e v i s i o n  preference, it was not in the h y p o t h e s i z e d  

direc tio n.

As to why h y p o t h e s e s  6 and 7 did not work in the 

h y p o t h e s i z e d  d i r e c t i o n  in regard to television, it could 

be a t t r i b u t e d  to the n o n s u p p o r t  of the hyp o t h e s i z e d 

r e l a t i o n s h i p s  be tween time o r i e n t a t i o n  and t el ev ision 

p re f e r e n c e  in the abse n c e  of these r e f er ence groups. That 

is, the r e l a t i o n s h i p  be twe en time o r i e n t a t i o n  and 

t e l e v i s i o n  pr eference, in the ab sen ce of a s s o c iative 

re f e r e n c e  group was not si gni fic ant, i.e., it was not as 

h y p o t h s i z e d  Thus, the prese nce of a s s o c i a t i v e  refe rence  

group in flu enc e, in h y p o t h e s i s  6 , wo rke d and aff ected this 

r e l a t i o n s h i p  to be com e s i g n i f i c a n t  (see Table 17, p . 129).
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and Table 18, p. 130).

Similarly, h y p o t h e s i s  7 im plies that the m e d i a t i o n  

of the i n f l u e n c e  of d i s s o c i a t i v e  re fernce  groups in the 

r e l a t i o n s h i p  be tw e e n  time o r i e n t a t i o n  and i nn ov ation 

prefe r e n c e  wo uld not affect this rel ati on ship. The 

r e l a t i o n s h i p  be tw e e n  time o r i e n t a t i o n  and tel ev ision 

pr efe rence, in the ab senc e of d i s s o c i a t i v e  refe re nce 

groups' influence, as shown in Table 17, P . 128, was not 

signifi ca nt, i. e . , i t  was not as h y p o thes iz ed. Thus, the 

pr ese nce of the in f l u e n c e  of d i s s o c i a t i v e  r e ference  groups 

did not affe ct this re lat i o n s h i p ,  and it r e m ai ned not 

s i g n i f i c a n t  (see Ta ble 20, p . 133).

Summary

This chapter has focused on the a n a lysi s and 

i n t e r p r e t a t i o n  of the data with respect to each of the 

seven h y p o t h e s e s  po sited in Chapter II. The h ypot he ses 

are c l a s s i f i e d  into two ca teg ori es. The first cat eg ory  

inclu d e s  c o r r e l a t i o n a l  h y p o t h e s e s  on the r e l a t i o n s h i p  

be twe en time o r i e n t a t i o n  and both innate i n n o v a t i v e n e s s  

(h y p o th esis 1) and actual innov at iveness , i.e., innov a t i o n  

pr efe r e n c e  ( h y p o theses  3, 4, and 5). In addition, the 

first c a t e g o r y  i n c l u d e s  a h y p o t h e s i s  on the relatio n 

be tween  time o r i e n t a t i o n  and tenacity, i.e., the 

w i l l i n g n e s s  to delay g r a t i f i c a t i o n  (hy po thesis 2).
The second c a t e g o r y  of h y pot he ses inclu de s
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e x p e r i m e n t a l  h y p o t h e s e s  (hypot heses 6 and 7) on the impact 

of si t u a t i o n a l  co n s t r a i n t s ,  i.e., ref e r e n c e  groups both 

as s o c i a t i v e  and di sso c i a t i v e ,  when m e d i a t i n g  the r e l a t i o n ­

ship be tw een time o r i e n t a t i o n  and in nov a t i v e  behavior.

Some h y p o t h e s e s  were fully supported, i.e., 

hy p o t h e s e s  l--on the r e l a t i o n s h i p  between time o r i e n t a t i o n  

and i n n o v a t i v e n e s s ,  and hypo t h e s i s  2--on the re la t i o n  

between time o r i e n t a t o n  and the w i l l i n g n e s s  to delay 

g r a t i f i c a t o n  over s u b s t a n t i a l  periods of time.

Some other h y p o t h e s e s  were p a rt ially supported.

That is, h y p o t h e s e s  3 and 5 on the r e l a t i o n s h i p  between 

time o r i e n t a t o n  and i n n o v a t o n  p refere nc e were s u p po rted 

in regard to t el ephones , but not te le vision s.  However, 

the re su l t s  on the r e l a t i o n s h i p  be twee n time o r i e n t a t i o n  

and t e l e v i s i o n  pr efe ren ce, though not signi fican t,  were 

in the pr e d i c t e d  direct i o n s .  The reas ons of the r e ject io n 

of these h y p o t h e s e s  in regard  to t e l e v i s i o n s  were a t ­

tributed, as d i s c u s s e d  above, to some s u p p r e s s o r  v a r i ­

ables, e.g., in com e and involv e m e n t  which might have 

co n c e a l e d  the r e l a t i o n s h i p  between time o r i e n t a t i o n  and 

t e l e v i s i o n  preference.

H y p o t h e s e s  6 and 7 were also p a r tially  supported. 

Their partial su pport  was due to the wo rk i n g  of these 

h y p o t h e s e s  in the u n e x p e c t e d  d i rec ti on in regard to 

te lev is ion. This was att ri buted , as dis c u s s e d  above, to 

the r e j e c t i o n  of the h y p o t h e s i z e d  r e l a t i o n s h i p s  bet ween
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time or i e n t a t i o n  and i n n o v a t i o n  pre feren ce  in the ab sen ce 

of r e fe re nce groups' influe nce.

Finally, h y p o t h e s i s  3, that p r e s e n t - o r i e n t e d  

co n s u m e r s  are more likely than f u t u r e - o r i e n t e d  c o n su mers 

to favor i n n o v a t i o n s  wh ich are of curr ent c o n s u m p t i o n  and 

benefits, was rejected. Its r e je ction was s p ecula te d to 

be due to the i n n o v a t i o n  itself and how it was perce ived 

by the p r e s e n t - o r i e n t e d  re s p o n d e n t s  in terms of its 

relat i v e  ad v a n t a g e  and c o m pa tibilit y.

In conclus io n, the fin di ngs of the data an al y z e d  in 

this cha pter ind ic ate that the r e l a t i o n s h i p  betwee n time 

o r i e n t a t i o n  and i n n o v a t i v e n e s s  is, by and large, 

t h e o r e t i c a l l y  sound and e m p i r i c a l l y  confirme d. More 

specifi ca lly, time o r i e n t a t i o n  and i n n o v a t iv eness, i.e., 

the p r e d i s p o s i t i o n  to act in a cer tain way co nc e r n i n g  

i n n o v a t i o n  adoption, were found to be s i g n i f i c a n t l y  

associated.  Si milarly, a s i g n i fi ca nt r e l a t i o n s h i p  bet ween 

time o r i e n t a t i o n  and delayed-, vs., immediate-, 

g r a t i f i c a t i o n  was con firmed. In addition, all pr e d i c t i o n s  

in regard to the impact of time o r i e n t a t i o n  on in nov a t i o n  

pr e f e r e n c e s  were, except  h y p o t h e s i s  4, con firmed  

c o n c e r n i n g  te lep hones , but not telev ision s.

Howeve r, the r e l a t i o n s h i p  between time o r i e n t a t i o n  

and in no v a t i o n  pref e r e n c e  was found to be situational .

That is, time orienta ti on, a pers on a l i t y  trait, is most 

likely to be us efu l in pr ed i c t i n g  innov a t i v e  be ha vi or in



145

settings which are free from strong s ituati on al  

c on st r a i n t s  such as a s s o c i a t i v e  r e f e r e n c e  groups' 

influence. However, the prese nc e of w eak si tu at i o n a l  

pressures, e.g., d i s s o c i a t i v e  re f e r e n c e  groups' influence, 

does not affect  the r e l a t i o n s h i p  b e t w e e n  time o r i e n t a t i o n  

and i n n o v a t i o n - a d o p t i o n  behavior.



CH AP T E R  V

SUMMARY, CO NC LUSIONS , AND DI RE C T I O N S  

FOR FU T U R E  R E S E A R C H

In this ch ap t e r  the theory and r e s earc h finding s 

p r e se nted in this d i s s e r t a t i o n  will be tied together. In 

addit ion , some i m p l i c a t i o n s  of the re sult s as well as 

r e c o m m e n d a t i o n s  for future r e s earch will be presented.

Summary

Th eory

The o b j e c t i v e  of the r e s e a r c h  d e scri be d in the 

pr e ced in g chapte r was to ex plore how time o r i e n t a t i o n  

(past, present, and future), as a p e r s o n a l i t y  trait, 

i n f l u e n c e s  i n n o v a t i o n - a d o p t i o n  behavior, and how the 

e x i s t e n c e  of s i t u a t i o n a l  c o n s t r a i n t s  would affect the 

r e l a t i o n s h i p  be twe en time o r i e n t a t i o n  and i n n o v a t iv en ess.

Time O r i e n t a t i o n : In the field of a n t h r o p o l o g y  there 

has been i n c r e a s i n g  a w a r e n e s s  that people can percei ve 

time in various ways, and that these p e r c e pti on s affect the 

be havio r of people in many ways (Graham, 1981; Rezohazy, 

1972) .

Settle, et al. (1981a) point out that there are three 

ki nds of time that inf l u e n c e  buyer behavior: econo m i c  time, 

s o c i o - c u l t u r a l  time, and p s y c h o l o g i c a l  time. In this
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study, "time p e r c e ption" or, al terna t i v e l y ,  "time 

o r i e n t a t i o n " ,  re fers to this latter c a t e g o r y  of time.

Lehman (1967) de fines  time o r i e n t a t i o n  as "a p e r s o n ’s 

genera l o r i e n t a t i o n  toward  the c o s m i c f l o w  of time. An 

i n d i v i d u a l ' s  time p e r s p e c t i v e  ind i c a t e s  how close he feels 

toward the past, present, and future, or how afr aid he is 

of any of these t e m po ra l aspects. A pe rson's time 

p e r s p e c t i v e  d i s c l o s e s  whe t h e r  or not he is living more in 

one than in any other of the d i m e n s i o n s  of time" (p. 806).

S ett le (1980) argues  that "the co nc e p t u a l  fra mewor ks  

and emp i r i c a l  re su l t s  in this area [ p s ychol og ical time] can 

be ar ra ye d acr oss a s p e ct ru m from those as pe c t s  that are 

immedi ate , e n v i r o n m e n t a l l y  d e t e r m i n e d  and sh o r t - l i v e d  to 

those that c o n s t i t u t e  du rable p e r s o n a l i t y  traits lasting 

for an en tire lifetime. . . . Th ese  p s y c h o l o g i c a l  as pects

of time are b e g i n n i n g  to be shown to af fect both purchas e 

and c o n s u m p t i o n  of pr odu ct s and se r v i c e s "  (p. 449). He 

adds, "beca u s e  time is such an i m porta nt  asp ect of life, 

c o n s u m e r s  could be exp ec t e d  to i n c o r p o r a t e  into their 

p s y c h o l o g i c a l  m a k e u p  many r e l a t i v e l y  du rab le 

p r e d i s p o s i t i o n s  and p e r s p e c t i v e s  rel evant  to it. To the 

ex tent that these differ  s i g n i f i c a n t l y  among in d i v i d u a l s 

wi thi n one s o c i a l - c u l t u r a l  dimensio n, they can be seen as 

c o n s t i t u t i n g  the p s y c h o l o g i c a l  as pec ts  of time" (Settle, 

1980, p. 449).

T ime  o r i e n t a t i o n  has been i n c r e a s i n g l y  r e c o g n i z e d  as
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an i n f l u e n t i a l  v a r i a b l e  in consumer de cision making.

G r a h a m  (1981) e m p h a s i z e s  the imp or t a n c e  of time pe rc e p t i o n  

in i n f l u e n c i n g  c o n sumer be hav ior  based on that time 

p er ce p t i o n  is f u n d a m e n t a l  in relatio n to other perce ptions.  

He explains:

It [time p erc ep tion] is fundamental, and many other 
p e r c e p t i o n s  will be biased in one dire ct ion or the 
other d e p e n d i n g  on the p e r s o n ’s p e rce pt ion of time 
(p. 335).

He adds:
As a pe rso n's  p e r c e p t i o n  of time is fundam e n t a l  to the 
c o n s t r u c t i o n  of a per cept ua l set it wo uld seem natural 
that people with d i f feren t pe r c e p t i o n s  of time would 
p e r ceive d i f f e r e n t  cue pa tterns and, thus, have a 
d i f f e r e n t  o r g a n i z a t i o n  of reali ty" (Graham, 1981, 
p . 34) .

Thus, the i m p o r t a n c e  of time o r i e n t a t i o n  in i n f l u e n c i n g  

consume rs ', and buyers' be ha vior is evident.

I n n o v a t i v e n e s s : I n n o v a t iv en ess, on the other hand, 

has been of noted co nc ern for both m a r k e t e r s  and scholars. 

This is because  "[t]he p r o p e n s i t i e s  of c o nsum er s to adopt 

novel pr odu ct s w h e t h e r  they are ideas, goods, or services, 

can play an im p o r t a n t  role in th eories of brand loyalty, 

d e c ision making, pr eference, and c o m m u n i cation s.  If there 

were no such c h a r a c t e r i s t i c  as i n n o v a t iv en ess, consumer  

behavior  w oul d co nsist of a series of r o u t i n i z e d  buying 

r e s p o n s e s  to a static set of products. It is the inher ent 

w i l l i n g n e s s  of a c o n s u m i n g  p opulat io n to in novate that 

gives the m a r k e t p l a c e  its dynami c nature. On an 

i n d i v i d u a l  basis, every consu me r is, to some extent, an
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i nn ovator:  all of us over the course of our lives adopt 

some ob je c t s  or ideas that are new in out p erc ep tion" 

( Hi rschman , 1980, p. 283).

An e x a m i n a t i o n  of the me aning and nature of the 

c o n c e p t s  of time o r i e n t a t i o n  and i n n o v a t i v e n e s s  re veals 

that they are cl os e l y  related. I n n o v a t i v e n e s s  means 

r e c e p t i v e n e s s  to novel ideas (i.e., i n n o vat io ns). It has 

been ar gu ed that u n c e r t a i n t y  (Rogers, 1983) and a m b i g u i t y  

(Budner, 1962) are i n h ere nt  in novel ideas. Likewise, 

f ut ur e o r i e n t a t i o n  is e s s e n t i a l l y  con c e r n e d  with plan ning 

and e x p e c t i n g  (Cottle, 1976). Th ese  a c t i v i t i e s  invo lve 

u n c e r t a i n t y  and a m bi guity. Hawes (1979) points out that 

". . . The past gives rise to the ph en o m e n o n  of

memory, the present to so litary m o m e n t s - i n - b e i n g , and the 

future to e x p e c t a t i o n s .  Wh ile  there is ce r t a i n t y  in the 

m o m e n t - i n - b e i n g ,  there is the element of u n c e r t a i n t y  

in. . . e x p e c t a t i o n s "  (p. 5).

Thus, a f u t u r e - o r i e n t e d  person would be dispo se d to 

ac cept a m b i g u o u s  st im uli (e.g., novel ideas). Budner 

(1962) points out that a m b i g u i t y  arises in s i tuatio ns  

c h a r a c t e r i z e d  by novelt y, compl exity, or ins olub ility.  

Settle, Alreck, and Belk (1981) found that future 

o r i e n t a t i o n  is p o s i t i v e l y  and s i g n i f i c a n t l y  related to 

t o l e r a n c e  for amb iguit y.  T o l e r a n c e  for a m b i g u i t y  is 

de fi n e d  by Budner (1962) as "the ten de n c y  to pe rceive 

a m b i g u o u s  s i t u a t i o n s  as d esi ra bl e" (see Roben s o n  and
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Shaver, 1980, p. 401).

Thus, there is reason to bel ieve that time 

o r i e n t a t i o n  and i n n o v a t i v e n e s s  are related, And that time 

o r i e n t a t i o n  i n f l u e n c e s  and predic ts in no v a t i v e  behavior. 

Mc Gu i r e  (1977) argues  that "one's a s p i r a t i o n  and ac tions 

as a cons umer are gr eatly  a f f ected by the extent to whic h 

one is bound by the past and by one's view of the future." 

He goes on to point out that " t oleran ce  for delaye d 

g r a t i f i c a t i o n  is s i g n i f i c a n t l y  i n f l u e n c e d  by the extent to 

one's time ben ding and one's view re g a r d i n g  the future. 

One's rel at ive e v a l u a t i o n  of the past, present, and 

perceive d future affe c t s  wh ether one is satisfie d with the 

old and and familia r or seeks ne wnes s and 

no ve lt y" ( p . 321).

In addition, J u s t e r  is cited su gg e s t i n g  that ". . .

vi r t u a l l y  e v e r y t h i n g  people do, and v i r tual ly  every 

product or serv ice they buy, can be c h a r a c t e r i z e d  as an 

in ve s t m e n t  in some future benefits. . . . Pe opl e who

place a great deal of value on the present and little 

value on the future are likely to invest less than people 

who weight  the future more heavily " (Hawes, 1979, p. 11).

Settle et al. (1977), in their study of wh et her time 

o r i e n t a t i o n  is i n d i c a t i v e  of a part icular life style as 

me a s u r e d  by AI0, found that future o r i e n t a t i o n  is 

s i g n i f i c a n t l y  c o r r e l a t e d  wi th in no v a t i v e  behavior, whe reas 

past o r i e n t a t i o n  was found to be s i g n i f i c a n t l y  c o r r e l a t e d
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with c o n s e r v a t i v e n e s s  and cautiou sn ess.

Rabin (1978) ar gue s that the temporal o r i e n t a t i o n  of 

a person may be cl os e l y  re la ted to his d e v e l o p m e n t a l  

ab il i t y  or capaci ty, or w i l l i n g n e s s  to postpone 

g r a t if ic ation.  The impulsive, the "here and now" 

i n d i v i d u a l  is p r e s e n t - o r i e n t e d .  the planner is 

f u t u r e - o r i e n t e d  and depres sed, g u i l t - r i d d e n  is past 

or i ent ed  (Rabin, 1978). Ra bin's (1978) study c o nfirmed  

these p r o p o s i t i o n s  as it found that future o r i e n t a t i o n  is 

p o s i t i v e l y  re la ted to delay gr at if icatio n;  and n e g a t i v e l y  

rel ate d to im pu lsivit y.

It mi ght be c o n c l u d e d  from the above disc u s s i o n  that 

time or ie ntatio n,  as a p e r s o n a l i t y  variable, might predict 

p r o d u c t - a d o p t i o n  be havio r. That is, f u t u r e - o r i e n t e d  

people will tend to buy i n n o v a t i o n s  which are of future 

b e n efits and de la ye d gratif i c a t i o n .  In contrast, present 

o r i e n t e d - c o n s u m e r s  wo uld  be e x p ected  to have more te nde ncy 

to buy i n n o v a t i o n s  wh ic h are of only current c o n s u m p t i o n 

and im m e d i a t e  g r a t i f i c a t i o n .  However, it might be 

e x p ec te d that p a s t - o r i e n t e d  people are less likely to be 

wil ling to adopt i n n o v a t i o n s  in general.

S i t u a t i o n a l  C o n s t r a i n t s : The above proposed

r e l a t i o n s h i p s  be tw een time o r i e n t a t i o n  and in no v a t i v e n e s s ,  

however, would be i n f l u e n c e d  by the ex i s t e n c e  of 

s i t u a t i o n a l  c o n s t raints , as behavior  has been found to be 

a fu nction  of the i n t e r a c t i o n  of person and s i tu ation
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(Bowers, 1973; Monson, Hes l e y  and Chernic k, 1982).

Bo w e r s  (1973), upon his r e v i e w  of 11 empir ic al 

st udies  that e v a l u a t e  the r e l a t i v e  m a g n i t u d e  of person and 

s i t u a t i o n a l  i n f l u e n c e s  in behavior, con clu de d; "obviously, 

and to some c o n s i d e r a b l e  extent, the person and the 

s i t u a t i o n  are c o d e t e r m i n e r s  of behavior, and they need to 

be s p e c i f i e d  s i m u l t a n e o u s l y  if p r e d i c t i v e  a c c ur acy is 

desired"  (p. 322). S imil ar ly, M i s c h e l  (1971) stated that, 

". . . we may predict best if we k no w what each situat io n

means to the ind iv idual , and conside r the i n t e r a c t i o n  of 

the person and the setting, rather than c o n c e n t r a t i n g  on 

the s i t u a t i o n  itself or on the i n d i v i d u a l  in an 

e n v i r o n m e n t a l  and social va cuum"  (p. 149).

F o l l o w i n g  this line of thinking, Mon son, Hesley, and 

C h e r n i c k  (1982) have been c o nc er ned with s p e c i f y i n g  when 

p e r s o n a l i t y  v a r i a b l e s  can and can not predict behavior. 

They have pro po sed that tr aits may be useful in p r ed icting  

behavior  when s i t u a t i o n a l  c o n s t r a i n t s  are weak  but not 

when they are strong. M o n s o n  et al. (1982) tested this 

h y p o t h e s i s  in two e m p i r i c a l  studies and it was confirmed.

W i t h i n  the co ntext of the r e l a t i o n s h i p  of time 

o r i e n t a t i o n  and i n n o v a t i v e n e s s ,  s i t u a t i o n a l  c o n s t r a i n t s  

might be h y p o t h e s i z e d  to i n fl uence this rela t i o n s h i p .  

T r o m m s d o r f f  and La m m  (1975) have e m p h a s i z e d  the i m p o r t a n c e  

of s i t u a t i o n  in d e t e r m i n i n g  the impact of time o r i e n t a t i o n  

on d e c i s i o n  maki ng  and behavior. Also, Su mm e r s  (1971)
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argues that . . i n n o v a t i v e n e s s  may be a fun ction both

of si t u a t i o n a l  variabl es. . . and beha viora l

c o n s i d e r a t i o n s .  It may be that si t u a t i o n a l  factor s are 

un ique to sp ecific products and product ca te g o r i e s  and 

serve to c o n s t r a i n  the in di v i d u a l  i n n o v a t i v e n e s s  to 

p ar ti cular areas, while his b e havio ra l (sociologica l, 

ps yc ho logica l,  etc.) ma k e u p  i n f l u e n c e s  his basic te nde ncy 

to i n novate " (p. 316).

Conse q u e n t l y ,  it migh t be ex pec t e d  that si tu ational  

constr ai nts, e.g., re f e r e n c e  groups, would exert 

s i g n i f i c a n t  i n f lu ence on time o r i e n t a t i o n - i n n o v a t i v e n e s s  

re l a tionsh ip . Mor e  sp ec if ically,  it would be ex pected 

that if there is no si t u a t i o n a l  con st raints , or if 

s i t u a t i o n a l  c o n s t r a i n t s  are weak, each kind of time 

o r i e n t a t i o n  would cause a w i l l i n g n e s s  to a parti cular 

i nn ovation , as d i s cussed  above. However, if strong 

s i t u a t i o n a l  c o n s t r a i n t s  exist (e.g., a s s o c i a t i v e  

re f e r e n c e  groups' influence ), time o r i e n t a t i o n  might not 

seem to i n fluenc e in no v a t i v e n e s s .

The above is an o v e r v i e w  of the th eore t i c a l  base 

that led to the f o r m u l a t i o n  of the fol lowing  hypotheses:

1. F u t u r e - o r i e n t e d  c o ns um ers are more likely to be 

i n n o v a t i v e  in c o m p a r i s o n  with  p a s t - o r i e n t e d  consumers.

2. F u t u r e - o r i e n t e d  c o n s u m e r s  are more likely than 

present-, and past-, o r i ente d c o n sumers  to be tenacious, 

i.e., w i l l i n g  to delay g r a t i f i c a t i o n  over su bs tantial
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periods of time.

3. P a s t - o r i e n t e d  c o p s u m e r s  are more likely than 

both present-, and f u t u r e - o r i e n t e d  con s u m e r s  to buy 

"me-too" pr odu ct s w h i c h  are si mi la r to the old prod ucts 

they favor.

4. P r e s e n t - o r i e n t e d  c o n s u m e r s  are more li kely than 

future o r i en te d c o n s u m e r s  to favor i n n o v a t i o n s  w hich are 

of cu rre nt  c o n s u m p t i o n  and benefits.

5. F u t u r e - o r i e n t e d  c o n s u m e r s  are m or e likely than 

p r e s e n t - o r i e n t e d  c o n s u m e r s  to be wil l i n g  to buy 

i n n o v a t i o n s  w hich are of fu ture be nefi ts  and delayed 

g r a t i f i c a t i o n .

6'. Past-, present-, and future-, ori en ted consu me rs 

are less likely to differ in their i n n o v a t i v e  beh av ior in

the prese nc e of r e c o m m e n d a t i o n s  from a s s o c i a t i v e  groups.

7. Past-, present-, and f u t u r e - o r i e n t e d  con s u m e r s

are more li kely to di ffe r in their i n n o v a t i v e  behavior, as

h y p o t h e s i z e d  previously,  in the presen ce  of r e c o m m e n d a ­

tions from d i s s o c i a t i v e  groups.

Method
To as s e s s  time o r i e n t a t i o n ,  the focus scale of the 

F.A.S.T. Time O r i e n t a t i o n  Test was used. W i l l i n g n e s s  to 

delay g r a t i f i c a t i o n  was m e a s u r e d  thr o u g h  the tenacity 

scale of the F.A.S.T . Test (Settle and Alreck, 1977,

1978). Innate  i n n o v a t i v e n e s s  was m e a s u r e d  th ro ug h the
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Open P r o c e s s i n g  Scale dev e l o p e d  by L e a v i t t  and Wa l t o n  

(1974). Finally, actu al i n n o v a t i v n e s s  was m e a s u r e d  

th ro u g h  b e h a v i o r a l  in te n t i o n s  to buy pro ducts that vary in 

i n n o v a t i v e n e s s  on a 5-point scale with ex treme s labeled 

" D e f i n i t e l y  w ould b u y " a n d  "Definite ly wo uld not buy."

The i n f l u e n c e  of si t u a t i o n a l  c o n s t rai nt s, i.e., 

r e f e r e n c e  groups, was m e a s u r e d  by posing  a s c e nario in 

w h i c h  the subject was asked to im agine  him/o r he rse lf as 

r e c o m m e n d e d  by a liked person (i.e., a s s o c i a t i v e  r e fer en ce 

groups) or by a d i s l i k e d  one (i.e., d i s s o c i a t i v e  ref er en ce  

groups) to buy a ce rt ai n type of the study's  products 

(i.e., t e l e p h o n e s  and t e l e v ision s)  wh ich is d i ffe re nt from 

what is in his or her mind. The r e s p o n d e n t s  then were 

asked to re spond on a 5-point, b e h a v i o r a l  intent ion, scale 

i n d i c a t i n g  his/her  w i l l i n g n e s s  to buy each type of 

t e l e p h o n e  and television.

C o n s e q u e n t l y ,  there were three di f f e r e n t  versio ns  of 

the qu e s t i o n n a i r e .  They were simila r except for the 

sc e n a r i o  section. That is, the q u e s t i o n n a i r e s  

a d m i n i s t e r e d  to the contr ol group were free from the 

i n f l u e n c e  of r e f e r e n c e  groups' influence . The 

q u e s t i o n n a i r e s  a d m i n i s t e r e d  to the first e x p e r i m e n t a l  

group have includ ed, in the s c e n a r i o  section, the 

i n f l u e n c e  of a s s o c i a t i v e  re f e r e n c e  groups. And the second 

e x p e r i m e n t a l  group was a d m i n i s t e r e d  a q u e s t i o n n a i r e  whose 

s c e na ri o r e f l e c t s  the in f l u e n c e  of a s s o c i a t i v e  r e ferenc e
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g r o u p s .

Subjects  were 594 u n d er graduat es ; all of them were 

M a r k e t i n g  majors at Ba r u c h  College, CUNY. the su bje cts 

were a d m i n i s t e r e d  the q u e s t i o n n a i r e s  during the regula r 

class time.

The control group (246) su bje cts , w hich had no 

re f e r e n c e  groups' s influ enc e, served two purpo ses (1) it 

was used to test the c o r r e l a t i o n a l  h y p o t h e s e s  (i.e., 

h y p o t h e s i s  1 to h y p o t h e s i s  5), and (2) it served as a 

c o m p a r i s o n  group aga i n s t  wh ich the two e x p e r i m e n t a l  groups 

were compared.

H y p o t h e s e s  1 and 2 were tested th rou gh  t-tests. 

However, c h i - s q u a r e  was used to test h y p o t h e s i s  3 to 

h y p o t h e s i s  7.

Re su lt s

The first and se cond hy po t h e s e s  were s u pp orted . The 

data showed that f u t u r e - o r i e n t e d  r e s p o n d e n t s  did score 

hi gher than p a s t - o r i e n t e d  re s p o n d e n t s  on the 

i n n o v a t i v e n e s s  scale. Similarly, future or ien te d 

r e s p o n d e n t s  did score higher than both present-, and 

p a s t - o r i e n t e d  respo nd ents, as predic ted in the second 

h yp ot hesis,  on the tenacity  scale.

In regard to the h y p o t h e s e s  on the r e l a t i o n s h i p  

be tween  time o r i e n t a t i o n  and both t e l ep hone and t e levi si on 

pr efere nc es , h y p o t h e s e s  3 and 5 were p a rtia ll y s u pport ed
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and h y p o t h e s i s  4 was not supported. h y p o t hesis3,  on the 

r e l a t i o n  between past o r i e n t a t i o n  and p r e f e renc es  for both 

sta ndard  t e l e p h o n e s  and sta nd ard televi sions,  was 

su p p o r t e d  in re gar d to te lep hones , but not televisions. 

Si mi larl y,  h y p o t h e s i s  5, on the r e l a t i o n s h i p  between 

future o r i e n t a t i o n  and p r e f e r e n c e s  for p hon ev ision 

t e l e p h o n e s  and d i r e c t - t o - h o m e  s a t ell it e telev isions, was 

also su p p o r t e d  in regard to telephones, but not 

t e l e v is ions. H y p o t h e s i s  4, on the r e l a t i o n s h i p  bet ween 

p res ent o r i e n t a t i o n  and pr e f e r e n c e s  for co rdless 

t e l e p h o n e s  and p r o j e c t o r - s c r e e n  televi si ons, was not 

s u p p o r t e d .

The c o n s i s t e n t  r e j e c t i o n  of h y p o t h e s e s  3, 4, and 5 

in regard to t e l e v i s i o n s  was att ri b u t e d  to the w o r k i n g  of 

some s u p p r e s s o r  vari ables , such as r e s p o n d e n t s ’ income  and 

i nv o l v e m e n t ,  w h i c h  c o n c e a l e d  the r e l a t i o n s h i p  between 

time o r i e n t a t i o n  and t e l e v i s i o n s  preference.  In regard  to 

income, the s u b j e c t s  of this study were stu dents at Baruch  

College, CUNY. And the stu dents at CUNY are most likely 

to be low income. In addit io n, most of these s t u dents are 

w o r k i n g  on part time basis (as all s t u d e n t s  in the sample 

were taken from day cla ss es). Thus, they might have 

p e r ce ived t e l e v i s i o n s  as u n a f for da ble, p a r t i c u l a r l y  the 

more i n n o v a t i v e  kinds, i.e., pro jector screen  t e l e v i s i o n s  

and d i r e c t - t o - h o m e  s a t e l l i t e  tel evisi on s.

An other  possi bl e s u p p r e s s o r  variable, i.e.,
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r e s p o n d e n t s  low in vo lvemen t,  was sug gested. The wide 

spread of t e l e v i s i o n s  in the Unit ed  States might have 

resul t e d  in d e c r e a s i n g  the degr ee of a r o u s a l  and the 

di r e c t i o n a l  in f l u e n c e  of t e l e v i s i o n s  which, in turn, 

r e s u l t e d  in ma ki ng t e l e v i s i o n  as not a p a r t i c u l a r l y  

in v olv in g product. In addition, the r e s p o n d e n t s ’ low 

i n v o l v e m e n t  in regard to t e l e v i s i o n s  might also be 

a t t r i b u t e d  to the t e c h n o l o g i c a l  a d v a n c e s  in tel ev ision s,  

since their i n v e n t i o n  is r e l a t i v e l y  i n s u b s t a n t i a l  in 

c o m p a r i s o n  with  the t e c h n o l o g i c a l  a d v a n c e s  in telephones.

The r e j e c t i o n  of h y p o t h e s i s  4 was s p e c u l a t e d  to be 

due to the per c e i v e d  a ttrib ut es, i.e., r e l a t i v e  adv a n t a g e  

and co m p a t i b i l i t y ,  of c o r dl ess t e l e p h o n e s  and proj ec tor 

screen t e l e v is io ns. Ro g e r s  (1983) noted that: "It is the 

r ec eivers'  p e r c e p t i o n s  of the a t t r i b u t e s  of innovation s, 

not the a t t r i b u t e d  as c l a s s i f i e d  by e x p e r t s  or change 

agents, that af fect their rate of ado ption. Like beauty, 

i n n o v a t i o n s  exist only in the eye of the beholder. And 

it is the b e h o l d e r ' s  p e r c e p t i o n s  that i n f l u e n c e  the 

b e h o l d e r ' s  beh a v i o r "  (p. 212). In this regard, Os tlund 

(1974), in his study on the rel at i v e  i m p o r t a n c e  of 

per ceive d i n n o v a t i o n  a t t r i b u t e s  in p r e d i c t i n g  

i n n o v a t i v e n e s s ,  found that r e l a t i v e  a d v a n t a g e  and 

c o m p a t i b i l i t y  have the first and second po sition in the 

r an k i n g  (the other a t t r i b u t e s  were, in order, c omplex it y, 

pe rc ei ved risk, o b s e r v a b i l i t y ,  and t r i a l a b i l i t y ) .
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Thus, it is possibl e that c o r dl es s t e l e p h o n e s  and 

p r o j e c t o r - s c r e e n  t e l e v i s i o n s  have not been per c e i v e d  by 

the p r e s e n t - o r i e n t e d  r e s p o n d e n t s  as more a d v a n t a g e o u s  than

the other types and/or c o m p a t i b l e  with their needs.

The e x p e r i m e n t a l  h y p o t h e s e s  (i.e., h y p o t h e s e s  6 and

7), on the i n f lu ence of re f e r e n c e  groups on the

r e l a t i o n s h i p  between time o r i e n t a t i o n  and i n no vativen es s, 

were par t i a l l y  supported.  H y p o t h e s i s  6 a d d r e s s e d  the 

p o s i t i v i t y  of a s s o c i a t i v e  r e fe rence groups such that their 

presence  will i n f luenc e the r e l a t i o n s h i p  be tw een time 

o r i e n t a t i o n  and i n n o v a t i o n  p r e f e r e n c e  to be not 

signif ic ant. This was s u pp or ted in regard to telepho nes,
A

but not telev is ions. For tel evi sions , the pr esence  of 

a s s o c i a t i v e  r e f e r e n c e  groups was influ entia l,  but it was 

not in the h y p o t h e s i z e d  dir e c t i o n  , as the r e l a t i o n s h i p  

between time o r i e n t a t i o n  and i n n o v a t i o n  pr efe r e n c e  became 

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

On the other hand, h y p o t h e s i s  7 a d d r e s s e s  the 

n e g a t i v i t y  of d i s s o c i a t i v e  r e f e r e n c e  groups such that it 

will not af fect the r e l at io n of time o r i e n t a t i o n  and 

in n o v a t i o n  preference. The h y p o t h e s i s  was suppo rt ed in 

regard to tele phones, but not te levisions. For 

televis io ns, the n e g a t i v i t y  of d i s s o c i a t i v e  ref ernce 

groups was ope r a t i v e  too, as their pr ese nce did not affect 

the r e l a t i o n s h i p  be tween  time o r i e n t a t i o n  and t e l e v i s i o n  

preference, but it was not in the h y p o t h e s i z e d  direction.
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The n o n s u p p o r t  of both h y p o t h e s e s  6 and 7 in regard 

to t e l e v i s i o n s  was a t t r i b u t e d  to the n o n s u p p o r t  of the 

h y p o t h e s i z e d  r e l a t i o n s h i p s  bet w e e n  time o r i e n t a t i o n  and 

t e l e v i s i o n  'preference for the co nt ro l group, i.e., in the 

a b s e n c e  of r e f e r e n c e  groups' i n fl ue nce. That is, the 

r e l a t i o n s h i p  between time o r i e n t a t i o n  and t el ev ision 

prefe r e n c e  for the co ntro l group was not signi ficant,  

while it was h y p o t h e s i z e d  to be s i g n i fican t.  Hence, the 

p o s i t i v i t y  of a s s o c i a t i v e  r e f e r e n c e  groups, as pr edicted 

in h y p o t h e s i s  6, did af fec t the r e l a t i o n s h i p  to be 

s ig ni ficant . Sim ilarly, the n e g a t i v i t y  of d i s s o c i a t i v e  

re f e r e n c e  groups, as p r e di ct ed in h y p o t h e s i s  6, did not 

af fec t the r e l a t i o n s h i p  be tween time o r i e n t a t i o n  and 

t e l e v i s i o n  prefe rence, w hich it was o r i g i n a l l y  not 

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

C o n c l u s i o n  and I m p l i c a t i o n s

C o n c l u s i o n s

The most i m p o r t a n t  f i n di ng s of this study are 

c o n c e r n e d  with r e l a t i n g  a t y p o l o g y  of time pe rc e p t i o n  to a 

ty polog y of i n n o v a t i o n  p r e f e ren ce s. W i l l i n g n e s s  to buy 

new p r o du ct s i n v o l v e s  time p e r c e p t i o n  dimen si on s. In 

other words, co nsu mer s' time o r i e n t a t i o n  does i n fl uence 

their i n n o v a t i o n - a d o p t i o n  beh av io rs. M or e sp ec if ically,  

each kind of time o r i e n t a t i o n  is most likely to cause a 

w i l l i n g n e s s  to buy a p a r t i c u l a r  type of in nov ati on.
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F u t u r e - o r i e n t e d  con s u m e r s  are most likely to be wi lling to 

buy i n n o v a t i o n s  which are of future benef its and delayed 

gratific at ion. P a s t - o r i e n t e d  people, on the other hand, 

would be the least prone to buy in n o v a t i o n s  in general and 

they might be prone to "m e-t oo " i n n o v a t i o n s  which are 

similar to the old product s they favor. However, no 

c o n c l u s i o n  can be made now in regard to p r e s e n t - o r i e n t e d  

consumer, as the h y p o t h e s i s  in this regard was not 

s u p p o r t e d .

However, the extent  to w hi ch  these c o n c l u s i o n s  can 

be g e n e r a l i z e d  is li mit ed by (1) the two product 

categ or ies, i.e., t e l e p h o n e s  and tel evi si ons, which were 

tested in this study, (2) the si t u a t i o n a l  const raints,  

i.e., the i n f l u e n c e  of both a s s o c i a t i v e  and di ss o c i a t i v e  

ref e r e n c e  groups, that were consi d e r e d  to me diate the 

r e l a t i o n s h i p  be tw e e n  time o r i e n t a t i o n  and inno vatio n  

preference, and (3) the subje ct s of the study who were 

u n d e r g r a d u a t e  stu dents at Baruch College, CUNY. To 

generalize, variou s produc t c a t e g o r i e s  should be tested; 

varying s i t u a t i o n a l  c o n s t r a i n t s  would be co nsidered; and 

d i f ferent kinds of p o p u l ations  should be used.

The second i m p o r t a n t  c o n c l u s i o n  is that the 

p r e d i c t a b i l i t y  of time orienta ti on, a pers on a l i t y  

variable, in rega rd to i n n o v a t i o n - a d o p t i o n  behavior, is 

situationa l.  In other words, time o r i e n t a t i o n  is most 

likely to be useful in pr edi c t i n g  i n no va tive behavior in
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those settin gs where s ituatio na l p r ess ur es are weak but 

not when they are strong. More specifical ly , the presen ce 

of strong si t u a t i o n a l  pressures such as the influ en ce of 

a s s o c i a t i v e  r e f e r e n c e  groups would overr id e the inf luence  

of time o r i e n t a t i o n  on i n n o v a t i o n - a d o p t i o n  behavior. But 

the presence of we a k  si tu at i o n a l  press ures such as 

d i s s o c i a t i v e  r e f e r e n c e  groups would not affect the 

r e l a t i o n s h i p  betw een time o r i e n t a t i o n  and inn ovat io n  

behavior.
Another c o n c l u s i o n  is the c o n f i r m a t i o n  of the well 

d o c u m e n t e d  i n f l u e n c e  of a s s o c i a t i v e  r e f e r e n c e  groups in 

psyc h o l o g y  and c o n s u m e r  be ha vior literature. "Most social 

p s y c h o l o g i s t s  c o n s i d e r  r e f er ence groups as a p e r s o n ’s 

major source of values, norms, and p e r s p e c t i v e s "  (Stafford, 

1971, p. 221). V e n k a t e s a n  (1966) studied the inf luence  

of group pre ss ure on c o n s u m e r - d e c i s i o n  making. It was 

found that i n d i v i d u a l s  tended to conf o r m  to the group 

norm. Also, it has been found that ref e r e n c e  groups 

i n f luence s h o p p i n g / p u r c h a s i n g  patterns. In his study 

of in -st ore s h o pping behavior, Granbois (1968) 

found that m u l t i p l e  shopp ing parties made many more 

ch anges in s h o pping plans that did single shoppers.

In anothe r e x p e r i m e n t  wh ich was con d u c t e d  to d e t e r ­

mine whethe r small, informa l groups in f l u e n c e  the 

i n f o r m a t i o n  of brand loyalty, Ford and Ellis (1980) found 

that in formal grou ps had d e f in ite i n f lu en ce on their
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memb e r s  toward c o n f o r m i t y  behavior. Mo r e o v e r ,  the exte nt 

and degree of brand lo yalty wi t h i n  a group was cl os e l y  

related to the be havio r of the in fo rmal leader.
PSimilarly, the results of this d i s s e r t a t i o n  showed 

that a s s o c i a t i v e  ref e r e n c e  gr oups did in f l u e n c e  the 

respondents' i n n o v a t i o n  preferen ce s. This in f l u e n c e  of 

a s s o c i a t i v e  r e f e r n c e  groups o v e r r o d e  the i n f lu en ce of time 

o r i e n t a t i o n .

Moreover, whil e most of the studie s co n d u c t e d  to 

det e r m i n e  the i n f luenc e of r e f e r e n c e  groups on consum ers ' 

and buyers' b e h a v i o r s  were co n c e r n e d  with the p o s i t i v i t y  

of a s s o c i a t i v e  groups, this d i s s e r t a t i o n  is, addit i o n a l l y ,  

c o ncer ne d with the n e g a t i v i t y  of d i s s o c i a t i v e  groups. The 

results showed that the pr esen ce  of d i s s o c i a t i v e  r e ference  

groups' i n f l u e n c e  did not affect  the re sp onden ts' 

i nn ov ation preferen ce; and its n e g a t i v i t y  al lo w e d  time 

o r i e n t a t i o n  to inf l u e n c e  res po ndents'  i n n o v a t i o n - a d o p t i o n  

b e h a v i o r . *

I m p l ic at ions

The re sults of this d i s s e r t a t i o n  have t h e o r e t i c a l  

and s t r a t e g i c a l  i m p l i c a t i o n s  for m a r k e t i n g  r e s e a r c h e r s  and 

managers. The th e o r e t i c a l  i m p l i c a t i o n s  are c o n c e r n e d  with 

when p e r s o n a l i t y  traits are useful in p r e d i c t i n g  

consumers' beh a v i o r s  and when they are not. The 

s t r a t e g i c a l  implicati on s, on the other hand, r e p r e s e n t
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i mp o r t a n t  r e c o m m e n d a t i o n s  to m a r k e t e r s  reg a r d i n g  the 

d e v e l o p m e n t  of m a r k e t i n g  strate gies.

T h e o r e t i c a l  i m p l i c a t i o n s : R o b e r t s o n  and Myers 

(1969), in their study d e s ig ned to i n v e s t i g a t e  a 

h y p o t h e s i z e d  r e l a t i o n s h i p  of s t a n d a r d i z e d  p e r s o n a l i t y  

tr aits to opinion l e a d e r s h i p  and i n n o v a t i v e  behavior, 

co n c l u d e d  that the findings  of their study cast doubt on 

the h y p o t h e s i z e d  r e l a t i o n s h i p s  in the product c a t e g o r i e s  

i n v ol ved in the study. R e g a r d i n g  i n n o v a t i v e  beh av ior they 

stated, "One must c o n clud e that at best pe rs on a l i t y  

v a r i a b l e s  as m e a s u r e d  by a s t a n d a r d i z e d  normative, 

s e l f - d e s i g n a t i n g  p e r s o n a l i t y  inventory, have little, if 

any r e l a t i o n s h i p  to i n n o v a t i v e  b e h avio r among h o u s e w i v e s 

in the study" (p. 167).

A si milar view was e x p res se d by K a s s a r j i a n  (1973, 

1981) who, after an ex t e n s i v e  r e v i e w  of pers on a l i t y 

st udies  that have been co n d u c t e d  in co nsumer research, 

c o n c l u d e d  that the re su lt s can be des c r i b e d  by a single 

word, " e q u i v o c a l . "  W hi le  K a s s a r j i a n  cited four pos sible 

ca uses for the fa il ur e of pe r s o n a l i t y  studies to ex pla in 

va r i a t i o n  in buyer behavior, he did not co nsider 

s i t u a t i o n a l  c o n s t r a i n t s  as poss ib le reason of this 

f a i l u r e .

This d i s s e r t a t i o n  takes the view that the inf l u e n c e 

of p e r s o n a l i t y  on be havior  would be m o d e r a t e d  by the 

s i t u a t i o n a l  variab les. This was con f i r m e d  in this study.
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More specifical ly , the re sults  have shown that time 

o r i e n ta tion, a p e r s o n a l i t y  trait did i n fl ue nce 

re spond en ts' i n n o v a t i o n  pref erence in these setting: (1)

when there were no s i t u a t i o n a l  co nstraints, i.e., the 

co ntrol group, and (2) when the si t u a t i o n a l  pr e s s u r e s  were 

weak as in the p r e s e n c e  of d i s s o c i a t i v e  ref e r e n c e  groups' 

i n f l u e n c e .

T he se  resu l t s  have two t h e o r e t i c a l  im plicat io ns.  

First, p e r s o n a l i t y  trai ts might be of i m p o r t a n c e  in 

pr edi c t i n g  pur ch a s e  beh avior when the tested h y p o t h e s e s  

are, as in this study, obtai ne d from sound t h e o r e t i c a l 

base. Second, the p r e d i c t a b i l i t y  of p e r s o n a l i t y  traits  in 

re gar d to pu rc ha se b e h avior  'is c o n d i t i o n a l  on the se tting  

in which the p e r s o n a l i t y  operates. More sp ec ificall y,  

p e r s o n a l i t y  traits are most likely to be useful in 

se tting s which are free from si t u a t i o n a l  c o n s t r a i n t s  or if 

the si t u a t i o n a l  p r e s s u r e s  are weak but not when they are 

s t r o n g .

S t r a t e g i c a l  I m p l i c a t i o n s : The results of this study 

show that the three kinds of time or ientati on , i.e., past, 

present, and future o r i e ntati on s, provid e nat ural bases 

for s e g m e n t i n g  m a r k e t s  for new products. Ro gers (1983) 

points out that one of the main users of r e s e a r c h  on the 

v a r i a b l e s  that d e t e r m i n e  i n n o v a t i v e n e s s  is to pr ovide a 

basis for a u d i e n c e  s e g m e n t a t i o n  st rat e g i e s  by dif f u s i o n  

agenci es.  "A u d i e n c e  s e g m e n t a t i o n  is a di f f u s i o n  st rat e g y
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in which differen t c o m m u n i c a t i o n  cha nnels or m e s s a g e s  are 

used wit h each a u d i e n c e  segment. This st rat e g y  has the 

a d v a n t a g e  of b r e a k i n g  down a h e t e r o p h i l u s  a u d i e n c e  into a 

series of r e l a t i v e l y  more h o m o p h i l o u s  

s u b a u d i e n c e s "  (Rogers, 1981, p. 262).

For m a n u f a c t u r e r s ,  this means that when d e v e l o p i n g  a 

new product it should  be deter m i n e d  in ad va n c e  the kind of 

time o r i e n t a t i o n  of the target ma rket so that the product 

c h a r a c t e r i s t i c s  will be con so nant with the q u a li ti es of 

this kind of time or ie ntati on.

For d i f f u s i o n  agencies, on the ot her hand, the 

c o m m u n i c a t i o n  c h a n n e l s  or m e s sages should e m phasize  the 

new produc t c h a r a c t e r i s t i c s  which re flect  the q u ali ti es of 

the time o r i e n t a t i o n  of the audience. In this context, 

the two c h a r a c t e r i s t i c s  of relativ e a d v a n t a g e  and 

c o m p a t i b i l i t y  are of concern. That is, these two 

c h a r a c t e r i s t i c s  should be ad apted  to, and em ph a s i z e d  in 

terms of, the type of time o r i e n t a t i o n  of the target 

market. For instance, if the new product is intended  to 

be m a r k e t e d  to c o n s u m e r s  who are most likely to be future 

oriented, the long life and future b e n efit s of the new 

product should be emp ha si zed. That is, the new product 

should be c o m p a r e d  wi th the c o m p e t i t i v e  products (i.e., 

using c o m p a r a t i v e  a d v e r t i s i n g )  and its long life and 

future b e n efit s should be c r y s t a l i z e d  so that pot ential  

co n s u m e r s  would p e r ceive  it as su per io r to exist ing
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sub ti tute s.  Also, the long life and future be nefits of 

the new pr odu ct sh oul d be e m p h a s i z e d  such that potent ial 

co n s u m e r s  perceive the new product as f u l f i l l i n g  their 

present needs and of future  b e n efi ts  for them.

However, if the target ma rk et is m o s t l y  co mpose d of 

p a s t - o r i e n t e d  consumers, the s i m i l a r i t y  of the product to 

the good old pr oduct s should be e m p h a s i z e d  such that 

po te ntia l c o n s u m e r s  feel that the product is comp at ible 

wit h their values and remind them with the good old days 

they favor.

Thus, the new product c h a r a c t e r i s t i c s  and the 

q ua l i t i e s  of po t e n t i a l  consum ers ' time o r i e n t a t i o n  should 

be con g r u e n t  and they should be the c o r n e r s t o n e  when 

de s i g n i n g  the m a r k e t i n g  mix, in general, and the 

p r o m o t i o n a l  campaign, in particular.

D i r e c t i o n s  for Future  R e s e a r c h

S u g g e s t i o n s  for future r e s e a r c h  stem, mostly, from 

the l i m i t a t i o n s  of this d i s s er ta tion. These limitations, 

as m e n t i o n e d  earlier, are that only two product 

cat eg orie s,  i.e., t e l e p h o n e s  and televi sions,  were tested; 

re f e r e n c e  groups' inf lu ences , both a s s o c i a t i v e  and 

d i s s oc ia tive, were the s i t u a t i o n a l  c o n s t r a i n t  that were 

co nsi de red; and u n d e r g r a d u a t e  stu de nts at Ba ruch Co ll eg e 

were the su bj ects of this study. T h er efore, a logical 

ex t e n s i o n  of this r e s e a r c h  would be re la ted to each of
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these limitations.

One such e x t e n s i o n  of this study would be to 

test va rious product c a t e g o r i e s  such as houses, cars, 

insurance, and secu rities. this would help d e te rmine 

wh et h e r  the r e l a t i o n s h i p  be tween time o r i e n t a t i o n  and 

i n n o v a t i o n - a d o p t i o n  beh av ior is g e n e r a l i z e d  or product 

sp ec if ic .

Another pos si b l e  ext e n s i o n  of this r e s earc h is the 

use of va ry ing s i t u a t i o n a l  co nst rai nts. Two types of 

s i t u a t i o n a l  c o n s t ra in ts, i.e., ob j e c t i v e  s i tuation  and 

s u b j e c t i v e  si tuation, migh t be considered , Belk (1975) 

spe c i f i e d  five grou ps  of obj e c t i v e  sit uations, ph ysical  

surroun di ngs, social sur round in g, temporal perspective, 

task definition, and a n teced en t states (See Ch apt er II, 

pp. '65-66). S u b j e c t i v e  or ps y c h o l g i c a l  si t u a t i o n  has 

three dimensions,  namely, pleasure, arousal, and dominanc e 

(Mehrab ia n and Russell, 1974). Each of these types of 

s i t u a t i o n a l  variables , both o b j ective and psy cholo gi cal,  

might be i n v e s t i g a t e d  to d e t ermin e its impact on the 

r e l a t i o n s h i p  be tween time o r i e n t a t i o n  and in nov a t i v e  

b e h a v i o r .

A third po ssible e x t e n s i o n  of this d i s s e r t a t i o n  is 

the use of di f f e r e n t  groups of subje ct s other than 

students. Income, occupatio n, educat ion , age, and social 

class might be used as bases for such this grouping.

Finally, since time o r i e n t a t i o n  is one of the basic



169

values provi ded by cu lture (Kl uckh oh n and Str odtbeck, 

1961), c r o s s - c u l t u r a l  r e p l i c a t i o n  of this study might 

un co v e r  v a l ua ble i n s i g h t s  to m u l t i n a t i o n a l  co rp oration s.  

Thi s is possible by c o n s i d e r i n g  a sample  wh ich  is composed 

of di f f e r e n t  n a t i o n a l i t i e s ,  e.g., Hi spa nic, Oriental s, 

Eur op ea ns, and s t u d y i n g  their time o r i e n t a t i o n s  in 

r e l a t i o n  to i n n o v a t i o n  p r e f e r e n c e  and how s ituatio na l 

c o n s t r a i n t s  a f f e c t s  this r e l a t i o n s h i p  for each of these 

n a t i o n a l i t i e s .



AP P END IX  A 

Cover Page and Q u e s t i o n n a i r e  

(The first two pages re flect  

the pur cahse s i tuati on  without 

r e f e r e n c e  group inf luence)
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P le as e fill out the a t t a c h e d  qu es tio n n a i r e .  This 

q u e s t i o n n a i r e  has been dev e l o p e d  in order to u n d e r s t a n d  

h ow poeple go a bou t decid i n g  on purchases.

P le as e be a s s u r e d  that there are no right or wrong 

answe rs.  We are i n t e r e s t e d  only in your own true o p i n ­

ions. The q u e s t i o n n a i r e  is also ano n y m o u s  so you need 

not sign your name. Th a n k s  very mu ch for your cooperat ion.
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Part I

Please read the fol l o w i n g  s i t u a t i o n  car e f u l l y  before 
a n swer in g. Place y o u rs el f into the si t u a t i o n  and answer 
as you w ou ld a c t u a l l y  do in real life.

Suppose that you have moved to a new house or an 
a p a r t m e n t  and you do not have a t e lep ho ne or televis ion. 
You plan to pu rc ahse them. Su pp ose that there are three 
types of t e l e p h o n e s  and three types of tel evision s. For 
te lep hones, the three types are (1) st andard dial t e l e ­
phones, (2) c o r d l e s s  telep hones, and (3) p h o n e vis io n  
teleph o n e s .  The s t a ndard  dial t e l eph on e looks like the 
phones you see in most homes. The cordle ss  t e lep ho ne  
is portab le and p o c k e t- size. The ph o n e v i s i o n  t e lephon e 
is d e s ig ne d to a llow the user to view, on a small screen, 
the ot her person on the phone. However , this type of 
t e l e p h o n e  can not be ope ra ted at the present time. Before 
it can be used, a sate llit e ho okup will be ne ces sar y.
This ho oku p will be in place in one to two y e a r s . The 
main a d v a n t a g e  to buying the produc t now is that a s u b ­
st an ti al price i n c rease  is ex pe c t e d  once the sat el li te  
hookup is av ailable.

For televisi on, the three types are (1) st andard 
t el ev ision , (2) p r o j e c t o r  screen television , and (3) 
d i r e c t - t o - h o m e  sa t e l l i t e  tel ev is ion. The standa rd  t e l e ­
vision looks like the t e l e v i s i o n s  you see in most homes. 
The p r oje ct or screen t e l e v i s i o n  has a large screen ( 5 X 3  
feet) so that the pict ure would be larger and clearer.
The d i r e c t - t o - h o m e  s a t e l l i t e  t e l e v i s i o n  is e q u ippe d to 
receive  sa t e l l i t e  beams d i r e c t l y  wi th out cable and has 
100 c h a n n e l s  wo r l d - w i d e .  Howeve r, it cannot op erat e 
at the present time. Be fore it can be used, a sate ll it e 
hookup will be n e ce ss ary. This ho oku p will be in place 
in one to two y e a r s . The ma i n  adv a n t a g e  to bu ying the 
product now is that the a v a i l a b i l i t y  of the product will 
be very li mit ed once the sa t e l l i t e  is in place.

Assume money is not a ma jor concer n and assume 
each of the above types of t e l e p h o n e s  and te l e v i s i o n s  
is priced wi thin the range you would be will i n g  to pay:

How likely is it that you would buy each one of 
the f o llowi ng  produc ts
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Definitely 
would not 

buy
Standard
Telephone ( ) ( ) ( ) ( ) ( )

Cordless
Telephone ( ) ( ) ( ) ( ) ( )

Phonevision
Telephone ( ) ( ) ( ) ( ) ( )

Standard
Television ( ) ( ) ( ) ( ) ( )

Projector
Screen
Television ( ) ( ) ( ) ( ) ( )

Direct-to-hcme
Television ( ) ( ) ( ) ( ) ( )

Definitely Probably Might or Probably 
would would might . would not
buy buy not buy buy
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Part II

Several s t a t e m e n t s  about p e o p l e ’s o p i n i o n s  are listed 
below. Please  read each one c a r e f u l l y  and decide  if 
such a person is e x a c t l y  like you, not at all like you, 
or so m e p l a c e  in between. Decide on each s t ate me nt i n ­
dividually, with o u t  lo ok ing ahead or t h i n k i n g  back to 
others. Each one m e a s u r e s  a d i f fer en t opinion, though 
it may not appear so. Wor k  quickly  down the list, taking 
only a few seconds  to decide on each statem ent. Your 
first i m p r e s s i o n s  are what count. Re member, people 
diffe r a great deal in their opinions, and there are 
no right or wrong answers, but your own honest op inio ns  
are very important.

E XA M P L E
  I am alw a y s  in a hurry.

If this sounds ex ac tl y like you, put a 1 from 
the scale b elow in the space in front of the 
st atement. If, on the other hand, this is not 
at all like you, put a 5 in the space. If 
this is s o m e t i m e s  true of you and s o meti me s not, 
ch oose a 2, 3, or 4 from the scale, d e p endin g  
on w hi ch way you lean in your opinion.

SCALE

Ex ac t l y  1 2  3 4 5 Not at all
like me like me

1._______ If I u n e x p e c t e d l y  received  a day off, I would
not know what to do with the time.

2. ____ W hen  given a new task to do, it does not do
much good to try to figure out h o w  long it will 
t a k e .

3._______ It often seems to me that there is not enough
to d o .

4. ____ When I am un ha pp y I like to look back to better
days.

5. ____ I often th ink about the things I am going to
do in the future.

6 . ____ I hate f o l l o w i n g  a schedule.
7. ____ I would rathe r get paid every wee k  than twice

a month be cause you get twice at man}' checks.
8 . ____ When I read a book I like to reed a little  at

a time.
9. ____ I dis like projects  that take a long time even

though they have big re wards when they are done.
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10.

11.
12.
13.

14.

15.

16.

17.
18.
19.

20. 
2 1 . 
2 2 .
23.

24.

25.
26.

27.

28.

29.

30.
31.

32.

33.

34.

SCALE

E x a c t l y  1 2 3 4 5 Not at all
like me like me

  I more or less expect  that noth i n g  will go a c ­
co rding  to schedule.

  I think a lot about what my life will be like
some day.

  I seem to be more active  than most of my friends.
  I think life was a lot easier for people in

the p a s t .
  I like to plan my daily a c t i v i t i e s  so I know

just whe n  to do each thing.
  I think quite often about my life as it used

to be .
  I think life will be a lot easie r for people

in the future.
  My friends think I move too slowly.
  I seem to be less active  than many of my friends.
  Th ings ch an ge so fast it do esn't  do much good

to plan ahead.
  Th ings used to be better for me than they are

now or p r o bab ly  ever will be.
  I seldom have many things w a i t i n g  to be done

be cause  I ha ven't had time to do them.
  For the most part, time passe s very qui ckly

for m e .
  Wh en I begin a projec t I don't like to stop

until it is finished.
  S o m e t i m e s  I feel more like an observer than

a doer.
  I like to read sc ience fiction.
  When I start a book I don't like to put it

down until I finish.
  I would rather work s t e ad ily on one project

than try to do two or three things at one time.
  Wh en I take on a project I like to work on

it a li ttle at a time.
  When I go on a trip I k now  e x a c t l y  how long

I will stay at each place.
  I think I walk faster than most people my size.
  When I am i n t e r r u p t e d  doing a task I almost

always go back to it as soon as I can.
  I feel like the -job is done when  the ha rd es t

part is finished, even if some det ails remain.
  I can wor k  for a long time on a job if there

is a big payoff at the end.
  Th ings change so fast it's very impo rt ant to

plan for things to come.
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35.

36.

37.

38.

39.
40.

41.

42.

43.

44.

45.

46.

47.
48.
49.
50.

51.
52.
53.

54.

55.

56.
57.

58.

59.

60.

SCALE

E xa c t l y  1 2  3 4 5 Not at all
like me like me

  I would prefer doing several small pro jects than
one very large one.

  I don't co nsi der a job done until every last
detail is finished.

  I like p r o jec ts  that have big rew ards even
though they may take a long time to complete.

  My house is full of proje cts that I have started
but never manage to finish.

  Being prompt is a pr act ice  I have developed.
  I se ldom have any idea how m uch time I spent

on things I did yesterday.
  I would prefer doing one very large project

than sev eral small ones.
  When given a new task to do, the first thing

I do is figure out how long it will take.
  P l a n n i n g  and sc hed u l i n g  my w ork is half the

j o b .
  I expect my life to be better in the future

than it is now or has been.
  No mat t e r  how hard I try, I am nearly  alwa ys

a little late.
  When I an un hap py  I like to look ahead to better

d a y s .
  I enjoy f o l lowi ng  a schedule.
  Time drags.
  I am al most never bored.
  When I take a vaction, I like to just go,

wi thout  .having an itinerary.
  I like to read history.
  Time flies .
  I like to d a y d r e a m  about things I have done

in the past.
  When I have just a c c o m p l i s h e d  s o m et hing I

i m m e d i a t e l y  look forward to the next step.
  I like to keep track of my time so I know how

much time I spend on each thing I do.
  There are just not .enough hours in the day.
  If I r e c eive d an u n e x p e c t e d  day off, I'd have

a m i l l i o n  things to do that day.
  When I have just a c c o m p l i s h e d  so m e t h i n g  I like

to look back to see how far I have come.
  On the average, time passes very slowly  for

me .
  It is more fun to take one thing at a time

than to plan my day in advance.
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61.
62.

63.

64.

S C A L E
Ex ac t l y  1 2' 3 4 5 Not at all
like me like me

  I am al m o s t  al w a y s  on time for things.
  I would rather try to get two or three things

done quick ly  than spend my time on one big 
p r o j e c t .

  I seldom expect people  to do things ex actly
when they say they will.

  I always have a number of things  I have not had
time to do.
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PART III

FORM A

Pl ease put a nu mb er next to each s t a tement to show if it 

fits with your views.

e x t r e m e l y  very fairly  not very not well
well 5 well 4 well 3 well 2 at al l  1

1. I like to take a chance. ____

2. I don't like to talk to strangers.

3. The unusual gift is often a wast of money.

4. I enjoy look i n g  at new styles as soon as
they come o u t .

5. Bu y i n g  a new pr oduct that has not yet been 
proven is u s u a l l y  a waste of time and money.

6 . Often the most i n t e r e s t i n g  and s t i m u la ting  
people are those who don't mind being 
or igi nal and different .

7. I woul d like a job that r e q u i r e d  frequent
ch ang es from one kind of task to another.

8 . If people w ould  quit w a s t i n g  their time 
e x p e r i m e n t i n g ,  we would get more a c c o m p l i s h e d .

9.. If I got an idea, I wo uld  give a lot of weight
to what ot h e r s  think of it.

10. I like to try new and di f f e r e n t  things.

11. In h u n t i n g  for the best way to do some thing 
it is ua ually a good idea to try the obvious 
first.

12. I like to wait until som e t h i n g  has been proven 
before I try it.

13. Whe n  it comes to taking chances, I would 
rather be safe than sorry.

14. I like people who are a little shocking.
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Ple ase  put a number  next to each state me nt to show if 

it fits with your views.

ex t r e m e l y  very fairly „ not very not well
well 5 well 4 wel 1 3 well 2 at all  1

15. Wh en I see a new  brand on the shelf, I often
buy it just to see what it is like.___________________ ____

16. I feel that too much mo ney is wast ed on new
styles. ____

17. I often try new brands before ny friends and
ne i g h b o r s  do. ____

18. I enjoy being with people who think like I do. ____

19. At work, I think e v e ryon e should work on only
one thing th er eby bec om ing more of an expert. ____

20. I like to e x p e r i m e n t  with new ways of doing
things. ____

21. In the long run the usual ways of doing thiggs
are best. ___

22. Some mo dern art is stimu lating.

23. I like to fool around  with new ideas even 
if they turn out later to be a total waste 
of time.

24. To day is a good day to start a new project.
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FOR M B

Pl ease put a numb er next to each sta t e m e n t  to show if it 

fits with your views. . .

e x t r e m e l y  very fairly not vet y not well
well 5 wel l  4  well 3 well 2 at a l l  1

1. I like to e xp eriment .__________________________________________

2. I like to try new pro du cts to see what they
are like. ____

3. The c h a n g i n g  styles e s p e c i a l l y  in clothes
are a waste of money. ____

4. I like a great d e a l o f  var ie ty in my work. ____

5. I don't take ch ange s if I don't have to ____

6. S o m e t i m e s  o r i g i n a l  and dif f e r e n t  people make
me u n e a s y .  ____

7. Un l e s s  there is good reason for c h a nging I 
think we should c o n ti nue doing th ing s the
way they are being done now. ____

8 . I start up c o n v e r s a t i o n s  with strangers. ____

9. I feel that the tried and true ways of doing
things are the best at work and in my life. ____

10. I like to spend money on un usu al  gifts and toys. ____

11. New p r o du ct s are us ually gimmic ks. ____

12. I g e n e r a l l y  like to try new ideas at work and
in my life . ____

13. I like to see what my fr ien ds  and nei g h b o r s
think of a pr od uct bef ore I try it. ____

14. I like new styles in cl othes e s p e c i a l l y  those
that are re ally different._______________________________ ____

15. I dread ha v i n g  to start an ot her .new project.___________

16. I take c h a n c e s  mo re than others  do. ____
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Pl eas e put a nu mber next to each s t at ement to show if 

it fits wit h your views. . .

e x t r e m e l y  very fairly not very not well
well 5 well 4 well 3 well 2 at all 1

17. I can enjoy being with people whose values are
very dif f e r e n t  from mine. ____

18. P e o p l e  who are sh oc k i n g  are us ually trying to 
impr e s s  someone. ____

19. In hu nt i n g  for the best way of doing something, 
it is usuall y a good idea to look at the s i t u a ­
tion from a c o m p l e t e l y  d i fferen t a n g l e — one
that w o u l d n ’t occur to someone. ____

20. I w ould like a job that doesn't re qui re me to 
keep lear ni ng new tasks.

21. I like to look at strange pictures.

22. When I see a new brand on the shelf, I usually
pass right b y .

23. I wo uld not risk my position  at work  by
pu tti ng into effect some new idea that 
might not work.

24. I ’m the kind of person who is alway s looking for 
an exciting, stimula ting, ac tive life.
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9. Which of these categories best describe your INDIVIDUAL 
income before taxes?
 Under $4,999
 $5,000-$9,9999
 $10,000-$14,999
 $15,000-$19,999
 $20,000-$24,999
 $25,000 and over

10. Which of these categories best describes your FAMILY income 
before taxes?
 Less than $4,999
 $5,000-$9,999
 $10,000-$14,999
 $15,000-$19,999
 $20,000-$29,999
 $30,000-$49,999
 More than $50,000
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A P P E N D I X  B 

TH E  P U R C H A S E  S I T U A T I O N  W I T H  

A S S O C I A T I V E  R E F E R E N C E  G R O U P  I N F L U E N C E  

(These are the first two pages wh ich were 

chan g e d  in the q u e s t i o n n a i r e  

a d m i n i s t e r e d  to the first e x p e r i m e n t a l  

g r o u p )
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PART I

Please read the following situation carefully before answering.
Place yourself into the situation and answer as you would actually 
do in real life.

Suppose that you have moved to a new house or an apartment and you 
do not have a telephone or television. You plan to purchase them. 
Suppose that there are three types of telephones and three types 
of televisions. For telephones, the three types are (1) standard 
dial telephones, (2) cordless telephones, and (3) phonevision tele­
phones. The standard dial telephone looks like the phones you see 
in most homes. The cordless telephone is portable and pocket-size. 
The phonevision telephone is designed to allow the user to view 
on a small screen, the other person on the phone. However, this 
type of telephone cannot be operated at the present time. Before 
it can be used, a satellite hookup will be necessary. This hookup 
will be in place in one to two years. The main advantage to buying 
the product now is that a substantial price increase is expected 
once the satellite hookup is available.

For television, the three types are (1) standard television, (2) 
projector screen television, and (3) direct-to-home satellite tele­
vision. The standard television looks like the televisions you 
see in most homes. The projector screen television has a large 
screen (five by three feet— 5 1 X 3') so that the picture would be 
larger and clearer. The direct-to-home satellite television is 
equipped to receive satellite beams directly without cable and has 
100 channels worldwide. However, it cannot operate at the present 
time. Before it can be used, a satellite hookup will be necessary. 
This hookup will be in place in one to two years. The main advan­
tage to buying the product now is that the availability of the 
product will be very limited once the satellite is in place.

Now assume that you have a preference for one particular type of 
telephone and one particular type of television, and you actually 
set out to buy the two items at an electronics store. While you 
are in the store you run into someone you Have known casually, but 
whom you have always particularly liked and respected. This person 
sees what you are about to buy and tells you that you will be making 
a mistake. Your acquaintance recommends that, instead, you buy 
a different type of telephone which is cordless and has a clock 
radio, and a different type of television that has a stereo speaker 
system
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I N S T R U C T I O N S

A ssu me m on ey  is not a major concern, and assume each 
of the dif f e r e n t  types of t e l ephone and telev i s i o n  is 
priced w i t h i n  the range you woul d be will i n g  to pay.

On the fo l l o w i n g  scale, please in dicate how likely it 
is that you wo uld buy each type of t e l ep ho ne and each 
type of t elev is ion.

Definitely Probably Might or Probably Definitely
would would might not would not would not
buy buy buy buy buy

Standard 
Telephone

Cordless:
Telephone

Phonevision 
Telephone

Standard 
Television

Projector 
Screen 
Television

Direct-to-home 
Tele\dsion

)
)
)
)

)
)
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A P P E N D I X  C 

The P u r c h a s e  Si t u a t i o n  With 

D i s s o c i a t i v e  Ref e r e n c e  Group In f l u e n c e  

(The first two pages w hich were changed  

in the q u e s t i o n n a i r e  a d m i n i s t e r e d  to 

the second e x p e r i m e n t a l  group.'
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PART I

Please read the following situation carefully before answering.
Place yourself into the situation and answer as you would actually 
do in real life.

Suppose that you have moved to a new house or an apartment and you 
do not have a telephone or television. You plan to purcahse them. 
Suppose that there are three types of telephones and three types 
of televisions. For telephones, the three £ypes are (1) standard 
dial telephones, (2) cordless telephones, and (3) phonevision tele­
phones. The standard dial telephone looks like the phones you see 
in most homes. The cordless telephone is portable and pocket-size. 
The phonevision telephone is designed to allow the user to view, 
on a small screen, the other person on the phone. However, this 
type of telephone cannot be operated at the present time. Before 
it can be used, a satellite hookup will be necessary. This hookup 
will be in place in one to two years. The main advantage to buying 
the product now is that a substantial price increase is expected 
once the satellite hookup is available.

For television, the three types are (1) standard television, (2) 
projector screen television, and (3) direct-to-home satellite tele­
vision. The standard television looks like the televisions you 
see in most homes. The projector screen television has a large 
screen (fiv.e by three feet— 5' X 3 ’) so that the picture would be 
larger and clearer. The direct-to-home satellite telephone is 
equipped to receive satellite beams directly without cable and has 
100 channels worldwide. However, it cannot oeprate at the present 
time. Before it can be used, a satellite hookup will be necessary. 
This hookup will be in place in one to two years. The main ad-v.. 
vantage to buying the product now is that the availability of the 
product will be very limited once the satellite is in place.

Now assume that you have a preference for one particular type of 
telephone and one particular type of television, and you actually 
set out to buy the two items at an electronics store. While you 
are in the store you run into someone you have known casually, but 
whom you have never particularly liked and respected. This person 
sees what you are about to buy and tells you that you will be making 
a mistake. Your acquaintance recommends that, instead, you buy 
a different type of telephone which is cordless and has a clock 
radio, and a different type of teleivsion that has a stereo speaker 
system.
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INSTRUCTIONS

Assume money is not a major concern, and assume each of the different 
types of telephone and television is priced within the range you 
would be willing to pay.

On the following scale, please indicate how likely it is that you 
would buy each type of telephone and each type of television.

Standard
Telephone

Cordless
Telephone

Phonevision
Telephone

Standard
Television

Projector
Screen
Television

Direct-to-hane
Television

Definitely 
would 

 buy___
Probably Might or
would might 
buy not buy

( ) 
( ) 
( ) 
r)

() 
()

Probably 
would not 
 h u y _

Definitely 
would not 

buy
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