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Abstracet

THE IMPACT OF PRODUCT SAFETY HAZARD
COMMUNICATICN ON CONSUMER BEHAVICR

by

Avichai Shuv-ami
Adviser: Professor Leon G. Schiffman

In recent years there have been growing zumbers of
reports by regulatory agencies warning consumers c¢f product
safety hazards. However, consumers seem to differ in +their
responses to such safety hazard information. The obiectives
of this dissertation are to model consumers' responses o a
disconfirmed expectancy when such responses are due Lo safet
hazard information, and to ﬁest the model empirically, using

product health hazard in a simulated newspaper article. Dis-

confirmation refers to the disparity between a consumer's

prior expectation ¢f a product and the actual performance of
the product.

The study's theoretical mccéel is based on consistency
theories, empirical Zindings Zrom Zear apreal literature,
disconfirmation research, and other related concepts oI the
behavioral sciences. The findings from a before and after
with control experiment indicated tne usefulness oI this nodel

in studying consumers' response to safety hazard information.

i



The actual danger performance, i.e., the message's warning
level, was under-estimated because of post-percepticn of
risk, when the number of alternative choice of behavior
was limited. Combined with expectation, perception of
danger performance can have a positive effect on consumer's
perceptions of safety disconfirmation. However, “hese posi-
tive relationships were moderated by several variables.
Nevertheless, only »erceived vulnerability risk, ego-inwvolve-
ment, self-esteem, and source credibility were £ound to have
an intervening effect on perceived disconfirmation. The
decision-making seguence that was found was perceived dis-
confirmation, attitude, and purchase intention; and this is
consistent with previous research. In addition, purchase
intentions were also affected by the number of purchase al-
ternatives available, so that as the number of alternatives
decreased, the level of purchase intention decreased.
Although further research is needed, theoratical ard
strategical marketing implications all suggested that <chese
research findings may provide a theoretical framework Zor
companies to 2valuate consumers' benavior after exposure -2
safety hazard communication. This evaluaticn may srovide
sufficient warning indicators and may reduce the possibility
of product failure. Similarly, such an evaluation may give
government agencies a theoretical framework for anticipating
the efficiency of different types of safety hazard communica-

tions in chancing consumer behavior before a campaign is

%7



initiated. 1In addition, the present investigation may con-
tribute some theoretical insight into consumers' respcnses
to fear-appeal communication and their reactions o dis-

cofirmed expectations.
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CHAPTER I

INTRODUCTION

In recent years there have been a growing number
of publications by regulatory agencies (such as the Fed-
eral Trade Commission) warning consumers of product safety
hazards. For example, a recent warning from the Fcod and

Drug Administration (FDA), czublished in The New York Times

(Reinhold, 1980, o. Cl), indicated that caffeine is a
hazard to public health and "....may cause cleft palates
and other birth defects when used by pregnant women." How
does this type of communication affect consumers' behavicr?
Consumers seem to differ in their reactions to
product safety hazard information. Some consumers may
stop using the unsafe product, whereas others may use 1%
despite the safety hazard communications prcvideé ty gov-
erament agencies. Therefore, th2 purpose ci che present
study is to inves+«igate the underlving varlables =hat may

influence consumers' chcocices aiter a2xposur2 to Srcduce

'O

hazard information. A theoretical model is suggested based
on consistency theories, empirical findings from fear-avceal
literature, disconfirmation research, and other related
concepts of the behavioral sciences. The present s+tudv

hypothesizes that product safaty hazard communication may



exert a differential influence on consumer behavior, de-
pending on prior expectations of product safety, the in-
formation characteristics, the consumer personality, and
some situational variables.

The marketing implications of this study follow
two directions. First, the study may provide a theoretical
framework for a firm to evaluate consumer behavior after
exposure to safety hazard communication. This evaluation
may reduce the possibility of orcduct failure by providing
sufficient warning to allow a firm's marketing management
to respond to such threat. Second, the study may give g3jcv-
ernment agencies a theoretical framework toc evaluate %he
efficiency of different types of safety hazard communica-
tions in changing consumer behavior before a campaign is
initiated. 1In addition, the present investigation mav
contribute some degree of insight into consumers' responses
to fear-appeal communication, and for the study of ccn-

surers' reactions to disconfirmecd expectations.

Purpose of the Stud;

g o

The present study attempts 0 investigate the impact
of regulatory agency communications about product safety
nazards on consumers' attitude and intention tcwaré an un-
safe product and its alternatives. Moreover, there is an
attempt to provide a general theoretical framewcrk to under-
stand, explain, predict, and perhaps control responses to

-

safet hazzaré communication apcut the odroduct

tn

errormance.

'‘Q



The study's theoretical framework is a consistency
model that is based on the principle that human nature ab-
hors cognitive inconsistency. It is assumed that exposure
to information about prcduct safety hazard may arouse a
cognitive imbalanced state and that may be resolved by a
change of attitude toward the product. The extent of and
the direction in which product hazard information may in-
fluence consumer attitudes toward the unsafe gprcduct
depends on two factors: (a) the discrepancy ketween con-
sumers’' prior expectations of the possible danger of using
the product, and the actual product performance (represented
by the communication), and (b) consumers' personal char-
acteristics and situational variables.

The direction of the expectations-performance
discrepancy is determined by the type of disconfirmaticn the
consumer may face, i.e., expectations are negatively dis-
confirmed whenever performance 1s poorer than expected,
and positively disconfirmed whenever periormance exceeds
axpectations. 3Because this study only examines first-time
exposure to safety hazard communication, Drior expectations
of safety hazards are minimal. Therefore, the expectation
performance discrepancy represents negative disconfirmation,
which can only lead to different degrees of negative
attitude change toward the unsafe product.

Two measures of Jisconfirmation are used in the

prasent studv: Perceived Disconfirmation (PD) and Cbhlectiva



DPisconfirmation (OD). PD is measured after consumers are
exposed to the safety hazard information. PD measures
consumers' perception of the discrepancy between prior
expectations about the product's safety and the actual
safety performance. OD, however, is a pre-exposure measure
of the discrepancy between prior safety expectations and
the objective measure of the product's safety performance.
The product's actual safety performance is measured by the
evaluation of the communication hazard warning level of an
unbiased group of judges, and expectations are measured
orior to the informaticn exposure.

As Figure 1 shows, the present study suggests a
causal model to predict the resrgonse sequence to safety
hazard information. With regard to attitude change, the
research hypothesizes that the PD is directly related to
the change cf attitucde toward the unsafe product. However,
the effact of OD on attitude change is indirect and is
through PD. PD is hypothesized to be a function of con-
sumers’' prior expectations and 0OD. The ra2lationships
between PD and 0OD, and between 2P0 and 2=xpectations, are
expected to be moderated by the communication character-
istics (message factuality and source credibility),
involvement variables (relevance, commitment, product
importance, ancd perceived risk), and coping-style variables
(self-esteem and brand loyalty). However, direct relation-

SOl

s are

(1]
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cted between attitude andéd intention, and

t

™
14

NO)

fh

between nrtan zsenavior.

of

Ooan

'
Q



Expectation

Figure |

THE HYPOTHES TS MODEL

Objective

Disconfirmation

l. Communication variables

2.

3. Coping-style variables

Moderdating effects

Involvement variables

Perceived

Disconfirmation

—=Attitude -+ Intention- Behavior



Specifically this study hypothesizes that th
greater the discrepancy perceived between prior expectaticns
of product safety and the communications hazard warning, the
greater the likelihood of inducing negative change in the
consumer's attitude toward the unsafe product. Although PD
is hypothesized to be positively related to OD and expecta-
tions, the magnitude of these relationships may increase as
a result of high perception of source credibility, low level
of product importance and ego involvement, high level of
post-perceived risk, low level of vulnerability/risk, low
level of brand loyalty, and high self-esteem. Consequently,
assuming a causal relationship between attitude and intenticn,
a consumer's intention to buy an unsafe product is positively
related to his or her attitude and the number of alternatives
available, and is negatively related to the price of these

alternatives.

Theoretical Background

A Conceptual Definition

Product safe+y hazard can be viewed as (1) negative
informatiod, (2) about a product's performance, (3) acgquired
through experience, and (4) that which may pose danger *o
the health or to life of users. These characteristics of
product safety hazard integrate several concepts that are

resernted in the following discussion.

)

A review of the social ssychology literature

(Abelson and Xanouse, 19%65; Anderson, 1965; Birnbaum, 1972;



~)

Feldman, 1966; Parducci, 1968; and Rokeach, 1968), reveals
that individuals tend to attribute 1importance o or to
weigh negative information more heavily than positive in-
formation when evaluating an object. These findings are
based on attribution theory, which suggests that peovle tend
to form causal interpretations of events and objects by at-
tributing characteristics, intentions, feelings and traits
in order to make sense of the world around them (Xanouse
and Hanson, 1972). Furthermore, these findings of the rela-
tive i1mportance of negative cues of information are con-
sistent in two competing models: the "adding" model (the
overall evaluation 1is egual to the sum of the separate
traits), and the "averaging" model (the average of the
separate trait values makes the overall evaluaticn). How-
ever, the social psychology studies deal mainly with the
negative and positive attributes of personality-trait ad-
jectives (good-bad, honest-dishonest, and so forth) but not
with product attributes.

Recent marketplace 2vents of product recalls and
safety hazarcd communications have stimulazed marketing ra-
searchers to deal with the negative information concept.
Consistent with the social psychological findings, Wein-
berger and Dillon (1979) found that unfavorable product
ratings tended to have a greater impact on purchase inten-
tion than did favorable ratings. A subseguent study by

Scott and Tybout (1980) investigating consumers' respgonses

tt

“2 necativre information regarcing a soit 3rink zroduct's



performance, generally supported these f£indings. Neverthe-
less, they argue that the consumers' evaluations mav differ
depending on the source of the negative information. Simi-
larly, Wright (1974), studving a high involvement product
(cars), found that subjects tend to rely heavily on negative
rather than positive evidence when they are under time pres-
sure, or when they are distracted. Although negative in-
formation seems to be an impor+ant factor in consumer's
evaluations of product performance, studies investigating
the impact of consumers' disconfirmations on the gerceptions
of product performance have been reluctant to deal with this
concept. Like negative information, however, different
degree of positive information about product preference
(lower than expected) can produce negative disconfirmation.
Thus, with some modifications, the disconfirmation research
can be extended and can be useful in studying <he impact of
safety hazard communication on consumer behavior.

Negative information about product performance is
acquired through experience: <2ither direct experience *%hrough
usage, or indirect experience Dy Observing the dbehavior of
others or raceiving information about product performance
through word-of-mouth communication, government reports, mass
media communications, and so forth. Several studies in the
area of diffusion of innovation (e.g., Arndt, 1967a, 1947b:
Midgley, 1977; Midgley and Dowling, 1978; and Robertson, 1971)
suggest that negative word-of-mouth communica“ion may hinder

the aiffusic~ of a2 new oproducs. Moreovrer, Aarndt (1967a) found



that unfavorable word-of-mouth communication was more
effective than favorable word-of-mouth communicaticn in
influencing intention to buy the new product. These find-
ings seem to support the notion that negative information
is an extremely important factor to consumers in forming
judgments about product performance.

Finally, product safety hazard performance poses
danger to the health or life of users, and this inherently

arouses some level of emoticnal anxiety and factual fe~r

of danger. With a somewhat different approach than the
present study, the fear appeal studies investigated the im-
pact of safety hazards communication as fear arousal infcr-
mation (Sternthal and Craig, 1974) on an individual's
behavior. Although this area of investigation attracted
great attention in the discipline of social psychology, it
remains an unresolved area. As Engel et al. (1968, p. 203)
noted, "Further research is needed"” in the fear apreal area;
so, too, Schiffman and Kanuk (1978, ». 193) a decade later,
claimed that "It seems apparent that more empirical attenticn
is neeced before any firm principle can be formulata2d"” to
understand the impact of fear arousing information on consumer
behavior. Nevertheless, the present study uses some of the
moderating variables that were found to share fair amounts of
consistency among the fear appeal studies, in order to pre-
dict the impact of product safety hazard communications on

consumer behavior.
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Attitude-Behavior Relationship

In order to complete the theoretical base of the
study, a discussion regarding the relationships between be-
lief and attitude, attitucde and intention, and intention and
behavior is needed. A widely accepted defintion of attitude
was proposed by Allport (1935): an attitude is a mental
and neural state of readiness to respond, organized through
experience, exerting a directive and/cor dynamic influence on
behavior. By including "readiness to respond," this defini-
tion implies that intentions are an integral part of attitude
structure. Consequently, a tri-component model 2f attitude
structure was suggested (e.g., Day, 1973; McGuire, 1969; and
Ray, 1976) consisting of a cognitive or perceptual component,
an affective or feeling component, and a conative or inten-
tions component.

Nevertheless, the present study Zollows the inter-
pretation of attitude as composed of cognitive-affective
components (e.g., Cohen, Fisnbein and Ahtola, 1972; Fishbein,
1967; and Rosenberg, 1958). The rationale for viewing in-
tention separately from attitude 1s based on the assumption
that, in the case of safety hazard information, situational
conditions (price and alternatives available) may critically
affect the consistency between the cognitive-affective com-
ponent and the conative or intention component of attitude.
Thus, excluding intention from attitude structure may provice

more sensitive analysis of the study subisct matter.
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Consistent with Fishbein and Ajzen (Fishbein and
Ajzen, 1975; Ajzen and Fishbein, 1980), the present study
assumes a causal relationship between beliefs and attitudes.
The direction of attitude change, resulting in awareness to
safety hazard communication, is predicted by the study's
model based on the consistency theory principle maintaining
that the human nature abhors inconsistencies. Thus, it is
expected that perceived discrepancies between expectations
and actual product performance cause attitude change, whereas
perception of no such discrepancy leads to maintenance of the
prior attitude.

Because beliefs and perceptions are par+t of attitude
structure (Day, 1973), inconsistency between oeliefs and out-
come will motivate individuals to reduce this unfavorable
state by changing attitude structure components to be more
consistent with each other. 1If one views expectations as
belief probabilities of attribute cccurrence (Olson and Dover,
1976), then inconsistency between communications abcut actual
product performance (outcome) and prior =xpectations or Dbe-
liefs may cause change o attitude structure. Because dis-
confirmation was defined as the discrepancy between expectation
and actual or objective product gperformance, this discrepancy
reflects an inconsistency state, which may be reconciled by
adjusting perceptions of product performance to be in line

with expectations, or by changing expectations as a result

of oroduct periormance evaluation. Such changes may form
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different attitude structures which, subsegquently, may cause
attitude change. Hence, post-exposure attitude can be par-
tially (due to moderating personal effects) considerad as a
function of expectations and disconfirmation, which in turn
may form the intention of using the product (Oliver, 1979,
1980b).

Intentions, according to Ajzen and Fishbein (1980),
are functions of attitudes toward the behavior anéd the per-
son's subjective norms. Based on the negative information
studies, the present study assumed that awareness to danger
vosed by product performance may eliminate the importance of
the consumer's subjective norms toward the unsafe product.
That 1s, consumers will tend to emphasize the threat of dan-
ger so heavily that the effect of subjective norms will be
minor in the formation of intentions toward the product con-
cerned. However, as Ajzen and Fishbeing (1980)suggested,
external situational conditions may affect the formulation
of a consumer's intention to buy or not to buy the unsafe
product. As it 1s hypothesized here, whenever :the: 2 is 3
strong need or want to purchase the product, and there are
no {(or few) alternatives, consumers may purchase the product
despite the safety hazard information they are awarz of.
Moreover, this purchase behavior may also occur whenever the

price of the alternative is perceived as being too high.

Finally, the present study assumes causal relation-

ship between intention and subsequent behavior. Although It
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is not assumed that there will always be perfect corre-
spondence between intention and behavior, "barring unforeseen
events, a person will, usually, act in accordance with his

or her intention" (Ajzen and Fishbein, 1980, p. S5).

Statement of the Problem

The purpose of the study is to investigate the
impact of product safety hazard communications from regu-
latory agencies on consumer attitudes and intentions toward
the unsafe product and its alternatives. The change in at-
titudes and intentions toward an unsafe product may indicate
possible product failure for the firm. Product failure can
be defined as the extent by which a product fails to meet
management expectations, such as sales, percentage profit
margins, cost of investment, and so forth (Cooper, 1975;
Crawford, 1977).

In recent years, the government has increasingly
released evidence indicating possible safety hazards of
various products. Warnings of product defects were published
through the mass media, such as the warning about <the health
hazard of the cyclamate in saccharin, volatility of the
Ford Pinto gas tank, the defective performance of the Fire-
stone 500, and the recent safety problem with the engine
wing of the DC-10. BAnother example appeared on the ABC
World News Tonight television show (August 20, 1980), in-

dicating that Ford cars may have a severe problem with
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their automatic transmission and a recall of more than six
million cars might be necessary to prevent considerable per-
sonal injury and property damage. Furthermore, it was an-
nounced that several liability suits of loss of lives were
already filed against Ford. How are potential buyers and
owners of Ford cars likely to react to this kind of message?
By understanding the impact of product safety hazard com-
munication on consumer attitude and intention to use the
product, the firm can develop strategy to prevent the poten-
tial failure of "unsafe" products.

As Table 1 indicates, there have been many reasons
explaining the existence of new product failures. However,
there have been no studies explicitly dealing with safety
hazard information about an existing product, as well as a
new product, as a cause of possible product failure. This
evidence stands out even more clearly when examining
Cooper's (1979, pp. 97-98) list of 84 specific success/
failure variables, which excluded the variable of product
performance safety.

Although product defects are considered one of cthe
major technical factors causing product failure, this 1is
only discussed in terms of product rerformance and gquality.
However, product deficiencies were not considered in the
product failure literature as posing safety hazards to the
consumers. The consumer's awareness of product safety

hazards may 2ffect the firm's entire product line,



TABLE 1

SOURCES AND REASONS OF NEW PRODUCT FAILURE

sour e Reference
erqanizational fCompanies do not assess their own resources, strengths, and Cochran & Thompson, 1964; Dore, 1972
weaknesses and then relate these to market opportunities
Activities are inadequately planned Barnes & Ayars, 1977; Cooper, 1975;
Davidson, 1976; Dore, 1972
There is no integration of any communication among Cochran & Thompson, 1964; Crawford,
departments, marketing and R&D 1977; Dore, 1972; Paschkis, 1976
Wrong market for company, i.e., lack of experience, pro- Angelus, 1969; Crawford, 1977; Hopkins
duct fails to fit into existing product line & Bailey, 1971; Paschkis, 1976
No adequate information details provided to advertising Dore, 1972; Paschkis, 1976
Too much or too little innovation Cooper, 1975 Davidson, 1976
Inadequate marketing research Angelus, 1969; Crawford, 1977; Paschkis,
1976
Entering into inadequate markets Barnes & Ayars, 1977
Lack of resources Barnes & Ayars, 1977; Cooper, 1975;
Dore, 1972
Inadequate raw material supply Paschkis, 1976
Poor product performance ignored or not assessed Angelus, 1969; Crawford, 1977; Davidson,
1976; Paschkis, 1976
Marketin Inadequate market analysis

Poor timing

Cochran & Thompson, 1964; Crawford; 1977
Dore, 1972; Hopkins & Bailey, 1971;
Paschkis, 1976

Angelus, 1969; Cochran & Thompson, 1964;
Dore, 1972; Hopkins & Bailey, 1971;
Paschkis, 1976




TABLE 1 (coatinued)

sSource

Reason

Reference

Mar} ceting

Technical

Competition

Insufficient marketing cffort

lnadequate sales force

Weakness in distribution

Insufficient price or performance advantage
Insutficient difference from existing brand
A package that is hard to handle

Poor positioning, inadequate or the wrong kind
of promotion

Failure to consider shorter product life cycles,
changes in the market, social and economic
environments

Failure to meet customer nceds

Product defects

Higher cost than anticipated

Failure to consider new technologies

Cochran & Thompson, 1964; Dore, 1972;
Hopkins & Bailey, 1971

Angelus, 1969; Barnes & Ayars, 1977;
Cochran & Thompson, 1964; Davidson,
1976; Hopkins & Bailey, 1971; Paschkis,
1970

Cochran & Thompson, 1964

Cockran & Thompson, 1964; Dore, 1972;
Paschkis, 1976

Davidson, 1976
Davidson, 1976; Dore 1972
Paschkis, 1976

Angelus, 1969; Dore, 1972; Paschkis,
1976

Crawford, 1977; Dore, 1972

Barnes & Ayars, 1977; bDore, 1972;
Moran, 1973; Sommers & Kerman, 1967;
Tauber, 1973

Cochran & Thompsoun, 1964; Dore, 1972;
Hopkins & Bailey, 1971

Cochran & Thompson, 1904; Hopkins &
Bailey, 1971

bore, 1972




in the same manner as abandoning an unsuccessful product
may cause an overail reduction in profitability in a par-
ticular line (Berenson, 1964).

As a few empirical studies (Morwen, 1979; Morwen,
Jolly and Nickell, 1980) have already indicated, product
recall awareness and perceived danger of product safety
hazards were maior factors that negatively affected con-
sumer perception of the entire company image. This effect,
combined with the estimation that more than 25 million
product units will be recalled every year (McGuire, 1975),
and wirth the likelihood that recalls will increase in the
future (Morwen et al., 1980), highlights the necessity for
the firm to have a better understanding of the consequences
of product hazard information on consumer behavior. In order
to reduce the negative impact of product safety hazard com-
munications, the firm should have an effective marketing
information system to deduce consumer preference for change
(Berenson, 1969), and an adequate theoretical framework to

evaluate the consegquences of the safety hazard communicacion.

Implication of the Study

The main purpose of the study is to provide a
theoretical framework for a firm's marketing information
system to evaluate the effect of product safety hazard com-
munication on consumers. It may also provide government

agenclies, which publish the safety hazard information,
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with an indication of the efficiency of their messages in
changing consumer attitude and intention toward the unsafe
product. Although the study deals only with product hazard
communication of regulatory agencies, the findings may be
applicable in studying the impact of other external sources
of information, i.e., consumer rating organizations, adver-
tising, word-of-mouth, and so forth. Furthermore, because
safety hazard communication is fear arousing information,
the study's findings and theoretical framework might be
useful in examirning fear appeal in the context of marketing.
The fear appeal literature produces ccntradictory findings
and is principally concerned with the acceptance of a mes-
sage's specific recommendation (e.g., o take x-rays, to

use seat belts in the car, to take a certain drug, and so
on). In contrast, the present study is concerned with eval-
uation of product attributes and the intention %o purchase
the product.

Finally, the present study may also contribute to
the research of consumers' disconfirmation and satisfaction
for two reasons: £first, the effects of disconfirmaczicn,
caused by different levels (strong and weak warning) and
types (factual vs. evaluative) of negative information on
consumers' behavior were not studied; and second, because
present study views information from the government as rep-
resenting an approximation of actual product performance,

negative informaticn represents negative product performance.
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Thus, studying safety hazard information as representing
negative product performance may add a new dimension to

this area of research.

Organization of the Study

Because the purpose of the study is to understand
consumer reaction to safety hazard information, the preceding
discussion concentrated on the theoretical rationale for this
relationship. Consequently, the present study views product
safety hazards as a subset of negative information concepts,
which represent the health or life dangers due to actual
product performance. Three concepts in marketing are related
to this view: negative informaticn, product performance and
expectations, and fear appeal. However, only product per-
formance and expectation disconfirmation studies and the
fear appeal research examine underlying variables relating
to the study subject matter. Thus, Chapter II reviews the
literature relating to consumer disconfirmation. Chapter III
presents a review of fear arousing appeal research.

The theoretical model 1is presented in Chapter IV, and
represents an integration of the preceding theoretical con-
ceptualization ané findings. Chapter V discusses the specific
hypotheses, and Chapter VI is concerned with the research
methodology, including the operational definition of the vari-
ables, specification of the research design, and the 2retesting

results.
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Chapter VIl enumerates the data analysis performed
and the resulting research findings. Test for the research
model is presented with and without the effect of moderating
variables, and few alternative models are discussed. The
final chapter provides a summary of the findings, conclusions,

marketing implication, and suggestions for future research.



CHAPTER II

CONSUMER DISCONFIRMATION

There are only a few empirical studies in the
consumer behavior literature dealing explicitly with the
relationship between consumer expectations and product per-
formance. Although these empirical studies investigate
only the disconfirmation of consumer expectations through
actual product trial experience, some generalizations have
been made. As Olson and Dover (1979) conclude:

«....Although this study focused on consumer's
product expectations, it should be emphasized
that the disconfirmation of expectations is a
generic phenomenon, not limited to consumer
reaction to physical products. One could, for
example, conceptualize the typical attitude-
change study as involving a disconfirmation of
expectations in which a persuasive communication
disconfirms pre-exposure beliefs (p. 188).

Hence, this generalization seems to be broad enough
to include the study's subject matter of +the impact of gov-
ernment communications about prcduct safety hazards on
consumer behavior.

According to Olshavsky and Miller (1972), dis-
confirmation of expectations might be either negative (per-
formance poorer than anticipated), or positive (perfcrmance
exceeded expectations). As a consequence of product safety

hazard communications, some consumers may experience neg-

ative disconfirmation, because they anticipated a safe

21
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product and actually used an unsafe one. Others may be
disappointed when positive disconfirmation occurs (Engel,
Kollat and Blackwell, 1968, p. 513) because they expected a
hazardous product performance and received a better product,
although a low performing one. However, the direction of
subsequent consumer behavior in these two cases may not be
the same, and it is difficult to predict these responses in
view of the inconsistent findings of the disconfirmaticn

studies.

Theories of Disconfirmation

With competing theoretical frameworks (see Table 2)
these few empirical studies suggest seemingly contradictory
findings concerning the effect of disconfirmation on con-
sumers' cognitive structures and subsequent behaviors. The
inconsistency between expectations and ocutcome should moti-
vate the consumer to find a way to reduce the perceived
disparity. Two methods to reconcile the inconsistency exist
in the literaturs. One method is to adjust the evaluation
of the product received toward the prior level of exgecza-
tion. Another method is to change expectaticns responding
to the actual performance received.

Cognitive dissonance theory (Festinger, 1957), as-
sumes that human nature abnors inconsistency. The relation-
ship between the cognitive elements may be perceived by

tne individual as "fitting"--a consonant relationship, or



TABLE 2

THE PREDICTION OF THE DISCCNFIRMATION THEORIES

THE . .
T P h i » > N hd
THEORY HE PREDICTION (Direction and Magnitude)
Cognitive Adjusting the perception of actual product perfor-
dissonance mance to be consistent with prior expectation
theory
Assimilation Adjusting the perception of actual product perfor-
theory mance to be in line with prior expectation
Learning Change of prior expectation through a reevaluation
theory process toward the actual product performance
Contrast Magnifying any disparity between expectation and
theory rerformance
Generalized Product performance is always perceived as less
negativity favorable than it was expected
theory
Assimilation- A large disparity between expectation and product
contrastc performance will be magnified, whereas small dis-
theorvy parities will be assimilated in line with Ddrior

expec*tations

The magnitude of the cognitive change is underlined.
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as "nonfitting"--a dissonant relationship. A dissonant
relationship is supposed to create a noxious state of psycho-
logical tension that the individual is motivated to reduce.
According to dissonance theory, unconfirmed expectation
creates psychological discomfort. As applied to marketing,
a discrepancy between expectation and objective product per-
formance can be minimized by adjusting perception of product
performance to be consistent with expectations.

However, generalized negativity theory prediction
is in complete opposition to dissonance theory. The theory
is based on Carlsmith and Aronson's (1963) study of reactions
to better and sweeter-tasting liguids. The thecry suggests
that either positive or negative disconfirmation results in
a generalized negative hedonic state, which leads to less
favorable perceived product performance than was expected.

Stimulus-response learning theory was suggested
by Cohen and Goldberg (1970) as a theory that may explain
the impact of disconfirmation on consumer behavior. Learn-
ing theory suggests that consumers tend to reevaluate
axpectations when exposed to product periormance informa-
tion. Consumers positively reevaluate the product when
presented with positive disconfirmation, and they negatively
reevaluate the product when presented with negative discon-
firmation. Thus, the consumer is responding in a rational

way to information about the actual product performance.
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Finally, assimilation-contrast theory (Hovland,
Harvey and Sherif, 1957; Sherif and Hovland, 1961) repre-
sents the integraticn of contrast theory and assimilation
theory. This theory maintains that there are zones or
latitudes of acceptance and rejection for the two opposing
cognitive responses, namely, assimilation and contrast. Ac-
cording to Anderson's (1973) interpretation of this theory,
if the discrepancy between expectation and actual product
performance is sufficiently small to fall into the consumer's
zone of acceptance, then the consumer's reaction will be to
assimilate the difference by adjusting the perception of
product performance to the line of his or her expectations.
However, if disparity between expectation and performance is
large, then it will fall into the rejection zone, and the
consumer will magnify the difference between prior expecta-

tion and actual product performance.

The Evidence

The few empirical studies in the area of disconfirma-
tion generally do not support each other's findings.

Cardozo (1965) and Woodsicde (1972) assumed that
perceived product performance is a function of shopping effort.

Both found that the more effort the consumer puts into a

purchase, the more the consumer psychologically evaluated
the product as performing well, regardless of its actual

performance., <Jardozo found that negative disconfirmation of
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expectation causes unfavorable rating of both product
performance and shopping experience. Woodside £found the
same pattern of change in positive disconfirmation, i.e.,
favorable rating for both product performance and shopping
experience. The direction of change found by Cardoczo and
Woodside is explained by learning theory and by the contrast
effect of contrast-assimilation theory, i.e., a state of
disconfirmation will produce a reevaluation process which
causes the judgments of product performance to move away
from the prior expectations.

Based on learning theory, Cohen and Goldberg (1970)
found that consumers "reevaluate positively the product per-
formance when their choice was confirmed by evidence, and
negatively when their choice was disconfirmed, a result sug-
gested by learning theory" (p. 320). ©Nevertheless, they
conzluded that, in the case of "products believed to be highly
ego-involving" (p. 321), consumers might not learn from their
experience or "mistakes," and will adjust perception of zroduct
performance in line with their prior expectations, as sug-
gested by the assimilation effect and cognitive dissonance
theory.

Unlike the results of the prior studies, Olshavsky
and Miller (1972) find that, under low performance conditions,
subijects with high expectations rate the product gquality

higher than those with low expectations. Under high product
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performanrce conditions, subjects with low expectations rate
product lower than those with high expectations. These
findings are consistent with the prediction ol cognitive
dissonance theory, and as Olshavsky and Miller conclude
"Subject's evaluations of performance tended to be assim-
ilated toward manipulated expectations, whether positively
or negatively disconfirmed" (p. 21).

Olson and Dover (1976, 1979) support this nouion.

They manipulate consumers' expectations of a new brand of
coffee by ad like messages and measure disconfirmation

through actual product trial. They £ind a shift toward the
prior expectation level, and argue that assimilation effect,
or cognitive dissonance theory, is the most lixkely explanation
of the change in consumer cognitive structure.

A follow-up study by Oliver (1977) partially supports
this argument. By manipulating both expectations and product
performance, Oliver finds a positive relationship between
product rating and expectations when holding performance con-
stant. When expectations are constant, the ratings are
inversely related to negative disconfirmation and positively
related to positive disconfirmation. Hence, when expectations
are manipulated, cognitive dissonance theory and assimilation
theory are applicable. However, holding expectation as constant
in the negative disconfirmation condition, contrast theory and

learning theory both predict the same pattern of results,



28

whereas in the case of positive disconfirmation, only learn-
ing theory and assimilation theory predictions are consistent
with the findings. Because the marketing view of cognitive
dissonance theory assumes that the expectation cognition
achieves priority in the cognitive change (Oliver 1980a),
this theory may not be appropriate in explaining the effect
of disconfirmation when only product scerformance is varied.
Negatively generalized theory has not received much
empirical support. Anderson (1973) investigated the impact
of varying levels of expectation for a ballpoint pen, and
found no prediction effect to negativity generalized theorv.
Olshavsky and Miller (1972) and Olson and Dover (1979) sug-
gest that negativity generalized theory may not be appropriate
in the investigation of complex products. In addition, Oliver
(1976), confirming prior studies (i.e., Terry, 1971 and Weaver
and Buckman, 1974) finds that subjects holding strong expec-
tations due to confidence, ego involvement, task interest, cr
commictment, prefer confirmation to cdisconfirmation. They,
therefore, tend to rate products more unfavorably than their
prior expectations, which suggests negativity generalized
theory.

Anderson (1973) conducted the first empirical study

suggested by assimilation-ccntrast theory. Using product

(ballpoint pen) price as an indica+t»r cf actual product
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performance, he manipulated six levels of expectations by
providing the subjects different levels cf persuasive product
information. Anderson also tested other theories (contrast,
generalized negativity and assimilation) and only partially
confirmed Hovland, Harvey and Sherif's (1957) findings re-
garding contrast-assimilation effects. Anderson found a
contrast effect to be operating when product performance was
low and the subject had high expectations. For subjects with
low disconfirmation (disparity between product claims and
actual performance were relatively low), the assimilation
effect was noted. However, when the product was assumed to
have high performance and subjects had low expectations, a
contrast effect was not found. This was attributed to in-
sufficient commitment to a low priced product, for which it
"simply may not be possible to obtain contrast =2ffects at

very low expectation levels" (Anderson, 1973, p. 42).

A Disconfirmation Model

As the evidence indicates, some ¢of the suggested
theories of disconfirmation do share similar patterns of
predictions. However, the consistency of predictions is
limited. Hence, some theories may be useful under specific
set of conditions, i.e., disconfirmation level, person-
ality, or situational circumstances, and so forth, but in
a different situation difference theories may provicde the
necessary explanation. For example, Cohen and Goldberg

(1970 noze that under the condition of high ego-involvament
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cognitive-dissonance theory would provide the appropriate
prediction, whereas in the case of low ego-involvement
learning theory would be the "right" theory. Alternatively,
anderson (1973) argues that when the discrepancy between ex-
pectation and performance is small, the cognitive-dissonance
theory and assimilation theory are the appropriate theories,
and contrast theory should ke used otherwise.

In an attempt to vrovide a common theoretical
framework for studying consumer disconfirmation, in order
to explain the findings of prior empirical investigations,
a conceptual model is suggested. This conceptualization
of consumer disconfirmation is a frame of reference model
that relies on principles from the consistency theories, the
extension of Weber's law, and Anderson's (1973) intrepreta-

tion of assimilation-contrast theory.

The Concept of Disconfirmation

Consumer disconfirmation is defined as the dis-
crepancy between a prior expectation and a post-perception
of product performance. Therefore, by definition, Zdiscon-
firmation is a frame of reference construct; that is, the
expectaticon is used as a reference point compared to the
actual performance. Although researchers do agree on this
conceptual definition of disconfirmation (e.g., Olshavsky
and Miller, 1972; Oliver, 1980b; and Swan and Trawick, 1981),
they differ in their operationalization of this concept.

Four measures of disconfirmation have been employed=--
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assigned disconfirmation, objective disconfirmation, in-
ferred disconfirmation, and perceived disconfirmation.

Assigned Disconfirmation (AD) is a measure based

on the assumption that a certain type of communication
exposure will arouse a specific level of expectation, and a
certain product will be perceived as having a specific level
of performance. Because neither exgectation nor perception
of performance have been measured, respondents were assigned
to the type of disconfirmation, i.e., a combination of low-
expectation and high performance represented a positive
disconfirmation, negative disconfirmation was the case of
high expectations and low performance, and confirmation was
considered when both expectation and performance were either
high or low. Early researchers (e.g., Anderson, 1973; Car-
dozo, 1965; Olshavsky and Mather, 1972; and Woodside, 1972)
tended to use the method to measure disconfirmation. For
example, Olshavsky and Miller (1972) manipulated expectation
by changing the guality description (high and low) of tage
recorders, and then provided low and high quality recordings
presumably of those tape recorders.

Objective Disconfirmation (QD), although widely used

in social and applied psychology, has been used only by Olson
and Dover (1976, 1979) in consumer behavior. This measure is
an objective disparity between prior expectations and the

actual product gerfcrmance obtained from an independent



unbiased control group. Olson and Dover manipulated expec-
tation using ad like messages to describe ground coffee
bitterness, and then measured expectations. Disconfirmation
is calculated as follows:

oD E-P

where: OD = objective disconfirmation
E = prior expectation of product performance

P = the actual product performance
(the unbiased control group evaluation)

Because OD is a mathematical difference, any level
of disconfirmation is arbitrarily selected. Hence, if weak
disconfirmation is at level "d" (as in Figure 2) all absolute
levels of weak disconfirmation are equal in any expectancy
level: that is, Id,!=I-d I=1d, i=t=-d,1l.

1l 2 2
Inferred Disconfirmation (ID) is a recent measure-

ment method (Oliver, 1977; Madden, Little and Dolich, 1979;
Swan, 1977; and Swan and Trawick, 198la, b) of the differ-
ences pbetween the prior expectations and the post-trial

perception of product performance. Thus, the mathematical

formula is:

ID = E - PP
where: ID = inferred disconfirmation
E = prior expectation

PP = post-trial perceived performance



33

Figgre 2
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Consequently, perceptions of product performance
may or may not be consistent with objective evaluation of
this performance. Thus, inferred disconfirmation does not
necessarily represent an objective disconfirmation.

Perceived Disconfirmation (PD) is a direct measure

of disconfirmation. A scale of "better than expected--worse
than expected” is used (Oliver, 1977, 1980b; Oliver and
Linda, 1981). The middle point of the scale is "just as ex-
pected"” and thus represents a feeling of confirmation. Be-
cause perception of confirmation is not necessarily an
indication of objective confirmation, the equivalent points
on the objective disconfirmation scale should be found after
subsequent modifications of the imagery of actual performance.
The points at which the change in PD scale from
confirmation to disconfirmation occurs are the upper (the
movement to positive disconfirmation), and lower limits
(changing to negative disconfirmation) of the disconfirmation
differential thresholds or of just a noticeables difference
(JND). Consistent with the Weber-Fechner law, %this study
maintains that the relationship between expectation and the
disconfirmation sensation is non-linear (probably logarith-
mic); that is, a change from low expectation would produce
a stronger sensation of disconfirmation than the same change
would create in high expectation. These differences in
sensation reflect a natural human response %to external stim-

ulus. In terms cf consumer disconfirmation, these
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differences represent a degree of "noticeable disconfirmation"
(ND), wnich can range €from just noticeable disconfirmation

to a high level of ND. Consumers' personal differences

will add to ND and will determine the level of perceived
disconfirmation. Thus, as Figure 3 shows, and as would be
expected on any level of PD, perceived confirmation is a
non-linear function of objective confirmation.

Figure 3 also indicates that the threshold between
confirmation and negative disconfirmation is smaller than
the upper threshold of disconfirmation. The rationale for
this indication is based on the tendency of individuals to
weight negative cues of information more heavily than pos-
itive ones (e.g., Abelson and Kamouse, 1966; Anderson, 19653;
Feldman, 1966; and Rokeach, 1968), and thus consumers may

be more sensitive to expectations that are negatively dis-

confirmed than those that are positively disconfirmecd.

The Relationship Between Disconfirmation Measurss

AD reflects an a-priori measure of objective or
actual disconfirmation because expectations and actual
performance are measured through an unbiased process to de-
termine the assigned group of disconfirmation. Hence, these
group ADs can be viewed as points on the continuous scale
of OD.

ID, however, is a combination of a-priori and a-
posteriori measures, because it represents the discrepancy

Cetween consumers' prior expectations and post-evaluations.
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Therefore, ID may account for some personal differences.
Accordingly, Swan and Trawick (1981lb) £find moderate rela-
tionship between ID and PD.

OD can be measured only by an objective instrument
or by unbiased groups. However, consumers will rarely use
an instrument in a purchasing situation and, in most cases,
they will not be unbiased, especially when expectations are
high. Thus, PD is not expected to be strongly related to
OD. Factors that may affect this relationship are the
differences in consumers' personalities and past experiences.
However, as already indicated in the previous section, con-
trol of all moderating personal differences will not produce
a linear relationship between OD and PD. Thus, it would seem
reasonable to assume that in most cases (excluding those
where an instrument is used, or where there are unbiased
consumers) the highest degree of objectivity consumers may
reach will reflect only the noticeable disconfirmation (ND)
and not the actual or objective disconfirmation. Minimal or
no expectation, for instance, may represent an unbiased
predisposition 1n which ND is expected to be equal to 2D.

As Figure 4 shows, ND will be determined by the
level of OD and by consumers' prior expectations. PD, how-
ever, is expected to be a function of ND or, alternatively,
a function of expectation and 0D, moderated by consumers'

personal differences.
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THE RELATIONSHIP BETWEEN OBJECTIVE, NOTICEABLE,
AND PERCEIVED DISCONFIRMATIONS
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Because PD seems to be the most direct presentation
of consumers' feelings of disconfirmation, this measure is

used in the following Jdiscussion.

The Model Predictions

As a consistency framework, the present model
shares the same principle as congruity theory (Osgood and
Tannenbaum, 1955), balance theory (Heider, 1946, 1958), and
cognitive dissonance thecory (Festinger, 1957), that indi-
viduals tend to aveid unpleasant inconsistencies by changing
cognitions and attitudes in the direction that eliminates
cognitive structure inconsistency. Because disconfirmation
is defined as a discrepancy between two perceptual cogni-
tions, i.e., prior expectations and post-perceptions of
actual performance, perception of confirmation dces not
necessarily represent objective states of confirmation. How-
ever, it would always represent a cognitive-consistency state.
According to ccnsistency theories, therefore, it would be
expected to find that no cognitive structure change would
occur when consumers perceive that thelr expectaticns have
been confirmed. Therefore, actual performance will be dis-
torted because the post-trial product evaluation will be more
consistent with prior expectation than with the actual per-
formance, as suggested by assimilation theory, assimilation-

contrast theory, and cognitive dissonance theory.



40

On the other hand, feelings of disconfirmation
reflect an unpleasant inconsistency state, which motivates
a cognitive structure change. This change increases as
disconfirmation increases. However, because post-evaluation
is expected to be distorted toward prior expectations at the
confirmation point, this relationship may not hold. Never-
theless, it seems reasonable to assume that the gost-evaluation
mean of the confirmation group is approximately eqgual to the
actual performance. This may occur because this group's prior
expectation tends to be around the actual performance due to
the fact that perceived confirmation is likely to be a result
of weak OD. Although the post-evaluation may differ from
individual to individual, averaging over all differences
will tend to eliminate this discrepancy to actual perform-
ance. This predicted relationship was recently found by
Oliver (1980b) and Oliver and Linda (1981).

Consequently, as Figure 5 shows, the post-evaluation
is expected to be a linear function of perceived disconfirma-
tion. Alternatively, perceived disconfirmation can be
categorized into: weak disconfirmation (WD), moderate dis-
confirmation (MD), and strong disconfirmation (SD). Because
consuwers in the WD and MD groups do perceive differences
between their expectations and actual performance, although
not too strong a difference, these consumers are expected

to change their evaluation toward the actual performance.
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Figure 3

THE RELATIONSHIP BETWEEN POST EVALUATION AND
THE PERCEPTION OF DISCCNFIRMATION

Post Evaluaticn
of Product Performance

r

Actual product

’_/ nerformance

Perceived
Disconfirmacion
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Thus, a learning process of reevaluation is expected as
predicted by stimulus-response learning theory.

In extreme cases, however, the differences between
the prior expectations and actual performance will be mag-
nified, as expected, because of the linear relationship.
Thus, post-product evaluation will exceed actual product
performance in the case of strong positive disconfirmation,
and the product will be evaluated more negatively than it
would be in strong negative disconfirmation. Similar pre-
dictions are expected according to contrast theory, as-
similation-contrast theory, and generalized negativity
theory (only in the case of strong negative disconfirmation).

Table 3 shows that the present model's predictions
can help to integrate previous theories of disconfirmation

into a common theoretical framework.

Moderating Effects

As indicated above, the cresent model suggests
that the post-evaluation of the product is a positive func-
tion of perceived disconfirmation (PD). However, the same
level of objective disconiirmation (OD) or noticeable dis-
confirmation (ND) may not be perceived equally by different
consumers. Hence, perception is a distortion of reality.
In this case, the distortion (perception) of the objective

product performance is affected by individual differences.



TABLE 3

THEORIES OF DISCONFIRMATION: A COMMON

THEORETICAL FRAMEWORK OF EVALUATION CHANGE

PERCEPTION OF

DISCONFIRMATION

STRONG
NEGATIVE

NEGATIVE WEAK

AND MODERATE

CONYIRMATION

POSITIVE WEAK
AND MODERATE

WEAK
POSITIVE

The Model
Prediction

The product
will be ev-
aluated as
performing
worse than
its objec-
tive per-
formance

Past-evalua-
tion will be
changed to-
ward the
objective
performance

No change.

Past-cvalua-
tion will be
as the prior
expectations

Post-evaluation
will be changed
toward the ob-
jective perfor-
mance

The product
will be ev-
aluated as
performing
better than
its objec~
tive perfor-
mance

The Prediction
Of Disconfirma-
tion Theories

Contrast
theory,dis-
similation-
control
theory, gen-
eralized
negativity
theory

Learning
theory

Assimilation
theory, cog-
nitive disso-

nance theory,
assimilation-

contrast
theory

Learning
theory

Contrast
theory,
assimila-
tion-con-
trast
theory

133
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Two major moderating variables have been suggested
in the literature of disconfirmation: ego involvement
(Anderson, 1973; Cohen and Goldberg, 1970; anéd Olson and
Dover, 1976, 1979) and self-esteem (Darves, Singer and
Lemons, 1972; Oliver, 1980a). Since ego involvement is di-
rectly related to distortion (e.g., Hovland and Sherif,
1961; Freedman, 1964; and Kiesler, Collins and Miller, 1969)
it would be expected that the differences between OD and PD
will increase for increasing levels of ego involvement.
Thus, for example, the latitude of perceived confirmation
(as a distance from the objective confirmation line) will be
wider in the case of high consumer ego involvement than in
the case of low consumer ego involvement. (See Figure 3).

Similarly, more individuals with high self-estzaem
than with low self-esteem are assumed to have greater ability
to judge reality with less distortion (e.g., Dobbs, 1964;
Leventhal, 1970; and Kiesler, Collins and Miller, 1969).
Therefore, as Figure 6 shows, consumers with high self-
esteem will tend to have smaller latitude of perceived

confirmation than those with low self-esteem.

Disconfirmation and Safety Hazard Information

Disconfirmation is defined as the "disparity be-
tween expectations and actual or objective product perform-
ance" (Anderson, 1973, p. 38). The present study assumes
that government agency communications can represent actual

or cojecz.ve zroduct performance. This view is consistent



Figure S)
CHANGE OF PERCEIVED CONFIRMATION THRESHOLDS
AS A FUNCTION OF THE MODERATING EFFECTS
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with the notion that consumers perceive product performance
by "integrating a number of similar experiences; whether
direct experience through usage, observation of the out-
comes of others' explorations, information about performance
and so forth" (Day, 1973, p. 306).

Because consumers, at the first time of awareness,
acquire information from one source, which in the case of
this study came £rom a government agency, this information
may serve the consumer as an approximation of the actual
product performance. Furthermore, this information is nega-
tive and thus, represents negative product performance. Al-
ternatively, negative product performance may be defined as
functional performances that cause or lead to negative out-
come (hazard loss, financial loss, social loss, and psycho-
logical loss) during a regular usage of the product. Thus,
safety hazard information is a specific case of these
possible negative outcomes or losses--hazards to consumers'
health or lives.

Accordingly, it is not difficult to show the ap-
plicability of the model of disconfirmation suggested here
to hazardous product performance. The discrepancy between
prior expectations and the actual performance of the haz-
ardous product will represent an overall perception of
disconfirmation. This PD, as the disconfirmation model
would predict, is directly related to evaluation and at-

titude change. Furthermore, at the same level of 0D,
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consumers high in self-esteem and low in ego involvement
will tend to have higher level of PD than those low in
self-esteem and high in ego involvement. Thus, it is ex-
pected that at the initial awareness state, the stronger
the warning the greater the attitude change will be, and
this relationship will be stronger when the level of self-
esteem is high, or when the level of ego involvement is low.
To sum up, the suggested integrated framework may
be useful in understanding, explaining, and predicting con-
sumers' reactions to different levels of safety hazard
communication. However, the possible danger or threat to
consumers' health or lives may also arouse some emotional
fear. Hence, the following section of this literature re-
view concerns the impact of safety hazard communication as
fear arousal of consumers' at+itudes and intentions toward

the unsafe product.



CHAPTER III

FEAR ARQUSING APPEALS

The preceding section of this literature review
attempted to study the impact of product safety hazard
information on consumer behavior through the investigation
of disconfirmation research. It was c¢oncluded that the
framework suggested by disconfirmation might also be ap-
plicable in studying the present subject matter. However,
the disconfirmation framework is not concerned with emo-
tional response to product hazard information. That is,
the consumers' rveactions to safety hazard communications
were evaluated in terms of the discrepancy between expec-
tations and negative actual product performance, but not
in terms of the danger of arousing emotional fear responses.

Despite the fact that perceived disconfirmation
is assumed *to0 account for all possible moderating effects
at the time of measurement, this review may provide greater
insight intc understanding the underlying processes of con-
sumers' responses to safety hazard information. Moreover,
it may provide some theoretical and empirical evidence
about moderating variables, which may affect the formation
of consumers' perceived disconfirmations that are spe-

cifically related to fear arousal responses. Thus the

43
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following section of the literature review concerns the
impact of safety hazard communication as fear arousing

information on consumer behavior.

The Fear Appeal Theoretical Background

Most empirical studies of fear appeal literature
are based on the assumpticn that individuals strive to
maintain cognitive consistency or are motivated to reduce
anxiety. It has been suggested by these studies that £fear
appeal messages have two functions: (a) arousal of anxiety
or cognitive stiuctural inconsistency, and (b) recommenda-
tions of specific means for restoring cognitive consistency
or reducing anxiety. These suggestions were based on two
different theoretical bases, anxiety-learning theories and
consistency theories. Both theories tend, generally, to
have similar predictions regarding the individual's response

to fear arousal communications.

The Fear-Drive Model

Based on anxiety theories, (e.g., Freud, 1936;
Sullivan, 1953) and reinforcement learning thecries (e.g.,
Dollard and Miller, 1950; Mowrer, 1950; and Skinner, 1338),
early studies in the area of fear arousal proposed a fear-
drive model to explain cognitive and behavioral changes
resulting from awareness of threat appeals. This model
assumes that whenever strong unpleasant emotions arise due

to signs of danger, individuals become motivated to reduce
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this painful emotional state. More specifically, fear is
a threat to values--such as health, property, security of
life--and that threat is assumed to arouse anxiety as a
result of the person's perception of the potential loss of
the value concerned (Chu, 1966). Thus, the fear-drive
model suggests that the individual will be "....highly
motivated to try out various responses, both symbolic and
overt, until the unpleasant state is alleviated" (Hovland,
Janis and Kelley, 1953, p. 62). Consequently, individuals
may take action to reduce anxiety by stopping or minimizing
the behavior that may cause the threat.

Alternatively, individuals may use defense mech-
anisms that may take the form of motivated inattentiveness;
that is, the individual discontinues exposure to the fear-
arousing stimulus, or motivated distortion of the magnitude
and the likelihood of the potential loss (Chu, 1966; Janis
and Fishbach, 1953, 1954). As a learned drive, the first
defense mechanism may cause the avoidance of anxiety, whereas
the second mechanism may reduce it. If individuals reduce
the anxiety of fear appeal communication by efficacious ac-
tion, they might accept the message recommendation, and,
thus, change their behavior. However, reduction of anxiety
through motivated distortion may not lead to behavior change
because the individual may deny the validity of the fear
claims, may have beliefs of immunity to the danger, and so

forth. Similarly, avoidance of the threatening information



through inattentiveness response, leads to the maintenance

of the prior behavior.

The Consistency Model

Although the underlying theories of the fear-drive
model maintain that cognitive structure change and potential
behavior change are caused by individuals' motivations to
reduce or avoid anxiety aroused by a fear communication,
consistency theories claim that "People are motivated to
maintain a state of psychological harmony within the system
of beliefs and attitudes about given issue or situation”
(Calder, 1973, p. 247).

Most empirical studies using this consistency
principle refer to Heider's (1946, 1958) balance theory and
related attitude theories stimulated by his approach. Bal-
ance theory is mainly concerned with the individual's percep-
tion of the social world. According to balance theory,
social events contain three cognitive elements responding %o
the individual's experience--the person himself, some other
persons, and some events, ideas, or objects. An imbalanced
cognitive state is considered to be in effect when the mathe-
matical product of the relationship between the cognitive
elements (can be positive or negative) is negative, and a
balanced state is in effect when this product is positive

(Cartwright and Harary, 1956). An imbalanced state may be



resolved by the change of the relationship sign of one or
more cognitive elements. However, this change may occur
only if the individual thinks about or is aware of this
inconsistency state (Abelson and Rosenberg, 1958; Rosenberg
and Abelson, 1960). Moreover, this imbalanced state can be
resolved through a defense mechanism, by simply denying the
sign and the relationship of the cognitive elements that
cause the inconsistency of the cognitive structure (Abelson,
1959).

Rosenberg (1956), stimulated by balance theory,
suggested that the cognitive elements of attitude composed
of an affective (feelings) and a cognitive (beliefs) com-
ponent were assumed to have a homeostatic tendency to main-
tain consistency. Insko and Schopler (1967), extending
Rosenberg's theory, suggested a triadic consistency model
of the consumer's response to fear arousing information.
They claimed that individuals try to maintain not only cog-
nitive-affective consistency, but cognitive-affective-behavior
consistency. Thus, the belief that smoking is dangerous to
the health (cognitive), enjoying smoking (affect), and smox-
ing two packs of cigarettes a day (behavior) produces an
imbalanced state that may lead to change of attitude or be-
havior. Thus, the individual may stop smoking or may change
the belief about the danger of smoking. Moreover, the im-
balanced state may not be resolved as a result of individuals

using a dzfense mechanism.
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The Precdiction Power

With respect to fear arousal communications, both
anxiety-learning theories and consistency theories provide
two courses of action that individuals can take when they
are aware of threats to health, life, or other values. One
course of action may be the acceptance of the message recom-
mendation and, thus, a change of attitude, intention, and
subsequent behavior. This type of response suggests a
positive relationship between the magnitude of the imbalanced
state or the level of anxiety and behavior change. However,
the other type of response--a defense mechanism--may lead
people to maintain the prior cognitive structure and behavior
toward the object that poses hazards. Such defense responses
may vary and include denial of the validity of the fear
claims, the belief of immunity to the possible hazards, and
a diffusing process that robs the claim of the true signifi-
cance and, thereby, renders it impotent (Stuteville, 1970).

Although this theoretical background does not provide
a distinct prediction regarding the relationship between fear
arousal and cognitive change, studies in the fear arousal
area have tried to pinpoint some moderating variables that
are assumed to affect the general pattern of the individual's
cognitive and behavior change in response to threat arousal

communications.



The Findings

Research on fear appeals has yielded conflicting
findings concerning the relative effectiveness of different
levels of threat information on persuasion. In contrast %o
the need for further research that emerged from the incon-
clusive findings in this area of research (Higbee, 1969; Ray
and Wilkie, 1970; and Sternthal and Craig, 1974}, the last
decade seems to have neglected the issue. Only four empirical
studies were done during the 1970's in comparison to more

than 30 in the 1960's.

Fear-Persuasion Relationship

Most empirical studies in this area concern the
effectiveness of fear appeal communications as represented
by the conformity to the message recommendation. Hence,
changes f attitude, intention, and behavior are measured
with respect to the fear appeal message recommendation. More-
over, Hovland, Janis and Kelley (1953) in their literature
review, define fear or threat to individual's values in %erms
of the message recommendation. As they noted "We use the
term threat appeal to refer to those contents of a persuasive

communication which allude to or describe unfavorable con-

sequences that are alleged to result from failure to adopt
and adhere to the communicator's conclusions” (p. 60). Con-
sequently, the following discussion is mainly concerned with

the effectiveness of fear appeal communication and with
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variables that may be moderating accptance or rejective
of the message recommendation.

As Table 4 indicates, the research evidence prcduced
a variety of results regarding the relationship between the
threat or fear communication level and cognitive change or
persuasion. The conclusion that low threat appeals relate
negatively to persuasion is mainly based on the study by
Janis and Fishbach (1953). They studied the acceptance of
three levels of threat appeal recommendations regarding the
danger of dental neglect. They concluded that minimal-threat
appeals are superior to high-threat appeals, as reflected by
consumer conformity to the recommended procedures for tooth
care. The theoretical explanation for this is the assumption
that, under some conditions, individuals will use extreme
defense mechanisms.

The fear-drive model suggests that the following may
occur: (a) inattentiveness response when the fear communica-
tion touches off intense feelings of anxiety that disturb
the attention of the person f£rom the advocated reccommendation;
(b) the anxiety-arousinag communication is perceived as being
responsible for producing painful feelings and for causing
aggression toward the communication--thus, rejection of his
statements; and (c) if the fear appeal recommendation dces
not readily reduce the emotional tension, it may motivate

individual defensive avoidance response.



THE EMPIRICAL STUDIES'

TABLE 4

TOPICS AND FINDINGS

ON THE RELATIONSHIP BETWEEN FEAR AND PERSUASION

RELATIONSHIP
BETWEEN FEAR
AND PERSUASION

TOPIC

REPRESENTATIVE STUDIES

Dental Hygiene

Janis & Fishbach 1954;

Goldstein (1959)
(1956)

(1953,

Janis & Terwilliger (1962); Stern,
Lana & Pauling (1965)

Rozelle, Lasater, Dembroski
& Allen (1979); Haefner (1965;
Leventhal & Singer (1966); Singer

Negative Atomic Bomb Haefner
Testing
Smoking
Dentil Hygiene Evans,
Positive (1965)

Smoking

Tetanus
Innoculations

Automotive
Safety

Fallout
Shelters
Roundworms
Tuberculosis

Eye Damage

Insko, Arkoff & Insko (1965);
Leventhal & Niles (1964): Leventhal,
Watts & Paganc (1967); Niles (1964)
Snider (1962)

Dabbs & Leventhal (1966); Kornzweig
(1968) ; Leventhal, Jones & Tresrbly
(1966) ; Leventhal, Singer & Jones
(1965) ; Radelfinger (1965)

Berkowitz & Cottingham (1360);
Leventhal & Niles (1363); Powell
(1965)

Hewgill & Miller (1965); Miller &
Hewgill (1966)

Chu (1966)
DeWolfe & Governdale (1964)
Kraus, El-Assal & CeFeur (1966)
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Although several subsequent studies supported this
negative relationship between fear arousal and persuasion,
most empirical studies found a positive relationship.
Moreover, the positive relationship was found over a wide
range of topics (see Table 4) despite the fact that topic
variability "has seldom been considered as an important
source of inconsistency in findings" (Higbee, 1969). Only
a few studies (Frandsen, 1963; Millman, 1968; Moore, 1365;
Payne, 1963; and Wheatley, 1971) found no relationship be-
tween fear arousal and persuasive effectiveness which, in
part, was due to methodological problems regarding the fear
apreal level manipulation (Hewgill and Miller, 1965; Xay,
1972; Moltz and Thistlethrvite, 1955; and Sastrohamidjojo,
1968).

Although the underlying theories of the fear appeal
research permit both predictions (negative and positive re-
lationships) to occur, these theories do not provide moderat-
ing variables to explain this phenomenon. The following
discussion concerns possible explanations of some mcderating
variables suggested by the empirical findings of the fear

appeal literature.

The Moderating Variables

A partial explanation of the differences in the

findings about the relationship between fear and persuasion



might be due to the existence of no easy substitution

or alternative behavior available except the recommended

one (Stuteville, 1970). Therfore, when the "price" of
accepting the message recommendation is high or too diffi-
cult to undertake (Ray and Wilkie, 1970), consumers may take
their chances despite the potential danger (Ratchford, 1977).
Consequently, as was found by several studies, recipients may
change their attitude, but may not change their behavior
responding to fear appeal communication (Dabbs and Leventhal,
1966; Leventhal, Singer and Jones, 1965; Leventhal and Watts,
1966; and Radelfinger, 1963). For instance, Leventhal and
Watts (1966) found that in the case of smoking (where there
is no easy alternative behavior), attitudes toward smoking
were changed, but behavior was not (e.g., to go for chest
x-rays).

Unfortunately, there is no accurate way of deter-
mining the comparability of the influence of the criteria
by which the effectiveness of fear arousal communication is
measured (attitude change, intention change, or behavior
change) , because the fear appeals used (responding to the
criteria change) are not on the same scale (Higbee, 1969).
This absence of a common scale produced the interpretation
that one study of "low" fear appeal may be equivalent to
other studies of "moderate" levels of fear appeal (Janis,

1967; Ray and Wilkie, 1970).
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Another cause of variations in the literature
about fear appeal may be the recipient's personality.
Janis and Fishbach (1954) reported negative interaction

between chronic anxiety and fear level. They found that

strong fear appeal was less effective for subjects high in
chronic anxiety than for subjects low in chronic anxiety.
The underlying assumption for this interaction is that re-
cipients high in chronic anxiety tend to avoid high fear com-
munications, and low fear levels may not be strong enough tc
arouse anxiety for recipients low in chronic anxiety. How-
ever, subsequent studies did not find this relationship
(Goldstein, 1959; Niles, 1964; and Singer, 1965).

Goldstein (1959) suggested that Janis and Fishbach's
(1953, 1954) concept of "defensive reaction" may be related

to the individual's "coping style" rather than %o chronic

anxiety. Goldstein suggested two modes of coping style:
"copers” versus "avoiders." He found that a strong fear ap-
peal receives greater acceptance among copers than among
avoiders, whereas the minimal fear appeal receives greater
acceptance among avoiders than among ccpers. Moreover, coging
style was found to be positively related to psycho-physiolog-
ical responses to tension arousal communications (Goldstein,
Jones, Clemens, Flagg and Alexander, 1965).

Similarly, Leventhal and Tremklvy (1968) found that

the coping efforts of middle and high self-esteem subjects
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were strengthened; and the coping efforts of low self-
esteem subjects were decreased as a result of the increasing
level of threat appeal. This interaction of self-esteem

and coping style was attributed toc shared measured proper-
ties. That is, the "ability to cope with tension-producing
material may be a facet of high self-esteem” (Higbee, 1969,
p. 430).

Self-esteem itself is related to the effectiveness

of fear appeal communications. Leventhal and Perlce (1962)
found that subjects high in self-esteem are influenced more

by optimistic communication, whereas subjects low in self-
esteem are influenced more bY the threaterning communications.
This is the only finding that suggests negative relationship
between self-esteem and the effectiveness of persuasion, which
may be due to the lack of variation of fear level, or to either
one pessimistic (threat) appeal and one optimistic appeal.
Subseguent studies have consistently found a positive rela-
tionship between self-esteem and persuasion. Dabbs and Leven-
thal (1966) found that intentions of respondents exposed to
fear information about tetanus shots increased for high self-
esteem subjects, and decreased for low self-esteem subjects.
Kornzweig (1968) found the same pattern of change in measuring
the actual number of individuals taking shots. Consistent with
these findings, Zemach (1966) found that low guilt arocusing
communications were more effective for low self-esteem sub-

jects than for high self-esteem subjects.
g
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Vulnerability to danger was found to be related to
fear appeal persuasiveness. Vulnerability is operationally
defined in terms of the individual's belief and perception
of past experience with the object in question. Thus, per-

ceived vulnerability represents a subjective measure of the

person's belief of susceptibility to the danger. On the
other hand, past experience (usage rate) represents an Ob-

jective measure of vulnerability and, hence, smokers and

fast drivers are categorized as more vulnerable to danger
(lung cancer and injuries or accidents, respectively) than
non-smokers and slow drivers.

Except for Leventhal and Singer's (1966) study
(which found no relationship), most studies regardless of
measurement type (objective or subjective) found negative
relationships between vulnerability and the persuasiveness
of threat appeals (Berkowitz and Cottingham, 1960; MNiles,
1964; Insko, Arkoff and Insko, 1965; Lewventhal, Singer and
Jones, 1965; Leventhal, Jones and Trembly, 1966; Leventhal
and Watts, 1966;: and Watts, 1967). For instance, Berkowitz
and Cottingham (1960), using an objective measure of vul-
nerability and in measuring the use of seat belts, found
that high fear communications produced increasingly favor-
able attitudes toward seat belts among non-regular drivers
(those who drive once a week or less), whereas regular

drivers (those who drive at least several times a week)
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were about equally responsive to the use of seat belts in
high anéd low fear conditions.

Similarly, Niles (1964) subdivided her sample on
the basis of self-reports of vulnerability to cancer from
smoking. She reported that high fear communications in-
crease acceptance of the recommendation to stop smoking
and go for x-rays only for those who perceive themselves
invulnerable to cancer. This pattern of responses suggests
that a person high in vulnerability, either perceived or
because of past experience, is less likely to accept pro-
tective recommendations when the communications fear level
is increased.

Finally, Hewgill and Miller (1965) proposed that

source credibility may be an important variable moderating

the effect of fear arousing communications on the indi-
vidual's cognitive structure change. 3ased on the response
of Parent Teacher Association {(PTA) members to persuasion
about the importance of fallout shelters, Hewgill and
Miller (1965) found that strong fear appeal is more effec-
tive than mild fear appeal when both are presented by a
highly credible source. Two subsegquent studies by Miller
and Hewgill (1966) and by Powell and Miller (1967) sup-
ported this positive relationship between source credibil-
ity and persuasiveness of increasing fear level. Similarly,
Insko, et al. (1965) and Rosenblatt (1962) noted that their

results were probably influenced by source credibility.
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Their study yielded a positive relationship between ef-
fective persuasiveness and fear level.

In view of the evidence, it seems that an
individual's response to different levels of fear elicited
by the communication may vary, depending on source credi-
bility, tne audience characteristics, and some situational
conditions. Specifically, source credibility, self-esteem,
and coping style of recipients are positively related to
the effectiveness of increasing levels of fear, whereas
vulnerability is negatively related to fear and persuasion.
The evidence also indicates that self-esteem and coping
style are positively correlated (Leventhal and Trembly,
1968), and that vulnerability is negatively correlated
with self-esteem (Niles, 1964). 1In addition, the evidence
suggests that situational variables, such as no easy al-
ternative or high price of alternative, combined with
strong need or want, may lead to a change of attitude con-
sistent with the recommended communication, but may not
lead to the same change of intention and subseguent be-
havior toward the object concerned.

Although these relationships deal with the inter-
actions between persuasiveness of different fear levels
and other factors, some researchers suggest that the in-
teraction between positive and negative moderating factors
may lead to curvilinear (inverted U-shaped curve) relation-

ships between persuasion and fear level. That is, whenever
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the level of fear is too high or too low, the effective-
ness of persuasion is low, and only moderate threats may

produce the greater persuasion effect.

The Models of Curvilinear Relationship

Although the following models attempted to rec-
oncile the conflicting findings about fear appeals by the
suggestion of a curvilinear (Quadratic) relationship be-
tween fear level and persuasion, the selection of moderating
factors (assumed to be the cause of this relationship) are
reflections of these conflicting findings and, thus, main-
tain the inconsistency. The curvilinear relationship
assumes that attitude, intention, or behavior changes in-
crease with increases in fear level up to a certain point,

then decrease with further increases in fear level.

Two-Factors Model

McGuire (1963, 1968) formulated a two-factor theory
that consists of cue and drive functions of fear. as a
cue, fear is assumed to distract and interfere with re-
ception of the message. As a drive, fear energizes re-
sponses in progress, and it facilitates acceptance. These
two factors are assumed to operate in opposite directions
and increase monotonically. The interaction of these fac-
tors causes the curvilinear relationship between fear level
and persuasion. Based on his mathematical model of the

two-factor theory, McGuire (1966) suggested a factor



interaction that causes the guadratic (inverted U-shaped
curve) relationship. Chronic levels of anxiety and mes-
sage complexity are assumed to be negatively related to
the effectiveness of increasing level of fear, whereas
concern about issues is assumed to be positively related
to fear and persuasion. Although McGuire's two-factor
theory was criticized as being too simplistic (Janis,
1967), and chronic anxiety was criticized as not being
an important variable (Higbee, 1969), message complaxity
and concern with the topic may be important moderating

variables (Gollob and Dittes, 1965; Millman, 1968).

Multi-Factors Model

Janis (1967, 1968a, 1968b) proposed a multiple-
factor theoretical model representing a curvilinear rela-
tionship between fear level and persuasion. Janis suggested
«wo independent monotonic functions: increment function,
which facilitates acceptance, and decrement function which
interferes with the acceptance of a communicator's recom-
mendation. The combined result of these two functions is
non-monotonic (inverted U-shaped); the curve presents
cognitive efficiency, ané is based on the nteractions of
the thresholds of the facilitating effects (positive) and
the interfering effects (negative). Those effects are
influenced by persuasion and lavel of emotional arocusal.

Thus, increases in fear lead to increases in per-

suasion until the fear becomes so unpleasant that the
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subject rejects the message recommendation. According
to Janis (1967), one type of facilitating effect is the
heightened interest in finding a means for coping with
anticipated danger, and another type can be a temporary
increase in dependency on authorities for gaining reas-
surance that leads to acceptance of any recommendation
from a credible source.

The interfering effects are functions of two
types of personal habitual tendencies. One type involves
heightened receptivity to non-recommended means of coping
with the threat (search for loopholes, looking for greater
reassurance, and so forth), and the other type consists
of defensive avoidance tendencies. Both facilitating and
interfering types of responses depend on the degree to
which the initial attitude is challenged, the degree of
familiarity of coping with the threat concerned, agreement
or disagreement among authorities, the communicator's
prestige, and various chronic personality attributes. How-
ever, Janis was criticized by Leventhal (1970) on several
grounds, most ilmportantly his statement that the "Procedure
used to fit data to the curvilinear model involves rank
ordering the cells of a factorial study so that the plot
of attitude change against fear level is curvilinear"”
(p. 165). This suggests a major methodological problem in

the model foundation.
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A Segmentation Model

Similarly, Ray and Wilkie (1970) proposed a seg-
mentation model to utilize the effectiveness of fear
appeal persuasion in marketing. The model utilized the
same approach as Janis (1967) in comparing the fear levels
of prior studies. Comparing the studies of Janis and Fish-
bach (1953), Insko, Arkoff and Insko (1963), Cottingham
and Berkowitz (1960) and Niles (1364), Ray and Wilkie
argued (as did Janis, 1967) that studies that found a pos-
itive relationship between fear level and persuasion prob-
ably involved the introduction of lower fear levels than
those that found negative relationships. Thus, the com-
bined levels of fear on a continuum lead to a curvilinear
relationship between fear levels and persuasion. This
categorization of fear levels is inadegquate and not valid
because there have been no common measures of fear level
among those studies (Sternthal ard Craig, 1974).

However, the segmentation approach to fear agpeal
communication may be a useful one, especially in che con-
text of marketing. That is, because segmentation treats
different consumer segments and topics (product categories)
with different curves, knowing the segment characteristics
(socio-econcomic, personality, and usage) aids the pre-
dictability of response to fear appeal.

Burnett and Oliver (1979), testing Ray and Wwilkie's

segmentation model in health insurance sropaganda, found
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that higher level fear messages tended to be effective in
attitude change of "older liberals" and "older blue collar
blacks," but no consistent result was found in the other
demographic and socio-psychological groups. Burnett and
Qliver's results imply that single fear appeal promotional
strategy cannot be appropriate in the marketing context
and, therefore, the segmentation apprcach to fear appeal

can be useful in determining appropriate strategies.

A Final Comment

Despite these early suggestions of a curvilinear
relationship of fear and persuasion, only one empirical
study attempted to test this hypothesis. Xrisher, Darley
and Darley (1973), using three levels of fear communica-
tion about the dangers of mumps, found that the choice by
subject to receive actual injection (the vaccine recom-
mended by the communications) was guadratically related to
their levels of fear.

However, it seems that XKrisher, et al. (1973)
manipulated the fear condition unsystematically. Thus,
this result is guestionable. The low fear message differed
from the high fear message in the amount of the possible
dangers (six additional segments of danger) and the amount
of fear (presented by frightening illustrations); however,
the third level differed from the second (high fear) only

in the amcunt of fear (achieved through exposure to
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simulation technigue of heart beats that rose and fell
according to the communication fear content), but not in
the amount of danger. Hence, these levels were found to
differ significantly in tension production, but it is pos-
sible that individuals may respond to their emotional

fear differently than they would to factual danger. Leven-
thal (1967, 1970) addressed this problem in developing his

parallel response paradigm model.

Leventhal's model consists of two parallel in-
dependent processes (danger control and fear control) in
response to fear appeal communications. The danger-control
process guides adaptive benhavior through the problem-
solving process, which responds to external cues of the
information about danger. The fear-control process guides
emotional responses that reflect the individual's person-
ality. Such responses are usually parallel to the danger-
control responses. Although the danger-control process
may lead to attitude and behavior change, the fear-control
orocess may lead to defensive avoidance behavior cr to be-
havior unrelated to the message content and recommendation,
but it may still reduce the threat posed by the communica-
tion. Because these processes are parallel, highly emo-
tional communications arouse the fear process, and highly
informative communications about dangers arouse the danger

process.
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Although the parallel response paradigm model
provides several important advantages in comparison to the
other suggested models of fear appeal (see Leventhal, 1970;:
Sternthal and Craig, 1974), this model neither specifies
the underlying variables of the fear-control and danger-
control processes nor provides the direction of the combined
effect of these processes on the individual's behavior.
Leventhal (1970, p. 18l) concluded the presentation of the
parallel response model by noting that:

....It does not call for a premature commitment
to a particular function before we have identified
the variables in the function. It is merely a
f£irst step toward structuring a theory, and it
claims to be no more.... .
Hence, the parallel response model can be useful in under-

standing individuals' reactions to fear appeal information,

but it may not be useful in predicting their behavior.

Fear Appeal and Safety Hazard Communicatiocn

In the context of ccnsumer behavior, safety hazard
communication is fear-arousing informaticn that is usually
concerned with a product's physical performance. Despite
this important relationship, safety hazard communications
differ from fear communications in terms of the scope of
their predictions. Although the fear literature mainly con-
cerns general types of human behavior responding to fear,
the study of safety hazards concerns a specific segment of

this fear resczonse that affects an individual's buying



behavior. Thus, rather than investigating smoking behav-
ior or dental nygiene behavior, buyer behavior literature
may be more concerned with typre and brand selection of
cigarettes or toothpaste, and so on.

Another difference is related to the recommendations
of the fear communications. Most fear appeal studies are
specific in recommendations in order to influence the in-
dividual's behavior in a certain direction. However, 1in
the case of product safety hazard communications, govern-
ment agencies usually do not explicitly recommend a specific
course of action for consumers, but may "....disseminate
information to correct consumer misconceptions sufficiently
that they would make the same choice as under full informa-
tion" (Ratchford, 1977, p. 364). Despite these differences,
the fear appeal studies can serve as a basis for safety
studies, because the similarities and the potential benefit
outweigh the difference.

Although there is no empirical support for the
curvilinear hypothesis, most models suggest that this re-
lationship is the combined result of two cognitive processes:
one that facilitates acceptance of the fear communication
recommendation, and a second that may interfere with this
acceptance. Although these models may not agree on most of
the underlying variables of the cognitive processes, it may
be concluded that fear control may induce interfering ef-

fects, and that Zanger control may induce facilitating
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effects. However, it is not clear if the relations of
the combined processes to fear are curvilinear or if they
interact at all. Despite this unclear relationship, there
were few variables that were found consistently among the
various fear studies.

Based on these findings, it is suggested here
that the effects of safety hazard communication warnings
depend on the consumer's self-esteem and coping style, his
or her wvulnerability to possible danger, and the source
credibility. Thus, strong warning may be more effective
than weak warning for consumers high in self-esteem, and
copers and invulnerable people will perceive the source of
the communication as highly credible. Which variable may
have greater impact on consumer behavior change is unknown.
Moreover, some of the moderating variables might be effec-
tive in changing only attitude, but nct intention and
behavior. Awareness of available alternatives, their prices,
and the consumer's need and want for the product may be im-
portant factors affecting the intention and behavicr tcward
the unsafe product. In addition, a few other variables
that are more related specifically to consumer behavior
will be evaluated in Chapter V after the presentation in

Chapter IV of the study's theoretical framework.



CHAPTER IV

THEORETICAL MODEL

This study's theoretical model attempts to ex-
plain and predict the response of consumers to product
safety hazard communications. The model is an integration
of priciples drawn from the disconfirmation framework pre-
sented in Chapter II (pp. 29-44) with some conceptualization
and findings that emerged from literature on fear arousal.
This disconfirmation model suggests that post-trial prod-
uct evaluations and attitudes are functions of perceived
disconfirmation, and that the prior level of expectations
and some perscnal moderating variables (ego~involvement
and self-esteem) may account for the difference between
perceived disconfirmation (PD) and the objective disconfir-
mation (OD). Furthermore, it 1s suggested that OD is *he
mathematical subtraction of the prior expectations from the
actual product performance. Hence, the basic model of the

disconfirmation becomes:

v
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The effect of expectaticn on perceived dis-
confirmation is also assumed to be influenced by personal
characteristics. Because expectation is independent of
inferred disconfirmation (the discrepancy between prior-
expectations and post-evaluation) and perceived discon-
f.rmation (Oliver, 1977, 1980b; Swan and Trawick, 1981),
although a strong relationship between perceived discon-
firmation (PD) and post-evaluation exists (Oliver, 1930b:
Oliver and Linda, 1980), it is reasonable to assume that,
in the PD formation, perception of the prior expectation
changes. Hence, this change in perception can be affected
by an individual's differences.

Because safety hazard performance can be viewed as
negative product performance, this disconfirmation model,
as Figure 7 shows, can be extended to the case of the pres-
ent study. Specifically, guadrant 3 presents the case where
consumers did not expect hazardous performance, whereas
quadrant 4 describes the situations in which there is some
expectation of unsafe product performance.

In the case of product safety hazard communications,
the actual performance used to measure objective disconfir-
mation may be obtained from the communications themselves,
because the communications represent a "scientific" and
objective measure of performance. However, because safety
hazard communications are usually provided from external

sources, and 1n most cases the hazard is not observed by
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the audience, they differ from the actual performance
experienced by the user in the disconfirmation model. More-
over, the communications indicate not only a deviation from
actual performance, but one that poses danger to the health
or life of the user. Therefore, disconfirmation models
using communications to measure the actual performance cf

a hazardous product should first be concerned with the
unigue content of the communications, namely, fear arousing

information.

Communication Content Stimulus

Product safety hazard communication, as fear appeal
information, represents two types of stimuli: stimuli as-
sociated with real physical danger or threat, and stinmuli
associated with emotional threat (Leventhal, 1970). The
danger stimulus reflects the degree, presented by the com-
munication, of the product associated with %the physical
danger outcome; that is, the "probability" of danger (e.g.,
Rely tampons may be linked with or cause Toxic Shock Syn-
drome). Moreover, the danger itself may have different
levels ¢f consequence, which represent the magnitude of the
danger (e.g., TSS may lead to uncomfortable feelings, 1ll-
ness or death).

On the other hand, the communication fear stimulus
represents che level of vividness assigned to the descrip-
tion of the danger consequences (Leventhal, 1970; Janis,

1967). For example, in the context o smoking and lung



77

cancer, one communication may present the conseguences

of smoking by color films showing closeups of a surgeon
opening the chest and removing the lung, whereas other
communications providing the same level of danger informa-
tion may use only schematic diagrams of this operation.
Thus, fear stimuli can be kept at a low level by a rela-
tively unemotional and factual presentation, as in the
latter communication, or they can be raised to a high
level by an emotion-provoking description of the danger

of smoking as presented in the former communication.

Previous Anxietv Models

The two communication content stimuli were assumed
to arouse two types of anxieties: realistic anxiety and
neurotic anxiety (Freud, 1926; Janis, 1967; Janis and Leven-
thal, 1965, 1368; Leventhal, 1965, 1970; and May, 1950).
Although anxiety responds to the danger stimuli, neurotic
anxiety is stimulated by the emotion-provoxing content of
the communication.

Hence, Janis and Fishbach (1954) and some subseguent
fear models (Janis, 1967, 1968a, 1968b; McGuire, 1963, 1968)
suggested that neurotically anxious people would be most
easily frightened and would show the strongest - -defensive
reactions to high fear stimuli, whereas subjects low in
chronic (neurotic) anxiety will be more likely to respond

to the danger stimuli and, thus, reduce the realistic



anxiety. This interpretation implies that high fear
will reduce persuasion when it arouses neurotic anxiety
and will increase persuasion when it stimulates realistic
anxiety. Hence, the interaction of these two cognitive
processes leads to the curvilinear relationship between
fear and persuasion.

However, in presenting these processes as fear
control process and danger control process, Leventhal (1967,
1970) argued that these cognitive processes reflect two
parallel responses, which may not support the curvilinear
hypothesis. Despite interpretatinn differences, both model
types--Leventhal's parallel response model and Janis and
McGuire's fear drive model--are based to some extent on the
assumption that anxiety is a crucial variable in understand-
ing the effect of fear communications, as was found in Janis
and Fishbach (1953, 1954). However, the scale devised by
Janis and Fishbach has been used in several studies and ncne
of them has replicated the original effect of anxiety (Gold-
stein, 1959; Hdaefner, 1963; Niles, 1964; and Singer, 19653).

Thus, this study suggests a consistency conceptuali-
zation, rather than an anxiety-based interpretation, to
explain these two stimuli effects on individuals cognition

structural change and subsequent behavior.



A Conceptualization

Communication Stimulus-Disconfirmation
and Moderating Factors Relationship

The present model suggests that the individual's
response to the danger stimulus is a function of the dis-
crepancy between the new information about the danger and
prior expectations regarding this danger, and that the
individual's personal characteristics may determine his
response to the fear stimulus. According to the present
study model of consumers' disconfirmation, this incon-
cistency between expectations and objective measures of
danger may lead to an unpleasant cognitive state, which
individuals tend to reduce. Hence, product performance
expectations may serve as an "anchor" point in comparison
to the actual product performance. Any deviation of |
reality from this anchor may lead to cognitive-structure
inconsistency. The direc+tion of the cognitive structure
change depends on the magnitude of this deviation and the
consumer's personality and past experience. In terms of
safety hazard communicaticns, this deviation i1s presentced
by the discrepancy between the consumer's expectations of
the product danger performance and the actual performance
of the product safety attribute as acqui;ed through the
safety hazard communication.

Because any safety hazard communication by defi-

nition (see p. 6) contains some level of fear stimuli (the
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communication's factual presentation itself arouses fear,
although a low level of fear), it would alsoc be expected
that some personality characteristics and some experience
may affect the consumer's perception of the product's
potential danger. The present model, therefore, suggests
that the danger stimuli of safety hazard communications

may affect the formation of objective disconfirmation,
whereas the response to the fear stimuli may represent the
level of the consumer's involvement and coping style, re-
flecting his personality and past experience. These two
variables have been suggested to be the principal moderating
factors by the disconfirmation literature and fear appeal
literature. Involvement can be viewed as a degree of in-
terest in, concern about, or commitment to a particular
position on an issue (Freedman, 1964). Coping style, how-
ever, refers to the ability to cope with change or un-
familiar situations, and thus to respond more to the danger
stimulus than to the fear stimulus of the communications
(Goldéstein, 1964).

Because perceived disconfirmation is measured by
the perception of discrepancy between safetv expectation
and actual safety performance presented by the magnitude of
danger stimulus in the communication, it would be reason-
able to sugqgest that the credibility of the communication's
source may have additional effects on this discrepancy.

Thus, the consumer's perception of disconfirmation is
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suggested here to be a functicon of prior safety expecta-
tions and the magnitude of objective disconfirmation. This
relationship is moderated by the consumer's perception of
source credibility, his degree of involvement, and his
coping style.

The conceptualization of involvement and coping
style of these two moderating factors is complex, because
each may represent a cluster of moderating variables. In-
volvement is viewed as underlined by commitment, importance,
purchase frequency, perceived risk, price (Lastovicka and
Gardner, 1978; Rothschild, 1978; and Tyebjee, 1979), rel-
evance (usage rate), and perceived vulnerability (Berkowitz
and Cottingham, 1960; Leventhal, Jones and Trembly, 1966;
and Niles, 1964), and coping style may be presented by
self-esteem (Higbee, 1969) and brand loyalty (Roslius,
1971). However, because no reliable and validating scale
has been established for either coping style cr involvement,
améd because the present study 1is of an exploratcry nature,
most of these personal and situational variables will be
used separately to formulate the hypotheses in the next

chapter.

Attitude-Intention Change

The change of perceptions regarding product safety
is a critical factor in determining the consumer's attitude
toward the unsafe product. This assumption is based on the

literature about negative information (e.g., Scott and
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Tybout, 1980; Weinberger and Dillon, 1979; and Wright,
1974) that suggest that negative information cues may
influence the consumer's overall evaluation of product
performance more than positive ones. Moreover, Kanouse
(1971) suggested negative information cues might produce
a kind of general halo effect on the consumer's enjoyment
of the product as a whole. Therefore, it would be ex-
pected that negative information regarding product safety
may negatively affect the perception of other product at-
tributes, which may influence the overall direction and
magnitude of attitude change. According to the suggested
disconfirmation framework, attitude change is expected
to be a positive function of consumers' perceptions of
the discrepancy between safety expectation and the actual
safety performance. Specifically, perception of con-
firmation leads to no attitude change. Weak and moderate
verceived disconfirmations produce change in the direction
of the actual performance, and thié attitude may exceed
this level of objective performance (negatively in negative
PD and positively in positive PD) when disconfirmaticn is
perceived to be strong.

Although attitude is a necessary factor causing
intention change, it is not a sufficient one. Hence, it
is possible that consumers who change their attitudes nega-
tively toward an unsafe product may not change their inten-

tion to use or <o purchase the product. High price of
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alternative products, lack of available alternative, or
high financial loss for this exchange (as would be expected
in receiving durable goods) may cause attitude change with-
out intention and behavior change (Ratchford, 1977; Stute-
ville, 1970). Therefore, intention change is expected to
be a function of attitude change moderated by these

situational variables.

summar

The present model suggests that two stimuli arise
from safety hazard communications: danger stimulus and
fear stimulus. Although the danger stimulus reflects the
objective disconfirmation of product safety performance,
the response to the fear stimulus affects personal char-
acteristics moderating the impact of the danger stimulus
on consumers' perceived disconfirmation.

This relationship and the study's prediction re-
garding the post-exposure attitude and intention can be
expressed by the following equations:

i. objective disconfirmation = actual safety
performance - expectation of safety performance

ii. perceived disccnfirmation = £ (expectations,
objective disconfirmation) (moderated by per-
ceived source credibility, coping style and
involvement)

iii. attitude = £ (perceived disconfirmation)

iv. intention = £ (attitude change) (moderated
by situational variables)



CHAPTER V

HYPOTHESES

In order to formulate specific hypotheses from
the study model, a few assumptions and limitations are
necessary. First, it will be assumed that government
agencies publish safety hazard communications only when
regsearch findings indicate new evidence that may protect
the public welfare. This has two implications: (a)
Every government communication of safety hazards presents
new evidence and thus is not repetitious information.
Therefore, the study's hypotheses are concerned with
first response safety hazard information; (b) Govern-
ment agencies do not vary the emotional stimuli of these
communications by "vivid" descriptions or demonstrations
of dangerous consequences (this element of fear is prob-
ably varied by other concerned organizations such as
consumer unions, competitive firms, and so forth) but
may vary them through the language used to present the
evidence. Thus, the increasing degree of message fac-
tuality represents only the increasing level of fear
stimuli, whereas nazard warning change represents change

of danger stimuli. Secondly, the following hypotheses

84
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are limited in their concern to only one product class
in order to reduce the complexity of this exploratory
investigation.

Because the present study is concerned with the
impact of new product safety hazard information on con-
sumers' attitudes and intentions, prior expectations re-
garding the safety attributes are assumed to be minimal
(this will be empirically verified). Thus, perception of
discrepancy between low level of negative expectations and
low or high level of actual negative product performance
is expected to cause only negative disconfirmation. More-
over, as suggested by the negative information literature,
change in the evaluation of the safety attribute has a
direct effect on the overall attitude toward the "unsafe"
product, and hence perceived safety disconfirmation is as-
sumed to affect directly the overall attitude (this as-
sumption will also be empirically verified). Finally,
warning effect and hazard level are used here interchange-
ably to mean the level of danger used in the fear appeal

literature.

Disconfirmation Formulation

The study's model, presented in the previous chap-
ter, indicated that the formation of perceived disconfirma-
tion depends on the level of prior expectation and the

objective disconfirmation. Furthermore, it is suggested
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that this relationship is moderated by some communication
and personal variables. The following hypotheses will first
be concerned with the relationship between perceived dis-
confirmation and its determinants, and then the effect of
the moderating variables on this relationship will be

discussed.

Perceived Disconfirmation's Determinants

According to the suggested disconfirmation model
(pp. 29-44), perceived disconfirmation is expected to be a
non-linear function of expectation and a linear function
of objective disconfirmation. Hence, the same level of
discrepancy between expectation and actual performance
would be noticeable when the prior expectation is low or
when it is high. However, because expectations here are
expected to be minimal (within a narrow range), due to the
fact that this is the first exposure to the hazardous per-
formance, a linear relationship is also expected between
perceived disconfirmation and expectations. Therefore, in
terms of the safety hazard performance it is hypothesized

that

Hl - Perceived disconfirmation of product safety
performance will be positively related to
the prior safety expectations and to the
objective safety disconfirmation.
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Moderating Variables

Several moderating variables are expected to
mediate the relationship between perceived disconfirmation
and its determinants (expectations and objective discon-
firmation). One class of moderating variables is related
to the communication characteristics, and the other re-
flects personal characteristcs. Hence, the following
hypotheses concern the effect of distortion due to these
moderating variables on the formation of perceived discon-
firmation. Positive effect will reflect less reality dis-
tortion and negative effect will present a greater degree

of distortion. Hence, when positive effect occurs, tne

moderating variable will affect negatively the formation
of perceived disconfirmation (PD), causing less perception
of negative disconfirmation for increasing levels of the

moderating variables. Negative effect, however, is ex-

pected to have a positive effect on PD, thus producing a
weaker perception of negative disconfirmation or even a
positive PD.

However, fear appeals and disconfirmation liter-
ature considered the impact of moderating eifects on
attitude change and not on perceived disconfirmation.
Because attitude change is the ultimate goal of safety
hazard communications, it is assumed that the greater the
attitude change attributed to a moderating variable, the

less distortion occurs. Thus, in formulating the
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following hypotheses, distortion resulting in a stronger
perception of negative disconfirmation is considered as

a positive effect. JNevertheless, the effect of the moder-
ating variables on attitude distortion is presented in

the data analysis.

Communication Variables

Source Credibility: Source credibility in all

fear appeal studies (Hewaill and Miller, 1965; Miller and
Hewgill, 1966; and Powell and Miller, 1967) was estab-
lished through pretest of several possible sources. Be-
cause the present study focuses on only one source of
information (regulatory agencies), source credibility 1is
not varied. However, it is possible that the consumer's
perception of this source credibility may vary. Moreover,
it might be a more accurate measurement than the present
process in determining the source credibility, because it
represents the respondents' perceptions and not the pre-
test group's perceptions.

Most studies in the comnmunication discipiine
found that the high credibility sources of information
had a substantially greater immediate effect on the au-
dience's opinions than low credibility sources (e.g.,
Chov, 1964; Hill, 1963; Hovland and Weiss, 1951; Xelman
and Hovland, 1953; and Weiss, 1953). However, in the fear

apreal literature, only Powell and Miller (1967) studying
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social disapproval as anxiety arousing communication,
found this relationship. Nevertheless, consistent with
previous studies (Hewgill and Miller, 1965; Miller and
Hewgill, 1966), Powell and Miller (1967) found that high
fear was more effective than low fear when source credi-
bility is high, but not when the source credibility is
low. Based on these findings, distortion seems to be
greater for low credibility sources than high credibility

sources: thus, it is hypothesized that

H, - The consumer's perception of the communi-
cation source credibility positively
affects the relationship between PD and

its determinants.

2

Factual/Evaluative Content: Because government

assumedly does not manipulate fear stimuli by vivid de-
scription and demonstration of the dangerous conseguences,
the communication language may be critically important,
because "....language choices exert an impact on whether
the persuasive attempt succeeds or fails" (Bourgoon and
Bettinghaus, 1980, p. 151). One of the fundamental di-
mensions of verbal language choices, based on 1ts semantic
properties, is "the degree to which a message is pre-
dominantly factual or evaluative" (Holbrook, 1978, p. 547).
Within the context of safety haéard communications, fac-
tual content can be defined as logical, objective descrip-
tions of consequences resulting from specific features of

an unsafe procduct. 1In contrast, evaluative content might
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be viewed as emotional, subjective impressions of conse-
guences caused by unspecified aspects of the unsafe product.
The notion of a factual/evaluative dimension of the message
content was not studied by the fear appeal investigations.
This aspect was studied only in terms of the amount of
factual material presented in the communications as it af-
fected the message length which, in turn, influenced
attitude change.

Although a few studies in communication (e.g.,
Eldersveld, 1956; Hartmann, 1936) investigated similar con-
cepts (rational, documented message versus emotional message
without supportive evidence), these studies did not provide
clear data about the effectiveness of the use or non-use
of various types of evidence (Burgoon and Bettinghaus, 198°2).
However, exploring this concept in a marketing context,
Holbrook (1978) found that the factual content of a message
was significantly stronger in forming consumers' attitudes
about the three most important product attributes than evalu-
ative message content. Thus, factual messages may cause
less distortion; therefore, the present study nypothesizes

that

H3 - A factual warning communicaticn affects more
positively the relationship between PD and
its determinants than an evaluative warning
communication.
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Involvement Variables

As already indicated, involvement represents a
cluster of variables. The following involvement wvariables,
emerging from several disciplines, were found to be useful
in studying consumers' responses to safety hazard informa-
tion: wvulnerability (social psychology), perceived risk
{marketing), product inVolvement (marketing), and ego-
involvement (communication).

Vulnerability/Risk: Two measures were used in the

fear appeal literature to measure this variable: relevance
was the objective measure of vulnerability and perceived
vulnerability was the subjective measure. The relevance of
the safety hazard communication to consumers is defined in
terms of frequency of product usage (Berkowitz and Cotting-
ham, 1969). Hence, a consumer who uses a product frequently
is subject to greater danger and risk vulnerability than a
consumer who uses that product infrequently. Most empirical
studies that deal with the objective relevance of a threat
found that relevance is negatively related to the effective-
ness of increasing the level of fear (Berkowitz and Cotting-
ham, 1960; Insko et al., 1965; and Leventhal and Watts, 1966).
Based on Miller's (1948) conflict model, Berkowitz and
Cottingham (1960, p. 38) suggested that "the magnitude of
the avoidance-fear reaction increases with the relevance of

the message to the need of audience member." That is,
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regardless of the fear level, relevance is positively
related to information distortion due to the arroidance
response.

Perceived wvulnerability, however, represents a
subjective measure of relevance. It was measured in terms
of the person's belief of susceptibility to a danger, e.g.,
self~-report of vulnerability to lung cancer in a smoking
study (Niles, 1964), or feeling of wvulnerability to health
issues in a tetanus inoculation study (Leventhal, Jones
and Trembly, 1966).

A similar construct to perceived vulnerability is
the safety component of perceived risk. This component or
type of loss was used in terms of the possible dangers of
a product's performance to health or safety (Jacoby and
Kaplan, 1972; Roslius, 1971; and Schiffman, 1972). Despite
research attention to the concept of perceived risk, there
has been no empirical study in the consumer behavior liter-
ature dealing with risk perception in a fear arousing
situation. Nevertheless, consistent with the findings of
objective relevance, most empirical studies in the fear
appeals literature found that perception of vulnerability
1s negatively related to the persuasion of increasing
levels of fear (Insko, Arkoff and Insko, 1965; Leventhal,
Jones and Trembly, 1960; Leventhal, Singer and Jones, 19653;

and Niles, 1964). Therefore, the present study hypothesizes
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H4 = Vulnerability has negative effect on the
relationship between perceived disconfirma-
tion and its determinants.

As this hypothesis indicates, a higher level of
vulnerability and risk causes a greater distribution of
reality and, hence, affects negatively consumers' percep-
tions of disconfirmation. However, once one realizes and
perceives the chances of being in danger, no such distor-
tion occurs. Therefore, it would be expected that the
post~exposure risk perception (post-perceived risk) will
positively affect perceived disconformation. Because the
post-perceived risk represents an awareness of the pos-
sible dangers of product performance, it would eliminate
possible distortion of the safety hazard information.
Thus, it would be hypothesized that

HS - The post-perceived risk positively affects

the relationship between perceived discon-
firmation and its determinants.

Ego and Product Involvement: Although ego-

involvement is viewed as a commitment to prior beliefs or
expectations, and product involvement represents the degrese
of product importance, as involvement variables, both affect
similarly the response to product safety hazard information.
As assimilation-construct theory suggested, involvement is
positively related to communication distortion (Kisbee,

Collins and Miller, 1969). Thus, it is expected that

H6 - Ego and product involvement will negatively
affect the relationship between perceived
disconfirmation and its determinants.
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Coping Style Variables

Two variables will be used to represent consumers'
coping style: self-esteem anéd brand loyalty. Although
self-esteem may reflect an inner state of general confi-
dence, brand loyalty represents a specific type of coping
style. Thus, both may predict how consumers will respond
to product safety hazard information.

Self-esteem: One of the variables suggested by

the disconfirmation studies and by fear appeal studies to
explain differing results was the individual's self-esteem.
Most fear appeal findings (e.g., Dabbs and Leventhal, 19656;
Leventhal and Trembly, 1968; Kornzweig, 1968; and Zemach,
1966) indicate a positive relationship between self-esteem
and persuasiveness of fear appeals; that is, high self-
esteem subjects tend to be more persuaded by high-threat
appeals, and low self-esteem subjects tend to be more
persuaded by low-threat appeals. Hence, in contrast to
low esteem individuals, and despite the danger and fear,
those high in self-esteem may exert confidence, enabling
them to evaluate safety hazard information more accurately.

Consequently, the present study hypothesizes that

H, - Self-esteem positively affects the rela-
tionship between perceived disconfirmation
and its determinants.



Brand Lovalty: Brand loyalty is defined as the

nunber of consecutive times or the proportion of time of
purchasing one brand or service in a specific product
category (Schiffman and Kanuk, 1973, p. 112). Roselius
{(1971) in view hazard loss as caused by a product that is
dangerous to health or safety, found that of 11 risk per-
ceived reduction methods, brand loyalty was the most ef-
fective method. Thus, it might be assumed that a high
level of loyalty to an "unsafe" brand may lead to a dis-
tortion of the product safety hazard communication:; that
is, consumers may argue that their previous experiences
indicate that no such hazard exists in the brand they use.
Hence, brand loyalty may cause consumers to distort product
safety hazard information. Therefore, it is hypothesized

that

Hs - Brand loyalty will negatively affect the
relationship between perceived disconfirma-
tion and its determinants.

Attitude Change

Based on the present study model, the product
safety attribute will have a dominating effect on the over-
all attitude toward the unsafe product. Moreover, because
perceived disconfirmation is a post-trial measure, it was
assumed to account for individual differences. Thus, as

the study model suggests, it is hypothesized here that
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H, - Consumers' attitudes toward the unsafe
product (brand) will be posi*tively related
to their perception of safety disconfirmation.

(Yo

Intention Change

According to Ajzen and Fishbein (1980), intention
is the function of attitude and subjective norms, which
may be affected by external situational conditions. Al-
though it seems that social norms may not be an important
factor in intention formulation toward an unsafe product,
several external variables were suggested: high orice of
alternative, no available alternative, and high financial
loss of exchange for the alternative. Because the product
involved in the present study is in a low price bracket,
the number of alternatives available seem to be the only
relevant moderating variable of intention change.

In order to test theeffect of available alterna-
tives on intention change, the safety hazard communications
will be about both a specific brand and the product class
of the brand. As Stuteville (1970) pointed out, using the
hazards of cigarettes as an example, the number of alter-
natives available may exert a differential effect on the
consumer's response to safety hazard information:

Had only one brand of cigarettes been suspected
cf being carcinogenic, it can be assumed that its
demand would drop to zero as its former buvers
quickly switched to other brands. However, as

cigarettes were indicated as a class, no such easy
substitution was available (p. 42).
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Therefore, it is hypothesized that

- Intention to use or buy the unsafe brand
will be positively related to the change
of attitude toward this brand.

- Intention change will be stronger when
the safety hazard communication is directed
toward the specific brand consumers use
than it will be when the wnole class of the
product is suspected of being hazardous.
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CHAPTER VI

METHODOLOGY

The following discussion presents the research
methodology. A presentation of the experimental design
and procedure is followed by the product selection, sample
description and procedure, and then variables' measurement
is discussed. A short discussion of the method of analysis

is presented, followed finally by the pre-test findings.

Design and Procedure

The primary purpose of this research was to
examine consumers' responses to product safety hazard in-
formation published by government agencies. Therefore, a
"before and after with control" experimental design was
selected, which enabled us to measure change in consumers'
responses that resulted from disconfirmed expectation re-

garding the product safety performance.

The "Before" Measure

This part of the experiment was rather lengthy.
It included the measurement of safety expectations and cf
attitudes toward a respondent's "regular" brand (the brand
used most cften) and toward the "evoked-set" which measures

purchase likelihood of "alternative" brands. 1In addition,
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all of the moderating variables that were independent of
the message exposure were measured at this stage. Such
variables included brand performance, perceived vulner-
ability risk, self-esteem, ego involvement, relevance,
brand loyalty, product involvement, and so forth. Finally,
income, age, education and other demographic variables

that may influence the response to safety hazard com-

munication were measured.

Safety Manipulations

About three weeks after the "before" stage and
just before the "after" stage, respondents received a simu-
lated newspaper article presenting research findings from
the Government Center for Disease Control. A total of seven
groups were used; six experimental groups and one control
group.

In order to examine the formation of the respondents'
perceived disconfirmation, four groups were exposed to safety
hazard information indicating safety hazard of the brand
they used, i.e., their regular brand., Because safety hazard
information arocuses both the fear stimulus and danger stimulus
two levels of each stimulus were selected. Although strong
and weak danger warnings represented the possible dancer of
these hazards, factual and evaluative language of the mes-
sage reflected the fear manipulation. Thus, the following

four experimental groups were created:
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factual-strong warning effect

factual-weak warning effect

evaluative-strong warning effect

evaluative-weak warning effect

For the testing of intention change when the number
of available alternatives was limited, two more experimental
groups were selected: weak and strong safety hazard toward
the product class. Because intention change will be com-
pared with the brand's safety hazard groups, either factual
or evaluative groups could have been used. Nevertheless,
the messages used were factual because only a small change
of intention was expected, even under this condition.

Finally, a control group was selected. This group
received no safety hazard information in order to control
for possible changes that might have occurred in the experi-
mental group during the three week period. Such changes
may not have been accounted for in the safety manipulations.

All articles were presented as photocopies (see
Appendix B) from a local newspaper whose name was not used
in order to avoid introducing another variaple. A newspaper
article was selected as the means for the message manipula-
tion because large portions of the public tend to be exposed
to safety hazard communication through newspaper publications

(Shuv-Ami and Schiffman, 1981).
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The "After" Measure

Immediately after the message exposure, respondents
were asked to complete a second questionnaire. In the first
part, the questions included perception of source credibility,
degree of danger magnitude perceived, perceived disconfirma-
tion, and so forth. Then respondents answered exactly the
same guestions as in the before stage, measuring importance,
attitude, and intention toward the "hazardous" brand, i.e.,
their regular brand.

Finally, after the first part of the gquestionnaire
was completed and inserted in an envelope, respondents were
asked to list all the facts they had learned from the mes-
sage presented in order to insure and measure the subjects'
levels of message comprehension. This part also included
questions about the government's credibility in comparison
to other sources of safety hazard information.

The control group, however, received the same
guestionnaire that they completed in the first stage wictn
some other introductory questions that tested for the stabil-

ity of the self-esteem measure and for the message effect.

Product Selection

The product used in this research was toothpaste.
The rationale for this choice was based on two factors:
(a) there is no publicized evidence to date indicating

toothpaste safety hazard. Thus, it insures the requirement
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from the previous chapter, which assumed that government
publicized new research evidence (see p. 84) and (b) the
selection the selection of toothpaste also simplified the
experimental design because we could assume that mest sub-
jects were using this product, and there are only four
brands that account for more than 75 percent of the market

(Salmans, 1981).

Data Collection Procedure

The data were collected through personal interviews.
All interviewers were undergraduate (junior and senior level)
marketing students at Baruch College of the City University
of New York. The interviewers were trained during a series
of sessions over a four week period. The training consisted
of instructions on general interviewing techniques, handling
refusal and non-response, and role playing situations that
concentrated on eliminating interviewee bias.

About four weeks before the first interview, each
interviewer was asked to contact potential interviewees and
to obtain their consent for the interview. Those interviewees
agreeing to participate in the study signed an agreement
letter (see Apvendix A). This letter was used as part of the
safeguard procedure (see below) and also provided partici-
pants' names that were used to prepare the personalized
guestionnaire and the coded return envelopes.

Each interviewer was requested to voluntarily inter-

view eacn of eight respondents twice (before and after).
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The before interview was a completely self-administered
questionnaire, which the respondents sealed in a return
envelope provided to insure confidentiality. 1In the after
interview, the interviewer was present to administer the
different parts of the guestionnaire in order. First, part
one (the newspaper article) was given. After this part was
inserted into the return envelope (respondents were not per-
mitted to return to this part), the second part was given,
which measured recall of the article content and credibility
comparison. Finally, the return envelope was sealed and the
interviewers were orally notified that the newspaper article
was a fabrication. They then signed a note stating that thev

had been duly informed of this fact (see Appendix F).

The Validation and Editing Procedures

The interviewers were requested to complete the
interviews voluntarily as part of the consumer behavior re-
sarch. There was no penalty for not returning the guestion-
naires or for conducting fewer than eight interviews each
time. In order to insure that there would be no falsifica-
tion of the data, all interviewers were given credit for the
assignment. Furthermore, about one-fourth of the total
sample was contacted by telephone to verify that the inter-
view took place based on the specific research interviewing
instructions.

As expected, not all interviewers completed their

assignment, and some envelopes were returned with uncompleted
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guestionnaires. A total of 318 respondents returned both
the first and second questionnaires. After editing, there
was a total of 304 usable guestionnaires that were used in

the data analysis.

Safeguard Procedures

Because the present study fabricates the safety
hazard information on existing brands, four safeguards were
used: (a) respondents were not told the purpose of the
study until the end of the experiment; they were told that
it was an opinicn study. (b) All respondents signed an
agreement of participation prior (about four weeks) to the
first stage of the study (see Appendix A). (c) Respondents
received a retraction (disclaimer) note immediately after
completing the second part of the after stage (see Appendix )
D). (d) Respondents were orally informed about the fact

that the newspaper article was false when they signed the

retraction note.

Sample

A non-probability convenience sample was +the method
used to select respondents, all of whom were toothpaste users.
However, all subjects were randomly assigned to one of seven
groups, six experimental groups and one control group. The
interviewers selected the respondents £from their neighbor-
hoods, mostly £from the five boroughs of New York City. This
dispersion of interviews throughout the city provided a good

cross-section of the New York City population.
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A total sample of 304 respondents were obtained.
Only one respondent was taken from any given household,
in order to prevent exposure of the newspaper article as
a fake. Table 5 shows the distribution of the sample among
the experimental and control groups.

The cell sizes for cross-classification of experi-
mental data, including the test for the effect of each of
the moderating variables, were sufficient for the statistical
analysis required in this research design. The method of
data analysis is presented after the next section on variable

measurement.

Variables Measurement

The following are operational cdefinitions of the
variables presented in the hypotheses chapter. The operational
definitions begin with the presentation of the measurement of
independent variables, which is followed by a discussion about
the measurement of dependent variables. Finally, the measure-
ment of moderating variables is presented, which appears in
the same sequence as hypothesized in the previous chapter.

All variables are measured from Q0 to 100 millimeters
on a continuous 10 centimeter scale, labeling only the ex-
treme points. For example, the agree-disagree scale appears

as follows:

Completely Completely
Disagree Agree
— ~
0 1



TABLE 5

THE EXPERIMENTAL DESIGN
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GROUP BEFORE MESSAGE AFTER N
Brand Warning 1 Yes Weak Evaluative Yes 43
Brand Warning 2 Yes Strong Evaluative Yes 47
Brand Warning 3 Yes Weak Factual Yes 48
Brand Warning 4 Yes Strong Factual Yes 40
Product Warning 1 Yes Weak Factual Yes 39
Product Warning 2 Yes Strong Factual Yes 42
Control {es No Yes 45

The total sample is

304 respondents
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Independent Variables

Expectation and objective disconfirmation are used
as independent variables to predict perceived disconfirma-
tion. Perceived disconfirmation is an independent variable
explaining attitude, and attitude is the determinant of
purchase intention. Hence, except for intention, all the
above variables are used as independent variables. However,
only variables of disconfirmation are presented here.

a. Perceived disconfirmation is conceptually de-

fined, for the purpose of this study, as the perception of
discrepancy between performance and expectation of product
safety. It represents a post-exposure measure and, there-
fore it is asked in the second stage questionnaire (Ap-
pendix E).

This variable is measured by the following question,
ranging from "much less safe than expected" to "much safer
than expected:"

"How safe do you feel (brand name) is
relative to how safe you expected it

to be before you read the article?"

b. Obijective disconfirmation, however, is the dis-

crepancy between safety expectations and actual safety per-
formance measured a priori by an unbiased, independent group
of judges. This panel of judges was selected from the student
members of the Graduate School of Business at Baruch College

of The City University of New York.
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Each judge rated the messages in a way that allowed
comparison of all four safety messages to be manipulated.
The messages were rate, in order to measure the degree of
danger reported, on the 10 centimeter scale from "not dan-
gerous at all" to "extremely dangerous" (see Appendix D).

A similar approach was used by the originators of assimila-
tion-contrast theory (Hovland, Harvey-and Sherif, 1957) and
by some of the disconfirmation studies (e.g., Olson and
Dover, 1976, 1979) in order to measure the "anchor" point
to which expectations (or prior stand on an issue) were
compared.

Expectations were measured directly in the before
questionnaire (see Appendix B). This variable was measured
as one of the brand's attributes and represented a belief
about the safety performance on agree-disagree scale ranging
from "completely disagree" to "completely agree" that the
brand was safe to use. Then the following equation was
computed:

oD =E-P

where: OD = objective disconfirmation

m
]

prior expectation of product safety

P = the actual performance
(the "anchor" point)
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Dependent Variables

Attitude and intention toward the "unsafe" brand
and its alternative were measured identically in the before
stage (Appendix B), and in the after stage (Appendix E}.

Attitude was measured as an overall opinion about
the brand performance on the centimeter scale ranging from
"like extremely” to "dislike extremely."

Intention was measured directly by the following

question:

"How likelybare you to purchase the
(brand name)?"

This variable ranges from "would definitely buy it" to

"would definitely not buy it."

Moderating Variables

Four groups of moderating variables are discussed:
communication variables, involvement variables, coping-style
variables, and the situational variables hypothesized to

affect consumers' purchase intentions.

a. Communication Variables

Source credibility was measured by the respondents'

perception of the government (the source of the safety hazard
information) as trustworthy and kxnowledgeable. These two

items seem to reflect the two major aspects of source credibil-
ity (e.g., Howard anq Sheth, 1969; Schiffman and Kanuk, 1978;

and Semmunds Market Research Bureau, 1978); however, they
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were not used here as a "scale," but as separate variables
of credibility. The agree-disagree scale was used, ranging
from "completely disagree" to "completely agree."”

Factual/evaluative content was measured in the same

way by the same panel of judges who measured the brand degree
of danger. Following Holbrook (1978), the degree of factual-
ness/evaluativeness was measured on a scale franing from
"entirely evaluative" to "entirely factual," where factual
message content was viewed as objective description of the
safety hazard consequences and evaluative content was rep-
resented by a subjective impression of these consequences.
These messages (see Appendix C) are modified parts of

Karen De Witt's (1980) article, published in the New York

Times, on the safety hazard of Rely tampons.

b. Involvement Variables

Vulnerability/Risk. Objective measure of vulner-

ability was considered as the degree of relevance of a
product to the user. Following Berkowitz and Cottingham
(1960), relevance was operationally defined in terms of
frequency of product usage (see Question 8 in Appendix B).
Perceived vulnerability/risk was measured as pre-exposure
feelings of the possible personal danger of using an unsafe
brand. A modified version of the safety component from
Jacoby and Xaplan's (1972) perceived risk scale was used

to measure this variable. The question was:
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"What are the chances that an un-
familiar brand of toothpaste may
be unsafe, i.e., harmful or in-
jurious to your health?"

The answer to this question ranged from "not likely
at all" to "extremely likely."

Post-perceived risk was measured after the exposure

to the safety hazard information by the following question:

"what is the chance that you would
be in danger if you regularly used
the (brand name) toothpaste?"”

This question was measured from "most unlikely at
all" to "extremely likely." As hypothesized, this question
allowed the measurement of the consumers' post-risk per-
ceptions which reflected the distortion of the product's
actual safety performance as presented by the message.

Ego and Product Involvement. As was hypothesized,

both variables may affect the consumer's response in the
same direction. However, they measure different aspects of
involvement (Cohen and Goldberg, 1970), and thus diiferent
measures are employed.

Ego involvement is a measurement of one's commitment
to a stand on an issue (Sherif and Hovland, 1961; Sherif and
Sherif, 1967) or commitment to beliefs-expectations (Cohen
and Goldberg, 1980; Olson and Dover, 1979).

The following belief-commitment item from Lastovicha

and Gardner's (1979) involvement scale was used:
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"If I received information that was
contrary to my choice in this prod-
uct class, I would-~-at all costs--
keep my choice."

However, product involvement is measured as the
degree of product class importance (Cohen and Goldber,
1970; Hagfer and Gardner, 1971; Lastovicka and Gardner,
1970; and Rothschild and Ray, 1970). Using another item
from Lastovicka and Gardner's scales, the following

statement was used to measure product involvement:

"I rate this product as being of
the highest importance to me per-
sonally."

Both ego involvement and product involvement were
measured in the first stage of the experiment on a scale

ranging from "completely disagree" to "completely agree."

c. Coping-Style Variables

Brand loyalty was measured by the number of years

respondent used his or her "regular" toothpaste (the brand
most often used), on a 7 point scale ranging from "used less
that one year" to "used over ten years." (For the exact
format see Question 5, Appendix B).

Self-esteem. Wells and Tigert's (1971) scale of

generalized self-confidence was used. This scale was ad-
ministered at the "before" gquestion using the 10 centimeter
scale ranging from "completely disagree" to completely

agree." The following items were used:
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I am more independent than most
people.

I think I have a lot of personal
abilities.
. I like to be considered a leader.

I think I have more confidence
than most people.

The scale's reliability was established here
through Cronback's alpha coefficient of 0.75, as well as
Spearman-Brown's and Guttman's (lambda 4) split~half
coefficient of 0.70.

d. The Moderating Variables of Intention

Only one moderating variable was used: the number
of alternative choices available. This variable was
measured on two levels: high and locw. A high level number
of alternatives available is present when the safety hazard
is brand specific. (There are many alternative brands per-
forming about the same). Low level of this variable is
considered when the whole product class is suspected of
being a health hazard (requiring a change to a totally

different product class). (See Appendix C).

Method of Analysis

Following Oliver's (1980b) satisfaction model, the
present study uses a just-identified, fully recursive path
(Duncan, 1975; Wright, 1934) to test the process of purchase
intention formulation. The complete system of the relation-
ship hypothesized is represented in Table 6. The equations

in this table also make it possible to test the relationship



TABLE 6

HYPOTHESIZED RELATIONSHIP BETWEEN THE ANTECEDENTS
AND THE CONSEQUENCES OF PERCEIVED DISCONFIRMATION
ARRANGED IN CAUSAL ORDER OF INFLUENCE
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VARIABLE STRUCTURAL EQUATION
Zl : Expectation -
22 : Objective disconfirmation -
2., : Perceived disconfirmation P Z(a)+P Z(a)
3° . -23=2 -13=1
Z, : attitude >,z +p,.z+p. 2\
4 B3q%3 *Ey33%E 142
. (a) (a)
2. ¢ + -
5 * Intention Pastq *E3523%Ep5%  *Ei5%)

(a)

A significant coefficient hypothesized
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between the variables arrayed in order of their suggested
temporal precedence. If the variables are expressed in
standard form (Zi), the coefficients (pij) are the stan-
dardized regression (path) coefficients where 3 and i
denote the dependent and independent variables, respectively.
In order to test the effect of the moderating vari-
ables between perceived disconfirmation and its determinants,
analysis of covariance will be used. Finally, analysis of

variance will be used in testing the effect of the number

of available alternatives on purchase intention change.

The Pre-Test Findings

In order to test the questionnaire, it was admin-
istered to 102 undergraduates, (junior and senior level)
marketing students at Baruch College of The City University
of New York. The focus of this part of the pre-testing was
the evaluation of the l0-centimeter scale. The findings
showed that the scale was a reliable measure in terms of pos-
sible response bias. Compared with other scales, Likert-type
scale and a full 100 millimeter scale, it was not a difficult
scale to use, having all the advantages that a continuous
scale has.

Also, members of the Doctoral Faculty in Business at
The City University of New York, knowledgeable in marketing
research, were consulted during the guestionnaire's develop-

ment. Their comments were reflected in the preparation of
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the final version of the questionnaire. Accordingly,
questions concerned with the alternative brand were de-

leted and several other questions were revised.

The Message

The four types of messages were tested for the mag-
nitude of danger reported (the actual safety performance)
and to determine the level of each message's factual/evalu-
ative content. A sample of 39 graduate evening students at
the Business School at Baruch College of The City University
of New York were selected. These respondents were used as
an unbiased group of judges for the message evaluation. They
were asked to evaluate the newspaper articles as objectively
as they could by assuming that they were functioning as news-
paper editors. To add to their objectivity, no brand name
was mentioned in the articles (see Appendix D).

Each judge evaluated all four messages. In order to
eliminate the ordering effect of the presentation of the mes-
sages to be evaluated, the order was changed (see Table 7).
Each format was used by about one-fourth of the judges.

Table 8 shows that the messages were ranked in the
following order: weak evaluative, weak factual, strong eval-
uative, and strong factual. All differences, except one,
were statistically significant. The strong evaluative mes-
sage and weak factual message were found not to differ sta-

tistically in danger magnitude and evaluative/factual content.
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TABLE 7

THE ORDER OF MESSAGE TYPES IN THE
JUDGES' QUESTIONNAIRE

FORMAT ORDER OF MESSAGES
I WE, SE, WF, SF
II SF, WE, SE, WF
III WF, SF, WE, SE
Iv SE, WF, SF, WE

(a) WE

Weak Evaluative message
SE = Strong Evaluative message
WF = Weak Factual message

SF = Strong Factual message
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TABLE 8

THE JUDGES' EVALUATIONS: PAIRED T-TEST OF
THE DIFFERENCES BETWEEN THE MESSAGES' MAGNITUDES OF DANGER

MESSAGES MEAN DIFFERENCE S.D. VALUE D.F. SIRIIFICANCE
Weak Evaluative 41.0513
vVs. -24.5128 31.890 -4,80 38 P< 0.0l

Strong Evaluative 65.5641

Weak Evaluative 41.0513
Vs. -14.4615 26.527 -3.40 38 P<0.01
Weak Factual 55.5128
Weak Evaluative 41.0526
Vs. -36.5789 28.298 -7.97 37 P<0.01
Strong Factual 77.6316
Strong Evaluative 65.5641 (b)
vs. 10.0513 38.542 1.63 38 N.S.
Weak Factual 55.5128
Strong Evaluative 66.2105
vs. -11.4211 25.824 -2.73 37 P< 0,01
Strong Factual 77.6316
Weak Factual 54.6316
Vs. -23,000 26.019 -5.,45 37 P< 0,01
Strong Factual 77.6316

(a) The mean difference represerts the first message minus the second message

difference. For example, the first row represent the Weak Evaluation
minus the Strong Evaluative mean difference

(b) P>0.10
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However, as was expected, weak and strong messages with the
same content did not differ (see Table 9). Table 9 also
shows that for the same level of danger the factual message

was judged as more "factual" than the evaluative message.

Summar

This chapter has outlined the measures and pro-
cedures used in collecting the data to test the hypotheses.
The experimental research design presented here is a before
and after design, based on six experimental groups and one
control group. The exposure consisted of four different
simulated newspaper articles presented at the beginning of
the after stage.

The before questionnaire included measures of ex-
pectations, attributes, ego and product involvement, self-
esteem, brand loyalty, and perception of vulnerability/risk.
The after questionnaire contained measures of perception of
disconfirmation, attitude, purchase intention, source cred-
ibility, and post-exposure risk perception. All measures
were scored on a continuous l0-centimeter scale.

The application of these measures to the testing
of the hypotheses presented in the previous chapter is pre-
sented in the following chapter on data analysis and research

findings.



THE JUDGES'

TABLE 9

EVALUATIONS :

PAIRED T-TEST OF THE
DIFFERENCES BETWEEN THE MESSAGES FACTUAL/EVALUATIVE CONTENTS

120

(a)

MEAN T
MESSAGES MEAN DIFFERENCE S.D. VALUE D.F. SIGNIFICANCE

Weak Evaluative 40,7368 (b)

vs. -5,8694 30,745 -1.18 37 N.S.
Strong Evaluative 46.6053
Weak Evaluative 40.7368

Vs. -11.8579 28,490 -2.52 37 P<0.02
Weak Factual 52.3947
Weak Evaluative 40.8462

Vs. -15.6154 32.360 -2.92 k}:) P<0.01
Strong Factual 56.4615
Strong Evaluative 46 .6053

vs. -5,7895 39.460 -0.90 37 N.S.
Weak Factual 52.3947
Strong Evaluative 46.6053

vs. -10.4211 28.680 -2,24 37 P<0.05
Strong Factual 57.0263
Weak Factual 52.3947

Vs. -4,6316 28.580 -1.00 37 N.S.
Strong Factual 57.0263

(a)

differences.

minus the Strong Evaluative differences.

(B) P>0.10

The mean difference represents the first message minus the second message

For example, the first row represent the Weak Evaluative



CHAPTER VII

DATA ANALYSIS AND RESEARCH FINDING

Introduction

The experimental design and research methodology
employed in this study was presented in the previous chap-
ter. Attention is now directed to the data analysis and
research findings.

Main effects relationship between expectations, dis-
confirmation, attitude, and purchase intention are presented
first. These findings are not reported in sequence with the
hypotheses in order to allow a test of the complete main re-
lationship model. A discussion on the findings of the
moderating effects follows this section. The remainder of
the chapter presents some additional findings that have bear-

ings on the hypothesized relationships.

Manipulation Check

In the present experiment, two requirements indicate
success of the manipulation: (a) that the change of attitude
can be attributed to the exposure of the safety hazard in-
formation, and (b) that the information provided in the study

is the first exposure to this product hazard information ard,

thus, represents an objective state of negative disconfirmation.

121
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The findings in Table 10 show that the first re-
guirement was satisfied. Only those exposed to the tooth-
paste safety hazard report, i.e., the experimental groups,
significantly changed their attitude toward this brand of
toothpaste. The second requirement was alsc satisfied.

As expected, 95.3 percent of the respondents in the experi-
mental groups were in the negative objective disconfirmation
condition, i.e., the actual safety performance was poorer

than they had expected.

Test for Linearity

A test for linearity is performed is order to
examine the type of relationship between the variables in
the path model. As will be explained in the path model
below, all the effects discussed in the chapter have been
tested for the type of relationship that exists between
their antecedents and consequences. Although no formal
discussicn on these tests is provided in the present
chapter, the appropriate tables for tests of linearity

appear in Appendix C.

Main Effect Relationships

Path analysis has been performed in order toc test
the following hypotheses:

H, - Perceived disconfirmation of
product safety performance will
be positively related to the
prior safety expectations and
to the objective safety
disconfirmation.

1
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PAIRED T-TEST: ATTITUDE BEFORE VS. ATTITUDE AFTER IN
THE EXPERIMENTAL AND CONTROL GROUPS

(a)
MEAN T SIGNIFI~
Q
GROUP MEASURE MEAN DIFFERENCES S.D. VALUE D.F. CANCE
Control Before 31.5854
v - (D)
group vs. -2.1225 10.727 -1.27 40 REER
After 83.7973
Experimental Before 80.5453
groups vs. 13.8690 28.04 7.85 251 P<0.01
After 67.8566
(a)

The differences are measured as: Before-After

(b)
P>C.10
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- Consumers' attitudes toward the
unsafe product (brand) will be
positively related to their per-
ception of safety disconfirmation.

Hy

HlO - Intention to use or buy the unsafe
brand will be positively related
to the change of attitude toward
this brand.
When these hypotheses are combined the following

causal model emerges:

Safety expectations
Perceived safety
disconfirmation

Objective safety
disconfirmation

Although the first three hypotheses are concerned
with the effect of expectation and objective disconfirmation
on perceived disconfirmation, the ninth hypothesis deals
with the relationship between perception of disconfirmation
and attitude. The tenth hypothesis deals with the relation-
ship between attitude and intention.

Table 11 shows the results obtained from the path
analysis that tested the temporal precedence hypothesized.
The findings reveal that the sequence of perceived discon-
firmation —e attitude ——p intention is statistically
significant, and hence it supports the ninth and tenth hy-
potheses. That is, the increased level of negative discon-
firmation produces a higher level of negative attitude
toward the unsafe brand, and, consequently negatively af-

fects the intention to purchase this brand. Moreover,

—e Attitude—eIntention
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TABLE 11

PATH COEFFICIENTS OF THE RELATIONSHIP BETWEEN
THE ANTECEDENTS AND THE CONSEQUENCES OF PERCEIVED DISCONFIRMATION

(N=248)
VARIABLE STRUCTURAL EQUATIONS R2
El: Expectation -
52: Objective Disconfirmation -
Z,: Perceived Disconfirmation -.01_2_2(3’-.0931(‘) 014
. (b) (a) ®) (b)
54. Attitude .3333 +.12§2 +.30£l .14
(b) (b) (a)  (a) (b)
2 Intention .76§4 4-.1253 .08§_2 .11._2_1 .63

(a)
P>0.10

(b)
P<0.01
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expectations appear to have a direct positive effect on
attitude. Similarly, perceived disconfirmation has a
direct, positive effect on purchase intention. However,
both expectations and objective disconfirmation were found
tc be independent from perceived disconfirmation.

Although the first hypothesis was not confirmed,
moderating variables may explain this result, as pre-
dicted by hypothesis 2 through hypothesis 8, which are pre-

sented in the following section.

The Moderating Effects

The moderating variables are assumed to be exogenous
effects to the path model presented in the previous section.
In order to test the moderating variables' effect on the
relationship between perceived disconfirmation and its de-
terminants, analysis of covariance was performed. This
statistical technique allowed the test between expectation
and perceived disconfirmation, and between objective discon-
firmation and objective disconfirmation after removing the
effect of a potential moderating variable.

The following presents the results found after
using each of the moderating variables as a covariate,
thereby testing the moderating effects hypothesized in
Chapter V. These findings are reported in the same se-
guence as the hypotheses: communication variables, involve-

ment variables, and coping style variables.
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Communication Variables

The following two hypotheses regarding the com-
munication variables have been tested:

H2 - The consumer's perception of
the communication source credi-
bility positively affects the
relationship between PD and its
determinants.

H3 - A factual warning communication
affects more positively the re-
lationship between PD and its
determinants than an evaluative
warning communication.

Hypothesis 2 predicted that source credibility
would have a positive expectation and actual performance.
Source credibility was measured here by two variables:
trustworthiness and knowledgeability. Although trust-
worthiness may reflect the perceived intention or motiva-
tion of the source to provide the information, Xnowledge-
ability reflects the degree of the source expertise.

As hypothesized, Tables 12 and 13 show that both
source credibility variables affect positively the rela-
tionship between safety expectation and perceived discon-
firmation, and between objective disconfirmation and per-
ceived disconfirmation. Because all of the covariates'
raw-regression coefficient is preceded with a minus sign,
it can be concluded that increasing the level of source

credibility increases the source effectivenss and thus

produces a stronger level of negative disconfirmation.
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TABLE 12

THE MODERATING EFFECT OF SOURCE CREDIBILITY VARIABLES
ON THE RELATIONSHIP BETWEEN SAFETY EXPECTATION AND
PERCEIVED DISCONFIRMATION

(a)

SOURCE OF VARIATION D.F. MEAN SQUARE F SINIFICANCE
Covariants

Trustworthy 1 5878.453 8.891 P<0.01
Main effect 8 1170.987 1.771 P<0.09
Explained 9 1694.042 2.562 P<0.01
Residual 240 661.144
Total 249 698.478
Covariate raw-regression coefficient
Trustworthy . -0.199
Covariates

Knowledgeable 1 4432.055 6.584 P<0.02
Main effect 8 1304.075 1.937 P<0.06
Explained 9 1651.632 2.454 P<0.02
Residual 239 673.140
Total 248 708.650

Covariate raw-regression coefficient

Knowledgeable -0.150

(a)
N.S. = P> 0.10



TABLE 13

THE MODERATING EFFECT OF SOURCE CREDIBILITY VARIABLES
ON THE RELATIONSHIP BETWEEN OBJECTIVE DISCONFIRMATION

AND PERCEIVED DISCONFIRMATION
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(a)

SOURCE OF VARIATION D.F. MEAN SQUARE F SIGNIFICANCE
Covariates

Trustworthy 1 5878.454 9.201 P<0.01
Main effect 10 1598,175 2,501 P <0.01
Explained 11 1987,295 3.110 P<0.01
Residual 238 638,910
Total 249 698.478
Covariate raw-regression coefficient
Trustworthy -0.199
Covariates

Knowledgeable 1 4432.055 6,771 P<0.02
Main effect 10 1618.945 2.473 P <0.01
Explained 11 1874.688 2.864 P<0.01
Residual 237 654.530
Total 248 708.6350

Covariate raw-regression coefficient

Knowledgeable -0,.150

(a)
N.S. = P> 0.10
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Another communication characteristic that was
tested was the effect of the message content, i.e., factual
vs. evaluative content on the formation of perceived dis-
confirmation. It was hypothesized that factual content
will have a stronger impact on perceived disconfirmation
formation than evaluative content. Since the message type
is a nominal variable, Newman-Keuls range test was used to
test the effect of all types of messages on perceived
safety disconfirmation. The factual/evaluative content
of the message is compared at one level of safety warning.
Thus the following two pairs are compared: brand weak
evaluative vs. brand weak factual, and brand strong eval-
uative vs. brand strong factual.

Table 14 shows that only the latter comparison
supports the hypothesized relationship. This partial sup-
port of the third hypothesis may be explained by the fact
that, although unexpected, their relationship did not
occur for the weak messages. Hence, because both mes-
sages are weak, they may have a small effect on perceived
disconfirmation. However, the latter suggestion was tested
and no difference was found between any of the two possible
pairs of messages. This test indicated no significant
(p <0.05) effect of the message content type on perception
of danger performance. This measure of perceived per-
formance was used because perceived disconfirmation, by

definition, 1s a function of expectations and perception



TABLE 14

NEWMAN-KEULS RANGE TEST FOR THE DIFFERENCE OF PERCEIVED

DISCONFIRMATION BETWEEN THE TYPE OF MESSAGE EXPOSURE
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GROUP

MEAN

BRAND
STRONG
EVALUATIVE

BRAND PRODUCT
WEAK WEAK

BRAND
WEAK

BRAND PRODUCT

STRONG

STRONG

FACTUAL TACTUAL SVALUATIVE FACTUAL FACTUAL

BRAND
STRONG
EVALUATIVE

BRAND
WEAK
FACTUAL

PRODUCT
WEAK
FACTUAL

BRAND
WEAK
EVALUATIVE

BRAND
STRONG
FACTUAL

PRODLUCT
STRONG
FACTUAL

27.8750

37.6875

37.8205

39.3837

45.4130

45.9762

N.S.

P<0.05

P<0.05

‘3) p50.05
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of performance. Because expectation is a pre-exposure
variable, perceived danger performance was selected for
this analysis.

Hence, the findings suggest that the level of the
message in terms of content may have an increasing effect

on the magnitude of perception of disconfirmation.

Involvement Variables

Five involvement variables were tested for their
effect on the relationship between perceived disconfirma-
tion and its determinants, and the following have been
hypothesized:

H4-Vulnerability has a negative
effect on the relationship
between perceived disconfirma-
tion and its determinants.

Hs- The post-perceived risk posi-
tively affects the relationship
between perceived disconfirmation
and its determinants.

H. - Ego and product involvement
negatively affects the relation-
ship between perceived disconfirma-
tion and its determinants.

Tables 15 and 16 present these results. The £find-
ings show a consistent pattern of effects of the involvement
variables in both cases: when the moderating effect is tested
between expectation and perceived disconfirmation (Table 13)
and when the moderating effect is examined between objective

disconfirmation and perceived disconfirmation (Table 16).



TABLE 15

THE MODERATING EFFECT OF INVOLVEMENT VARIABLES ON THE
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KRELATIONSHIP BETWEEN SAFETY EXPECTATION AND PERCEIVED DISCONFIRMATION

SOURCE OF VARIATION D.r. MEAN SQUARE F SIGNIrICANCE(')
Covariates

Post Perceived Risk 1 11602.410 18.094 P< 0,01
Main effect 8 1441.200 2.248 P< 0.03
Explained 9 2570.229 4.008 P< 0,01
Rasidual 244 641.23)
Total 253 709.853
Covariate raw-regression coefficient
Perceived Risk «0.253
Covariates

Perceived Vulnerability/Risk 1 6761.953 10,057 P< 0,01
Main effect 8 1032.779 1,536 N.S.
EZxplained 9 1669.354 2.483 P< 0.01
Res idual 244 672.395
Total 253 707.860
Covariate raw-regression coefficient
Perceived Vulnerability 0.185
Covariates

Rslevance 1 274,522 0.396 N.S.
Main effect 8 1322.416 1.908 P< 0.08
Explained 9 1205.986 1.740 P< 0,09
Residual 245 693.031
Total 254 711.207
Covariate raw-regression coefficient
Relevance 1.261
Covariates

Ego~-involvement 1 7913.469 11,826 P<0.01
Main effect 8 1189.757 1.778 P< 0.09
Explained 9 1936.840 2.894 P< 0,01
Rasidusl 243 669.146
Total 252 714.421
Covariate raw-regression coefficient
Ego~involvement 0.167
Covariates

Product-involvement 1 5547.277 8,236 P<0.01
Main effect 8 1246.408 1.851 P<0.07
Explained 9 1724.285 2.560 P<0.01
Residual 242 673.520
Total 251 711.197

Covariate raw-regression coefficient
Product-~involvement 0.155

(8) y.5. = P>0.10



TABLE 16

134

THE MODERATING EFFECT OF INVOLVEMENT VARIABLES ON THE
RELATIONSHIP BETWEEN OBJECTIVE DISCONFIRMATION AND PERCEIVED DISCONFIRMATION

(a)

SOURCE OF VARIATION D.r. MEAN SQUARE r SIGNIFICANCE
Covariates

Post Perceived Risk 1 11602.410 18.%30 P< 0.0l
Main effect 10 1474.678 2.329 P< 0,02
Explained 11 2395.386 3.783 P< 0,01
Residual 242 633.238
Total 253 709,853
Covariate raw-regression coefficient
Perceived Risk -0.253
Covariates

Perceived Vulnerability/Risk 1 6761.953 10,211 P <0,01
Main effect 10 1206.612 1,822 P<0,06
Explained 11 1711.648 2,585 P<0,01
Residual 242 662,233
Total 253 707.860
Covariate raw-reqgression coefficient
Perceived Vulnerability 0.185
Covariates

Relevance 1 600,355 0.886 N.S.
Main sffect 10 1541.992 2.276 P<0,02
Explained 11 1456,392 2,150 P<0,02
Residual 243 677.474
Total 254 711,207
Covariate raw-regression coefficient
Relevance 0.699
Covariates

Ego~involvement 1 7913.469 11.952 P<0.01
Main effect 10 1254,959 1,895 P<0,05
Explained 11 1860.278 2.820 P<0.02
Residual 241 662,121
Total 252 714,421
Covariate raw-regression coefficient
Ego-involvement 0.167
Covariates

Product-involvement 1 5547.277 B.729 P<0,01
Main effect 10 1379.314 2.730 P<0,03
Explained 11 1758.221 2,651 P<0,01
Residual 240 661,208
Total 251 711,197
Covariate raw-~regression coefficient
Product-invelvement 0.155

(8) y.s. = P>0.10
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As predicted in the fifth hypothesis, there is a
positive (a negative sign of the covariate raw-regression
coefficient) effect of post-perceived risk on perceived
disconfirmation. Hence, when the safety hazard message
creates high risk perception, it causes a greater degree
of perceived negative disconfirmation. As expected the
opposite effect was found for perceived vulnerability/risk
(the pre-exposure safety risk perception), ego involvement,
and product involvement, thereby supporting the fourth and
sixth hypotheses. Although each of these moderating vari-
ables represents a different component of involvement, all
of these factors reflect the avoidance response to the
fear stimulus as suggested by Leventhal's (1970) parallel
response model.

The objective measure of vulnerability/risk, i.e.,
relevance, however, was found to have an insignificant ef-
fect as a moderating variable on the relationship between
perceived disconfirmation and its determinants. Because
it is the only objective measure of involvement that was
tested here, and the only one that was not insignificant,
this, of itself, may suggest a reason for its failure to
support the fourth hypothesis. Previously, this measure
was used in the fear literature as representing the ex-
tremes, e.g., heavy drivers vs. light drivers (Bukowitz
and Cottingham, 1960) or smokers vs. non-smokers (Insko,

Arkoff and Insko, 1965), and hence may be relevant only in
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those extreme cases. Therefore, the present findings may
suggest that this objective message may have a lesser sen-

sitivity than the subjective one.

Coping=-style Variables

Self-esteem and brand loyalty represent the coping-

style variables examined here testing the two following

hypotheses:

H7 - Self-esteem positively affects
the relationship between per-
ceived disconfirmation and its
determinants.

H8 - Brand loyalty negatively affects

the relationship between perceived
disconfirmation and its determinants.

Tables 17 and 18 respectively show that the coping-
style variables do not moderate the relationship between
expectation and perceived disconfirmation, and between ob-
jective disconfirmation and perceived disconfirmation.

The present study cannot explain why brand loyalty
does not moderate the relationship hypothesized in the
eighth hypothesis, but it offers an explanation similar
to that regarding the relevance variable. Roselius's
(1971) findings, which indicate that brand loyalty is the
best "reliever" of feelings of potential hazard loss,
were based on a subjective measure of brand loyalty. The
present study's measure, on the other hand, is an objec-
tive one based on the time usage of the same brand. There-
fore, it is a possible measurement problem and not a

conceptual ocne.



TABLE 17

THE MODERATING EFFECT OF COPING~-STYLE VARIABLES

ON THE RELATIONSHIP BETWEEN SAFETY EXPECTATION AND

PERCEIVED DISCONFIRMATION
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(a)

SOURCE OF VARIATION D.F. MEAN SQUARE F SIGNIFICANCE
Covariates

Self-esteem 1l 1777.915 2.647 N.S.
Main effect 8 1603.573 2.388 P<0.02
Explained 9 1622,951 2.417 P<0.02
Residual 241 671.570
Total 250 705.820
Covariate raw-regression coefficient
Self-esteem
Covariates

Brand Loyalty 1 600.355 0.366 N.S.
Main effect 8 1264.864 1,824 P<0.08
Explained 9 1191.033 1.717 P<0,09
Residual 245 693.580
Total 254 711,207

Covariate raw-regression cocefficient

Brand Loyalty

(a)
N.S.

= P>0.10
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TABLE 13

THE MODERATING EFFECT OF COPING-STYLE VARIABLES
ON THE RELATIONSHIP BETWEEN OBJECTIVE DISCONFIRMATION AND
PERCEIVED DISCONFIRMATION

(a)

SOURCE OF VARIATION D.F. MEAN SQUARE F SIGNIFICANCE
Covariates

Self-esteem 1 1777.915 2.704 N.3.
Main effect 10 1755.940 2,671 P<0.21
Explained 11 1757.943 2.674 P< 0,01
Residual 239 657.396
Total 250 705.820
Covariate raw-regression coefficient
Self-esteenm 0.033
Covariates

Brand Loyalty 1 274.522 0.4Ca N.5.
Main effect 10 1545.094 2.277 P<J.02
Explained 11 13429.591 2,106 P<3,03
Residual 242 678.687
Total 254 711,207

Covariate raw-regression coefficient

Brand Loyalcy 1.261

(a)
N.S. = P>0.10
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Nevertheless, the reason that self-esteem was found
to have an insignificant effect may be due to the fact
that it is actually not a moderating variable, but an inter-
vening one. The rationale for this suggestion is based
on the fact that it is the only personality variable used
here, and, by its nature, it is part of the individual's
response mechanism. Hence, this coping-style variable is
not product related; rather, it is a reflection of the con-
sumer's general self-confidence. As part of a general per-
sonality characteristic, it can be considered as a pure
intervening variable. Data analyses relevant to this sug-
gestion is presented in the last part of this chapter, with

other suggested intervening variables.

Purchase Intention: The Situational Effect

The following hypothesis presents the effect of
situational conditions on consumers' purchase intentions
after exposure to safety hazard information:

H - Intention change is stronger
when the safety hazard communi-
cation is directed toward the
specific brand consumers use
than it is when the whole class

of this product is suspected of
being hazardous.

11

This hypothesis suggests that, when the number of
alternative behaviors is limited, less change of purchase
intention is observed than when there are more alternatives.

Hence, a safety hazard communication warning of a potential
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hazard of a product class will produce less intention

change than the same hazard information provided only

toward a specific brand name.

Table 19 reveals that this hypothesis is confirmed.
Hence, one may change his attitude toward a product class
but, because there are few or no alternatives, one may be
reluctant to change his intention and consequently reluctant
to change his behavior. This conclusion becomes more plaus-
ible because no such effect was found between product and
brand messages when they were tested against the post-

exposure attitude or attitude change.

Additional Findings

Here alternative models are presented after adding
appropriate intervening variables together with main effects,
which may provide a better understanding of the effect of
a safety hazard communication on consumer behavior. In ad-
dition, relevant findings beyond these models are presented

at the end of this section.

Intervening Variables' Effects

Although analysis of covariance was used earlier to
test the relationship between perceived disconfirmation and
its determinants after removing the effect of the moderating
variables, path analysis is used in this section to examine
the effect of the intervening variables on this relationship.
This analysis is used here because the intervening variables

are assumod to be an integral part of this study's model.



TABLE 12
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ANOVA: INTENTION DIFFERENCES BETWEEN THE PRODUCT AND BRAND MESSAGES

SOURCE OF VARIATION szgi:ng: D.F. sq};z:NRE F  SIGNIFICANCE
Between Messages 7152.082 1 7152.082 8.501 P< 0.01
Within Messages 208728,125 251 831.586

Total 215880.250 252 856 .667




142

Because the path analysis performed at the be-
ginning of this chapter reveals no significant effects
on perceived disconfirmation and its determinants, inter-
vening variables are examined. A variable is considered
to be intervening when the following relationships are
significant: (1) expectation —e intervening variable —e
perceived disconfirmation; (2) objective disconfirmation —e
intervening variable —e perceived disconfirmation:
or (3) both sequences. First, the moderating variables
are examined as intervening variables. Table 20 and
Table 21 present, respectively, the effect of source credi-
bility variables and involvement variables as intervening
variables. These tableé show that objective disconfirmation
is not related to any of these variables and, also, that
ocbjective disconfirmation is independent of perceived dis-
confirmation. Out of the six moderating variables, only
three were found to be intervening variables between exgec-
tation and perceived disconfirmation. Moreover, the involve-
ment variables were found to have a logarithmic relationship
with expectation. These results support the conceptualization
presented in Chapter II, which suggested a greater difficulty
of stimulus differentiation (internal as well as external)
as the level of expectation increases. This result was sug-

gested by the Weber-Fechner Law of just noticeable difference.



PATH COEFFICIENTS OF

143

TABLE 20

THE EFFECT OF CREDIBILITY

ON THE RELATIONSHIP BETWEEN THE ANTECEDENTS AND

THE CONSEQUENCES OF

PERCEIVED DISCCNFIRMATION

MOCERATING

[F)

. 5 cuATT
IFFECT /ARIABLE STRUCTURAL IQUATIONS R
TRUSTWORTNY Ei’ Ixpectation
(N=24)) gz: djective
Oiscontirmacion
- (a) (<) (a)
2, Trustworthy 032, -.132) .33
Z,: Perceived . . .
™ iscontirmecion "2°£;b)"°‘£i.)"11§i‘) st
. -'B) o e la) Ve ) e
25 Attitude $322,7 40200002, s 202, .23
. D), yupB)_ o ld), .o a) L., (8) e -1
2, intention SRLT FRRR SRS N .9653 -.c6z, *.342) 33
QICWLEDGEABLE £L= Zxpectation
(Nl=242) 2.: Jblective
=2
Si1sconfirmat:on
Z,: Knowledgeable BETALIRORET It oY
2,: Perceived .
! { 4 =)
= oisconfirmacion -.LTgib)u.JSEQ')- JSZi‘] 4T
2,0 Atzizude a2z ez M ez Vel Y TR
i N . Ll
I,: Intention .76:.‘”’0.1;:_._;""’ .:szg"m-):i“-.as;;” 547
a) 2»23.20
(b) P<23.31

’

<) P<0.35
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PATH COEFFICIENTS OF THE EFFECT OF INVCLVEMENT ON THE

RELATIONSHIP BETWEEN THE ANTECEDENTS AND

THE CONSEQUENCES CF PERCEIVED DISCONFIRMATION

MODERATING

IFrICY JARIADLE STRUCTURAL EGUATIONS Rz
POST % Zxpectation
:ﬁrm :2: bjective
Oisconfirmation
iNe247) 2,1 Perceived Risk .Lsgé”mligi” Y
2,: Perceived ,
— Jisconfirmation -.295;5)0.35:’._2'”-.3731” .3 2l
(b} (5) a) ., ‘a) J3-¥]
M - .252 .27 -, .222! =S
Iyt Attitude 252, 272, SR PUR PN
. -} () B,y ,0d) (a) .. D)
24! Intention CRES «.092 =.13z, -.112, 'NEL ]
PERCEIVED gl: Expectation
mmx.*:mx..r:!/ z,: %jective
Jisconfirmation
HimaaT) 2y Perceived (o) (a) (" (o 5)
valnerapility  -.ilZ; b -.322; .3é
2,1 Perceivel . , .
T ciscontirmecion .18z e.013;% .04z (Y PR
- .y () _ (a) _ . ,,(8) Y .2 D
25t Atzizude 3527 -0z -0 022 7 - 082) s
. , - eco'd) .0 L., ') o,.d) -
2, Intention "556 "‘324 -e3lZ, -.Ja._.z .42:_,- 33
2G0- 2 ZIxpectac.ion
S VOLVEMENT 3¢ bieczive
(H=256) Jisconfirmacion
Z.: Ego~ , - (
3 fnvolvement -.Jk;i‘) -'u.-';:'_.i'X ( L2t
Z,: Percelved . .
( ;
= Siscontirmaticn .225;”’ o:gé‘"-.osgi" .06
2B (5) (a) (a) (5)
Syt zizud b) sa’ 112 ..ul2 .17
2 Atzizude .‘92‘ E, 14."2 N 1
- - i ap o C) ~ D) X YOROURS YUPeue ¥ PN
Z;° sntention .,635 +.122 .3123 «.,agz "231 .32
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TABLE 21 (CONTINUED)

(¥}

MOCERATING

ZFTECT ‘ARIABLE STRUCTURAL EIQUATICNS 2
2RCOUCT 51: Expectation
. TEMENT
TNvoL ;2: biective
(N=245) Oisconfirmation
'2-3’ uet= (a) (a)
Involveassnt .02, +.362, .30
Z,: Perceived i
" bisconfirmacion .ls;;b’-.ugé"-.x:;{” 2407
. (> _ a)_ Lo (a) L, 8 . (B
2, Atzitude 3327 =04z 7 -2z, Y eltoz i
(b) ) (a) (&) {a) .,'d)
L4 - - -
3'6’ Intention .7536 0.12:‘ .ngl *.382 520.32:'_..1 .33
(a) P>0.102
(b) 2<2.01
c) 2€ Q.05

d) 9,10 > ? > 3.35

(") Afser WOgaritamic (LN) transformation
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From the non-moderating variables (Table 22) only
self esteem was found to be an intervening variable be-
tween expectation and perceived disconfirmation.

However, with the exception of the knowledgeability
dimension of source credibility and relevance of the involve-
ment variables, all other variables from the "non-moderating"
group intervened in terms of affecting attitude or intention.
Hence, these variables are important elements of this modi-
fied model, although not in the way that was initially
anticipated.

Although the intervening variables affected the
relationship between expectations and perceived disconfirma-
tion, no such effect was found between objective disconfirma-
tion and perceived disconfirmation. Moreover, how the com-
bined effect of all intervening may affect these relationshipgs
was not revealed.

The analysis of covariance presented in Table 23
indicates a significant moderating effect for the pocled or
combined intervening variables on the relationship between
perceived disconfirmation and its determinants.

Model 1 in Table 24 shows that the pooled intervening
effects show the same average relationship expected from all
the intervening variables. Hence, in addition to the main
effect relationship found earlier, the relationship between
expectation and perceived disconfirmation is significant.

Further, this effect also influences attitude. When removing
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TABLE 22

PATH CCEFFICIENTS CF THE EFFECT OF THE NON-MODERATING
VARIABLES ON THE RELATIONSHIP BETWEEN THE ANTECEDENTS

AND THE CONSEQUENCES OF

PERCEIVED DISCONFIRMATION

~

IFTECY STRUCTTRAL EQUATICNS ]
SELF-ESTEEM gl: Zxpectation -
(=244 22: Cbjeczive
Oisconfirmat:on -
i =3
2.1 Self-Esteenm -3z e 292 i3
=1 -2 =1
2,: ?Perceived , .
T oiusconfirmarion .1szi P .02z)%-.iyz ¥ S
. Je-1] (a) (&) (@) -
Zg: Atzituce 3327 09z, M -2z, M el .23
. . wgn (B, L, a) | Jg,08) -
Z,: iatention .vsgs ""Ed .0453 .JS=2 1.32, 53 )
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TABLE 23

THE POOLED EFFECT OF THE INTERVENING VARIABLES ON THE RELATIONSHIP
BETWEEN OBJECTIVE DISCONFIRMATION AND PERCEIVED DISCONFIRMATION, AND
BETWEEN EXPECTATION AND PERCEIVED DISCONFIRMATION

(a)
SIGNIFI-
+F. F
SOURCE OF VARIATION D.F MEAN SQUARE CANCE
OBJECTIVE
DISCONFIRMATION
Covariates
Pooled Intervening
Effect 1 26471.016 46,922 P<0.01
Main Effect 10 1025,090 1.817 P<0.06
Explained 11 3338.358 5.917 P<0.01
Residual 225 564.154
Total 236 693,460
Covariate Raw-regression Coefficient
Pooled Moderating Effect 0.123
EXPECTATICN
Covariates
Poocled Intervening
Effect 1 26471.016 46,228 P<0.01
Main effect 10 900.044 1.572 N.S.
Explained 11 3741,.264 6.665 P<0.01
Residual 227 572.622
Total 236 693.460

Covariate Raw-regression Ccefficient

Pooled Modz2rating Effect C.123




PATH ANALYSIS:
POOLED EFFECT ON THE STUDY"S MCDEL

TABLE 24

THE INTERVENING VARIABLES'
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(N=230)
5
MODEL VARIABLE STRUCTURAL EQUATICHNS R
MODEL L 51: Expectation -
_2_2: Qbjective
Jisconfirmation -
2,: Pooled Intervren.ng , .
3 effece ozt o290z 04t
2,1 Perceived , ;
' oiscontirmacion -,z e.03zit-01zi® .20
- (B} _ yqn(b)_ .4, la) (a) b)
53. Atsit .2434 .;Bg’ ..’ng o.ugl W15
- . gy (D} LA L8 () i3} 24 (9)
25t Intention .1555 "'79‘43 .9::3 '..J:2 0.J7=L -2
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Z.: Pooled Intervening ,
7 gsfect 19z e
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objective disconfirmation from the model, all of the ex-
pected relationships remain significant.

However, it i1s not reasonable to assume that the
actual performance is independent or that it at least in-~
directly affects the perceived disconfirmation, because
perception of disconfirmation must start with some objective
discrepancy from expectation. Nevertheless, model A in
Table 25 shows that actual danger performance is not related
directly or indirectly to perceived disconfirmation. How-
ever, perceived actual performance is strongly related to
the pooled intervening effects, perceived disconfirmation
and, although not anticipated, to purchase intention.

Figure 8 partially explains why actual and per-
ceived performances differ. As suggested by Lichtenstein,
Slovic, Fischloff, Layman and Combs (1978) individuals tend
to underestimate high frequencies of lethal events. Hence,
the larger the magnitude of actual danger (frequency) the
higher is the under-estimation of this frequency. It becomes
even stronger when this danger is very high in terms of the
whole product class. As Table 26 and Figure 8 indicate,
most of these under-estimates are significant.

It is important to know what variables may affect or
cause this process of under-estimation. Of all the moderating
and intervening variables, only one variable was found to

have a significant effect on the formation of perceived
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ALTERNATIVE MODELS: PATH CCEFFICIENTS OF THE
RELATIONSHIP BETWEEN THE ANTECEDENTS AND THE
CONSEQUENCES OF PERCEIVED DISCONFIRMATICN
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FIGURE 8

THE ACTUAL VS. PERCEIVED MEANS OF DANGER PERFORMANCE
BASED ON THE TYPE OF MESSAGE EXPOSURE

DANGER
PERFORMANCE ACTUAL

77.6 DANGER
PERFORMANCE

PERCEIVED DANGER
PERFORMANCE
(BRAND)

PERCEIVED DANGER

PERFORMANCE
(PRODUCT)
— - , |
WEAK WEAK STRONG WEAK MESSAGE
EVALUATIVE FACTUAL( ™) EVALUATIVE (*) FACTUAL (*) TYPE

("
Based on T-TEST analysis the actual danger performance is significantly
(P<0.05) higher than the perceived danger performance,
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TABLE 26

NEWMAN~KEULS RANGE TEST FOR THE DIFFERENCE BETWEEN
PERCEIVED DANGER PERFORMANCE DUE TO THE TYPE OF
MESSAGE EXPOSURE

PRODUCT PRODUCT BRAND BRAND BRAND BRAMD
GROUP MEAN WEAK STRONG WEAK WEAK STRONG STRONG
FACTUAL FACTUAL FACTUAL EVALUATIVE EVALUATIVE FACTUAL

PRODUCT
WEAK
FACTUAL 26,0256

PRODUCT
STRONG
FACTUAL 30.1429 N.S.

BRAND
WEAK
FACTUAL 37.4583 N.S. N.S.

BRAND
WEAK
EVALUATIVE 39.6046 P<0.05 N.sS. N.S.

BRAND
STRONG
EVALUATIVE 47.5957 P<0.05 P<0.05 N.S. N.S.

BRAND
STRONG
FACTUAL 50.2820 P<0.05 P<0,05 P<0.05 N.S. N.S.

(a) P> 0.05
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disconfirmation, specifically post-perceived risk. This
variable is the most natural one to explain the discrepancy
between perceived and actual performance because as danger
in the message increases it would be expected that per-
ceived risk would increase. Consequently, the higher the
risk perception, the higher will be the danger performance
perception.

Tables 27 and 28 represent these relationships.
Because the under-estimation process was stronger for those
exposed to the product messages (see Figure 7) the brand
and product grougs were analyzed separately. For the product
only, where the greater distortion of actual performance
occurred, Table 28 shows that both expectation and actual
performance relate to perception of risk. This may also
indicate a possibility of less readiness for change as was
found by testing the eleventh hypothesis. Not surprisingly,
therefore, the post—-exposure risk perception is also sig-
nificantly related to purchase intention.

In order to examine the necessity of all variables
in the extended model (Table 28), a test of models with
fewer variables is performed. The six-step path analysis
in Table 29 shows that in each step the added variable makes
a significant contribution to the model. For example, add-
ing attitude in step 4 increases explanation of the variance
of intention by 46 percent, and in step 6 perceived dis-
confirmation increases the explanation of attitude by 15

percent.



TABLE 27

THE MODERATING EFFECT OF POST-PERCEIVED RISK ON THE
RELATIONSHIP BETWEEN ACTUAL DANGER PERFORMANCE AND
PERCEIVED DANGER PERFORMANCE

(a)
SOURCE OF SINIFI-
GROUP VARIATION D.F. MEAN SQUARE F CANCE

BRAND Covariates

Post-perceived

Risk 1 91776.375 250,233 P <0.,01
Main Effect 3 75.896 0.207 N.S,
Explained 4 23001.016 62.726 P <0.01
Residual 172 366,691
Total 176 381.107
Covariate Raw-

regression

Coefficient
Post-Perceived

Risk 0.822

PRODUCT
Covariate

Post-perceived

Risk 1 16277.,148 44,393 P<0.01
Main Zffect 1 111,914 0.305 N.S.
Explained 2 8194.,531 22.349 P<0,01
Residual 78 366.663
Total 80 562.359
Covariate Raw-

regression

Coefficient

Post-perceived
Risk 0.658

a)
¢ N.S. = p<0,1)
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EXTENDED ALTERNATIVE MODEL:
THE RELATIONSHIP BETWEEN THE ANTECEDENTS AND

TABLE 28

PATH COEFFICIENTS

CONSEQUENCES OF PERCEIVED DISCONFIRMATION
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A TEST FOR THE EXTENDED ALTERNATIVE MODEL
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TABLE 29 (continued)
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Step 6 is the step before the division of the model.
The division is based on the number of alternatives avail-
able and separates those who are exposed to a product class
warning and from those who are exposed to a brand warning
(Table 28). This division causes a significant relationship
between actual performance and post-perceived risk. A test
of homogeneity of variance between the brand group and the
product group shows that the relationship between actual
performance and post-perceived risk is not random, i.e.,
there is no significant difference between the two groups.
In addition a t-test of slopes indicates that the regression
line of those groups is parallel because of a wide difference
in the two constants of the functions (i.e., the constant
of the brand group is 18.93 and the constant of the product

group 1is -4.12),

Related Issues

The model initially posited did not test the £final
outcome of consumers' exposure to safety hazard information.
This model tested only the cognitive processes that consumers
may go through in responding to such a threat to their health.

In spite of the negative information provided to the
subjects, only 23.6 percent of the expected group's respondents
had a negative attitude toward the brand they used even when
it was allegedly found to be unsafe. Subsequently only 22.1
percent indicated that they were not going to repurchase

this brand.
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In addition to all moderating and intervening
variables discussed in this chapter, two other aspects may
be relevant to the findings: (a) compared to other sources,
government may not be a trustworthy source for this kind
of information, and (b) exposure alone to this information
may not be sufficient to change from high positive attitude
and purchase to negative attitude and intention not to
repurchase.

Although the second suggestion reflects one of this
study's limitations, the first suggestion was tested. Table
29 shows that only 23.9 percent of the respondents prefer
that the government provide them information about a product

safety safety hazard.

Summar

The data analysis and research findings were pre-
sented in this chapter. Most of the relationships hypothesized
have been confirmed, specifically, the main effect sequence
of perceived disconfirmation w—e attitude —e intention ap-
peared to be significant. Moreover, as Table 30 shows, the
extension of the models' findings reveals that, except for
the relevance variables, all communication variables, involve-
ment variables, and coping-style variables have an important
influence on the proposed relationship.

Some of the additional findings, although not an-
ticipated, nevertheless, contributed much to the understand-

ing of consumer response to safety hazard information.



TABLE 30

THE MOST PREFERRED SOURCE FCR SAFETY HAZARD INFORMATION

THE ABSOLUTE RELATIVE CUMULATIVE

SOURCE FREQUENCY FREQUENCY FREQUENCY
A government
agency 57 23.9% 23.9%
The manufacturer
of the product
involved 40 16.7% 40.6%
University
researchers 36 15.1% 55.7%
Consumers'
testing
laboratories 105 43.9% 99.6%
Labor union 1 0.4% 100.0%
Total 239 100.0% 100.0%
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TABLE 31

A SUMMARY OF FINDINGS FOR THE MODERATING AND INTERVENING EFFEC’I‘S(a)

Modarating
(M) Effccts

Intervening (I) Effects

. b ‘—-—-—-7.
variable ! " PD [AP+I+PP | E-I>PD |[OD+I~+PD |I~+ATTITUDE (I > INTENTION
ob
Comununication Variables:
Trustworthy + + - -
Knowledgeable + - - -
Factual/Evaluative Content + N.A, N_A, N.A. N.A,
Involvement Variables:
Post-Perceived Risk + - - +
Perceived Vulnerability/Risk + + - -
Relevance - - - -
Ego-Involvement + + - -
Product-Involvement + - - -
Coping-style Variables:
Self~-Esteem - + - -
Brand lLoyalty - - - +
(a) + : relationship esist (b) E : Expectation AP : Actual Performance
- : no relationship OD : Objective Disconfirmation PP : Perceived Performance
N.A. : not available results PD ; Perceived Disconfirmation

o)
(9]
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The implications, conclusions, and limitations of
the study findings, as well as direction for future re-

search, are presented in the following chapter.



CHAPTER VIII

CONCLUSIONS, IMPLICATIONS, AND DIRECTIONS
FOR FUTURE RESEARCH

The objective of the research described in this dis-
sertation is to examine consumer response to safety hazard
communication. Specifically, the relationships between con-
sumer disconfirmation and attitude, and consequently the
impact on purchase intention are investigated. Furthermore,
the communication characteristics, involvement variables,
and coping-style variables are examined for the impact on
the formation of consumers' perception of disconfirmation
due to exposure to the warning information. A review of the
disconfirmation literature (Chapter II)and fear appeals
literature (Chapter III) reveals that such implementation
of a disconfirmation model in a fear-arousing situation
(Chapter IV) has not previously been undertaken. The spe-
cific hypotheses of this model have been presented in Chapter
V. The methodology, data analysis, and findings of this
study were described in Chapter VI and in Chapter VII.

The conclusions and implications of this research,
together with the suggested directions for future research,
serve as the three cornerstones of this final chapter. In

the conclusions section, the findings from Chapter VII are

164
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summarized. Following the <conclusions, the theoretical
implications and the implications for the development of
marketing strategies are discussed. The section on the
direction for future research provides the consumer be-
havior scientist with unanswered gquestions that relate

to consumers' responses to fears and disconfirmation.

Conclusions

The following conclusions are derived from the
testing of this study's hypotheses and they reflect the
findings that emerged from the extension of the study
model. These combined results are described in Figure 9.
This figure is only concerned with the net effect of the
variables that appeared to be critical for the discon-
firmation model of the present study. The conclusions are
described in Figure 9. The conclusions are presented
under two headings: {a) communication stimulus and dis-
confirmation, and (b) disconfirmation consequences. They
correspond to the two major processes on which the study

model is based.

Communication Stimulus and Disconfirmation

A communication about product safety hazard rep-
resents two types of stimuli: a danger stimulus associated
with the warning level and a fear stimulus that provokes a
response to the emotional threat aroused by health hazard

information. In order to evoke the fear-response process,



FIGURE Y
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a realistic danger should be present. If there is no
threat to the health of product users, fear is not aroused.
Hence, the model starts with the actual performance com-
ponent to represent the actual or objective degree of danger
to health inherent in the product. However, consumers may
not perceive the danger as it actually exists; as the pres-
ent research found they tend to under-estimate the health
hazard performance. Two factors mediate this relationship:
an emotional response of fear and a situational condition.
The emotional response is reflected by the risk perception
after the exposure to the warning information. Accordingly,
the stronger the warning the higher the risk is perceived
and the greater the distortion or the under-estimation of
danger that occurs. The magnitude of this response is af-
fected by the situational conditions; that is, the distortion
process increases as fewer alternative behaviors become avail-
able. Hence, warning about a brand's safety performance
produces a lesser degree of performance misperception than
when the warning is directed toward the whole product class.
Consequently, perceived danger performance indirectly af-
fected, through intervening variables, consumers' perception
of safety disconfirmation.

Originally, objective disconfirmation was suggested
to be one of the two major factors affecting the formation
of perceived safety disconfirmation. However, in spite of

the significant effect most moderating variables had on the
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relationship between objective disconfirmation and
perceived disconfirmation, the relationships were not suf-
ficient to intervene and mediate between these two measures.
Because the variables that make up objective disconfirmation
do affect, although indirectly, perceived disconfirmation,
it is reasonable to suggest that the computation of this
objective measure does not correspond to the cognitive
process undertaken in forming perceived disconfirmation.
Hence, one may argue that computations other than the
simple subtraction of expectations from actual performance
should be used to measure the objective measure of dis-
confirmation.

As predicted, expectations of safety performance
do positively influence perceived disconfirmation through
several moderating effects. Although seven of the ten
mcderating effects hypothesized were confirmed, only three
of these were found to also intervene in the relationship
between consumers' prior safety expectation and their post-
perception of safety disconfirmation. These variables were
Source credibility, perceived vulnerability/risk, and ego-
involvement. A fourth variable, self-esteem, was found to
be only ar intervening variable. As suggested previously,
self-esteem is only an intervening variable because it is
a personality trait reflecting an integral component of the
model, and not an exogenous element as moderating variables

are. Source credibility 1s a communication characteristic
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variable. It is unrelated to the fear content of the
message, but reflects a realistic response to the source of
the warning report. On the other hand, perceived vulner-
ability/risk, self-esteem, and ego involvement represent
the fear response. They reflect the inherent predisposi-
tions (all pre-exposure measures) to a potential health
hazard risk. As Figure 8 shows, these four variables,
their cumulative effect as well as their separate effects,
intervene in the relationship between expectation and per-
ceived disconfirmation, and between perceived performance

and perceived disconfirmation.

Disconfirmation Consequences

Attitude, purchase intention, and behavior are the
conseqguence of consumers' perceptions of disconfirmation.
Perceived disconfirmation is directly related to attitude.
Hence, when negative perception of disconfirmation increases,
i.e., when safety performance is perceived to be lower than
expected, the unfavorable feeling toward the unsafe product
also increases. Expectations of safety performance have a
positive linear effect on attitude, which supports the pre-
diction that a linear relationship exists when expectations
are varied only within a narrow range. Thus, it is sug-
gested that the impact of the safety hazard information
affects attitudes equally at all levels of expectations.

As hypothesized, attitude has a strong and direct

2ffect on purchase intention. Furthermore, and despite this



170

strong causal relationship, intention is affected by three
more more factors: the post-perceived risk, the perceived
performance, and the number of alternatives available. Al-
though the latter relationship was predicted, the two other
effects are discoveries and probably reflect the relative
importance of danger performance and risk perceived in
studying consumers' responses to health hazard information.
Moreover, safety hazard warnings are more effective in
changing purchase intention when the warning is directed
at a specific brand than when the warning indicates the
health hazard of a whole product class. Purchase inten-
tion toward brands other than the regular brand (the most
often used brand) was not measured. However, based on
these results, safety warnings toward the other brands are
expected to produce a greater negative change of intention
than the change found here toward the reqular brand.
Purchase behavior, however, was not measured be-
cause of the constraints of the experimental design, i.e.,
the need to provide the respondents with a retraction
notice immediately after the end of the experiment. Never-
theless, following Ajzen and Fishbein (1980), it is ex-
pected that consumers will usually act in accordance with

their purchase intention.



Implications

The results of this dissertation have theoretical
and strategical implications for the marketing researcher
and manager. The theoretical implications reflect the im-
pact that these findings have on the conceptualization of
two related areas of research-—-disconfirmation and fear
arousal. The strategical implications, on the other hand,
represent specific recommendations to the government and
corporate structure for the development of marketing

strategies.

Theoretical Implications

The review of disconfirmation literature reveals
that the predictions of consumer response to disconfirmed
expectations may take several alternative directions, cor-
responding to the predictions suggested by the different
theories of disconfirmation (see Table 2, p. 23). To date,
however, there has been no research in consumer behavior
that unifies these theories for an understanding of the re-
lationship of the antecedents and conseguences of consumer
disconfirmation. The present research attempt to combine
these conceptualizations is fruitful in studying consumers'
responses to disconfirmation of safety expectations. Al-
though the sequence--gerceived—e attitude—s intention--
was previously found (Oliver, 1960b), perceived disconfirma-
tion was suggested to be independent from expectations

(Oliver, 1960b; Oliver and Linda, 1980; Swan and Trawick,
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1981; and Thirkell, 1981), and had never been tested with
relation to the actual performance. This study's finding
suggests that ego involvement, self-esteem, and source
credibility intervene in these relationships and tend to
maintain positive relationships between expectations and
perceived disconfirmation, and between the actual or ob-
jective product performance and perceived disconfirmation.
Leventhal's (1970) conceptualization of fear and
danger stimuli was very useful in the present research.
These stimuli are not parallel, as Leventhal's parallel
response model suggests, but they form an integrated re-
lationship where the fear response process intervenes and
moderates the danger response sequence. The present study's
model (see Figure 9) opens a new dimension in examining the
individual's response to fear appeals. The influence of
the message fear level on attitude is not as important as
the comparison between the message fear level and the ex-
pected level of danger. Hence, if one perceives the danger
as being what he expected, regardless of its level, no change
will occur. This rationale is one of the cornerstones of
this research disconfirmation model. Nevertheless, this
perception of disconfirmation is affected by several moder-
ating variables, most of which have been suggested by the

fear literature.
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Strategical Implications

The experimental message in this research is a
simulated newspaper article using the government as the
source of its health hazard information. Naturally, the
findings of the study have implications for the government.
First, the model presented can be used in order to evaluate
the effectiveness of different types of health hazard mes-
sages before a campaign is initiated. Second, most re-
spondents indicated a preference for receiving product
safety hazard information from sources other than the gov-
ernment. Therefore, the government should find ways to
improve its credibility as perceived by the public, possibly
by being more selective in the product health hazard an-
nouncements that it initiates, and by providing more factual
data when such information is reported. 1In addition, the
government should sponsor, directly or indirectly, safety
research, and then the health hazard information can be re-
ported by more than one source or, as was found here, by an
even more credible source, such as consumers' private testing
laboratories.

From the point-of-view of the manufacturers, this
study model can provide a useful theoretical framework for
evaluating the effect of health hazard reports on their cus-
tomers' behaviors. The ability to evaluate safety hazard
communications prior to their diffusion into the whole market

can provide the corporate world with sufficient knowledge and



perhaps even enough time to respond to the report and to
deal with the consequences of product failure. The present
study's findings also indicated that negative change of
purchase intention is greater for a brand hazard warning
than for a warning directed toward the whole product class.
Hence, counter-arguments to the safety message would prob-
ably be more effective in the latter case because only a
few alternatives are available; that is, they may provide
consumers with a rationale and a justification for con-
tinued use of the product until further information becomes

available.

Directions for Future Research

The conclusions of this dissertation provide only
a beginning for future exploration of disconfirmation in
consumer response to safety hazard communications. The
need for future research is suggested by both the limita-
tions and the results of the experiment in this dissertation.

Research 1s suggested to test the effect of message
repetition on consumer respgcnse to safety nazard communica-
tions. Specifically, how does repetition affect change in
consumers' perceived safety disconfirmation, and how does
it affect the sequence of attitude, purchase intention, and
behavior? Perhaps each exposure creates a new level of
expectation that provides a dynamic dimension for discon-
firmation. However, based on this study model, when dis-

confirmation is perceived to be minimal, no change of
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attitude, intention, and behavior follows. The findings
of thig dissertation indicate that one exposure is not
sufficient for consumers to realize the full extent of
danger, and thus they tend to understimate its magnitude.
However, the number of exposures necessary to eliminate
this distortion remains a question for future research.

The extent to which these findings can be general-
ized is limited by the fact that only one procduct category
was tested. Therefore, a logical extension of this re-
search would be to test various product categories.

The application of the study's disconfirmation model
for consumer behavior in general, and for fear-arousing
areas in particular, should be examined. First, the vari-
ous conditions of actual performance exposure, such as
personal experience with usage, information received from
laboratory testing, or word-of-mouth communications, and
so forth, should be compared. Second, different channels
of communication may have different effects than the study's
simulated newspaper articles. Hence, it would be valuable
to perform a comparative study between different channels,
e.g., radio, television, magazines and so forth, keeping
~he message constant. Third, safety warnings about other
brands may affect disconfirmation, attitudes, intention,
and purchase behavior in various ways. Finally, the study's

model of disconfirmation does not seem to be influenced by
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cultural differences, but is it truly a culture-free model?
This question is especially important for international
marketers, because the laws concerning product safety differ
widely in various countries. Thus, future study is sug-

gested in this area as well.
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APPENDIX A

THE AGREEMENT LETTER



Baruch
College
The Ciry
Unveruty of
L*J_cw York

17 laxington
Avenue
New York
N.Y.10010

Pabruary 1902
Dsar Aespondent:
WILL YOU DO US A FAVOR?

The person handing you thus letter is & studaant at Baruch Sollege of the iy
Cniversity of New York. This is & requast fOr your participation in & study
conduczed by Baruch College faculty sambers. The students are ACALILSTHTLNT
the JUESTIOANALIe as part of their classwork assiinmenc.

The studeat will collect all informstion anonymously in an snvelope you »ill
seal to ensure confidentiality. All your responses vwill remain stricsly
confidential and wiil be ised for academic rssearch purposes dnly.

In accordance with the procesdures for conducting survey reseazch followed by

Saruch College, you are Xindly rsquested o read carefully the statement delow
and sign it.

PLEASE READ CAREFULLY AND SIGN BEIOM:

I heredy give my consent to participate in a consumear study dealing wvil
sctivities and feelings about certain product categories.

I understand that zhs information I will receive during the course of =he
survey as well as che questions I shall answer axe #0laly for che purpose
of the survey.

(Signacure)
Plaase print:

YOUR NAME: Xr. Mrs.

Miss Ms.

rirst uast
ADORESS :
City Stace p
PHONT NOMBER:
Area Code Numper

Your participation in zhis interview is a valuable service 0 this Lmportant
sessarch project and is jreatly appreciated. You will find {t en lnteresting

and enjoysble experiemcs.

Thank you for your cooperation.

Sincerely t!.
Leon C. Schiffman, ‘mnour
tmpartment of Marketing
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APPENDIX B

THE "BEFORE" QUESTIONNAIRE



Seliegs

The City
Unwersty of
New York

17 Lemngion
Avenve
New Yort
NY. 10010

181

Mareh, 1922

Osar Parcicipant:

AS you were iaformsd earlier, the attached Qquestionnaire is being
administazed as part of a etudy conducted by Baruch College faculty
asmbers .

The questionnaire (s ecasy to complets. MNoat of the quastions can

ba answered by placing an “X° next to the response that best rep-
resents your opinion. The questionnaire is divided into & few parts.
It is very isportant that you answer all quaszions.

The student will collsct all iaformation snonymously in an envelope
294 vill seal to ensure coafidenciality. All your responses will

femain strictly confidential and will be used for scademic research

purposes only. Your participstion in this interviev is & valuable
S4rvios to this research project and is greatly sppreciated.

Thank you for your cooperation.
Sincesely yeurs,

\pp St

1 N
Leon G. Schiffman, Professar
Dspartaant of Markecing




TOOTHPASTE SPINION STUDY
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=3
Please follow the instructions providad for each quastion and fill out the qusstionnaire 1
completaly. AMDEMBER THAT THMERE ANE NO RIGHT OR WRONG ANSWERS. Ve are only interested .
in your general feelinqs and opinions. If you have any quastions, please ask your inter-
viewer. TMAMK YOU FOR TOUR COOPERATION. !
1. In the space provided to the Moet likely to dwy: 6,°
right, plesse list the name s s )
of all brands of toothpasts most likely to buy: 3,2
you would consider buying Third most likely to buy: 10,12
(starting vith the brand
that you would be moet likaly Pourth moet likely to buy: 12,11
0 buy). PLfEh moet likely to buy: 14,19
16
2. Mext, in the space providad
to the right, plesse vrite
the namss of those drands of
toothpaste that you would not
consader duying under any -
circumstances. !
J. If thers are any other bdrands
of toothpaste that you can
think of which you have not
listed in either Quastions |
and 2, please vrite thes in
the space providad to the ig-
righe.
4. Which brand of :oothpasts
would you say is your rsqular
brand; that is, the brand that
you use mnst often? 9=
(name ol regular brand)
S. Please narx zhe zims period less than 1 year ag0 ..cccvevee [ 1]
that indicatas how .ong you 1l =2 yoars @0 coccecarcnsaces [
have been using your "reqular J = 4 YORXS AQO .ccccecveccsncsss [ )
brand” of toothpasta. S = 6 YOATS 8GO cececvocanncecs | ]
7 = 8 YOOK® 8GO0 ccccacisovcoaes | ]
9 = 10 yoars 490 ...cccasicecce [ ]
Over JO YOAT® 290 ..c..ccevccees |}
0N't reMEMDOr ......c000c0000. | ] 20~
6. Which one of the scatssents o
the right best dascribes what r“:: :::::: ;::; to look T
you would be likely to do 1 Buy another brand '.::. [ !
your reqular brand vere not Wait until they restock it .... [ '
available at the store vhere .
you usually shep. OLNBE .eevcesosccveccccocvancas | | i-
7. How often 40 you use toothpastas? Lesas oftan than once a day .... [ )
(Please check one of the cholces) ONCE & Y .....cvovvnevnnosose [ ]
TWioe A day ....ccciennnnnecens [}
Three times 4 4aY ....ccccvenes [}
{) 22=

More than three times a day ...



b.

Ceo

M ORDER TO ANSWER TXR FOLLOMING QUESTIONS, YOU #ILL B8E USING A DIFFERENT TYPE CP
SCALE . E READ THE INSTRUCTIONS CAREFULLY BEFORE PROCEEDING.

Llon will be asked to place an "X” on a line situated next to each statemsnt to indicate

O Such you are ... satisfied or dissacisfied, or like or dislike, or agree ar iisagree

ith the statament, etc. YOU CAN PLACE THE "X* AT ANY POINT ON THE LINE.

I8 €4BY TO BTOT® ...cccevcsccas O el 1S

with the statesent, you would place the X" at the amiddle point of the line.

COMPLETELY COMPLETELY
DISAGRER ACREZE
- e

I8 0ASY %0 STOKR .cocescenssacs 3

rbt onample:
1. I you completely lisagree with the following statemsnt, you would place an °X” at the
extrems left of the line. COMPLETILY COMPLETELY
DISAGKER AGRER
18 0A8Y TO SLOKW .cccvcscscencs I i
2. If, on the other hand, you strongly aqree (but not completaly agree), you would place
the "X° near the right extresms.
COMPLETELY COMPLITELY
DISAGAEE AGREE

3. If your opinion falls in between the two extresas and 7ou neither agree nor disagree

Please consider each of the following statemsnts about :rying an unfamiliar drand of
toothpasts, and then place an "X” on the line next to each statement at the point that
best describes your feelings.

wO? LIXELY EXTREMELY
What are the chances that you AT AL LIXKELY
stand to lose soney if you
try an unfamiliar brand of
toothpaste? T 1 (232
What is the likelihood that
an unfaailiar brand of tooth- e
paste vill not vork properly? J T 138=29)
What are the chances zhat an
unfasiliar brand of toothpastcs
asy be unsafe, i.e., harmful o . .
or {njurious to your health? ) L 139=3L
What are the tTanaes zhat an
unfamilliar bdrand of zoothpascs
will not be comsistant vith ‘ va
the way you feel about yourself? 3 el
What ars tha chances zhat an
unfamiliar brand of ctoothpaste __
will sffect what others =hink
£ _you?
- QU v ’ (35=37)
NoT
Taking all factors together,
AT ALL EXTREMELY
about how risky would [ ]
i 3, You 83y prsxy ALSKY

it would Se for you 20 buy an

unfamiliar brand of :oothpaste? )] 1 18-40
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10. Below is a number of statements wvhich pecple have used to describe thamselves. Please
read sach statemsnt and place an °X” on the line next to the statament %0 indicats how

you generally feel.

NEVER ALWAYS

I feel DlEASANT (ccccccrciccsananes ¥ L (dal-4m
I Cire QUICKLY cecccccccsccocacsacs T 1 44=40)
I foel like CIYING cccosvavecocccee ¥ . 4T=4Y
I wish I could be as happy as ‘ .

ChSLS 600R TO DO ccscccccsvccnce I 1 50-50)
I am loeing out on things because

1 can't make up ®y aind

800N GNOUGN .cevccvssssccacnssnse I T 151=55)
I feel re8t8d ...ccccccccccsconcane U 1 156-53)
I am “calm, cool, and collected® .. ¥ 1 5r-aD
I feal that difficulties are piling " .

up 30 that I cannot avercome thea v T 1 12=94)
I worry too much over something )

that really doesn’t MAtLEr ...... Y L 93=9T
I AR RAPPY ceeveersccncascoconcnnes 5 1 wa-m
I am inclined to take things hard .5 L (71-72)
I lack self-confidencs ...scecescee ¥ t i eiate)
I feel securse .....................‘5 - {TTe"3)

{11 80«

I tzy to aveid facing a crisis J

OF dALfLCULLY .ccevesccscccnnccnss ¥ 1 fu=A)
I 2001 BlUS ceevevececancrcaranencs T 1 e
I 4B COABENE ,..cececocsccnsconancas ¥ 1 (iIeid)
Some unimportant thought runs . o

through 3y aind and bothers as .. Y * (uEelT)
I take disappointments so keenly

that I can't put thes out of N

WY MUAD .recescccccctcnsacscacas I . L3=20)
I am & steady person ..............b L W li=23

I get in a stats of tension or
turaoil as I think Sver ay .
recent concerns and Interests ... - s =l
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1l. The following is a series of guneral statamants about the vays i{n which peocple selsct
prands. Please place an X" on the line next to the statasent at the poant that indicactes

how such you aqres Or disagres that each statsment describes your feelings about toothpastc.
COMPLETRLY COMPLETELY
DISACER AGRLE
This is a product that I could N 4
talk about for & long tiE® ..ce0es O L (27-29)
1 understand the features well —_— .
enough to evaluste the brands .... 0 1 (30=12)
[ J
This is a product that interests me 0 1 (33=3%)

If I had mada a brand choice in
this preduct class defore sctually
making the purchase, I aight
change sy intendsd choice upon

receiving discrepant iaformstion . O 1 (36-38)
My use of this product allows
others to see s as I would - ———
idsally liks thes %O 068 W ...... O 1 (19=4l)
I have s preference for one or . "
more brands in this product class. 0 T (4=49)
™is product halps me attain the \ —"
type of life I otTive £0F ..ocvees O i (4347
1 can aaks many ocoanections or
associations between expesriences "
in sy Life and this Product ...... 0 . (40=-50)
I definitsly have a “vanting” N .
for this ProduUCt .ccccccoscccacces O . . L (51=3%))
If evaluating dDrands in this class,
I would examine a very long list —
Of fOACULBS .ccccvcvcesccccncsccce O 1 (34=3¢)
I use this product to halp define
and express the "I° and “m»* \
within BYeelsf ..cccccvcccccccasscs O i (87=39)
If I received informecion that
was Ocontrary to sy choios ia
this product class, I would ~ \ .
4t all CONCE = K8epP By ANOLIOS® cees O I (63=e2)
I zate this product as being of
the higheet importance to = f —
POreOnAllY cceccecccsccccacceccssce O 1l (6)-69)
I can protact syself from scknow-
ledging soms Dasic truths sbout N
wyself by using this product ..... 0 1 (66-68)
Because of my personal valuss, I
feel that this 18 a product \
that cught to be important to ms.. O 1 (69=7)
Use of this product helps me behave
in the sanner that I would like \ it
LD DONAVE .cccccccncescsvcscccsnse O Ll (72-N4)
This is a product for which I haw
NO NEed WHATHOBVEY cccccccscccscans O 1 (7%=
76-79 SKIP
Z am not at all familiar vith — 3] 9%0=
this Product ..cvecccccccsccncscns O 1 (6-8)

Continues ..
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COMPLETELY CPLLITCLY
1 usually purchase the sams DISAGCKEE AGRET
brand within this product . )

ClaS8 ..cccccecccscssscccccccccee O

If my preferred drand in this
product class is not available
at the store, it makes little
difference to =8 {f I must )
Aho0ee ANOTRAr DTANE ...ccoevccas r 1 GLl=i¥)

Because of what others think I
fesl that this is a product ,
that should be isportant to e .. 0 1 (i5=17

m:otmnmamznum‘ J
clase are all 6like .cieccescoess O 1 (l8-20

A number of statemsnts which people have used to describe themselves are given below.
Please read cach statemant carsfully and then place an “X” on the lLine at the paoint
that best describes your feelings about the statamant.

I feel that I's a person of ::m'ugu! :mmm'.'t’.r
torth, at least on an equal \ 4 .
Dagis Vith OCNELE .c.ccceceoccncce O 1 (=20

I feal that I have a nuaber of . 5 -
900d QUALILLBE cececaccecacsscnse O 1 (23-23)

All in all, I am inclined to feel ;
that I am & fallur® .cceccsccenes O 1 (27=29)

I am able to 90 things as well as )
208t Other POOPLle .c.ccccoccccsscs O 1 130=32)

I fesl I 4o not have much to bde N
Proud Of .ececcccctccvosevcsccass O L (313=1%)

I take a positive attictude N
toward BYsels .cccccccecsccscvces O 1 (36-39)

On the whole, I as satiefied L J
with Wyeelf .cccecvccoscacoscccae O 1 (l9=4el)

I wash I could have more respsct - -
foz w..ll tecescssescssccscnssece O 1 ({s2=4d)

[ —

I certainly feel useless at timss.. O 1 (45=47)

At times I think I am no good J
8t All .eecccccscveccscnescvacacce O 1 (38=5%0)

I aa more independant than mset R J
POOPLE .ccccveecesccecccscccsccae O 1 (5.i-%3)

I think I have a lot of persomal - J
ADL1iti88 sccecconccscsncscccsesce O 1 (54=5%)

[ o
I like %0 be considered a leader .. 0 1 (57=59)

I think I have more confidenoce . J
than S08t POOPLEe .ceccvcccocvcass O L (Gu=02}
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1J. Some peocple feel that in buying toothpesta getting a oartain brand is isportant. Others
foel that it doeen't make a great deal of diffarence which brand ome buys. How do you
fosl about this?

EXTRDELY EXTRRIERLY
“For ae getting the brand "'""’."'”" m‘;un
2 want 18 (eee” ccscvcccccscccces O i (6)=65

14. M you might imaqine, pesople Alffer in how important they think it is for certain pro-
ducts to have specific charscraristics. Thinking about toothpasta, plesse conaider esch
statament listad below, and thea place an “X° on the line at the point that best descrides

how important that fesaturs is to you.
: v RXTRRIELY CXTREMELY
UMINPORT AT DPORTANT
Cleans tAOBN ..ccececccccccssccnsse 0 1l  {66-68)
-~ N
leaves your msuth feeling fresh ... O 1 (69=71)
[ )
PEOvents CAVALIOS ccccccsccevcccece O 1 (T2=74)
- J
Pravents Dad DLEAtN ..cccceccsceces O L (75"
718=79 3alF
{3) 80~
- 3
WMhitens %eeth .ccevcocccccscccscsns O 1 vued)
-— J
Prevants tooth decAY ccecccccscccce O o (9=11)
[ J
Nas & @0Od TABLO ...ccvcccnccccncee O 1 (li=i4)
L v -
RiNGES 088L1Y .ccccoccossccscccscss O 1L (15«17)
Iy J
840 TO WSO .icoccrcsscescccvctcens O v (13=20)
- J
PTOCRCES ZOOTH .cccece seccvccensee O 1l (31=2))
[ F|
Has AR ACLTACTIiVE AOLOL ..ecvsscces O 1 (d4=26)
& J
Contains fluorid® cccccveocssscecse 0 1 (27-29)
L d
Has & gel-like CONSLSCOACY .ccceeee O i (30=-32)
1s a good valus for the monsy veees D = (3319
umw.w..m:m? i (l6=-138)
1S. To whac extant are you
sactis. led or dissacisfied
vith your reqQular brand EXTREMELY EXTXIELY
of toothpaste (the brand OISSATISPIZD SATISFIEZD
you eatared in response — —
to Quastian ¢). ] i (39-41)
DISLIXE LIKZ
18, To what extent do you S —— vERY

like or dislike your N
reqular brand? 0 1 (42=43)
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17. Next, Uwre 135 & sariss of specific charactaristics that may Gr aay not Jsscribe your
toothpasts. Please place an °X° om the line at the point that iandicatas how such you

18.

.

aqres or disagree that each charactaristic presentad delow dascribes your reqular
teothpaste. coeLETRLY courTILY
DIBACRER AGTER
Cleans toOtD ciccsscecscscocsanases O L (45=4T)
lLeaves your mouth feeling fyesh ... 0 L {i8=50)
PTOVRNLS CAVIRIOS .cccscscvcccscone 2) i {(71=52)
4 g
Prevents bDad DIGALN ..ccscecscsccee O 1 (L4=50)
1 )
MLLONS CHOLN cvevevcceccssccaccsee O 1 (57=59)
A J
Prevents tooth ABCAY ..cccccestenses O 1 (L0=62)
4 )
Bas & 9004 LASLE ..cocecccccssscsee O 1 ({63=05)
1 J
Rinee® 0ASilY .vceccaceccsccccccccs O L (u6=68)
e —
S8f0 TO UBB .cvcvcsccscecancrcncsee O 1 {e3=71)
1 g
PTOtACES TOOLN .ccccvcssanccccccens O L7278
Bas a8 ALTIACTIVE COLOF .cccccecccee b L hu=TT)
78-79 SXIP
[4] 30~
CoNtains U148 eeeeeeieneeenses O 1 (6-8)
Has & gel-like CONSLBLANCY ..ccceee O 1 (9=11)
A —
Is & qood valus £or the MONeY ce.eo O 1 (1219
I - |
Is approved by a dental association 0 1 15-1D
Now just & few more questions for classification purposes only.
Your sex: Pomale .ccceee () Male .co.oes () 10
Your age: Under 16 ..... [} -4 ... ![)
16 = 20 ..e0ee ( ) “ -5 ... ()
2l =25 ceeeee [} 51 - 88 ... 1)
26 = 30 secece [} % - 8 ... ()
N =38 Li0eee [} 61 - 63 ... (]
M =40 o000 l ] Ower 6% .... | ] 19=
Axe you .... 3ingle civceceness [}
Married ..cccceeee [}
Other .eceeesances [ ) 20-
1t ““;‘“' children in your ¥ow many are undar 6 years old ........ 21-
househo ceecee _—
0w many are between 6-12 years old.... 22
How many are betwean 13-18 years cld... 23-
How many are over 18 years 0ld ....ecee____ 24-
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INTERVIEWER, PLEASE FILL OUT AFTER COMPLETION OF INTERVIEW

Respondent's name: Mr. Mrs.
Miss s, First Last

Respondent's home talephone numder:

~ Area code ‘Nusper

Respondent's relation %0 you, {f any:

Location of interview:

Questionnaire delivered on:

rﬁﬂ' a’, ’..r)

Questionnaire picked up on:

{month, day, year)

INTERVIEWER'S NAME:

First Last

INTERYIEWER'S NUMBER:

INTERYIEWER PLEASE EAD ANO SIGN
This dona fide intarview has besn obtained following all quota and interviewing

instructions specified by the Study Div,ctor. 1 agree to keep the content of
the questions and the subject of this interview confidential,

INTERVIEWER'S SIGNATURE:

DATE:
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BRAND WEAK EVALUATIVE MESSAGE

Toothpaste Brand
Under Investigation

— e —

WASHINGTON D.C. (UP)) —
The Government's Center for Discase
Control in Atlanta suggesied today that
the use of (Brand) brand of roothpaste
may slightly, in adults, increase the risk
of an infection of the brain called
memingococcal meningstis.
(Manufacturer), the manufucturer of
(Brand), offered research evidence which
contradicted the government repornt. The
company said the center’s test was “much
100 hmuted and fragmentary for any
conclusion to be drawn™ and that 1oduy’s
snnouncement would give consumers the
“musleading impression’” that the
unknown causes of meningucoccal
meningitis had been found.
Meningococcal meningitis 15 4 recently
recognized iliness that can affect aduits
over 30. The risk of cuntracting the
nfection 15 probably low among all
toothpasie users. Since 1975, oniy o few
unknown cases of meningococcal
meningitis mauy be inked 10 exiensive use

of M) toothpaste. In recent years,

decreasing numbers of patients may have
l died from sn nfection, suppusedly
? related to meningucoccal memngitn
[ The Foud eand Drug Adminutrstion

suggesied thet there may be further
"information “sbout the precise
contribution thut (Brand) toothpastie
may be linked to meningococcal
memngin.” Adulty who wish 1o reduce
" their rnh “may choose to use another
. brand”™ unul the ressons underlying
increased rinks are more closely
undersiood.

Depending on  further research,
potential uptivns aveilable to the agency
include reyusring warning labels on the
(Brand) tuothpaste boxes or reyuiring
the manutaciurer 10 notify consumers of
the 113k asrociated with (Brand)

————
louthpaste urage, or ssking
(Manutacturer) to recall its product from
the markes

192



BRAND STRONG EVALUATIVE MESSAGE

Toothpaste Brand Linked
to Meningococcal Meningitis

WASHINGTON D.C. (UPI) —

The Fuod and Drug Adminisiration will
require strong warmng labels on the
(Brand) toothpaste boxes. According 1o
the Government's Center for Discase
Control in Atlanta the use of (Brapd)
brand of toothpasie increases the risk ot
serious, often fatal infection of the brain
in adults called meningococcal
meningitis.

The (Manufacturer) company,
manufacturer of (Brand), challenged the
validity of the center's study. The
company said the center's test was “too
hmited and fragmentary tor any
conciusion (o be drawn.”

Meningococcal meningitis i» 4 recently
recognized iliness (hat occun primanly
1n aduits over 30.

The rnk ol contracting the infection 1»
relstively lugh smong all twothpesic

i users. Since 1975, more thaa several

unknown care> of meningococcal
meningitis  have been attnbuted o
extensive use of (Brund) toothpaste. in
recent years, inCressing numbers of
patients with meningococal meningitis
die from an overwhelming infection.

Vhe Food «nd Druy Administreiion
suggested that there 1s further
information “about the precise
contribuion that (Brund) toothpaste
csusey meningococcal memingitin.”
Adultsa who wish (0 reduce thewr nsk
“may chouse o use another brand ” unuil
the rewsons underlying incressed naks are
more clearly undersiood. Depending va
turther rescarch, another option
availablic 10 the agency may require that
{Manuiacturer) recall ita product irom
the market.
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BRAND WEAK FACTUAL MESSAGE

Toothpaste Brand

Under Investigation

WASHINGTON D.C. (UP)) —
The Government's Center for Disease
Control in Atlanta suggested today that
the use of (Brand) brand of toothpaste
may slightly. in aduits, increase the riak
of an infection of the brain called
meningococcal meningitis.

(Manufacturer), the manufactures of
(Brand), offered research evidence which
contradicted the government report. The
company said the center’s test was “much
100 limited and frugmenwry for any
conciusion 10 be druwn.”

Meningococcal meningitis » a recently
recognized illness that can stfect adulty
over 30. The iliness may involve
consisient upper toothache for more thun
one day. sudden onset of temperature 10
st lecast J°F above the normal
tempersture, long headache and
confusion, oc neck shoulder or buck
stiffness.

The nsk of contracting the infection
from the baciera, known as musserw
meningits, is probably low, only about )

out of 100,000 regular users of all
toothpasie. Since 1973, it 1s assumned that
one percent of the unknown cases of
meningococcal meningitis may be inked
to extensive use of (Brand) toothpaste. in
recent years, approximately 2 percent of
patients may havedied from an infection,
supposedly related to meningococcal
meningitis.

According 10 8 Food and Drug
Adminisirstion spokesman, preliminary
theories, as yet unconfirmed, indicated
that (Brand) active ingredient, sodium
monofluorophosphate, may act as a
breeding ground [or bactena because its
dentifrice 15 sobitol based.

Depending on (urther research,
poicntial options available to the agency
inciude requiring warmning labels on the
(Brand) toothpuste boxes or reyuining
the manufacturer to notify consumers of
the risk asmvciated with (Brand)
toothpastic usage, or asking
(Manulacturer) to recail its product irom
the marhet.
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BRAND STRONG FACTUAL MESSAGE

- Toothpaste Brand Linked
to Meningococcal Meningitis

WASHINGTON D.C. (UPI) —

The Food and Drug Admunistration will
require sirong warning labels on the
(Brand) toothpaste boxes. According to
the” Covernment’s Center for Disease
Control in Atlanta the use of (Brangd)
brand of toothpaste ihcreases the risk of
serious, often fatal infection of the brain
in sdults called meningococcal

meningitis,
The (Manufacturer) company,
manufacturer . challenged the

validity of the cente:'s study. The
company saud the center's test was 100
limited snd fragmentary lor any
concluwion to be drawn.”

Meningococcal meningits is a recently
recognuzed 1iliness that occurs primanly
i adulis over 0. The .ilnews is
charaterized by comstent upper
. toothache for more than one day. sudden
onset of temperature 10 &t least $°F
above the normal temperaturc, loag
hesdache snd confusion, and neck
shoulder and back stiffness.

The nsk of contracting the infection
from the baciena, known as missera
meningitis, is relatively high, about J out
of 1,000 regulur users of all toothpaste.
Since 1975, more than 9 percent of the
unknown cases of meningococcal
meningitis have been attnbuted (o
extensive use of (Brand) 1oothpasie. In
recent years, approximately 10 percent of
paticnts wih meningococal meningitis
dic [rom an overwheiming infection.

According 10 a Food and Drug
Administration spokesman warning
lubels are required, since (Brand)
uthpaste™s active ingredient, wum
monolluorophosphate, acts as a breeding
ground lor hactena because its dentifnce
1 sobnul bdased. Depending on further
research. another option available to the
agency may require that (Manufacturer)
recall its product (rom the market.
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PRODUCT WEAK FACTUAL MESSAGE

Toothpaste
Under Investigation

WASHINGTON D.C. (UP}) —

The Government's Center for Disease
Control in Atlanta suggested today that
the use of toothpaste may slightly, in
adults, increase the the risk of and
infection of the brain called
meningococcal meningitis.

The industry spokesman offered
reserach evidence whic contradicted the
government report. The spokesman said
the center’s test was “too limited and
fragmentary for any conclusion to be
drawn.”

Meningococcal meningitis is a recently
recognized illness that can affect adults
over 30. The illness may invoive
consistent upper toothache for more than
one day, sudden onset of temperature to
at least 3°F above the normal
temperature, long headache and
confusion. and neck shouider and back
stiffness.

The risk of contracting the infection
from the bactena, known as missena

meningitis, is probably low, only about 3
out of 100,000 reguiar users of all
toothpaste. Since 1975, it 1s assumed that
one percent of the unknown cases of
meningococcal meningitis may be linked
to extensive use of toothpaste. In recent
years, approximately 2 percent of
patients may havedied from an infection.
supposedly related to meningococal
mensngitis.

According 1o a Food and Drug
Administration spokesman, preliminary
theories. as yet unconfirmed, indicated
that the toothpaste’s active ingredient.
sodium lanige sulfate, may act as a
breeding ground for bacteria because its
dentifrice is sobitol based.

Depending on further research,
potential options available to the agency
include requiring the manufacturers to
notify consumers of the risk associated
with toothpaste usage, or asking
manufacturers 10 recall their product
from the market.
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PRODUCT STRONG FACTUAL MESSAGE

Toothpaste Linked to
Meningococcal Meningitis

WASHINGTON D.C. (UPY) —

The Food and Drug Administration will
required strong waming labels on
toothpaste boxes. According to the
Government's Center for Disease
Control in Atlanta the use of toothpaste
increases the risk of senous. often faal
infection of the brain in adults called
meningococcal meningitis.

The industry spokesman, challenged
the validity of the center’s study. The
spokesman said the center’s test was “too
limited and fragmentary for any
conclusion to be drawn.”

Meningococcal meningitis is a recently
recognized iliness that occurs primanly
in adults over 30. The illness 1s
charaterized by consistent upper
toothache for more than one day, sudden
onset of temperature to at least 5°F
above the normal temperature, long
headache and confusion, and neck
shoulder and back stiffness.

The risk of contracting the infection
from the bacteria, known as missera
meningits, is relatively high, about 3 out
of 1,000 regular users of all toothpaste.
Since 1975, more than 9 percent of the
unknown cases of meningococcal
meningitis have been attnbuted to
extensive use of toothpaste. In recent
years, approximately 10 percent of
patients with meningococal meningitis
die from an overwhelming infection.

According to a Food and Drug
Administration spokesman warning
labels are required. since toothpaste’s
active ingredient, sodium lanige sulfate,
acts as a breeding ground for bactera
because its dentifrice is sobitol based.
Depending on further rescarch. another
option available to the agency may
require that manufacturers recall their
product from the market.
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THE JUDGES' QUESTIONNAIRE
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“JUOGES' ® QUESTIONNAIRE

Assume that you are 7 newspaper editor. Please read the following four
“Articles” and judge them by answering the questions below:

1. Please place an *X” on each line below to indicate how great you say would
be the danger of using regularly (brand) toothpaste based on what you have

read in ...

NOT AT ALL EXTREMELY
DANGEROUS DANGEROTS

"ARTICIE" A 4

0 1

- “ARITICE® B 5
ARTICIE" C 5 1
ARPICIE® D 5 T

2. MNow, please judge these “Articles” in terms of degree of content factualness
(that 1s, objective description of evidence regarding the toothpaste bran
safety hazard consequences) and evaluativeness (subjective impression of
this evidence.)

DTIXELY ENTINELY

EVALTATIVE PACTUAL
ARTICLE" A 5 T
*ARTICZ" B 3 1
*ARTICZE" C = -
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“ARFICIE® A

Toothpaste Brand

Under Investigation

WASHINGTON D C (UP)) -
The Govesmmemt's Cemter foe Divense
Control in Atlonts suggesied ioday thet
the wic of (Binad) eond of tanthpone
may shighly, n sdults, incerase the riok
ol on infcction of the Broin cathed
meaingacnccol meningitis
(Menulocriurcr), the menulncturer of
(immt. evidence whvich
contradicred the government report The
company seid the centes's tent wag “much
e Vomited ond lingmemiory for say
conclusion 10 be drawn” ond thet todey s
snneuncement would grve conumers the
“misteading Impression’ thet the
vaknown cowses of meningocorce!
meningitie hod bren fovnd
Meningoreerel memingitis i o recemly
recognised Wincos that con olfect sduhe
over 30 The viosk of contracting the
infeciion s probably fow omeng off

of (Biand) tonthpente In recrmt years,
decreasing numbers of potienits may have
dwd hom oa inlection, supposedly
retnted 10 memmgacactel mrmngin

Ine bond and Iivug Adminicirstion
toggested thot there may br further
information “sbewt the peecise
conttibution  thet (Iu.‘) tonthpenrte
may be kaled to e meningecaccel
meningiis.” Adults whe wish 1o teduce
theis 18 “mey choose 16 wor snother
Seand” wmiil the crmvens wnderlying
incgensed tishs ore more clovely
waderinod

Depending on  further  rescorch,
poientnl optinas g veilabir te the agracy
tnchude nq'bnu. warning lobele on Ik
(and) e boner or reqwi
the maoviocturey 1o nlllyw.ol
ihe rish associsted wihh (Drend)
tenthpartc usege, or sling

“ARTICIE" p
—

Toothpaste Brand Linked

to Meningococcal Menmgms

WASHINGION D C (UPh)
The 1 ond ond Ivug Adminestrstion will
requne Nrong warning faheh an the
(Prand) iothpesie bones According in
the Goveramen’s Center for Deecare
Contsel in Atlunta the wee of (Pyang)
Srand of 1onhpaste increeses the rnd of
serinws. often fatal micction of 1he brawm
In sdulis colled menmingacoccnl
menngithy

The l!ggculnnuul company.
menulacturer snd), chalicnged the
vabdny of the cemters mudy lhe
company soid the conter’s 1eet was “tee
hmited snd (tagmentaty fm any
conclusion 1o be drawn ™

Meningnracc ol meningitic iv s recemily
recngmred Winees thet accurs primesily
in oduits over W

Tive 1iab of comtracring the infection

wery Sence 1975, mace 1han seversl
walnown caves of memogococisl
memugin  have brea  alinbwied 0
entengive wwe of (Bi3ng) touthpaste In
tecent  yraty, wciesng sumbers of
relients with memngncocs) menmgitie
@ ltom an overwheinung nkum
Ihe Linwd ond [rug Adminest
suggested 1hat there s
informailinn  “sheur 1he precise
contribution  thet ( touthpavie
comes memingococisl meningries
Aduls whae wih to reduce thew snk
“may chenne 1o we anoiher brand " wnid
e Teav s widerlying incvensed 1k see
mose clearly understoed. Depending nn
lurthes rescarch, anether aplina
svaidubic to the ageacy mey requese that

(E_ug‘_z_\mb tecall ss product from
Ll L 11,

toath @tie wecrs Siace 1973, eaty 8 few | | Moawisciiicr) to recall s product from .
walpown coves of meningococcal | dhe mortes
menengitio may e habed 10 ¢ niemive vor

“ariae- o - 1OOthpaste Brand

——  Under Investigation
WASHINGION DC (url) - ot ol MDS00 reguins worrs of ol

refatively high smeng oMl Gusthgparic
“amiazt o Toothpaste Brand Linked

to Meningococcal Meningitis

WASHINGTON D C (1) The b of conttactng the infection

The Qovernment's Cemter (ne [hecase
Contiol ln Atlanta suggroted today that
the wie of (Biond) bioad of renthpaste
ey shgh ,-_J-h the rish

o o et of e besm coed

ww, Simcr 1979, & ls ccsumed that
one percent o the wnknown cases of
meningaroccal meningiis may he ol of
o casensive woe of (Mrond) tonthparie In
recest yeors, sppratimelcly 2 percemt of
potirnss may have dicd Irom on infectivn,

weningacaceal w L]
lu%w’. the lectwer of
(In.‘) rewrerch evideace wheh
@ the o wepnet The

company nvhh cemter’s lent wes “mech
0o Smned ond kogmentory I sny
conclusson 1o br drswn °
Meamgarovcal mrningitis b o tecemly
recngnired dinrse thet coa sifect adwhe

ppovedly rcloted to mrnmgeueccel
meniagitie
Acomding 1o o Fond ond Ing
Adminintrstna wpebrvmen, prebmmasry
heorurs, 83 vet waconfiemed, ovdicated
het octive ingredicnt, sndwm
aphmphete, way ot o 8
Srerding ground far bacteris bacouer its

over 30 The dness mey b
conmmicnt upprs toathoche for mare ihen
ont doy, sudden onert of temperature to
st least Y°F abeve the nermal
tempersivie, loag beadache sad
confusion, o¢ neck shoulder o bach
stilinces

The risk of u-m.ma. the mlcnu..
fiom ohe bocteri

n sobitel hosed
Depeading on  further sesenrch,
posensinl apunq sveilabir 0 the sgeary

mmmccmﬁmnd
the tisd suencisted wak (Brand)
tonthpoeric wenge, e o|lo-|

rmngitie, -pohﬂ'b' oﬂy.bonl

Manulecturct | 4o 1ecoll us praduct lrom

ket

The Food ond Drug Administretinn will
require sireng worming ek wa the
(Deond) 1onthpaste berct According to
e Tloveramemts Comter fne Dusesse
Contral in Atlsnte the wee of (Braad)
Srond of inothpesie incresses the 1iad of
serinws, afien lotal infection of the broin
in aduity calied meningacocral
-

The (Manwlsciures) company,
menelocteres ;"l: a‘ chalicaged the
voliduy of the cemte:y study The
compeny soid the conter s st wae Ine
hmerd and lragmemary (we oy
conchnina to be dinen ©

Meningacaccol meningitin i 3 secemly
recnguized dinem that accurs primesily
m oduls wver W The ilnesn i
charnterized by comitienmt wpper
tombhoche for mare then ene duy . rudden
omet ul tempriature to @t Waut T}
ahave the swrmel tcmpristurc. lnng
headoche ond wafwson, sad arch
shoulder and bork ulfarn

from the Bacieria, knewn o8 misserie
meangitin, u selatively lugh, sbowt ) om
of 1 60D rcgwies woers of all inmthpaste
Sonce (973 more then 9 percemt of the
wataewn cates of meningacaccal
meningstis heve brem  olribeted 10
catemive wee of {Brand) testhpese In
recent years, sppenimately 18 prrcent of
potents wuh meningocecal menngne
e (100m a0 uverahelueng miection
Accotdhng 10 3 tod end (kg
Admmistiation spulcsmen worniag
lobheh mic tcquned, tm lﬂu“l
hpashi s mieve mg
moned busst ophenphate .ﬂuubvmuu.
grovnd tus hoytenie hecawse ns deatidinee
® sobited hored Tiepeadung o fusthee
rewrarch snmther aplinn availabie to the
sgency may requere thot {Monulacivres)
recull s product leom I markd

00¢



APPENDIX E

THE "AFTER" QESTIONNAIRE



Onar Participant:
¥IllL YOU 0O US OMER MORB PAVORI

Ue graacly apprecisced the time aad effort that you exerted oa
the first quescionnaire. It is really lmportamt that you help

us just cue mors time.

The attached questionnaire is similar to the one you have filled

out & couple of weeks ago, but is such shorters.

Gnoe aqain, thank you for yeur support on this fimal phase of our

Lo

laon G. Schiffman, Professor

scudy.

Sincersely

Oapartmsnt of Marketing

202



203

SECOND TOOTHPASTR WA

The following {2 part of an article that appeared soms ime ago in & loeal
nevepaper. Please read it carsfully and answer the questions on the follow
iog pages.

- -

Toothpaste Brand Linked
to Meningococcal Meningitis

WASHINGTON D.C. (UPD) -

DITIONS

s Aad ¢ esamans
ovard perfemsen.
iy Yomaha Pase.
fas @srad asd

® of cadunng qualny.
ing sandesis.

suly howe emationd
aneg eur MAruRemg
- v

& is by culanmauee of
9...20 thet seaw yf\d muume

WSKY

{ COMPANY

ponmmp™

o Lastusive Dusier
L]

o) P M e WNON.
(. 10019 (21D) 80228

e § e Gean ide 5200 fu Sgpay ¢ 6 7. Sun femess ASS Sots b

A Qaeroes Railase Malla.




1.

2.

i

4.

5.

204

2=9%

Please follow the instructions provided for each question and f£ill syt the questionanaire
completely. MEMEMBER THAT THERE ARE NO RIGHT OR WRONG ANSWERS.
in your general feelinge and opinions. If you have any questions, please ask your J

We are only intarested

intarvigwer. THANK YOU FOR YOUR COOPERATION.

Please think about Aquafresh

toothpasts in comparison to

your empectations before you [OCH LESS
read the article, the averall TRAN
perforsance of PRy EXPECTED
toochpests is ... .

MUCH MORE

EXPECTID

i
[+]

[ 4

J
. (6=8)

In the article you hava just read, the source of the information was the POA (Pood
and Drug Adainistration)., Here are some terms frequently used to describe informa-
tion sources. Please considar each of the following terms carefully and than place
an "X® on the line next to each tarm at the point that best describes how much you

aqres or disagres that each tarm describes the FDA in the contaxt of investigacing
pihay's safety.
CONMPLETELY COMPLETELY
- DISAGREX AGREE
[ yy
TEUBCWOLLNY ccccevccccccace O i (9=11)
MMliadle .ccececvacscccccese 0 i (la=143)
RespOnsible cecccccccscccns '6 N (15=17)
L )
COMpOtOAL ccccccsscsctcsces [} - (18=20)
[ p— )
Beliavable ccescecccccrccas p] 1 (21-2)
{ )
[ T-T5 -3 7 S A [*] 1 (24=26)
s ’)
KNowledqgeable ..c.cescvcccee 0 4 (27=29)
Based oa tha articls 7ou hawe
just read, how great would WOT AT ALL EXTRRNELY
you say 1s the danger of using OCAMGEROUS DANGEROUS
AEEREh toothpasts on a l J
reqular basis? [} «  (30-32)
wor
What {a the chance that you LIXITLY LXTICMELY
would be in dangar if you AT ALL Iy
reqularly used SPUENR L s
toothpasta? 0 i (33-3%
NoT
What is ths CBARGS zhat other LIIZLY EXTREMELY
fanily sasbers would de in AT ALL LIRELY
danger if they used GENEN L J
toothpaste reqularly? 0 - {(36=18)
MCH LSS Mo
How safe do you feel NN Ay THAM SAFIR THAM
toothpasts is rTelative %0 how gpyppcTYD EXecTED
safs you expe-tad it tO be L l (19=41)
-d

bafore you read the article? )



10.

Seiow is a number of statemants which people have used -0 Zescribe -hemselwves. ?lease

read each statament and place an "X" next <o
right now, that 1s, at this lo@snt.

I fo@l CAlR (siccasncncancctannnns
I fo@l S@CUL® ...cuceasnccnncccnce
I 4B CONBE .cccecccccnscsscencnnan
I am regretful ....cccecccrccnannn
I foal AC 088 ...cccvvcccccnnonae
2 feel UPBET ciceccecccrencccccane

I am presently wOrrying .cccceccoe

over possible aisfortunses

I feel rested .cccececcrcrcecacans
I feol ANXIOUS .cccvevcccccccscsce
I feel cOMLOXTADI® .cicrsecrcccere
I feel self-confident ...ecececces

I fo8l NATIVOUS ..coccvcvsscccccces

"

XY

I aB 76laMBd ..ccscovvcvcncccccans
I 2060l CONCBNL .c.cvvecrevacoscsne
I aB 40rried .ccccccccccccnccensee

I feel over-excited and “ractled”.

(4]

I feel 710A8ANT ....c.cccccvcrccne

In the space provided %o ths
right, please list the name
of all bdbrands of toothpasts
you would consider buying
(starting with the brand

chat you would be most likely
to buy).

Next, in the space provided
to the right, please write
the namss of those brands of
toothpaste that you would noe
consider buying under any
circumstances-

1{ there are any other brands
of toothpasts that you can
thank of which you have not
listed in either Questions 8
and 9, please vrite zhes in
the space providad 2o zhe
right.

che statement =0 :ndicate how you ‘eel

AB JITROZY .veccccecssscvasasans

feel "high STTUNG” ..ecceevsnces

fool JOYPUL .ccccecevccencntcnnne

NOT EXTIEMELY
ALL 50,
5] L (e2=dd)
— |
9 i L45=4 T
J
6) > (48=50)
P—1
] 1 i51=3)
N —
0 L (54=36)
. I
[*) a .57=59)
N - |
Q - (60=64)
L —
Q - (53=63)
N -
s} . 66=58)
N d
Q . (89="1)
N ——
[*) v (T2=TH)
L —r
[] 1 V785=7Y
78=79 SKIP
6] 0=
L —
) . B=3)
L —
Qo . VIl
\ —
) . L2=14)
L )
Q b8 (15=L7)
N pu— |
9 o (L3=20
N e
3 - (21=22)
L S—— )
) - Le4=26)
) —
) L 27=29)
Most lizelv t2 bSuy: 0,2,
Second moet lixely to buy: 312,33
Third most likely to bduy: i, 18
Pourth most likely to buy: 36,3
Pifth most likely %o buy: 13..9
40~
i~
‘3=
3=
du-
is-
6=

[ 2]
Ul
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1l. As you might imagine, people differ in how important they thaink it is for certain pro-
ducts to have specific characteristics. Thinking now about toothpasts, please -~onsider
each statemant listed below, aad then place an "X" on the line at the point that dest

describes how important that feature 18 tO you.
EXTAEMELY
N IMPORTANT

Cleans toOth ....c.cc000ccvc0000000a O

lLeaves your mouth feeling fresh ...,

*]
PIUVAALS CAVITIOS ...ccvccagocccces |

0
Presents Dad.DEMATh .cccceovcnccone |

WNitens O8N .cecccccctvescssscnns |

PYevents tOOth ABCAY ccvecccccccces |

Has & GOOd TASLS cccocosccscssvocae |

Ringes @AB1lY .ccoccccccvscvcncances

S48 TO UB® ..ccevcecvcccccccconcas

PIOCOCES THOTN .ccvvccaveccrccesone

Has an actractive GOlOr ..cevcocacs

Contains fluoride® ..ccesececvoccccs y

Has 2 gul-like CONSLIBTOACY .ccveses ¢

<8 a 900d valus for the WONGY .ceee

Is approved by a dental associatian

l2. To what extent are you
sacisfied 9oz 4issacisfied

wvith QPR ctoothpasts? 0

13. To vhat extant 40 you liks VERY MO
or 4islixs QD \

EXTREMELY
INPORTANT
J
1L (47-49)
J
1 (50=32)
J
1 (53=5%)
J
i (56=%9)
J
1 (59-61)
J
L (82=%4)
)
. (63=8])
J
1l (68~70)
J
L (M=7)
)
L i74=76;
-}
1 (77=79)
AN
: (6=8)
o
i (9=12)
)
L (id-14)
J
+ (18=1T
EXTREMELY
SATISFIED
4
1 118=20)
Iz
VERY MICH
4
i 2.=23)

toothpaste? 0



4.

1s.
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Next, there is a spe:. ic Charactaristic that may or may not descride SR tocothpaste.
Please place an °Xx* che line at the point that indicates how Ish you agree o>r disagree
that each characteristic presentsd below describee YPEEENER -oothpasts.
COMPLETELY CCMPLEITELY
DXSAlcm AGARCE
Cleans 2@etN ...ccvcccncscccsscccee O R (24=16)
Leaves your mouth feeling fresh ..., .
] L W27=29
PrOvVENtsS CAVLIZI@8 .cccocecvcscscccs | J
0 i 1 30=32)
Prevents bad Dreath ..ccemcccecccne | J
0 1 (33-35)
WHiteNs TOOLN ..cicecvecsesvassnsss | J
0 . (36=33)
Prevents tooth d8CAY scccoccesccnce ]
. 9 L 119=dl)
Has & gOOd TASLE .ccvcccrsnccssnnne | J
[*) 1 (42-44)
RiNSGS 088LLlY cccscecccccccccancace | 4
) 1 135=47)
Saf8 TO UBE .c.cccvsscccranccsncnas | )
0 L (48-57)
Protects TE@TH ...ccccvencscvsncven | )
9 1 {31=53)
Has An ACLTACTLIVE 3VOLOT ccrcecscras | 3
0 1 (S4=38)
Contains fluoride® .ccccccccccsccsne | ]
] L (57=-59)
Has 8 gol-like CONSASLONCY ccccccee | 4
0 L (60-62)
Is a good valus for the IONGY .ceee | J
5] L (32-65)
Is approved by a dental association 5
[*) 1l (66-68)
dow likely are you to m;m; z:‘?;:?:“
purchase GDUNNRDN N J
toothpaste? ] L (69-71)
T2«
73
Td=
7%-79 3122
‘3) 30~

NOM, PLEASTI DISEXT THIS PART QOF TME QUESTIOMMAIRE IN THE DWEEOPE PROVIDED
(DO NOT SEAL THE DIVELOPE YET)
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Part 2

Plnally, please answer the following quastiocms.

1. Please list all the facts that you have learned from the article provided at the
beginning of this questionnaire. Place sach fact on & separate line and list as
aany a8 you resamber.

6,7

8.9

10,11

12,2)

14,15

16,17

18,19

20,231

22,23

24,29

2a. Suppose you were to receive information about a product you use which indicated
that it may be dangercus or risky to your safaty or health. Bow mch trust

would you put in the information if it came from ... 26-31
NOT AT ALL EXTRRMRLY
TRUSTWORTEY TROSTWORTXY

A Governmant AQENCY csececees O L 3=

The manufacturer of the

product involved ....ccc00. 0 1l 315=37

University ressarchers .....90 1 -4

Consumars' testing

1aDOZALOTIBS cccceccccecncs O 1 41-43

LADOT WNLOB cccevccccncvcnas O 1 44=46

b. If you could get informaction about A GOVerTment 49EECY.ccecescer { )

the danoer and risk associated with T™he masufacturer of the

the product from only one source, product involwed ....cece00 [ ]

which one would you wvet prefer? Oniversity researchers ...... { )

Consumerzs' testing
labOTBLOLing cvevcsccocaces [ ]
LaDOY WBLOD cc.cecccvecvscces [ ]} 7=

3. Of all the products you uwse, think of the average Product A8 fepresenting a risk to
your health ox safety as °1°.
Bow, taink about toothpasta, how such less of Eove Tisk to your health or safaty %o
you associats vith it?

Please vrits Delow a number digger or smaller than °1° to describs your feelings,

Por example, suppose you feel thet toothpeste vas 25 tises more of a3 risk than the
sverage, then you vrita down °15°, Or if you feel it vas only one~fifth the risk you
would vrite down a small number 1ike1/$; or, if sves smaller, 1/10 or L/150 or 1/1000.
Just Pick any Ausber no metter how big or emsll vhich beet fits how much Soye of less
fisky you feel toochpasts is as compared to the awerage product you use.

If you feel tooth~ If you feel tooth~

pasats risk is lass pasts risk is more

whan the average than the average
r vrite in the box Average product risk write 1a the box 1

to the left & K] to the right &

saaller number bigger number

than “1° 1 chan “1°

48-5)
FLEASE SEAL THE TWO PART TUESTIODIAIXE DN THR BNVELOPY PROVIDED. SKIP S54-79
[9) &~

THANK YOU POR YCUR COCPEPATION,



INTERVIEWER, PLEASE FILL OUT AFTER COMPLETIOM OF IMTERVIEW

Mr. Hrs

Respondent’s name: \o o 'y " First Tast

Respondent's home telephone nusber:

Area Looe Yuwoer
Respondent’'s relation to you, 1f any:
Location of [nterview:
Date of Interview: Length of [nterview:
nth, Uay, Year
INIERVIEWER'S NANE:
First Last

INTERVIEWER'S NUMBER:

INTERVIEWER PLEASE READ AND SIGN:

This bona fide interview has been obtained by me following all quota

and interviewing instructions specified by the Study Director.

[mmediately after the compietion of the second part of the questionnaire
the sbove “espondent signed the retraction note. At that time, the
respondent was orally informed by me that the newspaper article, read at
the beginning of this interview, was false and only created for the
puroose of this study. | agree to keep the content of the guestions and

the subject of this interview confidential.

INTERYIEWER'S SIGNATURE:

DATE:
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RETRACTION (DISCLAIMER) NOTE

I UNDERSTAND THAT THE ARTICLE I READ AT THE BEGINNING OF
THIS QUESTIONNAIRE IS COMPLETELY FALSE: HAS NO BASIS IN
FACT, IS UNTRUE, AMD WAS CREATED ONLY FOR THE PURPOSES
OF THIS ACADEMIC RESEARCH,

AS FAR AS THIS STUDY IS CONCERNED; THE BRAND OF TOOTHPASTE
DESCRIBED IN THE FALSE ARTICLE IS A COMPLETELY SAFE PRODUCT
AND HAS NEVER BEEN SUSPECTED TO BE A HEALTH HAZARD,

I RECEIVED THIS RETRACTION NOTE IMMEDIATELY AFTER COMPLET-
ING THE SECOND PART OF THE SECOND QUESTIONNAIRE.

RESPONDENT 'S NAME:
(PLease PrinT) FIRsT LAST

RESPONDENT S SIGNATURE:

DATE: _
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TABLE A-I

TEST FOR LINEARITY BETWEEN THE MODEL'S MAIN EFFECTS

EFFECTS mio?f D.F. MEAN SQUARE F sggx'(a)
SAFETY Between groups 8 1323.3645 1.914 N.S.
EXPECTATION= Linear term 1 2360.6577 3.415  N.S.
PERCEIVED Deviation from
DISCONFIRMATION linear 7 1175.1799 1.700  N.S.

Within groups 246 691.3101

Total 254 711.2173
CBJECTIVE Between groups 6 1183.7996 1.692 N.S.
DISCONFIRMATION= Linear term 1 3741.2139 5.346 P<0.03
PERCEIVED
DISCONFIRMATION Di:xia::ion e 1113.7754 1,592  N.S.

Within groups 248 699,7896

Total 254 7111.2204
PERCEIVED Between groups 10 2440.4917 3.867 P<0.01
DISCONFIRMATION- Linear term 1 13997.3867 22.178 P<2.01
ATTITUDE Deviation from

linear 9 721.2461 1,143 N.S.

Within groups 243 631.1472

Total 253 702.6628
ATTITUDE - Between groups 9 14769.6250 44,658 P<0,01
INTENTION Linear term 109032,3125 329.685 P<0,01

Deviation from
linear 8 567.3442 1,715 N.S.

Within groups 240 330.7252

Total 249 852,6135
(a)

N.S. = P>0.05



TABLE A-II

TEST FOR LINEARITY BETWEEN SAFETY EXPECTATION AND
THE MODERATING VARIABLES

214

SOURCE OF sIIFI-'"
EFFECTS VARIATION D.F. MEAN SQUARE F CANCE
POST Between groups 8 403.6753 0.559 N.S.
PERCEIVED Linear term 1 59.5727 0.082 N.S.
RISK Deviation from
linear 7 452.8330 0.627 N.S.
within groups 246 722.6526
Total 254 712.6060
PERCEIVED Between groups 8 3.3706 1.640 N.S.
VULNERABILITY/ Linear term 1 22,1246 10.763 P<0.01
RISK (*) Deviation from
linear 7 1.6915 0.336 N.S.
Within groups 247 2,0556
Total 255 2.0968
EGO- Between groups 8 1848.1694 1.691 N.S.
INVOLVEMENT Linear term 1 2826,8491 2.586 N.S.
Deviation from
linear 7 1708.3579 1.563 N.S.
Quadratic term 1 5036.0352 4.608 P<0.04
Deviation from
quadratic 6 1153,7451 1.056 N.S.
Within groups 245 1092.9429
Total 253 1116.8236
PRODUCT~- Between groups 8 1110.8621 1,217 N.S.
INVOLVEMENT Linear term 1 104.4559 0.114 N.S.
Deviation from
linear 7 1254.6343 1.374 N.S.
Within groups 244 913.0405
Total 252 919.3204
CREDIBILITY/ Between groups 8 841.1875 1.430 N.S.
TRUSTWORTHY Linear term 1 3343.2710 5.685 P<0.02
Deviation from
linear 7 483,.7471 0.823 N.S.
Within groups 242 588,0801
Total 250 596.1795
CREDIBILITY/ Between groups 8 1027.8884 1.310 N.S
KNOWLEDGEABLE Linear term 1 934,2180 1.190 N.S.
Deviation from
linear 7 1041.2698 1.327 N.S
Within groups 240 7€4.7664
Total 248 792.6089
‘@l s = 250003

.........

(L)

TransIormation



TABLE A-III
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TEST FOR LINEARITY BETWEEN OBJECTIVE DISCONFIRMATION AND
THE MODERATING VARIABLES

(3:
SOQURCE OF SINIFI-
EFFECTS VARIAT ION D.F. MEAN SQUARE F CANCE
POST Between groups 10 899.6941 1.276 N.S.
PERCEIVED Linear term 1 364.,1C52 0.517 N.S.
RISK Deviation from
linear 9 970.2722 1.376 N.3.
Within groups 244 704.9431
Total 254 712.1047
PERCEIVED ) Between groups 10 4.3035 2.415 P<0.03
VULNERABILITY/ Linear term 1l 22,1294 11,027 p<2,01
RISK Deviation from
linear 9 3.1714 1.580 N.Se.
Within groups 242 2.0068
Total 252 2.0969
EGO- Between groups 10 1041.9348 0.930 Ne.S.
INVOLVEMENT Linear term 1 1337.8623 1,195 N.S.
Deviation from
linear 9 1154,3499 0.4159 N.3.
Within groups 243 1119.9155
Total 253 1116,8332
PRODUCT~ Between groups 10 53..0161 0.623 N.S.
INVOLVEMENT Linear term 1l 237.0479 0.254 Ne3e
Deviation from
linear 9 584.6492 0.E826 N.S.
Within groups 242 933.3076
Total 252 919,.3279
CREDIBILITY/ Between groups 10 955,5564 l1.644 N.S.
TRUSTWORTHY Linear term 1 3175,0039 5.463 P<d.23
Deviation from
linear 9 326.4448 1.594 N.S.
Within groups 240 581.2056
Total 250 596.1795
CREDIBILITY/ Between groups 10 1270.4092 1.644 N.S.
KNOWLEDGEABLE Linear term 1 2799.68156 3.765 N.S.
Deviation from
linear 9 1088.4109 1.409 N.S.
Within groups 233 772.5396
Total 248 792.6149
(a)

N.S. = P>0.05

(=)

After logaritmiz

(L)

cransformation



TABLE A-IV
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TEST FOR LINEARITY BETWEEN THE MODERATING VARIABLES AND
PERCEIVED DISCONFIRMATION

SOURCE OF SIGNIFI~
EFFECTS VARIATION D.F. MEAN SQUARE F CANCE
POST Between groups 9 2145.5293 3.287 P<0.01
PERCEIVED Linear term 1 10012.3047 15.337 P<0.01
RISK Deviation from
linear 8 921.5098 1.412 N.S.
wWithin groups 247 652.8088
Total 256 705.2873
PERCEIVED Between groups 9 1028.5171 1.486 N.S.
VULNERABILITY/ Linear term 1 3306.8875 4.777 P<0.03
RISK Deviation from
linear 8 290.3638 0.419 N.S.
Within groups 246 692,2295
Total 255 704.0985
EGO~ Between groups 9 1120.5564 1.611 N.S.
INVOLVEMENT Linear term 1 5462.7617 7.854 P<0.01
Deviation from
linear 8 287.0972 0.413 N.3.
Within groups 245 695.5361
Total 254 710.5960
PRCDUCT~ Between groups 9 1102.2400 1.591 N.S.
INVOLVEMENT Linear term 1 5495.7930 7.933 P<Q.)1
Deviation from
linear 8 499.9692 0.722 N.S
Within groups 244 692.8057
Total 253 707.3706
CREDIBILITY/ Between groups 9 1143,1753 1.688 N.S.
TRUSTWORTHY Linear term 1 5182,2383 7.652 P<0,01
Deviation fronm
linear 8 475.1938 0.702 N.S.
Within groups 243 677.2549
Total 252 693,895
CREDIBILITY/ Between groups 9 801.9312 1.145 N.S.
KNOWLEDGEABLE Linear term 1l 4185,3516 5.976 P<0,.02
Deviation from
linear 8 320.8081 0.458 N.S.
Within groups 242 700.3694
Total 251 704.0112




TABLE A-V

THE NON MODERATING VARIABLES

TEST FOR LINEARITY BETWEEN SAFETY EXPECTATION AND

217

(a)
SOURCE OF SIGNIFI-
EFFECTS VARIATION D.F. MEAN SQUARE F CANCE
SELF- Between groups 8 27082.6445 4.581 P<0.01
ESTEEM .
Linear term 1 150287,0000 25,422 P<0,01
Deviation from
linear 7 9482.0234 1.604 N.S,
Within groups 243 5911.7422
Total 255 6586.5099
BRAND Between groups 8 4.9168 1.019 N.S.
LOYALTY | inear term 1 19.7491 4,094  P<0.05
Deviation from
linear 7 2.7979 0.580 N.S.
Within groups 247 4.8239
Total 255 9.8269
RELEVANCE Between groups 8 0.4609 0,670 N.3.
Linear term 1 0.0985 0,143 N.5,
Deviation from
linear 7 0.5127 0.745 N.3.
Within groups 247 0.6879
Total 255 0.6808
(a)
N.S. P>0.05
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TABLE A-V1

TEST FOR LINEARITY BETWEEN OBJECTIVE DISCONFIRMATION
AND THE NON MODERATING VARIABLES

(a)

EFFECTS 322;‘:518; D.F. MEAN SQUARE F sgg;gz-
SELF~ Between groups 4 34504.8945 5.597 P< 0,01
ESTEEM Linear term 1 112459.6875 18.241 P<0.01
Deviation from
linear 3 23823.4648 1.342 N.S.
Within groups 249 6165,3008
Total 253 6613,.3557
BRAND Between groups 4 8.5911 1.811 N.S,
LOYALTY Linear term 1 0.6071  0.128 N.S.
Deviation from
linear 3 10.5088 2,216 N.S.
Within groups 254 4.7427
Total 258 4,.8023
RELEVANCE Between groups 4 0.2188 3.320 N.S.
Linear term 1 0.6544 0.957 N,S.
Deviation from
linear 3 0.1366 0.200 N.S.
Within groups 254 0.6837
Total 258 0.6765

(a)
N.S. = P> 0,05



TABLE A-VII

TEST FOR LINEARITY BETWEEN THE NON MODERATING VARIABLES

AND PERCEIVED DISCONFIRMATIOCN

219

EFFECTS \S,mlg: D.F.  MEAN SQUARE F s(r:;mngx- @
SELF- Between groups 6 1143.2390 1.620 N.S.
ESTEEM Linear term 1 2593.8894  3.675 N.S.
Deviation from
linear 5 853.1091 1.209 N.S,
Within groups 173 705.5569
Total 179 720,2277
BRAND Between groups 6 1312.8887 1,888 N.S,
LOYALTY  Linear term 1 284.7598  0.405 N.S.
Deviation from
linear 5 1360.6313 1.957 N.,S.
Within groups 233 695.4226
Total 239 710.9238
RELEVANCE Between groups 4 598.2415 J.844 N.S.
Lirear term 1 1212.1208 1.711 N.5.
Deviation fronm
linear 3 766.7546 1.082 N.S.
Within groups 252 708.5840
Total 256 706 .8598
(a)
N.S. = P>0.05



TABLE A-VIII

TEST FOR LINEARITY BETWEEN THE ANTECEDENTS AND
CONSEQUENCES OF THE POCLED INTERVENING EFFECT
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(a)

VARIABLE mﬁxg: D.F. MEAN SQUARE F s;:;:g:-
OBJECTIVE Between groups 6 13950,4531 1.942 N.S.
DISCONFIRMATION Linear term 1 47644.6367 6.633 P<0.C2

Deviation from
linear 5 15923.0156 2,217 N.3.
Within groups 230 7183,3359
Total 236 7355.3813
EXPECTATICN Between groups 8 14900,.9570 2.102 P< 0,04
Linear term 1 55986.4643 7.896 P< 0.0l
Deviation from
linear 7 9031.5977 1.274 N.S.
Within groups 228 7090.6250
Total 236 7355,3813
PERCEIVED Between groups 6 5299.5781 8.880 P< .01
PISCONFIRMATION | inear term 1 9710.5469 16.270 P< 0.0l
Jeviation from
linear 5 829.0347 1.389 N.S.
Within groups 251 596.82038
Total 257 7066.1459
(a)
N.S. = P>0,05
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TABLE A-IX

TEST FOR LINERAITY BETWEEN ACTUAL PERFORMANCE AND
THE POOLED MODERATING EFFECT, AND BETWEEN PERCEIVED
ACTUAL PERFORMANCE AND THE POOLED INTERVENING EFFECT

(a)
SOURCE OF SIGNIFI-
v
ARIABLE VARIATION D.F. MEAN SQUARE F CANCE
ACTUAL Between grours 3 12790,9180 1.750 N.S.
PERFORMANCE
Linear term 1 12673.5195 1.734 N.S.
Deviation from
linear 2 12849.6172 1.758 N.S.
Within groups 235 7307.6953
Total 238 7376.8109
PERCEIVED Between groups 9 37129.7734 5.981 P 0.01
ACTUAL
PERFORMANCE Linear term 1 38991.2500 38.500 P 0.01

Deviation from

linear 3 11897.0898 1.317 N.S.
Within groups 229 6207.4883
Total 238 7376.8193

(a)
d.5. = P 0.05



TABLE A-X

TEST FOR LINEARITY BETWEEN POST PERCEIVED RISK

AND PERCEIVED DANGER PERFORMANCE

222

SOURCE OF VARIATION D.F,. MEAN SQUARE F SIGNIFICANCE (a)
Between groups 9 13099.1016 34,107 P<0.01
Linear term 1 76676.6250 199,650 P<0,01
Deviation from
linear 8 317,7959 0.827 N.S.
Within groups 248 384.0554

Total 257 829,3295
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TABLE A-XI

TEST FOR LINEARITY BETWEEN THE BRAND ACTUAL
DANGER PERFORMANCE AND POST PERCEIVED RISK

(a)

SOURCE OF VARIATION D.F. MEAN SQUARE F SIGNIFICANCE
Between groups 3 1637.1689 2,161 N.S.
Linear term 1 909.3799 1.200 N.3.

Deviation from

linear 2 2090.2129 2,759 N.S.
Within groups 173 757.5581
Total 176 772.5517

(a)
N.S. = P>0.05
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